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Campaign 
Highlight

English name

Fado - Communication Campaign 2020: Branding Awareness

Vietnamese name

Fado - Chiến dịch Truyền thông 2020: Đẩy mạnh nhận diện thương hiệu

Abbreviation: #Fado, #ecommerceplatform, #globaltrade, #branding, #heroisFado
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Theories 

Branding Awareness

Communication Campaign

Analysis & Model

PESTEL SWOT AIDA SMART MASLOW
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Company overview

📌 HCMC

2014
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Company 
overview
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Company 
overview

America, Japan, Germany, 
England, Australia,... Vietnam
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VISION
Vietnam's No. 1 cross-border 
e-commerce site

VISION, MISSION, CORE VALUE

MISSION
provides Vietnamese consumers 
the tools to shop for goods from 
global websites with an intelligent 
platform

CORE VALUE
High fashioned + Quality assurance 
+ Unlimited = Cross the border
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BRAND IDENTITY

LOGO

MASCOT

SLOGAN
“Sống đúng điệu,
dùng hàng hiệu”

USP
● Real-time tracking price
● The price you see is the price you pay
● Assured shopping, clearing risks
● Quality, original products
● Products imported through official 

channel
● Fado Outlet
● Global free shipping
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USP
Real-time price tracking tool
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USP
Fado Outlet
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Fado’s potential products categories

Health care Technology Perfume Mom&Baby

Fashion Beauty care Game Sport

Focus on promoting these categories because these 
are what Fado has the products’ strength of the 

number and the needs of customers are increasing.
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DEVELOPMENT
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Current situation - Competitors analysis - 
Brand positioning - SWOT - Customer's insight
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Politic
al

COVID-19 crisis’ impact

Economic

Social

Technological

Environmental

Le
ga

l

Inflation, taxes, unemployment, 
and the recession

Legal framework

Age, race, income, etc Its influence on the 
buyer’s choices

Customers’ behavior
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Carried-hand store Carried-hand shopping website

Goods-exchange group Purchase foreign good service 
website
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G
Quality

Price

Hand-carried goods 
exchange group

Hand-carried stores on 
e-commerce sites

Hand-carried goods 
stores

Website with 
branded products, 

hand-carried goods
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STRENGTHS WEAKNESSES

OPPORTUNITIES THREATS
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56%
Vietnamese willing to spend 
money for brand products, 
ranked 3rd in the world 
 

Source: Nielsen 2018
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USA
Japan
Korea
 

are 3 most popular countries 
for carried-hand products.

(Source: Vinaresearch 2013 & Q&Me 2016)
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(Source: Q&Me 2019)

Shopping trends on smartphone of Vietnamese becoming more popular

63%
Users 

47%
Users

> 

Online-shopping apps on 
smartphone development is 

inevitable for all big E-commerce 
websites

Prefer smartphone 
as a device for 

online-shopping

Using available 
apps on 

smartphone 
for searching 
and ordering 

products. Only 
16% use Web 

browsers.
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(Source: Nielsen 2020)

Health become the top concern in Vietnam

The effect of Covid-19 on consumers’ 
trends in Vietnam

49% Vietnamese consumers ranked health 
issues as the first concern, leading 
countries in the world.

E-commerce is associated with 
shopping-behavior after Covid-19 (63% 
consumers continued shopping online more 
often)

> 
Milk products, dietary 

supplements are one of 
the most 

bought-product 
categories in Fado
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(Source: Adsota)

Internet 6h42m

Social media 2h33m

TV, video-on-demand stream 2h13m

Listen and stream to online music 1h11m

Time that Vietnamese people spend on mass media
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PROJECT
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Current - Proposed
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 Website 
 Mainly

 Instagram
~40 Followers

Facebook Fanpage
40k Likes

Group “Xóm Sành Điệu”
4 Members

THE CURRENT PROJECT
Before the campaign, Fado didn't do much on branding for company, only run ads products.

