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DEVELOPING A DIGITAL MARKETING PLAN FOR  A SMALL SHOP IN VIETNAM 


May Bin – a cosmetics shop in Ho Chi Minh City 


Online shopping has generated significant interest in Vietnam due to its convenience and flexibility 
 for both retailers and customers. Along with that, the rising of social media usage in Vietnam also 
 significantly affects how consumers behave when buying a product. These phenomenons have 
 posed a great challenge for physically established stores that have not had any digital footprint 
 on those platforms. 


MayBin  shop  is  a  small  cosmetics  shop  in  Ho  Chi  Minh  city  with  more  than  twenty  years  of 
 business.  The  biggest  drawback  of  the  shop  is  that  it  does  not  have  any  presence  in  both  the 
 online shopping and social channels. Moreover, COVID-19 pandemic also poses a notable threat 
 to the shop's business. As a result, the shop desires to go online and start offering digital services. 


The  goal of  the thesis was to develop  a  digital  marketing plan for MayBin shop.  The plan was 
 achieved  by  first  collecting  data  on  the  Vietnam  cosmetics  market,  then  studying  the  effect  of 
 social media channels and online shopping platforms have on retailers. Next, the research did a 
 SWOT analysis about MayBin shop to gain more insights. Finally, the thesis mapped out the pre-
 requisites before going online and the digital marketing plan. 


During  the  process,  the  shop  has  gained  a  vast  amount  of  valuable  data.  These  include  the 
 understanding of the Vietnam cosmetic market and its consumers' behavior. Then, the shop also 
 gained knowledge of creating accounts on social media channels and online shopping platforms. 


Last  but  not  least,  the  shop  collected  more  insights  into  its  business  value  and  improvements 
 area. 


The  thesis  managed  to  implement  the  first  marketing  plan  for  MayBin  shop.  As  a  result,  the 
 obtained data and knowledge will hugely benefit MayBin shop in business development and will 
 act as foundations for the future expansion of the shop digital services.


KEYWORDS: 


Digital  Marketing,  Marketing  Plan,  E-commerce,  Social  Media,  Cosmetics,  Online  Shopping, 
Vietnam, MayBin shop 
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(5)Amazon  Amazon is an American company that focuses on e-
 commerce, cloud computing and other services. 


COVID-19  COVID-19 stands for Corona virus disease 2019, which is a 
 new virus in 2019. 


eBay  eBay is an American e-commerce corporation that has an 
 online marketplace. 


E-commerce  Electronic commerce, which refers to buying or selling a 
 product online  


Facebook  Facebook is a social networking site that allows people to 
 connect with friends, family or colleagues. 


FMCG  Fast moving consuming goods are products that are low-cost 
 and sold quickly such as household items, foods or drinks. 


Instagram  Instagram is a photo and video sharing network that is 
 owned by Facebook. 


KiotViet  A software that helps organize and control goods. 


Kem Nghia  Vietnamese nipper brand named “Nghia”. 


Kem MayBin  MayBin shop’s own nipper brand. 


Lazada  Lazada is an international e-commerce company that has an 
 online shopping and selling marketplace. 


MayBin  A cosmetics shop in Ho Chi Minh city in Vietnam. 


MyKiot  A service of Kiotviet that offers online website. 


KPI  Key performance indicator is a measurable value that can 
 evaluate the effectiveness of an operation. 


KOL  Key opinion leaders are influencers that have a lot of 
 followers and influence certain products. 


Sendo  Sendo is a Vietnamese online commerce platform. 


Shopee  Shopee is a Singapore-base online commerce platform. 


SMART  A goal system and an acronym that stands for Specific, 
 Measurable, Attainable, Relevant, Timely 


SWOT  A type of analysis and an acronym that stands for Strength, 
 Weakness, Opportunity, Threat 


Tiki  Tiki is a Vietnamese online commerce platform. 


Tik Tok  Tik Tok is a Chinese app for making and sharing videos. 



(6)WHO  World Health Organization is a global health agency of the 
 United Nations. 


Zalo  Zalo is a Vietnamese messaging and social networking app. 
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1 INTRODUCTION 


Shopping online and digital services have generated significant interest in Vietnam due 
 to its convenience and flexibility for both stores and customers. The emergence of getting 
 digital has opened plenty of new doors for all sizes of business. More and more shopping 
 platforms for online vendors have been getting into the market (iprice, 2020), and this 
 phenomenon  has  posed  a  great  challenge  for  physically  established  stores.  To  stay 
 relevant  in  the  scene,  physical  stores  need  to  boost  their  online  presence  and  start 
 offering online services to customers. Stores would need to break the traditional way of 
 selling and start getting digital. 


