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content is well-received 
➜ more entertaining content

respectable followers

high engagement

modest followers

low engagement

require content that adds
value to the audience. 

high followers

low engagement

infrequent posts miss a
chance to engage visual-
hungry audience.

RMIT's social media shows untapped potential and inconsistent engagement, indicating a need for strategic
adjustments to optimize audience reach across platforms.

Content: engaging, fast-paced, and taps into

the "foodie" culture at RMIT that engages

TikTok users.

Engagement Rate: 8.49%

#rmitcogivui #reviewcanteenrmit #foodreview

➜ real-life stories and campus life experiences

that audience feel more connected to the brand.

Most high-engagement posts are on TikTok.

The top-performing content (see Appendix 2)

authentic relatable

High monthly visits (295,735) ➜ strong online

presence and relevance to its audience.

High visit duration (04:17) ➜ robust user engagement

with content.

The average pages/visit (4.53) ➜ effective site

navigation and content variety.

The bounce rate (47.12%) ➜ content resonates well

enough to keep visitors on the site (CXL 2024).

largest followers

low engagement

content is not resonating
with the audience despite
most posts frequency

strong brand
recognition

CURRENT TARGET SEGMENTS

Prospective Students: Look for

information on programs, admissions,

scholarships, campus life, and testimonials. 

Current Students: Need resources for

academic success, campus services, event

information, and opportunities for

involvement. 

Alumni: Want to stay connected with the

university and continue to benefit from its

network. 

Academic Peers: Seek information on

research initiatives, academic conferences,

and collaborative opportunities.

RMIT University Vietnam is a campus of Melbourne-based university

RMIT - Australia's biggest tertiary institution - bringing a world-class

education and global opportunities to students in Vietnam.

Brand tone of voice: inspirational, inclusive, empowering and vibrant.

Key message: Dare to choose, dare to transform

Assigned theme: Together we create impact

Content distribution channels and Language: Vietnamese on

Facebook, TikTok and English on Instagram. Website and Youtube

utilize both languages.

Timeline: 3 months (July-September/2024)

BRAND INFORMATION

REQUIREMENTS FROM THE CLIENT

3-month content pillars includes 1-month detailed content
plan:

Guide students in their formative decision-making

Differentiating RMIT with its competitors 

Enhancing RMIT’s brand awareness towards target

audiences. 

RESEARCH

CURRENT CONTENT
ACTIVITIES EFFECTIVENESS

RMIT University Vietnam's mission centers on

empowering individuals and communities through

education that is applied, inclusive, and impactful.

RMIT Knowledge with Action Strategy 2022 – 2031

Goal: Extend RMIT’s dynamic research and

innovation system. 

CONTENT PLAN

CURRENT CONTENT PILLARS

CHANNEL PERFORMANCE 

Academic Excellence and Achievements

Career Development and Innovation

Student Life and Special Occasions

Impact & Industry Relations

Community and Inclusivity

RMIT's website/blog has effective content development and well-rounded SEO strategy.

➜ Blog content effectively captivates and retains

audience interest, with room for deeper insights through

advanced analytics (Phillips-Wren 2021). 

High Organic Search (52.20%): Strong SEO ➜ effective

brand marketing and content dissemination.

High Direct Traffic (39.31%): many users choose to visit

the site directly ➜ successful offline branding + positive

engagement with RMIT.

Low non-branded searches (14%) offers opportunities for

wider market ➜ attract Prospective Students&Academic

Peers that aren't specifically searching for the brand.

➜ continue leveraging its SEO strengths, particularly by

optimizing for non-branded keywords and expanding

content to cover broader topics.
Direct Organic Search

86%
Branded
Searches

(Adapted from SimilarWeb 2024)

52.2%
39.31%

RMIT’s content strategy has robust foundations, especially in SEO and video engagement on TikTok, but it needs to address low

engagement on other platforms and diversify its content approach to stay competitive and relevant.

DEC 2023 - FEB 2024

01-28 MARCH 2024

(Adapted from RivalIQ 2024)

(see Appendix 1)
➜ effectively use a creative, fun approach to engage TA. 

➜ RMIT has a content strategy positioning it as an

authoritative figure in the higher education sector.

Across RMIT content, its strategy effectively reflects

all its USPs which are mentioned in the client brief.

student success and achievements

groundbreaking research, innovative teaching methods

holidays, student experiences and campus activities

alumni impact & benefits with industry partners

community contribution and an inclusive environment
➜ strengthen its content strategy to better reflect its
strategic vision, mission, and ambitions, ensuring a
cohesive narrative throughout its content ecosystem.

