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Chll’()'llg 1. Téng quan Vé marketing — Chapter 1. An overview of

marketing

Muc tiéu chwong — Chapter objectives
* Phan bi¢t nhu cau, mong mudn, cau; giai thich gia tri, chi phi, su thoa man, trao doi va
thi truong; tinh quy moé cau c6 kha nang thanh toan va gia tri danh cho khach hang.
Distinguish needs, wants and demands; explain value, cost, satisfaction, exchange and
markets, compute effective demand and customer delivered value.

« Néu dinh nghia marketing ciia Kotler va cia AMA; so sanh nim quan diém quan tri
marketing.
State the Kotler and AMA definitions of marketing, compare the five marketing management
orientations.

* Trinh bay qué trinh marketing R — STP — MM — I — C; muc tiéu, nguyén tac, vai tro,
churc nang ciia marketing; marketing — mix 4P va 4C.
Describe the R — STP — MM — I — C marketing process, the goals, principles, roles and
Sfunctions of marketing; the 4P marketing mix and the 4C model.

* Nhan di¢n marketing xanh gia mao, quang céo sai su that, khai thac dir liéu ca nhan va
can cu phép ly Viét Nam dang c6 hi¢u luc nam 2026.
Recognise greenwashing, false advertising and personal data exploitation, and the
Vietnamese legal rules in force in 2026.

* Poc s6 liu thi truong Viét Nam di cong bd vé ban 1é va thuong mai dién tir; néu cac
xu huéng marketing s6, dir liéu, Al va pht trién bén viing.
Read published Vietnamese retail and e-commerce data; outline trends in digital marketing,
data, Al and sustainability.

1.1. Nhu cau, mong muon va cau — Needs, wants and demands

Tinh hudng dung xuyén chuong: Céng ty TNHH Tra Van Khé 6 Lam Dong, 45 lao
dong, san xuét tra thao moc (atis0, hoa cuc, cé ngot) dang tui loc tir nam 2018, ban qua
cho dau mdi, dai ly tap hoa va mot gian hang trén san thuong mai dién tir. Nam 2026
cong ty chuan bi dua ra dong tra dong chai 350 ml khong duong cho nguoi di lam &
TP.HCM. M&i muc duéi day ap khai niém vao quyét dinh ctia Van Khé.

Running case for the chapter: Vin Khé Tea Co., Ltd. in Lim Pong, 45 staff, has made herbal
tea bags (artichoke, chrysanthemum, stevia) since 2018, sold through wholesale markets,
grocery agents and a store on an e-commerce marketplace. In 2026 it is preparing a 350 ml
unsweetened bottled tea line for working adults in Ho Chi Minh City. Each section below applies
the concepts to Van Khé’s decisions.

Marketing bat dau tir con ngudi va nhiing gi ho thiéu. Ba khai niém can tach bach: nhu
cau 1 trang thai thiéu hut; mong mudn 13 cach cy thé con ngudi mudn lap chd thiéu do;
cau 1a mong muén duoc bao dam bang kha ning va su san sang chi tra. Cling mot nhu
cau giai khat, ngudi ndy mudn tra d4 via hé, ngudi kia mudn tra sita, ngudi khac mudn
nudc ép dong chai.
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Marketing starts from people and what they lack. Three concepts must be kept apart: a need is a
state of deprivation; a want is the specific way people wish to fill it; demand is a want backed by
the ability and willingness to pay. For the same need to quench thirst, one person wants street
iced tea, another bubble tea, another bottled juice.

PHAI THUQC / MEMORISE — Nhu ciu (needs): trang thai thiéu hut ma con ngudi cam
nhan duoc, gém nhu cau sinh 1y (an, uéng, 0), an toan, xa hoi (thudc vé, duoc yéu thuong), ca
nhan (dugc ton trong, tu thé hién). Mong mudn (wants): hinh thirc cu thé cta nhu cau, do
van héa, nhém x3 hoi va c4 tinh dinh hinh. Cu (demands): mong muén vé san phém cu thé
kém kha niang va sy san sang thanh toan, con goi 1a cdu c6 kha ning thanh toén.

Needs: states of felt deprivation, covering physical needs (food, drink, shelter), safety, social needs
(belonging, affection) and individual needs (esteem, self-expression). Wants: the specific form a need
takes, shaped by culture, social groups and personality. Demands: wants for specific products backed
by the ability and willingness to pay.

Doanh nghiép khong tao ra nhu ciu; con ngudi khét trude khi co nganh d6 uéng. Doanh
nghiép tac dong 1én mong mudn (dwa ra mot lya chon méi, gan véi hinh anh) va 1én cau
(gia, kich ¢, cach thanh toan, chd ban). Po thi trudng 1a do cau, khong do nhu cau.

Firms do not create needs; people were thirsty before the drinks industry existed. Firms

influence wants (offering a new option tied to an image) and demand (price, pack size, payment
method, point of sale). Sizing a market means measuring demand, not needs.

; ) Céu .
Nhu cau Mong muon (demands) San pham
(needs) (wants) mone muén + kha [—>| (product offering)
trang thai thiéu hyt hinh thitc cy thé néngg e thir duge chao ban
v
Marketing bat dau Thi truong 2. . o Gia tri — chi phi —
tir nhu cau va két (market') Trao doi, glﬁ? dich, su thoa man
thitc & quan hé lau nguoi mua hién c6 qu;n N (value, cost,
dai voi thi trueong va tiém nang lleliutinge) satisfaction)

Hinh 1.1. Chudi khai niém ¢4t 18i ctia marketing: tir nhu cau dén thi truong
Figure 1.1. The core concepts of marketing: from needs to markets

Q=NXxaxXxbxq D=QXxP (1.1)

Trong d6 N 1a s6 nguoi trong nhoém khach hang, a 13 ty 18 ¢6 mong mudn, b 1a ty 1& c6
kha ning va sin sang mua ¢ muc gid P trong sé ngudi c6 mong mubn, q 1a lugng mua
binh quin mdi ngudi trong ky, Q 1a lugng cu va D 1a gia tri cau.

Here N is the number of people in the customer group, a the share with the want, b the share of

those who can and will buy at price P, q the average quantity per person per period, Q the
quantity demanded and D the value of demand.
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Vi DU /EXAMPLE — Vi du 1.1. Van Khé khao sat nhom nguoi di 1am 2240 tudi &
TP.HCM: 2.400.000 ngudi; 35% mudn udng tra thado moc dong chai thay nuée ngot; 60%
trong s d6 san sang tra 15.000 dong/chai; binh quan 4 chai/thang.

Example 1.1. Van Khé surveys working adults aged 22—40 in Ho Chi Minh City: 2,400,000 people;

35% want bottled herbal tea instead of soft drinks; 60% of these are willing to pay VND 15,000 a
bottle; 4 bottles a month on average.

1. Ngudi c6 mong mudn: 2.400.000 x 35% = 840.000 ngudi.
People with the want: 2,400,000 x 35% = 8§40,000.

2. Ngudi c6 cau: 840.000 x 60% = 504.000 nguoi. S6 con lai 336.000 ngudi c6 mong
mudn nhung khong ¢ cau ¢ mirc gia 15.000 dong.
People with demand: 840,000 x 60% = 504,000. The remaining 336,000 have the want but
no demand at VND 15,000.

3. Lugng cau nam: 504.000 x 4 x 12 =24.192.000 chai; gia tri cau: 24.192.000 x 15.000
=362.880.000.000 dong ~ 362,88 ty dong/nim.
Annual quantity: 504,000 x 4 x 12 = 24,192,000 bottles; value: 24,192,000 x 15,000 =
VND 362,850,000,000 = VND 362.88 billion a year.

4. Pay 1a cau cta ca thi truong cho loai san pham, chia cho moi thuwong hiéu tra dong
chai. Van Khé dung con s6 nay dé quyét dinh c6 vao thi trudng khong, chir khong
dung l1am ké hoach doanh sé cua riéng minh.

This is total market demand for the product type, shared among all bottled tea brands. Van
Khé uses it to decide whether to enter, not as its own sales plan.

LOI HAY GAP / COMMON MISTAKE — Liy ca 2.400.000 nguoi hodc 840.000 nguoi
c6 mong mudn lam quy mé thi trudng. Ngudi chua c6 kha nang hodc chua sin sang tra
15.000 ddng khoéng tao ra doanh thu; ding s6 nay s& phong dai quy mé 1én gip 1,7 dén 4,8
lan.

Taking all 2,400,000 people, or the 840,000 with the want, as the market size. People unable or
unwilling to pay VND 15,000 generate no revenue; using them inflates the market 1.7 to 4.8 times.

1.2. San pham, gia tri, chi phi va sw théa man — Products, value, cost and
satisfaction

San pham 1a bat cir thir gi dugce chao ban trén thi trudng dé théa man mot nhu cau hay
mong mudn: hang héa hiru hinh (chai tra), dich vu (giao hang), trai nghiém (tham quan
doi tra), su kién, dia diém, v tudng. Ngudi mua khong mua chai tra vi ban than céi chai
ma vi loi ich nd mang lai: giai khat, it duong, cam giac dung san pham tir thién nhién.

A product is anything offered to a market to satisfy a need or want: physical goods (a bottle of
tea), services (delivery), experiences (a tea-hill visit), events, places and ideas. Buyers do not

buy the bottle for itself but for the benefits it delivers: refreshment, less sugar, the feeling of a
natural product.

Khi chon gitra nhi€u san pham, khach hang so sanh cai nhan duogc véi céi bo ra. Tong gia
tri (total customer value) gom gid tri sdn pham, dich vu di kém, nhan sy va hinh anh.

Tai liéu nay dugc bién soan boi doi ngii ciia website: https://globalmarket.vin
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Téng chi phi (total customer cost) gdm tién, thoi gian, cong sirc va chi phi tinh than (lo

lang, rti ro). Ca hai déu 1a danh gia cha quan cta khach.

When choosing between offers, customers compare what they get with what they give. Total
customer value covers product, accompanying services, personnel and image. Total customer
cost covers money, time, effort and psychological cost (worry, risk). Both are the customer’s

subjective judgement.

CDV = TCV — TCC, ty s8 gia tri = TCV / TCC (1.2)

PHAI THUQC / MEMORISE — Gi4 tri danh cho khach hang (customer delivered
value, CDV) 1a chénh léch giita tong gia tri va tong chi phi ma khach hang cam nhan. Khach
hang thudng chon 16i chio hang c6 CDV cao nhat trong gi6i han chi phi tim kiém, hiéu biét
va thu nhap ctua ho. Sw théa man (customer satisfaction) 1a mirc d¢ trang thai cam giac cua
khach hang khi so sanh két qua sir dung san pham véi ky vong truée khi mua: két qua thap

hon ky vong thi khong hai 1ong, bang thi hai long, vuot thi thich thu.

Customer delivered value (CDV) is the difference between total customer value and total customer
cost as the customer perceives them. Customers tend to choose the offer with the highest CDV within
the limits of search cost, knowledge and income. Customer satisfaction is the customer’s feeling when
comparing a product’s perceived performance with prior expectations: below expectations means

dissatisfied, equal means satisfied, above means delighted.

Vi DU / EXAMPLE — Vi du 1.2. Mot khach van phong so sanh hop tra Van Khé 20 tii v6i
hop tra cua dbi tha X. Khach quy doi cam nhén ra nghin dong nhu bang dudi.
Example 1.2. An office customer compares a 20-bag box of Van Khé tea with competitor X's box. The

customer converts perceptions into thousand VND as in the table below.

Tra Van Khé D6i thii X
Van Khé Tea Competitor X

Thanh phén

Component

Gi4 tri san pham
Product value

Gia tri dich vu (giao nhanh, doi tra)
Service value (fast delivery, returns)

Gi4 tri nhan sy (tu van)
Personnel value (advice)

Gia trj hinh anh (nguon gdc Lam Dong)

Image value (Lam Pong origin)

Téng gia tri TCV

Total customer value TCV
Chi phi tién (gi4 ban)
Monetary cost (price)

Chi phi thoi gian

Time cost

90

15

10

25

140

85

10

80

10

20

115

70
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Thanh phén Tra Van Khé Poi thi X
Component Van Khé Tea Competitor X

Chi phi cong stic 5 5
Effort cost

Chi phi tinh than (lo hang gia) 0 5
Psychological cost (fear of fakes)

Téng chi phi TCC

Total customer cost TCC 100 85
CDV=TCV —-TCC 40 30
Ty s6 TCV / TCC 1,40 1,35
Ratio TCV /TCC 1.40 1.35

1. Van Khé: CDV = 140 — 100 = 40 nghin dong; d6i thu X: CDV = 115 — 85 = 30 nghin
dong.
Van Khé: CDV = 140 — 100 = 40 thousand VND; competitor X: CDV =115 — 85 = 30
thousand VND.

2. Van Khé dat hon 15 nghin dong nhung CDV cao hon 10 nghin dong, vi khach danh
gia cao chat lugng, hinh anh ngudn gbc va khong lo hang gia. Khach chon Van Khé
du gia cao hon.

Van Khé costs 15 thousand VND more but its CDV is 10 thousand higher, because the
customer rates its quality, origin image and freedom from fakes. The customer picks Van
Khé despite the higher price.

3. Huéng nang CDV: ting TCV (dich vu, hinh anh) hodc giam TCC (mua dé hon, mi
QR truy xuat ngudn gbc giam lo lang); giam gia chi 1a mot cach.
Ways to raise CDV: raise TCV (service, image) or cut TCC (easier buying, a traceability OR
code to ease worry), price cuts are only one option.
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cot trai: TCV; ¢ot phai: TCC
1501 tev=140 B i tri san phim
BN gia tri dich vu
25 gia tri nhan sy
TCV =115 gid tri hinh anh
~ 10 B chi phi tién
€ 100 - TCcC =100 20 B chi phi thoi gian
> 2 chi phi cong strc
=
10 .
%; chi phi tinh than
8
o
g
=
[
=]
50 1
0 A
Tra Van Khé Déi tha X
CDV = 140 — 100 = 40 CDV =115-85=30

Hinh 1.2. Tong gia tri va tong chi phi khach hang cam nhan véi hai hop tra (Vi du 1.2, nghin
ddng quy doi)
Figure 1.2. Total customer value and total customer cost perceived for two tea boxes (Example 1.2,
thousand VND equivalent)

VI DU/ EXAMPLE — Vi dy 1.3. Van Khé héi 400 khach mua trén san TMDT, thang 1-5
(1: khong hai Iong nhat, 5: hai 1ong nhat). Két qua: 5 diém 92 ngudi, 4 diém 180, 3 diém 76, 2
diém 36, 1 diém 16.

Example 1.3. Van Khé asks 400 marketplace buyers to rate it on a 1-5 scale (1: least satisfied, 5:
most satisfied). Results: 5 points 92, 4 points 180, 3 points 76, 2 points 36, 1 point 16.

