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Bouncing Back in the New Normal

Due to lockdowns caused by the COVID-19 pandemic, staying at home for a long time could
have caused people to miss “the old days” with everyday activities. With that, “visiting loved
ones” and “beauty therapy” were the top two themes that netizens mostly wanted to
engage in, post-pandemic or at least when restrictions ease. They tend to express these
desires on Facebook exchanges and their “deep down sincere thoughts” under community

posts.

What Can Brands Learn and Do?
Brands can learn from cross-brand collaboration or co-branding that could help all
businesses survive. The same can maintain and increase brand love from customers,

including having different and unique approaches to tickle customers'’ interests - from

connecting all needs of netizens, including visiting loved ones, travel to build an emotional
campaign and touch the netizens’ brand values. Brands may also help create social

responsibilities to make a robust brand image.
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Peeping Through
The Keyhole

A Look Into Social Media
Discussions and Netizens’
Concerns
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The Mixed Feelings Due To The Longest Lockdown Ever...

Back in 2020, during the initial months of the pandemic outbreak' people were MOVing to 2021, the high contagious level of the Delta variant affected more
people and created mixed sentiments, from government efforts and response to

feeling scared and anxious especially in the 1st and 2nd waves in Vietnam.
9 P y public protocols. People had to stay at home for a much longer time than before.

Staying at home longer due to lockdown was the most significant discussion, as more people express missing “the old days” with daily
routine and the loss of their freedom. Social platforms acted as the most rousing sources of critical conversations and topics, revealing
people’s sentiments, preferences, wishes, and aspirations, post-pandemic. Mainly, community-driven posts did the trick in triggering the

insights from audiences when they touched right at the pain points of netizens.

@isentia Isentia VN TRENDSPOTTING STUDY - MISSING THE FAMILIAR: Exploring Consumer Desires, Revamping Marketing Strategies | 4




Coming to the “The First Thing | Would Do Is...

YANTV @
19July - @

Viéc lam dau tién sau khi hét
dich:

OO 29k Q29K @ 15K

Dia diém an uéng @

u 13 August - @

QUEN BUN BO PI, VIEC PAU
TIEN MA MINH SE LAM SAU

KHI HET DICH LA: DAY CHIEC

XE LEAD DI SUA ®
OO 74k Q33K @211
ot B
[TOPIC]

Ngudi ma ban mudn gap dau tién khi hét
dich.
OO 13k

QO 84K @ 473
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Wl Check in Vietnam

2 August - @

DINH MENH SE BUA 2 THANG NAY
BI DU LICH VOI NHAU SAU KHI HET DICH

Thang 1-Thang 9
Thang 2-Thang 12

Thang 3-Thang 4
Thang 5-Thang 11
Thang 6-Thang 8
Thang 7-Thang 10

OO21k QOs7k @72

YANTV @
28 July - Q@

MON PAU TIEN TOI SE AN KHI
HET DICH LA:

i

OO21k Q26K @ 1K

Pia diém an uéng @

| & 17 July - Q

VIEC PAU TIEN KHI HET
DICH!!!
Lén néc ham Thu Thiém uéng
tra tac, an ca vién chién, ngam
hoang hon
Q43K

OO 6.8k @ 274

£ % PaNéang
&y 27 )uly-Q

Mon an ban nhat dinh hét dich

di cung dira ban than ! @ m

OO 43k (61K @21

£ » PaNing
':lf 16 August - @

Khi hét dich, dira ban t6t nao

sé dai ban moét bira no say dé

ham nong tinh ban'sau ngay
dai xa cach. &

OOe63k Q77K @ 47

trend

When the Government implemented social distancing
rules and policies in Ho Chi Minh City and slowly applied
them thoroughly across the country, people actively
began to express their longing for the “ordinary days” in
social media. They brought out needs coming from this
lockdown fatigue.

The events that led to the social discussions aspiring for
a post-pandemic world is diverse, with questions like
“What do you want to do post-pandemic?” and “Which
dishes would you want to try, which destination you
want to go to, and who you want to meet...?"