1.1 MayBin shop 


Founded in 1994 by a married  couple, MayBin Shop  is a cosmetics shop  with a long 
 history  of  business  and  a  stable  customer  base.  The  shop  started  its  business  by 
 becoming one of Kem Nghia's retailers, a leading company that offers beauty tools and 
 services (Nghia, 2020). The shop began by selling products from the company, such as 
 nippers, scissors, nail files, and nail polishers, and then started importing products from 
 other  brands  beside  Kem  Nghia.  In  2000,  the  shop  started  its  own  brand  of  nippers, 
 namely Kem MayBin. 


The mainline of products are beauty-related products, which include skin care, nail care, 
 hair  care,  hair  dye,  and  makeup.  The  shop's  leading  service  is  to  sharpen  scissors, 
 nippers, or any types of metallic items. Additionally, there are other electronic products 
 like hairdryers, hair straighteners, and hair curlers. 


1.2 Challenges 


Since the shop started as a simple business, there was not much attempt to increase 
the shop's online visibility. Subsequently, the shop does not have any online presence, 
nor offer any online services, making it is difficult for new customers to reach the shop 
and  for  old  customers  to  stay  loyal.  Offering  digital  services  will  significantly  boost 
customers  reaching  and  satisfaction,  which  results  in  better  customer  loyalty  and 
revenue. 



(8)The rising of social media 


Social media usage is thriving in Vietnam. There were 65 million people, who made 67% 


of the whole population, using social media in January 2020 (Kemp, 2020). Many shops 
 are capitalizing on these statistics by creating pages on the social media channels. 


Image 1. Statistics of Internet and Social Media users in Vietnam (Kemp, 2020) 


By  being  present  in  the  social  channels,  those  shops  have  better  access  to  the 
 consumers  and  vice  versa.  Thus,  increasing  brand  awareness,  as  well  as  referrals 
 chance. Additionally, the shops can publish any type of content, including news, offers, 
 campaigns with zero fees. There are so many perks that a shop can benefit from having 
 a page in the social media. Consequently, shops without having an online presence will 
 be at a great disadvantage and, by time, will lose customers to the ones who are online. 


The rising of online shopping  


Amazon  and  eBay,  the  two  biggest  international  electronic  commerce  (e-commerce) 
companies, have largely shaped the world of online commerce and impacted all regions 
in the world (Pajovic, 2020). Gradually, several e-commerce platforms started entering 
the Vietnam market in the last decade and the e-commerce market has been booming 
ever since. The e-commerce market value in Vietnam has registered a growth of more 
than 300% from 2014 to 2020. (Doan, E., 2020a) 



(9)Figure 1. E-commerce market value in Vietnam (Doan, 2020) 


E-commerce offers consumers a fast and seamless way to buy a product conveniently 
 on any device from anywhere. Moreover, the platforms have enabled setting up an online 
 vendor with no need for a physical location. As every household gets busier because of 
 the  fast-moving  pace  of  the  city,  even  loyal  customers  would  sometimes  choose 
 convenience over familiar place. 


COVID-19 Pandemic  


Another  factor  that  is  worth  mentioning  is  Corona  virus  disease  2019  (COVID-19) 
 pandemic.  Ever  since  World  Health  Organization  (WHO)  declared  the  virus  as  a 
 pandemic in March 2020 (WHO, 2020), many businesses have changed their structure 
 or serving method, especially the customer service businesses. On March 27, the Prime 
 Minister of Vietnam has announced the shutdown of all non-essential services for two 
 weeks (Pham, 2020); ergo, MayBin shop needs to be closed. 


As  a  result,  the  close-down  has  halted  MayBin  shop  business,  and  even  after  that, 
people will be less likely to visit offline stores. Consumers will more often visit use online 
shopping or buy from shops that have digital services. 



(10)1.3 Thesis objective 


The final objective of this thesis is to create a digital marketing plan for MayBin Shop. To 
 support the implementation of the plan, the author conducted  a questionnaire to study 
 MayBin shop’s customer segmentation and a survey to examine cosmetics consumers’ 


preferences. Furthermore, the author will research  the Vietnam cosmetics market with 
 its consumers and investigate the effects of social media channels and online shopping 
 platforms on retailers. 


