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Ghi chu

* Khoéa hoc 3C : Content Marketing cua Vinalink cé
3 Modules hoc trong 12 budi : Creative, Content
va Copywriting .

* Giup hoc vién sang tao Noi dung cho Kich ban
video, Bai PR, NOi dung website, NOi dung
fanpage Facebook, Viét |&i quang cao Adwords,
Facebook, Sang tao Poster, banner quang cao,
Tao game lan truyén ...

* Website : http://3c.edu.vn
* Khai giang : Hang thang tai Hanoi va HCM
* Tai liéu : Hién day la demo 1 budi hoc 3C
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Hoc vién duwoc thuwe hanh ngay tai lop
va dat Viral content ngay lap tirc

' Tuan Ha Viral roi. Lén 5000 shares sau 1 ngay
| May 26 at 9:22pm - Like - &5 4

g Tuan Pao B 10.000 réi nhé anh Tuan Ha &3
- May 28 at7:35am - Unlike - 3 6

' Tuan Ha Mhom nay vd dich chac 100%
| May 28 at 8:53am - Like - ¢ 3

Nhom gidi nhat sau 2 ngay dat 10.000 shares trén Facebook
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CONTENT IS KING |
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What is Content Marketing?

- v - content is picked up and icated
Some of the most effective e
. > - A the company's blog or e. These
inbound marketing tactics include ke o ity o s

overall visibility in search engines.

content marketing and social
media participation.

Along with improvements in

search engine rankings,
content marketing can create
massive buzz and consistent

referral traffic, as well as drive
As content is shared and spread through

sales or leads.
networks like Twitter, Facebook, and Pinterast,

the reach of the content can grow virally. This OpenMarketing

can lead to substantial increases in visibility,




Cac muc tiéu cua CM trong Marketing

tam brand Strategy
e Giaidoan 1:Tao sy quan tam chiy— Can vo
cung hitru ich, Thu vi hay emotional
* Giai doan 2 : Truyén tai thong diép
* Giai doan 3 : Dap &ng trai nghiém
* Giai doan 4 : Khat khao lgi ich

* Giai doan 5 : Gan két, quan hé lau dai, gia
tang tinh yéu va thién cam
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NOi dung trinh bay
trong kich ban cu thé

* A : Attention — Gay chu y
| : Interest — Thich thu
*D : Desired — Ham muodn

*A : Action — Hanh dong




Workflow — content marketing

Audit
\"‘ Strategize

Categorize
* \A Tag
Create
Benchmark Structure <"
Research Format
/\ , Revise

Analyze Define Route

o /' \ Test

Approve

Publish

Evaluate

Archive Update
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Muc tiéu Content Marketing

 Traffics : Viéng tham

e Leads : Nudi dudng co hoi kinh doanh
* Sales : Ban hang

 Brand : Thuong hiéu

* Search : Tra ctru

* Members : Thanh vién gia tang

* Shares : chia sé

* Engagements : Twong tac
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Format — 16 thé loai
(Kiéu ndi dung dwoc thé hién)
1. Anh
2. Video,
3. Su kién,
4. Bai bao,
5. Webinar
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6. Game 12. Visualization

7. App, 13. Social content
8. Tools, 14. Printed

9. Ebook, 15. Slideshow

10. Email, 16. Bai viét

11. E-Learning,
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50 Thu phap xur ly content

* Reviews —DPanh gia

 How to (Lam thé nao)

e Questions : Dang dat cau hoi 5W+1H
* Time saving : Tiét kiém thoi gian

* Best Practice : Kinh nghiém tot nhat
« Case study : Bai hoc thuc té

 Stats : Thong ké
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* Debates : Cong kich

* Interviews : Phong van

* Ask Experts : Hoi chuyén gia
e Rescues : Cap ciru

* Linkbait : Cau Lién két

* Hivemind based

 Events based : Theo Su kién
* Research : Nghién ciru
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* Trends : Xu thé, xu hudng (Google trends)
e Competitions : Pau tranh