The surprisingly high engagement from these threads
indicated many exciting findings, as netizens have
begun to appreciate the so-called ordinary things under

the pressure of difficult times.
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https://www.facebook.com/permalink.php?story_fbid=10160326583073974&id=110581908973
https://www.facebook.com/permalink.php?story_fbid=10160326583073974&id=110581908973
https://www.facebook.com/permalink.php?story_fbid=6009701162390527&id=140144812679554
https://www.facebook.com/permalink.php?story_fbid=6009701162390527&id=140144812679554
https://www.facebook.com/permalink.php?story_fbid=3090855981158130&id=2167803400130064
https://www.facebook.com/permalink.php?story_fbid=3090855981158130&id=2167803400130064
https://www.facebook.com/permalink.php?story_fbid=5951678964873548&id=1004462256261935
https://www.facebook.com/permalink.php?story_fbid=5951678964873548&id=1004462256261935
https://www.facebook.com/permalink.php?story_fbid=5925734797453831&id=140144812679554
https://www.facebook.com/permalink.php?story_fbid=5925734797453831&id=140144812679554
https://www.facebook.com/permalink.php?story_fbid=10160352063403974&id=110581908973
https://www.facebook.com/permalink.php?story_fbid=10160352063403974&id=110581908973
https://www.facebook.com/permalink.php?story_fbid=4198928610182947&id=477748185634360
https://www.facebook.com/permalink.php?story_fbid=4198928610182947&id=477748185634360
https://www.facebook.com/permalink.php?story_fbid=4262962737112867&id=477748185634360
https://www.facebook.com/permalink.php?story_fbid=4262962737112867&id=477748185634360

JULY: DIRECTIVE 16 IMPLEMENTED
Total buzz: 141,614

Viéc lam dau tién sau khi hét dich

Eng: First things to do post pandemic 25,942
MON DAU TIEN TOI SE AN KHI HET DICH LA 20.352
Eng: | will eat this dish firstly post pandemic :
Mén a@n ban nhat dinh hét dich di cung dira ban than! 5176
Eng: Definitely, | will eat this with my BFF post pandmic i
VIEC DAU TIEN KHI HET DICH!! Lén néc ham Tha Thiém udng tra

tac, &n ca vién chién, ngam hoang hon 4199
Eng: FIRST THING TO DO POST PANDEMIC!! Come to Thu !
Thiem and drink ice-tea, eat fish balls, and watching sunset

Ban d& bdo gid duoc sdng trong bién may Sapa. Hen Sapa mét

ngay hét dich gan nhat nhé! 2869

Eng: Have you ever saw this beautiful Sapa? | will visit Sapa
someday post the pandemic.

AUGUST: STRICTER DIRECTIVE 16 IMPLEMENTED
Total buzz:178,281

Gilr strc khoé nha, hét dich minh chd may ban di choi
Eng: Stay safe, post pandemic we will meet again 7,266

Khi hét dich, dira ban t6t nao s& dai ban mot bira no say dé ham

noéng tinh ban sau ngay dai xa cach.

Eng: Post pandemic, a good friend will buy you a wonderful 6,914
dinner to reheat the friendship after many days apart

Ngudi ma ban mudn gap dau tién khi hét dich.
Eng: The first one you want to meet post pandemic 6,263

Thé nay phai lap kéo ngay, hét dich trién la vira anh em a =))) #Chin
#CheckinVietnam

Eng: We must gather a group now and will go for a trip 5,932
immediately post pandemic

MOT NGUOT MA BAN MUON GAP DAU TIEN KHI HET DICH?

Eng: Name a person you want to meet firstly post pandemic? 3,869

The Importance Of Community Pages In Navigating Netizens

Community pages were spotted as the first sources to open the topics and
navigate the netizens’ conversations. The longer the lockdown period, the
higher engagement of the discussion about post-pandemic activities, in
which August recorded a 26% higher buzz volume.

When the Government implemented Directive 16 in July, the community
pages somehow set off quite optimistic energy, with questions about
which dishes to eat and which activities to do post-pandemic. However,
coming to August, the shifting mood was evident given the stricter Directive
16 and more complicated movement of the pandemic. The community
pages showed their discussion navigation and started “staying safe”
themes or highlighting a great desire to meet loved ones.

