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�EV��DF��� This� study� was� conducted� to� propose� solutions� for� online� marketing�

communication� activities� in� tourism� service� businesses� towards� business� recovery� and�

development�after�a�prolonged�recession�caused�by�the�impact�of� the�Covid-19�pandemic.�

Case�study�at�Vietnam�Transport�Marketing�and�Tourism�Joint�Stock�Company�(Vietravel)�-�a�

large-scale�company�with�a�long�history�of�operation�in�Vietnam�is�also�trying�to��nd�ways�

to�recover�and�improve�its�business�performance�and�has�chosen�marketing�communication�

as�one�of�the�basic�tools�to�help�the�company�solve�this�problem.�By�appropriate�scienti�c�

research� methods� such� as� desk� research,� non-participant� observation,� in-depth� personal�

interviews� with� managers� and� specialists� in� charge� of� online� marketing� communication�

activities� of� Vietravel,� along� with� the� survey� by� online� questionnaire,� the� research� has�

summarized�and�evaluated�the�current�status�of�online�marketing�communication�activities�

of�Vietravel.�Solutions�to�develop�Vietravel’s�online�marketing�communication�activities�are�

proposed�based�on�the�limitations�drawn�from�the�survey�results.�The�research�results�will�

serve�as�a�reference�for�the�leadership�of�Vietravel�and�other�tourism�service�businesses�in�

���������������F�����������

.H��R�GV��marketing�communication,�online�marketing�communication,�tourism,�Vietravel.
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,��,��URG�F�LR�

A�ected� by� the� Covid-19�

HSLGHPLF� DQG� WKH� HFRQRPLF� UHFHVVLRQ��

WKH� DFFRPPRGDWLRQ�� FDWHULQJ� DQG� WUDYHO�

VHUYLFHV� LQGXVWU�� KDV� DOVR� EHHQ� VHYHUHO��

in�uenced.�As�a�travel�service�business�-�

9LHWUDYHO� LV� QRW� DQ� H�FHSWLRQ�� +RZHYHU��

DIWHU� WKH� HSLGHPLF� ZDV� XQGHU� FRQWURO��

9LHWUDYHO� WRRN� SRVLWLYH� VWHSV� WR� WDNH� WKH�

OHDG�WR�NHHS�XS�ZLWK�WKH�QHZ�VLWXDWLRQ��7KH�

FRPSDQ�� KDV� LPSOHPHQWHG� PHDVXUHV� WR�

�GHIURVW���LQQRYDWHG�WKLQNLQJ�LQ�GLUHFWLRQ�

DQG� DGPLQLVWUDWLRQ�� DSSOLHG� WHFKQRORJ��

WR� SURGXFWLRQ� DQG� EXVLQHVV� DFWLYLWLHV��

e�ectively�controlled�expenses,�improved�

ODERXU�SURGXFWLYLW���DQG�FRQWULEXWHG�WR�WKH�

pro�t�after� tax�of�enterprises.�Faced�with�

many� di�culties,� the� tourism� industry�

LQ� JHQHUDO� DQG� 9LHWUDYHO�� LQ� SDUWLFXODU��

have� made� great� e�orts� to� implement�

PDQ��UHVSRQVH�VROXWLRQV�WR�RYHUFRPH�WKH�

FKDOOHQJHV��IRFXVLQJ�RQ�RQOLQH�PDUNHWLQJ�

FRPPXQLFDWLRQV�� ,W� LV� RQH� RI� WKH� PRVW�

e�ective� business� market� approaches�

WRGD��� 7KH� JURZWK� RI� RQOLQH� PDUNHWLQJ�

FRPPXQLFDWLRQ�LV�IXUWKHU�PLUURUHG�E��WKH�

H�SDQVLRQ� RI�GLJLWDO�PHGLD� LQ�DOO� DVSHFWV�

RI�GDLO��OLIH�

,,��/L�HUD��UH�UHYLH�

There� are� many� di�erent� concepts�

from� di�erent�perspectives�on�marketing�

FRPPXQLFDWLRQ�� EXW� WKH�� DOO� KDYH�

FRPPRQ� SRLQWV�� ,Q� WKLV� VWXG���PDUNHWLQJ�

FRPPXQLFDWLRQ� KDV� WKH� IXQGDPHQWDO�

SXUSRVHV� RI� LQIRUPLQJ�� UHPLQGLQJ� DQG�

SHUVXDGLQJ� WKH� DXGLHQFH� WR� UHFHLYH�

LQIRUPDWLRQ�DERXW�WKH�EUDQG�DQG�SURGXFWV�RI�

WKH�EXVLQHVV��(QWHUSULVHV�QRWLI��FXVWRPHUV�

DERXW� WKH� SUHVHQFH� RI� FRPSDQLHV� DQG�

SURGXFWV� RQ� WKH�PDUNHW� WKURXJK�PHVVDJH�

FRQWHQW�� FRQYLQFH� WKHP� RI� WKH� SURGXFW�V�

DGYDQWDJHV�RYHU�FRPSHWLQJ�SURGXFWV��DQG�

UHPLQG� WKHP� WR� UHPHPEHU� WKH� SURGXFW�

ZKHQ�QHHGHG�

�RPPXQLFDWLRQ� LV� LQFUHDVLQJO��

LPSRUWDQW� IURP� WKH� SHUVSHFWLYH� RI�

EXVLQHVV� HQWHUSULVHV�� DQG� FRPSDQLHV� XVH�

FRPPXQLFDWLRQ�DV�D�WRRO�LQ�WKH�PDUNHWLQJ�

mix� to� in�uence� the� target� market� to�

DFKLHYH� PDUNHWLQJ� JRDOV�� �RPSDQLHV�

QHHG� WR� FRPPXQLFDWH� WKDW� YDOXH� FOHDUO���

DFFXUDWHO�� DQG� FRQYLQFLQJO�� WR� WKHLU�

FXVWRPHUV�

7KH� WHUPV� 3URPRWLRQ� DQG�

0DUNHWLQJ� �RPPXQLFDWLRQV� FDQ� EH�

XVHG� LQWHUFKDQJHDEO��� 6WLOO�� WKHUH� LV� D�

UHODWLYHO�� UHDVRQDEOH� H�SODQDWLRQ� RI� WKH�

di�erent�approaches�of�the�two�terms�that�

PDNH� LW�HDVLHU� IRU� UHDGHUV� WR�XQGHUVWDQG��

$FFRUGLQJ� WR� 5REHUW� /DXWHQERUQ� ��������

WKH� ��3V�� �LQ� WKH� 0DUNHWLQJ� 0L��� DUH�

IURP� WKH� SHUVSHFWLYH� RI� WKH� FRPSDQ�� ��

WKH� VHOOHU�� (DFK� RI� WKHVH� ��3V�� FRXOG� EH�

EHWWHU� GHVFULEHG� E�� IRXU� ��V�� IURP� WKH�

FXVWRPHU�V�SHUVSHFWLYH�

Figure�2.1.�Interpretation�of�4P�and�4C

[Robert�Lautenborn�(1990),�cited�by�Kotler�P�&�
Armstrong�G,�2012]