1. Ty 1€ hai long (4-5 diém): (92 + 180)/400 = 68%.
Satisfaction rate (45 points): (92 + 180)/400 = 68%.

2. Biém binh quan: (5x92 + 4x180 + 3x76 + 2x36 + 1x16)/400 = 3,74.
Mean score: (5x92 +4x180 + 3x76 + 2x36 + 1x16)/400 = 3.74.

3. 52 khach (13%) khong hai 1ong. Poc binh luan ctia nhom nay dé biét két qua thap hon
ky vong & dau (giao cham, vi ding) trude khi ting quang cdo.
52 buyers (13%) are dissatisfied. Read their comments to find where performance fell short
of expectations (slow delivery, bitter taste) before spending more on advertising.

LOI HAY GAP / COMMON MISTAKE — Ddng nhat gié tri voi gia thap. Gia chi 1a mot
phan cua tong chi phi; khach sin sang tra cao hon khi tong gia tri ting nhiéu hon, nhu Vi du
1.2. Mot 151 khac: hita qué muc trong quang céo dé kéo khach, ky vong bi ddy 1én cao nén su
thoa man giam.

Equating value with a low price. Price is only part of total cost; customers pay more when total value
rises by more, as in Example 1.2. Another mistake. over-promising in advertising to attract buyers;
expectations rise and satisfaction falls.
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1.3. Trao doi, giao dich, quan hé¢ va thi trweong — Exchange, transactions,

relationships and markets

Con nguoi co thé co san phém béng cich tu san xuit, chiém doat, xin, hodc trao d6i.
Marketing chi xdy ra khi c6 trao d6i: hanh vi nhan mét thd minh mubn tir nguoi khac
béng cach dua lai mot thar c6 gia tri.

People can obtain products by making them, taking them, begging or exchanging. Marketing
occurs only through exchange: obtaining something wanted from someone by offering something
of value in return.

PHAI THUQC / MEMORISE — Trao doi (exchange) can nam diéu kién: (1) it nhit hai
bén; (2) mdi bén c6 thir c6 gia tri véi bén kia; (3) mdi bén co kha ning giao tiép va giao hang;
(4) mdi bén tu do chdp nhan hay tir chdi; (5) mdi bén thiy nén giao dich véi bén kia. Giao
dich (transaction) 1a mot lan trao d6i thanh cong, do bang gi4 tri, thoi gian, dia diém.
Marketing quan hé (relationship marketing) xay dung chudi giao dich 1au dai v6i khach
hang, nha phan phéi, nha cung cap.

Exchange requires five conditions: (1) at least two parties, (2) each has something of value to the
other; (3) each can communicate and deliver, (4) each is free to accept or reject; (5) each believes it
is appropriate to deal with the other. A transaction is one completed exchange, measured by value,
time and place. Relationship marketing builds a long chain of transactions with customers,
distributors and suppliers.

Thi trudng theo nghia marketing 13 tap hop ngudi mua hién c6 va tiém nang clia mot san
pham: nhiing nguoi c6 chung mot nhu cau hay mong mubdn, cé thé thoa man qua trao doi.
Nguoi ban hgp thanh nganh; ngudi mua hgp thanh thi truong. Thi truong tra dong chai &
TP.HCM la 504.000 nguodi ¢ Vi du 1.1, khong phai cac nha may tra.

In marketing, a market is the set of actual and potential buyers of a product: people who share a
need or want that can be satisfied through exchange. Sellers make up an industry; buyers make
up a market. The bottled tea market in Ho Chi Minh City is the 504,000 people of Example 1.1,
not the tea factories.

San phém, dich vu

Truyén thong (quang céo, ndi dung sb)

n > Thi truon;
Lol gt (agdi mo)
(nguoi ban)
Tra Van Khé B Tién (thanh toén tién mat, QR, vi dién tir) kl;l;iltlllgllg

Théng tin, phan hdi, danh gia

A

Hinh 1.3. Hé théng marketing gian don: bén dong chay giita doanh nghiép va thi truong
Figure 1.3. A simple marketing system. four flows between the firm and the market
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VI DU/ EXAMPLE — Mot khiach mua chai tra Van Khé & cira hang tién lgi, quét ma QR
ngan hang dé tra 15.000 dong: d6 1a mot giao dich. Néu khach dang ky thanh vién trén tng
dung cua chudi ctra hang, dugc nhéc khi ¢6 vi méi, mua déu mdi tun trong hai nam: do la
quan hé. Doanh thu ctia Van Khé phu thudc vao sb quan hé giit duoc hon 1a s 1an ban dau
tién.

A customer buys a bottle of Van Khé tea at a convenience store and pays VND 15,000 by scanning a
bank QR code: that is a transaction. If the customer joins the chain’s loyalty app, is reminded of new
Sflavours and buys weekly for two years: that is a relationship. Van Khé’s revenue depends more on
relationships kept than on first sales.

1.4. Dinh nghia marketing — Definitions of marketing

C6 nhiéu dinh nghia; hai dinh nghia dugc dung rong rai trong hoc thuat 1a ctia Kotler —
Armstrong va cua Hi¢p hoi Marketing Hoa Ky (American Marketing Association,
AMA). Trich ngén, giit nguyén vin tiéng Anh:

There are many definitions; two widely used in teaching come from Kotler and Armstrong and
from the American Marketing Association (AMA). Short quotations in the original English:

PHAI THUQC / MEMORISE — Philip Kotler va Gary Armstrong (Principles of
Marketing): marketing 1a “the process by which companies create value for customers and
build strong customer relationships in order to capture value from customers in return”. Dich:
qua trinh doanh nghiép tao ra gia tri cho khach hang va xay dung quan hé bén chit v6i khach
hang dé d6i lai nhan duoc gid tri tir khach hang.

Philip Kotler and Gary Armstrong (Principles of Marketing): marketing is “the process by which
companies create value for customers and build strong customer relationships in order to capture
value from customers in return’.

PHAI THUQC / MEMORISE — Hiép hdi Marketing Hoa Ky (AMA, dinh nghia hi
dong hoc gia duyét nim 2017, ding tai ama.org/the-definition-of-marketing-what-is-
marketing): “Marketing is the activity, set of institutions, and processes for creating,
communicating, delivering, and exchanging offerings that have value for customers, clients,
partners, and society at large.” Dich: marketing 1 hoat dong, tip hop thé ché va cac qué trinh
tao ra, truyén thong, chuyén giao va trao doi nhitng thtr c6 gia tri cho khach hang, ddi tac va
xa hoi.

American Marketing Association (AMA, definition approved by its 2017 scholar panel, published at
ama.org/the-definition-of-marketing-what-is-marketing): ““Marketing is the activity, set of
institutions, and processes for creating, communicating, delivering, and exchanging offerings that
have value for customers, clients, partners, and society at large.”

Tiéu chi
Criterion

Kotler — Armstrong AMA

Hoat dong, tap hop thé ché va qua

Marketing dugc hiéula Qua trinh ciia doanh nghiép trinh
Marketing seen as A company process An activity, a set of institutions and
processes
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Tiéu chi
Criterion

Kotler — Armstrong AMA

Tao, truyén thong, chuyén giao,

Trong tam Gia tri va quan h¢ khach hang trao d6i 101 chao hang

Focus Customer value and relationships Creating, communicating, delivering,
exchanging offerings

Nguoi hudng gia tri Khach hang, r6i doanh nghiép Khach hang, dbi tac, xa hoi

Who receives value Customers, then the company Customers, partners, society at large

Marketing la hoat dong ctia ca hé
biém nhan Gia tri hai chiéu: cho di va thu vé théng, ¢6 trach nhiém xa hoi
Emphasis Two-way value: give and capture Marketing as a system-wide activity

with social responsibility

Hai dinh nghia c6 chung ba y: marketing xuét phat tir khach hang, xoay quanh gi tri, va
thyc hién qua trao doi. Phap luat Viét Nam khong dinh nghia “marketing” ma dinh nghia
timg hoat dong, nhu quang cdo (Luat Quang cdo, vin ban hop nhat 88/VBHN-VPQH,
Piéu 2 khoan 1): “Quéang cao 13 viéc sir dung ngudi, phuong tién nham gidi thiéu dén
nguoi tiép nhan quang céo vé san phém, hang hoa, dich vy, td churc, c4 nhan san xuét,
kinh doanh san phém, hang hda, dich vu.” Quang cédo chi la mdt cong cu cua marketing.

Both definitions share three ideas: marketing starts from the customer, revolves around value
and works through exchange. Vietnamese law does not define ‘marketing’ but defines individual
activities, such as advertising (Advertising Law, consolidated text 88/VBHN-VPQH, Art. 2(1)):
advertising is the use of people and means to introduce products, goods, services and the
businesses behind them to the recipients of advertising. Advertising is only one marketing tool.

LOI HAY GAP / COMMON MISTAKE — Ddng nhat marketing véi ban hang hodc quang
c40. Ban hang va quang c4o 1a phan ndi; trude d6 phai co nghién ciru, chon khach hang muc
tidu, thiét ké san pham, gi4, kénh. San pham dung nhu cau, gia hop 1y, co & chd khach can thi
can it nd luc ban hon.

Equating marketing with selling or advertising. Selling and advertising are the visible tip; before them
come research, target selection and the design of product, price and channels. A product that fits
needs, is fairly priced and is available where customers look needs less selling effort.

1.5. Cac quan diém quan tri marketing — Marketing management orientations

Quan tri marketing 1a phan tich, 1dp ké hoach, thuc hién va kiém tra cac chuong trinh
nham tao ra va duy tri trao ddi ¢6 1gi voi thi truong muc ti€u. Cach doanh nghiép can doi
loi ich cia minh, ctia khach hang va cua xa héi tao ra ndm quan diém. Cac quan diém
xuat hién theo thtr ty lich sir nhung ngdy nay van cing ton tai.

Marketing management is the analysis, planning, implementation and control of programmes
that create and keep profitable exchanges with target markets. How a firm balances its own
interests, its customers’ and society’s gives five orientations. They appeared in historical order
but coexist today.
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Quan diém

Orientation

Gia dinh vé khach
hang

Trong tam cia doanh
nghié¢p

San xuat
Production concept

San pham
Product concept

Ban hang
Selling concept

Marketing
Marketing concept

Marketing xa hoi
Societal marketing
concept

Assumption about buyers

Chon san pham san co,
giaré

Prefer available, cheap
products

Chon chét luong, tinh
nang tot nhat

Prefer the best quality
and features

Khong ty mua dii néu
khong duoc thuc day
Will not buy enough
unless pushed

Mua thtr thoa man nhu
cau t6t hon ddi thi
Buy what meets needs
better than rivals

Quan tam ca loi ich 1au
dai cua ban than va xa
hoi

Care about long-term
personal and social
welfare

Firm’s focus

Tang san lugng, ha gia
thanh, phan phdi rong

Volume, low unit cost, wide

distribution

Cai tién ky thuat lién tuc
Constant technical
improvement

Bén hang, khuyén mai
manh

Aggressive selling and
promotion

Hiéu nhu cau thi truong
muc ti€u, phéi hop moi
bd phan

Know target needs, align

all functions

Cén bang loi nhuan — nhu

cau khach — phuc loi xa
hoi

Balance profit, customer
wants and social welfare

B6 qua chét luong,
khac biét

Ignores quality and
differences

“Can thi marketing”:
yéu san pham hon
khach

‘Marketing myopia’:
loving the product more
than the buyer

Khéch héi tiéc, khong
mua lai

Buyer regret, no repeat
purchase

C6 thé thoa man mong
mubn ngin han gay hai
dai han

May meet short-term
wants with long-term
harm

Chi phi cao hon, kho
do loi ich

Higher cost, benefits
hard to measure

So sanh quan diém ban hang va quan diém marketing — Selling concept versus

marketing concept

Tiéu chi
Criterion

Quan diém ban hang

Selling concept

Quan diém marketing

Marketing concept

Diém xuét phat
Starting point

Trong tim
Focus

Phuong tién
Means

Nha may
Factory

San pham hién ¢
Existing products

Ban hang, khuyén mai

Selling and promotion

Thi truong muc tiéu
Target market

Nhu cau khach hang

Customer needs

Marketing phdi hop

Integrated marketing
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Tiéu chi Quan diém ban hang Quan diém marketing

Criterion Selling concept Marketing concept

Loi nhuan qua su théa man khach

Muc tiéu Loi nhuédn qua doanh sb han
End Profit through sales volume g o
' Profit through customer satisfaction
Hudng nhin Tur trong ra ngoai Tur ngoai vao trong
Perspective Inside-out Outside-in

Vi DU/ EXAMPLE — Van Khé ¢ timg quan diém. San xuit: mua day chuyén dong chai
16n, ban gia thap & moi tap héa. San pham: don tién 1am vi tra “chudn nhat” theo y k¥ su,
khong thir voi khach. Ban hang: san xuét truée 500.000 chai roi giao chi tiéu, ting chiét khiu
dai ly. Marketing: khao sat nguoi di lam, lam chai khong duong c& vira tai xach, ban ¢ ctra
hang tién loi gan vin phong. Marketing x4 hoi: thém chai nhya tai ché duoc, ghi 16 ham
lwong duong bang 0, khong quang céo thay thé nudc loc cho tré nho.

Van Khé under each orientation. Production: buy a large bottling line and sell cheaply in every
grocery. Product: pour money into the ‘perfect’ flavour as engineers see it, without testing on buyers.
Selling: produce 500,000 bottles first, then set quotas and raise dealer discounts. Marketing: survey
office workers, make an unsweetened bottle that fits a handbag and sell it in convenience stores near
offices. Societal: add a recyclable bottle, state zero sugar clearly and avoid advertising it as a
substitute for water for young children.

LOI HAY GAP / COMMON MISTAKE — Hiéu marketing x4 hdi 14 1am tir thién hay tai
trg su kién. Marketing x4 hoi 1a cach thiét ké chinh san pham, gia, kénh, truyén thong dé can
béng loi ich khach hang — doanh nghiép — xa hoi; tir thién tach khoi san phém khong lam
doanh nghiép theo quan diém nay.

Treating societal marketing as charity or event sponsorship. Societal marketing shapes the product,
price, channels and communication themselves to balance customer, company and social interests;
charity detached from the product does not make a firm societal-marketing oriented.

1.6. Qua trinh marketing R — STP — MM — I — C — The marketing process R —
STP-MM—-1-C

Qua trinh marketing gdm niam budc nbi tiép, budc cudi cung cap dir liéu cho vong sau.
M&i bude twong g véi mot hodc vai chuong ciia hoc phan.

The marketing process has five sequential stages, the last feeding data into the next round. Each
stage maps to one or more chapters of the course.

PHAI THUQC / MEMORISE — R (research): nghién ctru thi trudng, méi truong, khach
hang, d6i thu (Chuong 2—4). STP (segmentation, targeting, positioning): phan khiic, chon
thi truong myc tiéu, dinh vi (Chuong 5). MM (marketing mix): thiét ké 4P (Chuong 6-9). I
(implementation): trién khai ké hoach, phan b6 ngén sach, nhan luc, lich. C (control): do két
qua, so v&i muyc tiéu, diéu chinh.