In addition, unlike July, which only focused on the top two topics, netizens in

August evenly spread their interest into more diversified issues.

Isentia VN TRENDSPOTTING STUDY - MISSING THE FAMILIAR: Exploring Consumer Desires, Revamping Marketing Strategies | 6

&isentia




The Diversified Needs Reveal Big Opportunities For Brand Communication

TOP 5 WHAT PEOPLE ARE LOOKING FORWARD POST

; PANDEMIC VERBATIM OF TOP 3 ACTIVITIES
Eating/ Drinking out [ 44

Beauty Therapy =——————-40i

(
Traveling I 11% :
: |
Seeing the loved one N 9% : Di an nhitng mén minh dang thém — Facebook user
|
|
|
|
|

- Eating/Drinking - ——-————— -

™
\

Di an t6 bun bod day ap — Facebook user

Back to work/school - 3% Lam mét t6 phd tai, nam, gau, gan, vién, sun + chén tiét 2 tring

— Facebook user

Netizens' eagerness in getting away with lockdown situation revealed more diversified activities
and wished post-COVID-19, suchas: e
e F&B brands will be pleased to know that Eating/Drinking out topped as most desired -~~~ Beauty Therapy

elements that netizens missed most and wanted to do right after post-pandemic. This is Té:a?e‘zgzz'sggrng dau:dang Jam.cau:be rimg-xanh

due to the difficulties in groceries' supply/delivery; people were craving tasty choices of r =
9 Pply/ Y, PEOP d y Di x&m may, xam mi, lam mat, lam rang — Facebook user

favourite foods and drinks of Vietnamese cuisine: bun bo, phd, drinking beer, bubble tea, | S —— ——————— —————- ————— ——f

coffee, street foods, etc. Traveling
e Beauty therapy was the most wanted activity, voted by both two genders. The longer they ' DiDa Lat - Facebook user
stayed at home, the longer hair/nails were, and skincare became the other upmost concerr Di du lich quanh Viét Nam — Facebook user

They missed the beautiful hairstyles, the perfect skin, the beautiful nails, and the ability to

keep fit via sporting/gyms services.
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So, What Are The Most Craving Dish Against All Odds?

——— —

) / Chi Bun Bo tiép tuc dugc cu dan mang réo goi - \
Bun bo - 4 3 ¥ 5 /0 / lién tuc vi ly do dac biét nay day B \
' = o e wsoamosann - o iy Bme
© o 147, chi xa em that 161 130 )
g ghi Iy 13i i vao véng 1ao If. cdu chuyén chi Bdn

\
) { ) |
= Drinking beer 30.1% | 5 |
© | - © |
I i N3 16 b: ::\:ngl‘ca'i
2 sindiu oy 14.5% i e |
O wo = B et :
8_ C Bubble tea h 5.5% | |
> I Chi bi bt réi em I
” . - |
Q E Phd I 2.0% : Dli X \/Tkt'l/tluidu’\ - :
£ 0 | = Wifi-un-Bo |
= BBQ I 1.5% : (EA, = = Nhau 1 bira that say roi vé qué — Facebook user :
Q. | N LA\ % I
|9 Seafood l 1.3% |\ @ . Nhau 3 ngay 3 dém - Facebook user :
- (V) \ — ,,,,,mlﬂ“ /l
Com tam 0.9% N e PN Dinhédu nha - Facebook user 7/
N P

—_—_——e— e

Phd is long known worldwide as the national dish in Vietnam, but surprisingly, Ban bo appears to have the most frequent mention as the favourite dish that netizens craved
during the lockdown. Bun bo was so “hot” that it even had a viral meme “Chij buan bo”. It was a conversation between Chj Bun bo as bun bo seller, and a loyal customer who
was craving for bun bo — sharing the difficulties to buy bun bo due to the social distancing orders in HCMC. DH Foods — a cooking spices brand — even launched a
mini-contest to follow this trend and even promoted it online.