1.4 Thesis structure 


The thesis is divided into six chapters. Chapter 1 is the introduction, which tells briefly 
about  MayBin  shop  and  the  challenges  it  is  facing.  Then,  chapter  2  talks  about  the 
conducted  surveys  along  with  a  brief  of  the  Vietnam  cosmetics  market.  Chapter  3 
features  the  literature  reviews  about  the  social  media  channels  and  the  e-commerce 
platform. Next, chapter 4 and 5 describes the pre-requisites for the marketing plan and 
its building process. Finally, chapter 6 concludes this thesis. 
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2 RESEARCH 


A  crucial  part  of  developing  a  successful  digital  marketing  plan  is  to  understand  the 
 customers and the market. This chapter briefly looks at the Vietnam cosmetics market, 
 then studies the effect of the online platforms have on retailers. Additionally, the author 
 has  also  conducted  a  questionnaire  on  customer  segmentation  and  surveyed  the 
 consumers' preferences when buying a cosmetic product. 


2.1 Vietnam cosmetics market and consumers 


Vietnam’s cosmetics international trade saw a stable gradual increase in both imports 
 and exports. Over eight years from 2010 to 2018, the import value doubled from 355 
 million United States (US) dollars to nearly 800 million US dollars, while the export value 
 quadrupled from 80 million US dollars to 351 million US dollars (Doan, E., 2020b). These 
 statistics indicate a healthy rate of beauty product consumption in Vietnam and growing 
 industry for making cosmetics products inside Vietnam.  


Figure 2. International trade value of cosmetic products in Vietnam from 2010 to 2018, 
by type (Doan, 2020) 



(12)The growth is mainly due to the broader exposure of cosmetics products to Vietnamese, 
 thus,  generating  higher  demand.  According  to  a  research  by  Q&Me,  which  was 
 conducted to 500 females from 16 to 39 years old in Vietnam, 51% of the respondents 
 use makeup once a week, with 60% of that group makeup every day. Non-makeup users 
 have decreased by 10% from 2016 to 2019. The average spending on makeup products 
 has slightly increased from 284,000 VND in 2016 to 300,000 VND in 2019. (qandme, 
 2020b) 


Figure  3.  Statistics  from  Q&Me  research  on  makeup  usage  and  spending  (qandme, 
 2020) 


Another  reason  for  the  growth  is  the  emergence  of  e-commerce  and  social  media 
platforms.  E-commerce  platforms  have  provided  people  a  convenient  place  to  shop 
online  using  any  device  anywhere,  and  social  media  platforms  have  raised  brand 
awareness  and  personalized  communications.  Based  on  a  survey  in  2017  of  966 
individuals, cosmetics were among the top 5 categories purchased online, with 33% of 
the respondents have bought a cosmetics product on e-commerce  (yStats, 2018). 



(13)Figure 4. Top 5 most purchased online products in 2017 (yStats, 2018) 


Online shopping has become the more preferred method for buying cosmetics. From a 
conducted  survey  to  458  females  in  Vietnam,  while  only  261  of  them  (57%)  bought 
cosmetics  products  online  in  2019,  the  number  has  gone  up  to  334  (73%)  started 
purchasing  cosmetics  in  2020.  The  main  reasons  are  due  to  price  transparency  and 
abundant online reviews. (qandme, 2020a) 
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 Figure 5. Vietnam cosmetics trend 2020 (qandme, 2020) 


Not only e-commerce has boosted the cosmetics market activities, but it has also altered 
 the  customers’  behaviors.  Nowadays,  people  often  check  the  shop  and  the products 
 online before making a decision, either to buy or to visit the store.  Figure 6 shows that 
 out of 966 respondents, before deciding to buy at a particiular store, 74% of them check 
 prices of other stores, 60% check the reviews, and 47% search online to see the product 
 details. (qandme, 2020) 


Figure 6. Vietnam e-commerce market 2017 (qandme, 2020) 



(15)The cosmetics market and its consumers have changed a lot compared to 10 years ago. 


More shopping methods are accessible, and viewing the products beforehand is made 
 easier; hence, the consumers’ behaviors have transformed accordingly. Nonetheless, 
 offline shopping is still necessary since it gives customers more personalized feels. 


2.2 Social media platforms in Vietnam 


The  usage  of  social  media  in  Vietnam  has  grown  at  a  rapid  rate,  with  67%  of  the 
 population being social media users; this is mainly due to a high Internet penetration rate 
 in Vietnam of 70% (Kemp, 2020). Vietnamese spend an average of seven hours per day 
 online, with more than 30% contributing to social media (thepienews, 2018). From these 
 statistics, it can be observed that social media plays a huge role in Vietnamese everyday 
 life. 