R (research): research the market, environment, customers and competitors (Chapters 2—4). STP
(segmentation, targeting, positioning) (Chapter 5). MM (marketing mix): design the 4Ps (Chapters
6-9). I (implementation): roll out the plan, allocate budget, people and schedule. C (control):
measure results, compare with targets, adjust.
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phan hoi: két qua do duogc quay lai lam dir liéu cho vong nghién ctru sau

Hinh 1.4. Qua trinh marketing R — STP — MM — I — C va vong phan hoi
Figure 1.4. The marketing process R — STP — MM — I — C and its feedback loop

VI DU/ EXAMPLE — Van Khé ap qué trinh cho dong tra dong chai.
Van Khé applies the process to its bottled tea line.

1. R: khao sat 400 nguoi di 1am & TP.HCM vé thoi quen udng, thir vi mu ba cong thirc;
doc sb liéu ban 1é va thuong mai dién tir da cong bd (muc 1.10).
R: survey 400 office workers in Ho Chi Minh City on drinking habits, blind-test three
recipes, read published retail and e-commerce data (section 1.10).

2. STP: chia theo tudi, thu nhap, mbi quan tam suc khde; chon nhém 2240 tudi 1am van
phong, quan tdm luong dudng; dinh vi “tra thao moc khong duong tir Lam Dong”.
STP: segment by age, income and health interest; target office workers aged 22—40 who
watch sugar intake; position as ‘unsweetened herbal tea from Lim Dong’.

3. MM: chai 350 ml, 15.000 dong, ban & ctra hang tién loi gdn van phong va trén san
TMBDT, dung thi tai sanh toa nha va video ngin.
MM: 350 ml bottle, VND 15,000, sold in convenience stores near offices and on a
marketplace, with sampling in office lobbies and short videos.

4. I: thang 1-2 ky hop dong vé6i chudi cira hang; thang 3 phat hang mau; mot nhan vién
phu trach gian hang tryc tuyén.
1: sign with store chains in months 1-2; sample in month 3; one staff member runs the online
store.

5. C: theo doi doanh sb theo diém ban, ty 1€ mua lap lai, diém hai long (Vi du 1.3); dua
két qua vé bude R ciia quy sau.
C: track sales by outlet, repeat purchase rate and satisfaction score (Example 1.3); feed
results into the next quarter’s R stage.

Budc C khong dimg ¢ doanh s6. Marketing quan hé dénh gia khach hang theo gia tri
vong doi (customer lifetime value, CLV): gid tri hi¢n tai cia lgi nhudn ma mot khach
mang lai trong sudt thoi gian gan bo. Véi lgi nhuan gop mdi nam m, ty 1¢ giit chan khach
1, 13i suat chiét khau i, va gia dinh khach gin bo vo han ky:

Stage C does not stop at sales. Relationship marketing values customers by customer lifetime

value (CLV): the present value of the profit a customer brings over the relationship. With annual
gross margin m, retention rate r, discount rate i and an infinite horizon:

CLVv=YXmr/(1+i)t=mr/(1+i—r) (1.3)
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Vi DU/ EXAMPLE — Vi du 1.4. Mot khach mua tra Van Khé déu dan mang lai 1gi nhuan
g0p 600.000 ddng/nam; i = 10%.
Example 1.4. A regular Van Khé buyer brings a gross margin of VND 600,000 a year; i = 10%.

1.r=0,7: CLV = 600.000 x 0,7/(1 + 0,1 — 0,7) = 420.000/0,4 = 1.050.000 dong.
r=0.7: CLV = 600,000 x 0.7/(1 + 0.1 — 0.7) = 420,000/0.4 = VND 1,050,000.

2.1=0,8: CLV =480.000/0,3 = 1.600.000 dong, tang 52,4% so véir=0,7.1=0,6:
CLV = 360.000/0,5 = 720.000 dong.

r=0.8: CLV =480,000/0.3 = VND 1,600,000, up 52.4% onr = 0.7.r = 0.6: CLV =
360,000/0.5 = VND 720,000.

3. Tang ty 18 giit chan 10 diém phan trim lam CLV ting hon mot nira. Néu chi phi gianh
mot khach méi 1a 500.000 dong, khach ¢ r = 0,6 chi con 13i 220.000 dong sau chi
phi gianh khach, khach c¢6 r = 0,8 con 1.100.000 dong.

Raising retention by 10 percentage points lifts CLV by more than half. If acquiring a new

customer costs VND 500,000, a customer with r = 0.6 leaves only VND 220,000 after
acquisition cost, while one with r = 0.8 leaves VND 1,100,000.

CLV lity ké (nghin dong)

....................................................................................... r=0,8: 1.600
1.500

..................................................... r=0,7: 1.050

1.000 A

................................... r=0,6: 720

500 A

04— . : :
01 5 10 15 nim ghn b
Hinh 1.5. CLV lity ké theo s6 nim gin b6 (m = 600.000 ddng/nim, i = 10%); duong chim l1a
gidi han m-r/(1 +1—r)
Figure 1.5. Cumulative CLV by years of relationship (m = VND 600,000 a year, i = 10%); dotted lines
are the limit mv/(1 +i—r)
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1.7. Muc tiéu, nguyén tac, vai tro va chirc nang cia marketing — Goals,

principles, roles and functions of marketing

Muc tiéu — Goals

Muc tiéu

Goal

Toi da hoa tiéu dung
Maximise consumption

T6i1 da hoa su thoa man
Maximise satisfaction

T6i1 da hoa su lua chon
Maximise choice

Naéng chat lwong cudc
Séng
Raise quality of life

N¢i dung

Meaning

Tao diéu kién dé cau dugc dap
g nhiéu nhét

Let as much demand as possible be
met

Két qua str dung bang hodc vuot
ky vong

Performance meets or beats
expectations

Da dang san phém, kich ¢&, mirc
gia

Variety of products, sizes, prices
San pham an toan, moi truong
dugc gilr gin

Safe products, a protected
environment

Nguyén tic — Principles

Vi du Van Khé

Van Khé example

Co hang ¢ ca chg, ctra hang tién
loi, san TMDT

Stock in markets, convenience stores
and online

Vi tra dang mé ta, giao diing hen
Taste matches the description,
delivery on time

Chai 350 ml, hop 20 tai, goi dung
thu
350 ml bottle, 20-bag box, trial pack

Khong duong, chai tai ché duoc
No sugar, recyclable bottle

« Chon loc va tap trung: khong phuc vu moi nguoi; chon nhém khach muc tiéu va don

nguon lyc vao do.

Selection and concentration: do not serve everyone, choose target customers and
concentrate resources on them.

« Gia tri khach hang: san pham phai mang lai CDV cao hon d6i thi trong mét khach

(Vidu 1.2).

Customer value: the offer must deliver higher CDV than rivals in the customer’s eyes

(Example 1.2).

« Lgi thé khac biét: c6 it nhat mot diém khac ma khach coi trong va ddi thu kho sao

chép.

Differential advantage: at least one difference customers value and rivals find hard to copy.

« Phoi hop: san xuét, tai chinh, nhan su, ban hang cung hudng vé khach hang; 4P nhat

quén voi nhau.

Co-ordination: production, finance, HR and sales all face the customer, the 4Ps are

consistent.

* Qua trinh: marketing 1a chu trinh ldp R — STP — MM — I — C, khong phai mdt chién

dich don é.

Process: marketing is a repeating R — STP — MM — [ — C cycle, not a one-off campaign.

Tai liéu nay dugc bién soan boi ddi ngii ctia website: https://globalmarket.vin
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Vai tro0 — Roles

Vai tro
Role

N&i doanh nghiép véi thi trudng: cho biét san xudt gi, ban cho ai, gia
Doanh nghiép nao, & dau; 1a co sé cho quyét dinh cua cac bd phan khéc
The firm Links the firm to the market: what to make, for whom, at what price, where; the
basis for other functions’ decisions

Nguoi tiéu dung Nhicu lya chon hon, thong tin ro hon, mua thuan tién hon
Consumers More choice, clearer information, easier buying

Thuc diy canh tranh, d6i méi san pham, tiéu dung; véi marketing xa hoi,
X4 hoi, nén kinh té huéng t6i tiéu ding bén viing
Society and the economy | Drives competition, product innovation and consumption, under societal
marketing, towards sustainable consumption

Chirc nang — Functions

Chtic ning cia marketing 1a nhimg viéc bd phan marketing phai lam dé thyc hién qua
trinh & muc 1.6:

The functions of marketing are the tasks the marketing department performs to run the process in
section 1.6:

« Nghién ciru thi truong va khach hang: thu thap, phan tich thong tin vé cau, hanh vi,
doi thu.
Market and customer research: gather and analyse information on demand, behaviour and
rivals.

* Lam thich @ng san phﬁm véi nhu cau: thiét ké, cai tién san phém, bao bi, dich vu
theo két qua nghién ctu.
Adapting products to needs: design and improve products, packaging and services from
research findings.

« Phén phoi: chon kénh, trung gian, t6 chirc van chuyén dé san phim c6 mat ding noi,
dang luc.
Distribution: choose channels and intermediaries and organise transport so the product is in
the right place at the right time.

- Tiéu thu va dinh gia: dinh gia, to chirc ban, kiém soat gia ban clia trung gian.
Selling and pricing: set prices, organise sales and monitor intermediaries’ prices.

* Yém tro (truyén thong): quang co, khuyén mai, quan hé cong chiing, ban hang ca
nhan, marketing truc tiép va so.
Support (communication): advertising, sales promotion, public relations, personal selling,
direct and digital marketing.

Tai liéu nay dugc bién soan boi ddi ngii ctia website: https://globalmarket.vin
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1.8. Marketing — mix: mo hinh 4P va 4C — The marketing mix: the 4P and 4C

models

Marketing — mix 1 tp hop cong cu marketing c6 thé kiém soat duoc ma doanh nghiép
phdi hop dé tao phan Gtmg mong mudn tir thi trudng muc tiéu. Cach phan loai phd bién
nhat 13 4P do E. Jerome McCarthy dé xuat (1960). Nam 1990 Robert Lauterborn dé xuét
4C, nhin cing cac quyét dinh dé tir phia nguodi mua.

The marketing mix is the set of controllable marketing tools a firm blends to produce the

response it wants from the target market. The most common grouping is E. Jerome McCarthy’s
4Ps (1960). In 1990 Robert Lauterborn proposed the 4Cs, viewing the same decisions from the

buyer’s side.

4P (nguwoi ban)

4P (seller)

Quyét dinh chinh

Main decisions

4C (nguoi mua)
4C (buyer)

Cau hoi cua khach
Buyer’s question

Product — san
pham
Product

Price — gia
Price

Place — phan phéi
Place

Promotion —
truyén thong
Promotion

Chung loai, chét luong,
thiét ké, nhan hiu, bao bi,
dich vu

Variety, quality, design,
brand, packaging, service

Gia niém yét, chiét khau,
diéu kién thanh toan

List price, discounts, payment
terms

Kénh, diém ban, ton kho,
van chuyén

Channels, outlets, inventory,
transport

Quang céo, khuyén mai,
PR, ban hang cé4 nhan,
marketing sO

Advertising, sales promotion,
PR, personal selling, digital

Customer solution —

giai phap

Customer solution

Cost — chi phi cua
khach

Customer cost

Convenience —
thuéan tién
Convenience

Communication —
giao tiep
Communication

Trang 21

San pham giai quyét vin
dé gi cua toi?

What problem does it
solve for me?

Tong t6i phai bo ra bao
nhiéu?
What do I give up in total?

Mua c6 dé, nhan c6
nhanh?

Is it easy to buy and quick
to get?

T6i1 ¢6 dugc hoi, dugc
tra 101 khong?

Can I ask and be
answered?
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4P — ngudi ban 4C — ngwoi mua
Product _ _ Customer solution
San phim - v Giai phap cho khach hang
Price _ _ Cost
Gia - . Chi phi cua khach hang
Place _ _ Convenience
Phén phéi h " Sy thuan tién
Promotion P _ Communication
Truyén thong N g Giao tiép hai chiéu

Hinh 1.6. DBbi chiéu 4P cua nguoi ban véi 4C clia ngudi mua
Figure 1.6. The seller’s 4Ps against the buyer’s 4Cs

VI DU/ EXAMPLE — Chai trd Van Khé theo hai goc nhin. 4P: tra atis6 — c6 ngot 350 ml,
khong duong (P1); 15.000 dong (P2); ctra hang tién loi, gian hang trén san TMDT, dai 1y tap
hoa & chg (P3); dung thir tai toa nha van phong, video ngin huéng dan pha lanh (P4). 4C: giai
khat khong duong, khong phai ty pha (C1); 15.000 dong cong mot phut ghé cira hang (C2);
c6 & cira hang dudi toa nha, giao trong ngay khi dat online, tra bang QR (C3); khach hoi dugc
qua tin nhin gian hang, danh gia duoc sau mua (C4).

The Van Khé bottle from both sides. 4P: 350 ml unsweetened artichoke—stevia tea (P1); VND 15,000
(P2); convenience stores, a marketplace store, grocery agents at markets (P3); sampling in office
buildings, short cold-brew videos (P4). 4C: sugar-free refreshment with no brewing (C1); VND
15,000 plus a minute’s walk to the shop (C2); available downstairs, same-day delivery when ordered
online, QR payment (C3); buyers can ask via store chat and review after purchase (C4).

LOI HAY GAP / COMMON MISTAKE — Coi 4C 13 m6 hinh thay thé 4P, hodc coi 4P la
“b6n bd phan” tach roi. 4C 1a cach kiém tra timg quyét dinh 4P tir phia khach; bon P phai
nhit quan: chai tra dinh vi “tir thién nhién” ma ban gi4 thap nhit ké, bao bi so sai thi khach
khong tin dinh vi.

Treating 4C as a replacement for 4P, or the 4Ps as four separate departments. The 4Cs test each 4P
decision from the buyer’s side; the four Ps must fit: a tea positioned as ‘natural’ but sold at the lowest
shelf price in a flimsy pack will not be believed.

1.9. Pao dirc marketing va khung phap ly Viét Nam — Marketing ethics and the

Vietnamese legal framework

Pao dic marketing 14 cac chuan myc giup nguoi lam marketing phan biét dung sai khi
quyét dinh san pham, gid, kénh, truyén thong va cach dung dit liéu khach hang. Phap luat
diat mic san bit budc; dao dic doi hoi cao hon muc san. Ba van dé thuong gap:
marketing xanh gid mao, quang cdo sai sy that, khai thac dir li¢u cé nhan.

Marketing ethics are the standards that help marketers tell right from wrong when deciding on
products, prices, channels, communication and the use of customer data. The law sets a

Tai liéu nay dugc bién soan boi doi ngii ciia website: https://globalmarket.vin
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compulsory floor; ethics asks for more than the floor. Three common issues: greenwashing, false
advertising and personal data exploitation.