The second pick was drinking beer; netizens mainly tagged their friends to hang out after the lockdown. According to a medical journal in the UK, Vietnam has the highest
growth rate of alcohol consumption globally, nearly 90% since 2010. Therefore, beer brands might see massive potential from “craving for beer and hang-out” insight to

create an extensive campaign for post-pandemic celebration.
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https://www.facebook.com/FoodyVietnam/posts/4271895596271271
https://www.facebook.com/pagechuithue/posts/4148388365256606
https://www.facebook.com/story.php?story_fbid=4136405019747505&id=678939172160791&p=30
https://www.facebook.com/DhFoods.com.vn/photos/a.259231834219053/2219957374813146/

The Rising Demand For Beauty Therapy

P
Lam mong mong chan chir ghé
quad roi — Facebook user

Lam mong nha quy vi, khoé né

dam dau mudn chét — Facebook
user

(SKINCARE, --
NAIL CARE)

Di hét toc — Facebook user
Cat téc — Facebook user
Cat toc chir haoi bu xu réi —
Facebook user

b o oo

~ - HAIR MAKEOVER -

SEEING DENTIST

® :
Di gan lai niéng rang, bung
hét r6i — Facebook user
Di nhd rang khén -
Facebook user

Redo hair/changing hairstyle was voted the first thing to do after lock-down in terms of Beauty therapy, as this mention covered up to

di tap Gym nhay Zumba nira dé
dugc dep— Facebook user

- GYM

Di tap gym ché ma Iing birnggg
roi — Facebook user

80% of this need. The longer they stayed at home, the longer their hair was. People missed the feeling of a cool and stylish haircut (short,
curly, colourful, neat, etc.), but they also needed the exciting moments of witnessing a new self or a new do-over. These findings can even
be very beneficial for Spa (skincare, nail care), as these services could cooperate with hair salons to launch vouchers or add-in benefits.
Gyms and Dental clinics could be leveraged as well, as the desire to keep fit and maintain a beautiful body was another angle to deliver

content post the pandemic.
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And Of Course, Travelling is A-must After Lockdown

Overall, most of the chosen destinations were relatively closer
to the South than the North, given the Southern provinces of
Vietnam were facing a much more critical lockdown of
COVID-19.

e DaLat was the top-wanted destination of V-netizens for
its chilling atmosphere and fantastic landscape with close
distance. Hence, people also loved to re-visit this place
due to the incredible memories that flashback from
before the pandemic.

e Theremaining places all related to famous beaches and
sunny resorts for leisure activities, as the summertime

was coming if the social distancing orders were lifted.
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Let's Not Forget The Ordinary Needs...

Staying apart or losing loved ones during this

intensive pandemic caused people longing for

chances of a reunion with their beloved ones,

Visiting hometown

Meeti ng pa ren e especially parents in their hometowns, spouses,

and children at home.

The social distancing order damaged more than
just human loss and mental issues, as the
restrictions also heavily affected economic and
suspended business. Thus, people also displayed

plans for getting to work. As for students, the

Work -
G h | 74 Jh difficulties in the online study also triggered a
O tO SCNOO conversation about missing friends/teachers and

school reunions.
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How To Revamp
Marketing Strategies
For The “New Normal”?
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Cross-brand Cooperation Can Strengthen F&B Brands

*Ap dung giao hang nhanh

EQZE?‘Tﬁgﬁn&Hﬂ%‘gggﬁ s, 0\ )°? I The case study of Phuc Long x Vinmart+ or 4P's Pizza x
B '- '(’;?%ﬁya| E-commerce featured win-win cooperation with other industries.
2 Vinmart+, with the opening of the Phuc Long kiosk in their retail
= = i~ shop, gained massive attention from young audiences.
- Otherwise, 4P's Pizza also established collaboration with
o E"“ E-commerce sites (Lazada, Shopee, Tiki) and offline with
W retailers such as Family Mart, An Nam, Nam An, TOPs Market to
F&B might be the dominant industry post-pandemic as people optimise the distribution process. I
have been staying at home for an extended period, and they will not i _
hesitate to go eating/ drinking out with friends and families when . T i Lozl T
the restrictions were eased. o [ " HA CANH LAZMALL

To serve the customer need during the pandemic
and maintain brand love from customers, F&B
brands could cooperate with other industries to
expand the distribution system and increase brand
visibility. This will be a strategic preparation for a
‘comeback” campaign post-pandemic.