Since TikTok content has high

engagement, ➜ more fast-paced,

entertaining videos could perform well.

Consider interactive content, such as Q&A

sessions, to stimulate audience interaction.

a need for a more regular posting to

maintain audience engagement.

Focus on creating content that fosters a

sense of community and belonging.



British University Vietnam (BUV) - direct competitor

The top post content

low followers

smaller follower base

high engagement

no engagement

Demographic 15-18 years old

Household income: Mid to high level

Geographic Live in Hanoi, Da Nang, Saigon south + several key

provinces across nationwide

Psychology

Highly motivated with a strong growth mindset.

Confident in her abilities but always looking for

ways to improve and learn.

Sociable, with good communication skills,

often seen as a leader among her friends.

Behaviour

Active on social media, follows business

influencers, and participates in online forums

discussing entrepreneurship and management.

Regularly seeks out new learning

opportunities, such as workshops, webinars, or

local university events.

Have ethical behaviors of leaders and want to

contribute to communities

successful entrepreneurs - Mark

Zuckerberg or business leaders.

Teachers and mentors who recognize

her potential and push her to excel.

overwhelmed by the myriad of university

choices and programs available.

anxious about making the right choice

for higher education that will set her up

for future success.

RMIT should focus on the channels where high-school
students mostly consume content on awareness stage.

Main engaging channels: Facebook (95%), Youtube (87%) and TikTok (81%)
(Decision lab 2023)
Nearly half of Gen Z is using TikTok for search instead of Google (Delouya 2022)
➜ develop a series of short-form videos, use relevant hashtags, ensure
content is optimized for TikTok’s search algorithms.

➜ develop a series of short-form videos, use relevant hashtags,
ensure content is optimized for TikTok’s search algorithms.

highly relevant through
creative and educational
content.

Content: entertaining explanation for

complex topics - cloud computing 

      ➜ Edutainment content

Engagement Rate: 14.5%

➜ tap into the user's desire for content that is

not only easy to digest but also fun to watch.

Most high-engagement posts are on TikTok.

(see Appendix **)

CATEGORY REVIEW

TARGET AUDIENCE

FUV focuses on liberal arts and innovation to nurture leaders, contrasting with RMIT's practical education aligned with current job market demands.
Fulbright University Vietnam (FUV) is not RMIT’s direct competitor.

The direct competitors focus on similar personas and offer a similar spectrum of programs.

Both BUV and RMIT cater to career-oriented students seeking professional and personal development in an international context.

Cross-channel engagement: 5.17K
Tone of voice: formal, informative and supportive
Top post content topics: student engagement
and achievements
Current content pillars: lifestyle, education,
special occasions, opportunities, and student life. 
Content distribution model: newsroom, real-time,
community and lead generation model.

While TikTok shows high engagement, other platforms
are not optimized for engagement.

01-28 MARCH 2024

decent engagement

content is duplicated & lacks
visual appeal for an audience
craving aesthetics.

reasonable followers a significant gap

solid followers

low engagement
high frequency but the
content is not reaching TA

(see Appendix 4)

video content can be highly
engaging and beneficial for SEO.

Brand story: develop employable and ethically-grounded

graduates, who are cross-disciplinary and innovative,

within a community that values kindness, inclusivity, and

the wellbeing of society.

‘edutainment’ through short-form videos (Zhang 2020)
personalization: tailoring content to student profiles
boosts engagement and conversions
interactive content — such as virtual campus tours,
online webinars, and live Q&A sessions
high-school students prefers video rather than text,
native ads, or other content formats (Bump 2020).
85% of teens use Youtube (Anderson 2018)
align content with brand story for the most impact
(GoodContent n.d.) 
focus on people-first content (Nelson 2022)

BUV's approach on TikTok reveals an opportunity for RMIT to adapt similar strategies, particularly in creating content that educates while it entertains.
Meanwhile, BUV's lower engagement on Facebook and absence on YouTube highlights areas where RMIT could enhance presence, engage with a
broader audience, and establish a competitive edge. By focusing on creative content and optimizing platform-tailored strategies, RMIT can not only match
but exceed its competitors’ performance, driving better audience engagement and reinforcing its market position.

