Final Thesis

 
      Dong Tran

          Communication Plan

[image: image1.jpg]



Final Thesis

The future of Vietnam Post and Telecommunication Groups VNPT

Name: 


Dong Tran

Student number: 

20042324
Specialisation: 

Communication Management
Supervisor: 


P.J.M. Hanssen

“The Hague University of European Studies”


 



The Hague University, The Hague, 06th March, 2007

[image: image2.png]U= AGUE
o N




Table of Contents

Introduction









4

Stage 1 
The Assignment






8

1.1 

Formulate the problems





8

Stage 2
 Situation Analysis






11

2.1

VNPT








11

2.2 

Internal analysis






12

2.3 

External analysis






14

Stage 3
Communication Analysis





23
3.1

How can communication play a role in this situation/issue?

23
3.2

Current VNPT’s communication policy



23


3.3 

Media analysis






25

3.4 

SWOT and core problems





28

Stage 4
Communication Solutions, Target Groups and Objectives
30


4.1 Communication Goals





30

4.2 Audiences







31

4.3 Communication Objectives





32

4.4 Communication Solutions





33

Stage 5
Organisation







36

5.1

Planning







36

5.2  

Implementation and Budget





38

5.3  

Researches and other Notations




39

Conclusion









39

References









40

Annotated Bibliography 







41

Appendix









42


Appendix 1
Interview at VNPT
Appendix 2
Interview at KPN
Appendix 3
Key date of China Telecom
Appendix 4
Overview of the Telecommunication market in Vietnam
Appendix 5
Media channels used in the research
Appendix 6
Identity system and Brand Communication VNPT
Appendix 7
Introduction of the Post and Telecommunication system in Vietnam


Appendix 8
Example of the news about the “Real life” campaign


Introduction

In November 2006, the 14th APEC summit was organized in Vietnam followed by the announcement of its admission to WTO (World Trade Organization) in 11/01/2007in Geneva in 9/12/2006 the PNTR (Permanent Normal Trade Relations) with Vietnam were passed by the US Congress. Many important events, which have happened recently, suggest that Vietnam could soon become a new Tiger of Asia. However, the international integration process requires Vietnamese government to open and provide a more competitive market.

At the same time, in Vietnam, domestic IT companies realize that new opportunities and challenges are emerging for them as well as for the Vietnam Posts and Telecommunications Group (VNPT).Being the market leader in the Post and Telecommunication market in Vietnam, VNPT realizes the importance of corporate branding and image, of how the changing process from a state-owned company to a market-oriented corporation will influent its market position. 


Aim and central question

The process of changing from a state-owned monopoly to a market-oriented corporation is full of challenges. Firstly, VNPT is still at the beginning of the changing process. It is inevitable that VNPT has been undertaking some monopolistic actions. Secondly, the creation of a competitive market means VNPT will lose advantages, market shares, possible reorganisation, and separations will happen within VNPT. Thirdly, changing to a market-oriented corporation means VNPT has to change its behavior, attitude in doing business. The aim of this thesis is to identify the possible obstacles for VNPT in the future and the communication solutions for these problems. Hence, the main question of this final thesis is “How can communication help VNPT in the process towards market orientation?” In addition, the sub-questions are:

· What has VNPT done to change their image as a monopoly to a market-oriented corporation?

· What is the current communication policy of VNPT?

· What will be the changes in the government concerning the Telecommunication Market?

· What will be the changes within VNPT?

Research and justification

In my final thesis, I would like to build up a scenario which focuses on two aspects: internal- the possible restructuring of VNPT and the external - new brand identity. For such a big corporation as VNPT it is crucial to be able to anticipate their future challenges to be able to overcome them. Therefore a careful analysis of the current situation of VNPT and the Vietnamese market are required as well as the case study of other Telecommunication Corporations in the world. Even though the transformation process into market-oriented corporations may have happened quite recently, it may serve as a good example of implementation of different techniques to resolve arising problems in the initial phase of the company’s conversion. In this research I focused on the operations of VNPT, media, Ministry of Post and Telematics and the Government. In addition, I scrutinized the functioning of other telecommunication corporations in the world such as the British Telecom, Dutch KPN and China Telecom.

By collecting qualitative data by means of the interview with a communication manager of VNPT and Dutch KPN I was able to get an insight into the problems and solutions. Other interviews and announcements of important people of Vietnamese government and the Ministry of Post and Telematics helped me as supportive evidence. When finishing designing the questions for an interview, I delivered them by email to a communication manager in VNPT.In the KPN case I contacted them via telephone and email to have a direct interview or an interview via email. The majority of the questions were delivered via e-mail. The interviews or announcements of important people of the Vietnamese government and the Ministry of Post and Telematics were collected from the website of the above mentioned organisations.

For further understanding of the function of the sector of telecommunication I conducted desk research. The case studies of British Telecom, Dutch KPN and China Telecom websites were a source of useful information which was necessary to predict the future of VNPT. Information presented on the website of British Telecom (http://www.btplc.com/), Dutch KPN (http://www.kpn.com), China Telecom (http://www.chinatelecom-h.com/) also served as a reference for my work.

As mentioned above, there will be mainly two changes in VNPT namely the internal and the external change. It is important to define how and which strategies to implement in this case to aid the company in its faster execution. With internal changes like the reorganization of the corporation and the possible separation of subsidiaries, it appears that internal communication will play an important role in informing, motivating the staff to accept the changes and winning their cooperation. As for the external changes such as the possible changes of market shares, consumers’ choice, external communication or concern communication will play an important role in creating and maintaining a good relationship with the public (M.F.Vos & Schoemaker, Integrated Communication, Lema, 2nd edition).
Expected answers

I expect the primary research and the secondary research to give me a clear picture of the current situation at VNPT as well as provide the experience of other Telecommunication corporations in overcoming similar obstacles. In addition, I hope to receive some interesting answers, which will help me to draw up a viable list of recommendations.