Marketing xanh gia mao (greenwashing) — Greenwashing

Marketing xanh gia mao 1a dua ra tuyén bd vé méi truong khong ding, mo hd hoic
phong dai dé san pham co6 vé than thién véi moi truong hon thuc té: ghi “100% xanh”
cho chai nhua khong tai ché duoc, dung hinh 14 cdy va mau xanh 14 thay cho s liéu, néu
mot thudc tinh nhé (ndp gidy) dé che phan 16n bao bi nhya. Phap luat Viét Nam chua c6
diéu riéng vé “marketing xanh”, nhung tuyén bd mai truong 1 ndi dung quang céo va
thong tin vé san pham, nén chiu cac quy dinh chung:

Greenwashing means making environmental claims that are false, vague or exaggerated so that
a product looks greener than it is: ‘100% green’ on a non-recyclable plastic bottle, leaves and
green colours instead of data, one minor feature (a paper cap) hiding mostly plastic packaging.
Vietnamese law has no specific article on ‘green marketing’, but environmental claims are
advertising content and product information, so the general rules apply:

PHAI THUQC / MEMORISE — Luat Quang céo (88/VBHN-VPQH), Diéu 19 khoan 1:
“Noi dung quang céo phai trung thuc, chinh xéc, 16 rang; khong gay hiéu nham vé tinh ning,
chét lugng, cong dung, tdc dung cia san phém, hang hoa, dich vu.” Luat Bao vé quyén loi
ngudi tiéu dung (47/VBHN-VPQH), Diéu 10 khoan 1 diém a cAm “Ltra ddi hodc gay nham
1an cho ngudi tiéu dung thong qua viéc cung cap thong tin sai 1éch, khong day du, khong
chinh x4c” vé san pham. Diéu 4 khoan 9 ghi quyén cua ngudi tiéu ding: “Puoc tao diéu kién
lra chon méi trudng tiéu dung lanh manh va bén viing.”

Advertising Law (88/VBHN-VPQH), Art. 19(1): advertising content must be truthful, accurate and
clear and must not mislead about the features, quality, uses or effects of products, goods and services.
Consumer Protection Law (47/VBHN-VPQH), Art. 10(1)(a) bans deceiving or misleading consumers
by giving false, incomplete or inaccurate information about products. Art. 4(9) gives consumers the
right to be enabled to choose a healthy and sustainable consumption environment.

Quadng cao sai sy that, gay nham 1An — False and misleading advertising

Luat Quang cao Diéu 8 liét ké hanh vi cam. Cac khodn sat voi hoat dong marketing hang
ngay:

Article 8 of the Advertising Law lists banned practices. The paragraphs closest to everyday
marketing:

« Khoan 9: “Quéng cao khong dung hodc gy nham 1an vé kha ning kinh doanh, kha
nang cung cp san pham, hang hoa, dich vu...; vé s6 lugng, chét luong, gid, cong
dung, kiéu dang, bao bi, nhan hiéu, XUAt xtr, chung loai, phuong thic phuc vy, thoi
han bao hanh...”

Para. 9: advertising that is untrue or misleading about business capacity or supply capacity,
or about quantity, quality, price, uses, design, packaging, trademark, origin, type, service
method or warranty period.

« Khoan 11: “Quang cio c6 st dung céc tir ngir “nhat”, “duy nhat”, “tot nhat”, “sé mot”
hodc tir ngir ¢6 y nghia twong tu ma khong c6 tai liéu hop phép chung minh theo quy
dinh cua B Van hoa, Thé thao va Du lich.”

Tai liéu nay dugc bién soan boi doi ngii ciia website: https://globalmarket.vin
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Para. 11: using ‘most’, ‘only’, ‘best’, ‘number one’ or similar words without lawful
supporting documents as required by the Ministry of Culture, Sports and Tourism.

* Luat Canh tranh 23/2018/QH14, Piéu 45 khoan 5 diém a cAm “Dua thong tin gian dbi
hodc gdy nham 14n cho khach hang vé doanh nghiép hodc hang hoa, dich vy, khuyén
mai, diéu kién giao dich... nham thu hut khich hang ciia doanh nghiép khac”.
Competition Law 23/2018/QH14, Art. 45(5)(a) bans giving customers deceptive or
misleading information about a business, its goods, services, promotions or trading terms in
order to attract other firms’ customers.

Vé6i ngudi ¢6 anh huong (KOL, KOC) nhan tién gi6i thiéu san pham, Ludt BVQLNTD
Piéu 10 khoan 1 diém h cdm “Khong thong bao trude, khong cong khai cho ngudi tiéu
dung vi¢e tai trg cho ngudi c6 anh hudng dudi moi hinh thirc...”; Ludt Quang cdo biéu
15a khoan 3 budc ngudi cd anh hudng xdc minh ngudi quang céo, khong gidi thi€u san
pham chua dung hodc chua hiéu rd, va “Thong bdo vé viéc quang céo ngay trudc va
trong khi thyc hién hoat dong quang cao”. Chwong 9 phan tich chi tiét.

For influencers (KOLs, KOCs) paid to promote products, Consumer Protection Law Art.
10(1)(h) bans failing to notify or disclose to consumers any form of sponsorship of an influencer;
Advertising Law Art. 15a(3) requires influencers to verify the advertiser, not to promote

products they have not used or do not fully understand, and to announce the advertising
immediately before and during it. Chapter 9 covers this in detail.

Khai thac dir li€éu ca nhan — Exploiting personal data

Marketing s6 dwa vao dir liéu: lich s mua, vi tri, hanh vi duyét web. Tu 01/01/2026,
Luat Bao vé dir liéu ca nhan 91/2025/QH15 va Nghi dinh 356/2025/ND-CP (thay Nghi
dinh 13/2023/ND-CP) dit cac yéu ciu sau:

Digital marketing runs on data: purchase history, location, browsing behaviour. From I
January 2026 the Personal Data Protection Law 91/2025/QH15 and Decree 356/2025/ND-CP

(replacing Decree 13/2023/ND-CP) set these requirements:

« Luét 91/2025, Piéu 9 khoan 4: sy ddng ¥ phai “Thé hién sy dong ¥ ddi v6i timg muc
dich” (diém a); “Su im lang hodc khong phan hoi khong duoc coi 1a sy dong ¥ (diém
d).

Law 91/2025, Art. 9(4): consent must be given for each purpose (point a), silence or no
response is not consent (point d).

» Di¢u 28 khodn 3: “Viéc xtr 1y dit liéu ca nhan cta khach hang d¢ kinh doanh dich vu
quang cao phai dugc sy déng y cta khach hang... cung cp phuong thic cho khach
hang dé c6 thé tir chdi nhan cac thong tin quang cdo.”

Art. 28(3): processing customers’ personal data for advertising services requires their
consent and a way for them to refuse advertising.

« Nghi dinh 356/2025, Diéu 6 khoan 3: “khong duoc thiét 1ap phuwong thirc mic dinh
d6ng y hodc tao ra cac chi dan khong rd rang, gy hiéu 1am gitta dong ¥ va khong
ddng y cho chu thé dir liéu.”

Decree 356/2025, Art. 6(3): default-consent settings and unclear instructions that blur
consent and refusal are not allowed.
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Van ban dang hi¢u lwe (10/2026)
Instrument in force (10/2026)

Noi dung marketing can biét
What marketers need

Linh vuc
Area

Quang cao
Advertising

Nguoi tiéu
dung

Consumers

Canh tranh

Competition

Khuyén mai
Sales promotion

Dir liéu ca nhan
Personal data

Thuong mai
dién tur

E-commerce

Gia, nhan hiéu
Prices,
trademarks

Luat Quang cdo, VBHN 88/VBHN-
VPQH (gém Luét 75/2025/QH15, hl
01/01/2026); ND 342/2025/NB-CP (hl
15/02/2026, thay Nb 181/2013, Nb
70/2021)

Advertising Law, consolidated 88/VBHN-
VPQH (incl. Law 75/2025/QH]15, eff. 1 Jan
2026); Decree 342/2025 (eff. 15 Feb 2026,
replacing Decrees 181/2013 and 70/2021)

Luat BVQLNTD, VBHN 47/VBHN-
VPQH; Nb 55/2024/Nb-CP
Consumer Protection Law, consolidated
47/VBHN-VPQH; Decree 55/2024

Luat Canh tranh 23/2018/QH14 (chua
sua)
Competition Law 23/2018/QH14 (unamended)

Luat Thuong mai, VBHN 113/VBHN-
VPQH; Nb 81/2018, VBHN 55/VBHN-
BCT

Commercial Law, consolidated 113/VBHN-
VPQH; Decree 81/2018, consolidated
55/VBHN-BCT

Luat 91/2025/QH15 (h1 01/01/2026); ND
356/2025/Nb-CP

Law 91/2025/QH15 (eff. 1 Jan 2026); Decree
356/2025

Luat 122/2025/QH15 va Nb
248/2026/NDb-CP (hl 01/7/2026)

Law 122/2025/QH15 and Decree 248/2026
(eff- 1 Jul 2026)

Luat Gia VBHN 25/VBHN-VPQH; Luat
SHTT VBHN 67/VBHN-VPQH

Price Law 25/VBHN-VPQH, IP Law
67/VBHN-VPQOH

Hanh vi cdm Diéu §; ndi dung
Diéu 19; nguoi chuyén tai san
pham quang cao Diéu 15a; quang
céo trén mang Diéu 23

Bans in Art. 8, content in Art. 19; ad

conveyors in Art. 15a; online ads in
Art. 23

Quyén Diéu 4; hanh vi cdm Diéu
10
Rights in Art. 4, bans in Art. 10

Canh tranh khong lanh manh Diéu
45
Unfair competition in Art. 45

Hanh vi cAm Piéu 100; ND
239/2026 bii bo Diéu 6, Biéu 7
ND 81 (tran 50% cii)

Bans in Art. 100; Decree 239/2026
repealed Arts. 6—7 of Decree 81 (the
old 50% caps)

Pong ¥ Piéu 9; quang cao Diéu 28
Consent in Art. 9; advertising in Art.

28

Livestream ban hang Diéu 2224
Livestream selling in Arts. 22—-24

Niém yét gia Diéu 29; nhan hi¢u
Diéu 4 khoan 16

Price display Art. 29, trademark Art.
4(16)

Du théo luat sira d6i Luét Thuong mai, Luat Canh tranh, Luat Bao v¢ quyén loi nguoi
tiéu dung dugc trinh Quédc hoi thang 10/2026 nhung chua dugc théng qua; cac quy dinh

trén 1a quy dinh dang &p dung.

A draft law amending the Commercial Law, the Competition Law and the Consumer Protection
Law goes to the National Assembly in October 2026 but has not been passed, the rules above are
those currently in force.
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LOI HAY GAP / COMMON MISTAKE — Cho rang 6 “ddng y nhan vu di” danh diu
san, hay khach khong bam tir chéi, 1a da c6 sy ddng y. Luat 91/2025 Biéu 9 khoan 4 diém d
va N 356/2025 Diéu 6 khoan 3 no6i nguoc lai; doanh nghiép con phai ching minh da co su
dong y.

Assuming a pre-ticked ‘send me offers’ box, or a customer not clicking ‘refuse’, counts as consent.
Law 91/2025 Art. 9(4)(d) and Decree 356/2025 Art. 6(3) say the opposite; the business must also
prove consent was given.

LOI HAY GAP / COMMON MISTAKE — Viét “giam gia t6i da 50% theo quy dinh” khi
1ap chuong trinh khuyén mai nam 2026. Tran 50% thudc Biéu 6, Piéu 7 ND 81/2018, di bi
ND 239/2026/ND-CP Diéu 11 khodn 1 bai b tir 26/6/2026; cac hanh vi cAm cta Luét
Thwong mai Piéu 100 van ap dung.

Writing ‘maximum 50% discount as required’ in a 2026 promotion plan. The 50% caps were in Arts.
6 and 7 of Decree 81/2018, repealed by Decree 239/2026 Art. 11(1) from 26 June 2026, the bans in
Art. 100 of the Commercial Law still apply.

1.10. Xu hwéng marketing hién nay — Current marketing trends

Nam xu hudng lam thay d6i cach thuc hién ca nim buéc R — STP — MM — 1 — C:
Five trends are changing how all five stages of R — STP — MM — I — C are carried out:

* Marketing $0: mang xa hoi, cong cu tim kiém, video ngén, email; do dugc tung luot
xem, lugt bam, don hang (Chuong 9).
Digital marketing: social media, search, short video, email; every view, click and order can
be measured (Chapter 9).

« Dir li¢u: ca nhan hoa vu dai theo lich sir mua; chi hop phap khi ¢ sy dong y theo ting
muc dich (muc 1.9).
Data: personalising offers from purchase history, lawful only with purpose-specific consent
(section 1.9).

« Tri tué nhén tao (AI): du bao ciu, goi ¥ san pham, viét nhap ndi dung, tra 16i khach
ty dong. Noi dung do Al tao van 1a noi dung quang céo ciia doanh nghiép va phai
trung thyc theo Luat Quang cao Diéu 19.

Artificial intelligence (Al): demand forecasting, product recommendations, draft content,

automated customer replies. Al-generated content is still the firm’s advertising and must be
truthful under Art. 19 of the Advertising Law.

* Thwong mai dién tir va livestream ban hang: san TMDPT, mang xa hdi c6 chuc ning
dat hang, nguoi ban livestream. Luat Thuong mai dién tir 122/2025/QH15 (hl
01/7/2026), Didu 3 khoan 10: “Livestream ban hang 1 phat truc tiép va truc tuyén
trén nén tang thuong mai dién tir dé truyén tai ndi dung dudi dang Am thanh, hinh anh
nhim quang céo, gidi thiéu vé hang hoa, dich vu va cho phép dit hang thong qua chirc
nang dat hang truc tuyén trén nén tang d6.”

E-commerce and livestream selling: marketplaces, social platforms with ordering,
livestream sellers. E-commerce Law 122/2025/QH15 (eff. 1 July 2026), Art. 3(10) defines
livestream selling as live online broadcasting on an e-commerce platform of audio and visual
content to advertise or introduce goods and services, with ordering through the platform’s
online ordering function.

Tai liéu nay dugc bién soan boi doi ngii ciia website: https://globalmarket.vin
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« Phat trién bén virng: bao bi tai ché, giam dudng, ngudn nguyén liéu truy xuat duoc;
tuyén bd “xanh” phai ¢ cin cit dé khong thanh marketing xanh gia mao.
Sustainability: recyclable packaging, less sugar, traceable ingredients; ‘green’ claims need
evidence to avoid greenwashing.