TikTok
16 Followers

Youtube
350 Subs
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THE 
PROPOSED 
PROJECT
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MARKETING OBJECTIVES 

AIDA MODEL

Desire
D

Action
A

Interest
I

Awareness
A
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SMART
OBJECTIVE

Specific
S

Attainable
A

Measurabl
e

M
Relevant

R
Timely

T
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200% 
increase
~ 2,376,872 visits

50% 
increase
~1,462 orders

10 million 
views
Total engagement

compared to the average of 

the first 6 months
SALES

WEB

VIRAL VIDEO
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SOCIAL MEDIA

Channel Form Traffic for Fado’s 
Website

Total Engagement 
(reaction, comment, share, view, 

click)
Reach/Impression

YouTube

Organic 7,131 713,062 1,426,123

Paid ads 4,754 475,374 950,749

Facebook

Organic 17,827 1,782,654 17,826,540

Paid ads 29,711 2,971,090 29,710,900

Hot Fanpage 
booking Organic 47,537 6,179,867 61,798,672
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Channel Form Traffic for 
Fado’s Website

Total Engagement 
(reaction, comment, share, 

view, click)
Reach/Impression

PR booking Organic 5,942 118,844 ...

Press ads Paid ads 5,942 6,602 3,961,453

Channel Form
Traffic for 

Fado’s 
Website

Total Engagement 
(reaction, comment, share, 

view, click)
Reach/Impression

KOLs Organic 261,456 2,614,559 ~4,5M

PR 
-

PRESS

KOLs

33



Target Customers Interested categories

Female - Age: 20-25
·         Perfume.
·         Fashion.
·         Game.

Female - Age: 25-45, single

·         Perfume.
·         Health care.
·         Fashion.
·         Beauty care.

Female - Age: 25-45, married

·         Mom&Baby.
·         Health care.
·         Beauty care.
·         Fashion.

Male - Age: 20-45

·         Technology.
·         Sports.
·         Fashion.
·         Game

T
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S
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Female - Age: 25-45, single

● Average income (above 20 million), 
financially independence

● Occupation: white-colored.
● Live/work in big cities.
● Focus on personal needs.
● Often look up for products at work 

when there is free time.

Female - Age: 20-25

● Born to well-off families
● Live/study/work in urban areas/big 

cities.
● Be technophiles, follow the latest 

trend and e-commerce favored.
● Usually surfing websites, being online 

at any time of the day.
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Male - Age: 20-45

● Average income (above 20 million)/born in 
a well-off family.

● Occupation: white-collared or student
● Live/study/work in urban areas/big cities
● Passionate and have a great interest in 

technology products, electronics and 
sports.

● Habits: surf the web at any time of the day.

Female - Age: 25-45, married

● Average income (above 20 million)/born 
in a well-off family.

● Occupation: white-collared.
● Live/work in urban areas/big cities.
● Tends to focus on the needs of children 

and health care for family members, 
personal care (if financially ample)

● Habits: Often look up for products at 
work when there is free time.
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CAMPAIGN MESSAGE

Aiming at customers' worries during COVID-19, with restricted entertainment and shopping activities, Fado 
wants to affirm to customers the USP of a cross-border E-commerce platform, helping customers to 
overcome the COVID-19 social distancing, in order to be able to purchase genuine international legal 
products with the most peace of mind (shopping around the world, no worries about COVID).
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Tagline through Campaign: “Hàng hiệu gì khó? Đã có Fado”

Hashtag: #Fado #FadoVietnam #HeroisFado
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Campaign Proposition

Our team mainly 
focus on Viral Clip, 
PR, KOLs, Social 
Media and 
Online/Offline Ads
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COMMUNICATION CAMPAIGN

Phase 1: Prime Day + Hero is Fado: September to November
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COMMUNICATION CAMPAIGN

Phase 2: November to December
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Media channels

Owned Media Paid Media Earned media

Facebook
- Fanpage
- Group “Xóm hàng hiệu”

Facebook
- Ads
- Hot Fanpage

Facebook shares

Instagram & Tiktok PR PR reup

Owned Website
- Fado.vn
- Fado blog

KOLs KOLs

YouTube Customers
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Boundaries

Phrase 1 Phrase 2

Increase Awareness -
Brand Position

Increase interaction -
Boost sales

·   Communication for consumers to 
know about Fado.vn.

·   Positioning Fado as Vietnam’s 
leading e-commerce channel for 
international brands and high-quality 
products.

·   Increase sales from new customer 
sources.

·   Attract traffic and transactions on 
website Fado.vn.