* Quizzes : DO vui

* Experiments : Thtr nghiém, trai nghiém

* Productivity : Nang suat, hiéu qua

* Fun : Hai hudc

» Templates : Mau lam san

 Beginner Guides : Hwdng dan ngudi mai

3C - CONTENT - COPYWRITING - CREATIVE . VINALINK



Kénh truyén ndi dung

. Website
Blogs
Microsites
Partner sites
Offline media
Advertising
Editorials
Advertorials
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e Social media : Facebook, Linkedin, G+

* Micro blogging : TWITTER

* Documents : Slideshares...

e Video : Youtube, Vimeo...

* Pictures : Pinterest, Instagram, Flickr, Haivl

e Discussion : Forums, dién dan chuyén nganh
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50 “Ngoi” tao hap dan

* Funny : Vui ve, hai

* Sexy

* Shocking : Gay soc

* Moving : Chuyén ddng, hanh dong lién tuc
* Unbelivable : Kho tin

* [lluminating : Hiéu &ng lung linh

e Random : Hiéu (rng ngau nhién
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e Zeitgeist : Hop thoi dai

* Cute: Dé thuong

 Uplifting : bay bong, nang

* Disgusting : Lam ghé tom

* Cac cam xuc trang thai

e Cac cam xuc theo context

e Cac cam xuc theo vung mién va gidi tinh
e Cac cam xuc theo 16i sOng
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Kiém dinh ndi dung -Copywriting

* Search Queries : Log search

e SEO : Toi wu SEO

* Copy editing : Chinh stra ndi dung
 Formatting : Dinh dang

* Headline Optimization : Giat TIT
* Tone Of voice : am giong
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* Brand guidelines : Dung nhan dién TH
* Plain English : dé hiéu, don gian

* Device Optimization : T6i wu thiét bj
 Fact Checking : Kiém tra su kién
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 Credit source : Nguon trich
* Calls to Action : Kéu goi hanh déng
* Invite feedback : Moi nhan xét gép y
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Quy trinh Content marketing

Thoéng diép va muc tiéu cua chién lwoc
thwong hiéu/ marketing/ truyén théng

Concept cho Chién Iwgrc Content marketing/ Viral marketing

Xac dinh dwoc KPIs

Xay dwng Ké hoach dé dat muc tiéu dé

Do lwong hiéu qua va danh gia

VINALINK ACADEMY 3c.edu.vn




1. Thong diép va muc tiéu

» Théng diép cua chién lwoc truyén
thong?

« Muc tiéu can dat trong giai doan nao?

1. Giai doan tao da an twong?

2. Giai doan kich hoat?

3. Giai doan trai nghiém?

4. Giai doan tang sale?

5. Giai doan gan két?
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2. Chiéen lwoc va core concept

cho content marketing?

1. Do twong khach hang”? Nhan khau, 16i song,
thiét bj str dung? Po phu

2. Kha nang reach, tdm bat lién hoan theo chién
dich marketing? ‘

3. Dac trwrng nganh nghé

4, E’)éc tryng mo6 hinh nGi dung phu hop?

5. Ung dung cac mo hinh nao trong 65 mé hinh ndi
dung?

6. Ra core concept — str dung cac keys md hinh

nao lam trung tam?
/. Cac concept sang tao (Stimulus) nao sé thé hién
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3. KPIs

» Xay dung muc tiéu cuy thé can dat cho cac
giai doan chién dich.
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Analytics
4. PLANNING

& Insight 1
Phan tich
Evaluation sc =t
va or trategy
banh gia The Chién lwoc
6 Content Marketing 2
Cycle
Content
Participation Creation
Twong tac Sang tao
Fusionspark - Copywriting
S S
.o Content
Distribution Curation/

Quang ba 4 Collection

Chon va trén
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Content Strategy

CMS/T

'EDHTE"T Brand/’

CSTRATEGY Marketing

Product/
Sensce SME
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Cac thé loai CM pho bién

* Story Telling : K& chuyén trai nghiém

e Goiyveé sw thanh cong, y nghia cudc song,
triét ly cudc sdng, ban nga con nguoi.