Chi tiéu Ky S6 liéu
Indicator Period Figure

Téng mirc ban 1é hang hoa va doanh thu 7.008,9 nghin ty dong, +9,2%
dich vu tiéu dung Nam 2025 (2024: +8,9%)

Retail sales of goods and consumer service 2025 VND 7,008.9 trillion, +9.2% (2024
revenue +8.9%)

Téng mirc ban 1é hang hoa va doanh thu 5.925,7 nghin ty dong, +13,4%
dich vu tiéu ding 9 thang 2026 (loai trir yéu té gia +7,8%)
Retail sales of goods and consumer service 9 months of 2026 | VND 5,925.7 trillion, +13.4%
revenue (+7.8% in real terms)

Quy mo thuong mai dién tu Nam 2024 25 ty USD, +25%

E-commerce market size 2024 USD 25 billion, +25%

khoang 31 ty USD, +25,5%,
Quy mo6 thuong mai dién tir Nam 2025 khoang 10% tong mtc ban 1¢
E-commerce market size 2025 about USD 31 billion, +25.5%,

about 10% of total retail sales

Ngudn: ban 1é — Cuc Théng ké, Bao cdo tinh hinh kinh té — x hoi quy IV va nim 2025;
quy III va 9 thang nam 2026 (nso.gov.vn). Thuong mai di¢n tor — B Cong Thuong
(moit.gov.vn): nim 2024 theo phat biéu ctia Giam ddc Trung tdm Phat trién TMPT va
Cong nghé sb tai dién dan ngay 21/11/2025; nam 2025 theo phat biéu téng két cia Cuc
truong Cuc Thuong mai dién tir va Kinh té sb, bai dang 24/12/2025.

Sources: retail — National Statistics Olffice, socio-economic reports for Q4 and the year 2025
and for Q3 and the first nine months of 2026 (nso.gov.vn). E-commerce — Ministry of Industry
and Trade (moit.gov.vn): 2024 from the Director of the E-commerce and Digital Technology
Development Centre at a forum on 21 November 2025; 2025 from the year-end review by the

Director General of the E-commerce and Digital Economy Agency, published 24 December
2025.
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Hinh 1.7. Quy mé thwong mai dién tir Viét Nam 20242025 (ty USD). Ngudn: B6 Cong Thuong
(moit.gov.vn)
Figure 1.7. Vietnam’s e-commerce market size 2024—2025 (USD billion). Source: Ministry of Industry
and Trade (moit.gov.vn)

Vi DU/ EXAMPLE — Van Khé véi cac xu huéng. Gian hang trén san TMDT la kénh dén
khach ngoai Lam Pdng; cong ty livestream mdi toi thir Sdu tir xuwdng sy tra, ngudi
livestream n6i ding thanh phan, khong goi tra 13 thudc chita bénh (Luat TMDT Diéu 24
khoan 4 cim thong tin gian d6i vé cong dung). Dit liéu don hang dung dé nhic khach mua lai
sau 25 ngay, chi guri cho khach di tich 6 ddng ¥ nhan tin. Cong cu Al viét nhap mé ta san
pham, nhan vién kiém timg cau trude khi ding.

Véin Khé and the trends. The marketplace store reaches buyers outside Lam Pong; the firm
livestreams every Friday evening from its drying shed, and the host states the real ingredients and
never calls the tea a medicine (E-commerce Law Art. 24(4) bans deceptive information on uses).
Order data trigger a repurchase reminder after 25 days, sent only to buyers who ticked the consent
box. An Al tool drafts product descriptions, staff check every sentence before posting.

LOI HAY GAP / COMMON MISTAKE — Goi 31 ty USD 1a doanh thu ban 1¢ tric tuyén
B2C hoic dan “55% dan s6 mua sdm truc tuyén” nhu s6 do. Con s6 31 ty USD 1a phat biéu
tong két ciia B6 Cong Thuong vé quy md TMBT, khong ghi 1a B2C; con s6 55% khong c6
nam va ngudn diéu tra.

Calling USD 31 billion B2C online retail revenue, or quoting ‘55% of the population shop online’ as
a measurement. The USD 31 billion is the Ministry of Industry and Trade’s year-end statement on e-
commerce size, not labelled B2C; the 55% figure has no year or survey source.

1.11. Khai niém dé nham, 15i hay gap va thult ngivr — Easily confused concepts,

common mistakes and glossary

Cap khai niém Khac nhau & Vidu

Pair Difference Example

N A Thiéu hut — hinh thtrc cu thé —kém  Khat — tra dong chai — mua
Nhu cau — mong muodn —

cAu khd nang thanh toan duoc chai 15.000 dong
Need 5 d y Deprivation — specific form — backed Thirst — bottled tea — able to buy a
COn T WARIS T ACARAE py, ability to pay VND 15,000 bottle
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Cap khai niém

Pair

Marketing — ban hang
Marketing — selling

Marketing — quang céo
Marketing — advertising

Gia tri — gia
Value — price

Gia tri — su thoa man
Value — satisfaction

Giao dich — quan hé

Transaction — relationship

Nguoi tiéu dung — khach
hang

Consumer — customer

Marketing xa hoi — tir
thién

Societal marketing —
charity

Khac nhau &
Difference

Bit dau tir khach — bat dau tir hang
6 san
Starts from buyers — starts from stock

CaquatrinhR-STP-MM—-1-C
—mot cong cu cua P4

The whole process — one tool within P4

Téng loi ich cam nhén — s6 tién tra
Total perceived benefits — money paid

Danh gia trude khi mua — cadm nhan
sau khi dung
Judged before buying — felt after use

Mot lan trao d6i — chudi giao dich
lau dai

One exchange — a long chain

Mua, dung khong vi muc dich
thuong mai — moi nguoi mua, ké ca
dai ly

Buys for non-commercial use — any
buyer, incl. dealers

Thiét ké 4P vi loi ich dai han — hoat
dong tach khoi san pham

4P designed for long-term welfare —
activity detached from the product

Vi du
Example

Khéo sat roi 1am chai khong
dudng — 1am trude roi giao chi
tiéu

Survey then make the bottle — make

first, then set quotas

Chon khach, dinh gia, chon
kénh — video gidi thi¢u
Choosing buyers, pricing,
channels — a promo video

TCV 140 — gia 85 nghin dong
TCV 140 — price 85 thousand VND

CDV 40 — 68% khach hai long
CDV 40 — 68% satisfied

Mot chai — mua hang tuan hai
nam
One bottle — weekly for two years

Nhan vién van phong — dai ly
tap hoa
Office worker — grocery agent

Chai tai ché, it duong — tai trg
giai chay

Recyclable, low-sugar bottle —
sponsoring a run

Dinh nghia nguoi tiéu dung theo Luat BVQLNTD (47/VBHN-VPQH), Piéu 3 khoan 1:
“Nguoi tiéu dung 1a nguoi mua, st dung san phém, hang hoa, dich vu cho muc dich tiéu

dung, sinh hoat cua cad nhan, gia dinh, co quan, t0 chic va khong vi muc dich thuong
mai.” Khach hang 1a khai niém rdng hon, gom ca t6 chitc mua dé ban lai hay san xuat

(Chuong 3).

Consumer as defined by the Consumer Protection Law (47/VBHN-VPQH), Art. 3(1): a person
who buys or uses products, goods and services for personal, household, agency or
organisational consumption and not for commercial purposes. ‘Customer’ is wider and includes
organisations that buy to resell or produce (Chapter 3).

LOI HAY GAP / COMMON MISTAKE — Nham nhu cau v&i mong mudn: viét “khéch cé
nhu cau udng tra sira”. Nhu cau 1a giai khat, giao luu; tra sira 1 mong mudn. Nham nhu vay
khién doanh nghiép chi nhin ddi thu cung loai san pham, bo s6t ddi thu théa méan cing nhu
cdu bang san pham khac (nudc ép, ca phé).
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Confusing needs with wants: writing ‘customers need bubble tea’. The need is refreshment or
socialising; bubble tea is a want. The mistake makes a firm watch only same-product rivals and miss
rivals that meet the same need with other products (juice, coffee).

LOI HAY GAP / COMMON MISTAKE — Panh dong khuyén mai véi quang céo. Quang
c4o gi6i thiéu san pham dén nguoi tiép nhan (Luat Quang céo Diéu 2 khoan 1); khuyén mai 1a
“danh cho khach hang nhiing loi ich nhat dinh” dé xuc tién mua ban (Luat Thuong mai Diéu
88 khoan 1). Hai hoat dong chiu hai luat khac nhau.
Treating sales promotion as advertising. Advertising introduces a product to recipients (Advertising

Law Art. 2(1)); sales promotion gives customers certain benefits to boost buying and selling
(Commercial Law Art. 88(1)). The two fall under different laws.

Thuat ngir Viét — Anh — Vietnamese — English glossary

Thuéat ngir

Term (Vietnamese)

Tiéng Anh

English

Giai thich ngin
Short definition

Nhu cau

Mong muén

Cau (c6 kha nang thanh
toan)

San pham, 15i chao hang

Gia tri danh cho khach
hang

Su théa man cua khach

hang

Trao doi

Giao dich

Marketing quan hé

Needs

Wants

Demands

Product, market offering

Customer delivered value

Customer satisfaction

Exchange

Transaction

Relationship marketing

Trang thai thiéu hut dugc cam nhén
A felt state of deprivation

Hinh thirc cu thé cua nhu cu
The specific form a need takes

Mong mu6n kém kha ning, sy sin sang
chi tra

A want backed by ability and willingness to
pay

Thtr duge chao ban dé thoa man nhu cau
Anything offered to satisfy a need

Tong gia tri trir tong chi phi khach cam
nhén

Total customer value minus total customer
cost

So sanh két qua str dung véi ky vong
Performance compared with expectations

Nhan thir minh muén bang cach dwa lai
thtr c6 gia tri

Getting something by giving something of
value

Mot 1an trao d6i hoan tat
One completed exchange

Xay dung quan hé lau dai voi khach, d6i
tac

Building long-term ties with customers and
partners

Tai liéu nay dugc bién soan boi ddi ngii ctia website: https://globalmarket.vin

Trang 30



Dé cuong on tdp Nguyén 1y Marketing / Principles of Marketing Study Guide

Thuéat ngir Tiéng Anh Giai thich ngin

Term (Vietnamese) English Short definition

Tap hop nguoi mua hién c6 va tiém nang

Thi truon Market
’ & The set of actual and potential buyers
Phén tich, 14p ké hoach, thuc hién, kiém
Quan tri marketing Marketing management tra chut'o‘ng trmh. ma.rketmg .
Analysing, planning, implementing and
controlling programmes
2 : Tap trung san lugng, gia thanh tha
Quan diém san xuat Production concept P & ne, & P
Focus on volume and low cost
A, 2 Tép trung chét luong, tinh nin
Quan diém san pham Product concept P g o g &
Focus on quality and features
Y S . Tap trung ddy hang sin co
Quan diém ban hang Selling concept P £ y g .
Focus on pushing existing stock
.2 . . Xuét phat tir nhu cau thi truong muc tiéu
Quan diém marketing Marketing concept p ’ £
Start from target market needs
Quan diém marketing xa Societal marketing Can béng loi nhuan, khach hang, xa hoi
hoi concept Balance profit, customers and society
A s . . . Chu ¥ san pham hon nhu cau khach
Can thi marketing Marketing myopia y. p
Attending to the product more than to needs
. . . . Tap hop cong cu 4P c6 thé kiém soat
Marketing — mix Marketing mix o i
& & The controllable 4P toolset
T 1 o Gia tri hién tai cta lgi nhuan tir mot
Gia tri vong doi khach Customer lifetime value L i : ;
\ khéch
hang (CLV)

Present value of profit from a customer

Ty 1& khach tiép tuc mua ky sau

Ty 1€ gilr chan khach hang Retention rate ,
yies £ Share of customers buying again next period

Chuan myc dung sai trong quyét dinh
Dao duc marketing Marketing ethics marketing
Standards of right and wrong in marketing

Tuyén bb méi truong sai, mo hd, phong
Marketing xanh gia mao Greenwashing dai

False, vague or inflated green claims

Quéng céo khién khach hiéu sai vé san
Quang cdo gdy nham lan ~ Misleading advertising pham
Advertising that misleads buyers

Ngudi duoge xa hdi cha y trong mét linh
Nguoi ¢6 anh hudng Influencer vuc

A person with public attention in a field
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Thuéat ngir Tiéng Anh Giai thich ngin

Term (Vietnamese) English Short definition

Phat tryc tiép trén nén tang TMDT kém
Livestream ban hang Livestream selling dat hang
Live broadcast on a platform with ordering

1.12. Bai tap van dung c6 101 gidi — Applied exercises with solutions

Bai 1. Tra Van Khé dua dong tra déng chai vao TP.HCM — Exercise 1. Vin Khé Tea
takes its bottled tea line to Ho Chi Minh City

Cong ty TNHH Tra Van Khé (Lam Pong) ban tra thao moc tai loc qua chg dau mdi va
dai 1y tir nam 2018. Nam 2026 cong ty mudn dua ra chai tra atisd — co ngot 350 ml,
khong duong, gia 15.000 dong, nhim vao ngudi di 1am 22-40 tudi & TP.HCM. Nghién
ctru so bo: nhom nay c6 2.400.000 ngudi; 35% mudn udng tra thao moc dong chai thay
nudc ngot; trong sd d6 60% sin sang tra 15.000 déng/chai; ngudi mua ding binh quan 4
chai/thang. Giam ddc kinh doanh dé xuat “san xuét that nhiéu, giam gia manh & dai 1y dé
ban hét”. Yéu cau: (1) tinh quy md cau c6 kha ning thanh toan theo sé chai va doanh thu
nam; (2) dé xuit cta giam ddc kinh doanh thudc quan diém quan tri nao, rui ro gi; (3) lap
khung qué trinh R — STP — MM — I — C cho dy an; (4) néu mot chi tiéu do cho budce C.
Vian Khé Tea Co., Ltd. (Lam Pong) has sold herbal tea bags through wholesale markets and
agents since 2018. In 2026 it plans a 350 ml unsweetened artichoke—stevia bottled tea priced at
VND 15,000, aimed at working adults aged 22—40 in Ho Chi Minh City. A pilot study finds: the
group numbers 2,400,000 people; 35% want bottled herbal tea instead of soft drinks; of these,
60% are willing to pay VND 15,000 a bottle; buyers drink 4 bottles a month on average. The
sales director proposes ‘producing in volume and cutting agent prices hard to clear stock’.
Required: (1) the size of effective demand in bottles and annual revenue; (2) which management
orientation the proposal reflects and its risk;, (3) an R — STP — MM — [ — C outline for the
project; (4) one measure for stage C.

1. Ngudi ¢ mong mudn: 2.400.000 x 35% = 840.000. Nguoi co cau (mong mudn + kha
ning, san sang chi tra): 840.000 x 60% = 504.000 nguoi.

People with the want: 2,400,000 x 35% = 840,000. People with demand (want + ability and
willingness to pay): 840,000 % 60% = 504,000.

2. Sb chai/nam: 504.000 x 4 x 12 =24.192.000 chai. Doanh thu tiém nang theo gia ban
1é: 24.192.000 x 15.000 = 362.880.000.000 dong, tirc 362,88 ty ddong/nim. Pay 1a
ciu cua ca thi trudng, chua phai doanh s6 ctia Van Khé.

Bottles a year: 504,000 x 4 x 12 = 24,192,000. Potential revenue at retail price:
24,192,000 % 15,000 = VND 362,880,000,000, i.e. VND 362.88 billion a year. This is total
market demand, not Van Khé’s own sales.