·   Maintain regular consumer 
interaction with the brand.

·   Increase sales.
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Action Content Cost* (VND)

Advertising 1.260.000.000

Viral video 630.000.000

Key visual design 52.500.000

PR 210.000.000

Advertising on the online newspaper 
system 105.000000

GDN (Ads optimized impressions) 105.000000

Social Media Marketing 1.102.500.000

KOLs 472.500.000

Hot fan page 262.500.000

Facebook AD 210.000.000

YouTube AD 210.000.000

Costs incurred 105.000.000

Total 2.362.500.000 44
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Pre- production

September 2020
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Key visual 
& Viral Clip

Timeline
Outfit

Photoshoot

Viral clip
Kols
PR
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October

W1 W2 W3 W4

... ... 19 ... 23 ... ... 27 28 ...

Prime Day Hero is Fado

  Photoshoot  Photoshoot   Viral Clip Filming  

September

W3 W4

... 22 ... 25 ... 28 29 30 ...

Pre-production

 Talents list  Detail script  Storyboard Shooting list Costume  
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Figure 11 - Final SketchFigure 10 - First Sketch

The final design of Fado hero’s customs was on 26th Dec
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Figure 12 - Real costume

 On the 15th Oct, the costumes were finally done by G’DAM SHOP
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Starberry Orion
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STORYBOARD

● Mood & tone:
○ Luxurious, fashionable, colorful;
○ Fast tempo, fascinated by pictures and 

catchy music.

● Cinematography:
○ Cameras moves quickly, continuously 

changing the scene, attracting the 
attention of the viewer;

○ Use a wide angle to show the character's 
context;

○ Transition with tricks, creating seamless;
○ Cine-lighting with high-contrast, each 

character had her/his own color.

SCENES
87
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MUSIC & CHOREOGRAPHY

LYRICS

Tôi mua hàng rất mau!
Anh, Úc, Mỹ, Đức... bất cứ đâu
Chính hãng nên không phải lo
Vì đã có Fado!

Săn sale vừa thấy đây...
Sẽ ship ngay đến tay luôn 
này!
Không lo sợ rủi ro!
Vì đã có Fado!

Rất minh bạch đủ các chứng từ...
Không cần đắn đo, do dự!
Web nước ngoài, thoải mái tiêu xài...
Vì đã có Fado!

The choreography lasted about 30s with simple and trendy move from TikTok and K-pop, also represented 
featured image from Fado: pushing carts, driving car, surfing website, Black Pink “Kill this love” Dance move, 
playing guitar...
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29
KOLs

18
KOLs
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PRIME DAY

Articles

BLACK FRIDAYHERO IS FADO

5
Articles
6

Articles
6

PR
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Production

October & November 
2020
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October November December

W1
5/10 W2 W3 W4 W1

2/11 W2 W3 W4 W1
30/11 W2

Prime Day Hero is Fado Black Friday Maintain
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Action Content Cost* reality (VND)
not VAT include

% with
tentative budget

Advertising 663,411,000

Viral video 525.000.000 83,33%

Communication photo set 18.900.000

92%
Key visual design 29.400.000

PR 90.111.000 42.91%

Social Media Marketing 1.122.636.233

KOLs 230.968.500 48.89%

Hot fan page 198.544.500 72,36%

Facebook AD 55.891.253,25

89.85%
YouTube AD 280.683.480

AdMicro AD 125.023.500

Google AD 104.475.000

Cooperation with Vgaming 127.050.000

Total 1.786.047.233 75.56% 58
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October 2020

Mon Tue Wed Thu Fri Sat Sun Mon Tue Sun

5 6 7 8 9 10 11 12 13 14 

Week 1 Week 2

Zing News

Ngôi sao

VnExpress

Kenh14

Tinhte
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October 2020

Mon Tue Wed Thu Fri Sat Sun Mon Tue Sun

5 6 7 8 9 10 11 12 13 14 

Week 1 Week 2

Nguyễn Phong Việt

Châu Giang

Chi Sally

Hồ Liên

Nguyễn Đan Lan
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 October November December

W3 W4
W1

2/11
W2 W3 W4

W1
30/11

W2

Hero is Fado Black Friday Maintain

KV 19        

PR         

KOLs         

Viral Clip  27-28       

Dance Cover Challenge         

Series Parody         

Hero-Shipper         

Ad Online         
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Main KV
67



