DOANH NGHIEP TU GIGI THIEU

Béing kénh truc tuyén hay kénh truyén théng, khach hang déu sé c6 mot cai nhin nhat
dinh v& thuong hiéu ctia ban théng qua truyén thong. C4c cong ty sé "thu nhiu tring
vao rd hon" néu ho thé hién duoc thong diép cta chién lugc thuong hiéu lau dai va
nhét quan, ddng thoi nhanh chéng thic day ké hoach tiép thi trong ndm. D& dat duoc
su can bang t6i uu d6, ban can mot cong ty chuyén nghiép vé truyén thdng thuong hiéu
c6 kha néng am t6t ca hai Ki nang trén.

Hay dé chiing t6i gitip ban.

Richard Moore Associates®

Brand Identity « Brand Communications « Brand Evaluation
Hanoi « Ho Chi Minh City « New York
www.RmooreA.com
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Top 400

THUONG HIEU NGAN HANG
GIA TRI NHAT THE GIOI

* GIA TRI: 249 TRIEU USD
* MUC DANH GIA: A+

M
© 1900 558 868 VietinBank®
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Bio hiém Nhan tho
Chubb Life

Chubb Life Viét Nam la cong ty 100% von dau o
nude ngoai thude sd hifu cia cong ty Chubb INA
International Holding Limited (CIIH) ctia Hoa Ky.
Tai Viét Nam, tap doan Chubb hoat dong trong ca
hai linh vifc nhin tho va phi nhin tho, cung cip mt
danh myc toan dién cic sin pham bdo hiém ciing
vdi cac gidi phap quan ly rii ro cho nhiéu nhém
khéch hang khdc nhau.

Péc biét, d6i vdi linh vilc Bio hiém Nhan tho, vio
thang 3/2006, Chubb Life Viét Nam (tién thdn 12 ACE
Life) da tién phong gidi thiéu dong sin pham béo
hiém Lién két chung - Ké hoach Tai chinh Tron difi
tai thj truding nay. Pén nay, Chubb Life di phat trién
va cung cip mot danh muc da dang céic quyén lgi
bdo hiém wu viét thude dong sin phdm Ké hoach Tai
chinh Tron ddi, tao diéu kién cho cdc khach hang ca
nhén va t6 chic, vdi d6 tudi tham gia lén dén 80
tudi, chid dong Iya chon nhitng ké hoach bio vé phit
hdp vdi diéu kién tai chinh ctia minh.

Chubb. Insured.”
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CHUYEN NGHIEP.
TAN TAM.

MINH BACH.
BOI THUONG NHANH CHONG.

PROFESSION | DEDICATED | TRANSPARENT | COMPENSATION QUICKLY
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¢ Tru s& chinh: Tang 21-22 Mipec Tower, 229 Tay So'n, Pdng Pa, Ha Noi
¢ Tel: (04) 3776 0867 | Fax: (04) 3776 0868 | Hotline: 1900 54 54 55 PG INSURANCE
¢ Website: www.pjico.com.vn | Bao hiém tryrc tuyén: ipjico.vn BAO HIEM PJICO
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Sacombank
¢ Banking

Giao dich bdng THE trén EBANKING:

« Chuyén tién dén thé VISA
« Chuyén tién — Nhan bang di dong (rut tién tai ATM khong can thé)
« Thanh toan hoéa don, Nap tién dién thoai, va nhiéu dich vu khac

Thuc hién trén Internet Banking va Mobile Banking

NGAN HANG ) ) )
CO DICH VU TRUCTUYEN TOT NHAT 2016
BEST USE OF ONLINE BANKING

One of the Winners of 2016 Global Retaif Banking Awards

RETAIL BANKER

Buigc binh chon béi ERMNATIODNAL

Chi tiét:
1900 5555 88 | www.sacombank.com.vn |[www.khuyenmai.sacombank.com | CN Sacombank | ask@sacombank.com

Sacombank

Péng hanh cuang phat trién
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ACB Privilege Banking chinh thic ra mét

Dac quyén uu tién danh cho khach hang cao cap

AC B ‘ Privilege in every way

Contact Center 24/7: 1800577 775 - (08) 38 247 247 | acb.comwvn
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LOT NOI PAU

ma rong han, bao gém ca trai nghiém va hanh trinh tiéu dung cta khach hang. Khi ma “nuéc”

clia cac “dai duang xanh” d& dan chuyén sang mau “dd”, cd hdi chua phai la hét, nhung thach
thirc ngay mét nhiéu. Trong bdi canh do6, cac cdng ty, tdp doan I8n trén thé gi6i da bat dau tim hiéu
va trién khai cac chién lugc marketing dét phéa (breakthrough marketing strategy) nhdm md réng cac
dudng “bién xanh” trong mét dai ducng “sdc do” dang ngép tran.

I I oat ddng marketing ngay nay dang thay d6i nhanh chdng. D6i tugng ctia marketing da dudc

Trudc bdi canh do, trong khudn khé su’ kién Hoi nghi Vietnam CEO Summit 2016 - hdi nghi danh riéng
cho céc lanh dao doanh nghiép 16n, doanh nghiép tdng trudng, va trién vong xuét sic nhat Viét Nam,
dugc t8 chirc thudng nién, véi su tham gia thuyét giang cla Gidao su’ John A. Quelch, Phi thiy
thugng hiéu - Gido su Trudng Kinh doanh Harvard - Vietnam Report da ti€n hanh nghién clru va xuat
ban cuén Bao cao song ngir Vietnam CEO Insight 2016 véi chu dé Marketing dot pha trong
ky nguyén s6. Bao céo la tAp hop cac quan diém, bai viét phan tich cac nghién clru tinh huéng méi
va danh gia chuyén sau cla cac chuyén gia kinh t€, quan tri, truyén théng va marketing vé chién lugc
marketing dot pha trong thai dai s6 hda, dugc ky vong sé gilip cac doanh nghiép cap nhat xu hudng,
lua chon Ung dung phl hgp cho muc tiéu tang trudng cda minh.

Ban bién tap Vietnam Report hy vong rang, cu6n Bao cao Vietnam CEO Insight 2016, xuat ban
thang 7/2016, s€ la tai liéu tham khao hitu ich cho cong dong doanh nghiép Viét Nam ndi riéng va
toan thé ddc gia néi chung.

Ban bién tap cting xin guri I5i cdm on chan thanh tdi cic Nha tai trg: Dién dan Toan cau Boston (Boston
Global Forum), Téng Cong ty C& phan Bia - Rugu - Nudc Giai Khat Ha Néi (nhdn hang Bia Tric Bach)
va Cong ty Richard Moore Associates da dong hanh cling chling t6i d€ xuét ban thanh cdng cudn Bao
cao nay.

R&t mong nhan dugc y kién déng gop va nhan xét cla Quy vi d& Bdo co ngay cang hoan thién hon.

Tran trong cam on.

Vii Pang Vinh
Téng Giam ddc, Cong ty cd phan Bao cao Panh gia Viét Nam — Vietnam Report
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FOREWORD

expanded, including customer’s experience and customer’s consumption journey. When the

“water” of the “blue ocean” has gradually turned into “red”, opportunities have not been all
over yet, however, there are more and more challenges. Under this situation, companies and large
corporations around the world have started to find and implement breakthrough marketing strategies
in order to extend the “blue border” line in an ocean full of “red color”.

Marketing activities nowadays are changing rapidly. The objects of marketing have been

In this context, within the framework of Vietham CEO Summit 2016 event, a conference for leaders
of the large and fast growing businesses in Vietnam that has been held annually with the participation
of Professor John A. Quelch - a global marketing and branding guru - the Charles Edward Wilson
Professor of Business Administration at Harvard Business School, Vietham Report has conducted the
research and published a Bilingual Report Vietham CEO Insight 2016 with the theme of:
Breakthrough marketing in the Digital Era. This report includes the opinions, articles analyzing
new case studies and intensive assessment of economic experts, marketing & communication execu-
tives about breakthrough marketing strategies in the digital age, expected to help businesses update
global trend as well as select appropriate applications for businesses’ growth target.

Vietnam Report Editorial Board expect that the Vietham CEO Insight Report 2016 published in July
2016 will be a useful reference for Vietnamese business community in particular and readers in general.

We would like to give thanks to all Sponsors: Boston Global Forum, Hanoi Beer Alcohol and Beverage
Joint Stock Corporation (TrucBach Beer) and Richard Moore Associates for the cooperation in publish-
ing this report successfully.

We hope to receive your feedbacks and comments to perfect the report.

Yours sincerely,

Vu Dang Vinh
CEO of Vietnam Report JSC
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PHAN I
_ MOT SO KET QUA NOI BAT
TU' CUQC KHAO SAT, PHONG VAN
CAC CMO, CEO CONG PONG
DOANH NGHIEP VIET NAM VE CHIEN LUQC

_ MARKETING NAM 2016
VA CHIEN LUOC TANG TRUONG

SECTION 1

OUTSTANDING RESULTS FROM CMO, CEO,
VIETNAMESE BUSINESS COMMUNITY SURVEYS,
INTERVIEWS ABOUT MARKETING AND CORPORATE
GROWTH STRATEGIES IN 2016
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BREAKTHROUGH MARKETING
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BREAKTHROUGH MARKETING IN THE DIGITAL ERA

quanh khach hang. Moi chién Iugc, xu hudng

marketing trong nam nay sé coi khach hang
lam trong tAm, marketer s& ndi nhiéu vé thau hiéu suy
nghi khach hang (customer insights), vé nhiing trai
nghiém clia khach hang (customer experience), hanh
trinh cla khach hang (customer journeys) cling cac
phuong phap phan tich, thu hit déu nhdm vao khach
hang. Sau day la mot s6 xu hudng marketing dugc du
doan ndm 2016, gilp hang va cong ty tap trung vao
mdi quan hé gilta khach hang va thugng hiéu, tao Igi
thé canh tranh trong thai dai nay.

N am 2016 dugc don dgi nhu la mot ndm xoay

1. NAM BAT MO HINH TRAI NGHIEM CUA
KHACH HANG

Theo 6ng Choon Seng Tan- Giam d6c diéu hanh
Genesys khu vuc Bong Nam A — nha cung cép hang
dau vé dich vu Trai nghiém khach hang “Trong thi
trudng canh tranh khoc liét ngay nay, yéu t6 quyét
dinh cho su’ thanh bai trong kinh doanh chinh 1a ndm
b3t va thda man ky vong ngay cang gia tang cla
khach hang”. Do vy doanh nghiép can phai thdu hiéu
nhitng nhu cau va mong muén cla tiing khach hang
dé cung cap nhitng trai nghiém cd lién quan va riéng
biét vi day cling la mot trong nhitng nguyén nhan tao
nén thanh cong cla doanh nghiép. Trudc nhan thirc
do6, marketing dang dan chuy&n mét lugng I6n quang
cao va truyén théng khdng tugng tac thanh mét phan
ty nhién cta chu ky ban hang va phan mg réng dich
vu cham soc khach hang. Bang nhiing cong cu tich
hdp, marketing gid day tap trung gan két khach hang
truc tuyén, theo doi hanh trinh mua hang cta ngudi
tiéu dung, do ludng dudc tinh cdm va mirc do trung
thanh cla ngudi dung dé tir dé tim cach tiép can va
dap ng nhu cau cla khach hang.

2. BIG DATA PANG TRO' THANH cuOC CACH
MANG MO1

Big Data, tap hgp dit liéu I6n, dang trd thanh md
vang khai thac clia cac cong ty trong nhitng ném qua.
Vi Big Data co cdu trdc rat phic tap ma cac cong cu,
(rng dung xr Ii dit liéu truyén th6ng khdng thé nao dam
duong dugc nén nhiéu céng ty con e ngai dong thdi
thiéu ngudn nhan Iuc va cdng nghé dé co thé sir dung.

28

is expected to be a customer-
2 O 1 6driven year. Each marketing
strategy and trend will be cus-

tomer-centric; marketers will talk more about cus-
tomer insights, customer experience, customer jour-
neys altogether with approaches of analyzing and
attracting which all focus on customers. The followings
are several marketing trends for 2016 helping brands
and businesses to concentrate on the relationships
between customers and brands, which creating com-
petitive advantage in this era.

1. SEIZING THE MODEL OF CUSTOMER EXPERI-
ENCE

“In the fiercely competitive market, the decisive
factor for success in business is to capture and satisfy
the growing expectations of customers,” said Choon-
Seng Tan, Genesys Managing Director for Southeast
Asia - the market leader in customer experience. Thus,
businesses should understand demands and desires of
every customer in order to provide relevant and per-
sonalized customer’s experience for it is one of the
factors bringing success to the enterprise. Therefore,
marketing is gradually transformed a major part of
non-interactive ads and communications into a natural
part of sales cycle and an extension of customer serv-
ices. So far, by using integrated tools, marketers can
focus on connecting customers online, tracking cus-
tomer journeys, measuring their sentiment and loyali-
ty for finding the way of approaching and meeting
their demands.

2. BIG DATA BECOMES A NOVEL REVOLUTION

Big Data has become a gold mine for marketers
over the past few years. Many companies shied away
from Big Data due to its complicated structure that
conventional data processing applications cannot
handle, and because these companies are lack of
skills and technologies to use it. However, if enter-
prises can take advantage of Big Data effectively, it
will help them to analyze customer’s hobbies and
habits, indirectly increase enterprise’s profit by the
big data they collect from customer’s interaction.
2016 will be a key year for incorporating big data and
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Tuy nhién néu doanh nghiép cd thé khai thac Big Data
mot cach co hiéu qua thi Big Data sé gilp nghién ctu
s@ thich, thdi quen cla khach hang, gian ti€p lam tang
Igi nhuén cho doanh nghiép nh& lugng dif liéu khéng
[6 cac doanh nghiép thu thap tir tuong tac cta khach
hang. Nam 2016 s€ la mot nam quan trong vé su’ két
hgp ngudn dif liéu I6n va chuyén héa nhitng két qua
phan tich vao viéc dua ra cac quyét dinh marketing.

3. THUC TE AO: MARKETING TRAI NGHIEM SE
CO BUGC PHAT TRIEN VUOT BAC

N@m nay, hién cd rat nhiéu cong cu thuc té do dang
dudc du kién ra mat. Cdng nghé thuc t€ do dang dan
dugc phat trién 6 miic dd cao, dudc du doan s& lam da
dang han cho ti€p thi s6. Theo Alex Poulson, déng sang
l&p cong ty cong nghé INDE, Nguyén gidm ddc sang tao
ctia Dentsu, thai dai marketing str dung cong nghé chi
dé “lam mau” da két thic, thay vao dé la mdt blc tranh
tuoi sang han cho nhiing “marketing trai nghiém” thuc
su. Tiém nang cla marketing trai nghiém trong thdi
gian tGi day la rat I6n, dac biét khi nd bat ngui sir dung
phai tép trung suy nghi va dua ra nhiing trai nghiém
nhu that, day cling la mot cach tao an tugng cla
thuong hiéu d6i véi nguGi st dung. Cong nghé tuang
tac thuc t& dang thic day su td md va ham muén cla
ngudi dung khi mudn sd hitu tai nghe cla Oculus.
Disney da dau tu 65 triéu do la vao Jaunt, thé gidi dang
chd dgi kinh Goggles phién ban mdi clia Google va 20th
Century Fox dang tham nhap thi truGng dua vao
chuang trinh “Trai nghiém Sao Hoéa"”

4, SOCIAL MEDIA: LA MOT KENH KHONG THE THIEU

Ngay nay, sy’ phét tri€n nhanh t6i mic khé ludng
clia mang xa hoi, sy tang trudng vé lugng ngudi dung
va su' thay ddi théi quen trong giao tiép xa hdi d nang
cao stic anh hudng clia mang xa hoi dén vdi tiép thi va
truyén théng. Mang xa hoi da thuc su da dem dén cach
thirc chia sé va ti€p nhan thdng tin doi véi ngudi dung.
D6i khi chi véi mét chia sé ngan gon trén mang, thong
tin ctia doanh nghiép hay san pham s& dugc lan truyén
V@i toc do nhanh chong ma ton it chi phi nhat. Két qua
khao sat cac Giam déc Marketing hang dau trén thé gidi
(The CMO Survey) méi nhat vao thang 2 nam 2016 cho
biét cdc CMO hién tai chi cho mang xa hoi trung binh Ia

translating analytics into marketing decisions.

3. VIRTUAL REALITY: MARKETING EXPERIENCE
WILL ENJOY DRAMATIC IMPROVEMENT

There are many virtual reality devices set to
realease this year. Virtual reality technology is devel-
oped in high level and predicted to diversify digital mar-
keting. According to Alex Poulson, cofounder of INDE, a
technology company, and former Creative Director at
Dentsu, the era of marketers using technology just as
“gimmicks” has come to an end; it is replaced by a
brighter picture of real “marketing experience”. The
potential of marketing experience in the near future is
huge, especially when it forces users to thoroughly
examine and provide augmented reality; this is also an
effective way to create brands’ impression to con-
sumers. Augmented reality techonologies enhances
users’ curiosity and desire to own Oculus headsets.
Disney has invested $65 million into Jaunt; the world is
now waiting for Goggles glasses, a new version of
Google; and 20th Century Fox has entered the market-
place by “The Martian VR experience” program.

4. SOCIAL MEDIA: AN UNMISSABLE CHANNEL

The unpredictable change of social media, the
rapid growth in the number of users and the shift in
social communication habits have enhanced the influ-
ence of social media to makerting and communica-
tions. Social media has provided users with the way of
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10.6% clia ngan sach marketing va du dinh sé tdng Ién
17.1 % trong 3 nam tGi, cao han ca mrc chi cho tiép thi
qua dién thoai di dong va cong cu phan tich Marketing.

5. DPAU TU VAO MOBILE MARKETING TIEP TUC
LEN NGOI

N8m 2015 la mdt ndm danh dau su phat trién clia
mobile, nhat la khi hau hét moi hoat dong tur giao dich
cho d&n moi hoat dong giai tri vui choi déu co thé thuc
hién qua dién thoai di déng. Trong nam 2016, chac
chdn mobile sé ti€p tuc tao ra nhitng ddu méc mai vé
viéc vugt qua may tinh ban vé s6 lugng truy cap &
nhiéu quéc gia trén thé gidi. Mobile video marketing
da tao an tugng manh nam vira qua khi tang truéng
mdt cach dang k&, tiép tuc s& chiém linh thi trudng
nam nay va dugdc ki vong sé tao Igi nhuan cho nganh
13 ti USD cho t&i nam 2020. Ngoai mobile video, dién
thoai di déng con minh ching cho kha nang phat trién
clia minh khi ngay nay cé hang loat cac i'ng dung ra
dai, tir ing dung trd chuyén, ing dung dat hang qua
mang t&i (ng dung giai tri,vv.v. Doi v&i cac marketer
day chinh 1& manh dat mau m& dé& khai thac triét dé
cac tai nguyén marketing.

6. NOI DUNG (CONTENT) VAN LA TAT CA

Khi quang cao, ti€p thi cang ngay cang tran ngap
trén thi truGng vai du moi hinh thirc khac nhau thi noi
dung mdi la nhan t& chinh tao nén sy vugot tréi. Thuang
hiéu dugc yéu quy & mic do nao, do phu ddi vdi thi
trudng rong dugc bao nhiéu, long trung thanh va tin
tudng cta khach hang dai véi thuang hiéu cd bén dugc
hay khong, phan 16n déu phu thudc vao chat lugng noi
dung. Marketing khong chi don thuan cung cap théng
tin v& doanh nghiép va san phdm ma con can mot chién
luge dau tu sdu vao ndi dung dé€ gdy dung hinh anh
thugng hiéu va nhat la ndi dung ti€p thi mudn chi€m
dugc tinh cdm cta khach hang thi phai c6 muc tiéu
hudng tdi khach hang, dem dén thong tin hitu dung cho
ho. Trong nam 2016, khéng nhiing tap trung dau tu
vao noi dung tinh trén cac blog, bao chi, infographic,
v..v ma s& cé xu hudng chuyén sang cac ndi dung gan
lién vGi su tuong tac cla khac hang han khién khach
hang phai trai nghiém va chia sé thong tin.®
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sharing and accessing information. Sometimes with
only a short message or a post on the Internet, enter-
prise’s information can spread quickly at the lowest
cost. The lastest CMO Servey in February 2016 find-
ings showed that current CMO's average social media
spending is 10.6% marketing budgets, forecasted to
increase to 17.1% in the next 3 years, which is higher
than spending via mobile marketing and marketing
analytics.

5. INVESTMENT IN MOBILE MARKETING CON-
TINUES TO BE ON THE RISE

2015 is highlighted by mobile development when
the majority of actions from transactions to entertain-
ment activities can be performed on mobile devices. In
2016, mobiles will definitely create new turning points
in owning more internet access than on desktops in
many countries around the world. Last year we saw a
strong growth of mobile video marketing which contin-
ues to control the market and is predicted to create
profit of US$ 13 billion for the industry by 2020. Apart
from mobile videos, mobile devices have also proved
their development capacity with various newborn apps
from messaging apps, online ordering apps to other
entertainment apps. This is fertile land for marketers
to make good use of marketing resources.

6. CONTENT IS EVERYTHING

While ads and promotions flood the market with
various kinds, content is the key factor to create the
domination. The popular of the brand, the width of
its coverage to the market, the loyalty of customers
to the brand, all of these things depend on content’s
quality. Marketers not only provide information on
businesses and products but also need an investment
strategy in content in order to build a strong image
of the brand, especially marketing content should be
customer-driven and contain useful information if it
wants to engage people. 2016 would see the shift
from focusing on static content in blogs, papers, info-
graphic, etc. toward more interactive forms of con-
tent to keep customers experiencing and sharing
information.®
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THO1 CUA TIEP THI QUOC TE
CHO THUGNG HIEU VIET

2016 — ERA OF INTERNATIONAL MARKETING
FOR VIETNAMESE BRANDS

"= NGUYEN TRUNG THANG - CHU TICH MASSO GROUP / NGUYEN TRUNG THANG - MASSO GROUP PRESIDENT

TIEP THI SO MO CUA TIEP THI QUOC TE, THOT
CO CUA THUONG HIEU VIET!

Viét Nam chao dén nam 2016 vdi mot loat cac su
kién FTA (cac thoa thuan thuong mai tu do) quan
trong nhu AEC (cong dong kinh té€ Asean), Viét Nam-
EU FTA, TPP... gilip cac cdng ty Viét Nam cé thé canh
tranh quéc t€ va cd nhiing cd hdi ti€p thi. Diéu nay
dan tdi cac thuang hiéu budc phai bao vé thi phan clia
minh trong nudc, dong thgi tim kifm md rong thi
truGng quoc té. Trong boi canh nay, thucng mai qudc
t& 13 vii khi duy nhit d& mang céc thuaong hiéu dia
phuang dén ngudi ti€u dung toan cau. Trong qua khr,
hoat dong nay khong phai 1 mét nhiém vu dé& dang

DIGITAL MARKETING OPENS THE DOOR OF
INTERNATIONAL MARKETING, AN OPPORTUNITY
FOR VIETNAMESE BRANDS!

Vietnam welcomes 2016 with a series of important
FTA (Free Trade Agreement) events such as AEC
(Asean Economy Community), Viethnam-EU FTA, TPP,
etc. which enable local companies to have internation-
al competitiveness and marketing opportunities. This
force brands to protect their marketshare domestical-
ly, at the same time search and expand international
markets. In this circumstance, international trade is
the only weapon that helps bring local brands closer to
global consumers. In the past, this task was not easy
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cho cac nha ti€p thi trén toan thé gidi vi lién quan dén
chi phi cao va su phic tap cac nén van héa. Tuy
nhién, hdm nay cudc chai da thay ddi nhd vao su’ phat
trién clia ki thuat s6 tiép thi. Cac thucng hiéu bay gi¢
trd nén quen thudc véi nhiéu cong cu ti€p thi ky thuat
sO nhu internet,dién thoai di dong, trang web, email,
truyén thong ti€p thi xa hoi. Cac thuong hiéu Viét Nam
do dé dugc du doan phai tim cach hiéu qua dé chu
dong tiép can vdi ngudi tiéu dung qudc té va cac nha
dau tu. Neyuh, mot thuong hiéu tli da dia phuong
sang trong la mét vi du dién hinh. Thuang hiéu nay da
dugc phd bién trén Amazon nham ti€p can ngudi tiéu
dung toan cau. Trong mot cudc tro chuyén vdi ba Ai
huyén, ngudi sang lap ra thuong hiéu Neyuh, ba tu tin
ndi vai t6i rang muc dich Neyuh nham tdi la ti€p can
thi trudng quéc t& bang k¥ thudt s6 dua trén nén tang
chién lugc ti€p thi. Khéng chi la chi ky thuat s6, mot
chién dich PR toan cau gan day cla Vinhome trén
Bloomberg va Times thu hit cac nha dau tu bat dong
san toan ciu. Day la mét vi du khac cho thdy réng dé
cac thuong hiéu dia phuong ti€p can toan cau mét
céch toan dién can su nd luc cua tiép thi quéc t&. Do
dd, ndm 2016 s€ la mot cot moc quan trong cho ky
thudt s6 dua trén thuong mai qudc té cla cac thuang
hiéu Viét Nam.

TIEP THI SO TIEP TUC PHAT TRIEN, NGAY CANG
MANH ME HON!

Su thay d6i trong quang cdo toan cau, trong dé c6
Viét Nam, t&r phuong tién truyén thong truyén thong
dén ky thuat s6 s€ xay ra nhanh han trong nam nay.
Nhu dién thoai di ddng b&ng théng rdng da phat trién
viéc str dung phuang tién truyén thdng da dan chuyén
tUr truyén théng sang ky thuat s6. Cac nha quang cao
da theo ddi ngudi tiéu dung, phan bd cac ngudn luc
nhiéu hon qua cac kénh ky thuat s6. Trong cac nam
vlra qua, t6i da du doan su I6n manh cla ky thuat s6
dua trén cac hoat dong ti€p thi tai Viét Nam. Quan sat
gan day cla toi cling cho thay xu hudng nay sé ti€p
tuc phat trién nhanh hon vao ndm 2016.

» Tiép thi dién thoai di dong ti€p sé ti€p tuc tang
trudng manh mé trong nam 2016 va cac nam tiép
theo. Phuong tién truyén théng truy cap théng qua
cac thiét bi di ddng 1a linh vuc dang phat trién nhanh
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at all for marketers in the world because of its high
costs and cross-culture complexity. However, today’s
game has changed due to the development of digital
marketing. Brands are now familiar with digital mar-
keting tools such as Internet, mobile devices, web-
sites, email and social marketing communications.
Vietnameses brands are predicted to find an effective
way to approach international customers and
investors. Neyuh, a local leather bag brand is a typical
example. This brand has gain popularity in Amazon to
approach global customers. In an interview with Ai
Huyen, the founder of Neyuh, she confidentally told
me that Neyuh's target is accessing international mar-
ket by means of digital-based marketing strategy. Not
only digital marketing, recent global PR strategy devel-
oped by Vinhome in Bloomberg and Times has drawn
the attention of global real estate investors. This
example also shows that local brands accessing glob-
al markets comprehensively will need great efforts of
international marketing. Thus, 2016 will be an impor-
tant milestone of international digital marketing of
Vietnamese brands.

DIGITAL MARKETING KEEPS DEVELOPING,
BECOMES STRONGER AND STRONGER!

» The shift of global advertising including in
Vietnam from traditional media toward digital one saw
a faster speed this year. Broadband mobiles that once
developed media use now gradually transformed from
conventional type to digital one. Marketers have
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cla phuang tién truyén thong chi tiéu. Su ra ddi cla
dién thoai thong minh va may tinh bang da cai thién
dang k& kinh nghiém dung dién thoai di ddng bang
thdng rdng, gép phan dang k& vao su’ diy |én thdm
nhap dién thoai di dong bang thong rong. Su gia tang
cla ngudi dung dién thoai thong minh va mang dién
thoai di dong 4G dudc trién khai ndm nay tai Viét Nam
s& b6 sung cho su’ I6n manh nay.

» M0 hinh LOSOMO (Yéu t6 dia phuang, xa hoi,
dién thoai di dong) sé tiép tuc phat trién manh, dic
biét la s@ thich selfie ciia ngudi tiéu dung tré va viéc
dang hinh anh cla ho trén cac mang xa hoi. LOSOMO
rat cd lién quan téi s hd trg ciia KOLs (Ngudi anh
hudng, dan dit y kién), dic biét 13 cac hoat dong nhu
dai sr thuong hiéu. Cac thuong hiéu I6n nhu Samsung,
Mercedes d3 trién khai hoat dong nay rat nhiéu!

» Video quang cao s& nhanh chdng bat kip cac
quang cao truyén hinh, ddc biét la Youtube va cac
mang video trong nudc nhu Zing. Ngay nay, Facebook
video bdt dau phd bién tai Viét Nam, va s& tiép tuc
thic d&y céc chién dich tiép thi dua trén video.

QUANG CAO TRUYEN THONG CAN TiCH HOP
TIEP THI SO PE TON TAI

Cac td bao va tap chi ngugi tiéu dung hang ngay
bi t&n hai nhiéu hon so véi cac phuong thirc truyén
thdng khac do su chuyén ddi sang ky thuat s8. Noi
dung trong cac t& bao va tap chi thudng cd thé doc
nhanh va mién phi qua Internet. Trong hon ndm ndm
ti€p theo, cac cd sé thué bao bang thong rong cd dinh
va dién thoai di dong sé ti€p tuc tang va nhiéu trong
s cac thué bao béng thdng rong mdi sé& chuyén tir in
an sang ky thudt s6, nhu mot s6 da lam trudc day .
Quang cdo in an do do sé ti€p tuc giam, ngoai trir mot
s6 tap chi chuyén dung. Tuy nhién, mét s6 hinh thirc
clia quang cdo truyén théng ( nhu TV) van con gilt
dugc vi tri hién tai, dac biét la quang cdo ngoai trdi
(OOH) s& tiép tuc phat trién tai Viét Nam do cac
phuong tién cu thé bén ngoai (xe may) va su phat
trién cla céng nghé OOH (vi du nhu dén LED).

Thay vao d6, mot trai nghiém tiéu ding day da vdi
cac nhan hiéu thong qua qua trinh mua nén dugc tich
hgp vao hoat dong truc tuyén va truyén thong (IMC).
Cac hoat dong ti€p thi offline sé hoat dong nhu noi

tracked customers, and allocated more resources
through digital channels. Over the past few years, I
forecasted the strong growth of digital marketing in
Vietnam. My recent observations also showed this
trend would continue to grow faster in 2016.

» Mobile marketing will keep growing strongly in
2016 and in years to come. Media marketing through
mobile devices is a rapid developing sector in media
spending. The advent of smartphones and tablets has
significantly improved the experience of broadband
mobile devices, which emerges the broadband mobile
penetration. The increasing number of smartphone
users and 4G mobile network deployed in Vietnam this
year will also enhance this strength.

» LOSOMO model (Local, Social, Mobile) will con-
tinue to develop strongly, especially the trend of
young customers’ interest in selfie and posting their
photos in social networks. LOSOMO is highly relevant
to the support of KOLs (Key Opinion Leaders), partic-
ularly brand ambassadors. Big brands like Samsung or
Mercedes has implemented this kind widely!

» Video ads will quickly catch up with TVCs,
especially Youtube and other domestic video networks
such as Zing. Nowaday, Facebook videos become pop-
ular in Vietnam and will further encourage video-based
marketing campaingns.

CONVENTIONAL ADVERTISING NEEDS INTE-
GRATING DIGITAL MEDIA TO SURVIVE

Daily newspaper and consumer magazines have
suffered more harm than other means of media due to
the transition toward digital. Content in newspapers
and magazines is usually quickly and freely found in
the internet. In the next five years, fixed and broad-
band mobile subscribers will continue to increase in
number and many of these new broadband sub-
scribers will change from printed to digital, as some
previous did. However, several traditional types of
advertising (such as TV) remain their positions, espe-
cially out-of-home advertising (OOH) will continue to
grow in Vietnam thanks to specific outdoor vehicals
(motobikes) and the development of OOH technology
(e.g. LEDs)

A full consumer experience with brands through
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dung truc tuyén va ti€p thi truc tuyén sé khuéch dai
va hd trg viéc offline. Cac thuong hiéu can phai tao
diéu kién thuan Igi cho ngudi tiéu dung trong qua trinh
chuyén déi gitta cac hai kénh (Omnichannel-bén 1 da
kénh), thuong hiéu Viét s& rat cd kha nang d& nghién
cru va ap dung phuang thirc trong nam 2016 va cac
nam ti€p theo.