Embracing New Trends of Content 
in Higher Education sector

In Vietnam, open days and live-stream information sessions are two new marketing
practices that have just been applied in recent years (World Bank 2020).
Digital transformation will represent one of the biggest university challenges in 2024
(Reilly 2024). 
VinUni offers virtual reality tour, appealing given the restrictions on travel and in-
person visits (VinUni n.d.).

The shift to digital strategies, highlighted by VinUni's virtual tours and online
engagement, emphasizes the need for Vietnamese universities to adopt digital
transformation for ongoing relevance and competitiveness.

(see Appendix 3)

INDUSTRY ANALYSIS

COMPETITOR ANALYSIS

desire to build a successful business and

make a positive impact.

inspired by young entrepreneurs and

leaders who have made significant

contributions to society.

Motivations

Who can influence her?

Need inspiring content that aligns with

entrepreneurial interests.

Want to be part of a business-oriented

community for networking and mentorship.

Needs and wants

Pain points

Le Chau Ngan
17 years old

High-school student

Living in Ho Chi Minh 

Ngan is a business-savvy high school student with a
knack for leadership in extracurricular activities. She is
actively engaged in expanding her entrepreneurial
skills, often attending events and webinars to enhance
her business ventures. Facing a plethora of university
choices, Ngan seeks an institution that not only fosters
her entrepreneurial spirit but also resonates with her
ethical values. She aims to make a university choice
that will positively impact her future and society.

Discovery Stage

Customer Insight: I aim to make a difference through ethical entrepreneurship and
leadership. However, I am overwhelmed by the numerous university options to
determine the best one that matches my drive and values.

Consideration Stage Enrollment Stage

Preferred

touchpoint

Types of

Content

Instagram, TikTok,

Facebook

short videos, PR

articles, ebooks

websites, webinars

and direct email

articles, podcasts

and Q&A sessions

portals, webinars,

social groups

customer

onboarding, email

newsletter, updates

RMIT’s strengths in innovation, global impact, and
successful alumni outcomes, setting it apart from
competitors’ lifestyle and event-focused content. 

(SAP Insights n.d.)

Strengths

Strong alignment with job market demands in

RMIT’s curriculum.

Effective SEO strategy leading to high

organic search visibility.

High engagement rate on TikTok indicates

content resonates well with the target

audience there.

Weaknesses

Opportunities Threats

➜ integrate digital transformation into its marketing content plan in several strategic

ways: virtual engagement, live-stream sessions, interactive content, data-driven insights.

Facebook and Instagram are showing low

engagement despite large following 

➜ content not fully resonating with the audience.

Infrequent posting on visually-focused

Instagram is a missed opportunity to engage a

visually-hungry audience.

A potential lack of content types 

Potential for leveraging high engagement on

TikTok to drive traffic to other platforms.

Exploring more entertaining and educational

content that is easier to digest but also fun

Embracing new trends of content, such as

virtual tours, interactive sessions, and data-

driven insights, to foster deeper connections

with prospective students.

Competition from universities like BUV, which

are also targeting a similar demographic with

engaging content.

The constantly evolving digital landscape

requires continuous innovation in content

strategy to keep up with trends and audience

expectations.

https://vinuni.edu.vn/virtual-tour/index.html


4 videos, 25 posts, 1 UGC
content, 4 blogs, 2 PR

articles

BRAND PILLAR
RMIT makes your choice meaningful with a culture that inspires

impact and actively nurtures your entrepreneurial spirit.

Impact on others

CHOOSE TO INSPIRE TRANSFORM BOLDLYCHOOSE TO EMPOWER

Decisions that define us

Topic

Personal Growth at RMIT

Entrepreneurial Education

Core theme

RMIT's approach to

education equips students

with the skills, knowledge,

and confidence needed to

succeed as entrepreneurs

and intrapreneurs.

Bedrock content

Choosing RMIT empowers

students to make an impact

on their own personal

development.

Shape your own life through
the choices you make

Choose wisely: Fewer
options, better decisions

 Edutainment: entrepreneurial
skills and why they matter

Content as Presence

7 short video, 15 posts,
2 blog posts

Unlock the power of
entrepreneurial skills

Impact on self

Brand voice

Tone of Voice

Confident, provocative, and inclusive

Empowering, collaborative, inspirational,

pragmatic and thought-leading

Content Guideline

Language

Realistic, inspiring and entertaining

Purpose
Raise awareness and engage

Content pillar Choose to Empower Choose to Inspire Transform Boldly

Objective Trigger Engage Amplify

Brand Voice
Empowering,

motivational

Inspirational, inclusive,

provocative

Confident, thought-

leading

CTA

Explore our programs and join a

community that empowers. Click

here to learn more!