,Q� HVVHQFH�� PDUNHWLQJ�

FRPPXQLFDWLRQ� LQYROYHV� FUHDWLQJ� DQG�

WUDQVPLWWLQJ�EUDQG� LQIRUPDWLRQ� �SURGXFWV�

DQG� FRPSDQLHV�� WR� WDUJHW� FXVWRPHUV��

PDLQWDLQLQJ�DQG�HVWDEOLVKLQJ�UHODWLRQVKLSV��

DQG� FRQYLQFLQJ� FXVWRPHUV� WR� EX���
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�RPSDQLHV� XVH� YDULRXV� FRPPXQLFDWLRQ�

WRROV�WR�DFKLHYH�WKLV�JRDO��WKH�PRVW�EDVLF�

RI�ZKLFK�DUH��DGYHUWLVLQJ��VDOHV�SURPRWLRQ��

SHUVRQDO� VHOOLQJ�� SXEOLF� UHODWLRQV�� GLUHFW�

PDUNHWLQJ�DQG�LQWHUDFWLYH�PDUNHWLQJ�

$V� D� UHVXOW�� LW� FDQ� EH� XQGHUVWRRG�

WKDW� RQOLQH� PDUNHWLQJ� FRPPXQLFDWLRQ�

LV� D� IRUP� RI� PDUNHWLQJ� FRPPXQLFDWLRQ�

FRPELQHG�ZLWK�HOHFWURQLF�FRPPXQLFDWLRQ�

PHWKRGV��KLJK�WHFK�WRROV��HTXLSPHQW��DQG�

DSSOLFDWLRQV� FRQQHFWHG� WR� WKH� ,QWHUQHW���

7KH� RQOLQH� PDUNHWLQJ� FRPPXQLFDWLRQ�

WRROV� WKDW� DUH� LQWHUHVWLQJ� DQG� XVHG� LQ�

WRXULVP� VHUYLFH� EXVLQHVVHV� DUH�� 6HDUFK�

(QJLQH� 0DUNHWLQJ� �6(0��� 6RFLDO� 0HGLD�

0DUNHWLQJ�� (PDLO� 0DUNHWLQJ�� 0RELOH�

0DUNHWLQJ�� 3HUIRUPDQFH� 0DUNHWLQJ�� DQG�

�RQWHQW�0DUNHWLQJ�

5HJDUGLQJ� WKH� RQOLQH� PDUNHWLQJ�

PHGLD� SODQQLQJ� PRGHO�� WKH� FRPPRQ�

SRSXODU� PRGHO� IRU� FRPSDQLHV� QRZDGD�V�

LV� WKH� ���VWHS� PRGHO� FUHDWHG� E�� %HOFK��

George� &� Belch,� Michael.� (2009)�

SURSRVHG��LQFOXGLQJ�$QDO�VLV�RI�SURPRWLRQ�

VLWXDWLRQV��$QDO�VLV�RI�WKH�FRPPXQLFDWLRQ�

SURFHVV���HWHUPLQLQJ�WKH�FRPPXQLFDWLRQ�

EXGJHW�� �HYHORSLQJ� LQWHJUDWHG�

FRPPXQLFDWLRQ� SURJUDPV�� ,QWHJUDWLQJ�

DQG� H�HFXWLQJ� FRPPXQLFDWLRQ� VWUDWHJLHV��

(YDOXDWLQJ� DQG�DGMXVWLQJ�FRPPXQLFDWLRQ�

SURJUDPV�

,,,��0H�KRGRORJ�

,Q�WKH�UHVHDUFK�SURFHVV��WKH�UHVHDUFK�

uses�di�erent�qualitative�and�quantitative�

GDWD� FROOHFWLRQ� DQG� SURFHVVLQJ� PHWKRGV��

speci�cally:

��� 7KHRUHWLFDO� UHVHDUFK�

method� (including� classi�cation� and�

V�VWHPDWL�DWLRQ��LV�XVHG�WR�V�QWKHVL�H�WKH�

WKHRU��RI�RQOLQH�PDUNHWLQJ�FRPPXQLFDWLRQ�

WKURXJK� SUHYLRXVO�� SXEOLVKHG� SDSHUV�

to� �nd� the� fundamental� concepts� as� the�

OLWHUDWXUH� UHYLHZ� RI� WKH� DUWLFOH�� WKHUHE��

IRUPLQJ� D� WKHRUHWLFDO� IUDPHZRUN� DQG�

�nding� an� appropriate� research� method�

IRU�WKH�FXUUHQW�VLWXDWLRQ�

��� 7KHRU�� GHYHORSPHQW� PHWKRG��

KDV� EHHQ� GRQH� WKURXJK� FROOHFWLQJ� DQG�

FRPSDULQJ� GDWD� WR� LGHQWLI��� EXLOG� DQG�

connect� concepts� to� form� a� scienti�c�

WKHRUHWLFDO�IUDPHZRUN�

��� ,Q�GHSWK� LQWHUYLHZ� PHWKRG�� WKH�

UHVHDUFK� FRQGXFWHG� LQ�GHSWK� LQWHUYLHZV�

ZLWK� ��� OHDGHUV� DQG� HPSOR�HHV� RI�

9LHWUDYHO�WR�FROOHFW�PD�LPXP�LQIRUPDWLRQ�

DERXW� WKLV� VLWXDWLRQ� DW� WKH� HQWHUSULVH��

7KH� LQWHUYLHZ� VFHQDULR� UHYROYHV� DURXQG�

WKH� SURFHVV�� FRQWHQW�� WRROV� DQG� UHVRXUFHV�

RI� WKH� FRPSDQ��V� RQOLQH� PDUNHWLQJ�

FRPPXQLFDWLRQ�DFWLYLWLHV�WRGD��

���6XUYH��PHWKRG�E��TXHVWLRQQDLUH��

%DVHG� RQ� WKH� WKHRUHWLFDO� IUDPHZRUN� WKDW�

KDV� EHHQ� V�QWKHVL�HG� DQG� WKH� VFDOHV� RI�

SUHYLRXV�UHVHDUFK��WKH�UHVHDUFK�V�QWKHVL�HV�

DQG�GHYHORSV�D�TXHVWLRQQDLUH�WR�DVVHVV�WKH�

VWDWXV�RI�RQOLQH�PDUNHWLQJ�FRPPXQLFDWLRQ�

DFWLYLWLHV� DW� 9LHWUDYHO�� 7KH� TXHVWLRQQDLUH�

LV�VWUXFWXUHG� LQWR�WKUHH�SDUWV�� D��3HUVRQDO�

LQIRUPDWLRQ� LQFOXGHV�� JHQGHU�� DJH�� SODFH�

RI� UHVLGHQFH��RFFXSDWLRQ�� DQG� LQFRPH��E��

*HQHUDO� LQIRUPDWLRQ� LQFOXGHV� TXHVWLRQV�

UHODWHG� WR� WKH� OHYHO� RI� LQWHUHVW� DQG�

NQRZOHGJH�DERXW�9LHWUDYHO��VXFK�DV��IURP�

ZKDW� LQIRUPDWLRQ� VRXUFHV� GR� �RX� NQRZ�

WKH� FRPSDQ��� WKH� UHDVRQ� IRU� FKRRVLQJ�

WKH� VHUYLFH�� ZKLFK� PDUNHWLQJ� DFWLYLWLHV�

�RX� KDYH� EHHQ� H�SRVHG� WR�� :KDW� LV� WKH�
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FRPSDQ��V� PHVVDJH����� F�� ,QIRUPDWLRQ�

DERXW�WKH�UHVSRQGHQWV��HYDOXDWLRQ�RI�RQOLQH�

PDUNHWLQJ� FRPPXQLFDWLRQ� DFWLYLWLHV�

and� factors� a�ecting� Vietravel’s� online�

PDUNHWLQJ� FRPPXQLFDWLRQ� DFWLYLWLHV��

8VLQJ�WKH���SRLQW�/LNHUW�VFDOH�WR�PHDVXUH�

WKH�UHVSRQGHQWV��YLHZV�RQ�WKH�VWDWHPHQWV��

/HYHO� �� �� 6WURQJO�� GLVDJUHH�� /HYHO� �� ��

�LVDJUHH�� /HYHO� �� �� 1RUPDO�� /HYHO� ��

��$JUHH�� /HYHO� �� �� 6WURQJO�� DJUHH�� 7KH�

TXHVWLRQQDLUH�LV�IRUPDWWHG�RQ�WKH�*RRJOH�

IRUP� SODWIRUP� DQG� GLVWULEXWHG� YLD� HPDLO�

RU� VRFLDO� QHWZRUNLQJ� DFFRXQWV� VXFK� DV�

)DFHERRN�� =DOR����WR� FROOHFW� LQIRUPDWLRQ��

6XUYH�V� RQ� XS� WR� ���� FRQWDFWV� DUH�

9LHWUDYHO�FXVWRPHUV��RI�ZKLFK�����SHRSOH�

DQVZHUHG�YDOLGO���DFFRXQWLQJ�IRU���������

7KH� JHQHUDWHG� GDWD� IURP� *RRJOH� IRUPV�

LV�SURFHVVHG�E�� WKH�VSHFLDOL�HG�VWDWLVWLFDO�

VRIWZDUH�6366������

,���5HV�O�V�D�G��LVF�VVLR�V

�����2�H��LH��RI��LH��D�HO

9LHWUDYHO�LV�RQH�RI�WKH�SURIHVVLRQDO�

XQLWV� LQ� WKH� WRXULVP� VHUYLFH� EXVLQHVV��

DFKLHYLQJ�PDQ�� QREOH� WLWOHV� DQG� DZDUGV�

IURP�WKH�6WDWH�DQG�UHODWHG�PLQLVWULHV�DQG�

VHFWRUV��7KH�FRPSDQ��ZDV�HVWDEOLVKHG�LQ�

������ KHDGTXDUWHUHG� DW� ���� 3DVWHXU�� 9R�

7KL�6DX�:DUG���LVWULFW� ���+R� �KL�0LQK�

�LW���9LHWUDYHO�V�PLVVLRQ�LV�WR�EH�D�SLRQHHU��

LQ�H�SORULQJ��VKDSLQJ�DQG�GHYHORSLQJ��VR�

9LHWUDYHO�KDV�EHHQ�IRFXVLQJ�RQ�EXLOGLQJ�D�

diverse�ecosystem�with� three�signi�cant�

�elds� of� travel;� Air� transport;� Trade� in�

6HUYLFHV�� �XULQJ� QHDUO�� WKLUW�� �HDUV� RI�

FRQVWUXFWLRQ�DQG�GHYHORSPHQW��9LHWUDYHO�

KDV�DOZD�V�VHW�D�EXVLQHVV�SKLORVRSK���WKH�

FXVWRPHU�LV�WKH�FHQWUH��SURIHVVLRQDOLVP�LV�

WKH�PHDVXUH��DQG�TXDOLW��LV�WKH�KRQRXU�WR�

SHUIHFW�LWVHOI�DQG�EULQJ�WKH�EHVW�SURGXFWV�

DQG� VHUYLFHV� WR� WKH� FXVWRPHU�� 7KH�

FRPSDQ��V�RUJDQL�DWLRQDO�PRGHO�LQFOXGHV�

WKH� ERDUG� RI� GLUHFWRUV�� LQWHUQDO� DXGLW�

FRPPLWWHH�� FRPSDQ�� H�HFXWLYH� ERDUG��

SURIHVVLRQDO� GLYLVLRQV�GHSDUWPHQWV��

support� and� sales� o�ces,� branches� and�

enterprise.�During�the�two�years�a�ected�

E��WKH��29,�����SDQGHPLF��9LHWUDYHO�V�

EXVLQHVV� DFWLYLWLHV� KDYH� H�SHULHQFHG� D�

FRQVLGHUDEOH� GHFUHDVH�� DQG� WUDGLWLRQDO�

IRUPV�RI�FRPPXQLFDWLRQ�QR�ORQJHU�PHHW�

FXVWRPHUV�� QHHGV� LQ� WKLV� GLJLWDO� DJH��

7KHUHIRUH�� WKH� FRPSDQ�� KDV� SURPRWHG�

RQOLQH� PDUNLQJ�� HVSHFLDOO�� RQOLQH�

PDUNHWLQJ� FRPPXQLFDWLRQ�� WR� DSSURDFK�

WKH� PDUNHW� DQG� SURPRWH� SURGXFWV� WR�

FXVWRPHUV�� �XUUHQWO��� 9LHWUDYHO� VHOHFWV�

VHDUFK� HQJLQHV� �*RRJOH�%LQJ�� ZHEVLWH���

VRFLDO� QHWZRUNV�� DQG� PRELOH� GHYLFHV�

�DSSV� RQ� SKRQHV�� DV� WKUHH� PDLQ� RQOLQH�

PDUNHWLQJ�FRPPXQLFDWLRQ� WRROV�EHFDXVH�

WKHVH� WRROV� PHHW� WKH� FKDQJLQJ� WUHQGV� RI�

WKH�WLPHV��FDWFK�XS�ZLWK�FRQVXPHU�WUHQGV��

low�advertising�cost�but�high�e�ciency;�

DFFHVV�WR�D��KXJH��FXVWRPHU�EDVH��UDSLG�

UHYHQXH�JURZWK��LQFUHDVH�FXVWRPHU�WUXVW��

DQG�FUHDWH�FRPSHOOLQJ�FXVWRPHU�VHUYLFH�

������HV�O�V

a.�Results�of�analyzing�survey�data�

by� questionnaire� for� customer� groups�

about� Vietravel’s� online� marketing�

communication�activities

5HJDUGLQJ� FXVWRPHU� HYDOXDWLRQ� RI�

9LHWUDYHO�V�ZHEVLWH��RXW�RI�����FXVWRPHUV�

SDUWLFLSDWLQJ� LQ� WKH� VXUYH��� ���� SHRSOH�

KDYH� DFFHVVHG� DQG� XVHG� 9LHWUDYHO�V�

ZHEVLWH� �DFFRXQWLQJ� IRU� ������ DQG� ���

SHRSOH� KDYH� QHYHU� XVHG� WKH� FRPSDQ��V�

ZHEVLWH��DFFRXQWLQJ�IRU������
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Table�4.1:�Reviews�of�customers�about�Vietravel’s�website