TIEP THI NOI DUNG CAN TIM KIEM SU SANG TAO

Trong bGi canh canh tranh toan cau hién nay, ca
cdng ty va ngudi tiéu ding cd thé thudng thirc rat
nhiéu ndi dung mién phi trén internet, thay vi phai tra
tién ndi dung. Nhitng ngusi dong gdép ndi dung khong
nhitng theo cach truyén th6ng ma con theo cach hién
dai théng qua mang Iudi xa hoi clia ho vdéi tu cach la
nhifng ca nhan tiéu dung. Do dé, khdi Iugng no6i dung
s& ngay cang phat trién, nhung su bdo hoa va tinh
trang qua tai ctia khdi lugng ndi dung cling doi hoi cac
thuang hiéu tim ki€m mat chién luge ndi dung sao cho
c6 hiéu qua. Cac chién dich ti€p thi video cho dip Tét
I3 nhitng biéu hién t&t! Ching ta cé thé dé dang quan
sat nhirng cdu chuyén rat tuong tu, dugc xay dung
xoay quanh dé tai gia dinh qua cac thuang hiéu 16n
nhu Omo, Vinasoy, Neptune... va cau hoi sé& la bang
cach nao cac thuagng hiéu canh tranh va thu hit mang
ludi ngudi xem? Viéc sang tao ndi dung do do sé la
mét yéu té quyét dinh trong canh tranh gilta cac cu
dan mang. Cac thuong hiéu can phai tim kiém cho
minh mot cau chuyén t6t dé thé hién, kém theo 13 mdt
format &n tugng dé thu hit, va mdt khoang thdi gian
xem gi6i han cho phép ngudi tiéu ding cd thé doc
toan bd ndi dung thay vi doc trén mang. Mot chién
dich gan day cta Isuzu Dmax la mét vi du t6t cho su
séng tao ndi dung. Chién dich nay tim hiéu insight ctia
nhitng doanh nhan khdai nghiép Viét Nam nham két ndi
vGi cOng dong doanh nhan tré thong qua thudc video
ngan, cac trd chai va cac status ngudi ké chuyén dang
trén mang xa hoi. Ngudi sang tao tai cac cong ty
quang cao do dd sé dudc yéu cau phat trién chién lugc
noi dung sang tao cho hdm nay chir khéng phai la tac
pham nghé thut sang tao giéng nhu hdm qua.®
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buying journey should be combined in Integrated
Marketing Communications (IMC) activities. Offline
marketing activities will work as online content and
online marketing will intensify and support offline
activities. Brands need to create favorable conditions
for customers during the transformation between two
channels (or among omni-channel). Vietnamese
brands are very likely to conduct research and apply
this method in 2016 and the years to come.

CONTENT MARKETING NEEDS SEARCHING FOR
CREATIVITY

In today’s global content competiton, both compa-
nies and customers would enjoy much free content in
the internet rather than paying for that content.
Contributors not only post content in traditional way
but also modern one via their social networks as con-
suming individuals. Therefore, content volume is more
and more developed, but the saturation of overload of
content volume requires brands to search for an effec-
tive content strategy. Video marketing strategy during
Tet holidays (Luna New Year) is a good sign! We can
easily find similar stories focusing on family topic by
big brands such as Omo, Vinasoy, Neptune, etc. and
the question is how these brands can compete and
attract viewer network? As a result, content creativity
would become a decisive factor in the competion
among netizens. Brands should find themselves a
good story to tell, plus an impressive format to attract
viewers and a given time allowing consumers to read
the whole content rather than surfing it in the internet.
A recent Isuzu Dmax’s campaign is a good demonstra-
tion of content creativity. This campaign explored
insights of Vietnames start-up entrepreneurs through
short videos, games and statuses posted by story-
tellers in social networks. Creative people in advertis-
ing agencies thus are required to develop creative
content strategies for today rather than just creative
artworks as yesterday.®
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WESTERN BRANDS
IN THE MINDS OF VIETNAMESE CONSUMERS
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Thé gidi dang chirng kién su gia ting tang I6p méi ndi, giau cé tai chau A nhu
Trung Quéc, Thai Lan, An Pd, Viét Nam va Phi-lip-pin véi thu nhap cao va
nhirng nhu cau tiéu diing méi. Theo bao cao McKinsey Global, ké tir nhitng nam
1990, trung tam kinh té thé gidi da dan dich chuyén tir Au My sang chau A. Cac
thuong hiéu cao cap 1am hai long ngudi tiéu ding chau A vén dang khat khao
su’ xa hoa, sang trong va mong muén sé hiru cac thuong hiéu dat tién cé lién
quan téi dia vi xa haoi.

The world is witnessing the growth of its "new” rich class in Asia such as
China, Thailand, India, Vietnam and Philippines, who have high income with
new consumer demand. According to McKinsey Global, since 1990, the world
economic center has gradually shifted from Europe America to Asia. High-
priced Western brands little by little attract Asian consumers who wish for
luxury, elegance and desire to own products of reputable brand which are
related to their own position in the society.
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Ccau cta ngudi tiéu dung chau A, trong dé cd

Viét Nam d6i véi cac san pham thucng hiéu
cao cap cd ngudn gdc Au- Mi. Cac thudng hiéu cao cdp
dat dé hap dan nhitng ngudi tiéu dung bi &m anh bai
thuong hiéu, trong dé nhing ngudi thudc tang 16p
mdi giau Ién tai Ha NGi va Thanh Phd H6 Chi Minh.

N hiéu nha nghién ciu dac biét nhan manh nhu

Hién nay, han 67% dan s6 Viét Nam dudi 39 tudi,
cing s6 lugng nguGi mdi giau tang Ién, tao thanh
nhifng nhom nguGi tiéu dung giau c6 va “théng thai”
hon. Theo Ngan hang Thé gidi, Viét Nam la mét trong
nhitng nén kinh té€ tang trudng nhanh nhat véi trong
tam phat trién kinh t& tai Ha Noi va TP.HCM. Viét Nam
da gilip ngudi tiéu dung cé thé tiép can cac san phdm
c6 thuang hiéu nhd su’ gia nhap cla cac doanh nghiép
da qudc gia, cling sy ra mat va xdc tién cac thuceng
hiéu qudc t€. Ngudi tiéu dung hudng Ung cac san
phdm c6 thuang hiéu cao cp vdi nhu ciu thé hién
ban than ngay cang cao.

1. PHO TRUONG SU GIAU CO

Theo nha nghién cu Shultz, thé hé tré Viét Nam
dang khat khao tiéu dung nhitng “san pham, dich vu,
thuong hiéu, su thoai mai, cg hoi, su’ bao vé do cac hé
théng marketing tai chau Au, My, Uc va cac nudc chau
A phét trién cung cap”. Hién nay, viéc trung dién phd
truong giau cé khdng phai 1a diéu gi dang xau hd”.

Sy hoi nhap cda Viét Nam véi nén kinh té thi
trudng, su khuyén khich van déng xa héi va su tich Iy
tai san khién nhidu ngudi thanh thj tré tudi chuyén
sang tang I8p trung luvu hodc tang I6p ngudi giau
“mdi”. Nhitng nguGi tré & Viét Nam hién nay hoc hanh
cham chi va lam viéc dé dat dugc thanh cong vé madt
vat chat. Ho mudn hang héa nhiéu mau ma va méi mé
han, khéng phai vi cong dung thuc té€ ma vi nhitng gia
tri lién quan dén dia vi xa hoi.

Nghia vu vdéi gia dinh da dugc giam nhe, thanh
cdng trong su’ nghiép khi tudi con tré, th& hé ngudi
tiéu dung tré thanh thi s hitu nhitng phuong tién kinh
t& dé thé hién nhan dién va khat vong cla ho théng
qua tiéu dung nhirng thuong hiéu cao cap. Nhiéu
ngudi tiéu dung Viét Nam tin rdng cac d6i tugng vat
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any researchers particularly emphasize on the
MAsian and even the Vietnamese consumer
desires for products which have European or
American origin. High-priced Western brands attract

brand-obsessed consumers including the newly rich
people from in Hanoi and Ho Chi Minh City.

Now, over 67% of Vietnamese population are
under 39, with increased numbers amongst the new
rich, creating a wealthier, more “savvy” consumer
base. According to World Bank, Vietnam is one of the
fastest growing economies with the expanding
economies of Hanoi and Ho Chi Minh city at its heart,
Vietnam has been able to give its consumers access to
a variety of branded products by “the entry of multi-
national enterprises together with the launching and
promoting of international brands”. Consumers
responded with a growing desire for self-expression.

1. PUBLIC DISPLAY OF THEIR WEALTH

The younger generation aspire to consume “the
same products, services, brands, comforts, opportuni-
ties, protections, and securities provided by market-
ing systems in Europe, the United States, Australia
and developed Asia”. Today, there is no embarrass-
ment at displaying ostentatious signs of wealth.

The “integration of Vietnam into a global capitalist,
market-based economy, the encouragement of social
mobility and the accumulation of wealth” involves more
young urban people moving to the middle class or the
‘new’ rich. The young people in Vietnam today study
hard and work to “achieve material success”. They want-
ed more and ever newer models of goods not for their
practical utility, but for their value as status objects.

Within looser family obligations, and achieving
career success at earlier ages, the younger generation
of urban consumers possess the economic means to
express their identities and desires through material
consumption. Many Vietnamese consumers believe
material objects could showcase one’s success and
achievement, and bring happiness in life. Now, it's not
rare to find young people using Iphone 6, being
dressed in Gucci, carrying LV handbag, driving Lexus
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chét c6 thé thé hién thanh cng va thanh tuu va mang
lai hanh phdc trong cudc song. Khéng con hiém khi
nhin thay cac ban tré sir dung Iphone 6, mdc d6 Gucci,
xach tdi LV, di xe Lexus va 3n & cac nha hang Au sang
trong & Ha Noi hay thanh phé HO Chi Minh.

2. CONG DAN TOAN CAU VA NHUNG KHAM PHA MOT

Tang I6p tiéu dung dang phat trién ngay cang thé
hién r6 vai tro quyét dinh cac dac tinh lién quan dén
su’ xudt hién clia cac thanh pho toan cau. Hinh anh
dong nhat vé cudc sdng tét dep clia xa hoi ti€u dung
phuang Tay da lan truyén trén khap thé& gidi, thdi thic
ngudi tiéu dung tai cac thi trudng mdi ndi nhu Viét
Nam theo dudi “su’ nhan thdc vat chat va hinh anh
mot cudc séng tot dep”. Ngugi tiéu dung tai cac nudc
dang phat trién nhu Viét Nam tin vao ™ hinh anh cng
dan toan cau khi tiéu dung cac thugng hiéu toan cau”.

Viét Nam dugc danh thi’c cam hiing vé su’ sang
trong, danh cam tinh cho cac clfa hang méi mé cua
Louis Vuitton, Cartier va Mont Blanc. Tiéu dung hang
hiéu trong gidi tré dugc xac dinh la “sy phan anh va
thich nghi cutia dia phudng trudc nhitng 16i séng toan
cau. Gidi tré thanh thi Viét Nam ti€p can cac thuong hiéu
cao cap va tan hudng niém vui tir chinh nhiing kham
pha mdi trong bdi canh cac chinh sach kinh té€ méi.

3. SU THOA HIEP VOT VAN HOA TRUYEN THONG

Ngugi tiéu dung Viét nam ngay cang tich cuc dung
thuang hiéu cao cap dé truyén théng vé ban than. Tuy
nhién, cac tdc déng bsi canh nhu hé théng thé ché
van hoda, qua trinh lich sir va van hda ca nhan dugc st
dung dé& giai thich cho nhirng théa hiép véi cac y nghia
thugng hiéu. Van héa tao thanh thé gigi clia ngudi tiéu
dung véi niém tin va cac gia tri dua vao vao madi quan
hé gilta ho va cac thuang hiéu.

Van hda anh hudng dén qua trinh thda hiép y nghia
tur cac thuang hiéu truyén dén ngudi tiéu dung. Vi dy,
trong bdi canh cla ngudi tiéu dung Viét Nam, “thé
dién” trong nhan dién cd tinh lién ca nhan vdi y thic
thuong hiéu. “Thé dién” déng vai trd 1a trung gian gitta
vat chat va y thirc thuong hiéu. Ngugi ti€u dung vdéi y
thirc “thé€ dién” manh mé sé thdy rd hon thm quan

and enjoying meals in European luxury restaurants in
Hanoi or Ho Chi Minh City.

2. GLOBAL CITIZENS AND NEW DISCOVERIES

Growing customer class increasingly shows its role
in deciding characteristics related to the emergence of
global cities. The homogenized images of good life
from Western consumerism expand all over the world,
prompting consumers in emerging markets to pursue
“a material realization, or attempted realization, of the
image of the good life”. Consumers in developing
countries like Vietnam believe in “global citizenship
through global brands”.

Vietnam is awakening to luxury, with the likes of
Louis Vuitton, Cartier and Mont Blanc opening stores.
The practices of brand consumption among the
younger generation are defined by “the local inflec-
tions and adaptations of these global lifestyles.
Vietnamese urban youth have access to Western
brands and enjoy the excitement generated by the
new discoveries themselves in the context of new eco-
nomic policies.

3. THE COMPROMISE WITH THE TRADITIONAL
CULTURES

Vietnamese consumers actively use luxury brand
to show off themselves. However, the impact of cul-
tural system, history and personal culture is used to
explain for the sense of compromising with brand
meanings. Culture constitutes consumer world with
belief and values based on the relationship between
them and the brand.

Culture affects the process of compromising the
meaning of the brand communication to consumers.
For example, within a Vietnamese context, the ‘face’
element in interpersonal identity work which is more
interpersonal would be more linked with brand con-
sciousness. ‘Face’ acts as the mediator between mate-
rialism and brand consciousness. Consumers with
strong ‘face’ consciousness would attach more impor-
tance to the symbolic meaning of the brand such as
status, prestige and self — image. Vietnamese con-
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trong clia cac y nghia biéu tugng nhu dia vi, uy tin va
hinh anh ca nhan. Vi du, ngugi tiéu dung Viét Nam coi
thé hién trudc cdng ching va cac y nghia biéu tugng
cla thuong hiéu quan trong hon cac gia tri khac.

Déc biét, trong van hoda Viét Nam, tu tudng Nho
gido lién hé chat ché vdi hanh vi nhom. Vi du, niém tin
truyén thong vé su' chia sé va hai hoa trong gia dinh
dudng nhu da giai thich vi sao cac gia dinh do thi
khéng thich xe 6 t6 c6 2 chd ngdi. Thay vao do, ho
thich loai 4 chd hon, phu hgp cho gia dinh hat nhan
hodc xe 7 chd cho céc dai gia dinh.

Vi sao Viét Nam chua co6 nhiéu thuong hiéu cao
cap cua Viét Nam?

Theo cac nha nghién cltu trén thé gidi, ngudi tiéu
dling & céc nudc dang phat trién cd xu hudng tin rang
céc san pham dia phuong khdng cé chat lugng tét nhu
cac mat hang nhap khau. Thuc té cho thiy cac thuong
hiéu Viét, dac biét cac doanh nghiép mudn dinh vi cac
thuong hiéu cao cdp dang gap rat nhiéu khd khan
gianh dugc long tin cla ngudi tiéu dung Viét Nam
trong bGi canh toan cau hda vé tiéu dung. C6 mot s6
ly do nhat dinh kién ngugi tiéu ding thd ¢ vdi cac san
phdm “Made in Vietnam”.

Thu nhét, hé thong quan ly thi truGng chat lugng
thap da gay ra ngudi tiéu dung trd nén bdi rdi va mat
Idng tin vao tinh xac thuc cla san phdm Viét Nam du
la san pham cao cap hay béc trung; ho sd rang mét s6
san pham Viét dang dugc thay thé véi cic san phdm
cla Trung Quac.

Thir hai, phan 16n cac san phdm ndi dia la su lua
chon cho nhitng ngudi khong cé kha nang chi tré cho
cac thuong hiéu Au - Mi. Chét Iugng 13 tét, va an toan
han so vdi cac san phdm clia Trung Quéc , nhung thiét
k& van con rat han ché&. Ho chua thdy dugdc y nghia,
gia tri tu hdo, nang cao thé dién hay dang cip xa hoi
khi sif dung san pham ndi dia.

Thi? ba, cac chinh thé vin hdéa va kién thic cla
ngudi tiéu dung bi han ché , da khuyén khich ho dat
niém tin vao thuong hiéu Au- Mi, 1a cach t8i uu dé
gidm nguy cd so véi nhitng su Iua chon khac. Ngudi
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sumers, for instance, consider their appearance in
public and the implication of the brand on them to be
more important than other values.

Especially in Vietnamese culture, Confucian value
links strictly with group behaviors. For example, tradi-
tional belief about sharing and living in harmony in the
family is the reason why urban families do not choose
cars with only two seats. Instead, they prefer 4-seater
cars which are more suitable for a nuclear family or 7-
seater ones for a big family.

Why hasn’t Vietnam had many Vietnamese pre-
mium brands?

According to researchers around the world, con-
sumers in developing countries tend to believe that
home-made products do not possess qualities as high
as the imported goods. In fact, Viethamese brands are
facing a lot of challenges in premium brand positioning
to gain the trust of Vietnamese customers in consuming
globalization. There are some certain reasons that make
customers indifferent with “"Made in Vietnam” products.

Firstly, the low quality of market management sys-
tem has aroused confusion and disbelief among cus-
tomers in the authenticity of Vietnamese products
even with high or medium quality products; they are
afraid of replacement of Vietnamese goods with prod-
ucts made in China.

Secondly, the major of domestic products is the
choice for those who can not afford to pay for
European - American brands. Their quality, of course,
is better and more secured than Chinese products.
However the design is still very limited. Therefore,
customers in Vietnam haven't found the meaning, the
pride value, raising public appearance or expressing
social class when using domestic products.

Last but not least, it is consumers’ culture and
knowledge that encourage them to place their faith in
Western brands as an optimal solution to reduce risks
compared with other options. Consumers with high
cultural sensitivity as Vietnamese tend to appreciate
imported products.
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tiéu dung vdi su’ nhay cdm van hoda cao nhu ngudi Viét
¢6 xu hudng danh gia cao san phdm nhap kh4u.

Cac nha tiép thi & Viét Nam tirng dua vao thong
diép “ngudi Viét Nam ding hang Viét Nam” d& quang
ba cac san phadm ndi dia. Tuy nhién dé la sai [am khi
st dung chu nghia vi ching hay dan toc trong tiéu
dung. Ngudi tiéu dung Viét Nam cé xu hudng tach biét
gilra tinh yéu, thdi quen tiéu dung véi tinh than dan
toc hay bao thu kinh té chinh tri.

Chinh vi vay cac nha truyén thong ti€p thi mudn tham
nhap thi trudng Viét Nam ddi véi thuong hiéu Au - Mi hay
mudn phat trién mot thuong hiéu cao cap Viét Nam can
chl y nhitng d3c diém khac biét v& vin hda, bdi canh
kinh t&, chinh tri. Y nghia ctia bdi canh vé&n hda x3 hdi rat
quan trong déi véi y nghia va uu tién tiéu dung. Quy tac
van hda, bao gobm cac boi canh lich sir, kinh t€ xa hoi
kiém sodt cach ngudi tiéu dung hiéu vé céc thuong hiéu.
Su’ hdp dan ctia mét thuong hiéu cao cap véi mot vai lién
tudng nhéat dinh cé thé thu hdt ngudi tiéu dung.

Kién thirc nén tang cla ngudi tiéu dung cling tac
dong dén hanh vi clia ho. Y nghia ngudi tiéu diing gan
cho thuong hiéu cao cdp cling la qua trinh thda hiép
vGi nhitng luat 1€ va truyén thong thich hgp. Nhirng
yéu t6 nay han ché viéc thuong hiéu tao ra cac y
nghia. Van hda, thdm my va lich sir tucng tac dé dua
thugng hiéu vao dong chay hinh anh toan cau. Vi duy,
trong khi gidi tré do thi Viét Nam don nhan I6i song
mdi, nhitng dao dong gilta hién dai va truyén thdong
Nho gido cé thé cdm nhan dugc & moi ngdc ngach
trong xa hoi Viét Nam hién dai.m

Marketers in Vietnam used to base on the message
“the Vietnamese use Vietnamese goods” to promote
their domestic products. However, it is wrong when
taking national identity and consumer ethnocentrism
into consumption. Vietnamese consumers tend to sep-
arate love, consumption habits with national spirit or
conservative political economy.

For the above reasons, marketers and communica-
tors who want to penetrate into Vietham market for
Western brand or want to develop a premium brand in
Vietnam need to look on the differences in cultural,
economic or politic context. The meaning of socio-cul-
tural context are very important to the implication and
the consumer preferences. Cultural rules including his-
torical, economic and social context control the cus-
tomers’ awareness of the brands. The appeal of a pre-
mium brand with some certain associations can attract
customers.

Basic knowledge of customers also has an impact
on their behaviors. The meaning that customers attrib-
ute to luxury brands is a compromising process with
appropriate rules and traditions. These factors prevent
brands from creating values. Culture, aesthetics, and
history interact themselves to bring brands into the
images of the global flow. One typical example is that
while Vietnamese urban youth embrace new lifestyles,
the oscillation between modern and traditional
Confucianism can still be felt in every corner of
Vietnam modern society.®
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BIG DATA

VA CUOC CACH MANG
TRONG KINH DOANH

BIG DATA
AND REVOLUTION IN BUSINESS
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“Ngay nay, cir moi 48 tiéng trdi qua, thé gi6i tao ra luu lugng thdng tin bing vdi
lwrong thong tin tinh tir budi dau cia ky nguyén van minh cho téi thé ky 21”. Néu
nhan dinh nay khién ban thiy té mo, thi rat cé thé ban muén dé tam hon dén Big
Data va cudc cach mang dai dir liéu trong kinh doanh.

“*Nowaday, for every 48 hours past, the world has created a volume information
which is equal to the information volume from the very beginning of civilization era
to the 215t century”. If this statement stimulates your curiousity, it is likely that you
want to pay more attention on Big Data and the Big Data revolution in business.

.
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mang dung nghia, bdi cé I€, chua bao giG

chiling ta tudng tugng dugc rang mét nha kinh
doanh b4t ddng san cé thé chi dich danh mét ngudi la
mat dang cd y dinh ban di can hd cia minh dua trén
ba yéu t6, bao gom viéc 6ng da song tai khu dan cu
trong mot thaoi gian dai, gia nha dat & khu vuc do dang
tdng cao va quan trong nhat 1a con trai 6ng sdp don
ra & riéng. O vai trd clia mot khdch hang, mét ngudi
tim kiém san pham trén Amazon, vi nhu dang dé& tdm
dén laptop, chdc han ciing s& quen vdi viéc trang web
nay tu gai y nhitng san pham lién quan nhu bao dung
laptop, miéng dan man hinh hay I6t ban phim,... Va do6
chi la hai trong s6 v6 van nhitng budc ngoat ma Big
Data dem dén cho thdi dai cla ching ta.

N hic téi Big Data la nhdc t8i mot cudc cach

Big Data, hay di¥ liéu I6n, 1& thuat ngit dung dé& chi
mot tap hgp dif liéu co d6 16n va do phic tap cao ma
nhitng cong cu, Ung dung x{ li dir liéu truyén thong
khdng dam dudng dugc. Cum tir “big data” dugc nhic
téi [an dau nam 2005, chi mot nam sau khi khai niém
vé Web 2.0 ra dd&i bai IUc nay, luu lugng thdng tin
nhiéu 1én mdi ngay va viéc quan ly cd s& dir liéu trd
thanh van dé c6t 16i trong cudc canh tranh gilra nhitng
cong ty, tap doan Ién.

Theo tap doan vé cong nghé thong tin hang dau
thé& gisi Gartner, ba dic diém vuct trdi va t6i uu cla
dit liéu I6n la: Volume — dung lugng 18n, Velocity — toc
dd xur ly cao va Variety — da dang vé chung loai. Vdi
md hinh 3V cla Gartner, c6 thé ndi khai niém Big Data
chua bao gid chi mang y nghia daon thuan vé kich cd
cla dir liéu va thuc té, gan day, chif V th( tu clia Big
Data dang dan dudc dé cap tdi la Value — gia tri to I6n
tiém an trong bd di¥ liéu khéng 16, d&t ra bai toan cho
viéc xtr ly dir liéu hiéu qua dé khai thac tiém néng cla
Big Data.

Mdi gidy, mot khéi lugng dif liéu I6n dugc thu thap
bai hang loat nhing thiét bi di dong, anten, cac thiét
bi thu hinh, thu thanh, mang cam bién khong day, dau
két ndi tam gan (RFID)... Diéu d6 cd nghia la cac
doanh nghiép, t6 chic binh thudng, hay nhiing trang
mang x& hdi khéng [6 nhu Facebook, Twitter cho tdi
nhing trang thuong mai dién t&r nhu Amazon, eBay,...
d8u co thé s hitu Big Data clia minh.
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we imagine that a real estate sales person can

name exactly which stranger intending to sell
his apartment based on three factors including the
house seller living in the resident area for a long time,
the price of land is sharply increased and especially his
son is going to move out to live himself. As customers
and product searchers in Amazon, for example, if they
are interested in a laptop, they may get used to the
suggestions offered by the website such as laptop
cases, screen protectors, keyboard covers, etc. They
are two among many milestones that Big Data pro-
vides in our era.

Big Data reminds of a true revolution. Never can

Big Data is a term for data sets that are so large
and complex that conventional data processing tools
and applications are not adequate. The term "“Big
Data” is first mentioned in the early of 2005, one year
after the advent of Web 2.0 concept, because at that
time, the amount of data is bigger and bigger and the
task of database management became a core issue in
the competition among leading companies or corpora-
tions.

According to Gartner, a leading IT group, big data
has three dominant features: Volume — large amount
of data, Velocity — processing at high speed, and
Variety — all types of formats. With Gartner's 3V
model, we can say that Big Data concept does not sim-
ply mention the volume of data, in fact, the fourth V
has gradually considered: Value — high potential value
in the giant data sets, which creates the challenge of
effective processing in order to take advantage of Big
Data’s potentials.

An enormous amount of data is collected by vari-
ous mobile devices, antennas, video and audio
recorders, wireless sensor networks, Radio-frequency
identification (RFID), etc. every second. That means
from all normal enterprises or organizations, giant
social networks such as Facebook, Twitter to all elec-
tronic trade websites like Amazon, eBay, etc, all of
them can possess their own Big Data.

According to SAS group, Twitter has 500 millions of
tweets each day while Facebook has 1.51 billion mem-
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Tap doan SAS cho biét, Twitter cd 500 triéu dong
tweet méi mdi ngay, Facebook thi ¢ 1,15 ti thanh
vién tao ra mot mé khéng 16 dif liéu bao gébm vén ban,
tap tin, video... Pidu tuang tu cling dién ra trén nhitng
nén tang cé luu lugng ngudi dung khdng 16 cua “6ng
I6n” Google hay Youtube. Chi trong vong 4 giG cla
ngay “Black Friday” nam 2012, clra hang Walmart da
phai xr Ii hon 10 triéu giao dich tién mat, tic la
khoang 5.000 giao dich mdi gidy. Hay thir tudng
tugng, vdi chi vai cai tén trén day, tiém nang ma Big
Data c6 th€ dem dén la gi. Trong khi dit liéu tim kiém
clia Google c6 thé du bao vé xu hudng cua thi trudng
va méi quan tam cltia khach hang, hanh vi clia nguGi
ding Amazon ciing gitip ho phat trién hé théng ggi y
nhitng san pham lién quan t6i luva chon c& nhan, thi
rat c6 thé thong tin tai khoan Facebook cé thé gilp céc
doanh nghiép, t6 chic phan tich hanh vi ngudi tiéu
duing, cai thién san pham hay dich vu cia minh. T4t ca
nhitng con s6 va tiém nang khong gigi han cla Big
Data cho thdy nhirng thach thitc dat ra vdi cac doanh
nghiép, t6 chirc dé& bt kip cudc cadch mang nay.

LAM GI VO1 PAI DU LIEU?

MGt nghién clru dugc thuc hién bai IBM véi 1900
giam doc diéu hanh dugc khao sat trén toan cau cho
th&y nhitng doanh nghiép, t6 chiic hoat déng dua trén
viéc phan tich so liéu cé su’ chénh léch vé doanh thu
vugt tréi la 33%, va chinh diéu nay ly giai cho viéc Big
Data dang ngay cang dugc sir dung réng rai cho moi
linh vuc tir thuong mai, tai chinh, vién thdng, y té&,
giao thong van tai cho tgi an ninh va quan ly cong.

bers, which create a massive data set including docu-
ments, files, video, etc. A similar situation also hap-
pens in platforms with enormous set of data from
“giants” such as Google or Youtube. In only 4 hours in
Black Friday 2012, Walmart processed 10 million tran-
sitions in cash, equivalent to 5,000 transitions each
second. Just imagine, with some of the mentioned
names, how is the potential Big Data offer us? When
Google’s searching data can predict market trends and
customers’ interests, Amazon’s consumer behaviors
can help develop the system of suggesting products
relevant to personal choice; it is likely that Facebook’s
account information may assist businesses and organ-
izations to analyze customer’s behaviors, improve
products and services. All numbers and unlimited
potentials of Big Data show the challenge for enter-
prises and organizations in order to catch up with this
revolution.

WHAT WOULD WE DO WITH BIG DATA?

A research conducted by IBM asking 1,900 CEO
worldwide showed that enterprises and organizations
using data analytics for their operation have higher
revenues of 33%. This explains why Big Data is more
and more popular in all sectors from commerce,
finance, telecommunications, healthcare, transporta-
tion to public security and management.

One typical success in applying Big Data technolo-
gy in business is Tesla, a pioneer in manufacturing
electric cars. Each Tesla’s car is equipped with a sen-
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Thanh c6ng dién hinh cla viéc ap dung cdng nghé
dai dir liéu vao kinh doanh la Tesla, hang di tién
phong trong viéc san xuat & to chay bang dién. Mdi
chiéc xe do Tesla san xudt déu dugc gan mot thiét bi
cam bién cé kha nang gli nhitng thong tin lién quan
dén van dé ky thuat, hoat dong cua xe trd vé nha san
xuét dé& x(r ly kip thdi nhitng truc tréc néu cd trudc khi
su' c§ xay ra. Trong mot budi hdi nghi clia Gartner,
CIO Jay Vijayan ndi vé thuc trang s dung Big Data
cla Tesla: “Nén tang big data bao cho chilng toi biét
khi ndo chiéc xe dang bi 16i d& nhdm k¥ su kip thdi
hanh dong.”

Bang viéc két ndi véi khach hang thudng xuyén,
lién tuc va truc tiép, thay vi théng qua bén trung gian,
Tesla luon thu vé nhitng dif liéu chinh xac va kip thdi
nhat, cho phép ho cai thién trai nghiém ngudi dung va
canh tranh vdi nhitng hdng san xuat 6 t6 chay bang
xang v8n dang rét phd bién khac. Nhiéu khach hang
clia Tesla thita nhan réng bat chdp nhitng diém trir
cla hang xe ndy, nhin chung ho van rat hai long va
san sang mua mot chiéc xe khac cua hang sau lua
chon dau tién cla minh.

Trong linh vuc dién tir vién thong, nha mang AT&T
cling khéng ndm ngoai cudc choi véi dai dir liéu véi
muc tiéu cai thién chat luogng dich vu va gia tdng mic
dd hai long clia khach hang. Chi trong vong han nira
thap ki, k& t&r ndm 2009 — 2014, lugng théng tin dif
liéu trén mang Iugi cla AT&T da tang gap 50.000%,
cung vdéi do la lugng ngudi dung I6n chua ting co.
Tinh trung binh trong mdi gid, AT&T cd 30 ty diém dir
liéu guri v& dé cd thé tinh todn dudc chat lugng cua
mang vién thong.

Trudc day, khi cot thu phat song gdp van dé ky
thuét, rat khé d€ xéac dinh dugc anh hudng cla viéc
nay téi ngudi s dung AT&T bgi nhitng cudc goi cua
ho sé& dudc chuyén qua nhiing cdt thu phat khac & gan
do. Cung véi sy phat trién clia Big Data, viéc phan tich
di¥ liéu clia nhiéu cot thu phat séng trong mét khu vuc
dé tim ra nhitng van dé ngudi dung cd thé gdp phai
nhu khéng thé thuc hién dudc cudc goi, két ndi
Internet chadm, cudc goi bi gidan doan hay chat lugng
am thanh kém déu cé thé thuc hién dugc. Cong nghé
nay da gilp nha mang AT&T sdp x&p mic do uu tién
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sor device for sending technical information, car’s
operation to manufacturer so that the carmaker can
predict and solve any detected problem in time before
it actually happens. In a Gartner’s conference, CIO Jay
Vijayan told about Telsa’s usage of Big Data, “Big Data
platform alerts us if the car is not functioning proper-
ly so service teams can take action.”

By connecting with customers regularly, continu-
ously and directly instead of depending on intermedi-
aries, Telsa can always fetch data in the most accurate
and in time manner, which allows the company to
improve customer experience and compete with other
famous manufacturers of gasoline cars. Many cus-
tomers admit that despite Telsa’s mining points, they
are in general satisfied and willing to buy another
Telsa car following their first choice.

In telecommunication sector, telecom provider
AT&T also engages in Big Data game with the target
of improving its service quality and enhancing cus-
tomer satisfaction. For just over a half of decade from
2009 to 2014, data volume in AT&T network
increased by 50% together with the biggest ever
number of users. AT&T has average 30 billion data
points every hour fetched in order to evaluate the
quality of network.

In the past, when a base transceiver station (BTS)
faces technical problems, it is very hard to identify its
influence to AT&T users because their calls will be
transferred to other nearby BTSs. Thanks to the devel-
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dé€ stra chita ¢t thu phét sdng cé anh hudng téi ngudi
dung nhiéu nhat, lam tang mdc d6 hai long cua ngudi
dung thém 59%.