* Pwa ra nhirng thir khién nguwei doc bat ngo,
ngac nhién, ly thu...

 Tiét 16 nhirng th& chua c6 doi thd nao noi

* Pong vao Spirit hay tinh than cao nhat nhw
duce tin, sy giac ngo.
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e Tac dong vao cam xuc (Trai tim, TAm Long, Su
vi tha, Hanh phuc, Tinh mau mu, Ban be)

* Trach nhiém ban than v&i Ca nhan, Gia dinh,
To chirc, Xa héi, Dan toc...

* NoOi dung giao duc ngam nhwng bén ngoai |3
kich ban giai tri hap dan.

* Goi m& cac wéc mo va con nguoi cé thé déu
dat duoc bang nod luyc

* Tao ra mot hinh anh/ Video tédm tat lai sy
viéc, co so liéu va cdc moc quan trong
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* Pap rng van dé thong tin ma khach hang tim
kiEm nhuwng chua cd ai ndi tot nhat.

* NGi vé cai Toi nhung dai dién cho cta CHUNG
nhém nguoi dé moi ngudi trong Nhdm dé soi
minh .

* Pap rng trang thai cam xuc cua nhdm nguoi
muc tiéu (Pung tam trang ho dang co)

* Dan dat vao cudc phiéu lwu ndo d6 vdi nhitng
tinh huéng khé doan.

* Pong vién, khich Ié, khen thudng , khién
trach, nhac nho,
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« Day vé cach nhin hién thwc, manh ghép hay
gdc cudc sOng thuong nhat

* No6i vé nhirng nhan dinh, sy du bdo, tién
doan.

e Cacvan dé btrc thiét ma khach hang quan
tam.

e Choi ngdn ngir sang tao : Van diéu, ve, Tho
ca, cau doi,

* Logic cac van dé vo ly nhung tao ra két qua co
ly
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Ba dac diem néi dung

* NOI dung Fresh content
* NOIi dung Updated Content
* NOI dung Fixed content
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Ba dac diem néi dung

* N&i dung giai tri
* NOI dung théng tin va giao duc
* NOI dung hiru ich, y nghia

Information | | = Marketing

e~

LT

Entertainment
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10 bwore trien khai
Content /viral marketing Topic

« Bwoc 1 :’Chon chu dé - Topic theo muc tiéu giai doan va muc
tiéucu thé

« Bwodrc 2 : Sang tao concept cha dé
« Bwoc 3 : Thong diép chinh
« Bwoc4:USPvaCTA

« Bwodc 5: 20 Tha phap content va 65 loai hinh content dé trién
khai ndi dung sang tao.

« Bwoc 6 : Content Copywriting theo 25 buéc
« Bwoc 7 : Giat TIT cho Topic theo 40 phuong phap
« Bwoc 8 : Sang tao content phu cho Social, Video, Bai PR....

« Bwoc 9 : Copywrite cho Status facebook post, SEO,
adwords, Banner quang céo, Bai PR....theo 100 chi dan

« Bwoc 10 : Cai Tracking code tém khach hang
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Bai tap cho cac nhom

e Chon nhom

* Chon Topic, Target

e Sang tao concept

* Thong diép va USP, CTA
* San xuat content
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1. MO hinh 5Rs

. Requwements Ly do ma ndi dung can
viét cho nd (Giai tri, ban hang, thdng bao)

» Reach : Khan gia nao thich doc bay glo’
va two’ng lai, d6 I&n cua lwong doc gia do
va kha nang dwa t&i s lwong dob.

- Relevance : Muc d6 quan trong va thich
thu, thdi diém thich hop déi véi doc gia?