Lazada
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https://www.facebook.com/phuclongcoffeeandtea/posts/4111045655631709
https://www.facebook.com/phuclongcoffeeandtea/posts/4111045655631709
https://www.facebook.com/LazadaVietnam/posts/5598644293565894
https://www.facebook.com/LazadaVietnam/posts/5598644293565894
https://www.facebook.com/Pizza4Ps/posts/4430611486975866
https://www.facebook.com/Pizza4Ps/posts/4430611486975866
https://www.facebook.com/phuclongcoffeeandtea/posts/4246949035374703
https://www.facebook.com/phuclongcoffeeandtea/posts/4246949035374703

Long-lasting Desire For A Beautiful Look

There are more relatable factors than just beauty and
haircuts. The willingness of staying presentable and sharp B 2
are evidence for rising healthy lifestyles amongst

Viethamese people.

\ Brands could collaborate with beauty and
lifestyles partners to launch vouchers/promotions
for hair salons, nail spas, and gyms, or have a
pop-up station to offer customers beneficial

treatment or quick do-over. A small change could

make a difference. Imagine Haidilao, who
provides the unique selling point: nail care/hair

care at F&B restaurant.
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Connecting All-in Elements To Create An Emotional Campaign

I The case study Budweiser celebrates online party campaign "GIAN
CACH - BUD KHONG XA CACH".
Budweiser leveraged the difficult period of social distancing to
organize an online party. This campaign helped the consumers
remind the festive times with friends and enormously helped to
increase the brand's outstanding visibility under challenging times. |

Viethnamese cuisine and beer were listed as the top
two things people desired most post the pandemic
as they missed the familiar taste of good food.

« l To remind people of the “familiar taste”, “familiar atmosphere”

in “familiar occasions”, F&B brands and especially beverage .
. . i Nhung gian cach,
brands could deliver an emotional campaign that can connect dau phai la xa cach?

people in long distances and spark off the emotional intimacy of

family reunion. Besides, brands could leverage the “Travel” topic BAT CALL,
. L . . KHOI CHUYEN
and integrate it in the campaign to harmonize all needs of NHAN QUA CHAT  THAM GIA NGAY

customers post-pandemic.
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https://www.facebook.com/BudweiserVietnam/posts/4130695083688793?__cft__%5b0%5d=AZWjMtxbAVsxbLlCVPygyfEjn9aOvlAxBL_u76XuRV7ZUe5sFErW4g-vYT7yzXWPXZvWNjsylDlba3g5XDctL3lCGDPsp8lxSxzqs9HSji8WgB9plK_4eJVrKnMkI3vUOuJyswl8c2mG_kmyR5BulGlEBSGX7mDOfRWFGzlofMjIwQ&__tn__=,O,P-R
https://www.facebook.com/BudweiserVietnam/posts/4130695083688793?__cft__%5b0%5d=AZWjMtxbAVsxbLlCVPygyfEjn9aOvlAxBL_u76XuRV7ZUe5sFErW4g-vYT7yzXWPXZvWNjsylDlba3g5XDctL3lCGDPsp8lxSxzqs9HSji8WgB9plK_4eJVrKnMkI3vUOuJyswl8c2mG_kmyR5BulGlEBSGX7mDOfRWFGzlofMjIwQ&__tn__=,O,P-R

The Importance Of Social Responsibilities For Enhancing Brand Image

B iy you ot 1 1rg “Bi6 g o t5° [ CASE STUDY - Zalo: Launched a new feature: Zalo

plseErr © | Cmomewwr e Connect, to help grocery shopping and support devices for

= e — children to study online. These great activities from the

w =0 - " Zalo app brought timely support for many people in Many difficulties and

= = f§ o e need, thus receiving great public appreciation. “ challenging situations
occurred during the
lockdown, such as jobs loss,

business and operation

CASE STUDY - Vinamilk: Organised a mini-game on its fan
page to spread positive life messages. Vinamilk will

donate the Vaccine Fund based on the volume of the pending, lack of devices for
participants. In light of Vinamilk's goodwill, the campaign children to study online, etc.
recorded huge impact and participation from the online Brands could raise their
audiences for just the most straightforward tactic. image as an influential
The CASE STUDY - FPT declared an announcement of contributor to support the

people in need with
diversified CSR campaigns
and beneficial action.