K
V

Other KV
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PR

November 2020

Mon Tue Wed Thu Fri Sat Sun Mon Tue Wed Thu Fri Sat Sun

9 10 11 12 13 14 15 16 17 18 19 20 21 22

Week 2 Week 3

24h

CafeF

Kenh14

Ngôi sao

AFamily

Earned   7 5     2   5   
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VIRAL CLIP
November 2020

M T W T F S S M T W T F S S M T W T F S S

2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22

Week 1 Week 2 Week 3

Owned 
Media

                     

Facebook 
Fanpage

                     

YouTube                      

TikTok                      

Instagram                      

Paid 
Media
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VIRAL CLIP
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DANCE COVER CHALLENGE
November 2020  

T W T F S S M T W T F S S M T W T F S S M T W

10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 1 2

Week 2 Week 3 Week 4 Week 1

Fado                        

Fan page + Group                        

Instagram + TikTok                        

VGaming                        

Interactions/
Participations                        
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DANCE COVER CHALLENGE
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SERIES PARODY VGAMING
November 2020

M T W T F S S M T W T F S S

9 10 11 12 13 14 15 16 17 18 19 20 21 22

Week 2 Week 3

Fado               

Facebook Fanpage               

VGaming               

Facebook               

TikTok               
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POST-PRODUCTION

Evaluation - Summary
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EVALUATION

POSITIVE POINTS

NEGATIVE POINTS

● Some activities have not been as 
successful as expected.

● Actual implementation timeline is 1 
week later than expected.

● The internal communication activities 
associated with the campaign are still 
weak.

● The campaign used a lower total 
budget than expected.

● Fado's brand become more popular. 
● The traffic metrics continued to be 

maintained at a significantly higher 
level.

● Create resonance in both branding and 
sales.

● Teamwork is fast and effective.
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KPI - PRIME DAY

Session

2,252
Reach

134.5K

Users

1,797

Total of traffic

78



K
P

I 
- 

P
R

IM
E

 D
A

Y

No. Content Data

1 Number of PRs 05

2
Total of visits and engagements to 
Fado’s Website

1,199 users - 1,520 sessions 
(only with link tracking)

PR
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KOL

No. Content Facebook Instagram

1 Number of KOLs 5

2 Posts on each channel 3 2

3

Total of interactions 10.8K likes, 458 comments, 8 shares

Interactions on each channel
4.9K likes

458 comments
8 shares

5.9K likes

4
Total of reach ~112K

Reach on each channel ~52K ~60K

5 Total of visits and engagements to Fado’s Website 574 users, 675 sessions
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650K
TOTAL NUMBER OF INTERACTIONS

⬆ 60%
NUMBER OF USERS ACCESS DIRECTLY

⬆ 54%
TOTAL NUMBER OF SEARCH ABOUT FADO

46.2M
TOTAL NUMBER OF ACCESSORIES

9.8 M
GENERAL VIEW OF VIRAL VIDEO
(full + cut version)

1.16 M
NUMBER OF NEW USER ACCESS TO FADO WEBSITE
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DANCE COVER CHALLENGE

VIEW: 52.8K
REACTION: 15,244
COMMENT: 3,228
SHARE: 1,783

VIEW: 332.4K
REACTION: 21,117
COMMENT: 140
SHARE: 42

385.2k 
Views

36,361 
Reactions

3,368 
Comments

1,825 
Shares
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SERIES PARODY

Number: 8 Clips
Post on channel: 12 posts

Number: 8 Clips
Post on channel: 16 posts

400K 
Views

23K
LIKES

401 
Comments

179
 Shares

324K
Reach

Number: 8 Clips
Post on channel: 4 posts
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CREDITS: This presentation template was created by Slidesgo, including icons by Flaticon, 
and infographics & images by Freepik and illustrations by Stories

THANKS

Do you have any questions?

fado.vn

89

http://bit.ly/2Tynxth
http://bit.ly/2TyoMsr
http://bit.ly/2TtBDfr
https://stories.freepik.com/rafiki/?utm_source=slidesgo_template&utm_medium=referral-link&utm_campaign=sg_resources&utm_content=stories#FF4094