* Richness : Mtrc d0 tri gia hay déc dao ma
c6 thé tao ra dwoc cho ndi dung.
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MO hinh 5Rs

» Revenue : Mirc d6 tac déng dén strc ban
hang/ marketing cua phan néi dung do toi
website/chién dich.
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2. MO hinh 6 Golden rules

1. Non Promotional

2. Relevant to Reader

¢
£
/

3. Closes a Gap

R U L E S 4. Well-Written

OF CONTENT
MARKETING 5. Relevant to Your Company

6. Gives Proof
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3. M0 hinh SM.A.R.T
Specitc__
Mescuravie
Aunavie

« Cu thé, r6 rang va dé hiéu
« (Thirc day vao lic 5:00 mdi budi sang)

M » Do dém dudc
easurable « (U8ng 2 lit nudc mbi ngay)

A , « Co thé dat dudc bang sifc cia minh
ttainable « (Chay bd 30km/h => khéng tuéng)

« Lién quan dén tam nhin chung
).uluiltljnf * (Hoctiéng Phap 2h/ngay => khong
—3225 [21822 | phuc vu muc tiéu du hoc Anh)

T' | * Co thdi han
ime-bound « (Biét choi guitar trong vong 1 thang tdi)
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Content marketing cons

Yo | |l.

1.

Topic
selection:

define what you want to
be famous for. There is
a content overload in
the world. The magic
happens when you find
a topic you are
knowledgeabla in and
that the markat ig still
wailing for. Select your
content domains
smartly and be
consistent in your
choice.

an important role mn &

y
N

4. Mo hinh tiep can

A R N Y R R T T R Y

A 6 step approach in content marketing

LR R R R L L R L L LA A L L N NN LT

=5 O O dhitrerent s cps

2.

Content
conversion
strategy:

content marketing has
to lead to an increase
in revenues. Think
upfront about where
conversion should
happen. Define a top
conversion point and
lead people to this point
through your content

3.

Editorial
content
planning:

once you have defined
the topics and the
conversion strategy,
create an editorial
calendar. Setup a
roadmap so you know
when and where
content will be shared.
Streamline the content
calendar with all other
marketing actions in
order to increase

impact. The content
calendar should also
describe the lavel of
intensity of each
content action.
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4.

Create
shareable
content:

the right contant
domain (step 1) is
impaortant but not
sufficient. The content
needs o be easy to
share and worth
sharing. Peopla tend to
spread content that is
positive, relevant,
appealing and contains
a benefit. Take that into
account during the
creation of the content.

d.

Manage
content
conversation:

once the content is
launched, people will
react to it. Be open to
this engagement from
your audience and be
ready to answer
questions or to give
feedback. Mext to this
conversation
management, think
about the role of
industry influencers
during the launch of
your content.

. VINALINK

6.

Measure
success:

the moment the conten!
strategy is up and
FURRINg you can
measure its impact
through a set of
relevant KPls. These
KPls should be a
combination of
business generation
measures and
conversational
measures.




Tham khao 1 : Content for Business

EVERY ORGANIZATIONAL UNIT HAS AN IMPACT

Marketing

Advertising

User
Experience

Information
Technology

IF THEY PRIDRITIZE ...

Budget/ROI
Schedule

Deliverables

Talking about key
features and benefits

Search enginge
aptimization

Ability to measure
response

Campaign-driven creative

Highly interactive
featuras

Web 2.0 tools

Audience neads and
desires

Resaarch

Visual de=ign

CMS or development
requiremants

Production workflow

AND NEGLECT TD CONSIDER ...

User experience
Actual time to develop
Project risks
Audience’s priorities
Custormer-facing copy

Maintenance post-launch

Usability
Existing content

CMS restrictions or
requirements

Current state content
analysis

SED considerations

Planning for content

Feople imwolved in the
content creation process

Brand and messaging

THE RISKS ARE ...