Tai Viét Nam, Big Data van 13 mot khai niém mdi
mé, chinh vi vy Big Data chua dugc nghién clru phd
bién va rong rdi trong cac doanh nghiép vi thi€u thén
ngudn nhan luc va quy md dé khai thac dudc Igi thé
clia ngudn dir liéu khéng 16 nay. Trong mot hdi nghi
td chiic bsi Tap doan IBM va céng ty VHT vé Big
Data, 6ng Lé BUi Hung, chuyén gia cap cao Big Data
clia IBM Asean da chia sé: “Big Data dugc vi nhu dau
md” khong chi bdi tinh thié€t yéu trong cudc s6ng ma
con bdi yéu cau cao can dudgc xur Iy cia mdi loai. Dau
mo can phai dugc xUr ly dé trd thanh san phdm nhu
xang xe hay nhua dudng con dit liéu thi lai can t&
chirc, sép x&p, phan loai dé I8y thong tin can dung.
Dau mé thi cang st dung nhiéu cang khan hiém; dir
liéu nhiéu thi cang khd luu trit, phan tich. Hién nay, &
Viét Nam, nhitng d6i tugng nganh nghé phu hgp dé
trién khai Big Data gdm c6 ngan hang, siéu thi va cac
nha mang vién thong. TUr ndm 2014-2016, trong linh
vuc Internet cé FPT, VNG, VCCorp phét trién nghién
clu va Ung dung Big Data trong phan tich hanh vi
khach hang; vé mang ngan hang, cé Vietcombank; vé
nganh van chuyén cé VietnamAirline...v.v. Trong
nhirng ndm tdi, dan vi tiém n&ng nhat dé trién khai
Big Data s& la cac nha mang khi cdc nha mang nam
gilr nhiéu nhat vé thong tin ca nhan cua khach hang,
tlr tén tudi, dia, thu nhap (dua trén s6 liéu vé thué
bao va m{c chi trd hang thang) cho dén dia diém,
thai gian, hoat dong hién tai ctia khach hang dua trén
thuc té€ dién thoai va may tinh dang la cac cong cu
phé bién, bat |i than cla hau hé&t moi ngudi trong cac
loai giao dich.

Tuy van con la mot thudt ngir mdi va dang trong
qua trinh phat trién, Big Data cling d3 mang lai mot s6
hiéu qua nhat dinh. Sau 6 ndm dau tu va nghién clu,
nha mang Mobifone cing ddy manh ('ng dung Big
Data va dién todn dam may dé& phan tich hanh vi thué
bao theo vong ddi khach hang, phat hién nhiing san
pham, dich vu phl hdp véi nhu cau va dua ra chuong
trinh ti€p thi phu hgp. Két qua 13, trong nam 2015, 6ng
Nguyén Bao Long, Phé téng gidm ddc Tong cdng ty
Vién Théng MobiFone cho biét tdng doanh thu cla

opment of Big Data, it is possible to analyze data from
various BTSs in one area to find problems that users
may encounter such as cannot make a call, slow speed
Internet connection, broken pause during calls or bad
call voice quality. This technology helps AT&T arrange
the priority to fix the one that affects users the most,
boosting customer satisfaction by 59%.

In Vietnam, Big Data is still in its infancy; therefore,
it has not been applied widely in enterprises due to the
lack of human resources to take advantage of this
enormous data source. In a conference held by IBM
group and VHT on Big Data, Le Bui Hung, IBM Asean
senior technical specialist compared that “Big Data is
regarded as petroleum” not only by its essential feature
but also the need of great processing for each type of
formats. While petroleum needs processing to become
gasoline or asphalt, data requires to be organized,
arranged, and classified in order to have useful infor-
mation. For petroleum, the more we use the more it
run out of; for data, the more it is collected, the more
difficult to archive and analyze. So far in Vietnam, sec-
tors that are suitable to implement Big Data consist of
banks, supermarkets and telecom providers. During
2014-2016, in Internet sector, providers such as FPT,
VNG and VCCorp have conducted R&D and applied Big
Data for analyzing customer behavior, other organiza-
tions using Big Data are Vietcombank in banking sec-
tor, VietnamAirlines in logistics sector, etc. In years to
come, the most potential businesses to implement Big
Data will be telecom providers because these providers
own customers’ personal information including name,
address, income (based on data of subscribers and
monthly bill payment), their current location, time and
activities (based on the fact that mobile phones and
computers are popular devices that people always use
in most of their transactions).

Although it is quite new and in the progress of
development, Big Data has brought several certain
results. After 6 years of investment and research,
Mobifone has enhanced the deployment of Big Data
and cloud computing in the purpose of analyzing sub-
scriber behavior in customer lifecycle, discovering
products/services suitable with the demand and pro-
viding matching marketing program. In 2015, accord-
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cong ty tang trudng 13% va gilt chan dugc gan
500.000 thué bao tra trudc cd y dinh rGi mang.

Céng ty C8 phan truyén théng VCCorp hoat dong
trong linh vuc Truyén théng, Thugng mai dién tur va
Mang xa héi cling da st dung Big Data s6m vao nam
2007 v@i dy an Baamboo search. TUr ndm 2008, cong
ty da bt dau thir nghiém xay dung hé thdng Big
Data phuc vu hé théng quang cdo va cho dén ngay
nay, Big Data dd dugc nghién clfu phat trién xay
dung cac san phdm phuc vu cho cac hé théng quang
cao, noi dung, thuong mai dién tdr..... Sau khoang
thgi gian nghién clru va (ng dung thuc té€, giG day
quy mo dit liéu & VCCorp da lén dén 10TB dir liéu
dugc xr Iy mdi ngay.

Nhin chung, Big Data ngay cang dong vai trd quan
trong dGi vdi khong chi cadc doanh nghiép ma con ca
nén kinh t€ quéc gia nhd cd ché thu thap, phan tich
thong tin nhanh choéng, chinh xac, gilp nha quan ly
dua ra quyét dinh kip thdi, giam thiéu rui ro va tdi uu
hoa chét lugng san pham, dich vu. Tuy nhién, day van
[ linh vuc con md&i mé ma céc doanh nghiép, t8 chirc
can nghién ctu d€ ¢ thé (ng dung hiéu qua nhat. |
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ing to Nguyen Bao Long, Deputy General Director of
Mobifone Corporation, the company increased by 13%
gross revenues and retained nearly 500,000 sub-
scribers before them intent to stop using the network.

VCCorp Corporation working in the field of commu-
nication, e-commerce and social network has been
using Big Data with Baamboo search engine project.
Since 2008, the company started the pilot project of
building Big Data serving advertising system, and Big
Data so far has been researched and developed into
various products for advertising, content, e-com-
merce, etc. After the period of researching and apply-
ing in reality, data volume in VCCorp is now up to
10TB of processed data/day.

In general, Big Data plays a more and more impor-
tant part not only for enterprises but also the whole
national economy thanks to its quick information col-
lecting and analyzing mechanism which helps managers
make timely decisions, reduce risks and optimize quali-
ty of products and services. However, it is still a new
sector, so enterprises and organizations should conduct
researches to gain the most successful application.®
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=TS PHAM TR HUNG - PHO VIEN TRUGNG VIEN MARKETING VA QUAN TRI VIET NAM; TS. PHAM HAI CHUNG - TRUGNG BOURNEMOUTH

UNIVERSITY, UK

Truyén thong dan dat — y tudng dua ngudi tiéu
diing vuot rao can thong tin

Thdi dai thong tin dang chuyén sang giai doan "ky
nguyén thong tin qua muc" (era of excessive informa-
tion) vdi hiéu (g "tran thong tin" (information over-
load) khién nguGi ti€u dung ngay cang thG ¢ vdi
nhitng théng tin vé san pham, dich vu dugc cung cAp.
Ngusi tiéu dung khdng con sén sang chap nhan cac
thong tin chi cd gia tri bé mat ma doanh nghiép don
phuang truyén tai dén ho, c6 nhoi vao dau ho. Ngudi
tiéu dung don gian cam thay thong tin dugc dua ra

Cross communication — the idea of moving con-
sumers overcome Information Barrier

The information era is now shifting to the “era of
excessive information” with the effect of “information
overload” which making customers more neglecting
with information of provided products and services.
Consumers no longer accept one-way information at
its face vaule which enterprises unilaterally try to send
to them. They simply feel that the provided informa-
tion is irrelevant and unconsciously ignore it, which
establish the concept “information barrier” to the pop-
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khong lién quan gi dén minh va mot cach vo thirc gat
bo n6 khdi tam tri — hinh thanh cdi goi la “rao can
thong tin” do6i véi nhitng thong tin marketing dai tra.

M3t khac, ngudi tiéu dung co thé chi ddng tim
ki€m cac thong tin chti @& ma ho quan tam. "Néu can
thong tin gi, t6i s€ tu tim kiém" da trd thanh phuang
phdp va cach hanh x{r chung.

Trong vai ndm trd lai day, mot phuong cach truyén
thdng marketing md&i da dugc chi y: dé la truyén
thong dan dét véi y tudng khuyén khich ngudi tiéu
dung tu minh thoat ra khoi rao can thong tin.

"Dua trén su thdu hiéu dbi tuong va truyén théng
dbéng thoi xem xét ca chiéu rong (pham vi va tan suét)
I&n chidu sdu (mdc dé tham gia), bén canh dé tao ra
mét tinh hubng dé truyén théng sao cho két hop hiéu
qua nhidu Piém tiép xic” (1. Truyén thdng dan d&t 1a
mot trong nhirng thuat nglr méi dugc nghién cltu va
phat trién bdi céng ty quang cdo hang dau thé& gidi —
Dentsu. Khai niém cla Dentsu dua ra dugc hiéu la
“Viéc tao ra cac scenario (tinh hudng) hay 10 trinh
nham lam dich chuyén déi tugng” va ggi cam hiing
cho ngudi ta tu nguyén tim ki€m thong tin. Truyén
thong dan d&t mot phan dua trén nhitng bai hoc lich
st rang tU xa xua, con ngudi da biét tAm quan trong
clia viéc tac dong d€ ngudi khac dich chuyén, khéng
phai dung stic manh ép budc ma bang cach khai ggi
sy quan tam va khuyén khich ngudi khac tu nguyén
hanh dong.

Truyén thdng dan dét gén véi md hinh hanh vi tiéu
ding mdi c6 tén AISAS Chl y — Quan tdm — Tim ki€ém
— Hanh ddng — Chia sé do Dentsu phat trién t&r ndm
2004. Trudc day, trong mot thdi gian dai, quang cdo
cla cac cong ty hang tiéu dung dua trén mo hinh
AIDMA do Roland Hall (Hoa Ky) dua ra t&r ndm 1920
V@i cac budc: Chi y — Quan tam — Mong mu6n — Ghi
nhd — Hanh dong.

Trong thdi dai Internet, moi ngudi dé& dang tiép

ularization of marketing information.

Moreover, users can proactively search for topics
that they are interested. “If I need any information, I'll
find it by myself” has become a method and common
practice.

A new approach of marketing over recent years
has caught a lot of attention, namely cross communi-
cation with the idea of encouraging customers to over-
come information barrier by themselves.

“Effectively combining We would like to give thanks
to all Sponsors: Boston Global Forum, Hanoi Beer
Alcohol and Beverage Joint Stock Corporation
(TrucBach Beer) and Richard Moore Associates for the
cooperation in publishing this report successfully. to
form a communication scenario that takes into consid-
eration both breadth (reach and frequency) and depth
(increased involvement) based on target insights and
media insights” (1), Cross communication is a new con-
cept introduced by world leading advertising company —
Dentsu. Dentsu’s term is sometimes used to mean “cre-
ation of a scenario to move the target” and inspiration
for people to search for information on purpose. Cross
communication partly depends on historic lessons that
long time ago people knew the importance of triggers
to make other people to move, not by forcing them but
turning their awareness and encouraging them to act.

Cross communication attaches to a new consump-
tion behavior model named AISAS with steps of
Attention — Interest — Search — Action — Share advo-
cated since 2004. For a long time, consumption com-
panies’ advertisements were based on AIDMA model
advocated by Roland Hall, an American economist,
around 1920 with processes of Attention — Interest —
Desire — Memory — Action.

In the era of Internet, it is easy for people to
access information and they have trend of proactively
search for information and share if they find it useful.

(1) Kotaro Sugiyama, Tim Andree, Nguyén Phtic Hoang dich. Cach
cua Dentsu, (Ha Noi, NXB Tré, 2015), trang 147
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(1) Kotaro Sugiyama, Tim Andree, translated by Nguyen Phuc Hoang.
The Dentsu Way, (Hanoi, Tre Publishing House, 2015), page 147
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can thong tin va c6 xu hudng chl dong tim ki€m thong
tin va tu chia sé théng tin ma ho thdy la hitu ich. Béi
vy, quy trinh dich chuyén tdm ly (AIDM) da dugc thu
hep lai, con A - Hanh dong lai dugc md& réng thanh
Tim ki€m, Hanh déng va Chia sé (SAS).

Lam thé nao dé ngudi tiéu dung quan tam, tim
kiém, hanh dong va chia sé?

Thanh cong cla cac thuong hiéu khong chi dua
vao chit lugng san pham, dich vu ma con dua vao
hanh trinh ti€u ding ma ho thiét ké cho khach hang.

Trong truyén thong dan dét, yéu t& rat quan trong
[a “chiéu sau” déi véi su’ thu hit va phan hoi, trong khi
truyén thong truyén thong lai chd trong nhiéu han dén
“chiéu réng” ma mét théng diép c6 thé phu - sd lugng
cac kénh hay phuang tién.

Chién dich truyén thdng dan dat c6 thé dat dugc
“chiéu sau” néu chi riéng viéc ti€p xuc vdéi thong tin da
tao dugc cac an tugng manh cho d6i tugng, dan dén
viéc thuc hién mot s6 hanh vi mdi, vi du lam ngudi tiéu
dung mudn bié€t nhiéu han, mudn thu thap thong tin
va trd thanh nguGi st dung va quang ba hang hda,
dich vu trung thanh.

Truyén théng dan dan tao ra tinh hudng dé ddi
tugng truyén thdng tu dich chuyén. Tuy nhién, tinh
hudng khong phai 1a thr sdn cé ma phai dugc tao ra
dua trén mot y tudng c6t 16i, con goi la chi dé chinh
cta chién dich, dugc thiét k& nhdm chiém dugc cam
tinh va thu hit su chd y cia ngudi tiéu dung. P& dat
dén muc tiéu nay, y tudng cot I6i hay chl dé chinh can
méi la va doc do. Truyén thong dan dat khdng nhitng
phai nhan manh dén s6 lugng I6n khan gid ma con
phai tao tiéng vang sau séc han trong tam tri ho, dé
khich & ho phai tu gidc hanh dong.

Cau héi quan trong nhat khi thiét ké tinh hudng
dan dat 1a: Ai la ngu'di tiéu dung nhiéu kha ning
nhat dé tré thanh ngudi anh huéng déi véi
thuang hiéu? Nhirng ngudi anh hudng do sé lan
toa thong tin gi va lan téa nhu thé nao?

Theo mot con s6 thong ké clia Neilsen, 92% ngudi

Therefore, the psychological process (AIDMA) has
become more compact and the A — Action process has
expanded into Search, Action and Share (SAS).

How to make consumers interested, search,
perform action and share?

Success of brands does not only depend on the
quality of products/services but also base on customer
journey they designed for customers.

In cross communication, key factor is “depth” for
increased involvement and response, while conven-
tional communication pays more attention to
“breadth” that a message can cover — the number of
channels or media.

Cross communication can gain “depth” if the
access of information alone creates a strong impres-
sion to the target, leading them have some new
behaviors such as making consumers want to know
more about products or want to collect information
and become loyal users and promote the products.

Cross communication creates a scenario to move
the communication target. However, scenario is not
available, it must be created based on a good core
idea or also known as the campaign’s main topic which
is designed to make people interested in and draw the
attention. Cross communication not only emphasizes
on a huge number of customers but also makes a
greater impression in their minds so that they are
encouraged to take action.

The most important questions when designing
cross cummunicaton scenario are: Who is the
most capable customer to become an influencer
to the brand? What information would these
influencers spread and how they do it?

According to Neilsen’s statistics, 92% of consumers
place their trust in other’s recommendations although
they do not know those people over all forms of enter-
prise’s advertising. Therefore, when introducing a new
technology product, one company once launched a
communication campaign by arranging 100 celebrities
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tiéu dung tin vao su gidi thiéu ctia ngudi khac — cho
du ho khdng hé quen bi€t nhitng ngudi nay — hon la
tin vao cac quang cdo truc ti€p cta doanh nghiép.
Chinh vi vay, khi gidi thiéu mdt san pham céng nghé
mdi, mot cong ty da thuc hién chién dich truyén thong
chi thdng qua viéc t8 chiic cho 100 ngudi ndi tiéng doc
quyén ti€p can dung thir san phdm. Khi nhitng ngudi
nay chia sé trai nghiém doc dao ctia minh trén cac
trang mang xa hoi, da c6 rat nhiéu ngudi td0 mo doi
theo va thir tu tim kiém thdng tin vé& san pham trén
mang Internet, mua san phdm vé dung thr va sau do
lai ti€p tuc chia sé trai nghiém cta minh. Chi véi mét
chi phi t6i thi€u, khdng phai dua thdng tin mét chiéu
theo cach truyén thong, cong ty da cd chién dich
truyén thong lan tda, vang doi dan dat dugc ngudi tiéu
dung quan tam, tim ki€m, hanh dong va chia sé.

Y tudng tinh hudng cla truyén théng dan dat

Y tudng tinh hudng lién quan dén cac yéu t then chét:

Piém tiép xiic |a mot thuat nglr méi nhung ban
chat 1& cdu ndi truyén tai théng diép cua doanh
nghiép, t& chirc d&n cho cdng chling. V&i truyén thdng
dan dt, ngudi Iam truyén thdng phai cé ki ndng quan
i diém ti€p xdc. Mot s6 diém tiép xic nhu: cac hinh
thirc quang cdo, cac bai viét trén bdo in, tap chi, cac
chuang trinh truyén hinh, poster trung bay tai siéu thi
hay clra hang, su kién, thong di€p truyén miéng,
mang xa hoi (Facebook, YouTube, Twitter), su’ sap dat
san pham trong cdc chuong trinh truyén hinh hay
chinh ban than san pham.

Vi du: Cé rat nhiéu ing dung quoc té chiém linh
dai s6ng clia gidi tré Viét Nam, Vinagame da tim cach
dé khdng bd qua manh dat mau md nay béng viéc
trinh lang ng dung Zalo. Chién dich Chiém linh thi
trudng cta Zalo khong chi tao sy nhan biét cta khach
hang v& mot san phdm mdi, ma con hudng dén muc
tiéu cao hon la dat dugc thi phan I6n nhat trong thi
truéng OTT Viét Nam. Zalo da chiém linh 1 triéu ngudi
dung & Viét Nam sau 6 thang trinh lang thong qua
mang xa hdi (diém ti€p xuc), dac biét la Zing Me dudc
ua chudng tai Viét Nam chi sau Facebook.

Yéu cau khi chon lua diém tiép xtc cho chién dich
la ngudi 1am truy@n théng phai chon Iua diém tiép xtc
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to have the exclusive right to test the product. When
these celebrities shared their unique experience on
social networks, many people were so curious to fol-
low; they searched for product’s information on the
Internet, bought the product for trial use and then in
turns shared their experience. With minium costs and
without providing one-way information as traditional
advertising, the company had a meaningful reach and
splendid communication campaign which encourages
consumers to pay attention, search, act and share.

Scenario’s idea of cross communication

Scenario’s idea is related to several key factors:

Touchpointis a new term but it actually is a bridge
to broadcast messages from enterprises or organiza-
tions to the public. With cross communication, mar-
keters should have ability to manage Contact Point.
Touchpoint can include: advertisements, newpapers
and magazine articles, television programs, posters and
product displays in shops, events, dialogs, social net-
works (Facebook, YouTube, Twitter), product displays
in television programs or even the product itself.

Let's take an example, there are many internation-
al applications controlling Vietnamese youth lives, and
Vinagame has found a way to take advantage of this
fertile land by introducing an app — Zalo. Zalo’s mar-
ket coverage campaign not only built customer aware-
ness of the new product but also aimed at the higher
target of earning the biggest marketshare in Vietnam’s
OTT market. Zalo has reached out to 1 million users in
Vietnam within 6 months of launching via social net-
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c6 thé tac dong ca chiéu rong Ian chiéu sdu tdi doi
tugng cdng ching muc tiéu. Mot diém tiép xic ly
tudng khong chi truyén di thong diép ma budc cong
chiing phai chd dong, thich thd, tim kiém va chia sé
vGi nguGi khac.

bling quén, y tudng cét 16i, big idea hay concept
trong truyén théng dan dat 13 mot trong nhitng yéu t&
quan trong nhat cta chién dich truyén thong. Dua trén
y tudng cot 10, ngudi lam truyén thong dua ra moét co
ché& dé dan dat, mong mudn chiém dugc cam tinh clia
c6ng chlng & nhitng giai doan phu hgp.

Chién dich “Dove — Vé dep dich thuc” la mét cd
gadng, mot nd luc toan cau vdi muc dich doé 13 tra
thanh budc dém ban dau cho nhitng su thay d6i clia
x3 hoi. O thi trudng Viét Nam, ndm 2010, chién dich
da tac dong tdi ngudi tiéu dung & Viét Nam véi day
cam xuc nhan van la ky. HGi Nghé si Nhi€p anh VN
(NSNAVN) da tao ra cudc thi chup anh nghé thuat
“Ton vinh vé dep ngudi phu nir Viét Nam” véi rat
nhiéu luong du luan khac nhau. Véi cudn Album trén
internet dat ky luc Guiness “Album Ién nhat VN”, vé
dep that su cta nhitng ngusi phu nir VN da dugc
nhitng nguGi quanh ho va quan trong la chinh ho thira
nhan qua tirng 103.000 bdc anh. Sau chién dich,
Unilever cong b6 két qua tir Nielsen: trén 90% ngudi
phu ni* VN tng hd y tudng “Mdi ngudi phu nir déu cd
vé dep cua riéng minh”.

Trong thé gigi phang, kinh té& toan cau d3 va dang
phat trién cuc ki manh mé, rat it doanh nghiép cd thé
tim ra moét thi truGng ngach va khai thac hiéu qua.
Thut t€, cac doanh nghiép Viét Nam dang phai lao
vao mot cudc chién dau khdc liét nhdm gianh thi phan
vGi hang tram dGi thu khac dén tur trong nudc hodc
quéc t&. Thuc hién chién dich truyén thong dan dit
nham chi€m linh thj trudng la mét trong nhifng céach
thirc d& doanh nghiép tiép can vdi ngudi tiéu dung va
chiing té su khac biét véi nhitng con ca clng dai
duong, véi mét y tudng t6t va cong cu phu hdp dé
dich chuyén ho.H

works (Touchpoint), especially through Zing Me which
is very popular in Vietnam ranking 2nd place following
Facebook.

Requirement for selecting Touchpoints for the
campaign is that marketers have to choose the ones
that can influence targeted public in both breadth and
depth. An ideal Touchpoint not just sends a message,
it makes people interested, proactively search and
share with others.

Never forget that Core Idea, big idea or concept in
cross communication is one of the most important fac-
tors in communication campaign. Based on Core Idea,
marketers introduce a mechanism to advocate and
obtain approvals of public in certain suitable periods.

The campaign “Dove — a true beauty” is a global
attempt with the purpose of becoming an initial foun-
dation for social changes. In Vietnamese market in
2010, the campaign influenced Vietnam consumers
with very touching feelings. Vietham Association of
Photographic Artists (VAPO) has run a photo contest
“Campaign for real beauty of Viethamese women”
with many different opinions. With the album posted
on the Internet set the Guinness Record of “The
biggest album in Vietnam”, the real beauty of
Vietnamese women was recognized by people around
them and especially by themselves through each of
103,000 photos. After the campaign, Unilever
announced the results from Nielsen that over 90%
Vietnamese women agreed that “every woman has
something beautiful about her”.

In a flat world, global economy has been develop-
ing strongly, and very few enterprises can find a niche
market and leverage it effectively. In practice,
Vietnamese enterprises are in a fierce fight with hun-
dreds of domestic as well as international competitors
to conquer marketshare. Applying cross communication
to take control of the market is one of methods enter-
prises may approach customers and prove their distinct-
ness among other fish in the ocean, which together a
great idea and appropriate tool to move customers.l
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MARKETING

TRUYEN MIENG TRONG THOT PAI
CONG CU TRUYEN THONG MOT

WOM MARKETING

IN THE ERA OF NEW COMMUNICATION TOOLS

—7PHAN LE - ADNEMO / PHAN LE - ADNEMO

ord-of-mouth — truyén miéng (WOM)
Wv6n la phuong tién cd xua nhat dudc

dung dé€ lam truyén théng, cho du
“ngudn phat” don gian la ngudi ban hang dao
bén dudng hay la cd mdt thé ché& doanh
nghiép/chinh tri I6n.

WOM CO MAT TU NGAY NHAN LOAI RA POT!
D& hiéu vé& ban chit mot khai niém, ching ta c6
thé [an theo vét vun banh mi clia ching trong lich s,

truyén thuyét. V8i WOM cling nhu vay.

Cac hoc gia trén thé gidi ddng y rang hinh thai sém
nhat cla truyén miéng chinh la than thoai, dugc sang
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rd-of-mouth (WOM) is really the original
Wool used in communication, despite the
fact that “speaker” simply is a vendor sell-

ing in streets or a big sized enterprise/political
institution.

WOM APPEARED FROM THE FIRST DAY OF HUMAN!

To have better understanding of a concept, we can
follow its trail of breadcrumbs in the history or legend.
So does WOM.

Scholars in the world agree that the earliest style
of WOM is myths composed in the purpose of prop-
agating culture and religion in the form of story



BAO CAO VIETNAM CEO INSIGHT 2016

tac véi muc dich truyén ba van hoa, tin ngudng — dudi
hinh thiic k€ chuyén. Nhiing than thoai c6 hé thdng
dugc biét dén s6m nhat la tai Ai Cap, cai n6i van minh
nhan loai, v&i cac vi than minh ngudi dau thd. Mot
diém tha vi nita v& WOM trong lich st 1a nhitng ciu
chuyén ¢6 tich khéng phai Iic nao cling c¢6 hau. C4 thé
hiéu rdng mdt s6 chuyén nhu C6 bé quang khin do,
Cong chua téc may... vén dé ran day cac bé gai phai
canh giac véi ngudi la. V& muc dich chinh tri, c6 thé
k& dén chuyén v& vua Arthur véi nhitng yéu t6 ma
thudt — lam nén tang cho su ra dgi “theo ménh trgi”
clia nudc Anh dudi sy cai quan cua toc ngudi Anglo.
Yéu t6 ma thudt la mt tha thudt thudng thdy dé tao
ra tinh lan truyén trong WOM thdi ¢6 dai.

Vay WOM 13 hinh thirc c6ng cu dua vao k& chuyén
dé lan truyén thong tin v8i muc dich xac dinh.
Marketing v6n cd muc tiéu thu Igi nhudn ngan han,
nhung WOM dong thdi la mot cong cu truyén thong cd
tdc dung dai han. Vi vay, WOMM hudng dén 2 muc
tiéu cu thé: thu Igi nhuan ngén han va danh tiéng dai
han cho DN.

WOM TRONG THOT PAI SO CO GI KHAC?

Trong pham vi cong nghé mdi, tac gia sé tap trung
V€ phia cong cu sO - cong cu truyén thong xa hoi
(Social Media) va nhing thanh phan lién quan.

Cac phuang tién truyén thong xa hoi dugc phan
loai vao ba dang chinh: Tra tién (Paid), S& hitu
(Owned), va bat dudc (Earned). WOMM rgi vao dang
th(r ba — truyén thong dat dugc. Thanh cong clia mét
chién dich WOM Ila khi cadu chuyén va thuong hiéu
dudc cdng chlng nhac tdi, cdng chiing chia sé lai ndi
dung, tu phat bi€u thém vé cau chuyén. Pay chinh la
NOi dung Cong ching Tu phat (User-generated
Content), niém md udc cta nhiéu nha marketing va
truyén thong.

VGi WOMM, sur chia s&, kéu goi clng s dung san
pham/dich vu la muc tiéu cht yéu. Nhu vay, ducng
nhién cau chuyén phai co tinh tich cuc, do dang tin
cdy cao, ¢ tinh lan truyén I8n — cd diéu gi kich thich,
gay td md cho cbng ching, ¢ ich Igi gi cho ho d& ho
phai bo tién ra. Diéu nay la rat quan trong trong thai

telling. The earliest systematic myths are known in
Egypt, the cradle of civilization, with gods with
human body and animal head. One more interesting
thing about WOM in the history is that fairy tales do
not always have happy ending. Some stories such as
the orgininal version of Little Red Riding Hood,
Rapunzel, etc., teach girls to beware of strangers. In
terms of political purpose, we can take the story of
King Arthur with magical elements into considera-
tion, which is the foundation for the born of Britain
under the invasion of Anglo-Saxons. The magical
element is a common trick to create the propagation
feature in historic WOM.

So WOM is a tool using the style of story telling to
spread information with certain purposes. Marketing
itself has target of short-term revenue earning, while
WOM is a communication tool with a long-term effect.
Therefore WOM Marketing (WOMM) aims at two spe-
cific targets: earning short-term revenues and long-
term reputation for the enterprise.

WHAT IS THE DIFFERENCE OF WOM IN DIGI-
TAL ERA?

In terms of new technology, the author concen-
trates on digital tools — Social Media and other rele-
vant elements.

Social media is divided into three main types: Paid,
Owned and Earned. WOMM s the third type — earned
media. One WOM campaign gains success when the
story and brand are mentioned by public, they share the
content and talk more about the story. This is called
User-generated Content, a dream of many marketers.

With WOMM, sharing and calling to use
products/services are major objectives. Therefore, the
story must be positive, reliable, and have characteristic
of spreading in large scale, i.e. have some things that
make people curious, have benefits that they want to
spend money. This is very important in the era of free
and easy to access information and technology.

The most critical point when applying WOM maybe
the fifth P in marketing — Participation, or the public
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dai cdng nghé, thdng tin mién phi tran lan va dé dang
truy cap.

Piém quan trong nhéat trong khi str dung WOM c6
I€ la chir P th&r nam trong marketing: Participation, hay
la sy tham gia clia cong ching. Chit P nay dugc sinh
ra khi ing dung truyén thong vao mang xa hoi. Nhiéu
duy an WOMM chuyén nghiép — nhu marketing cho
phim The Blair Witch Project — nhan manh vao su
tham gia cta khan gia dudi dang tiéu dung dich vu
(hay con goi la Buzz). Khdng thé phl nhan déc diém
cla mang xa hoi da khuéch dai tdm anh hudng su
tham gia clia cong ching. N6 ddng vai tro quyét dinh
cho su thanh bai cta chién dich, mang lai Igi nhuan 16n
trong khi tién bo ra lai it.

Diém quan trong th{ hai ma ngudi lam truyén théng
ludn phai nhd: WOM khdng thé kiém soat dugc. Vdi bat
ki thong tin nao DN phat ra, cong ching sé lan truyén
bat cr phan nao ho thich, dac biét la bao chi va ngusi
tiéu dung (NTD). Vay nén, khi tao ra cau chuyén truyén
thong, can thiét phai gilr cau chuyén don gian, tap
trung vao thdng diép. D& cho cu chuyén truyén thdng
tu phat tan cling dugc coi la cach lam ly tudng nhat, do
nd xudt phat tir thuc tdm quan tam cta cong ching.
Tuy vay, nd khong dam bao két qua dung y DN. Vi vay,
cac nha lam truyén thong ua chudng sir dung mé hinh
T6ng hdp Network — bao gém seeding, tao buzz, tao
mot lugng khach hang tiéu biéu thir san pham va lan
truyén dén nhiing ngach cong chiing clia ho...

WOM LIEU CO THUC SU HIEU QUA?

Cau tra 10i 1a RAT hiéu qua.

- Nghién clru clia Nielsen vao ndm 2013 cho két
qua co dén 84% NTD tra IGi ho hoan toan tin tudng
vao IGi clia ngudi than, ban bé, dong nghiép vé san
pham. Y kién clia cac khach hang khac chi diing th(
ba v&i 68%.

- Nghién cru cta Ogilvy, Google va TNS vao nam
2014 trén 2500 NTD cho thay 74% NTD tin tudng vao
WOM khi tiéu dung san pham va phat trién méi quan
hé véi thuong hiéu. Dong thdi, ba tiéu chi ndi dung
ding dau danh sach ly do NTD lan truyén théng tin la:
thong tin hitu ich, kich thich hiing khai véi dam mé
hoac sa thich, va thuong hiéu gilr viing nhirng gia tri
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participation. This letter P was discovered when we
apply communication in social networks. Many profes-
sional WOMM projects, such as marketing project for
the film The Blair Witch Project, have emphasized
viewer participation as service consumption (or Buzz).
Cannot deny that social networks have amplified the
influence of public participation. It plays an important
role in the success as well as failure of a project, help-
ing earn great ROI.

The second important thing that marketers should
always keep in mind is that WOM is uncontrollable. For
any part of information released by enterprise, the
public would propagate whatever part they prefer,
especially newspapers and consumers. Thus, when
developing a communication story, it is essential to
keep it simple and focus on the message. Letting the
communication story spread by itself can be regarded
as ideal because the public is actually interested in it.
However, the results are not guaranteed to be the
same with what enterprise expected. As a result, mar-
keters prefer to utilize Comprehensive Network model,
including seeding, creating buzz, developing a number
of typical customers to try the products and propagate
it to their own niche public.

IS WOM ACTUALLY EFFECTIVE?

The answer is VERY effective.