Biggest social media platforms 


The  most  popular  social  platforms  in  Vietnam  are  Facebook,  Zalo,  Tik  Tok,  and 
 Instagram, with Facebook being the biggest in market share with 65 million users in 2019 
 (Karjalainen, 2019). More than 90% of social media users in Vietnam are using Facebook 
 daily. Zalo, a Vietnam local app, comes up at the second with 35 million users in 2019.  


Zalo  is  regarded  as  a  combination  of  Whatsapp  and  Facebook.  (thepienews,  2018). 


Finally, there are Instagram with around 7 million users and Tik Tok with 12 million users 
 in 2019 (Karjalainen, 2019). Each of these platforms has its own characteristics; while 
 Facebook  is  about  connecting  with  friends  and  sharing  personal  updates,  Zalo  is 
 messaging and staying in touch with relatives. Tik Tok and Instagram are more  about 
 creative and visual sharing. 


The effect on retailers 


One of the areas that social media has affected the most is retailers. It was forecasted 
 that  the  rise  of  social  media  would  severely  affect  retailers,  but  it  surprisingly  gave 
 retailers lots of space to evolve. In a way, social media has given retailers a new platform 
 not only for Marketing but also for Sales initiatives. (Barnhart, 2019) 


Firstly, the shop ensures that prospects can find them online and get the contact details 
of the shop. Next, it enables the possibility for satisfied customers to leave good reviews 
for  the  shop.  93%  of  online  consumers  claim  that  online  reviews  directly  impact  their 



(16)buying  decision  (Podium,  2017).  In  contrast,  the  shop  can  improve  its  services  by 
 reviewing bad reviews. One of the best perks is that people can share the shop detail by 
 sending a link, instead of describing the shop by using only figurative speech. Finally, 
 the shop can communicate their new products/offerings directly on social channels. The 
 benefit of being present on social media is massive, while the cost is nearly zero. 


By  having  a  page  on  social  media,  retailers  can  publish  curated  content,  promote 
 programs, advertise products and have personalized chat with customers. In truth, 85% 


of  retail  companies  are  using  social  media,  compared  to  66%  of  companies  in  other 
 domains (RetailTeam, 2016). Social channels help retailers to boost both the sales and 
 brand  awareness,  plus  they  act  as  a  middle-way  for  giving  and  checking 
 recommendations. Alternatively, retailers without a social page still benefit  significantly 
 from the platform due to people sharing their brands and products throughout the online 
 media. 


The effect on consumers 


The  rise  of  social  media  also  affected  consumers’ behavior with a retailer brand.  For 
 example, out of 100 consumers who follow a brand on social, 87 visit the brand’s website, 
 78 recommend that brand to family or friends, 67 increase spending with that brand, and 
 53  engage  with  that  brand  on  social  (Barnhart,  2019).  With  the  right  strategy,  social 
 media is not only a platform but also a robust business growth tool. 


Figure 7. Actions customers take after following a brand on social (Barnhart, 2019)  



(17)2.3 E-commerce platforms in Vietnam 


The e-commerce market value in Vietnam grew from 3 billion in 2014 to a hefty 13 billion 
 in 2020, marking a 300% growth (Doan, 2020). The top firms contributing the most to 
 this  growth  are  Shopee,  Lazada,  Tiki,  and  Sendo  (Minh,  2018).  Among  these 
 applications, Tiki and Sendo are the Vietnam local apps, while Shopee and Lazada are 
 famous e-commerce apps in the Southeast Asia region (Chew, 2019). 


Image 2. Most used e-commerce mobile apps in Vietnam (Le, 2020) 
 Biggest e-commerce platforms 


Lazada was the earliest arrival in 2012, hence dominating the scene for years. However, 
as soon as Shopee arrived in 2016, it took them two and a half years to take the number 
one  position  from  Lazada.  (News,  2020)  In  2019,  Shopee  topped  the  the  charts  for 
monthly  traffic,  monthly  active  users,  and  the  number  of  app  downloads;  ergo, 
dominating the e-commerce scene in every aspect (Le, 2019). 
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 Image 3. Vietnamese map of e-commerce Q3/2019 (Le, 2019) 


The effect on retailers 


The growth of the e-commerce scene, in general, and of Shopee, in specific, is  mostly 
 bound to the growth of online vendors and retailers. As these platforms enable a vendor 
 to sell product without needing a physical store, it also helps the existing retailers set up 
 an online shop.  


Shopee and other platforms have greatly affected the model of retailers and vendors. 


Searching the keyword “How to start selling on Shopee in Vietnam” returned more than 
 25 million results, following by Lazada, which returned 16 million results. Searching for 
 Tiki and Sendo returned less than 10 million results. These numbers hugely manifest 
 sellers’ interest in setting up a shop on Shopee nowadays. 