(YDO�D�LR��&UL�HULD /HYHO�RI�FR�VH������
7KH�DYHUDJH�

YDO�H

� � � � �

9LHWUDYHO�V�LPDJHV�DQG�ORJRV�VWDQG�RXW � ���� ���� �� ���� ����

9LHWUDYHO�V�PHVVDJH�LV�FOHDUO��FRQYH�HG � �� ���� ���� �� ����

People�can�easily��nd�information�about�Vietravel’s�
SURGXFWV�DQG�VHUYLFHV�RQ�WKH�ZHEVLWH

� ���� �� ���� ���� ����

9LHWUDYHO�DOZD�V�XSGDWHV�LQIRUPDWLRQ�DERXW�QHZ�
SURGXFWV�DQG�VHUYLFHV

��� ���� ���� ���� �� ����

,QIRUPDWLRQ�UHFHLYHG�IURP�9LHWUDYHO�V�ZHEVLWH�LV�
YDOXDEOH

� �� �� ���� �� ����

7KH�FRQWHQW�RI�DUWLFOHV�RQ�9LHWUDYHO�V�ZHEVLWH�LV�
DWWUDFWLYH�

��� �� ���� �� �� ����

[Source:�Results�generated�from�SPSS�software�in�the�author’s�research�program]

,Q� JHQHUDO�� WKH� FULWHULD� DERXW� WKH�

ZHEVLWH�DUH�UDWHG�E��FXVWRPHUV�DW�DQ�DYHUDJH�

OHYHO�� UHDFKLQJ� IURP������WR�������:KLFK�

LQIRUPDWLRQ� UHFHLYHG� IURP� 9LHWUDYHO�V�

ZHEVLWH� KDV� WKH� PRVW� IDYRXUDEOH� YDOXH��

ZLWK� DQ� DYHUDJH� YDOXH� RI� ������ 7KURXJK�

WKH� DQDO�VLV� GDWD�� WKH� QXPEHU� RI� YLVLWRUV�

WR�WKH�ZHEVLWH�WR�UHFHLYH�LQIRUPDWLRQ�DQG�

ERRN�WRXUV�LV� VWLOO�PRGHVW��7KHUHIRUH��WKH�

FRPSDQ�� QHHGV� WR�SD�� PRUH� DWWHQWLRQ� WR�

XSJUDGLQJ�DQG�GHYHORSLQJ� WKH�ZHEVLWH�WR�

DWWUDFW�PRUH�YLVLWRUV�

5HJDUGLQJ� FXVWRPHUV�� HYDOXDWLRQ�

RI� 9LHWWUDYHO�V� VRFLDO� QHWZRUNLQJ� VLWHV��

RXW�RI�����FXVWRPHUV�SDUWLFLSDWLQJ�LQ�WKH�

VXUYH��� ���� SHRSOH� KDYH� DFFHVVHG� DQG�

XVHG� 9LHWUDYHO�V� ZHEVLWH� �DFFRXQWLQJ� IRU�

��������DQG����SHRSOH�KDYH�QHYHU�XVHG�WKH�

FRPSDQ��V�ZHEVLWH��DFFRXQWLQJ�IRU�������

Table�4.2:�Customer�reviews�about�Vietravel’s�social�networking�site

(YDO�D�LR��&UL�HULD /HYHO�RI�FR�VH������
7KH�DYHUDJH�

YDO�H

� � � � �

You�can�easily��nd�Vietravel�social�networking�sites � ���� � �� �� ����

9LHWUDYHO�V�VRFLDO�QHWZRUNLQJ�VLWHV�KDYH�FRPSOHWH��XS�
WR�GDWH�DQG�DFFXUDWH�LQIRUPDWLRQ

� �� �� �� �� ����

9LHWUDYHO�V�VRFLDO�QHWZRUNLQJ�VLWHV�KDYH�VWDQGDUG�DQG�
HDV��WR�XQGHUVWDQG�DUWLFOHV

��� ���� �� ���� ���� ����

9LHWUDYHO�V�VRFLDO�QHWZRUNLQJ�VLWHV�KDYH�DWWUDFWLYH�DQG�
OLYHO��YLGHR�FOLSV

��� ���� ���� ���� ���� ����

<RX�FDQ�HDVLO��FRQWDFW�WKH�FRPSDQ��ZKHQ�QHHGHG ��� ���� �� �� �� ����

9LHWUDYHO�V�VRFLDO�QHWZRUNLQJ�VLWHV�KDYH�FRQWHQW�SRVWHG�
WKDW�PDWFKHV��RXU�VHDUFK�QHHGV

��� ���� �� ���� ���� ����

[Source:�Results�generated�from�SPSS�software�in�the�author’s�research�program]
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7KH� VWDWLVWLFV� VKRZ� WKDW� WKH�

VDWLVIDFWLRQ� OHYHO� RI� 9LHWUDYHO�V� VRFLDO�

QHWZRUNLQJ� VLWH� LV� MXVW� DERYH� DYHUDJH��

VOLJKWO�� UDQJLQJ� IURP� ����� WR� ������

�XVWRPHU� UHYLHZV� PDNH� LW� HDV�� IRU� WKH�

FRPSDQ��WR�VHH�DOO�WKH�IDFWRUV�WKDW�QHHG�

LPSURYHPHQW�� HVSHFLDOO�� WKH� SRSXODULW��

RI�9LHWUDYHO�V� SDJH� RQ� VRFLDO� QHWZRUNV�

DQG� WKH� DFFXUDF�� DQG� XUJHQF�� RI�

LQIRUPDWLRQ�

%��GLVWULEXWLQJ�VXUYH��TXHVWLRQQDLUHV�

WR� ���� FXVWRPHUV� SDUWLFLSDWLQJ� LQ� WKH�

VXUYH�������SHRSOH�KDYH�DFFHVVHG�DQG�XVHG�

9LHWUDYHO�V�PRELOH�DSSOLFDWLRQ��DFFRXQWLQJ�

IRU� �������� DQG� ��� KDYH� QHYHU� XVHG� WKH�

FRPSDQ��V� $SS� �DFFRXQWLQJ� IRU� ��������

$OWKRXJK�WKH�QXPEHU�RI�FXVWRPHUV�XVLQJ�

PRELOH� DSSOLFDWLRQV� LV� OHVV� WKDQ� RWKHU�

RQOLQH�PHDQV�� WKH� OHYHO�RI� VDWLVIDFWLRQ� LV�

KLJKHU��GHWDLOHG�LQ�7DEOH������

Table�4.3:�Customer�reviews�about�Vietravel’s�mobile�App

(YDO�D�LR��&UL�HULD /HYHO�RI�FR�VH������
7KH�DYHUDJH�

YDO�H
� � � � �

9LHWUDYHO�V�DSS�FRQWHQW�LV�VXLWDEOH�IRU��RXU�VHDUFK�QHHGV � ��� � �� ���� ����
9LHWUDYHO�V�DSS�IRUP�LV�OLYHO��DQG�DWWUDFWLYH � � ��� �� ���� ����
9LHWUDYHO�V�IHDWXUHV�DUH�VXLWDEOH�IRU��RXU�QHHGV � ��� ��� ���� ���� ����
9LHWUDYHO�V�$SS�IXOO��PHHWV��RXU�LQIRUPDWLRQ�QHHGV�
DERXW�WKH�FRPSDQ���SURGXFWV�DQG�VHUYLFHV