- Nielsen'’s research in 2013 showed that 84% of
customers answered they completely believe recom-
mendations from their relatives, friends and col-
leagues on the product. Other customers’ choices only
ranked third position with 68%.

- Research conducted by Ogilvy, Google and TNS
in 2014 on 2,500 consumers reported that 74% of
consumers believe WOM when using products and
improving the relationship with brands. At the same
time, three highest ranked choices for the reason why
customers spread information are: the information is
useful, triggers their desire or hobbies, and the brand
remains its values in all “fronts”. So, they would feel
that the shared content is “real” and the brand is just
one person sharing emotion and hobby with them.
Experience with brand is placed higher rank over con-
tacting with message.
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cta minh trén moi “mat tran”. Nhu vay, ho cam thay
noi dung thuong hiéu chia sé la “cé thuc”, va thuang
hiéu nhu’ mot con ngudi cé chung su’ dong diéu vé tinh
cam, s@ thich. Trai nghiém véi thuong hiéu dat Ién
trén muc do ti€p xuc vdi thong diép.

MGt trong cac vi du rd rang nhat ma chiing ta tiing
dugc chiing kién la su thanh cong cua loat su kién
Nick Vujicic dén Viét Nam. Sau loat chuang trinh tir
nam 2013-2015, Ton Hoa Sen da trd thanh mét doanh
nghiép gan lién vdi sy truyén cam himng, vi sy’ phat
trién clia cdng dong.

Cau chuyén b3t dau tir dau? DAu tién, nd bat dau
tr chinh cau chuyén cubc sdng ca nhan clia nhan vat.
Thong tin dugc toan bd cac bai bao, tham chi ca
truyén hinh qudc gia, phl séng la: mot nguGi khong
tay chan c6 thé lam hon cd ngudi binh thudng, tét
nghiép dai hoc, sang 1ap ra t& chirc phi Igi nhuén, di
khap thé gidi dién thuyét va 1ay vg binh thudng. Anh
ta c6 nghi luc sdng phi thudng! Va anh ta sé dién
thuyét vé nghi luc va dam mé sdng mién phi tat ca
moi nguail.

Sy thu hdt cla cau chuyén xudt phat tor sy bat
hanh, tiép dén la nhirng viéc dudng nhu “khong thuc”
va két thic “cd hau”. Su thay d6i tdm ly cla cdng
chling bt d&u tir td mo, chuyén sang thau hiéu dan
dén nguGng md. Luc lugng cong chiing dong dao nhat
I3 ngudi tré - nhitng céng chiing trong giai doan dé bi
lac hudng, s&n sang nhiét tinh hoc hdi, cd nhu cau
dugc ti€p thém dong luc. Vay, doi ngli truyén thong
TOn Hoa Sen, thong qua cau chuyén don gian da dat
dugc muc tiéu thay d6i thai do cta cdng ching d6i voi
chuong trinh, tir d6 dan dén nhitng két qua khong
tudng vé marketing va thugng hiéu.

Trong nam dau tién 2013, can s6t vé Nick Vujicic
dugc bao VTC thong ké nhu sau: “vé Nick Vujicic” ra
230.000 két qua tra Google, “ban vé...” ra 578.000
két qua, va “mua vé...” la gan ba triéu. Do nhu cau
qud I8n, mot lugng 16n vé mién phi d& qua “chg den”
c6 gia trong khoang tir 500 nghin dén hai triéu dong
mét cdp. Tuy dugc nhic di nhic lai muc dich chuong
trinh khdng phai 1 Igi nhuén, ching ta van khdng
th& chéi bd thanh cdng tai chinh cla chuang trinh.

One of the most obvious examples is the success
of a series of events Nick Vujici’s arrival Vietnam. After
many programs from 2013 to 2015, Ton Hoa Sen
Group has become an enterprise of always providing
inspiration and for the community’s development.

Where did the story come from? Firstly, it began
from a personal story of the character. The information
published in all newspapers, even in national television
programs is that a person without his limbs can do more
things than normal people do, he graduated from uni-
versity, founded a non-profit organization, traveled
around the world to give presentations and got married.
He has extraordinary will to live! And he would give pre-
sentations on his willpower and desires for free!.

The appealing part of the story is from the unhap-
piness, and then from things seems to be “unreal” and
a “happy ending”. The change in public psychology
begins from curiousity to understanding and admiring.
The collection of consumers is huge, especially the
youth — the ones in the period of being easy to lose
their way who are eager to learn and in need of being
inspired. Thus, through a simple story, Ton Hoa Sen’s
marketers have gained the target of changing public’s
attitude toward the program, leading to unbelievable
results of marketing and brand.

In the first year 2013, VTC online newspapers illus-
trated the fever of Nick Vujicic as the followings: “Nick
Vujicic ticket” gets 230,000 Google's results, “selling
tickets...” has 578,000 results, and “buying tickets...”
has nearly 3 million results. Due to huge demand, a

v
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So v@i 36 ty dong da chi ra trong nam dau, tai san
c6 phiéu cla chu tich Tén Hoa Sen vao ngay 24
thang 5 da tang 180 ty. Gia tri tai san truyén thong
khong dugc bdo cao cong khai, tuy vay véi su xuat
hién tran ngap trén moi phuaong tién truyén thong,
chac chan gia tri nay phai Ién dén tir hang tram triéu
dén vai ty dong.

C6 thé thdy, thanh cdng ctia hién tugng Nick
Vujicic phan I6n nhG truyén miéng — nhitng khan gia
kéu goi nhau cung di xem, di nghe. Cau chuyén cta
Nick Vujicic vi vay cling dirng lai sau ba nam lién ti€p,
khi cac nhu cau dugc nghe dién thuyét, td mo vé cau
chuyén déu da dudc thoa man.

DE két thic, cling can phai lam rd rdng WOM la
con dao hai ludi. Thi nhdt, WOM la khdng thé& kiém
soat, mdi cong ching tu' chia sé lai néi dung minh
thich, vi vay rat d& dan dén tac ddong tiéu cuc. Vi du
nhu trong vu cta Nick, nhiéu ngudi ndi tiéng da 1én
tiéng vé su 13ng phi ngudn tai chinh cd thé dugc diing
vao nhiing van dé thiét thuc han. Bén canh do, mot
nguy cd nifa dén tur viéc cong chldng phat hién ra
ngudi néi tiéng thuc chat dugc tra thu lao dé thuc hién
viéc truyén miéng, ho sé cam thay bi Iira va mat tin
tudng vao thuang hiéu, dan dén khung hoang ctia DN.
Day Ia lic cac DN can chiing to ban linh trong viéc tién
doan va xt ly khung hoang. Nhung tét nhat la khong
dé cho viéc nay xay ra.l
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great number of free tickets moved to black market
ranging from VND 500,000 to VND 2 million for a pair.
Although marketers kept saying that the program’s
objective is not profit, we cannot deny its financial suc-
cess. Compared to VND 36 billion spending in the first
year, Ton Hoa Sen President’s assets recorded in 24
May increased to VND 180 billion. Although his commu-
nication assets were not published, with the continuous
frequency of appearing in all mass media, this value is
definitely ranging from hundreds to billions of VND.

The success of Nick Vujicic's events mostly based
on word-of-mouth, audience asked others to go with
them. Nick Vujicic’s story therefore finished after three
successive years, when demands for listening to pre-
sentations and the curiosity of the story were satisfied.

To sum up, it should be clear that WOM is a double-
edged sword. Firstly, WOM is uncontrollable; each per-
son shares a content he likes so it is easy to lead to neg-
ative effects. For example, in the Nick event, many
celebrities raised their talk on the waste of money and
that it should be spent in other practical issues. Besides,
there is a risk when the public realizes that the celebri-
ty being paid for this word-of-mouth; as a result, they
would feel being cheated and lose the faith in brands,
leading to enterprise’s crisis. This is the right time enter-
prises to prove their strength in predicting and solving
crisis. However, it is best not to let this happen.l



FANS MANG XA HOI

LIEU €O LA KHACH HANG TIEM NANG?

SOCIAL NETWORK FANS

ARE THEY POTENTIAL CUSTOMERS?

~7PHAM HUYEN - VIETNAM REPORT

O ngudi ¢ do tudi 18-34 truy
48 /Ocap mang xa hoi dau tién
khi ho thirc dady mdi budi

sang. Facebook, Instargram, G+, Youtube,
Pinterest,... dang an chira mét sdé lugng Ién
ngudi ding cé6 kha nang cao tré thanh khach
hang that su.

XAC PINH NHOM FANS

Khé c6 thé tim thdy mot smartphone khéng cai dat
bat ¢ 'ng dung mang xa hoi nao. Cac thdng ké tir
Facebook, Nielsen cho thay trung binh mot ngugi truy
cap mang xa hoi khoang 2 ti€ng/ngay. Tham chi, mot
ngudi cé thé sir dung 2-3 mang xa hdi cling lic. Trong

O people in the age of 18-34
48 /Oaccessing to social net-
works right when they

wake up every morning. Facebook, Instagram,
G+, Youtube, Pinterest, etc. now contain a huge
number of users with the ability of becoming
real customers.

IDENTIFYING GROUP OF FANS

It is so hard to find a smartphone without any
social network application. Statistics from Facebook
and Nielsen show that on average one person access-
es to social networks around 2 hours/day. That person
even may use 2 to 3 other social networks at the same
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s6 do, trung binh nguGi dung sé thich, theo ddi, quan
tam dén khoang 30-50 trang/tai khoan khac nhau.

Fans mang xa hdi, c6 thé 1a fans ctia viéc str dung
mang xa hoi (tdc la nhdm ngudi co thoi quen, tham
chi a “nghién” luét mang xa hoi va thudng xuyén
tuang tac moi ldc moi nai), hodc cling cd thé la fans
cla doanh nghiép/ca nhan nao dé trén mang xa hoi.
Bao quat ca hai nhdm nay, c6 thé thiy lugng fans
mang xa hoi ndi chung la v6 cung Ién, 1a ngudn “tai
nguyén” quy gia cé kha ndng khai thac kha thi.

DaGi vdi fans cua viéc sir dung mang xd@ hoi noi
riéng, thdi lugng dung mang xa héi cla ho thudng roi
vao khoang 5 ti€éng/ngay va rai rac lién tuc. Ho cap
nhat moi théng tin nhanh chdng trén mang xa héi va
¢6 nhu cau cao trong tuong tac vdi cac tai khoan khac.
Fans clia doanh nghiép/ca nhan cu thé cd thé khdng
thudng xuyén s dung mang xd hoi nhu nhom kia
nhung d&c biét, ho thé hién nhu cu va sd thich cu
thé, 1a thanh phan sdn sang trd thanh khéch hang clia
doanh nghiép/ca nhan ma ho yéu thich.

Nhiéu trudng hgp, ngudi dung mang xa hdi thudc
ca hai kiéu fans trén hgp lai. Trong trudng hagp nay,
tan suat truc tuyén nhiéu nén mirc dé nhan thong tin
nhanh, két hdp vdi su quan tdm sin c6 danh cho
doanh nghiép/ca nhan nao do khién cho fans mang xa
hoi cang cé kha nang cao sé trd thanh khach hang.

“HO BIEN” FANS THANH KHACH HANG

D6i Vi cac thudng hiéu tén tudi von da trit sdn
mdt lugng fans trung thanh, dién hinh nhu Apple,
Sony, Victoria's Secret,... thi lugng fans nay ludn san
sang trd thanh khach hang tu nguyén va nhanh
chdng. Hay nhin nhitng chiéc l[éu dugc dung ngoai cac
iStore clia cac tin do Tao mdi khi Apple ra mét san
ph&m mdi, nhin vao viéc chi em phu nit “phat cudng”
trudc nhitng mau bra trong cac bd suu tdp mdi,... dé
thay rang, néu da thanh céng ¢ mdc cd lugng fans
trung thanh nhat dinh, thi bién fans trd thanh khach
hang dudng nhu |a hién nhién.

Nhin lai thuc trang Viét Nam, chua cé thugng hiéu
I6n ndo tao ra dudc cac hiéu (fng toan cau va cd san
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time. Among them, the average users will like, follow
and pay attention to 30 to 50 different pages or
accounts.

Social network fans maybe fans of using social net-
works (it means the group of people who get used to
or even are “addicted” to surf social networks and they
interact regularly everywhere), or maybe fans of some
certain enterprises/individuals in the social networks.
For both groups, we can see that the number of social
network fans is enormous; they are valuable
“resources” with feasible deploying capability.

For fans of using social networks in particular,
time they spend to surf sites is around 5 hours/day
and divided into many times continuously. They
quickly update information on social networking sites
and have demands to interact with other accounts.
Fans of certain enterprise/individual may not use
social platforms as regular as the first group but they
show their specific demand and hobbies, and they are
willing to become customers of their favorite enter-
prise/individual.

In many cases, social network users belong to the
combination of mentioned fan styles. In this situa-
tion, with the high online frequency they are quick at
approaching information, plus the fact that they have
inherent interest in some enterprises/individuals that
making it easy for social network fans to become
customers.

TURNING FANS INTO CUSTOMERS

For famous brands with available number of loyal
fans such as Apple, Sony, Victoria’s Secret, etc., these
fans are easily become customers voluntarily and
quickly. Looking at tents setting up outside iStores of
Apple’s followers whenever Apple releases a new
product, and how women are “crazy” with bras in
every new seclection, etc. just to see that if a brand is
successful at the point of owning a certain number of
loyal fans like that, the possibility of turning fans into
customers becomes obvious.

Turning back to current situation in Vietham, no
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lugng fans trung thanh nhu vay. Thé nhung, khong
phai khong cé trudng hgp fans bién thanh khach hang
chi thdng qua su yéu thich clia ban than. bBac biét,
diéu nay dugc &p dung nhiéu nhat d6i vSi ngudi ndi
ti€ng. Spa clia Ngoc Trinh “vong eo 56”, banh mi cla
Vua dau b&p Minh Nhat, m§ phdm cla beauty blogger
Chang make up,... chi la s6 it trong nhitng minh chiing
cla viéc fans tu nguyén trd thanh khach hang. Ho yéu
thich cac nhan véat ndi tiéng do, theo ddi va cé su’ quan
tdm dén san phdm ma nhan vat gidi thiéu, cudi cling
ing hd béng cach mua san pham.

Né&u khong cd sén fans, doanh nghiép/ca nhan sé
lam gi d& “cau kéo” lugng fans st dung mang xa hoi?
Cau tra I3i la tu tao ra fans tur lugng ngudi dung mang
X3 hoi dong dao san cd. Trudc khi Lotte quang ba bod
phim “Me Before You” trén mang xa hoi, rat it nguGi
dung tai Viét Nam biét dén Will va Lou. Sau khi cac
teaser va trailer dugc Lotte cinema tung hiing vdi cau
chuyén tinh yéu trong ma, trong b6i canh niém tin vao
“tinh yéu dich thuc” dang md nhat, “Me Before You” trg
thanh con s6t can quét kh3p cac mang xa hoi. Ti I1é
lugng ngudi tuong tac va ngdng dgi tac pham téng dot
bién. Ho thdm chi d&m timng ngay dé cam vé trén tay.

Bién fans trg thanh khach hang chinh la cong cudc
tan cdng vao nhan thic d& thay d6i hanh vi, muc dich
chinh 1& d& ngudi duing cdm thay yéu thich, cé hiing thu
dé trai nghiém san pham. Diéu quan trong nhat 1a phai
danh ddng vao tam ly clia s6 déng, chon ra dugc cau
chuyén dang gia cd stic lan téa manh mé, viral tét. Viéc
tim ra ndi dung trdng vdéi thi hi€u ctia cong dong, st dung
mang xa hdi lam méi trudng dan dit va lién tuc ting
cudng day manh cau chuyén di xa hon (c6 thé str dung
quang co trén mang x& hoi dé tang t6i da hiéu qua),...
ddi héi nhitng nd luc khdng nhd. Tuyét déi khdng ding
chiéu trd “ban” néu khdng mudn fans hdéa thanh anti.
Ngoai ra, str dung nhi€u mang xa hdi déng thdi cling gitip
tdng muc do tim kiém khach hang nhiéu hon nia.

Hay nhd, mang dén cho fans nhitng gia tri thién vé
tinh than, ho s& mang dén nhitng gia tri v& madt vat
chat! bling bd qua mang xa hdi — mé vang khai thac
khach hang tiém ndng trong thdi dai cong nghé s6.m

big brand is capable of creating a global effect and
owns such a number of loyal fans. However, there
still a case where fans become customers just
because of their own love. This happens mostly in
celebrities. Ngoc Trinh’s spa, Master Chef Minh Nhat’
breads, beauty blogger Chang Makeup’s cosmetics,
etc. are some of examples of how fans are volunteer
to be customers. They love these celebrities, follow
them and are interested in products that the advo-
cates introducing, and finally support them by buying
products.

If they do not have innate fans, how can enter-
prise/individual do to pull fans using social networks?
The answer is creating fans from an available huge
number of social network users. Very few people in
Vietnam are heard of Will and Lou until Lotte Cinema
promoted the film “Me Before You” in social network
sites. After teasers and trailers continuously told about
love story in dream in the context of the faith in “true
love” was faded, “Me Before You” became a trend
fever across all social networks. The rate of people
interacting and waiting for the film increased dramati-
cally. They even countdown to the day of holding the
film ticket.

Turning fans into customers is the process of influ-
encing awareness to change behavior, with the pur-
pose of making users like and interested in a product
so that they are willing to experience it. The most
important thing is finding something that takes the
majority emotion seriously, picking a valuable story
that goes viral. Finding content that is loved by major-
ity, using social networks to direct the story and con-
tinuously pushing the story go further (may use ads on
social networks to maximize the effect) require many
efforts. Never use “dirty tricks” or else fans would
become antifans. In addition, using social networks
increases the rate of finding customers.

Remember this, if you provide your fans with spir-
itual value, they would return material value! Just do
not ignore social networks — a gold mine of potential
customers in digital technology era.®
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an dau bén trong khach hang, la diéu ma cac

marketer lubén tim ki€ém. Lam sao d€ ndm bt
dugc tAm y ngudi tiéu ding dé dua ra nhitng san
pham ngudi diing khao khat cé dugc, lam sao ndm bat
suy nghi ngudi dung dé& chon chién dich quang céo
cho phu hgp in sau vao long ho? D6 la nhitng cau hoi
ma moi marketer déu ludn tu dat ra cho minh.

Customer Insight hay dugc hi€u 1& mong muén
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hidden desire inside customers”, and are always

the things that markets search for. How to cap-
ture customers’ mind to launch products that con-
sumers long for ? How to understand their needs to
decide the advertising campaigns which can be
imprinted in their hearts? Those are questions that all
marketers pose for themselves.

Customer Insight has long been defined as “the
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Ngay nay, khi ngudi ngusi nha nha chay theo va
tim kiém customer insights nhung khong phai ai cling
thay thi tim cho minh mo6t phuang phap phu hgp la rat
can thiét. TUr lau marketer da ti€p xdc vdi nhitng cus-
tomer insights dua trén bang hoi, bang diéu tra ngudi
dung hay quan sat ho hoac phang van truc ti€p khi ho
3@ trong cac nhdm tiéu dung khac nhau. Tuy nhién, cac
phuang phap cii thudng mang mét nhugdc diém: dua
vao tri nhé clia khach hang ma tri nhé &y cé thé phai
nhat theo thai gian. Hodc khi trong qua trinh phong
van, ciling cd thé cé trudng hap khach hang vo thirc
mudn lam hai Iong ngudi nghién clfu va vo tinh thay
d6i phan (rng clia minh d6i véi nhan hiéu, tir d6 dua
ra két qua diéu tra khong chinh xac.

Vay lam sao d& c6 thé ndm bat dudc phan (ng
khach hang ngay lap t&'c ma khong phai tham nhap
qua sau vao hanh dong khach hang, khong tao ap luc
cho khach hang, giam bét dinh kién ca nhan va dac
biét c6 thé ap dung véi khéi lugng khach hang 16n?
Cau hdi dé van théi thic cac nha nghién clru dé cho
ra doi phuang phap RET (Real-time experience track-
ing, tam dich Theo d&i trai nghiém dgi thuc). Phuong
phap nay dugc Dy an nghién cltu thi trudng MESH (du
an nghién clru phuong phap thu thap dir liéu RET)
nghién clfu trong gan mot thap ky. Trong vong 5 nam
qua, mdt sO lugng I6n cac cong ty hang dau nhu
Unilever, BSkyB, Pepsi Co, Schweppes, HP, Energizer,
Microsoft..v..v d& s dung RET @& dinh hinh cho cac
chién lugc Marketing clia minh. Mac du phuong phap
nay ra doi cach day chua lau nhung cac nha nghién
cltu déu hi vong vao tiém ndng phat trién nhanh
choéng cua dich vu nay.

CACH THUC HOAT PONG CUA PHUONG PHAP NAY

D& c6 thé 1am quen va hiéu thém vé phuang phap

Nowadays, when everyone is trying to follow and
catch customer insights but not everybody can see
them clearly. Therefore, choosing a suitable method
becomes essential. Traditionally, marketers have
touched customer insights based on survey, customer
investigation, watch them in focus group or direct
interview. Unfortunately, these kinds of research suf-
fer from a fundamental flaw: They rely on customers’
memories, which decay rapidly... Or in interview
process, there are situations when customer will prob-
ably have an unconscious desire to please the
researcher, unconsciously changing their reactions to
the brand, which leads to inaccurate results.

So which method can capture customer reactions
immediately without intruding into those reactions,
minimizes bias, and can affordably be applied to cus-
tomers in relatively large numbers? That question urge
researches to give birth of RET (Real-time experience
tracking) method. This method is studied by the mar-
ket research agency MESH Planning, which developed
the RET data collection method for almost a decade.
Over the past five years a number of leading
Companies-including Unilever, BSkyB, PepsiCo,
Schweppes, HP, Energizer, Microsoft, ect.-have been
using RET to inform their marketing decisions.
Although this method is conducted not for so long,
researchers expect this approach to spread rapidly.

HOW THE METHOD WORKS

To understand more about the method, we need
to grasp the idea of Touchpoints.

+ Touchpoints are encounters or ways to connect
customers with brand. They can be direct encounters,

such as sales visits, conversations with call centers,
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ta can hiéu khai niém Diém tiép xuc.

+ Piém tiép xtc (Touchpoints): 1a diém, cach thirc,
phuang tién két ndi khach vang véi thuong hiéu, né cd
thé 13 diém tiép xUc truc tiép (Cac cudc hen ban hang,
cudc tro chuyén vdi trung tdm tu van, thong tin trén
trang web clia hang, ngay ca viéc di shopping dén
ngdm hang hda, dich vu..); ciing cé thé |a diém gian
tiép (trao ddi vSi ban bé vé nhan hiéu, thdy cac nhan
hiéu xuat hién trén ban tin...). M6i &nh hudng tir diém
ti€p xdc dén quyét dinh mua hang cta ngudi dung la
rat to 16n, vi vay can phai dugc xem xét can trong.

Mot khach hang s€ ti€p can vdéi mét cong ty theo
nhiéu cach khac nhau trudc khi giao dich dugc thuc
hién. Néu lan dau ban di thué xe ZipCar, ban sé c6 xu
huéng hdi ban bé vé van dé nay, kiém tra trang web
clia ZipCar (k& ca so sanh cac website khac) va thdm
chi goi dién cho cong ty. D8i véi ZipCar, moi diém tiép
xUc nay déu quan trong vi ban gia st I nhu ban nghe
tiéng xau hodc nhan thay khd c6 thé lién lac qua web-
site hodc trung tdm cham sdc khach hang, ban sé co
thé& bd qua dé tim dén lua chon xe Hertz hodc Avis
cho an toan.

Chinh vi nhin thdy dugdc su quan trong nam trong
cac diém tiép xic, nhung lai khdng thé can thiép va
theo d&i toan bé qua trinh cla khach hang nén
phuang phap RET mdi dugc ra ddi va hoat dong theo
nguyén tac sau: Th{ nhat, tuy cdc nha nghién clu thi
trudng khdng thé theo ddi ngudi tiéu ding mot ngay
24 giG nhung dién thoai lai la vat bat li than, di kém
véi mdi ngudi trong hau hét moi hoan canh. Thir hai,
cach thirc tuong tac véi nhan hiéu cé thé nhiéu nhung
thong tin can thu thap chi gdi gon trong 4 ndi dung:
tén thuong hiéu, diém ti€p xdc, cdm nghi clia khach
hang sau lan tiép xuc, do thuyét phuc cla lan tiép xuc
(quyét dinh xem khach hang c6 lua chon lai nhan hiéu
[an tGi khong?).

Trong ndi dung chuang trinh, nhdm nghién clru da
phét trién moét khao sat nho va nhanh chéng dudi
dang tin nhdn SMS ma khach hang cé thé hoan thanh
moi lUc ti€p xUc v8i nhan hiéu - ngay ca khi dang thuc
hién mua hang, dang xem quang cdo hay trong cudc
tro chuyén tinh cd véi ngudi khac. Ban diéu tra chi yéu
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visits to the firm’s website, purchases, and so on, and
indirect ones, such as contact with other customers,
seeing the brand in the news... Mediated interactions
often have a huge impact, therefore they need to be
looked at closely.

For example, a customer will touch a company in
many different ways before a deal is made. Before you
rent your first ZipCar, you'll have talked to friends
about it, checked ZipCar's website (and comparison
websites), and maybe even called the company. From
ZipCar's perspective, all of these touchpoints are
important because if you hear bad reports or find the
website and call center hard to manage, you'll very
likely opt for the safe option of a Hertz or an Avis.

Because marketers realized the importance of
touchpoints but they can't interfere or follow the whole
process of customer trading, RET method was born of
two insights: First, while a market researcher can't eas-
ily follow customers around 24 hours a day, those cus-
tomers’ cell phones can. The second insight was that
although customers may interact with a company in
thousands of ways, you really need to know only four
things about each encounter: the brand involved, the
type of touchpoint (TV ad, say, or call to the service
center), how the participant felt about the experience,
and how persuasive it was. (Did it make the customer
more inclined to choose the brand next time?).

In the program, research group developed a quick
SMS-based microsurvey that customers can take on
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cau ngudi tham gia phan hdi bang mét tin nhan c6 4
ki tu. Pham vi cla cudc diéu tra nay gém vai tram
ngudi, mdi ngudi sé hoan thanh 4 giai doan clia qua
trinh nghién clu:

B1: Dién mot bang hadi (survey) vé mic do nhan
thirc va s dung san pham cla nhan hiéu tham gia
nghién cru hodc san pham tuong tu cla 4, 5 déi thi
canh tranh (nhung khong biét nhan hiéu nao dugc
chon nghién cuu).

B2: Soan tin nhan cd 4 ki tu bat k& khi nao bat gap
tén nhan hiéu trong khoang thdi gian tham gia dy an
(t&r 1 tuan dén 1 thang). Chi cai dau tién néu tén
nhan hiéu, chif cai th{ hai néu diém tiép xuc, tiép theo
la mdt s& dé& danh gid mic dd tich cuc khach hang
cam nhan Ve lan tiép xdc dé va moét chif s6 cudi cling
danh gia murc do thuyét phuc cua no.

B3: Thuc hién viét nhat ki qua mang (khdng bt
budc) cé thé dua ra nhan xét hodc dua anh tiép xdc
vGi nhan hiéu Ién mang.

B4: O cudi du’ &n, ngudi tham gia s& hoan thanh lai
bang bdi ban dau dudi dang khac dé danh gia thai do
clia ho vé& nhan hiéu cé thay d6i hay khdng. (Hinh 1.1);
(Hinh 1.2).

Lgi ich ma RET mang lai do la dir liéu trong RET
dugc thu thap tai thsi diém thuc vi thé cac cong ty, hang
6 thé dua ra hanh dong cu thé ngay I3p tirc dua trén
nhitng nhan thic vé khach hang thu thap dugc qua
bang héi. Khdng chi cd vy, nhan thic nay cd thé dugc
st dung trong sudt toan bd qua trinh truyén thong.

Tuy nhién phudng phap nay cling mang mot vai
thach thdrc va han ché. D6 1a d& dam bao s6 liéu RET
la chinh xac, bao pht ndi dung toan bo thi trudng thi
can c¢6 moét mau dai dién. MAu dai dién nay khdng
dugc thién Iéch vé mot nhom ngudi nao doé trong xa
hoi, vi du, khdng nén chon mdt mau chiém s6 dong
nhitng ngugdi thich cong nghé hoac chuyén vé cong
nghé. Chinh vi vay thong s6 vé ngugdi tham gia khao
sat can dudc xem xét ki thong qua mét loat cau hoi
cla bang diéu tra. Ngoai ra, can phai cé danh sach
céc diém tiép xtc hop ly va day du, bao gém ca diém
gian tiép va truc ti€p vi moi diém diép xtc du & dang
nao cling dem dén su khac biét trong hanh dong cua
khach hang. Nghién c(tu chi ra rdng khi ngudi dung

their mobile phones every time they encounter a com-
pany’s brand-whether in making a transaction, seeing
an advertisement, or even in an informal conversation
about the brand with other people. The survey
requires participants just to input a four-character text
message. In the programs we studied, a few hundred
consumers were recruited to participate. The partici-
pants completed four phases of research:

1. They filled out an online questionnaire about
their awareness, knowledge, perception, and use of
the company’s brand or product and those of four or
five competitors (without knowing which firm was
commissioning the research).

2. They texted a four-character message whenev-
er they came across any of the brands over the course
of the research project (between a week and a
month). The first letter indicating the brand involved;
a second letter for the type of touchpoint; a numberi-
cal score indicating how positive the customer feels
about the encounter and a final score for how persua-
sive it was.

3. They were asked but not obliged to keep an
online diary in which they can interact with their data,
comment and upload photos.

4. At the close of the project they completed a
modified version of the first questionnaire to see
whether their attitudes toward the brands in question
had shifted. (Figure 1.1); (Figure 1.2).

One of primary benefits of RET is that because
data is gathered in real time, it can be acted on real
time too based on the insights gathered from the sur-
vey. Moreover, valuable insights can be harnessed
about all forms of brand communications.

However, this method also has some challenges and
limitations. To ensure accurate... RET data, it is impor-
tant to obtain a balanced representative sample. The
sample must not be overly skewed towards certain type
of people in society, such as those that are particularly
technological savvy or innovative. Therefore, potential
respondents should be carefully profiled through a
series of questions. Furthermore, a reasonably compre-
hensive list of touchpoint types should be provided in
the SMS-based micro-surveys, including direct encoun-
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Hinh 1.1: Phuong phdp Real-Time Experience Tracking In Action
Figure 1.1: Real-Time Experience Tracking In Action

Dién gia dung Ia mot nganh ma cong ty can hiéu sy da dang ctia diém ti€p xiic gay anh huéng dén quyét dinh mua hang cla ngusi tiéu dung. Trong nghién cttu dién
hinh nay (dya trén rt nhiéu du &n), mot nha san xudt hdi 500 ngudi thong béo vé cach thic tiép xtc cta ho ddi véi 5 nhan hiéu do gia dung trong thai gian 1 thang.
Day la nhiing viéc nguai tham gia phai thuc hién:
DAU THANG TRONG THANG CUOI THANG
BANDIEU TRA PHAN HOI BANG 4 K TY BAN DIEU TRA
Nhan hiéu  Diém tiép xic Murc d9 tich cuc Miic 46 thuyét phuc
ATV d

B. Denon B. Tromg-eda hi ; )

C Aonle C. Quamail “Ban sé chon sdn pham
*Nhan thiic - PP : “Cich thictiépxic I tdi chii?” Nqudi tham gia *Nhan thilc
*Muc o hiéu biét D. Ecomgear  D. Quamang khién ban cém thdy dua ra nhan xét *Muc do hiéu biét
*Cam nhén E. Belkin E. Nha ban nhu thé nao?” vé i diém *C3m nhan
*Cach strdung F. Céc cudc hoi thoai tiép xtic *Cach sitdung

(20+ nhan hang)
1 3 4
DIENVAOKHAOSAT ~ TIN NHAN PHAN HOI MO TA CACH TIEP XUC TRA LOI KHAO SAT

Tra 10i cdu hoi vé Bdo cdo vé cach thiic tiép xtc vdi nhan hiéu qua dién DE G trg cho viéc miéu ta thi c6 nhat ki qua mang sé LAN CUOI

nhan thic, hiéu  thoai di dong. DGi véi méi cach tiép xidc, chi can gitip hién thi phan (ing qua tin nhan va cho phépup  Dién motban héi thir
biét, ykiéncanhan  nhdn4kity: chit cai dau tién néu tén nhan hiéu, chit -~ anh vé cudc gap khi ngudi tham gia c6 thoi gian  hai dé danh gid xem
va viéc st dung  cdi thit hai néu hinh thic ti€p xc, tiép theo lamét ~ rdnh vao budi t6i. Menu kéo xudng sé gidp phan  théi do cla khach

nhan hiéu. 5§ dé danh gid mic do tich cuc khach hang cdm  biét cdc hang muc nhé hon nita vé diém ti€p xdc, vi  hang ¢6 thay doi sau
nhan vé cach tiép xiic va cudi cing la mot so danh du nhu d la cudc gdp thong qua trao d6i hodc dugc  cudc tiép xic véi
gid mdc do thuyét phuc cta lan tiép xdc do. khéi xuéng bdi mdt ngudi nao d6 hay don thuanla  nhan hiéu hay khdng.

nghe thoang qua vé san pham.