The effect on consumers 


A surge in supply usually comes from a surge in demand. Ever since the e-commerce 
scene is rising in Vietnam, the consumers have taken advantage of it and started online 
shopping more frequently. 78% of Vietnam internet users, whose age is between 16 and 
64 years old, already made a purchase online (Kemp, Moey, 2019). 



(19)Image 4. E-commerce activities in Vietnam 2019 (Kemp, Moey, 2019) 


It is noticeable from Figure 16 that the e-commerce activities in Vietnam are hectic. Out 
 of 100 people who are using e-commerce platforms, 89 search online for a product, and 
 79 visit an online retail store (Kemp, Moey, 2019). The evidence shows how important it 
 is for a retail store to be present online as it brings a clear edge over other stores that do 
 not have the online presence. 


Image 5. E-commerce growth by category 2019 (Kemp, Moey, 2019) 



(20)Error! Reference source not found. shows how e-commerce has boosted the sales of 
 all  categories,  with  food  &  personal  care having  the  most  substantial  growth  in  2019. 


Fashion & beauty products also saw a rise of 25% and ranked the top 5 for the biggest 
 rise. The convenience of shopping anywhere on any device has made the consumers 
 spend more, and retailers can benefit greatly from this fact. (Kemp, Moey, 2019)  


2.4 Customer segmentation and preferences 


This chapter presents the results of the survey and the questionnaire in visual charts. 


The questionnaire is firstly demonstrated, following the survey. 


May Bin customers’ segmentation 


To further understand the customer segmentation of MayBin shop, a questionnaire was 
 created by the author and answered by 100 shop buyers. The questionnaire includes 
 questions about age, gender, and the number of visits. Figuring out the distribution of 
 the  customers  will  significantly  benefit  the  development  of  the  digital  marketing  plan. 


(Doan, T., 2020b) 


Figure 8. Segmentation of customers by age 


According to Error! Reference source not found., the majority of the customers are 
between 25 – 34 years old, making up 48% of the chart. Next, 27% is from 35 – 44 years 



(21)old, following by the group of 45 to 54 years old having 10%. The group of young adults 
 to middle-age people account for the most customers who purchase cosmetics products. 


Figure 9. Segmentation of customers by gender 


It can be observed from Error! Reference source not found. that there are more female 
 customers than male ones. The rate is 1.7 female to 1 male, which is nearly doubled. 


Figure 10. Segmentation of customers by number of visits 



(22)From Error! Reference source not found., it is clear that the shop’s main customers 
 are frequent customers. Thus, most revenue comes from loyal customers. Customers 
 who visit 2-5 times also make 26% out of 100 visited customers.  


Customers preferences 


A survey was conducted in May 2020 to recognize the customer journey and behavior 
 when  choosing  to  buy  at  a  cosmetic  shop.  The  survey  received  100  answers  from 
 Vietnamese of all ages. The survey includes questions about the preferred method of 
 shopping, the preferred method of online contact with a shop, the factor that influence 
 buying decisions and the action before buying at a certain shop. (Doan, T., 2020a) 


Figure 11. Preferred method of shopping 


Error! Reference source not found. shows that when it comes to cosmetics products, 
 there  is  a  balance  between  people  who  choose  to  shop  online  and  shop  offline. 


Assumably, this is due to the real feel people want to experience in a physical shop.  



(23)Figure 12. Preferred method of online contact 


From  Figure  12,  the  most  preferred  method  for  contacting  the  shop  is  by  using  the 
 website,  Facebook,  and  Instagram.  These  results  are  directly  related  to  the  fact  that 
 Facebook and Instagram are the two most prominent social media platforms in Vietnam 
 (Karjalainen, 2019).  There  are only  5%  that prefer to  use  Zalo, and  1% prefer  to  use 
 email. 


Figure 13. Factors that most influence your buyding decision 


It is evident from Figure 13 that having good and plentiful reviews was the number one 
factor for buying a cosmetics product. Next, two factors that receive 20% of the vote are 
creditable  service  and  competitive  price.  The  number  of  people  who  vote  for  loyal 
programs and authenticity is only 3% altogether. 