building schools to support 1,000 orphans who lost their
families due to COVID-19. FPT showed different strategies
that could build a long-term CSR activity across the years.
This ongoing campaign could strengthen the brand _|
position in the industry.
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https://www.facebook.com/Theanh28/photos/a.1509442759101639/4980078185371395/
https://www.facebook.com/kenhvtc14/videos/1426824267704889/
https://www.facebook.com/vinamilkbiquyetngonkhoetuthiennhien/posts/2710231555940843?__cft__%5b0%5d=AZV78GLsFNGkwD2xKj12nq2dMX6RR96RWP6h19cDYzuun6EZxiNsgfItxsL7I4ClrcAIATxWY8ltv6dK9_x8khlme-_Bjva1BQEUUkxUMfIyQMd9k-gi54WLO456JE1MV8ce7R1gEjDbEGwOC5fw_rCc&__tn__=,O,P-R

What Can Isentia Do To Help You?

Being at home for the most extended period ever brought netizens to expect many things

post-pandemic in emotional and unemotional ways. They came to social media to openly express ¢

e Dashboard

their desires when the lockdown was eased. Hence, brands could learn from this sharing to collect .- :
more insights for their branding and communication. :- O

= h';a'f:ﬁ.f;a‘f‘ Sl
The proficiency towards the customer desires and connecting all needs are essential to capture ' . . ST T
customers’ attention. The collaborations or campaigns should be advertised consistently with the
netizens’ requirements, whilst the CSR activities can help gain customers’ affinity. /

i

Isentia can provide trending content and topics that point out the netizens’ desires, thus

suggesting actionable and tactical ideas for communication strategy. In addition, Isentia could .5,
monitor the branding activities, including CSR activities, and provide data analysis from social

media and mainstream media to explore media perception and customer insights. From these
studies, Isentia could help suggest media learnings or fresh ideas to reinforce branding activities

and brand reputation.
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What our Insights leaders in Vietham Say

Nhi Truong

Insights Manager, Vietnam

Van Vuong

Senior Insights Analyst, Vietham

“The COVID-19 pandemic and the longest “The impact of COVID-19 during the past 2 years,
lockdown ever has made the consumers to reveal rapidly transformed people's lives, habits and

their needs post pandemic on social media. behaviors. As the whole world begins to adapt to the
Instead of waiting the pandemic to over soon, the new normal with the changes in consumers’ behavior
brands should proactively explore the consumer and daily habits. This is an opportunity as well as a
needs and accordingly organize branding activities challenge for brands in grasping, changing and

to adapt the new normal life. Besides, the brands planning for more suitable communication, marketing
should pay attention to social responsibility to build strategies to adapt with these changes in the

a pOSitive brand image with consumers and affirm Consumerjourney for a new normal life.”

the brand's position in the market”
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What our Insights leaders in Vietham Say

Mai Vo

Insights Manager, Vietnam

Tri Nguyen

Insights Manager, Vietnam

“To remind people of the “familiar taste’, “familiar As everything comes to the “new normal status” after
atmosphere” in “familiar occasions”, F&B brands the pandemic, people not only focus the “familiar” they
might own the advantages of creating emotional missed while lockdown, but they also get back to the
marketing campaign that trigger connecting vibe, normal life with normal needs. This is the opportunity
especially for people who suffered long distance to brands with marketing programs for both what the
and have much desire to visit loved one. customers miss and what they consume everyday.
Besides, brands could leverage the “Travel” topics Hair-cut, travel, beer drinking, etc are not every-day or
or integrated elements in the campaign to reflect all every-week used, but food/dish, drink and dress.

longings of customers post pandemic”

@isentia Isentia VN TRENDSPOTTING STUDY - MISSING THE FAMILIAR: Exploring Consumer Desires, Revamping Marketing Strategies | 18




&lsentia

Please do not hesitate to get in touch with

us for more information on this whitepaper.

Contact Us

P :info.asia@isentia.com
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f : facebook.com/isentiacom