Home electronics is one sector where companies need to understand how diverse touchpoints add up to a customer’s decision to buy. In this typical study (a composite
of several projects), a manufacturer ask 500 people to report on their encounters with five home electronics brands over the course of a month. Here's what each partici-
pant does:

START OF MONTH THROUGHOUT MONTH END OF MONTH

SURVEY FOUR-CHARACTER FEEDBACK SURVEY
Brand Touchpoints Positivity Persuasiveness
ATV i On a scale from

B. Denon B. InStore p
C. Apple C. Mailing B Howmuthmore
*Awareness ) “How did it make llikely are you to Respondent *Awareness
*Knowledge D. Ecomgear  D. Online you feel?” choose the brand inputs qualitative *Knowledge
*Perception E. Belkin next time?” comments about *Perception
*Usage F. Conversation each touchpoints *Usage
(20+ categories)
1 3 4
FILLSOUTASURVEY ~ TEXTS FEEDBACK DESCRIBES ENCOUNTERS REVISITSTHE SURVEYS
Answers questions  Reports on her encounters with the brands by cell Elaborates on her encounters in an online diary, Completes a second
about her aware-  phone. For each encounter she inputs just four char- which displays her text responses and allows her to  questionnaire meant

ness, knowledge,  acters:aletterindicating the brand involved, a second upload photographs of encounters when she has  to uncover how her
perceptions, and letter for the type of encounter, a numerical score time in the evening. A pull-down menu lets her attitudes have changed

use of the brands. indicating how positive she feels about the encounter, specify each touchpoint’s subtype-for instance,  as a result of her
and another score for how persuasive it was. whether a word-of mouth encounter was initiated by~ encounters with the
her or another person, or simply overheard. brands.

Ngudn / Source: Better Customer Insight in Real — Time, Harvard Business Review
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nhin thdy mdt san phdm & nha ban bé cla ho thi kha
nang mua san phadm sé cao gap 3 lan so vdi ngudi
khdng nhin thdy. Mot diém thach thirc cia RET ma
cac nha nghién cltu cé thé e ngai dé la ngudi tham
gia RET c6 thé khéng gén bé véi chuong trinh tir dau
dén cudi, hodc khong thuc hién nhan tin day dd nhuw
da cam két. Tuy vay, hdu hét ngusi tham gia phan
hoi déu thich thu thuc hién vi ho cam thay viéc tham
gia chuadng trinh nhu dang phan anh lai qua trinh
mua hang clia ho. Mot van dé nira di kem vé&i RET
gan lién vdi dién thoai di dong vi d6i vdi viéc thuc
hién khao sat & nhitng nai khéng cho phép nhan tin
la r&t han ché, nhu & trén may bay chang han. Bat
chdp nhitng thtr thach trén, cac nha nghién cltu van
rdt tin tudng rang ti€n bd khoa hoc trong tuong lai
sé tim ra cach giai quyét va tiém nang (ng dung cla
RET la v6 cung Ién.

sO LIEU NOI LEN PIEU GI

Dua vao s0 liéu RET dem lai, cac nha nghién cru c6
thé tién hanh mot loat cac phan tich dé& xac dinh nhan
t& nao thic ddy ngudi tiéu ding lua chon nhan hiéu
nhat hodc cac diém tiép xic dd anh hudng dén qud
trinh ra quyét dinh cla khach hang ra sao.

ters and indirect ones because any encounter made dif-
ferences in customer behaviour. For instance, the
research showed that people who saw the product in a
friend’s house were three times as likely to buy it as
people who didn't. Another challenge of RET is that it
would be hard for RET participants to remain engaged
in the program, given the level of commitment needed.
But most people reported that they enjoyed the engag-
ing nature of the process and this process somehow
reflected on their customer journey. More fundamental
is the problem of touchpoints whose contexts preclude
texting, for example, tracking real-time contact with an
airline is a challenge because the use of mobile phones
on planes in flight remains very limited. Despite all chal-
lenges, researchers are looking forward to solution from
technological innovations and expecting that potential
application of RET is huge.

WHAT THE DATA TELL YOU

Based on RET data, researchers can conduct a
series of statistical analysis to identify not only what
most motivates customers to buy your brand but also
how various touchpoints combine in a chain to influ-
ence the customers’ decisions.

Hinh 1.2: QUA TRINH PHUONG PHAP REAL-TIME EXPERIENCE TRACKING IN ACTION.
Figure 1.2: REAL-TIME EXPERIENCE TRACKING IN ACTION PROCESS.

- [o]

Diéu tra ban dau /
Pre Survey

Phan hdi bang
dién thoai di dong
tai thoi diém thuc /
Real-time Mobile
Feedback

Viét nhat ky Diéutra
qua mang / an cudi /
Online Diary Post Survey
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+ Phan tich “nhan t6 chinh”: S& dung phén tich hoi
quy don sb liéu RET s& cho thiy diém tiép xdc nao
tudng quan nhat véi hanh vi clia ngudi dung. Trong
hinh “Phan tich ti s6” doi v8i mot nhan hiéu dién gia
dung, s6 liéu da cho thdy rang nhitng khach hang da
dé€ y dén nhan hiéu khi di mua hang, k& ca xem qua
mang hay xem & clra hang truc ti€p sé cd kha ndng
mua cao han rat nhiéu khach hang khdng dé y. K& ca
nhitng diém tiép xtic gidn ti€p nhu’ nghe vé nhan hiéu
tir khach hang khac, xem mail quang cao hay trén TV
cling da dua ra khac biét dang k& dsi v6i hanh vi
khach hang. (Hinh 1.3).

+ Phan tich d6i thu canh tranh: So sanh, danh gia
murc dd hiéu qua cta cac diém tiép xtc cia moét nhan
hiéu hiéu véi cac diém tiép xtc cta ddi thi canh tranh
dé xem céac yéu td dé anh hudng nhu thé nao dén
hanh vi va thai d6 cla khach hang. Vi du khi so sanh
hiéu qua hoat dong cua 5 diém tiép xic cta hai hang
mang dién thoai di dong Anh cung cap, ngudi ta cé
thé thdy quang cdo ctia Nhan A trén TV hay trén béo
dugc moi ngugi thich thd va dén nhan nhung lai
khéng anh hudng nhiéu dén lugng hang ban ra vi rat
nhiéu khach hang da nghe I5i don théi khdng hay tir
nhitng khach hang cli cia Nhan nay. Trong khi do6

+ Key driver: Applying simple regression analysis to
the RET data can quickly tell you which touchpoints are
most closely correlated with individual customer behav-
iors. The exhibit “Analyzing the Odds” compares the
effects of several touchpoints on the decision to buy a
particular home electronics brand. Predictably, people
who noticed the brand when browsing in a store were far
more likely to buy it, whether online or in another store
visit, than people who didn't. But even relatively passive
touchpoints, such as hearing about the brand from other
customers, direct mailings, and TV ads, made apprecia-
ble differences to customer behavior. (Figure 1.3).

+ Competitive analysis: Compare, evaluate how
effective touchpoints are at driving behavior and shap-
ing attitudes relative to the touchpoints of competi-
tors. For example, from the comparision of the per-
formance of five touchpoints of two UK cell-phone-
network providers, one can see that although people
like Brand A's TV and newspaper advertisements,
these have only a limited impact on purchases,
because many consumers are also hearing negative
comments from current customers. Meanwhile, Brand
B has less word of mouth, but what word of mouth
does occur is very positive. It is clear that Brand A’s

Hinh 1.3: PHAN TicH Ti SO
Figure 1.3: ANALYZING THE ODDS

MUC DO TUONG DOI VE KHA NANG MUA HANG / RELATIVE LIKELIHOOD OF PURCHASE

GHE QUA CUATIEM /
VISITTO STORE

XEMTREN TRANG WEB /
VISITTO WEBSITE

NHIN THAY SAN PHAM § NHA BAN /
SEEING PRODUCT IN FRIEND'S HOUSE

TRUYEN THONG TRUYEN MIENG (WOM) /
WORD OF MOUTH

QUANG CAOTV /
TELEVISION AD

GUI MAILTRYCTIEP /

DIRECT MAILING
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Phuang phép phan tich ti 56 st dung s6 liéu
thu thap tir cac trdi nghiém doi thyc d€ quyét
dinh diém ti€p xic nao anh hudng dén hanh vi
khach hang nht. Hinh dnh thé hién mot phan
tich dién hinh (dua trén mt vai nghién ciu)
cho mdt san pham dién t& gia dung. N6 cho
biét diém tiép xc nhu ghé tham truc tiép clia
hang ¢6 anh hudng I6n nhat. Nhiing ngudi
xem san pham trong cia tiém sé co kha nang
mua gap 7,5 lan nguoi khong vao.

An odds analysis uses data gathered through
real-time experience tracking to determine
which touchpoints influence customer behav-
jor most. Here's what a typical analysis (based
on a composite of several studies) for a home
electronics product might look like. It reveals
that in-store visits have the most impact:
People who have come across the product in a
store are 7-5 times as likely to buy this brand
as people who have not.

Ngudn / Source: Better Customer Insight in
Real — Time, Harvard Business Review
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nhan B thi khéng quang ba nhiéu nhung lai ¢ nhiing
danh gia tich cuc tir khach hang. Vay rd rang la Nhan
A da chi tiéu khong hiéu qua vao quang cdo ma thay
vi d6 nén dau tu nhiéu hon cho bd phan cham sbc
khach hang. (Hinh 1.4).

+ Chudi cac diém tiép xtc: MOi mdt diém tiép xtic
la mot mat xich ndi lién dua ngudi tiéu dung dén vdi
quyét dinh mua hang cla ho. Vi vdy s liéu RET c6 thé
chi ra mét xich nao bi hdng trong chudi phan (ing clia
ngudi dung, vi du, khach hang c6 thé quyét dinh di
mua do & mot clra hang nao dé la do trudc do ho da
cd cudc ndi chuyén vdi ban bé vé clra hang nay, va
hanh ddng di xem hang truc tiép nay sé dan dén kha
nang mua cao han. Hang lam phim Fox, sau khi danh
gia sO liéu phan hoi cia RET da nhan thdy cac doan

communications spending is going to be largely wast-
ed, so it would do better to divert investment from
marketing into service and operations. (Figure 1.4).

+ Chains of touchpoints: Each touchpoint can be a
link of a chain connect customers to their buying deci-
sion. Therefore, RET data can indicate where such
chains might be broken. For example, the decision to
go into a store might result from a conversation with
a friend and the act of visiting a store increases the
chances of making a purchase. Fox after looking at its
RET feedback, saw that movie trailers were effective
at getting cinemagoers into theaters, especially view-
ing them online had the great advantage of being only
a few clicks from ticket purchase-and hence drove
more sales. As a result, Fox allocated more spending

Hinh 1.4: KIEM TRA TIEN TRINH CANH TRANH
Figure 1.4: CHECKING OUT THE COMPETITION

KET QUA HOAT DONG CUA CAC DIEM TIEP XOC COA HAI NHA MANG DI DONG G ANH /
TOUCHPOINT PERFORMACE OF TWO COMPETING UK CELL-PHONE-NETWORK PROVIDERS

Hang B dau tu rat nhiéu vao
quéng cdo qua mang dét thu

Hinh nay so sdnh hai nha mang dién thoai di
dong cho thdy rang diém tiép xic hiéu qua
nhét d6i véi moi nha mang 1a khéc nhau. N6

S hit khach hang mua bén qua cling cho thdy trong muc tiéu dich chuyén
= = | mang hay goi dién thoai qua khach hang gan kha nang mua ban thi hang A
g % t6ng dai ngay lap tifc / hgat dQl}g ke'm‘hiéu7qué .hdn hang B- hang
= = | BrandBinvestsa lot online, dau tulién tuc vao mang dich vu.
=55 | whereads canimmediately Quang cdo This comparison of two similar cell-phone-
=g steerthe customer toward ren mang network brands reveals that their most effec-
E £ | purchase on the website of tive touchpoints are markedly different. It also
E = | throughits call center Television ad Televisionad / shows that when it comes to moving custom-
o = Qudng céoTV ers closer to purchase, Brand A dlearly is
= ¥ underperforming Brand B, which has invested
= 093“9 @0 consistently in service.
== trén mang /
== Online ad R . .
. Quéng céo qua bao/ tap chi/
Website spaper/ magazine ad ‘ NHA MANG B /
Brand B
Quang cdo qua béo/ tap chi/ .
Newspaper/ magazine ad NHAMANG A/
Brand A
Hang A can cdi thién dich vu ctia minh vi dich vu Kich cd vong tron= tan suat /
Hoi thoai / chua hiéu qué va gdy mot so tac dong tiéu cuc / Q circle size= frequency
Conversation Brand A needs to improve its service levels,
which are leading to an excess of negative buzz.
Rat tiéu cuc/ Very negative Trung binh / Neutral Rét tich cuc/ Very positive Nguon / Better Customer

CAM NHAN CUA KHACH HANG VE DIEMTIEP XUC / FEELINGS ABOUT TOUCHPOINT

Insight in Real — Time, Harvard
Business Review
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quang cdo phim (trailer) cé hiéu qua khé cao dan dén
quyét dinh di xem phim cta khach hang, dac biét sau
khi xem quang cdo trén mang, ngudi ding c6 thé dit
vé truc tip qua mang- ddy doanh s& ban hang cla
hdng. Chinh vi vay Fox da chi nhiéu hon cho truyén
thdng qua mang, thu hdt khach hang bang cac doan
quang cao trén Youtube hodc Facebook.

TU NHAN THUC PI PEN HANH PONG

Nhitng nhan thic (customer insights) rut ra dugc
tlr RET ¢6 thé dugc bién thanh hanh déng ngay lap
trc, gilp cac hang va cong ty cd nhifng budc tién
nhanh va dai han trong cac chién dich Marketing &
thai dai bién dong nay.

Su ra ddi cta IuGi dao mdi Schick Hydro cta hang
Energizer ¢ Dic ban dau dugc dinh huéng nhdm
dem dén su thay ddi cho két qua hoat dong cua
hang. Pdi ngii gidi thiéu san phdm da dung RET
trong sudt 12 tuan cla chién dich, ap dung chién
luge theo sat cac phan hoi thu thap dugc. M6t phan
tich trong vai tuan dau sur dung s6 liéu da cho thay
mot s& co hdi dé€ cai thién: Vi du, chuyén trong tdm
tUr quang cao TV sang quang cao qua mang sé tang
lugt mua hang d6i véi thi trudng nhdm vao cac anh
thanh nién. SO liéu dong thai cling cho thay quang
cao in gidy thi kém hiéu qua vé mat chi phi so véi tai
trg TV (cac quang cao tai trg cac chuang trinh truyén
hinh). D6i ngli giGi thiéu san phadm da thiét k& lai
trong nlra sau clia chién dich bang cach tang tai trg
TV, thiét k€ lai cdc quang cdo trén TV va thém cac
hoat dong hd trg qua mang, nhu cac quang céo pop
— up Vdi clng chu dé. Két qua la chién dich da danh
dugc anh hudng 16n ma lai khong t6n qua nhiéu chi
tiéu. Ban giam dGc Energizer da tinh toan dugc
phuang phap mdi da gilp tao hiéu qua tiét kiém chi
phi Ién dén 3 [an va tang Igi nhuan cho Energizer
trong hang muc IuGi dao 1én 10% chi chua day 4
thang. Va bai hoc rat ra tu dot thi€p thi nay mang gia
tri 16n dai vai chién dich cla hang, dac biét gilp hang
tiét kiém dang k& chi tiéu cho truyén thdng so véi d6i
thi manh nhat cla hang, cong ty dang chiém thi
phan I6n nhat trén thi trudng.

Tuy nhién thi d& phan (g kip thdi d6i véi nhan
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online and started to steer customers toward trailers
on YouTube or Facebook in its posters and ads.

FROM REAL-TIME INSIGHT TO REAL-TIME ACTION

Insights gained from RET can be acted on immedi-
ately-a great advantage in new product launches or
marketing campaigns conducted in fast-changing envi-
ronments.

Energizer’s introduction of a new Schick Hydro razor
in Germany was intended to bring about a step change
in brand performance. The launch team used RET dur-
ing the 12-week campaign, adapting its strategies along
the way on the basis of feedback gathered. An analysis
of the first few weeks of data revealed several opportu-
nities for improvement: For example, shifting the focus
from TV advertising to online spending would increase
purchases among the young male target market. The
data also suggested that print-media advertising was
less cost-effective than TV sponsorship (through exten-
sive product placement in a TV show). The launch team
retooled the second half of the campaign by increasing
TV sponsorship, redesigning TV ads, and adding sup-
porting online activities, such as pop-up ads with the
same theme as the TV ads. As a result, the campaign
achieved greater impact with lower spending. Energizer
executives calculated that the new measures led to a
threefold improvement in advertising cost-effectiveness
and increased Energizer’s revenue in the razor catego-
ry by 10% in less than four months. And the lessons
learned from the launch held considerable value for the
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thirc tir sO liéu cua RET trong thuc té€ thi noi vé ly
thuyét bao gi& cling dé hon thuc hanh. Bgi vi RET dé
theo doi khach hang xuyén su6t moét cudc hanh trinh,
nghia la so li€u nd tao ra rat hitu dung doi véi moi
phan lién quan dén khach hang clia hang — tur ti€p thi
truyén thdng va PR cho dén t8 chirc va van chuyén
dich vu. Vi thé, dé c6 thé dua ra quyét dinh, huy
dbng va t6 chirc sdp hét toan bd qua trinh la mét
thach thirc rat 16n, déc biét ddi véi nhitng san pham
va dich vu dugc tuyén truyén va van chuyén da kénh
trong nhiing khu vuc rong I6n. Cong cu RET vugt qua
ca nhitng thdi quen khach hang dugc ghi chép lai
thdng thudng sé& gilp chlng ta cé cai nhin hiéu biét
vé ddi sdng tinh cam thay déi khéng nging cua loai
ngudi, gitp udn nan nhitng diém mé&t can bang. B&i
Vi RET tao Igi thé& cho cdng ty cé thé truy cip va phan
(ng thuc té€ do6i vdi hanh vi ngudi dung ddi véi san
pham, dich vu va nd luc cta hdng, né déng vai trd
trung tam gilp ngudi tiéu dung ty tao lap trai nghiém
clia ho vdi san pham. Khi ma RET va céc cdng cu nhu
né mai 1én, cac nha nghién ctu ki vong rang market-
ing sé khong con la tro chaoi cla cac phan Ung kich
thich ma sé tién hoda thanh qua trinh dong sang tao
tiép dién khong ngling.m

company’s other brand campaigns, especially given that
Energizer had significantly less to spend on communica-
tions than its main competitor, the market leader.

Responding to RET findings in real time is easier in
theory than in practice, however. That's because RET
covers the complete customer journey, which means the
data it generates are useful to virtually every customer-
facing part of a firm-from marketing communications
and PR to operations and service delivery. Reaching,
mobilizing, and coordinating all the relevant decision
makers, therefore, presents a huge challenge, especial-
ly for products and services that are promoted and deliv-
ered through multiple channels over large areas. Real-
time experience tracking, which goes beyond recording
behavior to help us gain insight into the rich perceptual
and emotional worlds human beings live in, helps
redress the imbalance. And because RET enables com-
panies to assess and respond in real time to customers’
reactions to products, services, or branding efforts, it
can play a central role in allowing customers to help
design their own experiences with products. As RET and
tools like it emerge, researchers expect that marketing
will cease to be a game of stimulus-response and will
evolve into a continual process of co-creation.l
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THE NAO LA ENTREPRENEURIAL MARKETING ?

Da4i véi cong dong khdi nghiép & trong va ngoai
nudc, thuat nglr Entrepreneurial Marketing (Tam dich:
Marketing khai nghiép) dang dugc quan tam va chu
trong han bao gig hét. Vay thuc chat day 1a hinh thic
Marketing gi ma lai thu hdt cac nha kinh doanh, nhiing
ngudi lam marketing dén vay? Néu nhu & Viét Nam,
khdi nghiép mdi chi dugc tap trung dau tu trong may
nam gan day thi & cac nudc phat trién, khai nghiép da
cd mot lich str kha lau dai va cd vi tri ciia nd trong xa
hoi. Su thanh cong vang doi clia cac cong ty tirng mot
thdi la cac cong ty nhd bé nhu Microsoft, Virgin, Dell da
chifng t6 mdt diéu: khéi nghiép ciing cé chd ding cua
né trong nganh kinh doanh ma di kém véi nd ludn co
Ca ¢d hdi 1an thach thirc. Khi cang ngdy cang nhiéu
ngudi quan tam dén linh vuc nay, cac chién lugc gitp
cho khai nghi€p dugc thanh cong cang thu hut nhiéu su

WHAT IS ENTREPRENEURIAL MARKETING?

To the start-up community in Vietnam and all over
the world, Entrepreneurial Marketing is of greater con-
cern and focus than ever. So what kind of Marketing
form which attracts marketers and businessmen is
this? In Vietnam, start-ups have been interested in
recent years, however, in developed countries, entre-
preneurship has a long history and a position in the
society. The amazing success of once small companies
like Microsoft, Virgin, Dell has revealed that entrepre-
neurship is its own class of business with many unique
challenges and opportunities. As the field has received
more and more focus, specific strategies for success-
ful entrepreneurship have begun to emerge. Initially,
Entrepreneurial Marketing concept was designated for
marketing activities practiced by start-ups and small
enterprises.
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chd y. Chinh vi vay, ban dau khai niém Marketing khdi
nghiép (Entrepreneurial Marketing) dugc thiét ké cho
nhifng hoat dong marketing thuc hién cho cac cong ty
khdi nghiép, cac start-ups hoac cac doanh nghiép nho.

Tuy nhién, thuat ngli Marketing khdi nghiép(1) con
dugc hi€u va nghién ciu theo nhiéu huéng khac nhau.
Binh nghia thong dung cta hinh thific Marketing nay la:
“Su gia nhap va khai thac cht ddng cac co hdi dé thu
hit nhitng khach hang tiém nang théng qua cach ti€p
can d6i méi trong quan ly rdi ro, sif dung céng cu don
bay cac ngudn luc va tao ra gia tri”. O day, dinh nghia
da két hgp chat ché yéu té clla mot doanh nhan, nha
khai nghiép (Entrepreneurs — dé la chi dong, nam bat
c6 hdi, mao hiém va tim toi cai mdi) cling véi yéu
Marketing (d&t khach hang lam trong tam, tao don bay
vé ngudn luc va sang tao nén cac gia tri). Theo do,
Marketing khdi nghiép con cé thé dugc md rong ra la
Marketing kinh doanh, cé thé dugc ap dung ké ca vdi
nhirng cong ty cd quy md I8n, chi can ddi héi sy khac
biét trong cach thdc ti€p can véi thi trudng va trong
tdm nhan manh su’ d8i mdi, cich tdn ma cac nha khdi
nghiép c6 thé dua ra. Day cling chinh Ia mét chién Iugc
marketing ra dgi phu hgp vdi hoan canh thi trudng
phirc tap, s6i ddng nhung cling day b4t 6n ngay nay.

Ngoai ra, theo Kotler, “cha dé&” clia Marketing hién
dai, dinh nghia vé Marketing khdi nghiép (2003) dugc
dua ra dua trén vong ddi ciia cdng ty. O nhitng giai
doan dau- khi cong ty con & quy mé nhd, linh hoat va
san sang trai nghiém mdi — mot dang khong chinh
thong cua marketing dugc thuc hanh va day chinh la
Marketing khdi nghiép: “Hau hét cac cong ty dugc xay
dung bdi nhitng nha khdi nghiép kiém song bdi cai
dau cla ho. Ho da hinh dung ra mot cg hoi va gé moi
canh clra d€ c6 thé thu hat su chid y clia khach hang”
Khi cong ty phét trién va trudng thanh dan, chién lugc
marketing can chat ché han, can phai dugc 1én ké
hoach va dat lam muc tiéu thi€t yéu ; Iic nay cong ty
chinh thirc dat dugc giai doan hai, goi la marketing
chuén hoa: “Khi cdc cdng ty nhé bé dat dugc thanh

However, Entrepreneurial Marketing (EM)(1) can be
understood and studied in different approaches. The
commonly used definition of EM is “proactive identifi-
cation and exploitation of opportunities for acquiring
and retaining profitable customers through innovative
approaches to risk management, resource leveraging
and value creation” (Morris, Schindehutte, 2002). This
definition incorporates elements of entrepreneurship
(proactivity, opportunity, risk taking and innovative-
ness) and Marketing (customer focus, resource, lever-
aging and value creation). Subsequently, the scope of
EM can be expanded towards companies, even large
ones, which have a particular approach on the market.
Therefore, this approach was born to fit in complex,
dynamic but also unstable market nowadays.

In addition, according to Kotler, “father” of Modern
marketing, the definition of EM (2003) was based on
company lifecycle. In it early stages- when the compa-
ny is small, flexible and willing to experience new
things, an informal type of marketing is practiced and
this would be EM: “Most companies are started by
individuals who live by their wits. They visualize an
opportunity and knock on every door to gain atten-
tion” As the company grows and matures, marketing
practices are more rigorous, planning is essential, this
is when company reaches the second stage, called for-

(1) Binh nghia vé Marketing khdi nghiép duoc tom tit va luoc dich
tir bai “Marketing: A new approach for challenging times”, 2012,
Daniela IONITA.
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(1) Definition of Entrepreneurial Marketing is summarized and
abridged from the article "Marketing: A new approach for challeng-
ing times" , 2012 , Daniela Ionita.
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cdng, ho chic chdn s& chuyén vé& marketing chuin”.
Giai doan th(r ba la khi cach ti€p can dang chuin can
c6 mdt su thay d6i thi mot dang khac ctia marketing
goi la Marketing Inreapreneurial (Tao nghi€p trong
mot t6 chirc s&n cb) ra ddi “Nhitng cdng ty Itc nay lai
thiéu di su’ sang tao va dam mé cla cac nha tiép thi
du kich & giai doan khai nghiép. Py la thdi diém ma
cac nha quan ly nhan hiéu va san phdm can phai thoat
khai nhitng dudng 16i cii, bat dau thdm nhap vao hanh
trinh ngu@i tiéu dung va hinh dung ra nhitng cach thic
mdi d€ tao thém gia tri cho cudc s6ng clia khach hang.

V& cd ban, Marketing khéi nghiép c6 thé khéng can
lién quan dén kich ¢ cdng ty, tudi d&i hay ngudn luc
clia cong ty ma quan trong do la qua trinh két hap
“tinh than kinh doanh” vao cling vé&i qua trinh market-
ing. Vi thé nd mang nhitng yéu t6 mdi dong thai cing
¢6 cho nhitng yéu t8 cii, nhdn manh vao su thay déi,
thai d6 ddm d6i mdi va nhan thirc dugc cd hdi clia cac
nha khdi nghiép va cac doanh nhan trong thai dai nay.

ENTREPRENEURIAL MARKETING CO GI KHAC BIET
VOT MARKETING TRUYEN THONG?

Néu Marketing truyén thdng tim ki€ém noi dung xoay

malized marketing: “As small companies achieve suc-
cess, they inevitably move toward more formulated
marketing”. The third phase is when the formalized
approach becomes excessive and therefore a change
is needed, a different type of marketing called
Intrapreneurial Marketing: “These companies lack the
creativity and passion of the guerrilla marketers in the
entrepreneurial stage. Their brand and product man-
agers need to get out of the office. Start living with
their customers, and visualize new ways to add value
to their customers'lives”.

Basically, EM is a concept that is not necessarily
related to company size, age or its resources. Therefore
it brings new elements or strengthens existing elements,
such as focus on change, innovative attitude and alert-
ness to opportunities of entrpreneurs in these days.

WHAT IS THE DIFFERENCES BETWEEN EM AND
TRADITIONAL MARKETING?

While in traditional marketing, customer is central-
ly focus then in EM, both customer and entrepreneur
are equally important factors that shape the culture,
strategy and firm behavior. EM is influenced by char-

Bang 1.1: SU KHAC BIET GIJA MARKETING TRUYEN THONG VOI MARKETING KHOT NGHIEP
Table 1.1: DIFFERENCES BETWEEN TRADITIONAL MARKETING AND EM

Nguyén tic Marketing /
Marketing Principles

Marketing Truyén théng /
Traditional Marketing

Dinh hudng chién lugc / Strategic orientations

Chién lugc / Strategy

Phuong phép / Methods

Surhiéu biét vé Marketing / Marketing intelligence

Dinh hudng theo Khach hang (Chi phdi béi thi truong) /
Customer orientated (market driven)

Tiép can tir trén xudng; phan khtic khach hang,

tim muc tiéu, dinh vi thuong hiéu / Top-down approach;
segmentation, targeting, positioning

Marketing hdn hap (4/7's) / Marketing mix (4/7s)

Dua trén céc nghién ctiu chudn héa va hé théng
thong minh / Formalized research and intelligence systems

Marketing khéi nghiép /
Entrepreneurial Marketing

Dinh huéng theo hudng Cach tén, d&i mdi (Chi phéi bdi
y tudng) / Innovation oriented (idea driven)

Tiép can tir dudi day Ién, nhdm muc tiéu mot lugng co
s6 khdch hang cd han, tiép tuc mg rong / Bottom-up
approach, targeting a limited base of customer,
further expansion

Phuong phap marketing tuong tac, WOM (truyén
thong truyén miéng) / Interactive marketing methods,
WOM (word-of-moutn), direct selling

Dua trén mang ludi khong chinh thong va thu thap
thong tin / Informal networking and information gathering

Nguodn / Source: Stokes, D. (2000), “Putting Entrepreneurship into Marketing: The Process of Entrepreneurial
Marketing”, Journal of Research in Marketing & Entrepreneurship, 2(1), p. 13
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quanh vé khach hang thi d6i véi Marketing khdi nghiép,
ca khach hang va nha quan ly cung la nhén t6 chinh
hinh thanh nén van hda, chién lugc, hanh vi clia hang.
Marketing khdi nghiép bi anh hudng bdi tinh cach va
nhitng gia tri ma nha khai nghiép coi trong. (Bang 1.1).

Marketing khdi nghiép tan dung Igi thé cla cac
cong ty khai nghiép do 1a kha ning linh hoat va dé
dang xoay chuyén hon nhitng d6i tha 16n, giau tiém
luc trén thi trudng. Néu nhu' theo Marketing cd dién,
can tim hi€u nhu cau thi trudng trudc khi phat trién
san pham thi nha khdi nghiép sé& bat dau véi y tudng
va tim kiém thi truGng cho nd. Vé chién Ilugc,
Marketing truyén théng sé yéu cau phan khuc khach
hang réi méi dén budc dinh vi thuong hiéu san pham,
trong khi do6, nhitng nha khdi nghiép thanh cong lai
lam ngugc lai: mot khi da xac dinh dugc mot thi
trudng cb tiém ndng, nha khdi nghiép s& kiém tra thi
truGng thong qua mot qua trinh th nghiém. Sau do,
cbng ty s& bt dau phuc vu nhu cdu clia mdt vai khach
hang roi sau dé mdi ma rong khi nha khéi nghiép tim
ra s& thich va nhu cau cla ho. Sau nay, khach hang
mdi vdi ly lich tuong tu véi nhitng ngudi da ting mua
san pham sé& dugc thém dan vao. Thudng thi qua trinh
nay sé khdng dién ra qué 1au vi khach hang mdi sé tim
dén theo IGi giGi thiéu clia khach hang ban dau. Chinh
vi vay, thi trudng muc tiéu dugc hinh thanh nhG qua
trinh loai bo dan va tu chon.

Diéu khién Marketing khdi nghiép ndi 1&n dé chinh
la su’ cach tan, chap nhan d6i méi, ma ludn di kém vdi
mdt chdt mao hiém. Cac chién dich Marketing nay ludn
¢6 gang lam n&i bat thé manh clia c6ng ty nhung ddng
thdi van nhan manh gia tri tiém ndng cong ty cd thé
dem dén cho khach hang. Tap trung vao nhitng san
phdm mang tinh cach tan hodc lam hai long dich vu
khach hang chinh 1a cdc cach dé& ndi bat so véi cac dbi
th canh tranh trén thi trudng. Ngoai ra viéc st dung
cac cdng cu t6n it chi phi ma cé kha ndng dé dang truy
cap nhu video, dién thoai di dong, Facebook, cac email
cling dugc coi trong trong hinh thirc Marketing nay.

NHUNG CAU CHUYEN VE MARKETING KHO1
NGHIEP TREN THE GIOT

Chac hén ai cling nhG vé chang sinh vién Michael
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acteristics and values which entrepreneurs appreciate.
(Table 1.1).

EM takes adventage of the nature of strart-ups:
Theycan be more flexible and unorthodox than their
larger, better known, and more resourceful competi-
tors in the market. If classical marketing concept
requires an assessment of market needs before devel-
oping a product, entrepreneurs start with an idea and
then try to find a market for it. In terms of strategy,
while traditional marketing requires segmentation
before tawgeting and then positioning; successful
entrepreneurs practice a reverse process: once identi-
fined a potential market opportunity, an entrepreneur
test it through a trial-and-error process. After that, the
company begins to serve the needs of some clients,
and then expands as the entrepreneur finds out their
preferences and needs. Often this process is not delib-
erately, as new customers come as a result of initial
customers recommendations. Therefore the target
market is formed by a process of elimination and self-
selection.

The outstanding features that make EM emerging
are the spirit of innovation which always goes along
with taking risks. The campaigns using EM try to high-
light the company’ greatest strengths as well as
emphasize potential values that they create for their
customers. Staying focus on innovative products or
satisfying customer services is the ways to become
outstanding among other competitors in the market.
In addition, using cheap and easily accessible tools
including videos, cellphones, Facebook and emails is
also considered important in this Marketing form.