(24)Figure 14. First action when considering buying at a cosmectic shop 


In Figure 14, the top four actions that customers do before buying at a cosmetic shop 
are  checking  the  shop’s  online  presence,  the  reviews,  the  price,  and  asking 
recommendations  from  friends.  Among  those  actions,  checking  online  reviews  is  the 
most frequent action, with 69% voting for it. This result is similar to the data collected 
from Figure 13, showing which factor affects the buying decision the most. 
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3 PRE-REQUISITES FOR GOING ONLINE 


This  chapter  describes  the  pre-requisites  for  the  getting  digital  process.  The  pre-
 requisites include  building a website, setting up pages on  social media channels, and 
 the online shopping platform. All of these tasks are crucial for the digital process as they 
 enable a whole new range of online services to the customers. 


According to the customers’ preferences survey result from Chapter 2.4, it is noticeable 
 that customers prefer website for checking reviews and information, then Facebook and 
 Instagram  for  online  method  of  contact.  As  a  result,  the  shop  will  only  establish  a 
 foundation in those channels. 


3.1 Creating a website 


MayBin  shop  uses  KiotViet  as  the  sales  management  system,  meaning  every  stock, 
 transaction, and customers are handled in KiotViet  (KiotViet, 2020b). KiotViet offers a 
 service, Mykiot, which helps to create a website template for the shop (KiotViet, 2020a). 


Image 6. Mykiot - a service KiotViet offers to build shop website (KiotViet, 2020) 


The biggest perk of this service is the automatic synchronization between the system 
and  the  website,  meaning  a  change  in  the  system  will  get  reflected  in  the  website 
immediately  and  vice-versa.  After  activating  the  website,  the  remaining  tasks  are  re-
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 management  system  (names,  descriptions,  images). Error!  Reference  source  not 
 found. shows a brief of the first website prototype. 


Image 7. The final website for MayBin Shop 
 3.2 Getting started to Social Media channels 


Based on the survey from Chapter 2.4 and the analysis from Chapter 2.2, the shop will 
 set up a page on the channels Facebook and Instagram, the two most popular social 
 media channels in Vietnam. 


Setting up the Facebook page 


Facebook allows its users to create a page for business purposes (Facebook, 2020a). 


The necessary details for setting up are the name of the business and an address. Other 
useful  information  that  the  owner  should  provide  is  the  description  of  the  shop,  the 
contact number & email, a profile picture, and a banner. It will be prospects to find and 
engage with the page if enough information is provided. 



(27)Image 8.  Successfully setting up a Facebook page for MayBin shop 


Last but not least, to promote the newly set up page, the promoting feature on Facebook 
 will be utilizedto invite all friends to like the page (Facebook, 2020b). Plus, the owner will 
 notify the visiting customers about the Facebook page. 


Setting up the Instagram page 


For Instagram, there are no options to set up a page from an account, so every page is 
a single separate account. Therefore, an account was created for the page using  the 
Instagram  signing  up  procedure  (Instagram,  2020).  The  process  requires  an  email,  a 
name, and a username. Error! Reference source not found. shows the newly created 
account for MayBin shop with the description. 



(28)Image 9. Successfully setting up an Instagram account for MayBin shop 


Lastly, Instagram can be connected with Facebook, to promote the account, the “Find 
 friends” feature can be used (wishpond, 2020). After connecting the Instagram account 
 with  Facebook,  there  will  be  a  button  that  will  send  an  invite  to  all  Facebook  friends. 


Additionally, the owner can notify the customers about the Instagram page. 


3.3 Creating an online vendor in Shopee 


According to the data collected from Chapter 2.3, an online account will be created on 
 Shopee  to  open  an  online  vendor  on  the  most  used  shopping  platform.  The  phone 
 number and an email are the crucial needed details to sign up (Shopee, 2020). Error! 


Reference source not found. shows the created shopping page for MayBin Shop. 


Image 10. Successfully setting up a Shopee account for MayBin Shop 


For an attractive online vendor,  the shop needs to include all the essential information 
like the shop name, the description, categories, the profile picture, and the banner. Then, 
for a successful operation, the method of shipping and payments must be chosen. After 
having established all the pre-requisite, the shop can start exporting selling items, along 
with their descriptions, prices, and stocks. 
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4 DEVELOPING A DIGITAL MARKETING PLAN 


This chapter will leverage the data collected from the customer journey survey and the 
 obtained customer segmentation data by the author, as well as the challenges that the 
 shop  is  facing  and  the  study  on  online  platforms  to  form  a  digital  marketing  plan. 


Moreover, the shop’s characteristics and vision will also be considered in the creation 
 process. 


4.1 SWOT and past marketing method analysis 


Before  developing  the  plan,  an  analysis  of  SWOT  and the  shop’s  current  marketing 
 method are conducted to gather more detailed insights. 