Content doesn't meet user neads

Miz=ed deadlines delay project
completion

Content is more promotional than
educational

Writing suffers from “marketing
speak”

Content is launched then
neglected

Content is more flagh than
substance

Content is delivered in animation
or graphics that can't be indexed
Of measUred

Business content objectives are
overlooked or marginalized

Deszired content can't ba
completed by project launch date
dua ta lack of zource material,
time, or budget

Content may be published with a
“fin-it-later" plan

Final published content may not
adhere to visual or editorial brand
standards
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12 linh vwe digital content

JRelation — Quan hé (Facebook)
JCommunity — Cdng déng (Webtretho)
JdCommunication — Lién lac (Zalo, skype)

ANews (Editorial content) — Tin trc va théng
tin (Vnexpress)

dPersonal va media (User generated content)
— Wng dung ca nhan va Ca nhan héa truyén
thong (Blogger, Vatgia...)

dinformation (Google / Wiki...)
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JEntertainment (Game/ multimedia)

Niche content — NOI dung doc

System/Applications — Hé thong va rng
dung

JBusiness Tools — Céng cu ho tro doanh
nghiep

JdLocal/ Positioning — Bia phwong hoa/
Dinh vi va dia Iy

dAuthoring — Xac minh quyén
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65 loai hinh n6i dung cho
Content marketing

BUYER’S JOURNEY

Loosening of
the status
quo

Exploring
possible
solutions

Committing
tochange

Committing

Justifyingthe
toa solution <

decision

~ Makingthe
selection

DISCOVERY CONSIDERATION DECISION

Content Marketing & Sales Enablement Strategy

Help

buyer Align solution
identify with specific Validate/
reinforce choice

Create Align problem
awareness with business : Make the business
z . needsin sets of
around a new issues; drive case for change

problem urgency sotlr\]/ 'e”g b:Z'::SSS Prove best value

problem

PROVOCATIVE APPROACH VALUE APPROACH

Feature
|R isea:;h : Webcasts/ Diagnostic Case Studies Solution Comparisons
: \i’r:itelve SHENES ' Assessment . Video . Analvsis Value . cOmparison

Tools

Videos Testimonials Papers

Focused
White Papers

Papers
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Cau truc
cua noi dung bai viet

1. Cau truc "The Lead": The most important info
] , Who? What? Where? When? Why? How?
kl m tUJ th a p Approximately 30 words (1-2 thin paragraphs)

May include a"hook" (provocative quote or question)

"The Body": The crucial info

Argument, Controversy, Story, Issue
Evidence, background, details, logic, etc.

Nguoc

Quotes, photos, video, and audio that
support, dispute, expand the topic

"The Tail": extra info
Interesting/Related items

May include extra context
In blogs, columns, and
other editorials: the
assessment of the
journalist
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Cau tric Kim tw thap xué

The Content Value Pyramid

Fundamental changes to how
you think about your
customers and strategy

Unique viewpoint, challenges
thinking, makes people look
at business issues more
deeply

Info rmation Awareness raising, content

curation, understanding.
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Cau trac xi ly 6W+1H

HOW

ousive convenriona.  SAMVII

|
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€) Slingshot

The GOLDEN CIRCLE of Demand Generation Using Content

The NEOCORTEX part

W H AT. of t.he brain controls
CONTENT rational thought.

HOW.

CONTENT

WHY

CONTENT

The LIMBIC part of the
brain controls decision
making and emotion.




Cau truc chir nhat

(Jowwn—rmg
(Jopywmwvxg

Loan—tmg
Lopﬁwm’mg
(JOP\{WYWtV\g

Loermng €\

—
—-——~—

©|WordsByCornelia.com

p—
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Cau truc liét ké theo
sw kién thoi gian

s Upcoming Events

Constance @ Girls on the Run Film Screening
Nashville Public Library, 3-6pm

1

9 Constance at Girls of Grace — Memphis, TN
JU Sat. June Sth, 8:30am - 4:00pm
2 oth Annual Hungry for Hope Conference
JU Thur, Jun. 21 - Sun. Jun 24
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Cau trac vong tron khép kin

centent
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Khai giang thang 7/2015

* Hanoi : Ngay 9/7/2015 tai HANOI
« HCM : Ngay 21/7/2015 tai TPHCM
* Xem chi tiét : http://3c.edu.vn
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http://3c.edu.vn/