Become the inspiration for tomorrow –

Discover how RMIT nurtures future

leaders. Join us now!

Ready to make an impact?

Transform your world and

beyond with RMIT. Find out how

here!

Hashtag

#EmpowerWithRMIT

#ChooseToLead

#RMITEntrepreneurs

#InspireAtRMIT #RMITLeaders

#AspireWithRMIT

#TransformWithRMIT

#RMITChangeMakers

#BoldMovesRMIT

Master theme Magnetic Immersive, practical Immersive

Stories of Innovation: Who
are changing the game?

Topic

 Initiatives inspire action

Culture of support fosters
inspiring leadership

Leaders in the Making: journey
of inspirational leaders

Leaders of Tomorrow:
Entrepreneurship among high

schoolers

CONTENT PLAN

Leadership Development

Creative Innovation

Community Impact

Core theme

Industry Innovation

Personal Transformation

Sustainable Futures

Core theme

Students have a safe

environment to be

inspirational leaders, who

make choices that inspire

their peers and have a wider

social influence.

Bedrock content

RMIT prepares students to not

only adapt to market changes

but to lead them, impacting

the business landscape.

Bedrock content

Join RMIT as a step toward

becoming an inspirational

leader within the student

community and beyond.

Students place themselves in

a position to transform

industries, communities, and

their own lives. 

Key Message: DARE TO CHOOSE, DARE TO TRANSFORM
Theme: TOGETHER WE CREATE IMPACT

Museo
Museo

�Helvetica Neu LT

�Helvetica Neu LT

�Helvetica Neu LT

�Helvetica Neu LT

Arial Bold
Arial Regular

Typefaces

Logo Primary color

Shape ambitions into
achievements

Topic

Personal transformation for
aspiring business leaders

“Day in the Life” Student
Transformation Stories

RMIT’s role in promoting
sustainable living

RMIT's approach to teaching
sustainable business practices

Brand story

Impact on the wider world

Main platforms

RMIT combines practical skills and applied

knowledge to create a transformative

educational experience that prepares

students for real-world success.

Visual Identity

RMIT & Sinh Vien Tuong Lai

@RMIT_cogivui

Supporting platforms

Instagram

owned media

owned media/earned media

owned/earned media

Youtube
owned media

Website
owned media

Sponsored ads/Partners
paid media

1 workshop, 5 videos, 30 posts,
2 UGC content, 2 PR articles

➜ Estimated content assets >100

Facebook: 7PM (1-2 posts/day) 

TikTok: 3PM (3-5 times/week) 

Instagram: 10AM (3-5 times/week) 

Story: 2 stories/day

Post frequency and timing

(Macready and Cohen 2023) (Adapted from RivalIQ 2024)

Blog: 10AM (4-6 posts/week) (Akhtar 2022)

maintain a voice that's consistently

aligned with RMIT's values of

innovation, inclusivity, and impact

establish RMIT's brand as an

empowering educational

institution to raise awareness

Content as Window

share transparent, genuine

stories of student success and

positive university culture



SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY

31 01 02 03 04 05 06

07 08 09 10 11 12 13

14 15 16 17 18 19 20

21 22 23 24 25 26 27

28 29 30 31 01 02 03

* Choose to Empower

** Choose to Inspire

*** Transform Boldly

Content Pillar

CHOOSE TO INSPIRE

Short video series

PR Article

UGC

Sponsored Webinar

Short video series

Video

Licensed Case Study Series
INITIATIVES THAT INSPIRE ACTION

UGC

Sponsored Article

Blog Series
LEADERS OF TOMORROW

Video series

Blog posts

Podcast

Infographic

Main platforms

RMIT & SVTL

@RMIT_cogivui

Supporting platforms

Instagram

owned/earned media

owned/earned media

owned/earned media

Youtube
owned media

Website
owned media

Email Newsletter
owned media

Sponsored Content
paid media

Content idea

Blog Series

DEFINING
MOMENTS

User-Generated Content

SHAPE YOUR
OWN LIFE

7PM10AM

TRANSFORM BOLDLY

July 2024

Content Type

DEFINING MOMENTS

Content idea

CHOOSE TO EMPOWER

Hootsuite or Buffer: To schedule and manage posts across social media platforms.
Google AdWords and Facebook Ads: For paid advertising campaigns.
MailChimp or HubSpot: For email marketing campaigns and to track user engagement
Google Analytics: To measure website traffic and content performance.
SEMrush or SimilarWeb: For SEO and competitive analysis.
Trello or Asana: For project management and editorial calendar tracking.