SWOT analysis 


A SWOT analysis is a framework that allows a company or an individual to analyze the 
 strengths,  weaknesses,  opportunities,  and  threats  in  the  market  at  large  (Penalver, 
 2019). Making the SWOT analysis for the shop will beneficially help to understand better 
 the shop, in order to define a better and more feasible marketing plan for MayBin shop. 


Table 1. MayBin shop SWOT analysis (Doan, T., 2020c) 



(30)As seen from Error! Reference source not found., it is clear that the shop’s biggest 
 weakness is its lack of online presence.  On the other hand, the strengths are its long 
 history of business and the essential characteristics of the Fast-moving consumer goods 
 (FMCG). The COVID-19 pandemic is posed as both an opportunity and a threat. Since 
 there  is a  complimentary  quarantine period  that  the  government  forces every  shop  to 
 close, there is no way to sell products in offline method. However, if the shop successfully 
 establishes a shipping and online payment method, it will be an advantage over other 
 shops that do not offer those services. As a result, the shop can still function online during 
 the pandemic.  


Current use of marketing method 


MayBin shop has never used any marketing method or any digital plan. The only indirect 
 method is referral marketing. Since satisfactied customers might refer the shop to their 
 friends or family, it might induce more profit. However, the shop has never actively run 
 any programs to promote this method. 


It’s worth mentioning again that there is no digital marketing plan, no use of social media 
 channels, no online presence (website, online store) and not running any paid ads. 


4.2 SMART goal 


SMART goal is a system that is used for planning and defining the goal setting. SMART 
 is an acronym that consists of Specific, Measurable, Attainable, Relevant, and Timely. A 
 SMART  goal  needs  to  be  specific  and  clear  about  its  objective.  Then,  it  needs  to  be 
 measurable  and  has  high  feasibility.  Finally,  the  goal  should  be  linked  directly  to  the 
 overall objective and has a well-defined time limit. (mindtools, 2020) 


Since the main objectives of MayBin shop are to be present on social media and have 
 an online vendor, the goals will be tightly bounded to those key initiatives. Here are the 
 established SMART goals for MayBin shop: 


1.  Reaching 1,000 likes on Facebook and 500 follows on Instagram after one month 
 of setting up the pages. 


2.  Having 200 orders in the first  quarter after setting up the online website using 
MyKiot service. 



(31)3.  Having 100 orders in the first quarter after setting up the online vendor Shopee 
 page. 


With  those  concrete  and  relevant  goals  above,  defining  the  rest  of  the  strategy  and 
 tactics will be much more straightforward, and the results are easily trackable. 


4.3 Marketing strategy 


This chapter manifests the marketing plan to achieve the SMART goals. The strategy 
 consists  of defining  the  target  audience,  the positioning,  the  content  strategy  and  the 
 campaigns. 


Target audience 


Defining the target audience is crucial to achieving a successful plan, as it helps to create 
 and understand the buyer persona. Additionally, having a clear segmented group of the 
 audience will assist in creating relevant values for that group (Penalver, 2019). 


The primary target audience consists of two groups: loyal customers and new prospects. 


For loyal customers, offering more digital services onto existing services will make them 
 stick with the shop and increase their retention. On the other hand, increasing the online 
 presence will attract prospects and make it easier for customers to engage with the shop 
 online. 


Positioning 


Positioning is about understanding the shop’s value proposition and understanding why 
 the  customers  choose  a  shop  over  other  competitors  (Penalver,  2019).  Successfully 
 delineating the positioning of the shop will make it more feasible to communicate those 
 values to the customers. 


From the SWOT analysis in Chapter 4.2, it is apparent that the shop’s biggest strength 
is the long history of creditable business with authentic products offering. These values 
indicate that the shop will value the relationship between the shop and the customers 
more  than  the  profit.  Communicating  these  values  to  the  channels  will  make  the 
customers feel more confident when coming to buy at MayBin shop, and increase the 
chance of referral. 



(32)Content strategy 


A  content  strategy  ensures  the  process  of  creating,  distributing,  and  maintaining  the 
 content on different channels (Penalver, 2019). It consists of research on what type of 
 content should be created, what the posting calendar is, and how it should be maintained 
 in the future. A well-defined content strategy will ensure the attractiveness of the posting 
 and the transparent communication of the brand positioning, as well as produce good 
 visibility on the search engines (Killian, McManus, 2015). 


The  proposed  content  strategy  for  MayBin  shop  includes  the  type  of  content,  the 
 information the content entails, the published channels, the maintenance plan, and the 
 postings calendar. 