� � ��� ���� �� ����

<RX�FDQ�TXLFNO��FRQWDFW�WKH�FRPSDQ��ZKHQ�QHHGHG � ��� � ���� ���� ����

[Source:�Results�generated�from�SPSS�software�in�the�author’s�research�program]

� ,Q� JHQHUDO�� WKH� FULWHULD� IRU�

DVVHVVLQJ�WKH�OHYHO�RI�VDWLVIDFWLRQ�ZKHQ�

XVLQJ�9LHWUDYHO�V�PRELOH�DSSOLFDWLRQV�DUH�

TXLWH�KLJK�� UHDFKLQJ� IURP������ WR�������

,Q� SDUWLFXODU�� WKH� FULWHULRQ� �9LHWUDYHO�V�

$SS� IXOO�� PHHWV� �RXU� LQIRUPDWLRQ�

QHHGV�DERXW�WKH�FRPSDQ���SURGXFWV�DQG�

VHUYLFHV��LV�UDWHG�KLJK��ZLWK�DQ�DYHUDJH�

YDOXH�RI�������)URP�WKHUH��LW�VKRZV�WKDW�

9LHWUDYHO�V� $SS� LV� EHLQJ� DSSUHFLDWHG�

E�� FXVWRPHUV�� DQG� LV� RQH� RI� PDQ��

FRPPXQLFDWLRQ� FKDQQHOV� WKDW� SURPRWH�

its�mission�well,�proving� that� e�orts� in�

LQYHVWLQJ� LQ�DSS�GHYHORSPHQW�KDYH�KDG�

particular�e�ectiveness.

b.� Results� of� data� analysis� from�

in-depth� interviews� with� Vietravel’s�

O�����V��S� ���� ����������� �����

about� the� Company’s� online� marketing�

communication�activities

7KH� GDWD� FROOHFWHG� IURP� WKH� LQ�

GHSWK�LQWHUYLHZ�SURJUDP�ZLWK�9LHWUDYHO�V�

OHDGHUVKLS� DQG� PDQDJHPHQW� WHDP� DERXW�

WKH�SURJUHVV��FRQWHQW��WRROV��DQG�UHVRXUFHV�

RI� WKH� FRPSDQ��V� RQOLQH� PDUNHWLQJ�

FRPPXQLFDWLRQ� DFWLYLWLHV� WRGD�� ZHUH�

LQWHUSUHWHG�DQG�H�WUDFWHG�LQWR�PHDQLQJIXO�

LQIRUPDWLRQ�DV�IROORZV�

5HJDUGLQJ� WKH� FRQWHQW� RI�

FRPPXQLFDWLRQ� SODQQLQJ�� WKDQNV� WR�

the� detailed� identi�cation� of� the� target�

DXGLHQFH� DFFRUGLQJ� WR� JHRJUDSKLFDO�

ORFDWLRQ��WULS�SXUSRVH��DQG�GHPRJUDSKLFV��

9LHWUDYHO� KDV� HVWDEOLVKHG� D� FOHDU� DQG�

speci�c�communication�goal�that�it�wants�

WR� DFKLHYH�� 7KH� PHVVDJH� RI� 9LHWUDYHO�

VLQFH� LWV� HVWDEOLVKPHQW� LV� �9LHWUDYHO� �� D�

SURIHVVLRQDO�WUDYHO�RUJDQL�HU���,Q�DGGLWLRQ��

GXULQJ� LWV� RSHUDWLRQ�� WKH� FRPSDQ�� KDV�

GHSOR�HG� D� ORW� RI� RWKHU� FRPPXQLFDWLRQ�
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PHVVDJHV�� WKHVH� PHVVDJHV� DUH� EXLOW�

speci�cally� for� a� group� of� activities� or�

seasonal,�speci�c�campaigns.