ENTREPRENEURIAL MARKETING STORIES ALL
OVER THE WORLD

People may still remember a college student
named Michael Dell of the old day, who led a fledging
start-up into one of the most reputable multibillion-
dollar computer empires in the world today. Just by
following a simple idea of selling customized personal
computer as requested by customers, Dell has built
up Dell Computer Corp. The first step that Dell took to
get noticed in the computer market is to identify the
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Dell ngdy ndo, ngudi da dan dit moét cong ty khdi
nghiép vé may tinh non tré thanh mét trong nhitng dé
ché& may tinh néi tiéng nhat kiém hang ti d6 la trén thé
gidi ngay hém nay. Khdi dong ban dau tir mét y tuéng
gian dan vé ban may tinh ca nhan theo yéu cau khach
hang, Dell da tao dung nén Tap doan may tinh Dell.
Nhitng budc dé dng c6 thé gy dung dudc tén tudi cla
hdng khdi ngudn bang viéc xac dinh dugc khoang
tréng trong thj trudng. Nhitng dong san pham trén thi
trudng llc bady giG chi tap trung quang cao ban hang
cho cac cong ty I6n va c@ vlra. Chinh vi thé, Dell xac
dinh thi truGng cta 6ng sé tap trung vao ddi tugng
tUng ca nhan, cung cap may tinh cho cac gia dinh va
sinh vién. Trong qua trinh mé& réng céng ty nho cla
minh, Dell da thirc thai khi nhan ra may tinh ca nhan
s€ sém trd thanh mot mat hang thiét yéu, ma doi véi
loai hang nay, gia ca va van chuyén s& quyét dinh viéc
ngudi st dung cd lua chon san phdm hay khdng. Mot
lan nira, Dell d& d8i mdi hinh thirc ban hang. Néu nhu
dau nhitng nam 80, may tinh chi yéu dugc ban va
phan phéi thdng qua dai ly ban 1&, chang trai 19 tudi
thdi d6 da quyét dinh cat giam cac khau trung gian,
mua cac bd phan cdu thanh va tu [3p rdp may tinh sé
khién gid dugc giam xudng. Sau dd, Dell truc ti€p ban
hang qua dién thoai cho khach hang & mdc gia giam
15%. Phuang thic goi dién sau nay dugc biét dén nhu
"mot hinh thirc ban hang truc ti€p” ma da tao mot
cudc cach mang trong nganh va cling qua do, 6ng biét
dugc nhu cau cla nguGi dung va dem dén giai phap
may tinh t8i uu nhat dé& giadi quyét cac nhu cau do.

Hay nhu cau chuyén khdi nghiép cla Hidden
Nation(2) khi 6ng chu cta nd bat dau la mot ki su trd
thanh mét nha kinh doanh day tiém ndng. Hanh trinh
dan Lee Prescott dén véi khai nghiép b&t ngudn tur
niém dam mé clia anh véi BMX (Bicycle Motor X). Anh
t6t nghiép dai hoc v4i bang vé Thiét k& San pham 10
nam trudc khi thanh 1ap Hidden Nation. TU kinh
nghiém ca nhan, Lee nhan thdy rdng nhiing ngudi
tham gia cac giai vong dua BMX vong quanh thé gidi
doi hoi rang khung xe phai dugc thiét k& t6t nhat va
san xuat vdi chat lugng cao nhat. Thi trudng Lee

gap in the market. Different products at that time only
aimed at the big and midsized companies. That was
the reason why Dell determined that his market would
focus on personal computers for students and house-
holds. While looking for ways to expand his fledging
start-up, Dell wisely recognized that computers would
soon become an essential commodity, with which the
price and delivery would be the factors to decide
whether customers choose that product again next
time. Once again, he innovated the way of sale. If in
the early 80s, computers were sold and distributed
through retailers, the 19-year-old boy decided to cut
out the retail middle-man, buy components and
assemble the whole PC by himself, which could help
reduce the price. Then he directly sold PC over the
phone with a 15% discount for the customers. This
method which then became well-known as “a direct
way of selling”, revolutionized the industry. By doing
so, he could best understand customers’ needs and
provide the most effective computing solutions to
meet those needs.

Another story to be told is the entrepreneurial
story of Hidden Nation(2), which started when its boss,
Lee Prescott, from an engineer became an excellent
entrepreneur. Lee Prescott’s journey into entrepre-
neurship began with his passion for BMX (Bicycle
Motor X). He graduated from university with a BSc in
Product Design 10 years prior to the establishment of
Hidden Nation. From his personal experience, Lee
realized that those who competed in the worldwide
BMX race demanded the best frames designed and
manufactured to the highest standards. The market he
chose was quite mature and popular to the discerning
buyers. As an engineer, Lee understood exactly what
the market wanted but could not get , which awoke
the entrepreneur inside himself. Customer in this niche
market specified their own bike design in great details
encompassing every major and minor component and
assembly. The bike must be durable, safe and fast.
Therefore every engineering decision Lee made was
the market driven from the outset in order to meet the

() Liz Read “Four mini case studies in Entrepreneurship”, Thang hai,
2006.

() Liz Read “Four mini case studies in Entrepreneurship”, Febuary
2006.
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hudng t6i kha lau dgi va ¢ rat nhiéu ngudi quan tam.
V4i tAm thé 1a mot ki su, Lee hiéu chinh xac diéu thi
trudng mong mudn nhung chua cd la gi va chinh diéu
nay da danh thdc nha kinh doanh trong anh. Khach
hang trong thi trudng ngach nay (mét thi trudng nho
riéng biét) chi rd la ho mudn thiét k€ xe dap ctia minh
phai dugc hoan thién chi ti€t mot cach hoan hao tir
nhifng thanh phan cdu tao nhd nhat. Chiéc xe phai
bén, an toan va nhanh. Chinh vi vay, moi quyét dinh
vé mat ki thuat Lee dua ra la do thi truGng dinh
hudng ngay tur lic bdt dau nham muc dich dat dugc
yéu cau trinh dién. Hé thdng 6ng dugc x(r ly nhiét,
nhe, sau khi téi ren dugc chon loc va cung cap bdi
Reynolds Tubes & Anh va hgp tac vdi mot cty cua
Czech dé dat dugc tiéu chudn san xuét can thiét voi
cd cau gia ca hgp ly. Quan trong khong kém la bo
khung ma gdn lién vdi cac bd phén khac cla xe dap.
Chung ciing dugc san xudt theo tiéu chudn dic biét,
tranh nguy cd bi vang linh kién cac bo phan nho nhu
Gc vit, chdng tron trugt t6i da va dat an toan Ién hang
dau. SO lugng cla linh kién dugc giam xubng nham
tdi thi€u kha nang hong hdc va nhitng chi phi san
xuat ko can thiét.

Sau khi ra d&i dudc san pham, nha ki su’ bdt dau
tim hi€u dé c6 thé dua san pham ra thi trudng. Pau
tién nhan hiéu phai dugc nhan dién va budc dau tién
phai thiét lap vi tri trén thi truGng. Cai tén “Hidden
Nation” nhdm ngu y dén su’ khac biét va bi 4n, nhung
ddi véi san phadm khung thi can mét cai tén hdp ly hon
nira. D6 chinh la ly do cai tén “Akira” dugc chon. Akira
Kurosawa v6n la mdt nha lam phim Nhat ndi tiéng ma
nhifng cong trinh phim clia 6ng tai hién truyén théng
Samurai. Akira d& san xuat chudi phim nhu nhitng burc
vé& khé I6n. Nhiing bic v& nay chinh né cling la mét
c6ng trinh nghé thuat va da cho thay truyén thdng ché
tao ki€m clia Nhat va chinh su’ chinh xac von co ay
dugc truyén tai dén gid tri nhan hiéu ma Hidden
Nation dem dén.

Ngoai ra, cdng ty con ndi bat & tinh déc quyén
cla nhan hiéu dugc dem dén thong qua cac chién
lugc ban hang va marketing. Dén gi¢ 10 dai ly doc
quyén da dugc chi dinh & Anh, mét & Ireland va gan
day mot cai & Uc va mdt cudc dam phan dang dién
ra d Buc. Khach hang trd thanh ngugi ban bdi vi ho
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performance objectives. Heat treated, lightweight,
hardened tubing were selected and supplied by
Reynolds Tubes in the UK and a partnership estab-
lished with a Czech company in order to achieve the
required manufacturing standards within a marketable
price structure. Equally as important as the frame
were the stems and posts that link the frame to the
rest of the bike. These were designed to specific crite-
ria too, with the avoidance of thread stripping, mini-
mal slippage and safety as priorities. The number of
components was reduced to minimize possibilities of
failure and avoid unnecessary production costs.

After having products, the engineer started to find
ways to take the product to market. Firstly the brand
had to be considered and the first steps taken to estab-
lish its position in the market. The name “Hidden Nation”
implies difference and mystery, but for the frame prod-
uct, something more was needed to do its justice in the
marketplace. Therefore, the name “Akira” was chosen.
Akira Kurosawa was a renowned Japanese filmmaker
whose work featured Samurai traditions. Akira produced
his storyboards as full-scale paintings. These paintings
are works of art in themselves and given Japanese
sword making traditions the inherent precision was
transferred to Hidden Nation’s brand values.

Furthermore, the company has its own unique in the
exclusivity of the brand which was carried through to
the sales and marketing strategy. To date, ten dealers
have been appointed in the UK, one in Ireland and
recently one in Australia with negotiations underway in
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ton trong gia tri doc quyén. Website chi cung cap
thong tin vé hoat dong ban hang dugc dam nhan doc
quy&n bgi céc dai ly, hd trg nhd viing hoat dong bién
tap ¢ muc tiéu va quang cao ban hang tao ra bai cac
chién dich quan hé cbéng ching. Hinh th&rc WOM
(Truyén thong truyén miéng) cling trd thanh con
dudng quan trong dan t&i ban hang ki€éu mdi. Trong
nam th{ hai, doanh s6 tang gap 2 lan nam nhat va
con s nay van tiép tuc tdng trudng trong thdi gian
hoat dong clia cong ty.

HANH TRINH KHOTI NGHIEP & VIET NAM

V@i dan s6 tré cung tinh than khai nghiép cao, Viét
Nam dang tré thanh mé trudng tot cho cac cong ty
khai nghiép. Theo sd liéu cua Chi s6 khai su kinh
doanh toan cau (Global Entrpreneurship Monitor-
GEM) nam 2014, Viét Nam dang trd thanh mot nudc
¢4 ti 18 thanh 1ap cdng ty, t6 chic kinh doanh I16n thir
hai trong khu vuc 6 nuéc Pong Nam A, cho thdy kha
nang phat trién bén vitng trong dai han. Ngoai ra, hién
nay véi lugng ngudi st dung Internet 1én dén 45 tri€u
ngudi, lugng ngudi sir dung mang xa hdi la 36 triéu,
Viét Nam d& cho thdy mét thi trudng I16n dé khai thac
qua mang; clng véi 54% dan s6 Viét Nam & dd tudi
dugi 30 da trd thanh mot thi trudng tiém nang trong
khu vuc.

Tinh dén nay da co rat nhiéu start up thanh cong
trong nudc nhu Vinagame, Vatgia, Nhaccuatui, Tiki,
Vietnamworks, C6c C6c, Foody,.... Chi riéng vé mang
cdng nghé, mdi ndm Viét Nam udc tinh cé khoang
1.000 du an khéi nghiép va theo cac chuyén gia nam
2016 dugc du doan la lan séng nay dang trong qua
trinh dang cao, nhat la khi ngay cang cé nhiéu nha
dau tu trong nudc.

MOt vi du clia khdi nghiép thanh cong & Viét Nam
c6 thé k& dén trang Tiki.vn. Tiki.vn [& mot du’ an khdi
nghiép clia Tran Ngoc Thai Son tir ndm 30 tudi. Ban
dau, Tiki.vn chi ban sach Tiéng Anh va & thdi diém
cach day 5 ndm, day van 13 mot thi trudng ngach it
ngudi quan tam. Sau nay, khi da c6 thém nhiéu ngudi
biét dén, Tiki chuyén sang ban sach trong nhiéu linh
vuc khac, gi day Tiki.vn hién thdi d3 phat trién nhiéu
m&t hang tir thdi trang, van phong phdm dén cong

Germany. The customers have become sales people
because they value the exclusive association. The web-
site has only information related to sales activity being
undertaken exclusively by the dealers, supported by
trade advertising and targeted editorial coverage creat-
ed by a public relations campaign. Word of mouth
endorsements have also become a significant route to
the new sales. In the second year of trading sales were
double that of Year One and growth figures continue to
increase in the operational time of the company.

ENTREPRENEURIAL JOURNEY IN VIETNAM

With young population and high spirit of entrepre-
neurship, Vietnam is becoming a great environment
for start-ups establishment. According to Global
Entrepreneurship Monitor-GEM figures in 2014,
Vietnam’s new firm and established business rates are
the second highest among 6 countries in South East
Asian region, showing good longer term sustainability.
In addition, the number of Internet users is 45 million
people, the number of social media users is 30 million
people (figures to November, 2015), making Vietnam
a huge market to exploit through Internet. With 60%
of Vietnam population is under 30, it becomes one of
the most potential markets in region.

So far, there has been a large number of successful
start-ups in Vietnam, namely Vinagame, Vatgia,
Nhaccuatui, Tiki, Vietnamworks, C6c CGc, Foody,...In
technology section alone, every year, it is estimated to
have about 1.000 start-up projects in Vietnam and
especially, according to experts in this field, 2016 is pre-
dicted to be on the rise of start-up wave as more and
more domestic investors decide to invest in this field.

An example of a successful start- up in Vietnam is
Tiki.vn. Tiki.vn is a start-up project of Tran Ngoc Thai
Son in his thirty. Initially, Tiki.vn only sold English books
5 years ago, which was still a niche market that caught
few people’s concerns. Later, when this page gained
more reputations, Tiki moved to sell books in various
fields. Currently, Tiki.vn has developed many items
ranging from fashion clothes, stationery to technology,
not only books. In terms of customers, after a long
observation, CEO of Tiki.vn realized that there is a dif-
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nghé chir khong chi cd sach. V& ddi tugng khach hang,
sau mot thai gian quan sat, CEO cua Tiki.vn da nhan
thdy khach hang nam di nha sach rat nhanh va chi
chon dung loai sach ho can trong khi khach hang nit
thi di 1au hon, mua da dang nhiéu ching loai va cd thé
mua cho c& ngudi than, ban bg, tir dé Tiki thay d6i
chién lugc marketing nham ti€p can vao khach hang
nit bdng cach dua ra gid tot, hoat ddng giam gia, tang
qua dé thu hat va hai 1dng khach hang nit. Ngay nay,
khi cang nhiéu d6i tha xuat hién, cong ty cling tap
trung dau tu vao khach hang. Cong ty cho ra ddi chinh
sach giao hang 24h (trong vong 24 gi6 k& tir khi dat
mua, khach hang sé nhan dugc hang) va chinh sach
nay cang ngay cang dugc su’ ung hd cta khach hang
nhat |a khi thai dai ban ron, nhiéu ngudi khéng co thoi
gian dé& tu di mua sach, chinh sach ciing gép phan
gilip mé& rong don hang dudc giao ra. K& tir ndm 2013,
Tiki da phuc vu khach hang tai 64 tinh thanh Viét Nam
va 17 qudc gia trén thé gidi.

Khai nghiép & Viét Nam c6 nhiéu tiém nang nhung
cling con nhiéu trd ngai ma cac nha khdi nghiép phai
d6i mat, do la tuy gidi tré Viet Nam nhan thic dugc co
hoi khai nghiép va kha nang kinh doanh nhung chi s6
lo sg that bai clia Viét Nam van con & muc cao so vdi
cac qubc gia c6 cling trinh dd phat trién va cao hon
murc trung binh cla cdc nudc phat trién & giai doan
III. Ngoai ra su thiéu hiéu biét d& thucng mai hda cac
céch tan va nhitng d&i méi thuc su' trong san pham va
cach thirc van hanh ciing nhu cach thic marketing
cling 1a mét han ché phé bién clia cidc nha khdi
nghiép. Chinh vi vady, cac nha khai nghiép (entrepre-
neur), nhitng ngudi lam chu phai biét ndm bét ca hoi,
ch&p nhan mao hiém, ddng thsi cling phai tim mét
dinh hudng marketing mdi cho con dudng khdi nghiép
ctia minh.m
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ference between men and women who go to book-
stores. While men quickly choose books that they need,
women spend time looking around, buying diverse
kinds of books, sometimes they even buy books for
their relatives and friends. From that point, he decided
to change marketing strategy approaching more to
female customers by giving better price, offering dis-
counts or preparing some give-aways to attract and sat-
isfy female customers. Today, when more competitors
and new entrants move in the market, the company
also focuses on customer service. The company has
launched a 24-hour delivery service (within 24 hours of
purchase, customers will receive goods which they have
booked online) and this policy has won customer sup-
ports especially in busy era when people have less time
to go to bookstores and buy books themselves. This
policy partly helps to extend the number of orders.
Since 2013, Tiki has been serving customers in 64
provinces in Vietham and 17 countries worldwide.

While Vietnam’s startup ecosystem is apparent and
potential, there still remain some challenges that entre-
preneurs have to face. That is though Vietnamese youth
can perceive the entrepreneurial capabilities and the
opportunities to start a new business, the rate of risk of
business failure in Vietnam is still at a high level com-
pared to other countries in the same economic develop-
ment level and even higher than countries developed in
stage III. Moreover, a lack of practical knowledge and
understanding on commercializing innovations and
lack of real innovations in products and in operations
as well as marketing strategy are common limits to
entrepreneurs. Therefore, entrepreneurs, owners
should know the right time to catch opportunities,
dare to taking risks, and find out a new marketing
trend for their own startup.®



PHAN 3
DIEN cUU TREN THE GIO‘I
VE MARKETING DOT PHA

(Ban tom tit do Vietnam Report lugc dich tir tai liéu HSi nghi thudng nién
Vietnam CEO Summit 2016 t6 chiic ngay 27/07/2016 tai KS Sheraton, Ha Noi
Vi chd dé “"Marketing dét pha: Cac dién ciru mdi tu Pai hoc Harvard”
vdi su’ tham gia thuyét trinh cua GS John A Quelch”)

SECTION 3

CASE STUDY ON
BREAKTHROUGH MARKETING

(The summary abridged by Vietnam Report from Conference documents of
Vietnam CEO Summit 2016 held on July 27, 2016 at Sheraton Hotel Hanoi with
the theme of "Breakthrough Marketing: New case studies from
Harvard” with the participation of Professor John A Quelch)
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DR. JOHN'S
PRODUCTS, LTD

DR. JOHN’S PRODUCTS, LTD

"7 WILLIAM A. SAHLMAN / WILLIAM A. SAHLMAN

DAY LA CAU CHUYEN VE NO LUC CUA MOT NHA
KINH DOANH - MOT NHA KHOT NGHIEP TRONG
VIEC SANG CHE, SAN XUAT VA CACH THUC
PHAN PHOI BAN CHAI CHAY BANG DIEN

“Pung la tin tot lanh,” John Osher, dong sang 1ap
kiém CEO cutia Cong ty John’s Products, da noi nhu' vay
khi 6ng nghe dién thoai tir ddi tac goi tr Cleveland dé
ki€m tra vé ty I& ban hét hang d6i vSi san phdm mdi
cla cong ty — ban chai SpinBrushTM cta Dr. John. Ban
chai SpinBrush 13 loai ban chai dién don gian chay bang
pin va dudc thiét k& dé& ban ra vdi gia ban 1& dusi 6s.
Nhirng ban chai dién canh tranh khac tir nhiing cong
ty nhu Braun (Ban chai Oral B™) dugc ban Ié vdi gia
trén 50%. Vao thang Tam ndm 1999, Osher va cac cong
su’ d& sap x&p cho céc clra hang ban 1é Meijer thuc hién
chuang trinh thir nghiém cé gisi han déi véi san phdm

THIS IS A STORY ABOUT AN ENTREPRENEUR'’S
ATTEMPTS TO INVENT, MANUFACTURE AND
DISTRIBUTE AN INEXPENSIVE ELECTRIC
TOOTHBRUSH

“That's great news,"” stated John Osher, cofounder
and CEO of Dr. John’s Products, Ltd., as he respond-
ed to a phone call from one of his partners who was
in Cleveland checking on sell-through rates of the
company’s new product, Dr. John’s SpinBrush™. The
SpinBrush was a simple electric toothbrush that oper-
ated on batteries and was designed to sell at retail for
under $6.00. Competitive electric toothbrushes from
companies like Braun (Oral B™) sold at retail for well
over $50.00. In August of 1999, Osher and his col-
leagues had arranged for Meijers stores to run a lim-
ited test with the SpinBrush and the reports from the
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SpinBrush. Bdo céc thuc nghiém v6 clung xudt sic:
doanh thu trung binh ngay ctia SpinBrush la ban ra bay
chiéc/ngay/clra hang, khac han so vdi doanh thu ban
chai théng thudng la mét chi€c/tuan/clra hang ddi vdi
héu hét cac nhdn hang khac. Bén dau ndm 2000, céng
ty ban dugc gan 6.000 chi€c/ngay va da ma rong hé
thdng phan phéi thr nghiém dé dua san phdm vao cac
chudi ban 1& nhu Wal-Mart va Target.

P& cb thé canh tranh trong mét thj trudng dudc
ki€m soat bai hang loat cac cdng ty san xudt hang tiéu
duing khéng 16 va ky cuu, chiéc ban chai nay phai vuot
qua kha nang tiéu thu clia cac ban chai bang tay khac
vGi mot gia tri bién té cuc I6n.

+ Ban chai SpinBrush phai dudc ban 1&é & mirc dudi
6$ khi thong qua kénh ban |é FDM truyén thong (la
qua cac clra hang thuc phadm/tap pham, clfa hang
dugc phdm, va cac clta hang ban 1& v8i nhiéu mét
hang phong phl) va gia phai dudi 5$ néu ban tai
nhitng chudi ban Ié khdng 6 nhu Wal-Mart va Target.

+ San pham phai chay dudc tdi thi€u 3 thadng néu
sir dung 6 mUc théng thutng khi chay bang hai vién
pin loai AA kém theo.

+ Viéc déng gébi san phdm dudc thiét k& vdi tinh
ndng “dung th” cho phép khach hang bat ban chai
Ién ma khdéng can phai mé bao bi, d& ho cé thé thuc
su’ thdy san pham nay tét thé nao.

D6 khong phai 13 nhitng rao can “dé xai”, va cé
mot s& diém trong qua trinh phat trién san phdm ma
Osher da nghi rang 6ng sé that bai. Va su kién tri cla
toan déi cudi cung da thanh cong.

Tuy vy nhitng phan (ing buing né ban dau cla thi
trudng lai tao nén nhitng van dé khac. Cong ty nén
khai thac va md rong san phdm mdi dé bang céich
nao? Ngoai su’ phat trién rong I6n va rd rang clia cac
sang ché trong ban chai SpinBrush, céng ty sé xu ly
nhifng d6i thd canh tranh khac thé nao néu nhiing
nhan hiéu I6n nhu Oral B™, Reach™, Sonicare™,
Colgate™, and Crest™ quyét dinh sé ti€én vao thi
trudng ban chai dién gia ré. D& thanh cong, Dr. John'’s
phai chiém dugc thi phan clia mot s6 cac cong ty san
xuat hang tiéu dung I6n nhat va manh nhat trén thé
gidi. Viéc phai canh tranh véi cac dbi thu nhu Procter
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field were extraordinary: average daily sales of the
SpinBrush were seven per day per store, in sharp con-
trast to the typical toothbrush sales pattern of one per
week per ore for most other brands. By early 2000,
the company was selling almost 6,000 units per day
and had expanded the test distribution system to
include such retail chain Wal-Mart and Target.

In order to compete in a very mature market con-
trolled by giant consumer product companies, the
toothbrush had to exceed the performance of manual
toothbrushes by a considerable margin.

+ The SpinBrush had to retail for under $6.00
through the traditional FDM channel (food/ grocery
store, drugstore, and mass merchandise store) and
under $5.00 through retail giants such as Wal-Mart
and Target.

+ The product had to run for at least three months
of normal usage using the included two AA batteries.

+ The packaging was designed with a “try-me
feature allowing consumers to turn the brush on with-
out opening up the package so that they could actual-
ly see how powerfully it worked.

”

These were not easy hurdles, and there were quite
a few points in the product development where Osher
thought he would fail. The team’s perseverance had
paid off.
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& Gamble (Crest), Johnson & Johnson (Reach),
Gillette (Braun and Oral B) va Colgate khong hé dan
gian. Lam thé nao mot céng ty nhd xiu chi véi chin
thanh vién hy vong cd thé “diing chung gia” trong mét
thi trudng canh tranh ndng bong nhu thé?

Blng trudc nhitng thir thach nhu vay, Osher dua
ra kha nang thiét Iap méi quan hé nao dé vdi mot
trong nhitng cdng ty khdng 6. Osher va doi ciia minh
da phat trién mot san pham thdi thugng cd thé s& cd
gia tri chién lugc d6i véi mot dsi thu cé san trén thi
trudng. Osher d3 t6 chirc mdt cudc hop vdi vai 1anh
dao thudc bd phan cip phép cuia ngudi khdng 16 trén
thi truGng dé la Procter & Gamble vé viéc nhugng
quyén thuang hiéu Crest cho SpinBrush. Crest la nhan
hiéu 18n duy nhat khong dua bat ky loai ban chai dién
nao vao dong san pham cla minh. N&u ho cé thé tan
dung su’ nhan thirc to I16n trén thi trudng doi vdi nhan
hiéu nay két hdp véi mdt san phdm mang tinh dot
phd, két qua sé vb cung ruc rG.

Osher va ddi ciia minh d3 tham gia rat nhiéu budi
tranh ludn vé viéc Iam cach nao dé& tan cdng thi trudng
va lam thé& nao dé& x{r ly nhitng g3 khéng 16 dé — ho
vUra ¢6 thé 13 ké thu day siic manh va vira cé thé la
ddng minh. Cng viéc ¢4 tién trién nhung nhitng quyét
dinh cudi cling van can dua ra. N6 cd thé khién cho
Dr. Johns la mdt dang thanh cdng “sao xet” ngan han
ma cling co thé 1a ci danh grand slam dai han trong
bong chay khi chay dugc nguyén vong san thuc hién
dugc ci homerun.

GIOT THIEU

John Osher la mot doanh nhan ky cuu kinh
nghiém. Khi con & do tudi thi€u nién hdi cudi nhitng
nam 1960, dng da thé hién khuynh hudng kinh doanh
khi bat dau vai cong viéc ddc ddo db la kinh doanh
khuyén tai c6 tén la The Ear Hole. Quan sat thady cé
rat nhidu cd gai tré xo 16 tai va mua cac loai khuyén
tai tuy nhién khong gian danh cho chidng loai nay rat
it, Osher da tao ra mot khong gian ban & nho &
Cincinnati dugc bay toan la khuyén tai, 6ng ban chiing
V@i gia cho phép 0ng thu dugc 85% ty suat bién Igi
nhuan gop. Clra hang dé, mot thanh cong to 16n, cudi
cung cling dugc ban lai v8i mlc gid cao han muc gia

But the initial explosive response from the market-
place raised additional issues. How should the compa-
ny exploit and expand its new product? Despite the
apparent breadth of the SpinBrush patents, how could
the company handle competition if major brands
such as Oral B™, Reach™, Sonicare™, Colgate™, and
Crest™ decided to enter the low cost electric tooth-
brush market? To achieve success, Dr. John’s would
have to steal market share from some of the largest
and most powerful consumer product companies in
the world. It was more than a bit intimidating to go
into competition with the likes of Procter & Gamble
(Crest), Johnson & Johnson (Reach), Gillette (Oral B),
and Colgate. How could a tiny nine-person compa
hope to continue to gain shelf space in such a hotly
contested market?.

Among the possibilities was to establish some type
of relationship with one of the giant companies. Osher
and his team had developed a hot product that would
likely have strategic value to an existing player. Already,
Osher had set up a meeting with some executives in the
licensing arm of the marketing giant Procter & Gamble
about licensing the Crest brand for the SpinBrush. Crest
was the only major brand that did not include any elec-
tric toothbrush in its product line. If they could leverage
that kind of brand awareness with a revolutionary prod-
uct, the results might be extraordinary.
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khdi dau cho mot nguGi ban cung trudng.

Khi con hoc tai Dai hoc Boston, Osher m& mét cira
hiéu quan ao second-hand (dang la mét IGc bay gid)
vGi tén goi The Sphinx tai Quang trudng Harvard. Va
mot [an nira, clra hiéu lai thanh cong va Osher da ban
dugc nd vdi gia hai.

Sau khi t6t nghiép Pai hoc Boston véi tdm bang
tdm Iy hoc, Osher theo dudi mdt loat cac cdng viéc
khac nhau : lai taxi; 6ng tr§ thanh thg stra 6ng nudc
c6 gidy phép; ong lam thg méc lanh nghé.

R6i vao ndm 1978, ngay tir bubi dau cla cubc
khiing hodng ndng lugng, Osher quyét dinh phat trién
nhitng san phadm mang tinh sang tao nhdm bao toan
ndng lugng. Sau khi kéu goi dugc s6 von it oi tir gia
dinh va ban be, Osher khgi lap cong ty CON-SERV Inc
vGi san phdm ban dau 1a voi tdm hoa sen loai tiét
kiém nudc va vo cach nhiét dung cho binh nudc néng.
CoOng ty gan nhu ngay lap tirc thanh cong béi gid nang
lugng khi do leo thang dot bién.

Khi hoat dong phan phdi cia CON-SERV da dugc
md rong va dem lai nhiéu I3i, nhan thay gid nang
lugng dang gidm dan va cac nd luc bdo toan ning
lugng clia ngudi tiéu dung cling nhanh chéng giam
theo, Osher quyét dinh bit dau mét dong san phadm
mdi sang tao danh cho tré em. San phadm dau tién cta
ong la mot khong gian chai cho phép mang xach dugc
danh cho tré sc sinh co tén CrawlSpace™, r6i dén
Rainbow Toy Bar™,. Trong vong mét ndm, nhom cac
san pham danh cho tré em da 1&n 4t CON-SERV, va
ngay sau do, Osher ban cong ty vdi gia gan 5 triéu do-
la cho Gerber vao ndm 1985.

Ndm 1988, 6ng thanh 1ap mot cong ty do chai mdi
V@i tén CAP TOYS. Cac thanh céng cia 6ng bao gom
nhitng san pham dudc phd bién rdng rai khap thé gidi
nhu Stretch Armstrong™ and Giant Bubble Gun™.
Nd@m 1991 d6i ctia Osher chl y dén y tudng vé mot
chiéc keo mut chay pin, c6 tén SpinPop™, nd c6 thé
xoay trong miéng chi vdi thao tac nhan vao mot cai
ndt. San phdm dugc ban 1€ véi gid 2,99$, mdt mic gia
chua tirng nghe thay v6i moét chiéc keo mut. CAP
TOYS da ban dugc hon 100 chiéc keo SpinPop™ trong
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Osher and his team had already engaged in many
debates about how best to attack the market and how
to deal with the marketing behemoths that could
either be powerful enemies or co-opted allies.
Progress had been made, but the final decisions
remained to be made that would determine whether
Dr. Johns was to be a short term surprise success or
long-term grand-slam home run.

BACKGROUND

John Osher was an inveterate entrepreneur. As a
teenager in the late 1960s, he had shown a proclivity
for entrepreneurial activities when he started a
unique earring business called The Ear Hole. After
observing that lots of young girls were having their
ears pierced and buying earrings while very little
space was dedicated to the category, Osher created a
small retail space in Cincinnati that was jam-packed
with earrings, which he sold at prices that enabled
him to earn 85% gross margins. The store, which was
a big success, was eventually sold at a premium price
to a fellow student.

While in college in Boston, Osher star an antique
clothing business called The Sphinx in Harvard Square
(second-hand clothes was fashionable at that time).
Again, the store was a success, and Osher was able to
sell it at a profit.

After graduating from Boston University with a
degree in psychology, Osher pursued an eclectic set of
jobs. He spent time driving a taxi; he became a
licensed plumber; he worked as a master carpenter.

Then in 1978, at the onset of the energy crisis,
Osher decided to develop innovative products for
energy conservation. After raising a modest amount
of capital from friends and family, Osher started
CON-SERV Inc with the initial products were a
water-saving showerhead and a hot-water-heater
insulation jacket. The company achieved almost
immediate success as energy prices skyrocketed.

As CON-SERYV distribution expanded and the com-
pany was very profitable. At the same time, Osher
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ba nam dau tién. Dén nam 1966, cong ty cd doanh s6
ban hang hang nam trén 125 triéu d6-la. Nam 1996,
Osher da ban cong ty cho Hasbro Toys.

Sau nay, chinh nhG su thanh cong véi keo mut
SpinPop, cung vGi nhém nho cong sy cli Osher da
quyét dinh tan cong vao mat thi trudng ma 6ng coi la
dang c6 co hdi khéng 16 - kinh doanh ban chai danh
réng- v6i dong san pham mang tén SpinBrush.