The type of content will be both visual and non-visual. For visual content, the form can 
 either be in a clip or as an image. The entailing information is either about the trending 
 or  new  products,  the  shop,  the  programs,  or  about  cosmetics  facts.  The  published 
 channels are Facebook and Instagram, with Instagram focuses on visual branding while 
 Facebook focuses on other types of content. The content will be mirrored between those 
 channels from time to time.  


“A monthly calendar with daily detail is beneficial to see the bigger picture as well as 
 specific details. Also, it should be on a routine that is easy for the owner to determine the 
 communication gaps, and to have a consistent presence.”  (Killian, McManus, 2015)  As 
 a result, the proposed  postings calendar is that to have at least two posts a week on 
 Facebook and at least one post a week on Instagramm in the beginning, regarding to 
 the  shop’s  manpower  capacity.  The  maintenance  plan  is  to  observe  the  reactions, 
 engagement, and any concerns the viewers may have; then, take corresponding actions. 


4.4 Digital tactics 


Digital tactics are well-defined and smaller steps to achieve the actual objectives. The 
 set objectives from Chapter 4.2 illustrates that the two main goals are to notify the current 
 customers and the prospects about the new social media pages and the online vendors. 


To reach the social media goal, the first tactic is to hire Key Opinion Leaders (KOLs) to 
promote Facebook and Instagram pages actively. KOLs are the people that have lots of 
followers on social media channels, so when they promote a shop, that shop will gain a 



(33)lot of new attractions and possibly, new revenue (Influencity, 2018). MayBin shop will 
 ask KOLs to promote the most popular products from the shop and tag the shop on that 
 channel. The second tactic is to create a program for people who like, share, and tag 
 friends on specific content that will get a special discount. Consumers, in general, enjoy 
 free  discounts.  Thus  this  tactic  will  gain  much  awareness  for  the  shop  in  the  online 
 channels.  


To  achieve  the  e-commerce  goal,  the  shop  will  promote  the  program  for  first-time 
 purchasers  on  the  online  vendors.  This  program  will  not  distinguish  between  old 
 customers and new customers since it  takes the first online purchase as the property. 


This tactic will promote the newly set up online vendor on the online website and Shopee, 
 and boost the number orders in the first few months. 


4.5 Measuring results and Key performance indicators (KPIs) 


Finally, after having defined all the parts of the strategy, the most crucial part is to collect 
 suitable data for analyzing. As a result, the KPIs need to be defined clearly, in order to 
 be tracked from time to time. A KPI is a measurable value that illustrates the progress of 
 an objective and how likely for that objective to succeed (Klipfolio, 2020). KPIs need to 
 be relevant to the objectives of that business, and they can be a process of trial and error  
 (Saura, 2017). 


Since the objectives of the marketing plan for MayBin shop are, number likes follow on 
social media channels, and the number of orders for the online vendors, those numbers 
will  be  used  as  the  main  KPIs.  They  can  be  easily  observed  from  the  platforms  and 
require no setups. 
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5 CONCLUSION 


The goal of the thesis was to develop a digital marketing plan for MayBin shop, a 
 cosmetics shop that has never implemented any marketing plan. To achieve the goal, 
 the thesis first examined the challenges that MayBin shop is facing, then studies the 
 Vietnam cosmetics market with its consumers, and finally analyzes the effect of the 
 social media and online shopping platforms on retailers. After collecting all the 
 essential data, a digital marketing plan was proposed along with the pre-requisites 
 steps. The pre-requisites steps include establishing a website, creating social media 
 accounts on Facebook and Instagram, and setting up an online vendor on Shopee. The 
 digital marketing plan consists of a SWOT analysis, the marketing goals, strategy, 
 tactics, and the KPIs. In the marketing strategy, there was also a proposed content 
 strategy. 


Since this was the first marketing plan for the shop, there are plenty of possibilities where 
 it can be improved. Some improvements can be mentioned, such as finding  a success 
 story of a similar shop's case,  hiring an experienced person in the digital marketing field, 
 or  using  more  theoretical  methods.  Nevertheless,  the  knowledge  gained  from  this 
 research is enormous. Not only MayBin shop can start offering digital services, but it also 
 has insights into its strengths, weaknesses, and the Vietnamese cosmetics market. It is 
 worth mentioning that the COVID-19 pandemic was a surprising factor that affects the 
 process, posing both as a threat and an opportunity for business development. 


To  conclude  the  thesis,  having  a  well-defined  digital  marketing  plan  will  significantly 
boost the online visibility of the page, offering extra digital services to all customers, and 
acts as the foundation of the future marketing plans. MayBin shop will find it easier to 
cope in this pandemic happening and have more power to accelerate forwards in the 
business. 
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