Integrated Communication Tools

DECISIVE FUTURES: WHY CHOOSING RMIT IS THE
SMART CHOICE FOR ASPIRING LEADERS

SHAPE YOUR OWN LIFE

CRAFTING YOUR PATH TO INDUSTRY
INNOVATION

ENTREPRENEURIAL HACKS WITH RMIT

CHANGING THE GAME: 
RMIT’S INNOVATORS

MY RMIT LEADERSHIP STORY

LEADERS IN THE MAKING

RMIT CHANGE MAKERS

Content idea

SUSTAINABLE PRACTICES IN MODERN BUSINESS

DAY IN THE LIFE OF AN RMIT STUDENT LEADER

RMIT'S IMPACT TIMELINE

Blog Webinar

Podcast PR Article

Video

User-generated Content

(UGC)

Case Study

Infographic

ENTREPRENEURIAL JOURNEYS: RMIT'S IMPACT
ON PERSONAL DEVELOPMENT

This content calendar incorporates a mix of original, partnered, and UGC across owned (website, social media),
paid (sponsored ads, sponsored content), and earned (user-generated stories featured on official pages) channels.

CONTENT CALENDAR

Short video series

3PM 7PM

User-Generated Content

SHAPE YOUR
OWN LIFE

7PM

PR Article

DECISIVE FUTURES
SPONSORED POSTS

7PM

*

Blog series

ENTREPRENEURIAL
JOURNEYS

7PM

*
Short video series

ENTREPRENEURIAL
HACKS WITH RMIT

3PM 10AM

* *

Short video series

CHANGING THE
GAME: RMIT’S
INNOVATORS

3PM 7PM 10AM

Case study series

INITIATIVES THAT
INSPIRE ACTION

7PM

**

*

User-Generated Content

MY RMIT
LEADERSHIP STORY

7PM

**

3PM

PR Article

LEADERS IN THE
MAKING
SPONSORED POSTS

10AM

**

Blog series

LEADERS OF
TOMORROW

7PM 10AM

Video series

RMIT CHANGE
MAKERS

10AM

***

3PM

Blog post
SUSTAINABLE PRACTICES
IN MODERN BUSINESS

7PM 10AM

*****

**

*

 Live Q&A session
EMPOWER YOUR
ENTREPRENEURIAL
JOURNEY WITH RMIT

7PM

*

Blog post
RMIT'S IMPACT ON
PERSONAL
DEVELOPMENT

7PM 10AM

*

RMIT'S IMPACT
TIMELINE

Infographic

7PM

***

Minigame
NAVIGATE
ENTREPRENEURIAL
CHALLENGES

*

3PM 7PM

Key events like Open Day will be incorporated with special content like live streams or feature stories. Integrated
communication tools like targeted ads, SEO optimization for blog posts will complement the content, ensuring a wide reach.
The rule of thirds in content creation will be applied, balancing original, licensed, and user-generated content across the
chosen channels.

➜ ensure the content remains dynamic and audience-centric throughout the campaign.

Social photo post

BETTER CHOICE
WITH RMIT

*

7PM

(see Appendix 6 for details of each content idea)
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Channel Facebook TikTok Youtube Instagram

Followers 233K 60.3K 18.4K 17.4K

Engagement rate 0.06% 1.11% 0.035% 0.5%

Average post
frequency
per week

8.75 5 0.5 0.25

RMIT & Sinh Vien
Tuong Lai

RMIT co gi vui?

Appendix 1. RMIT (Adapted from RivalIQ 2024)

Appendix 3. BUV (Adapted from Facebook 2024)

Appendix 2. RMIT (Adapted from RivalIQ 2024)

APPENDICE



Channel Facebook TikTok
Youtub

e
Instagram

Followers 126K 3.39K 2.76K 3.6K

Engagement rate 0.053% 6.31% 0% 2.08%

Average post
frequency
per week

6.76 2.9 0 3.14

Appendix 4. BUV (Adapted from RivalIQ 2024)

BUV’s Instagram lacks visual appeal:

vs

Appendix 5. RMIT’s content distribution models

Newrooms Model
Real Time Model

Lead generation model



Appendix 6. Content ideas’ details