5HJDUGLQJ� WKH� SURJUDPV� DQG� WRROV�

RI� RQOLQH� PDUNHWLQJ� FRPPXQLFDWLRQ�

LPSOHPHQWHG�� 9LHWUDYHO� XVHV� WKUHH� PDLQ�

FRPPXQLFDWLRQ� WRROV�� 6(2� VHDUFK�

HQJLQHV�� VRFLDO� QHWZRUNV�� DQG� PRELOH�

DSSOLFDWLRQV�� 7KH� FRPSDQ��V� RQOLQH�

PDUNHWLQJ� GHSDUWPHQW� KDV� LPSOHPHQWHG�

SURIRXQG� DQG� SUDFWLFDO� 6(2� DFWLYLWLHV��

The� company’s� virtual� o�ce� on� the�

LQWHUQHW� LV� WKH� ZHEVLWH�� DQ� HVVHQWLDO�

PDUNHWLQJ�WRRO�LQ�GHYHORSLQJ�WKH�9LHWUDYHO�

EUDQG��9LHWUDYHO�V�VRFLDO�QHWZRUNLQJ�VLWHV�

FRQVWDQWO�� XSGDWH� DOO� LQIRUPDWLRQ� DERXW�

QHZ� SURGXFWV�� SURGXFW� SURPRWLRQV� DQG�

LQIRUPDWLRQ�DERXW�SURPRWLRQV��7KH�PRELOH�

DSSOLFDWLRQ�SURYLGHV�FXVWRPHUV�IXOO�GHWDLOV�

RQ� QHZ� SURGXFWV� RU� UHODWHG� WKLQJV� DQG�

VHFXUH�SD�PHQW�

5HJDUGLQJ� UHVRXUFHV� IRU� RQOLQH�

PDUNHWLQJ� FRPPXQLFDWLRQ�� 9LHWUDYHO�

DOZD�V� IRFXVHV� RQ� WUDLQLQJ� KXPDQ�

UHVRXUFHV� WR� UHDFK� WKH� ZRUOG�� )RU�

PDUNHWLQJ� FRPPXQLFDWLRQ� DFWLYLWLHV��

9LHWUDYHO� UHJXODUO�� RUJDQL�HV� WUDLQLQJ�

FRXUVHV� DQG� SURPXOJDWHV� SROLFLHV�

WR� HQFRXUDJH� HPSOR�HHV� WR� LPSURYH�

their� employees’� quali�cations� and�

expertise�in�the��eld�of�online�marketing�

FRPPXQLFDWLRQ�WR�XSGDWH�QHZ�NQRZOHGJH�

WR� PHHW� FRPPXQLFDWLRQ� JRDOV�� 9LHWUDYHO�

KDV� IRFXVHG� RQ� EXLOGLQJ� PHWKRGLFDOO��

DQG� VWURQJO�� GHYHORSLQJ� WHFKQRORJ��

DSSOLFDWLRQV�� :LWK� D� ORQJ�WHUP� SODQ� DQG�

D�FOHDU�RULHQWHG�LQIRUPDWLRQ�GHYHORSPHQW�

URDGPDS�� WKH� HQWHUSULVH� KDV� LQYHVWHG� LQ�

V�QFKURQRXV� LQIUDVWUXFWXUH�� FRQWLQXRXVO��

LPSURYLQJ� WKH� LQIRUPDWLRQ� VHFXULW�� DQG�

VDIHW�� V�VWHP�� ,Q� DGGLWLRQ�� 9LHWUDYHO�V�

WHDP� RI� SURIHVVLRQDO� DQG� ZHOO�WUDLQHG�

IT� engineers� always� e�ectively� updates�

LQIRUPDWLRQ� WHFKQRORJ�� DSSOLFDWLRQV� LQ�

the��eld�of� travel.�The�budget� for�online�

PDUNHWLQJ� FRPPXQLFDWLRQ� DFWLYLWLHV� RI�

Vietravel� was� signi�cantly� invested,�

DFFRXQWLQJ�IRU�����RI�WKH�SUHYLRXV��HDU�V�

QHW�UHYHQXH��9LHWUDYHO�LQYHVWV�LQ�DOO�RQOLQH�

PDUNHWLQJ�FRPPXQLFDWLRQ�DFWLYLWLHV��VXFK�

DV� VHDUFK� HQJLQH� RSWLPL�DWLRQ�� GHVLJQ�

DQG� PDLQWHQDQFH� RI� ZHEVLWHV�� PRELOH�

DSSOLFDWLRQV�� VRFLDO� QHWZRUNV�� 33��

DGYHUWLVLQJ����

������VVHVVLQ���KH�RQOLQH��D�NH�LQ��

FR���QLFD�LRQ�DF�L�L�LHV�D���LH��D�HO�

4.3.1.�Achievements

7KH� PDLQ� PHVVDJH� WKDW� 9LHWUDYHO�

VHQGV� WR� FXUUHQW� FXVWRPHUV�� �9LHWUDYHO�

�� D� SURIHVVLRQDO� WUDYHO� RUJDQL�HU��� LV�

XQDPELJXRXV�DQG�FRQFLVH�

7KH� FRPSDQ�� GHSOR�V� QHZ� DQG�

XSGDWHG� WRROV� WR� FRPPXQLFDWH� IRU�

EXVLQHVVHV�� VXFK� DV� 6(2� ZHE�� 6RFLDO�

0HGLD�� VRFLDO� QHWZRUNV�� DQG� PRELOH�

DSSOLFDWLRQV�� 7KH� GHYHORSPHQW� RI� PHGLD�

FRQWHQW�LV�TXLWH�UHDVRQDEOH�DQG�KDUPRQLRXV�

EHWZHHQ� WKH� HOHPHQWV� RI� VRXQG�� FRORXU��

DQG�LPDJH����

+XPDQ� UHVRXUFHV� IRU� RQOLQH�

PDUNHWLQJ�FRPPXQLFDWLRQV�DW� WKH� �XSSHU�

OHYHO�� �� WKH� FRPSDQ�� OHYHO� KDYH� EHHQ�

LQYHVWHG�LQ�DQG�GHYHORSHG�E��WKH�FRPSDQ���

The� sta�� has� professional� quali�cations�

DQG� JRRG� VNLOOV�� 7KH� SODQQLQJ� RI� WKH�

FRPSDQ��V� FRPPXQLFDWLRQ� VWUDWHJ�� LV�

TXLWH� FOHDU�� 7HFKQLFDO� LQIUDVWUXFWXUH� DQG�

LQIRUPDWLRQ� VHFXULW�� IRU� FRPPXQLFDWLRQ�

DFWLYLWLHV� DUH� DGHTXDWHO�� LQYHVWHG��

%XGJHWLQJ�DW�����RI�UHYHQXH�LV�DOVR�KLJK�

IRU�FRPSDQLHV�LQ�WKH�VDPH�WRXULVP�VHFWRU�
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4.3.2.�Limitations�and�reasons