3. Bé xuat “lam nhiéu, giam gia manh dé ban hét” 13 quan diém ban hang (day hang co
san) pha quan diém san xudt (san luong 10n, gia thip). Rui ro: ton kho khi khach chua
biét san pham; giam gia sdu lam hinh anh “tra ré”, khé nang gia; dai 1y quen chd giam
gia.

‘Make a lot, cut prices hard to clear it’ is the selling concept (pushing existing stock) mixed
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with the production concept (high volume, low price). Risks: unsold stock while buyers do
not yet know the product; deep discounts build a ‘cheap tea’ image that is hard to reprice;
agents learn to wait for discounts.

4. R: khao sat thoi quen uéng ctia nhom 22-40 tudi, thir vi, muc gia chép nhan. STP:
chon nhom van phong quan tam strc khoe; dinh vi “tra thao mdc khong duong tir Lam
Pong”. MM: chai 350 ml (P1), 15.000 dong (P2), ctra hang tién loi gan vin phong va
gian hang trén san TMPT (P3), dung thir tai toa nha va video ngan (P4). I: lich phan
phéi, ngan sach, phan cong. C: do két qua, so v6i muc tiéu.

R: survey drinking habits of the 22—40 group, taste tests, acceptable price. STP: target
health-minded office workers; position as ‘unsweetened herbal tea from Lam Pong’. MM:
350 ml bottle (P1), VND 15,000 (P2), convenience stores near offices and a marketplace
store (P3), sampling in office buildings and short videos (P4). I: distribution schedule,
budget, responsibilities. C: measure results against targets.

5. Chi tiéu cho budc C: ty 1€ mua lap lai sau 30 ngay, vi du muc tiéu > 30% nguoi da
mua; kém s6 diém ban c6 hang va diém hai long binh quan. Két qua dua nguoc vé
budc R cua vong sau.

Stage C measure: repeat purchase within 30 days, e.g. a target of > 30% of buyers; together
with the number of stocking outlets and the mean satisfaction score. Results feed back into
stage R of the next round.

Bai 2. Chién dich “serum xanh” ciia My pham Lam Ngoc — Exercise 2. Lam Ngoc
Cosmetics and its ‘green serum’ campaign

Cong ty TNHH M§y pham Lam Ngoc ra mat serum chiét xuat rau ma. Ban ké hoach
truyén thong c6 ba diém: (a) bao bi va quang cdo ghi “serum xanh sé mot Viét Nam,
100% than thién mdi truong” trong khi chai lam bang nhya nhiéu 16p khong tai ché duoc
va cong ty chua c6 tai liéu ching minh “sé mot”; (b) tra phi cho 5 ngudi c¢6 anh hudng
dang video “cam nhan that”, dé nghi ho khong ghi 1a quang cao dé “ty nhién hon”; (©)
trén trang ban hang, 6 “T6i dong y nhan quang cdo va cho phép chia sé dit lidu véi d6i
tac” dugc danh dau san. Yéu cau: chi ra van dé dao dic va can cir phap 1y cua timg diém,
dé xuat cach sira.

Lam Ngoc Cosmetics Co., Ltd. launches a centella serum. Its communication plan has three
points: (a) the pack and the ads say ‘Vietnam’s number one green serum, 100% eco-friendly’,
although the bottle is multi-layer plastic that cannot be recycled and the firm has no evidence for
‘number one’; (b) five influencers are paid to post ‘honest review’ videos and asked not to label
them as advertising so they ‘feel natural’; (c) on the sales page the box ‘I agree to receive
advertising and to share my data with partners’ is pre-ticked. Required: identify the ethical issue
and legal basis of each point and propose a fix.

1. (a) Marketing xanh gia mao (greenwashing) va tuyén b “sé mot” khong ching minh.
Luat Quang cdo Piéu 19 khoan 1: noi dung quang co “phai trung thuc, chinh xac, ro
rang”; Piéu 8 khoan 11 cdm dung “nhat”, “s6 mot” khi khong c6 tai liéu hop phap
chung minh.

(a) Greenwashing and an unproven ‘number one’ claim. Advertising Law Art. 19(1):
advertising content ‘must be truthful, accurate and clear’; Art. 8(11) bans ‘best’, ‘number
one’ and similar words without lawful supporting documents.
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2. Stra (a): bo “sd mot”; thay “100% than thién mdi truong” bang tuyén bd do duge va
dang pham vi, vi du “chiét xuit rau ma tr?)ng tai Lam Déng”; néu mudn noi vé bao bi
thi phai d6i bao bi trudc.

Fix (a): drop ‘number one’; replace ‘100% eco-friendly’ with a measurable claim of correct
scope, e.g. ‘centella extract grown in Lam Pong’; any packaging claim needs a packaging
change first.

3. (b) Che gidu quan hé tai trg, danh lira nguoi xem. Luat BVQLNTD Biéu 10 khoan 1
diém h cdm khong cong khai viéc tai tro cho ngudi ¢ anh huong; Luat Quang céo
Piéu 15a khoan 3 diém b budc ngudi c¢6 anh huong “thong bao vé viéc quang cdo
ngay trudc va trong khi thuc hién hoat dong quang céo”.

(b) Hiding sponsorship misleads viewers. Consumer Protection Law Art. 10(1)(h) bans
failing to disclose sponsorship of influencers, Advertising Law Art. 15a(3)(b) requires
influencers to announce the advertising ‘immediately before and during’ it.

4. Stra (b): hop dong ghi rd nghia vu gin nhan quang céo; ngudi cé anh hudng phai
dung thtr san pham va dugc cung cap tai lidu chit lugng (Piéu 15a khoan 3 diém a).
Fix (b): the contract requires an advertising label; influencers must try the product and
receive quality documents (Art. 15a(3)(a)).

5. (c) Khai thac dit liéu c4 nhan khong c6 sy dong ¥ that. Luat BVDLCN 91/2025 Diéu
9 khoan 4: déng ¥ “ddi voi timg muc dich”; ND 356/2025 Diéu 6 khoan 3: “khong
duoc thiét 1ap phuong thirc mic dinh déng y”. Gop nhan quang céo véi chia sé dir
liu 1a gop hai muc dich.

(c) Exploiting personal data without real consent. Personal Data Protection Law 91/2025
Art. 9(4): consent ‘for each purpose’; Decree 356/2025 Art. 6(3): ‘default consent’ settings
are not allowed. Bundling advertising with data sharing combines two purposes.

6. Stra (c): hai 6 riéng, dé trong, c6 nat tir chdi nhan quang cio bt ctr lic nao (Luat
BVDLCN Diéu 28 khoan 3, 5); luu bang chimg dong y vi doanh nghiép phai chimng
minh.

Fix (c): two separate unticked boxes and an opt-out from advertising at any time (Art. 28(3),
(5)), keep records of consent because the business bears the burden of proof.

1.13. Cau hoi tu luan va dan y tra l0i — Essay questions and answer outlines

Céu 1. Phan biét nhu cidu, mong mudn va cau. Lay vi du mdt ngwoi di lam ¢ Ha Noi
vao gio' An trua. Vi sao doanh nghiép khong tao ra nhu ciu nhung tac dong duoc
dén mong mudn va ciu?
Question 1. Distinguish needs, wants and demands, using an office worker in Ha Noi at
lunchtime as the example. Why can a firm not create needs, yet influence wants and demands?
« Nhu cdu: trang thai thiéu hut ma con ngudi cam nhan, & day 1a d6i va can nap ning
lugng. Nhu cau gén voi ban chét sinh hoc, x3 hoi ctia con nguoi.
Need: a felt state of deprivation, here hunger and the need for energy. Needs are rooted in
human biology and social life.

* Mong mudn: hinh thitc cu thé dé thoa man nhu cau, do vin héa va cé tinh dinh hinh:
mot bat pho, com van phong giao qua ung dung, hay banh mi ¢ xe day.
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Want: the specific form chosen to satisfy the need, shaped by culture and personality: a bowl
of pho, an office lunch delivered by app, or a banh mi from a street cart.

« Cau: mong mudn co kha ning va san sang thanh toan. Nguoi c6 50.000 déng cho bira
trua ¢6 cAu v6i sut com 40.000 dong, khong c6 cau voi suat 150.000 dong du van co
mong mudn.

Demand: a want backed by ability and willingness to pay. Someone with VND 50,000 for
lunch demands a VND 40,000 meal but not a VND 150,000 one, even if the want is there.

« Doanh nghiép khong tao ra con déi; ho dua ra san pham, gia, cach giao hang dé bién
mong mudn thanh cau: chia sudt nhé hon, thanh toan QR, giao trong 20 phut.

Firms do not create hunger, they design product, price and delivery to turn wants into
demand: smaller portions, QR payment, 20-minute delivery.

« Két luan: do thi trudng phai do cau (s6 ngudi c6 mong mudn va kha ning thanh toén),
khong do theo nhu cau chung chung; s6 ngudi “d6i” khong phai quy mé thi trudng
com trua 150.000 dong.

Conclusion: market sizing measures demand (people with the want and the ability to pay),
not general needs, the number of ‘hungry people’ is not the market for VND 150,000
lunches.

Ciu 2. So sanh quan diém ban hang, quan diém marketing va quan diém marketing
x4 hdi theo diém xuit phat, trong tim, phwong tién va muc tiéu. Doanh nghiép Viét
Nam nao thwong van dung quan diém ban hang va trong hoan canh nio thi hep ly?
Question 2. Compare the selling concept, the marketing concept and the societal marketing
concept by starting point, focus, means and end. Which Vietnamese firms tend to use the selling
concept, and when is it reasonable?

« Quan diém ban hang: xuat phat tir nha may, trong tim la san pham hién c6, phuong
tién 1a ban hang va khuyén mai manh, muyc ti€u lgi nhuan qua doanh $6.

Selling concept: starts from the factory, focuses on existing products, uses aggressive selling
and promotion, and seeks profit through sales volume.

* Quan diém marketing: xuét phat tir thi trudng muc tiéu, trong tdm la nhu cau khach
hang, phuong tién 1a marketing phdi hop, myc tiéu loi nhuan qua su thoéa man ciia
khéach hang.

Marketing concept: starts from the target market, focuses on customer needs, uses integrated
marketing, and seeks profit through customer satisfaction.

« Quan diém marketing x4 hoi: thém loi ich dai han cua x3 hoi va méi trudng vao can
can loi nhuan — nhu cau khach hang; vi du khong ban dd uéng nhiéu duong cho cang
tin truong tiéu hoc du c6 cau.

Societal marketing concept: adds the long-term interest of society and the environment to the
balance of profit and customer wants, e.g. declining to sell high-sugar drinks to primary
school canteens even if there is demand.

« Quan diém ban hang thudong gip ¢ hang it duoc cha dong tim mua (bao hiém nhan
tho, g6i hoc truc tuyén dai han) va khi du cong suat, ton kho cudi mua.

The selling concept is common for unsought goods (life insurance, long online course
packages) and with spare capacity or end-of-season stock.
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« Hop ly khi ding ngéan han dé giai phong ton kho, c¢6 thong tin trung thuc; rii ro khi
thanh chién lugc lau dai: khach mua ri hdi tiéc, khiéu nai, uy tin giam.
Reasonable as a short-term tool to clear stock with truthful information; risky as a long-term
strategy: buyers regret, complain and trust falls.

Cau 3. Mt hgp tic xi & An Giang ban gao dic san déng tii 5 kg qua cho truyén
thong. Hiy mo ta marketing — mix 4P hi¢n tai cé thé cé, chuyén sang géc nhin 4C va
dé xuat hai thay ddi dé ban cho hd gia dinh tré & TP.HCM qua san thuwong mai dién
tur.

Question 3. A cooperative in An Giang sells specialty rice in 5 kg bags through traditional
markets. Describe its likely 4P marketing mix, restate it in 4C terms and propose two changes to
sell to young households in Ho Chi Minh City via an e-commerce marketplace.

« 4P hién tai: ti 5 kg in tén gidng laa (P1); gia theo gia cho (P2); ban qua tiéu thuong &
cho (P3); truyén miéng, bién hiéu sap (P4).
Current 4P: 5 kg bags printed with the rice variety (P1), prices follow market rates (P2);
sold through market traders (P3),; word of mouth and stall signs (P4).

« 4C: giai phap cho khach 1a gao ngon, an toan, ngudn gbc 1d; chi phi ciia khach gom
tién va cong di chg, mang vac; thuan ti¢n thép voi nguoi khong di cho; giao tiép mot
chiéu.
4C: the customer solution is tasty, safe rice of clear origin, customer cost includes money

and the effort of going to market and carrying it; low convenience for people who do not
shop at markets, one-way communication.

« Thay d6i 1 (san pham, thuan tién): tai 2 kg c6 khoa kéo, ma QR truy xuat ngudn gbc,
giao tan nha qua san TMBT; khach tré it ndu, & can ho nho.

Change 1 (product, convenience): 2 kg zip bags, a traceability QR code and home delivery
via the marketplace; young buyers cook less and live in small flats.

« Thay d6i 2 (giao tiép): trang gian hang tra 16 cAu héi trong ngay, moi danh gia sau
mua, ndi dung ngin vé cach nau; ndi dung phai ding su that vé giéng lta va xuat xu
(Luat Quang céo Piéu 19 khoan 1).

Change 2 (communication): the store page answers questions the same day, invites post-

purchase reviews and posts short cooking content; claims about the variety and origin must
be true (Advertising Law Art. 19(1)).

« Chi phi ctia khach: gia t0i 2 kg c6 thé cao hon trén mdi kg nhung tong chi phi (tién,
thoi gian, cong sirc) thap hon di cho; d6 14 1y do 4C bd sung cho 4P chir khong thay
4P.