Osher da cho tap trung nhiing thanh vién c6t can
trong nhdm clia minh tr nhitng cong ty trudc day va
ban xem liéu cé kha thi d& thiét k& va phat trién mot san
pham xuét sic nita khong. Nhitng cudc phong van vdi
cac khach hang tiém nang cho thay nhiéu ngudi khéng
cd y dinh mua ban chai dién bai hai ly do chinh sau: thd
nhat, ho thich dugc chai rang theo 16i truyén théng, va
th(r hai, ho thdy ban chai dién hién dang qua dat do. T
kinh nghiém san xuat do chai, 6ng da biét mot s6 nha
may cb kha nhiéu tiém nang san xuat & khu vuc Chau
A. Nhitng nha méy nay c6 kha néng san xudt mot chiéc
ban chai dién chat lugng cao vdi chi phi thap, nhu vay
mdi cd tiém néng vugt qua trd ngai vé chi phi. Ong cling
tin tudng rang minh cd thé thiét k& dugc chiéc ban chai
6 thé bat chudc mot vai dic diém thu hdt cla ban chai
b&ng tay trong khi van ¢ nhiéu tinh n&ng vugt trdi khac.

GIAI POAN XAY DUNG CONG TY

O c8p d6 cdng ty, Osher ludn c§ géng nhin lai su
nghiép ctia minh va tim ra ly do vi sao minh thanh Iap
né va minh phai lam gi dé tao su’ khac biét. Ong da hé
thdng hda nhitng kinh nghiém ctia minh thanh mét danh
sach, dugc liét ké duGi day, né dong vai trd nhu mot 10
trinh cho viéc thiét ké nhitng cong ty mdi ctia 6ng:

Danh sach John Osher dua ra vé& 16 16i ma cac
doanh nhan khéng dugc pham phai d€ khdng mac
nhitng 16i ky vong.

1. Tinh toan sai vé& quy mo thi trudng, thGi gian va
cach thdc tham nhap thi trudng, cling nhu vé thi
phan tiém nang.

2. Danh gia thdp nhitng yéu cau vé tai chinh va vé
thai gian. Tiéu hét tién.

3. Lén ké hoach qua Ién vé doanh thu ban hang va
thai gian. Khong dat dugc doanh s6 dua ra.

noted with alarm that energy prices were beginning to
drop and conservation efforts were quickly abating, he
decided to start a creative new line of baby products.
His first product was a portable play ace for infants
called CrawlSpace™, which became an instant nation-
al hit. Within a year, the baby products group came to
dominate CON-SERV, and soon after, sold the compa-
ny for mid seven figures to Gerber in 1985.

In 1988, he founded a new toy company called
CAP TOYS. His successes included worldwide hits such
as Stretch Armstrong™ and the Giant Bubble Gun™'.
In 1999, Osher’s team spotted an idea about a bat-
tery-powered lollypop called the SpinPop™ that would
spin in your mouth with the press of a button. CAP
TOYS sold over 100 million SpinPop™ in the first three
years. By 1996, the company had an annual sales vol-
ume in excess of $125 million. Osher sold the compa-
ny to Hasbro Toys in 1996.

Afterwards, based on the success gained from
SpinPop, with a small group of former colleagues he
decided to attack to the market what he viewed as a
huge opportunity - toothbrush business- with product
line named SpinBrush.

Osher reassembled key members of his team from
previous companies and set out to see if it was feasi-
ble to design and build a great product. Interviews
with potential customers revealed that many had
opted not to purchase electric toothbrushes for two
fundamental reasons: first, they enjoyed brushing
their teeth the traditional way and, second, they con-
sidered electric toothbrushes to be outrageously
expensive. Osher had learned from his toy experience
about the quite remarkable capabilities of some man-
ufacturing plants in the Far East. Such plants might be
able to produce a low-cost, high-quality electric tooth-
brush, which d the potential to overcome the high-cost
objection. He also believed he could design a tooth-
brush that mimicked some of the attractive aspects of
manual toothbrushes while still doing superior job.

BUILDING A COMPANY
At the company level, Osher had tried to look back
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4. Dy toan chi phi qua thdp. Chi phi cao han ngan
sach dé ra.

5. Thué qua nhiéu ngudi va chi ti€u qua mirc cho cac
khoan van phong va thiét bi. Chi phi chung qua cao.

6. Thi€u ké hoach d6i pho khi khong dat dugc nhu ky
vong.

Nhirng 16i chung

7. CO6 qua nhiéu d6i tac khdng can thiét.

8. Thué vi su thuan tién ch khong phai vi nhiing yéu
cau vé ky nang.

9. Thiéu cdi nhin tdng quat lién tuc vé cdng ty, quan
ly theo tirng phan.

10.Chap nhan qué dé dang viéc “khong thuc hién
dugc” chir khong phai la “tim ra cach”.

11. Tap trung qua muic vao doanh s ban hang va quy
mo6 cong ty ch khong phai vao Igi nhuan.

12. Tim ki€ém sy xac thuc vé hanh dong clia mot ngudi
chir khong phai tim kiém su that.

13. Thiéu di tinh dan gian — tao ra mot doanh nghiép
qué phuc tap, doi hdi nhidu ngudi tai d& cd thé
diéu hanh va quan ly.

14. Thiéu tinh r3 rang trong muc tiéu lau dai ctia nguGi
nao do va trong muc tiéu kinh doanh.

15. Thi€u su tap trung va tinh xac thuc. C6 qua nhiéu
dinh hudng cing mét lic.

16. Thi€u ké hoach va chién lugc rut ra.

Osher lubn tin tudng rang viéc thiét k€ va xay
dung mot cong ty c6 thé tranh dudc nhitng 16i trén I3
diéu kha thi. Ong kéu goi dugc 1 triéu do-la khoang
gitra ndm 1998 dé thanh 1ap cdng ty. Osher bd ra 400
nghin do-la. Ba quan ly tir nhitng cdng ty trudc mdi
ngudi gop 100 nghin do6-la.

Osher va cac ddng nghiép bat dau lam cong tac
thiét k& san phadm, san xuét va thiét k& bao bi. Sau sau
thang lam viéc cham chi — va pham phai nhiéu sai [am
— ho d3 cé dugc mdt san phdm cd vé sé chay tot.
Osher da cong tac véi cong ty san xuat cua Trung
Qudc, chinh déi tac nay dd cung cip cac san pham
SpinPops cho céng ty d6 chai ciia 6ng. Nha may cua
ho hién dai va dap (ing cac tiéu chuén qudc té& cao ddi
V@i chat lugng va an toan vé sinh.
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at his career and figure out why he had made mistakes
and what he would do differently the next time. He
had codified this experience in a list, reproduced
below, which acted as a roadmap for designing his
new company:

John Osher’s List of the Sixteen Mistakes

Entrepreneurs Do Not Have To Make
Wrong Expectation Mistakes

1. Miscalculate size of market, timing and ease of
entry, as well as potential market share.

2. Underestimate financial requirements and timing.
Run out of money.

3. Ove -project sales volume and timing. Fall short of
sales projections.

4. Cost projections too low. Costs are higher than
budgeted.

5. Hire too many people and overspend on offices
and facilities. Overhead too high.

6. Lack contingency plan for shortfall in expectations.

General Mistakes

7. Have too many unnecessary partners.

Hire for convenience rather than skill requirements.

9. Lack continuous overview of company, manage in
parts.

10. Accept "not possible" too easily rather than "find a way."

11. Too much focus on sales volume and size of com-
pany rather than profit.

12.Seek confirmation of one's actions rather than
seeking the truth.

13. Lack simplicity - create too complicated business that
requires too much talent to execute and manage.

14. Lack clarity of ones long-term aim and business
purpose.

15. Lack of focus and identity. Too many directions at
once.

16. Lack exit plan and strategy.

*

Osher firmly believed that it was possible to design
and build a company that would avoid these mistakes.
He raised $1 million in mid-1998 to launch the busi-
ness.Osher put in $400,000. Three managers from
previous companies each contributed $100,000.
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Ban chai danh rang dugc trang bi dau chai mdi két
hgp gilra 16ng ban chai c6 dinh véi I6ng ban chai di
chuyén. Do vay, ngudi dung van c6 thé danh rang nhu
thé& ho dang st dung loai ban chai truyén théng nhung
van ¢ dugc nhitng Igi ich tir 16ng ban chai di chuyén.
Ngoai ra, thiét k& clia ban chai con doc déo & chd
ngudi mua cé thé kich hoat dong co ban chai bang
cach nhan vao nut trén I6p vo nhua dé xem thiét bi
hoat dong nhu nao trudc khi quyét dinh mua.

Vao thang 1 nam 1999, cong ty da dang ky bao ho
ddc quyén cho thiét bi nay, theo dé dang ky rang thiét
k& dau ban chai va bao bi la nhitng phat minh mdi.

Khi céng ty dan dat dugc mét s6 tién trién trong
viéc san xut san phadm, ho bt dau kiém nghiém viéc
phan phéi SpinBrush. Vao thang 6 nam 1999, Osher
tham gia hoi chg trién 18m NACDS(), nai trung bay
nhitng san pham danh cho chudi cic cira hang dugc
phdm. SpinBrush d& dugc dén nhan ndng nhiét. Tuy
Osher chi c& mot vai san phdm mau dugc ché tao béng
tay dé dem di gidi thiéu nhung khach hang van rat quan
tam va con dat hang. Khong may la cong ty phai mat
thém vai thdng thi méi cd thé tdng sb lugng san xuét
do phai thuc hién quy trinh stra 16i khé tranh khdi trong
qua trinh san xuit mot san phdm méi nhu' vay. Mot vai
ddng luc mua hang tir budi trién 1dm d& giam sut.

Tuy vy nhitng san phdm cua Dr. John’s d& bt
dau co nhitng cudc nodi chuyén truc ti€p vai nhitng
khach hang cta nhitng chudi clra hang 16n. Osher va
cac cdng su c6 dudc su tin nhiém clia nhitng clra hang
nay bdi nhitng thanh céng cta ho véi cong ty do chai.
Osher mudn dugc phan phai truc ti€p cho cac nha ban
|& 16n nhu Atherson, Meijer, Wal-Mart va Target dé& c6
thé trdnh nhitng chi phi khdng can thiét. Trong s6
nhitng cong ty ngay tir dau dat hang dung th{ vao
muUa xuan nam 1999 gom co cac clfa hang bach hda
Heinen, Atherstson, Meijer va Wal-Mart.

MGt thach thi'c ma cong ty phai d6i mat ngay tir
dau dé chinh la theo ddi xem tinh hinh ban 1& san pham

(D) Hiép hoi cac chudi ctra hang duge pham quoc gia.

Osher and his colleagues went to work on product
design, manufacturing, and package design. After six
months of hard work-and many wrong turns-they had
a product that seemed to work well. Osher had collab-
orated with the same Chinese manufacturing partner
who had supplied the SpinPops to his toy company.
The plant was modern and met high international
standards for quality and cleanliness.

The toothbrush featured a novel head that com-
bined fixed bristles with moving bristles. Thus, a user
would brush his teeth as he would with a traditional
toothbrush but would get the benefit of the moving
bristles. Also, the packaging design was unique in that
a buyer would be able to activate the motor by press-
ing on an indentation in the plastic package so that they
could see how the device worked before purchasing.

In January of 1999, the company filed for patent
protection of the device, claiming that the head design
and packaging were novel inventions.

As the company made progress in product devel-
opment, they also began to test the waters for distrib-
uting the Spi Brush. In June of 1999, Osher attended
the NACDS(1) trade show, which showcased products
for chain drugstore industry. SpinBrush was well
received. Osher only had some handmade prototypes
to show, but buyers were sufficiently interested to
place some orders. Unfortunately, it ok the company
several months to ramp up any production due to the
inevitable debugging process manufacturing such a
new product. Some momentum from the trade show
was lost.

Nevertheless Dr. John’s Products was able to initi-
ate direct conversations with some buyers in large
chain stores. Osher and his partners had some credi-
bility with the stores because of their success with the
toy company. Osher wanted to use direct distribution
with large retailers like Albertsons, Meijers, Wal-Mart,
and Target in order to avoid unnecessary costs.

(1) National Association of Chain DrugStores.
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c6 t6t khong. Osher 1én mét chuong trinh nhG ban be
va nhan vién clia minh t&i thdm timng ctlra hang dé theo
ddi ty 1€ ban hang. Bao cdo tir clra hang Heinen cho
thdy ban chai SpinBrush dang ban dugc bay
chi€c/ngay ma khong bi t6n mot xu quang cao nao.

Nhifng ddu hiéu ban dau cta thanh cong da tao ra
nhiing lo I1&ng v& nhitng ngudi mua cdc mat hang
truyén thdng dsi vai cac chudi ctra hang. Nhitng ngui
mua nay da quen vdi viéc dat hang lai nhitng san
pham rat khac biét. Ho chic hin sé phai thay ddi hanh
vi clia minh dé& c6 thé lam quen vd&i mdt san pham mdi
mé va ndng hdi nhu Spinbrush.

Osher va cac cdng su cling nhan ra rang ho dang
y&u v& mét quan ly doanh s& d8i véi mot san pham
nhu thé.. Ho quyét dinh sé phai thué mét chuyén gia
dé dinh hudng cho cac nd luc ting doanh s6.

Osher d& thué mdt cong ty “sén dau ngudi” dé gidp
minh tim ki€ém (ng vién. Gan nhu ngay lap tdc, cong ty
san dau ngudi do da dé xuat mot ngudi cd vé rat kha
thi, do la Joe O’Connor - giam doc diéu hanh cii cta
Cong ty Clorox. Tuy vay cau chuyén lai kha phtic tap bai
(rng vién nay da rdi Clorox sau 13 ndm lam viéc tai cong
ty bdi nhitng ly do khong rd rang. Trudc khi rgi Clorox,
Joe O'Connor dang chiu trach nhiém x( ly gan 1 ty do-
la trong ké hoach kinh doanh hang nam véi Wal-Mart.

Ngay sau doé ho da thuc hién mét budi phong van
va nhitng cudc diéu tra sau nay cho thay O’Connor la
mot ngudi cé nang luc phi thudng, ong da gilr dudc
nhitng mo6i quan hé vo clung tot dep véi cac khach
hang tai Wal-Mart hoa nhap rat tot véi cac nhdom va
tang I&p khach hang tai Bentonville. Mac du Osher da
c6 quan hé trudc do véi Wal-Mart, nhung khi O’'Connor
tham gia diéu hanh vao dau ndm 2000, dng d& day
m&i quan hé dé [én mirc cao hon hén. Ong con ¢ kha
nang thuc hién mot s6 viéc trong chién lugc market-
ing du kich nho nhu’ phat mién phi ban chai danh rang
tai cac tran dau bong clia con 6ng. Khi moi ngudi da
duing thir sdn pham thi viéc con lai s& dé& dang hon.

NGANH CONG NGHIEP BAN CHAI DANH RANG
Thi truGng toan cau doéi véi ban chai danh rang
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Among the companies placing early trial orders in the
fall of 1999 were Heinen grocery stores, Albertsons,
Meijers, and Wal-Mart.

One challenge the company faced early on was
monitoring how well the product was doing at retail.
Osher began a program of having friends and employ-
ees visit individual stores to try to track sell-through.
Early evidence from Heinen’s suggested that the
SpinBrush was selling seven units per day, all without
a nickel of advertising.

Early indications of success created some concerns
about the traditional merchandise buyers for the chain
stores. These buyers were accustomed to re-order
patterns that were very different. They would have to
adjust their behavior to deal with a hot product like
the Spinbrush.

Osher and his partners also came to realize that
they were ill-equipped to manage sales for such a
product. They decided they needed to hire a pro to
head up the sales effort.

Osher hired a headhunter to search for candidate.
Almost immediately, the headhunter recommended a
former Clorox executive who might be attractive. The
story was complicated, however, because the candi-
date had left Clorox after 13 years at the company for
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ndm 1999(2) du tinh trén 3,3 ty do-la gia tri ban Ié.
Kinh doanh ban chai danh rdng cta Hoa Ky dugc du
doan gan dat mdc 800 triéu d6-la ban & cung nam@®),
Co6 hai phan khuc trong thi truGng: ban chai danh rang
bang tay truyén théng va ban chai danh rang chay
dién. Ban chai danh rdng bang tay truyén théng gém
232 triéu SKU (dan vi phan loai hang hda ton kho) va
545 triéu do-la doanh sg ban Ié.

O Braun (mot bd phan thudc Gillette) — cong ty cd
thé manh vé kinh doanh ban chai danh rang dién, cac
dit liéu da c6 sdn. Ndm 1999, uéc tinh ban dugc 10,5
triéu trong tng s6 15,2 triéu don vi cd ban ban ra trén
toan thé gidi dbi véi cac loai ban chai danh rang dién
hang cao cadp. Braun cling d3 ban dugc tuang 'ng 55
triéu dau chai thay thé véi mdc gid ban I1é ggi y la
6%/dau chai thay thé, mdc du day la cac mirc gia ban
dugc giam gid sir dung nhiéu kiéu SKU va phuong
thirc quang ba khac nhau. B0 tham nhap cla cd sé
khach hang tiém ndng cé san d6i véi cic san pham
ban chai danh rang dién tai Hoa Ky du tinh gan 15%
vao nam 1999 (so véi mirc 9% & Anh va 18% & DUrc).

Nhin chung, cac udc tinh cho thdy thi truGng ban
chai danh rang dién sé tang manh tai Hoa Ky va cac
nudc khac. Thi truGng ban chai danh rang truyén
théng sé& & mdc khiém tdn nhat hodc téng trudng bang
khong, du tinh sé giam nhe khi ban chai danh rdng
dién gianh dugc thi trudng 16n hon.

THOT PIEM RA QUYET DPINH

Trudc khi thanh 1ap cong ty Dr. John’s Products,
Osher ludn xac dinh rd rang 6ng muén cong viéc kinh
doanh nay phai cang don gian cang tot. Ong mudn cé
nhitng hé théng may mdc phdic tap dé theo ddi thong
tin ma khong can phai thué nhiéu nhan vién. Ong mudn
6 thé tiép can truc tiép véi moét s6 nha ban & 16n dé
6 thé kiém sodt chi phi va dat dugc hiéu qua phan phéi
¢ mitc cao nhat. Ong thué ngoai phan I6n quy trinh

reasons that were opaque. Before he left Clorox, Joe
O’Connor had been responsible for handling almost $1
billion in annual business with Wal-Mart.

An early interview and subsequent research
revealed that O'Connor was an extraordinarily capable
fellow who had maintained excellent relationships with
the buyers at Wal-Mart. He lived in Bentonville,
Arkansas, site of Wal-Mart's headquarters. O'Connor
was well-integrated into the social fabric of the town.
Though Osher had already started a relationship with
Wal-Mart, O'Connor came on board in early 2000 and
took the relationship to a much higher plane. He was
also able to engage in a little guerilla-marketing by
doing things like handing out free toothbrushes at his
children’s soccer matches. Once people tried the prod-
uct, the rest was easy.

THE TOOTHBRUSH INDUSTRY

The global market for all toothbrushes was estimat-
ed at slightly greater than $3.3 billion in 1999(2), The
U.S. toothbrush business was believed to be slightly
less than $800 million in the same year(3). There were
two segments of the market: manual toothbrushes and
power toothbrushes. Manual toothbrushes comprised
some 232 million SKUs (stock keeping units) and $545
million at retail in dollar volume.

Some data were available, however, on the dom-
inant company in the electric toothbrush business,
Braun (a division of Gillette). In 1999, Braun was
estimated to have sold 10.5 million of the 15.2 mil-
lion worldwide of the base units for high-end electric
toothbrushes. Braun also hold the equivalent of 55
million replacement brushes at a suggested retail
selling price of $6.00 per replacement brush, though
these were typically price-discounted using a variety
of different SKUs and promotions. Unit penetration of
electric toothbrushes in the United States was about

(@) Morgan Stanley Dean Witter, "Gillette: Highlights of NYC
Analyst Meeting," 20/12 2000, trang 2.

() SalomonSmithBarney, U.S. Home and Personal Care Products
Digest, 15/03/2002, trang 70.

(@) Morgan Stanley Dean Witter, "Gillette: Highlights of NYC
Analyst Meeting," 20/12 2000, p.2.

() SalomonSmithBarney, U.S. Home and Personal Care Products
Digest, 15/03/2002, p.70.
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logistics. Ong thué nhitng ngudi ¢ du’ néng luc cho vi
tri ciia ho. Chang han Gidm déc Tai chinh cla dng tirng
lam viéc véi Osher tai CAP TOYS. Joe O’Connor da tirng
xr ly gan ty d6-la doanh s6 hang nam. Noi chung,
Osher mudn xay dung mot cong ty I6n nhung chi st
dung s6 it nhitng ngudi cd nang luc that cao.

Dau nam 2000, cdng ty da ban dugc hon 6,000 chiéc
moi ngdy. Phan (ing clia cac nha ban 1€ cling nhu' ctia
khach hang rat t6t. Cudi cling thi cling cd ngudi san xuat
mot chiéc ban chai danh rdng dién chi phi thap ma lai
hiéu qua chai sach rdng. Osher thdy rd rang rang cac
chuyén gia nha khoa ciing hao hiing véi san pham nay.

Tuy vay moi viéc khdng phai llc nao cling suon sg,
mot sO lugng I6n ban chai dgt dau cd dau ban chai bi
mon chi sau hai tuan. Van dé nay da dudc giai quyét
bang cach thay d6i chuyén ddng cua dau chai. Mot
viéc nifa do la céng ty nghi réng nudc s& khéng lam
hong phan mady, nhung gia dinh nay lan nita lai khong
chinh xac. Tuy vay khach hang bd qua nhitng 16i san
xuat ban dau nay bdi chi€c ban chai da qua ré va hoat
dong rat tot.

Hién tai ty 18 ban hang da du cao dé cong ty cd thé
dang ky véi cac cong ty cé chirc nang theo ddi ban Ié
nhu IRI. SpinBrush Itic d6 la chu dé cho rat nhiéu cac
cudc thao luan trén bao chi thuong mai. Osher va cac
cdng su’ d3 khdng thé che gidu su’ c6 mat ctia minh déi
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15% in 1999 (versus 9% in the United Kingdom and
18% in Germany).

Overall, estimates called for the electric toothbrush
market to increase rapidly in the United States and
abroad. The traditional toothbrush business was
expected to be modest or zero grow with some esti-
mates calling for small declines as electric toothbrush-
es achieved a larger market share.

DECISION TIME

In setting up Dr. John’s products, Osher had been
very clear that he wanted to keep the business as sim-
ple as possible. He wanted to have sophisticated com-
puter systems to track information without lots of
warm bodies around. He wanted have direct access to
certain large retailers in order to control expenses and
get maximum distribution for the money. He out-
sourced as much of the logistics process as possible.
He hired people who were over-qualified for their
positions. To illustrate, his CFO had worked with Osher
at CA TOYS. Joe O’Connor had been responsible for
almost a billion dollars in annual sales. In short, Oshe
wanted to build a big business that utilized a few very
highly qualified people.

By early 2000, the company was selling over 6,000
units per day. The response with retailers and con-
sumers was excellent. Finally, someone had produced
a low-cost, high-quality electric toothbrush that was
effective at cleaning teeth. It appeared to Osher that
dental experts would embrace the product as well.

All had not gone entirely smoothly, however: a
large number of the early units had the brushes wear
out after only two weeks. This problem was addressed
by changing the motion of the brush. Also, the com-
pany thought that water would not damage the
machine, an assumption that turned out to be incor-
rect. Still, customers overlooked these early manufac-
turing problems because the device was so inexpen-
sive and worked so well.

The current sales was high enough to register with
the retail tracking companies like IRI. The SpinBrush
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V@i cac cong ty 16n khac. Ho phan (rng thé nao? Liéu
mét trong nhitng nha san xudt Ién kia cé gigi thiéu ra
thi trudng mdt san phdm canh tranh khac khéng? Cap
Idnh dao tai Crest, mot bo phan cuia Procter & Gamble
da nhiéu nam nghién clru vé ban chai danh rang dién
gi4 ré, nhung cho t6i nay van chua cho ra dugc san
phdm nao. Ngoai ra, Osher ciing tin tudng rang bang
sang ché ddi véi nhitng mau thiét k& va bao bi ctia san
pham cling sé& c6 cac bién phap bao hé.

V& mét tai chinh, cong ty van dang hoat dong 6n
thda. Ho da tang von Ién thém 500 nghin do-la vao
cudi ndm 1999 dé hd trg cho s6 hang ton ban dau.
Osher da thoa thuan dugc mot han mic tin dung véi
ngan hang dé cé thé gilp d dau tu vén. Cong ty cd
bién Igi nhudn hoat dong rat hap dan, két hgp véi thdi
han thanh toan 30 ngay ddi vdi doi tac san xuat Trung
Qudc, nghia rang ngay ca nhiing ty Ié téng trudng cao
thi cong ty van dat dugc mot cach bén ving.

Khi SpinBrush ti€p tuc chi€ém dugc thi phan trén thi
trudng, Cong ty nhd cla Osher da thu hat su chd y
cla cac tay chdi I&n trén thi trudng: Procter & Gamble,
Colgate, Johnson&Johnson....Osher va cac cong su da
bat d4u thao luan véi cac 13nh dao clia P&G nham cip
phép cho nhan hiéu Crest st dung cung vdi SpinBrush.
SpinBrush d& bién thanh ci thdng I6n d6i vdi P&G,
gitp phuc hdi lai nhan hiéu Crest trong khi Osher cling
cong su thu vé dugc 475%.

C4 nhiéu ngudi c6 thé cho rang thanh cdng cla
Osher dén tlr nhitng chudi may mén tinh c¢§ nhung déi
V@i gido su’ William Sahiman, ngugi da nghién cltu su’
nghiép ctia Osher thi thuc chat, nhitng co hoi d& co
dugc nhitng thanh tuu khéng 16 nhu co hdi Osher
kham pha dugc la khéng nhiéu, va chinh nhitng bai
hoc Osher rdt ra tir nam thang dai khai nghiép cung
cai dau nhay bén vé san pham da dua dng dén thanh
c6ng nhu ngay hém nay.®

was already the subject of lots of discussion in the
trade press. Osher and his colleagues could no longer
hide from the big boys. How would they respond?
Would one of the big players introduce a competitive
product? Management at the Crest division of Procter
& Gamble (P&G) had been working on an inexpensive
electric toothbrush for years, but no product had seen
the light of day. Also, Osher believed his patents on
elements of the design and packaging would provide
some measure of protection.

Financially, the company was doing fine. They had
raised an additional $500,000 in late 1999 to support
initial inventories. Osher had negotiated a line of cred-
it with his bank to support working capital invest-
ments. The company had very attractive operating
profit margins, which, when combine with 30-day
terms from the Chinese manufacturing partner, meant
that even high growth rates were sustainable.

As SpinBrush continued to gain market share,
Osher’s little company began to attract the attention of
big players in the markets: P&G, Colgate,
Johnson&Johnson, to name a few. Osher and his col-
leages started to discuss with the licensing executives
at P&G about licensing the Crest brand for the
SpinBrush. The SpinBrush became a huge success for
P&G, he;ping revive the Crest brand, while Osher and
his team pocketed $475 million.

Many people may consider much of Osher’s suc-
cess might look from the outside to have been the
result of series of happy accidents or lucky breaks,
however, to HBS professor William Sahlam, who stud-
ied Osher's career: it was in fact dozens of lessons
learned over the course of a long career as well as his
sharp intellect about products that leads Osher to suc-
cess these days.®
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PHU LUC 1

TOP 10 NGBN H}\NG THUGNG MAI VIET NAM
UY TIN NHAT NAM 2016

DANH SACH TOP 10 NGAN HANG THUONG MAI VIET NAM UY TiN NAM 2016

TEN NGAN HANG

NGAN HANG TMCP CONG THUONG VIET NAM
NGAN HANG TMCP DAU TU VA PHAT TRIEN VIET NAM
NGAN HANG TMCP NGOAI THUONG VIET NAM
NGAN HANG TMCP A CHAU

NGAN HANG TMCP KY THUGNG VIET NAM
NGAN HANG TMCP QUAN BOI

NGAN HANG TMCP SAI GON THUONG TIN
NGAN HANG TMCP TIEN PHONG

NGAN HANG TMCP SAI GON-HA NOI

NGAN HANG TMCP SAI GON

TEN TIENG ANH

VIETNAM JOINT STOCK COMMERCIAL BANK FOR INDUSTRY AND TRADE
JOINT STOCK BANK FOR INVESTMENT AND DEVELOPMENT OF VIETNAM
JOINT STOCK COMMERCIAL BANK FOR FOREIGN TRADE OF VIETNAM
ASIA COMMERCIAL BANK

VIETNAM TECHNOLOGICAL & COMMERCIAL JOINT STOCK BANK
MILITARY COMMERCIAL JOINT STOCK BANK

SAIGON THUONG TIN COMMERCIAL JOINT STOCK BANK

TIEN PHONG COMMERCIAL JOINT STOCK BANK

SAIGON - HANOI COMMERCIAL JOINT STOCK BANK

SAIGON JOINT STOCK COMMERCIAL BANK

Nguon: Vietnam Report, Top 10 ngdn hang thuong mai Viét Nam uy tin Viét Nam nam 2016, thang 6/2016.

nay c6 nang luc tai chinh, co kinh nghiém kinh

doanh va tiém ndng tdng trudng, dong thai
dugc khach hang danh gia tich cuc vé chat luogng san
ph&m va dich vu trong ndm 2015 — 2016.

N hitng ngan hang ¢ mat trong cac danh sach

Theo thong ké cuia Vietnam Report, Top 10 ngan
hang thucong mai Viét Nam uy tin ndm 2016 ghi nhan
su’ hién dién cua 3 ngan hang cé von nha nudc chiém
trén 50% bao gom: Vietinbank, Vietcombank va BIDV,
7 ngan hang con lai déu la cac ngan hang do tu nhan
lam chu. C4 thé thdy, ngoai nén tang vén I6n va kinh
nghiém 1au ndm, su’ dau tu' chiéu sdu nham da dang

héa san pham, cai thién dich vu khach hang va cac
tién ich internet banking... la nhitng yéu t6 can thiét
tao nén tén tudi cia ngan hang, dic biét la cac ngan
hang tu nhan tré.

NGAN HANG LAC QUAN TANG TRUONG TRONG
NAM 2016

Theo danh gia clla Ngan hang Nha nudc cling nhu
nhiéu chuyén gia kinh t€, nganh ngan hang Viét Nam
nam 2015 da cd su cai thién rd rét: tang trudng tin dung
cao (tang khoang 18% so vdi nam 2014), thanh khoan
tot, ng xau gidam dang k€& (khoang 2,72%), muc do rui
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Hinh 1.5: DANH GIA VE TRIEN VONG TAI CHINH CUA NGAN HANG NAM 2016

[ Tuongddikhdquan M Rétkha quan

Ngubn: Vietnam Report, Survey cac ngan hang thuong mai Viét Nam, thang 6/2016

Hinh 1.6: DANH GIA TINH HINH HOAT PONG TOAN NGANH NGAN HANG TRONG NAM 2016

[0 Tang truéng trén 10% I Ting trung dudi 10%

Ngudn: Vietnam Report, Survey cac ngdn hang thuong mai Viét Nam, thdng 6/2016
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Hinh 1.7: DANH GIA MUC 6O ANH HUONG CUA CAC YEU TO PEN HOAT DONG KINH DOANH CUA CAC NGAN HANG

Kha nang quan Iy rdii ro

Uy tin Ngan hang

Chat lugng ngudn nhan luc va quén tri DN
Tinh hinh kinh té vi mo

Cac Hiép dinh VN da ky

Su hgp téc gitia cac ngan hang

Anh huéng rét nhiéu Anh huging tuong doi M Khong anh hudng

Ngubn: Vietnam Report, Survey cac ngan hang thuong mai Viét Nam, thang 6/2016

Hinh 1.8: CAC YEU TO QUYET DINH LUA CHON DICH VU NGAN HANG CUA KHACH HANG TAI VIET NAM

Thuong hiéu manh va uy tin

Mang ludi giao dich thuan tién, quy md I6n

Thai gian phuc vu nhanh, thi tuc don gian

Giao dich an toan, bao mt cao

Nhén vién chuyén nghiép (tu van rd rang, thuc hién giao dich
Dich vu Internet Banking dé st dung va hiéu qua

Dich vu CSKH chu ddo (khuyén mai, qua tang,..), ¢d nhiéu

San pham dich vu da dang

Nguon: Vietnam Report, Survey online ngudi tiéu dung vé cac ngédn hang tai Viét Nam, thang 5-6/2016
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ro clia cac nhom khach hang cé xu hudng giam, diéu
kién kinh doanh, tai chinh ctia khach hang dugc cai thién
rd rét, nhu cau vé cac san pham, dich vu ngan hang gia
téng... Nhiing thay déi tich cuc nay da gép phan khéng
nhd lam tdng thém su lac quan vé trién vong ting
trudng tin dung va kinh doanh cho nhiéu ngan hang.

Theo s6 liéu thu thap dugc tir survey cac ngan
hang thuang mai tai Viét Nam do Vietnam Report thuc
hién trong thang 6/2016, 100% s6 ngan hang phan
hdi to ra lac quan véi trién vong tai chinh cla ngan
hang minh trong ndm 2016, vé&i 41,7% s6 ngan hang
déanh gid trién vong rat kha quan va 58,3% danh gia
tuong doi kha quan. (Hinh 1.5).

Theo dd, 91,7% s6 ngan hang phan hoi nhan dinh,
nganh ngan hang nam 2016 s€ tang trudng trén 10%,
va chi 8,3% cho rang nganh sé tang trudng & muc
khiém ton hon, dudi 10% trong nam nay. (Hinh 1.6).