%HVLGHV� WKH� DERYH�PHQWLRQHG�

UHVXOWV�� 9LHWUDYHO�V� RQOLQH� PDUNHWLQJ�

FRPPXQLFDWLRQ�DFWLYLWLHV�DOVR�UHYHDO�VRPH�

OLPLWDWLRQV� WKDW� QHHG� WR� EH� RYHUFRPH��

QDPHO��

5HJDUGLQJ� WKH� FRQWHQW� RI� PHGLD�

SODQQLQJ�� 9LHWUDYHO�V� FXUUHQW� IRUPV� RI�

GHSOR�PHQW� QHHG� WR� EH� PRUH� GLYHUVH�

WR� DQDO�VH� WKH� PHGLD� FRQWH�W�� 7KH�

identi�cation� of� media� messages� is�

VWLOO� FKDRWLF� EHFDXVH� WKH� FRPSDQ�� KDV�

D� ORQJ� RSHUDWLRQ� KLVWRU��� DQG� UHTXLUHV�

EHWWHU� SODQQLQJ�� 9LHWUDYHO�V� FXVWRPHUV�

UHFHLYH� LQIRUPDWLRQ� IURP� PDQ�� VRXUFHV��

DQG� WKH� OLQH� EHWZHHQ� PDLQVWUHDP�

PHGLD� DQG� VRFLDO� QHWZRUNV� QHHGV� WR� EH�

clari�ed� for� businesses.� The� integration�

RI� FRPPXQLFDWLRQ� SURJUDPV� DQG� WRROV�

WR� FUHDWH� UHVRQDQFH� DFFRUGLQJ� WR� WKH�

LQWHJUDWHG� PDUNHWLQJ� FRPPXQLFDWLRQ�

DSSURDFK�KDV�QRW�EHHQ�LPSOHPHQWHG��HDFK�

SURGXFW� DQG� HDFK� FKDQQHO� KDV� D� GLVFUHWH�

VWUDWHJ��� PHVVDJH� DQG� FRPPXQLFDWLRQ�

PHWKRG��(DFK� RWKHU� KDV� QRW� EHHQ� OLQNHG�

DQG�KDV�QRW�FUHDWHG�VWUHQJWK��7KH�FRPSDQ��

QHHGV�WR�KDYH�DSSURSULDWH�RQOLQH�PDUNHWLQJ�

FRPPXQLFDWLRQ� HYDOXDWLRQ� FULWHULD��

%HVLGHV��WKH�HYDOXDWLRQ�H�SHQGLWXUHV�KDYH�

QRW�EHHQ�XVHG�V�QFKURQRXVO��

5HJDUGLQJ� SURJUDPV� DQG� RQOLQH�

PDUNHWLQJ� FRPPXQLFDWLRQ� WRROV�

LPSOHPHQWHG�� FXVWRPHUV� FDQ� RQO�� VHH�

9LHWUDYHO� ZHEVLWH� LQIRUPDWLRQ� ZKHQ�

W�SLQJ� WKH� NH�ZRUGV� �9LHWUDYHO��� ,Q�

DGGLWLRQ�� WKH� FRPSDQ�� KDV� QRW� IRFXVHG�

RQ� FRPPXQLFDWLRQ� FKDQQHOV� WKURXJK�

VRFLDO� QHWZRUNV�ZLWK� WKH� LPSOHPHQWDWLRQ�

PHWKRG��.H��2SLQLRQ�/HDGHUV�DQG�GLJLWDO�

creators.� It� is� a� very�e�ective�method�of�

FRPPXQLFDWLRQ� DQG� LV� VXLWDEOH� IRU� WKH�

WRXULVP� LQGXVWU��� DV� WRXULVWV� RIWHQ� OHDYH�

EHKLQG� SKRWRV� DQG� YLGHRV� DW� WRXULVW�

DWWUDFWLRQV�

5HJDUGLQJ� UHVRXUFHV� IRU� RQOLQH�

PDUNHWLQJ� FRPPXQLFDWLRQ�� DOWKRXJK� WKH�

QXPEHU�RI�HPSOR�HHV�DW�9LHWUDYHO�LV�TXLWH�

ODUJH�� WKH� QXPEHU� RI� HPSOR�HHV� ZLWK� D�

GHHS� XQGHUVWDQGLQJ� RI� RQOLQH� PDUNHWLQJ�

FRPPXQLFDWLRQV� VWLOO� QHHGV� WR� EH� PRUH�

PRGHVW�� 7KH� FRPSDQ�� ZLOO� VSHQG� D� ORW�

of� time� �nding� and� training� personnel�

IRU� WKLV� DFWLYLW��� :HEVLWHV� VWLOO� DSSHDU�

ZHEVLWHV�LPSHUVRQDWLQJ�9LHWUDYHO�WR�VFDP�

UHFUXLWPHQW�DQG�EXVLQHVV�FRRSHUDWLRQ�DQG�

VHOO� SRRU� TXDOLW�� SURGXFWV� DQG� VHUYLFHV��

directly� a�ecting� Vietravel’s� personnel�

DQG�SRWHQWLDO�FXVWRPHUV���HWHUPLQLQJ�WKH�

PHGLD�EXGJHW�EDVHG�RQ�WKH�SUHYLRXV��HDU�V�

UHYHQXH� LV� LQDGHTXDF��� )LUVWO��� LW� LV� D�

PHWKRG�EDVHG�RQ�SDVW�UHVXOWV��ZKLOH�IXWXUH�

EXVLQHVV� JRDOV�� 6HFRQGO��� WKH� WRXULVP�

industry� is� too� heavily� a�ected� by� the�

�RYLG���� HSLGHPLF�� +HQFH�� WKH� UHYHQXH�

LQ� WKH� �HDUV� ����� WR� ����� LV� WRR� ORZ�� ,I�

EDVHG� RQ� WKH� SUHYLRXV� �HDU�V� LQFRPH� WR�

GHWHUPLQH� WKH� FRPPXQLFDWLRQ� EXGJHW�

IRU� WKH� IROORZLQJ� �HDU�� FRPPXQLFDWLRQ�

activities�will�decrease�in�e�ectiveness.

��� 6RO��LR�� IRU� R�OL�H�PDUNH�L�J�

FRPP��LFD�LR��DF�LYL�LHV�D���LH�UDYHO

To� increase� the� e�ectiveness� of�

FRPPXQLFDWLRQ� SODQQLQJ�� 9LHWUDYHO�

needs�to�have�some�speci�c�solutions,�as�

PHQWLRQHG�EHORZ��)RU�WKH�RQOLQH�PDUNHWLQJ�

FRPPXQLFDWLRQ� SODQQLQJ� SURFHVV�� WKH�

FRPSDQ��QHHGV� WR�GLYHUVLI�� WKH� IRUPV�RI�

LQIRUPDWLRQ� FROOHFWLRQ� WR� HQVXUH� WKDW� WKH�

FRPPXQLFDWLRQ�JRDOV�DUH�DOZD�V�DFFXUDWH��

EXLOG�D�V�VWHP�RI�VWDQGDUGV�IRU�PHVVDJHV��
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DQG� FOHDUO�� GLVWLQJXLVK� WKH� FRPSDQ��V�

JHQHUDO�VWDWHPHQW�DQG�WKH�PHVVDJH�IRU�HDFK�

SURGXFW�� HDFK� FDPSDLJQ�� LPSOHPHQWLQJ�

LQWHJUDWHG� FRPPXQLFDWLRQ� E�� D� V�VWHP�

of�well-de�ned�communication�plans�and�

JRDOV��EXLOGLQJ�XSOLQH�FRPPXQLFDWLRQ�DQG�

ORJLFDO�GRZQOLQN�FRPPXQLFDWLRQ��GHYHORS�

and� implement� uni�ed� communication�

HYDOXDWLRQ�FULWHULD�

)RU� RQOLQH� PDUNHWLQJ��

FRPPXQLFDWLRQ� WRROV� DQG� FRQWHQW� QHHG�

WR� EH� RSWLPL�HG�� )LUVWO��� H�SDQG� WKH�

VFRSH�RI�FRPPXQLFDWLRQ�DQG�UHDFK�WDUJHW�

FXVWRPHUV�� )RU� H�DPSOH�� RQ� WKH� ZHEVLWH�

WUDYHO�FRP�YQ��WKHUH�VKRXOG�EH�D�ODQJXDJH�

VHOHFWLRQ� IXQFWLRQ� EHFDXVH� WKH� QXPEHU�

RI� IRUHLJQ�FXVWRPHUV� LQ�9LHWQDP� LV�TXLWH�

ODUJH��7KH� IDFW� WKDW� WKH�ZHEVLWH� GRHV�QRW�

KDYH� D� PXOWL�ODQJXDJH� IXQFWLRQ� DOVR�

makes� it� di�cult� for� foreign� customers�

LQ� WKH� VKRSSLQJ� SURFHVV�� 0RUHRYHU��

WKH� SULFH� GLVSOD�HG� RQ� WKH� ZHEVLWH� FDQ�

EH� FRQYHUWHG� LQWR� D� IRUHLJQ� FXUUHQF��

FRUUHVSRQGLQJ� WR� WKH� ZHEVLWH� ODQJXDJH��

6HFRQGO��� WKH� FRPSDQ�� VKRXOG� SD��

DWWHQWLRQ�WR� WKH� VHPDQWLFV� DQG�UDWLRQDOLW��

RI�NH�ZRUGV�ZKHQ�SODFLQJ�WKHP��%HVLGHV��

LW� LV� QHFHVVDU�� WR� EUHDN� XS� WKH� NH�ZRUG�

SKUDVH� LQWR� PDQ�� VPDOOHU� FOXVWHUV� DQG�

SXW� WKHP� VFDWWHUHG� LQ� WKH� DUWLFOH� FRQWHQW�

because�search�engines�prioritize��ltering�

HDFK� NH�ZRUG� RYHU� WKH� ZRUGV�� 7KLUGO���

FRPELQH� NH�ZRUG� SKUDVHV� EHFDXVH� LW� LV�

KDUG� WR�NQRZ�ZKLFK�NH�ZRUGV�XVHUV�ZLOO�

FKRRVH�� 7KH� FRPELQDWLRQ� RI� NH�ZRUG�

SKUDVHV� ZLOO� KHOS� WKH� XQXVHG� NH�ZRUGV�

VWLOO�EH�IRXQG�E��WKH�VHDUFK�HQJLQHV��7KH��

DUH�H�SOLFLWO��FRPELQLQJ�WKH�WZR�NH�ZRUG�

SKUDVHV��WRXULVP��DQG��HFRORJ���LQWR�RQH�

WHUP��HFRWRXULVP���7KH�NH�ZRUG�SKUDVHV��

DIWHU� FRPELQLQJ�� FDQ� EULQJ� D�ZKROH� QHZ�

SKUDVH�RU�LQGLYLGXDO�SKUDVHV�RU�RGG�ZRUGV�

LQWR� WKH� DUWLFOH�� )RXUWK�� XVLQJ� YDOXDEOH�

OLQN� FRQQHFWLRQV�� PRVW� VHDUFK� HQJLQHV�

UDQN�UHVXOWV�E��PHDVXULQJ�WKH�TXDOLW��DQG�

TXDQWLW��RI�ZHEVLWHV�WKDW� OLQN�WR�D�KLJKO��

UDWHG� ZHEVLWH�� )RU� H�DPSOH�� SXW� WKH� OLQN�

DW�� WXRLWUH�FRP�� 9QH�SUHVV�QHW�� GDQWUL�

FRP�YQ���LQJ�FRP�YQ�����

1H�W�� WKH� FRPSDQ�� QHHGV� WR�

LQFUHDVH� WKH� XVH� RI� 0DUNHWLQJ� WKURXJK�

VRFLDO� QHWZRUNV��(QJDJH� DQG� H�SDQG� WKH�

FRPPXQLW��RI� XVHUV� YLD� VRFLDO� PHGLD� E��

LQYLWLQJ� GLJLWDO� FUHDWRUV�� .H�� 2SLQLRQ�

Leaders�who�are�in�uencers�in�a�speci�c�

�eld,�and�people�who�have�many�fans�on�

social�networks.�This�solution’s�bene�t�is�

H�SDQGLQJ� WKH� EUDQG�� LQFUHDVLQJ� UHYHQXH�

TXLFNO�� DQG� VDYLQJ� WLPH� DQG� PDUNHWLQJ�

FRVWV�� $ORQJ� ZLWK� WKDW�� PRQLWRULQJ�

IHHGEDFN� ZLWK� WKH� XVHU� FRPPXQLW��

FRQWLQXRXVO�� IRU� ZD�V� WR� DGMXVW� RU�

UHRULHQW�EHFDXVH�XVHUV�FDQ�FUHDWH�FRQWHQW�

DFFRUGLQJ�WR�WKHLU�RZQ�RSLQLRQV�RU�ZLWKRXW�

FRQWURO��VR�WKH��RQWHQW�IURP�XVHUV�PD��EH�

QHJDWLYH�RU�QRW�LQ� OLQH�ZLWK� WKH�GLUHFWLRQ�

RXWOLQHG� E�� WKH� FRPSDQ��� ,QFUHDVLQJ� WKH�

QXPEHU�RI�SDUWLFLSDWLQJ�PHPEHUV�LV�DOVR�D�

KHOSIXO�VROXWLRQ�E��FKRRVLQJ�D�UHDVRQDEOH�

IUHTXHQF�� RI� SRVWLQJ� LQIRUPDWLRQ� IRU�

WKH� SDJH�� DYRLGLQJ� FDXVLQJ� GLVFRPIRUW�

E�� SRVWLQJ� WRR� PDQ�� VWRULHV� LQ� D� GHQVH�

PDQQHU�RU�QHZV�ZLWK�REMHFWLRQDEOH�FRQWHQW�

XQVXLWDEOH�IRU�WKH�FKDQQHO�V�FULWHULD�

7KH� FRPSDQ�� VKRXOG� KDYH� WKH�

VROXWLRQV�IRU�UHVRXUFHV�IRU�FRUSRUDWH�RQOLQH�

PDUNHWLQJ� FRPPXQLFDWLRQV�� 5HJDUGLQJ�
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KXPDQ�UHVRXUFHV��9LHWUDYHO�QHHGV�WR�UDLVH�

DZDUHQHVV�RI�WKH�LPSRUWDQW�UROH�RI�RQOLQH�

PDUNHWLQJ� FRPPXQLFDWLRQV�� IURP� VHQLRU�

PDQDJHPHQW� WR� HPSOR�HHV�� $ORQJ� ZLWK�

WKDW��UHJXODUO��RUJDQL�H�GLDORJXHV�EHWZHHQ�

PDQDJHPHQW� DQG� PDUNHWLQJ� GHSDUWPHQW��

DV� ZHOO� DV� XSGDWH� RQOLQH� PDUNHWLQJ�

FRPPXQLFDWLRQ�SURJUDPV�RI�WKH�HQWHUSULVH�

EHLQJ�GHSOR�HG�WR�RWKHU�GHSDUWPHQWV�ZLWKLQ�

the� enterprise� to� prove� the� e�ectiveness�

RI� RQOLQH� PDUNHWLQJ� FRPPXQLFDWLRQ� LQ�

EXVLQHVV� DFWLYLWLHV�� $ERXW� WHFKQRORJ���

FRPPXQLFDWLRQ� WHFKQLTXHV�� )LUVWO��� LW� LV�

QHFHVVDU�� WR� LPSURYH� WKH� LQIRUPDWLRQ�

WHFKQRORJ�� LQIUDVWUXFWXUH� IRU� 9LHWUDYHO��

,PSURYLQJ� WKH� TXDOLW�� RI� DQ� HQWHUSULVH�V�

LQIRUPDWLRQ�WHFKQRORJ��LQIUDVWUXFWXUH�LV�D�

WRS�JRDO�LQ�WKH�FXUUHQW�SHULRG��,W�ZLOO�KHOS�

FXVWRPHUV� VHFXUH� LQIRUPDWLRQ�DQG�� DW� WKH�

VDPH� WLPH�� EULQJ� UHVXOWV� IRU� EXVLQHVVHV�

LQ� SURPRWLQJ� LPDJH� DQG� UHSXWDWLRQ� DQG�

FRPSHWH� ZHOO� LQ� WKH� PDUNHW�� 1H�W� LV� WR�

VWUHQJWKHQ� QHWZRUN� VHFXULW�� VROXWLRQV��

(QVXULQJ�LQIRUPDWLRQ�VHFXULW��LV�QRW�RQO��

WKH� UHVSRQVLELOLW�� RI� WKH� WHFKQLFDO� WHDP��

7KHUHIRUH��9LHWUDYHO�ZLOO�QHHG�WR�XSJUDGH�

HTXLSPHQW�� VRIWZDUH��DQG� WRROV�UHODWHG�WR�

WKH�QHWZRUN�V�VWHP�DQG�ZHEVLWH��EXLOGLQJ�

D� FRPSUHKHQVLYH� VHFXULW�� SROLF�� IRU� WKH�

FRPSDQ�� DQG� FXVWRPHUV� LQ� ERWK� SUHVHQW�

DQG�IXWXUH�

5HJDUGLQJ� WKH� PHGLD� EXGJHW��

9LHWUDYHO�VKRXOG�FKDQJH�WKH�GHWHUPLQDWLRQ�

RI�WKH�PHGLD�EXGJHW��,QVWHDG�RI�EDVLQJ�RQ�

WKH�SUHYLRXV��HDU�V�UHYHQXH��WKH�FRPSDQ��

VKRXOG� SHUIHFW� WKH� PHWKRG� RI� XVLQJ� WKH�

PHGLD� EXGJHW� DFFRUGLQJ� WR� WKH� WDUJHW�

revenue.� It� requires� marketing� sta�� to�

GHYHORS�D�PHGLD�EXGJHW�E��LGHQWLI�LQJ�WKH�

WDVNV�WKDW�PXVW�EH�SHUIRUPHG�WR�DFKLHYH�WKH�

DERYH�REMHFWLYHV��GHWHUPLQH�WKH�EXVLQHVV�V�

JRDOV�� DQG� HVWLPDWH� WKH� FRVW� WR� FRPSOHWH�

WKRVH�WDVNV�
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