Customer cost: the 2 kg price may be higher per kg, but total cost (money, time, effort) is
lower than a market trip; this is why 4C complements rather than replaces 4P.
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1.14. Cau hoi trac nghiém — Multiple-choice questions

1. Theo cach hiéu trong marketing, “cau” 1a:
In marketing terms, ‘demand’ is:

A. mong mudn vé mot san pham cu thé kém kha nang va sy san sang thanh toan
want for a specific product backed by ability and willingness to pay

B. trang thai thiéu hut ma con ngudi cam nhan dugc / a felt state of deprivation

C. moi mong mudn ctia ngudi tiéu dung vé san pham / every consumer want for a
product

D. s6 lwong san pham doanh nghiép san xuat duoc / the quantity a firm can produce

2. Mot nha may banh keo ton kho 16n sau Tét. Ban giam ddc tang chiét khau cho dai 1y,
thudng nhan vién theo doanh sb, khong tim hiéu vi sao khach it mua. Cach lam nay
thé hién quan diém:

A confectionery plant holds large stocks after Tet. Management raises dealer discounts and
pays staff sales bonuses without asking why buyers bought less. This reflects the:

A. quan diém san xuét / production concept

B. quan diém marketing / marketing concept

C. quan diém ban hang / selling concept

D. quan diém marketing xa hoi / societal marketing concept

3. Mot ving ¢6 1.000.000 nguoi; 40% mudn dung san pham X; 50% trong s6 d6 c6 kha
nang va san sang mua & gia 50.000 dong; mdi ngudi mua 2 don vi/nim. Quy md cau
c6 kha nang thanh toan theo gia tri la:

An area has 1,000,000 people; 40% want product X; 50% of these can and will buy at VND
50,000, each buys 2 units a year. Effective demand in value terms is:

A. 40 ty ddng/mam | VND 40 billion a year
B. 20 ty dong/mam | VND 20 billion a year
C. 100 ty ddng/mam / VND 100 billion a year
D. 10 ty ddng/nam / VND 10 billion a year

4. Thur ty dung cua qua trinh marketing la:
The correct order of the marketing process is:
A.STP-R-MM-1-C
B.MM-R-STP-C-1
C.R-MM-STP-1-C
D.R-STP-MM-1-C

5. Trong md hinh 4C, yéu té twong tmg v6i “phan phdi” (Place) la:
In the 4C model, the counterpart of Place is:
A. su thuan tién (convenience) / convenience
B. chi phi cta khach hang (cost) / cost
C. giao tiép (communication) / communication
D. giai phap cho khach hang (customer solution) / customer solution
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6. Theo Luat Bao vé dif liéu c4 nhan 91/2025/QH15, khach hang khong phan hdi email
xin phép guri quang cdo thi:
Under Personal Data Protection Law 91/2025/QH135, a customer who does not reply to an
email asking permission to send advertising:
A. duoc coi 1a ddng ¥ sau 7 ngay / is deemed to consent after 7 days

B. dugc coi 1a ddng y néu email c6 nat hity dang ky / is deemed to consent if the
email has an unsubscribe link

C. duoc coi la dong y véi moi muc dich da néu / is deemed to consent to all stated
purposes

D. khong duoc coi la ddng ¥ / is not deemed to consent

7. Khach danh gi4 tong gia tri nhan dugc tir mot san pham 14 140 nghin dong, tong chi

phi bo ra 12 100 nghin dong. Gia tri danh cho khach hang (chénh léch) 1a:
A customer rates the total value of an offer at VND 140 thousand and the total cost at VND
100 thousand. Customer delivered value (the difference) is:

A. 240 nghin déng / VND 240 thousand

B. 1,4 1an / 1.4 times

C. 40 nghin déng / VND 40 thousand

D. 100 nghin dng / VND 100 thousand

8. Doanh nghiép tra tién cho ngudi c6 anh hudng gidi thiéu san pham nhung khong cong
khai viéc tai tro. Hanh vi bi nghiém cdm theo quy dinh:
A firm pays an influencer to promote a product but does not disclose the sponsorship. The
prohibition is in:
A. Luat Canh tranh Diéu 45 khoan 6 (ban dudi gia thanh toan bd) / Comperition Law
Art. 45(6) (selling below full cost)
B. Luat BVQLNTD Diéu 10 khoan 1 diém h / Consumer Protection Law Art. 10(1)(h)
C. Luat Gia Piéu 29 (niém yét gia) / Price Law Art. 29 (price display)
D. Luat SHTT Diéu 93 khoan 6 (hiéu luc vin bang nhan hiéu) / IP Law Art. 93(6)
(term of a trademark certificate)
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Chuwong 2. Moi trueong marketing — Chapter 2. The marketing

environment

Muc tiéu chwong — Chapter objectives

* Néu khai niém moi trudong marketing, phan biét moi truong ndi bg, vi mo va vi mo.
Define the marketing environment and distinguish the internal environment, the
microenvironment and the macroenvironment.

« Phan tich sau tic nhan vi mo va sau yéu t6 vi mé (PESTEL), dung sb liéu Viét Nam c6
ky va nguon.
Analyse the six micro actors and the six macro factors (PESTEL) with Vietnamese data that
carry a period and a source.

« Pénh gia strc hap dan ciia mot nganh bang mé hinh nim luc lugng canh tranh.
Assess an industry’s attractiveness with the five forces model.

« Lap ma train SWOT va ma tran két hop SO — ST — WO — WT cho mdt doanh nghiép.
Build a SWOT matrix and a TOWS matrix (SO, ST, WO, WT) for a firm.

« Tinh diém ma tran EFE, IFE va dit doanh nghiép 1én ma tran IE.
Score the EFE and IFE matrices and place the firm on the IE matrix.

2.1. Khai niém va cau tric moi trwong marketing — Concept and structure of the

marketing environment

Moi truong marketing 1a tap hop céc tdc nhan va luc lugng bén ngoai by phan marketing
c6 anh huong toi kha nang ctia doanh nghiép trong viéc xay dung va duy tri quan hé véi
khach hang muyc tiéu. Cach chia pho bién (theo Philip Kotler) gdm hai 16p bén ngoai: méi
treong vi md gom cac tic nhan gan doanh nghiép, va méi trwong vi md gdm céc luc
luong xa hoi rong. Nhiéu gido trinh Viét Nam tach thém mai truwdong ndi bd 13 cac bo
phan, ngudn luc bén trong doanh nghiép.

The marketing environment is the set of actors and forces outside marketing that affect the firm’s
ability to build and maintain relationships with target customers. The common split (after Philip
Kotler) has two external layers: the microenvironment, made up of actors close to the firm, and

the macroenvironment, made up of broad societal forces. Many Vietnamese courses also
separate the internal environment: the firm’s own departments and resources.
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MOI TRUONG VI MO (PESTEL)
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Hinh 2.1. Ba 16p ctia mdi truong marketing: ndi by & tdm, squ tdc nhan vi mo, squ yéu té vi mo
Figure 2.1. The three layers of the marketing environment: the firm at the centre, six micro actors, Six
macro factors

PHAI THUQC / MEMORISE — Vi mé = doanh nghiép (ndi bd), nha cung cip, trung gian
marketing, khach hang, ddi thu canh tranh, cong chiing. Vi mo = nhan khéu hoc, kinh té, tu
nhién, céng nghé, chinh tri — phap luat, vin hoa — xa hoi. Yéu t6 bén ngoai sinh ra co’ hdi (0)
va thach thire (T); yéu t6 bén trong 14 diém manh (S) va diém yéu (W).

Micro = the company (internal), suppliers, marketing intermediaries, customers, competitors, publics.
Macro = demographic, economic, natural, technological, political-legal, socio-cultural. External
factors give opportunities (O) and threats (T), internal factors are strengths (S) and weaknesses (W).

Méi trudng marketing ¢6 bon dic diém: khach quan (ton tai khong phu thuéc y mubn
ctia doanh nghiép); bién ddng (dan s, gia, luat, cong nghé thay d6i hang nam); da dang,
dan xen (mot thay doi phap luat 1am d6i hanh vi nha phan phdi va dbi thu); tac dong hai
chiéu v6i mirc d6 khac nhau (doanh nghiép dam phan duoc v6i nha cung cap, nhung chi
thich (mg véi toc d6 gia hoa dan sb).

The marketing environment has four features: it is objective (it exists regardless of the firm’s
wishes), changing (population, prices, laws and technology shift every year), diverse and
interlinked (a change in law alters how distributors and rivals behave),; and two-way to different
degrees (the firm can negotiate with suppliers but can only adapt to population ageing).

Cach ung xir N¢i dung Vi du

Stance Content Example

Coi mdi truong 1a cho trudce, theo doi Gia duong tang, doi cong thirc

Thich tng (bi v

dong) g (bl roi diéu chinh 4P sang it duong

R. gt Treats the environment as given, monitors Sugar prices rise, so the recipe moves
eactive

it and adjusts the 4Ps to low sugar
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Cach ung xir N¢i dung Vi du
Stance Content Example

Tim céch tac dong tdi tdc nhan va du
luan: lién két, van dong chinh sich hop ~ Cung hiép hoi gép ¥ du thao tiéu

Chu dong phép, truyén thong chuén nhan d6 uéng
Proactive Tries to shape actors and opinion: Comments on a draft drinks-label
alliances, lawful policy advocacy, standard with the trade association

communication

Tinh hudéng xuyén chwong: Céng ty CP Tra Thio mdc Son LAm — Running case:
Son Ldam Herbal Tea JSC

Vi DU/ EXAMPLE — Cong ty CP Tra Thao moc Son Lam (Lam Dong) san xuét tra atiso
va tra thao moc déng chai 350 ml, ban qua 1.200 diém tap hoa & Ty Nguyén va Nam Trung
B0, chwa c6 gian hang trén san TMDT. Ban giam déc mudn dua san phdm vao cira hang tién
loi & TP.HCM, Ha Noi va ban truc tuyén trong ndm 2027. Cac muc 2.2-2.6 1an luot phan tich
moi trudng cho quyét dinh nay.

Son Lam Herbal Tea JSC (Lam Pong) makes artichoke and herbal teas in 350 ml bottles, sold
through 1,200 grocery outlets in the Central Highlands and South Central Coast, with no marketplace
store yet. The board wants to enter convenience stores in Ho Chi Minh City and Ha N¢i and sell
online in 2027. Sections 2.2—2.6 analyse the environment for this decision.

Quét méi truong (environmental scanning) 1 viéc theo ddi c6 hé théng cac thay d6i bén
ngoai. Quy trinh bon budc:

Environmental scanning is the systematic monitoring of external change. A four-step process:

1. Thu thap: sb liéu chinh théng (Cuc Thong ké, Bo Cong Thuong, Céng bio), bao cao
nha phan phdi, phan hdi ciia nhan vién ban hang.
Collect: official data (Statistics Office, Ministry of Industry and Trade, Official Gazette),
distributor reports, sales-force feedback.

2. Phan loai: xép timg dit kién vao vi md hay vi mé, vao yéu t6 PESTEL tuong tmg; ghi
ky va ngudn.
Classify: put each fact under micro or macro and under the matching PESTEL factor;
record period and source.

3. bBéanh gia: dir kién 1a co hdi hay thach thirc, muc tdc dong, xac suat xay ra.
Assess. is the fact an opportunity or a threat, how large is the impact, how likely is it.

4. Phan ung: chuyén thanh quyét dinh 4P va dua vao ma train SWOT, EFE (muc 2.5,
2.6).
Respond: turn it into 4P decisions and feed it into the SWOT and EFE matrices (sections
2.5, 2.6).

2.2. Moi truwong vi moé — The microenvironment
Moi trudng vi md gom cac tac nhin c6 quan hé truc tiép véi doanh nghiép trong viée tao
ra va dua gia trj toi khach hang. Doanh nghiép khong kiém soat duoc cac tic nhan nay
nhung c6 thé lya chon, thuong luong, ky hop déng véi phan 16n ching.
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The microenvironment consists of actors directly linked to the firm in creating and delivering
value to customers. The firm does not control them but can choose, negotiate and contract with

most of them.

Tac nhan
Actor

Doanh nghiép (nd1
b9)

The company
(internal)

Nha cung cap
Suppliers

Trung gian
marketing
Marketing
intermediaries

Khach hang

Customers

Déi thi canh tranh
Competitors

Cong chung
Publics

N¢i dung phan tich

What to analyse

Ban giam dbc, tai chinh, san xuét,
R&D, mua hang; mirc phbi hop vai
marketing

Top management, finance, production,
R&D, purchasing, how they work with
marketing

S6 lwong ngudn, gia, chit luong, thoi
gian giao, rui ro gian doan

Number of sources, price, quality, lead
time, disruption risk

Trung gian phan phdi, cong ty
logistics, don vi dich vy marketing, t6
chure tai chinh

Resellers, physical distribution firms,
marketing services agencies, financial
intermediaries

Nam loai thi truong khach hang (bang
dudi); nhu cAu, hanh vi mua

Five customer markets (table below);
needs, buying behaviour

Bén cép canh tranh; diém manh, yéu,
chién luge cta déi thu

Four levels of competition; rivals’
strengths, weaknesses, strategies

Nhém c6 quan tdm hoac tac dong toi
kha nang dat muc tiéu

Groups with an interest in or impact on
the firm’s ability to reach its goals

Son Lam

Day chuyén gan hét cong suét:
mudn vao TP.HCM phai dau tu
thém

Line near full capacity: entering
HCMC needs new investment

Néng h atiso, nha san xuét chai
PET, xudng in nhan

Artichoke farmers, PET bottle maker,
label printer

Nha phan phéi khu vuc, san
TMDT, don vi giao hang, vi dién
tr

Regional distributors, marketplaces,
delivery firms, e-wallets

Nguoi tiéu dung, quan an, cura
hang qua dac san
Consumers, eateries, local gift shops

Hang tra dong chai 16n, tra tai loc,
nuoc ép

Large bottled-tea makers, tea bags,
Jjuices

Ngén hang cho vay, bao dia
phuong, cu dan quanh nha may

Lending bank, local press, residents
near the plant
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Déi thu canh tranh: tranh ciing khach hang va diém ban

\ S~
\\ s
4 Sa
Nha cung cép Son Lﬁ}“ Trung gian Khach hang
(ndng ho atiso, (sdn xuat, (nha phén phoéi, tap (ngudi tiéu dung,
chai PET, nhan) % marketing) ‘ hoéa, sain TMDT) quén an, du khach)

hang hoéa, dich vu di sang phai (nét lién); tién, thong tin phan hoi di sang trai (nét cham)

Cong chung: tai chinh, truyén thong, chinh quyén, 6 chure x3 hoi, dia phuwong, chung, ndi bo

Hinh 2.2. Moi trudng vi mé cua Son Lam: dong hang hoa tir nha cung cip t6i khach hang, ddi
thu va cong chung bao quanh
Figure 2.2. Son Lam’s microenvironment: goods flow from suppliers to customers, surrounded by
competitors and publics

Doanh nghi€p, nha cung cap va trung gian marketing — The company, suppliers and
marketing intermediaries

Quyét dinh marketing phai khép véi muc tidu va ngudn luc ciia cac bo phan khac: tai
chinh duyét ngan sach, san xuit bao dam san lugng, R&D 1am cong thirc méi. Nha cung
cap quyét dinh chi phi va d6 6n dinh dau vao; thiéu nguyén liéu hay chai réng mét tuan 1a
mat ké & cira hang tién loi. Trung gian marketing gitp doanh nghiép ban, giao va thu
tién: nha ban budn, ban 1¢, sin TMBPT; kho va van chuyén; coéng ty quang cdo, nghién
ctru thi truong; ngan hang, vi dién tr cho thanh toan QR.

Marketing decisions must fit the goals and resources of other departments: finance approves
budgets, production ensures volume, R&D develops recipes. Suppliers set input cost and
reliability; a week without raw material or empty bottles means losing convenience-store shelf
space. Marketing intermediaries help the firm sell, deliver and get paid: wholesalers, retailers,

marketplaces;, warehousing and transport; advertising and research agencies, banks and e-
wallets for QR payment.