Kha nang quan ly rui ro va uy tin ngan hang cé anh
huang 16n dén hoat dong kinh doanh trong nam 2016.

banh gia cac yéu t6 anh hudng dén hoat dong
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kinh doanh, cac ngan hang cho rang, kha néng quan
ly rdi ro va uy tin ngan hang la 2 yéu té c¢é anh hudng
nhiéu nhat dén két qua kinh doanh trong nam 2016.
Dudng nhu ndi lo sg mang t&n “ng x&u” van dm anh
cac ngan hang, bdi vay van dé quan ly rui ro luon dugc
dat 1én hang dau trong moi hoan canh. (Hinh 1.7).

Uy tin ngan hang ciing la yéu t6 quan trong nhat
c6 anh hudng dén quyét dinh lua chon cua khach
hang. Theo khao sat ngudi ti€u dung do Vietnam
Report thuc hién trong thang 5-6/2016, 3 yéu té quan
trong nhéat khi dua ra quyét dinh Iya chon san pham/
dich vu cila mét ngan hang bao gom: thuong hiéu
manh va uy tin; mang Iugi giao dich thuan tién, quy
mo I8n, thdi gian phuc vu nhanh chéng, tha tuc don
gian. (Hinh 1.8).

Co thé thdy, véi cac ngédn hang thuong mai, xay
dung thuong hiéu uy tin ¢d vai tro rat quan trong. Mot
thong tin xau co sirc lan téa gap hang tram lan thong
tin tot. Do d8, dé trd thanh su lua chon hang dau cla
khach hang, cac ngan hang can cé chién lugc va su
dau tu nhat dinh cho quan tri thuong hiéu va uy tin
trén truyén thong trong thdi gian téi day.m
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PHU LUC 2

TOP 5 CONGTY BAO HIEM NHAN THO
UY TN NHAT NAM 2016

TOP 10 CONG TY BAO HIEM PHI NHAN THO
UY TiN NHAT NAM 2016

DANH SACH TOP 5 CONG TY BAO HIEM NHAN THO UY TIN NAM 2016

TEN CONG TY

TGNG CONG TY BAO VIET NHAN THO

CONGTY TNHH BAO HIEM NHAN THO PRUDENTIAL VIET NAM
CONGTY TNHH BAO HIEM NHAN THO DAI-ICHI VIET NAM
CONGTY TNHH BAO HIEM NHAN THO AIA (VIET NAM)
CONGTY TNHH BAO HIEM NHAN THO VIET NAM CHUBB (*)

TEN TIENG ANH

BAOVIET LIFE

PRUDENTIAL VIETNAM ASSURANCE PRIVATE LIMITED
DAI-ICHI LIFE INSURANCE OF VIET NAM LTD

AIA (VIETNAM) LIFE INSURANCE COMPANY LIMITED
CHUBB LIFE INSURANCE VIETNAM COMPANY LIMITED

Ngudn: Vietnam Report, Top 5 Céng ty bao hiém nhén tho uy tin ném 2016, thdng 6/2016
(*) Tén cii: Cong ty TNHH Bao hiém Nhan tho ACE (ACE Life)

hanh khao sat y kién ngugi ti€u dung vé cac san

pham/ dich vu bao hiém hién nay tai Viét Nam.
Theo do6, da s6 khach hang cho biét, ho thudng lua
chon cong ty bao hiém dua trén yéu t6 tién quyét la
phai cd nang luc tai chinh manh, kinh doanh t6t, déng
nghia vdi viéc doanh thu cao va tang truéng déu, von
nhiéu, thi phan Ién... nhu mét phan dam bao cho kha

Trong thang 5-6/ 2016, Vietnam Report da tién

nang thanh toan cac hdp ddng bao hiém clia cdng ty.

Ngoai ra, ho cling rat chd y dén théng tin vé cong
ty tir ban bé, bdo chi, internet... B&i véi san phadm bao
hiém, khach hang dudng nhu “nhay cdm” han vdi
nhitng ngudn thong tin xau bén ngoai, do vay ngoai
su' thau hiéu khach hang, cac céng ty bao hiém can
xay dung va quan tri tét hinh anh truyén théng, song
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DANH SACH TOP 10 CONG TY BAO HIEM PHI NHAN THO UY TIN NAM 2016

TEN CONG TY

TONG CONG TY BAO HIEM BAQ VIET

TONG CONG TY BAO HIEM PVI

TONG CONG TY CG PHAN BAO HIEM BUU DIEN

TONG CONG TY CG PHAN BAO HIEM PETROLIMEX

TONG CONG TY CG PHAN BAO HIEM NGAN HANG DAU TU VA PHAT TRIEN VIET NAM
TONG CONG TY €O PHAN BAO MINH

TONG CONG TY CG PHAN BAO HIEM QUAN 01

CONGTY CG PHAN BAO HIEM NGAN HANG NONG NGHIEP

TONG CONG TY CG PHAN BAO HIEM BAO LONG

CONGTY TNHH MTV BAO HIEM NGAN HANG TMCP CONG THUGNG VIET NAM

TEN TIENG ANH

BAO VIET INSURANCE

PVI INSURANCE CORPORATION

POST & TELECOMMUNICATION JOINT STOCK INSURANCE CORPORATION
PETROLIMEX INSURANCE CORPORATION

BIDV INSURANCE CORPORATION

BAO MINH INSURANCE CORPORATION

MILITARY INSURANCE CORPORATION

AGRICULTURE BANK INSURANCE JOINT - STOCK CORPORATION

BAO LONG INSURANCE CORPORATION

INSURANCE LIMITED COMPANY OF VIETNAM JOINT STOCK COMMERCIAL
BANK FOR INDUSTRY AND TRADE

Ngudn: Vietnam Report, Top 10 cbng ty bdo hiém phi nhén tho uy tin ndm 2016, thdng 6/2016

Hinh 1.9: CAC YEU TO QUYET DINH LUA CHON THUONG HIEU BAO HIEM CUA KHACH HANG TAI VIET NAM

(ong ty cd tiém luc tai chinh manh, kinh doanh tot

(6ng ty nhan dugc danh gi tot tir KH/ trén béo chi/ internet
(ong ty cd chinh sach CSKH/ chuang trinh khuyén mai tot
Hop dong cta Cong ty rd rang, khong gay hiéu nhdm cho KH
Quy trinh, tht tuc boi thudng don gian, nhanh chdng

(6ng ty cd da dang san pham cho nhiéu di tugng KH

(6ng ty c6 miic phi dong bao hiém canh tranh

(6ng ty cd nhiéu chi nhanh, van phong tai Viét Nam

(6ng ty c nhiéu nam hoat dong

Ngudn: Vietnam Report, Survey online ngudi tiéu dung vé céc cong ty bdo hiém tai Viét Nam, thang 5-6/2016 (n=174)
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song vdi viéc téng cudng cdng tac tuyén dung va dao
tao ngudn nhan lyc phu hgp cho cong ty.(Hinh 1.9).

Trén thuc t&, cac doanh nghiép bao hiém thudng
phai chi nhitng khoan “khé dirng” cho viéc md réng
thi truGng, quang ba thuang hiéu, hoa hong... va dac
biét 1a nhitng san phdm chua ddo han nén Igi nhun
thudng khong cao, tham chi cé khi bi 16 (so véi cac
doanh nghiép trong linh vuc tai chinh, ngan hang,
bat dong san...). Tuy nhién, su canh tranh khong
lanh manh gitra cac dai ly d& khién viéc 15i 16 trd
thanh yéu t6 quan trong quyét dinh Iya chon cua
khach hang, gay anh hudng téi hoat déng clia doanh
nghiép bao hiém. Theo khao sat cac doanh nghiép

bdo hiém dugc thuc hién trong thang 6/2016 cua
Vietnam Report, da phan cac doanh nghiép dugc hoi
cho rang, ngoai nhan thlc cia ngudi dan vé bao
hiém, uy tin c6ng ty va canh tranh trong nganh Ia cac
yéu t6 cd anh hudng nhiéu nhat dén hoat dong kinh
doanh cua doanh nghiép bao hiém. Trong thdi gian
t&i day, viéc hdp tac gilta cac doanh nghiép bao hiém
can dudc dé cao hon nifa, thay vi “ndi xau” Ian nhau,
canh tranh c6ng bang bdng chat lugng, su da dang
hay nhiing Igi ich mang lai cho khach hang cla cac
san pham, dich vu bao hiém s& gép phan lanh manh
hda thi trudng, dong thai tac dong ngugc trd lai giup
cai thién nhan thiic ciia ngu@i dan va nang cao uy tin
clia cac cdng ty bao hiém.H
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BREAKTHROUGH MARKETING IN THE DIGITAL ERA

PHU LUC 3

GIGI THIEU HOI NGHI

VIET NAM CEO SUMMIT 2016

dugc phdi hgp t6 chiic bdi Céng ty C& phén

Bdo cdo Danh gia Viét Nam (Vietnam Report)
va Bao VietnamNet - B0 Thong tin Truyén thong. Hoi
nghi 1& mdt su' kién déng cdp trong ndm, 1a noi két ndi
cac nha lanh dao doanh nghiép quyén luc nhat Viét
Nam (doanh nghiép thudc cac bang xép hang VNR500,
FAST500, V1000 va Best Prospect 500), cac nha lanh
dao chinh tri, cac hoc gia trong va ngoai nudc dé cling
dinh hinh chuong trinh nghi su phét trién ctia doanh
nghiép, nganh kinh doanh, trong s ménh chung goép
phan phat trién nén kinh t& dat nudc.

I Iéi nghi CEO Summit la hoi nghi thudng nién

Qua 8 nadm t6 chirc, Vietnam CEO Summit da trg
gilp cac nha lanh dao Viét Nam ti€p can tdi cac ludng
y tudng dinh cao tir cong dong kinh doanh va tri thirc
thé gidi, thé hién qua sy’ tham gia va thuyét giang tai
HGi nghi clia cac gurus hang dau thé gigi nhu' GS. John
Quelch - Nguyén Pho Hiéu truang Trudng Kinh doanh
Harvard; GS. Robert S. Kaplan - cha dé cuta ly thuyét
“bang diém can bang”; GS. Joseph Nye - nha sang lap
cta ly thuyét quyén luc mém...

Nam 2016, trudc nhitng bién dong cua tinh hinh
trong nudc va thé gidi va trong bdi canh hoat dong

marketing ngay cang thay d8i nhanh chdng; cac cong
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ty, tp doan 16n trén thé& gi6i d3 bat dau tim hiéu va
trién khai chién lugc marketing méi dé ton tai va phat
trién trén thi trudng, Hoi nghi Viét Nam CEO Summit
2016 d3 Iua chon chi dé: “Marketing dot pha: Cac
dién cttu mdi tr Bai hoc Havard”. Hdi nghi dién ra véi
su tham gia thuyét giang cta bac thay hang dau thé
gidi vé marketing va thuang hiéu, Gido su John A.
Quelch, Phu thay thuong hiéu - Gido su’ Trudng Kinh
doanh Havard.

Budi thuyét giang sé cung cip cho cac lanh dao
cdng déng doanh nghiép 16n va dang cdp cla Viét
Nam nhitng tu duy mdi nhat vé Marketing dot pha
dén tr cac nghién cfiu trudng hdp dién hinh (case
study) dang dugc giang day tai trudng Kinh doanh
Havard cho Idanh dao cac tap doan kinh té hang dau
thé& gidi nham hudng tGi muc tiéu Dua ra khai niém —
Tao ra thi trudng. H6i nghi CEO Summit nam nay sé
la dién dan giao luu trao déi gilta cac doanh nghiép
hang dau Viét Nam nham gilp cac lanh dao doanh
nghiép 16n ndm bat va hoach dinh t6t han cac chién
luge kinh doanh, quan tri, ti€p thi mét cach sang tao
va t6i uu hon trén cg sd két hgp nhitng trai nghiém
cla chinh ban than doanh nhan Viét va nhitng kinh
nghiém d3 dudc dic k&t thanh kinh dién cla cac bd
Oc Vi dai trén thé gidi.
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NOI DUNG CHUONG TRINH HOI NGHI VIET NAM CEO SUMMIT 2016

THO1 GIAN NOI DUNG

8:00-8:30 Dang ky, phét tai liéu hgi thao / Welcome

8:50 — 9:00 Phat biéu khai mac chuong trinh / Opening speech
Gidi thiéu Bao céo thudng nién Vietnam CEQ Insight / Launching the Vietnam CEO Insight 2016

9:00—9:30 Module 1: Breaktrough Marketing: Chién lugc marketing va truyén thong thau hiéu khach hang / Breakthrough
Marketing: Marketing Strategies and Customer Insight

9:30 -10:00 Module 2: Phan khiic khach hang va Binh vi thuong hiéu / Customer Segmentation and Brand Positioning

10:00-10:15 Tea break

10:15-11:00 Module 3: Entrepreneurial Marketing: Tir“ton tai” dén thanh cong / Entrepreneurial Marketing: From “survival”to success

11:00 — 12:00 Phién thao luan 1/ Panel Discussion 1

12:00-13:30 Buffet lunch — Networking

13:30 - 14:00 Ton vinh Top 10 Ngan hang thuang mai Viét Nam uy tin nam 2016 / Honoring Ceremony of Top 10 most reputable
commercial banks in Vietnam 2016
Ton vinh Top 10 cong ty béo hiém uy tin ndm 2016 / Honoring Ceremony of Top 10 most reputable insurance
company in Vietnam 2016

13:30 - 14:15 Module 4: Di pho véi bay “Quy luat hang héa phé bién” — Commoditization Trap / Breaking through the
Commoditization Trap

14:15-15:00 Module 5: Digital Marketing — Thach thic hgp véi thai dai / Digital Marketing

15:00 — 15:30 Module 6: Tt Customer Insight dén Brand strategy va cac vi du thuc tién tai Viét Nam / From Customer Insight to
Brand Strategy and Best Practices in Vietnam

15:30 — 16:30 Phién thao ludn 2 / Panel Discussion 2

16:30 — 16:40 Téng két hdi nghi / Closing Speech
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CAC DOANH NGHIEP HOI VIEN CAU LAC BO VNR QUY 1l NAM 2016

VletlnBank?

I\

VINACOMIN
VIET BAC

EVNCPC

PC KHANH HOA

01/07/1988
NGAN HANG TMCP CONG THUGNG VIET NAM
VNR5002015 - Xép hang: 20- B1

01/07/1980

TGNG CONG TY CONG NGHIEP MO VIET BAC - TKV - CTCP

VNR500 2015 - Xép hang: 233 - B1

01/07/2005
CONGTY CP DIEN LUC KHANH HOA
VNR500 2015 - Xép hang: 350 - B

Unicons
—————————— confio

NS GROUP

A “{ SASCO

12/07/1997
CONGTY CP CONG NGHIEP NHUA PHU LAM
VNR500 2015 - Xép hang: 431 - B1

14/07/2006
CONG TY TNHH DAU TU XAY DUNG UNICONS
VNR500 2015 - Xép hang: 155 - B2

14/07/1993
CONG TV CP DICH VU HANG KHONG
SAN BAY TAN SON NHAT (SASCO)
VNR500 2015 - Xép hang: 438 - B

PDAIKIN

tantn /
]

PETROLIMEX T*‘},,‘,?:‘}gK
24/07/1995 29/07/1955 29/07/1966

CONG TV CP DAIKIN AIR CONDITIONING (VIETNAM)
VNR500 2015 - Xép hang: 183 - B1

CONG TY XANG DAU KHU VUC I11 - TNHH MTV
VNR500 2015 - Xép hang: 233 - B1

CONG TY CP BAO Bi NHUA TAN TIEN
VNR500 2015 - Xép hang: 295 - B2

04/07/2007
CONG TY CP DAU TU DA NANG - MIEN TRUNG
V10002015 - Xép hang: 5 - B1

12/07/1997
CONG TY CP CONG NGHIEP NHUA PHU LAM
V1000 2015 - Xép hang: 205 - B1

20/07/2004

TONG CONG TY DAU TU PHAT TRIEN HA TANG DO THI UDIC

CONG TY TNHH MTV
V10002015 - Xép hang: 2855 - B2

—— HOA PHAT >z
\Y Al
® A
[ Duc VIET Foo0s | GROUP
14/7/2000 01/08/1992 01/08/1960

CONG TV CP THUC PHAM DUCVIET
FASTS00 2016 - Xép hang: 378 - B2

CONG TY CP TAP DOAN HOA PHAT
VNRS500 2015 - Xép hang: 5 - B2

CONGTY CP VAT TU - TKV
V1000 2015 - Xép hang: 173 - B2
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P\ /A

ClIENcCoOi

il

VINHWUONG

GIAI PHAP TOAN DIEN TRAN & VACH NGAN

N
< 1)

ko
HOA SEN

03/08/1964
TGNG CONG TY XAY DUNG CONG TRINH GIAO THONG 1-
CONGTY CP
VNR500 2015 - Xép hang: 51- B2

05/08/1991
CONG TV CP CONG NGHIEP VINH TUGNG
VNR500 2015 - Xép hang: 51- B2

08/08/2001
CONG TY CP TAP DOAN HOA SEN
VNR500 2015 - Xép hang: 16- B2

V¥ VPBank

(Il

4

Ngan Hang Viét Nam Thinh Vwong VNPT
TOAN THANG STEEL Cudc séng dich thuc
12/08/1993 12/08/1995 15/08/1945

NGAN HANG TMCP VIET NAM THINH VUGNG (VP BANK)
VNR5002015 - Xép hang: 18 - B2

CONG TY TNHH THUGNG MAI THEP TOAN THANG
VNR500 2015 - Xép hang: 362 - B2

TAP DOAN BUU CHINH VIEN THONG VIET NAM
VNR500 2015 - Xép hang: 7 - B1

BIA HA NOI

TLC

4

Group
15/08/1958 18/08/2000 20/08/1976
TONG CONG TY CP BIA - RUQU - NUGC GIAI KHAT HA NOI CONG TY TNHH THUONG MAI QUOCTE THUY LINH CONGTY CP SUA VIET NAM

VNR5002015 - Xép hang: 91-B1

VNRS500 2015 - Xép hang: 416 - B2

VNRS500 2015 - Xép hang: 1- B2

-,

' 6.6.6.8.¢
CECO 545 GreenFeed
20/08/1960 20/08/2000 26/08/2003

CONG TY CP THAN HA TU - VINACOMIN
VNRS00 2015 - Xép hang: 397 - B1

CONGTY CP XAY DUNG CONG TRINH 545
VNRS00 2015 - Xép hang: 450 - B2

CONG TY CP GREENFEED VIET NAM
VNR500 2015 - Xép hang: 98 - B1

NguyenKim

7S

THANH THANH CONG - TAY NINH

26/08/2003
CONG TY CP THUONG MAI NGUYEN KIM
VNR5002015 - Xép hang: 30 - B2

27/08/1992
CONG TY TNHH TRUYEN HINH CAP SAIGONTOURIST
VNR500 2015 - Xép hang: 413 - B2

29/8
CONG TY CP MiA DUGNG THANH THANH CONG TAY NINH
VNR500 2015 - Xép hang; 203 - B2
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VEDAN

4| Danapha

v PHARMACEUTICAL JSC
01/08/1991 08/08/1993 16/08/1965
CONGTY CP HU'U HAN VEDAN VIET NAM TAP DOAN VINGROUP - CONG TY CP CONG TY CP DUOC DANAPHA

V1000 2015 - Xép hang: 299 - B2

V10002015 - Xép hang: 139 - B2

V10002015 - Xép hang: 923 - B2

|

Big
o
-

SUPERCENTER s AVICO
18/08/1998 01/09/1982 01/09/1994
CONG TY TNHH THUONG MAI QUOCTEVA DICHVU CONGTY CPDICH VU TONG HOP SAI GON CONGTY CP HIM LAM

SIEU THI BIG C THANG LONG
V1000 2015 - Xép hang: 215 - B2

VNRS500 2015 - Xép hang: 33 - B2

VNRS00 2015 - Xép hang: 376 - B2

m

TINNGHIA

CORR

il

——
——
1S0O 9001:2008

OPEC

PLASTICS

07/09/1989
TONG CONG TY TiN NGHTA - CONG TY TNHH MTV
VNRS500 2015 - X&p hang: 76 - B1

08/09/1975
CONGTY CP XAY DUNG 47
VNR500 2015 - Xép hang: 435 - B2

11/9/2009
CONG TY CP NHUA OPEC
VNRS500 2015- Xép hang: 76 - B2

|
®
TECHCOMBANK
/9 27/09/1993 28/09/2007
CONG TY TNHH MTV APATIT VIET NAM NGAN HANG TMCP K THUONG VIET NAM CONGTY CP NHUA CHAU AU

VNR500 2015 - Xép hang: 277 - B1

VNR500 2015 - Xép hang: 11- B2

VNR500 2015 - Xép hang: 494 - B2

30/09/1998
TONG CONG TY XAY DUNG CONG TRINH GIAO THONG 4
CTcp
VNRS500 2015 - Xép hang: 40 - B2

PETROV/IETNAM

09/09/2015
CONG TY TNHH MTV X0 SO KIEN THIET BINH DUONG
V1000 2015 - Xép hang: 132 - B

20/09/1990
TONG CONG TY KHi VIET NAM - CONG TY CP
V10002015 - Xép hang: 2 - B1
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¢ HOABINH

27/09/1987
CONG TY CP XAY DUNG VA KINH DOANH DIA 0C HOA BINH
V1000 2015 - Xép hang: 957 - B2

14/09/2007
CONG TY CP Mi THUAT VA TRUYEN THONG
FAST500 2016 - Xép hang: 77 - B2

20/09/2005
CONGTY CP THANH BINH HA NOI
FAST500 2016 - Xép hang: 390 - B2

=

.
€
¢ .~ HUNG LONG
ﬁ CONG TY €6 PHAN DAU TU THUONG MAI
1 HUNG LONG TINH BIEN BIEN

</

VNSTEEL®
THANG LONG

KIEN TR0 GIA TRI CENG TRINH

17/09/2012
CONG TY CP DAU TU THUGNG MAI HUNG LONG
TiNH DIEN BIEN
PROSPECT500 2016 - Xép hang: 178 - B2

23/09/2010
CONG TY CP TON MA UNSTEEL THANG LONG
PROSPECT500 2016 - Xép hang: 59 - B1




DOANH NGHIEP TU GIGI THIEU

BAO HIEM VIETINBANK (VBI)

GIAITHUGNG VA DANH HIEU

TOP 10| TOP 100

Coéng ty bao hiém phi
nhan tho uy tin nhat
Viét Nam 2016

Thuong hiéu manh
Viét Nam 2015

LINH VUC HOAT BONG

TOP 500

Doanh nghiép tang truéng
nhanh nhat Viét Nam 2013

TOP 1000

Doanh nghiép nép thué thu
nhap doanh nghiép I6n nhat
Viét Nam 2015

DAU TU TAI CHINH

<

BAO HIEM )
TRACH NHIEM HON HGP

BAO HIEM KY THUAT

()
BAO HIEM CON NGUOI

TAI BAO HIEM

BAO HIEM TAI SAN

BAO HIEM HANG HOA

BAO HIEM XE CO GIOI

BAO HIEM VIETINBANK (VBI)

ATang 10-11, toa nha 126 Doi Can, Ba Dinh, Ha Noi
W vbi.vietinbank.vn

VletlnBankQ
INSURANCE
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BAO LONG' ‘3

INSURANCE =
Béng hanh Dong chza sé

Tu hao duoc binh chon la:

Dich vu Bdo hiém tot nhdt Viét Nam 2015
do Tap chi Global Banking & Finance Review binh chon

06 loai san pham Bdo hiém chinh:

e

Thuong hiéu Manh Viét Nam 2015 do Thai Bdo Kinh Té Viét Nam binh chon

Mang ludi véi 1 van phong dai dién va 37 Cong ty thanh vién trai dai tif Bac dén Nam
@ Tru s chinh: 185 Dién Bién Pha, Q.1, Tp. HCM & Hotline: 1900 545517

@ Website: baohiembaoclong.vn
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wﬂ TAP DOAN BUU CHINH VIEN THONG VIET NAM

INFOVISION

VNPT - Cuéc song dich thuc

www.vnpt.vn
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VINAFCO

Think Supply Chain!

-

DICH VU NHA KHO

1.

Céng ty C6 phan VINAFCO

GIA HORLY 3

Cung rng dich vu Logistics tich hop cho chubi cung (rng bao gém:

VAN TAI FREIGHT FORWARDING

Van hanh 7 DCs, trai khdp 3 mién Bac,

Trung, Nam

2.

1.
2.
3

Quan ly hon 230.000 m?kho bai

Van tai chuyén tuyén
Van tai phan phéi
Van tai xuyén bién gi&i

@ Tru s& chinh: Thon Ty Khoat, Xa Ngi Hiép, Huyén Thanh Tri, Ha Ni.

® Tel: +84 43768 5775

Fax: +84 43768 4465

® Email: info@vinafco.com.vn, sales@vinafco.com.vn

® Website: vinafco.com.vn
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TPBank gidi thiéu thé tin dung siéu cao cap

TPBank World MasterCard

1 Golf Privé
danh rieng cho Golfer

¥ TPBank

(&) 1900 58 58 85 | 1800 58 58 85 | (84 4) 37 683 683 | www.tpb.vn Vi chdng téi hiéu ban
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Vietcombank

il

nhan ETUUC sU t|r1 tuonq cua hqnq 'me khach han

Gio day, trén chang dudong mai, niér
tiép tuc hop thanh sGc manh, giGp ching t6i dat thanh mc

www.vietcombank.com.vn

khat vor 1q
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®ld1

Su khac biét dugc tao nén tu
DICH VU KHACH HANG VUOT TROI

PHAM VI
- = ~
NHANH CHONG HO TRQ RONG
Cam két c6 mat tai Ctru ho ky thuat trong
hién truang pham vi 100km
trong 30 phat
4 \
C——
MINH BACH THUAN TIEN
Website truy van tién do Téng dai ho tro 24/7
gidi quyét béi thuong

xe cd gidi

https://sms.pti.com.vn

PIENTHOAIHOTRG (J) 1900 54 54 75
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HB

Déi tac tin cay, giai phap phu hop

Th%TI/ﬂ dung}SHB Visa Platinum
PANG CAP VUOT TROI

4802 3188 B8BEB BBERB

VISA

Platinum

e Uu dai phi thudng nién 01 nam dau tién (¥)
e Lai suat thé canh tranh (1.25%/thang)
® Phi chuyén déi ngoai té chi 2%
® Mién lai t6i da lIén dén 55 ngay
(*) Diéu kién chi tiét ciia chuong trinh, Quy khdch hang vui long lién hé SHB

iz =) ioaf 6275352
W 1800 58 88 56
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SCB
NGAN HANG TMCP SAI GON

SAIGON COMMERCIAL BANK

NGAN HANG THUONG MAI
VIET NAM UY TIN

CHUNG NHAN B3I CONG TY €O PHAN BAO CAO DANH GIA VIET NAM (VIETNAM REPORT)

@ 927Trén Hung Dao, 1, Q.5, TPHCM, Vit Nam | § www.scb.com.vn |4 3 +84 1800 5454 38 | & Swift Code: SACLVNVX




NGAN HANG QUAN DO0I

NGAN HANG TMCP QUAN DPOI

PON VI
ANH HUNG LAO PONG

& 1900545426 * 0437674050

www.mbbank.com.vn
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DOANH NGHIEP TU GIGI THIEU

Bt d4u tir ndm 1970, Richard Moore Associates dd hoat ddng trong linh
vue truyén thong thurong higu. Sau hon 40 nam, ching toi trd thanh nha tu
van dugc nhidu khach hang tin cay gidp thay déi dién mao va mang lai
thanh cdng cho nhigu thurong higu trén thé gici.

GIOI TH

VE CHUNG TOI

Ban séic Nhan dién Thuong hiéu - Mot
thuong higu trugc hét phai cé mat hinh anh
dai dién dé giao tiép vai moi ngudi. Quy trinh
ctia ching toi gitip kham phé nhitng thé
manh clia thuong hiéu va xac 1ap chién lugc
khéc bigt hda dé dinh hudng cho viéc sang
tao mdt dién mao doc ddo va nhat quan cho
thuong higu.

Richard Moore Associates c6 mat ¢ Viét Nam tir ndm 1994,
Trong sudt 20 ndm ¢6 mat & day, chung t6i da co vinh du 1a ddi tac tur van
chign luge cho nhigu thuong higu tén tudi clia Viet Nam va nudc ngoai.

Tai Richard Moore Associates, chiing t6i trung thanh vdi tén chi:

Tat ca hoat dong truyén thong, quang ba déu xoay quanh va 1dy hinh anh
chién luge clia thuong hiéu lam nén tang. Tat ca moi dur an tu van thuong
hiéu déu bt dau tir budc 1am rd cac dic tinh khac biét va vu thé canh
tranh cét |6i nhdt clia ting thuong hiéu.

Truyén thong Thuong hiéu - Chiing t6i
sang tao cac giai phap truyén thong trén tat
¢4 c4c phuong tién nhim huéng dén hai
muc tigu — tao &n tuong riéng doc dao dé
truygn tai thong diép ré rang, dong thoi ting
cuding cling ¢d chién lugc hinh anh thuong
hiéu mang tinh dai han.

1}

Dinh gia Thuong hiéu - Chiing toi tdng hop
va hé thong hod 11 yéu td cot 16i véi gan 200
thanh 1 nhd cdu thanh, tat ca déu lién quan
d8n viéc thé hign mot hinh anh thueng higu
hiéu qua, ¢6 tinh canh franh va mang lai loi
nhuan trén thi trudng. Dong thoi két hop
chit ché vai cac phuong phap kiém toén
tidu chudn qudc t& dé Pinh gid thuong higu.

Richard Moore
Chu tich kiém Tong Giam ddc

Do Nguyén Khoi

Giam ddc Kinh doanh

Nguyén Biic Son

Giam déc Chién Iugc Thuong hiéu

Nguyén H. Minh Thy
Giam déc Sang tao

Hon 40 nam kinh nghiém 6 moi
kénh truyén théng, quang ba,
@3 nhan dugc nhidu gidi thudng
s4ng tao, da 4 tén trén nhigu
1o bao tai M§f va trén thé gidi.
Thudng xuyén c6 nhigu bai bao
Xuét ban vé vin dé xay dung
thurong higu va da c6 ba cudn
sdch xuat ban tai Viét Nam.

Hon 10 nam kinh nghiém
trong linh vuc tiép thi - thuong
hiéu, ndm giif cac chiic vu
quan trong tai cac tap doan
TNS, Hyundai. Bigu hanh va
quan Iy nhigu chién dich kinh
doanh trong va ngoai nuéc.

Bang Thac si nganh Quan trj
Kinh doanh, Dai hoc Southern
California (M§) va nganh-
Thueng mai, khoa Tiép thi, Pai
hoc Sydney (Uc). Gan 20 ndm
kinh nghiém trong finh virc tiép
thi, thurong hiéu va quan Iy
kinh doanh cao cap.

V6i 10 nam kinh nghiém trong
linh vuc xay dung va thiét ké
thuong hiéu da qudc gia. Nhan
duoc cac giai thudng thiét ké
qudc t&. Clrnhan thist ké tai
FIT va thac sT quan tri kinh
doanh chuyén nganh truyén
théng va media tai dai hoc
Fordham (New York).

Wwww.rmoorea.com
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ABOUT US

Brand Identity - A brand must first have a
persona to communicate with others. Qur
process reveals a brand’s strengths and
enables a differentiation strategy that
guides creation of a unique and consistent

brand appearance.

Richard Moore
Chairman/Chief Creative Director

i
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Do Nguyen Khoi

Business Director

Brand Communication - We create
communications in all media that achieve
two objectives — cutting through the clutter
to communicate a clear message, and
simultaneously strengthening a brand’s long
term image strategy.

DOANH NGHIEP TU GIGI THIEU

Starting from 1970, Richard Moore Associates has more than 40 years —
experience in brand communication industry. We have become the
reliable brand consultant that helps many clients to refine their identities
and brings the success to numerous brands in the world.

Since 1994 in Vietnam, Richard Moore Associates has an honour to be
the strategic consultant partner for numerous Vielnamese as well as
foreign famous brands.

At Richard Moore Associates, we loyal to the business philosophy:
Every communication and promotion plans have to be based on the brand
image strategy. Every brand consultancy project has to start from the
stage of exploring the brand characteristics and unique competitive point.

O 0 &

Brand Evaluation - Our 11 attribute brand
study methadically evaluates almost 200
factors that determine the effectiveness of a
brand's image for a marketing benchmark or
formal valuation. It also abides by international
auditing standards for brand evaluation.

il
Nguyen Duc Son

Brand Strategy Director

Nguyen H. Minh Thy

Creative Director

QOver 40 years of experience in
all forms of communication
media and receiving of
numerous creative awards, has
been featured in the US and
international press. Author of
frequent articles about
branding and three hooks
published in Vieam.

Over 10 year experience in
marketing and branding field,
holding key positions in TNS,
Hyundai Corporation.
Managing numerous business
projects domestically and
internationally.

Masters degrees in Business
Administration, Southern
California University anctin
Commerce, Marketing major,

University of Sydney, Australia.

Almost 20 years of experience
in marketing and senior
business management.

10 years of experience in
design and strategy for global
brands. Recipient of numerous
design awards. Bachelor of
Fine Arts at FIT and Master of
Business Administration in
Media and Communication
Management at Fordham
University (New York).
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