Vi DU/ EXAMPLE — Son Lam mua atiso tir 300 néng ho theo hop dong bao tiéu, nhung
chai PET chi c6 mot nha cung cdp. Rui ro tip trung & chai, khéng & nguyén liéu.

Son Lam buys artichoke from 300 farm households under offtake contracts, but PET bottles come
from a single supplier. The concentration risk lies in bottles, not in raw material.

1. Phén loai: nha cung cip chai 13 tac nhan vi md; gia nhwa nguyén sinh thé gisi 1a yéu
t6 kinh té vi mé tac dong qua nha cung cap nay.
Classify: the bottle supplier is a micro actor,; world virgin-plastic prices are a macro
economic factor acting through that supplier.

2. Phan ung: tim nha cung cap chai thi hai trudc khi ky véi chudi tién loi, ghi diéu
khoan giao hang tdi thiéu trong hop dong.
Respond: find a second bottle supplier before signing with convenience chains and set
minimum delivery terms in the contract.
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Khach hang — Customers

Thi trwong Ngwoi mua va muc dich Vi du véi Son Lam

Market Buyers and purpose Son Lam example

Ca nhan, ho gia dinh mua dé dung

Neudi tidu di
guol tieu dung Individuals and households buying

Consumer market

Nguoi mua chai tra ¢ tap hoa

f A shopper buying a bottle at a grocer
for own use

Nha hang mua tra pha ché mén

Kinh doanh (cong T chirc mua dé san xuét tiép z
A . AR uong
nghiép) Organisations buying for further _ . )
. . A restaurant buying tea for its drinks
Business market production :
menu
Ban lai Mua dé ban lai kiém 1oi Nha phan phéi, chudi tién loi
Reseller market Buying to resell at a profit Distributors, convenience chains
Co quan nha nuéc mua dé thuc
Chinh phu hién chtrc nang Bép an cua truong hoc cong lap
Government market Public bodies buying to perform their = A public school canteen
functions
Qudc té Nguoi mua ¢ nude ngoai Nha nhap khau thyc pham chau A
International market Buyers abroad An Asian food importer

PHAI THUQC / MEMORISE — Luit Bao vé quyén loi ngudi tiéu dung (47/VBHN-
VPQH), biéu 3 khoan 1: “Ngudi tiéu dung 1 ngudi mua, st dung san pham, hang hoéa, dich
vu cho muc dich tiéu dung, sinh hoat ctia ca nhan, gia dinh, co quan, t6 chtrc va khong vi muc
dich thuong mai.” Nha phan phdi mua dé ban lai khong phai nguoi tiéu dung theo luat nay.
Consumer Protection Law (consolidated text 47/VBHN-VPQH), Article 3(1): a consumer is a person
who buys or uses products, goods or services for the consumption and daily needs of individuals,
households, agencies or organisations and not for commercial purposes. A distributor buying for
resale is not a consumer under this law.

7

Doi thi canh tranh — Competitors

Pbi thu rong hon tip cac nhin hiéu cung loai. Phan tich theo bén cap, tir hep téi rong,
theo cau hoi “khach hang con c6 thé dung tién vao viéc gi khac?”.

Competitors are more than same-category brands. Analyse them at four levels, from narrow to
broad, by asking “what else could the customer spend this money on?”.

Cép canh tranh Noi dung Son Lam, chai 350 ml

Level Content Son Lam, 350 ml bottle

Cung loai san pham, cing phan  Céc nhén tra thao moc dong chai

Nhén hi¢u Y .
o khuc gia khac
Brand competition .
Same product, same price tier Other bottled herbal-tea brands
Hinh thirc san phém Cung loai, khac hinh thic Tra atiso tti loc, tra kho
Product form Same category, different form Artichoke tea bags, dried tea

Tai liéu nay dugc bién soan boi ddi ngii ctia website: https://globalmarket.vin
Trang 44



Dé cuong on tdp Nguyén 1y Marketing / Principles of Marketing Study Guide

Cép canh tranh Noi dung Son Lam, chai 350 ml

Level Content Son Lam, 350 ml bottle

Khac loai, cung giai quyét mot

Loai san phim 5 .
’ nhu cau Nudc suoi, nude ép, ca phé lon

chun ) . .
( g) Different products meeting the same = Bottled water, juice, canned coffee
Generic -
need
- Cac céach dung khac cho cun . g A 12 .
Mong muon & £ Mot goi banh, mot 1an guri xe

khoan tién .
Desire , A snack, a parking fee
Other uses of the same money

Cong chung — Publics

Cong chiing 1a nhom ngudi quan tam (hién tai hodc tiém ning) t6i, hodc co tac dong toi,
kha ning dat muc ti€u cuia doanh nghi¢p. Bady nhom thuong gap: cong chiing tai chinh
(ngan hang, nha dau tu); truyén thong (bdo, dai, ngudi sang tao ndi dung); chinh quyén
(co quan quan 1y an toan thyc pham, quan 1y thi trudng); t6 chirc xa hoi (hoi bao vé nguoi
tiéu dung, nhom moi truong); dia phuong (cu dan quanh nha may); cong chiung chung
(du luan); ndi bd (nguoi lao dong).

Publics are groups with an actual or potential interest in, or impact on, the firm’s ability to
reach its goals. Seven common groups: financial publics (banks, investors); media (press,
broadcasters, content creators); government (food-safety and market-surveillance authorities);

citizen-action groups (consumer associations, environmental groups); local publics (residents
near the plant); the general public, internal publics (employees).

LOI HAY GAP / COMMON MISTAKE — Coi “vi md” 1a phan doanh nghiép kiém soat
duge. Chi nguén luc noi bo 1a kiém soat duge; nha cung cép, nha phan phéi, ddi thu, cong
chung déu doc 1ap, doanh nghiép chi chon, thuong lwong hodc gdy anh hudng.

Treating the “micro” environment as controllable. Only internal resources are controllable;
suppliers, distributors, competitors and publics are independent, and the firm can only choose,
negotiate or influence.

LOI HAY GAP / COMMON MISTAKE — Nham khéch hang vé6i céng chiing: bao chi, cu
dan quanh nha may khong mua hang nhung van tac dong téi doanh nghiép, nén la cong
chung; nha phan phdi mua dé ban lai 1a khach hang thudc thi trudng ban lai.

Confusing customers with publics: the press and nearby residents do not buy but still affect the firm,
so they are publics; a distributor buying for resale is a customer in the reseller market.

2.3. Moi trueong vi mé va moé hinh PESTEL — The macroenvironment and the
PESTEL framework

Moi truong vi mo g@)m cac lyc lugng xa hdi rong tac dong 1én doanh nghi€p va moi tac
nhan vi mé. Gido trinh Viét Nam thuong liét ké sau yéu t; khung PESTEL viét tat sau
chir cai tiéng Anh. Hai cach chia cung ndi dung, khac thur ty va tén goi.

The macroenvironment consists of broad societal forces acting on the firm and every micro

actor. Vietnamese courses usually list six factors;, the PESTEL framework abbreviates six
English initials. The two lists cover the same ground with different order and names.
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PESTEL

Yéu td twong ing

Cau héi phan tich

P — Political

E — Economic

S — Social

T-—
Technological

E—
Environmental

L — Legal

Matching factor

Chinh tri (thudc chinh tri — phap
luat)
Political (part of political-legal)

Kinh té

Economic

Nhan khau hoc, van hoa — xa hoi
Demographic, socio-cultural

Cong nghé

Technological

Tu nhién
Natural

Phap luat (thudc chinh tri — phap
luat)
Legal (part of political-legal)

Guiding question

On dinh chinh tri, chinh sach nganh, sép
xép don vi hanh chinh?

Political stability, sector policy,
administrative reorganisation?

Tang trudng, thu nhap, lam phat, chi ti€u?
Growth, income, inflation, spending?

Quy md, co cau dan so, 101 song, gia tri?
Population size and structure, lifestyle,
values?

Kénh s6, thanh toan, tu dong hoa?
Digital channels, payment, automation?

Tai nguyén, thoi tiét, thién tai, 6 nhiém?
Resources, weather, disasters, pollution?
Luat quang cao, khuyén mai, dir liu,

TMDT?

Advertising, promotion, data, e-commerce
law?

Mbi yéu t6 dudi day di theo ba budc: dir kién ¢é Ky va ngudn, xu hwéng, tac dong téi
doanh nghiép cu thé. Mot bang s6 lidu khong ¢ budc thi ba chua phai 14 phan tich moi

truong.

Each factor below follows three steps: a fact with period and source, the trend, the impact on a
specific firm. A data table without the third step is not yet an environmental analysis.

Nhan kKhau hoe — Demographic environment

Nhan khau hoc nghién ctru quy mo, mat do, phan bd, co chu tudi, gidi tinh, ho gia dinh,
trinh d6 cua déan sé. bay la yéu td dugc theo ddi dau tién vi thi truong dugc tao nén tu

con nguoi.

Demography studies the size, density, distribution, age and sex structure, households and
education of a population. It is watched first because markets are made of people.

Chi tiéu

Indicator

Dan s trung binh
Average population

Dan s6 thanh thi
Urban population

Dan s6 néng thon
Rural population

S6 liéu Ky

Value Period
102,3 tri¢u nguoi, +0,99% Nam 2025
102.3 million, +0.99% 2025

39,4 triéu nguoi (38,6%) Nam 2025
39.4 million (38.6%) 2025

62,9 triéu nguoi (61,4%) Nam 2025
62.9 million (61.4%) 2025
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Chi tiéu S6 liéu Ky
Indicator Value Period

Nam / nir 49,9% / 50,1% Nam 2025
Men / women 49.9%/50.1% 2025

Téng ty suat sinh 1,93 con/phuy nit 01/4/2025
Total fertility rate 1.93 children per woman 1 Apr 2025
Tudi tho trung binh 74,7 tudi (nam 72,3; nit 77,3) Nam 2025
Life expectancy 74.7 years (men 72.3; women 77.3) 2025

Du6i 15/ 15-64 / tir 65 tudi 22,8% /67,6% / 9,6% 01/4/2025
Under 15/ 15—64 / 65 and over 22.8%/67.6%/9.6% 1 Apr 2025
Chi s6 gia hoa .~ 01/4/2025
Ageing index ’ 1 Apr 2025
Ty sb phu thudc chung 48,0% 01/4/2025
Total dependency ratio 48.0% 1 Apr 2025

Ngudn: Cuc Théng ké — Bo Tai chinh, Thong cdo béo chi vé tinh hinh dan sd, lao dong,
viéc lam quy IV va nam 2025, https://www.nso.gov.vn/tin-tuc-thong-ke/2026/01/thong-
cao-bao-chi-ve-tinh-hinh-dan-so-lao-dong-viec-lam-quy-iv-va-nam-2025/ (nam 2025,
tong ty sut sinh); Két qua chu yéu Diéu tra bién dong dan sd va ké hoach hoa gia dinh
thoi diém 01/4/2025, Biéu 1.4 va 1.5, https://www.nso.gov.vn/du-lieu-va-so-lieu-thong-
ke/2026/08/ket-qua-chu-yeu-dieu-tra-bien-dong-dan-so-va-ke-hoach-hoa-gia-dinh-thoi-
diem-01-4-2025/ (co ciu tudi, chi s6 gia hoa, ty sé phy thudc). Ty 1¢ thanh thi theo diéu
tra thoi diém 01/4/2025 1a 38,7%, khac s6 binh quan nim 38,6% vi khac ky.

Source: Statistics Office — Ministry of Finance, press release on population, labour and
employment in Q4 and the year 2025, https://www.nso.gov.vn/tin-tuc-thong-ke/2026/01/thong-
cao-bao-chi-ve-tinh-hinh-dan-so-lao-dong-viec-lam-quy-iv-va-nam-2025/ (2025 figures, total
fertility rate); Main results of the population change and family planning survey as of 1 April
2025, Tables 1.4 and 1.5, https://www.nso.gov.vn/du-lieu-va-so-lieu-thong-ke/2026/08/ket-qua-
chu-yeu-dieu-tra-bien-dong-dan-so-va-ke-hoach-hoa-gia-dinh-thoi-diem-01-4-2025/ (age
structure, ageing index, dependency ratio). The survey puts the urban share at 38.7% on 1 April
2025, against the annual average of 38.6%, because the periods differ.
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Dudi15tudi  EEEE 15-64tudi  MEEE Tir 65 tudi tro lén

2019 24,3 68, MM chi sb gia hoa 48,8

I

2024 1 23,3 67,4 WEI chi s gia hoa 60,2
2025 - 22.8 67,6 X0 chi sb gia hoa 63,5
0 25 50 75 100%

Hinh 2.3. Co cdu dan s6 Viét Nam theo ba nhom tudi (%) va chi sb gia hoa, 2019, 2024 va
01/4/2025 (Cuc Thong ké, Diéu tra bién dong dan s 2025, Biéu 1.4)
Figure 2.3. Vietnam’s population by three age groups (%) and the ageing index, 2019, 2024 and 1 April
2025 (Statistics Office, 2025 population change survey, Table 1.4)

PHAI THUQC / MEMORISE — Chi s6 gia hoa = s6 nguoi tir 60 tudi tro 1én trén 100
ngudi dudi 15 tudi. Ty s6 phu thude chung = (dan s6 dudi 15 tudi + tir 65 tudi tré 1én) trén
100 nguoi 15-64 tudi. Theo Cuc Théng ké, Viét Nam van & thoi ky cor chu dén s6 vang
(duoi 15 tudi < 30%, tir 65 tudi < 15%) nhung gia hoéa nhanh.

Ageing index = people aged 60 and over per 100 people under 15. Total dependency ratio = (under-
15s + people aged 65 and over) per 100 people aged 15—64. According to the Statistics Office,
Vietnam is still in its demographic window (under-15s < 30%, 65 and over < 15%) but is ageing fast.

VI DU/ EXAMPLE — Son Lam doc bang nhan khau hoc dé chon thi truong db thi.

Son Lam reads the demographic table to choose urban markets.

1. Quy md: 39,4 triéu ngudi sdng & thanh thi, noi c6 cira hang tién loi va giao hang
nhanh — nhoém phu hop cho chai 350 ml udng ngay.

Size: 39.4 million people live in urban areas, where convenience stores and fast delivery
exist — a fit for a 350 ml ready-to-drink bottle.

2. Co chu: 67,6% dan sb & tudi 15-64, nhoém di 1am, di hoc, mua dd uéng mang di.
Nhom tir 65 tudi ting tir 7,7% 18n 9,6% (2019-2025) mé thém nhu cau tra khong
duong cho nguoi 16n tudi.

Structure: 67.6% are aged 15—64, people who work or study and buy drinks on the go. The
65-and-over group rose from 7.7% to 9.6% (2019-2025), adding demand for sugar-free tea
for older people.

3. Tac dong: uu tién kénh tién loi d6 thi cho dong it duong; phat trién dong khong
duong, nhan chit 16n cho nhom 16n tudi, ban qua nha thude va tap hoa.

Impact: put the low-sugar line in urban convenience stores first; develop a sugar-free line
with large-print labels for older buyers, sold through pharmacies and grocers.
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