Structure of the thesis

This final thesis will follow the structure of a communication plan mentioned in Setting up a strategic communication plan. Marita Vos, Jose Otte & Paul Linders: Lema Publishers-Utrecht-2003. I will go through five stages instead of six. Starting with Stage one: The assignment, the problems will be formulated. Stages two and three: situation analysis and communication analysis and the report will focus on understanding the internal and external environment of VNPT as well as the role of communication in solving the problems. In stage four, a minor change will be made by merging stage four and five under the title communication solutions, target groups and objectives and communication strategy. At this stage the target groups will be identified and the ideas of the communication campaigns will be offered. Stage five is the Organisation in which the implementation plan and the time table of the communication recommendation will be presented. In each stage, a short conclusion will be presented to summarize the main ideas.
I appreciate the opportunity given to me in designing this Final Thesis as well as the help and assistance during the four months of my research. I expect that readers will find useful information while reading this thesis.

Stage 1: The assignment

Stage one is the beginning of a communication plan. The purpose of this stage is questioning and formulating the problems. The purpose for me to write this thesis is also a part of stage one.

1. Formulate the problems

During 2006  series of articles appeared in  Vietnamese newspapers like Tuổi trẻ (Tuoitre.com.vn), Thông tấn xã Việt Nam (vnagency.com.vn), and Vnexpress (vnexpress.com.vn), Dantri (Dantri.com.vn) which criticized unfair competitive and monopolistic moves of VNPT with other players in the telecommunication market like EVN, Viettel. In 7/2006, EVN blamed VNPT for not opening the connection gate for EVN’s fixed-line telephone, mobile phones to VNPT’s network. As VNPT has owned ninety percent of market shares in the fixed-line telephone market and eighty percent of market shares in Mobil phone market the problem of interconnection between EVN’s network and VNPT’s network was likely to eliminate other smaller players in the Telecommunication market. The problem was resolved after a month of complaining and arguing between EVN and VNPT and finally MPT (Ministry of Post and Telematics) had to jump in and made the decision that VNPT had to open the connection gate for EVN and other telephone providers.

Cartoon: EVN and “Mr., Monopoly VNPT in Tuổi trẻ
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Later on, VNPT began to compete with Viettel on the forum of all newspapers. That was the battle for price when two corporations ran too many discount, lowering price and huge promotion. These tools were used to discourage competitors on the market rather than to serve consumers’ needs (Khiet Hung. Telecommunications should not eliminate each other.Tuổi trẻ, published on 18/7/2006). Since VNPT had the market share of eighty percent in the mobile phone market and ninety percent in the telephone market, their pricing strategy this year, in the eyes of many experts, was a characteristic tool of a monopoly. Nevertheless, it managed to attract not only the public’s attention but also the competitors’. According to experts, the admission of Vietnam to the WTO opened new opportunities for domestic companies, which have been subjected from now on to the competition law and international law (Khiet Hung. The economy will affected by monopoly.Tuổi trẻ, published on 23/7/2006.) For this reason, unprofessional or harmful competition like this would weaken domestic players. 

As a result, the image of the VNTP has been distorted in the consumers’ eye. On many forums and E-newspapers, readers expressed their disappointment with VNPT’s actions. In their view it resembled a battle between “state-own giants”, which in the end will bring consequences to the parties not directly involved in it, namely the consumers. 

The year 2007 has been marked as important by a number of arising changes, opportunities and challenges. Like many state-owned corporations in Vietnam there are several problems that VNPT has to face in the period of international integration. Firstly, in the transition process from a monopoly to a market-oriented corporation certain procedures must be undertaken, which will impose the change of approach. In order to become a market-oriented player, VNPT needs to improve its services and communicate better with its stakeholders. Both a corporate image and a corporate brand will play a crucial role in this process. It can be evidenced by the little attention given to them by other groups of actors in the Telecommunication market like Viettel, EVN Telecom. It was Viettel which was the first company in Vietnam that did the first professional brand campaign. The success of its slogan “Say it your way” has attracted new consumers. Within two years, Viettel has gained five million subscribers and has opened its business to Cambodia.  In 2006 VNPT decided to go in the same direction and paid a million USD for the image campaign with the new slogan “Real life”, which also seemed to be victorious. 

Conclusion: VNPT has launched a new brand identity system and the new slogan “Real life”. The corporation wants to change its image of a monopoly to a market-oriented corporation. The telecommunication market in Vietnam is dominated by VNPT. What is more, there are other players like EVN Telecoms, Viettel, FPT Corporation, but the market shares of these companies are small. After joining the WTO, it is expected that the Telecommunication market in Vietnam should be more competitive.

VNPT is currently a state-owned corporation. Although the corporation is not listed on the stock exchange, some unit members of VNPT are already Joint - Stock companies. However, the Vietnamese government plans to reduce the percentage of the state holdings (from one hundred percent to more than fifty percent of the shares) in VNPT. In addition, there will be transformations, even separations within VNPT in the near future due to the requirement of the creation of a competitive telecommunication market. After working at VNPT during the work placement period, I am interested in proposing a communication plan for VNPT in order to deal with the changes. This communication plan is my final thesis at The Hague University of Professional Education.

Stage 2 Situation Analysis

Once the problems are formulated, the situation analysis is the next stage. During this stage, I research, collect and analyze the information about VNPT and its environment.

2.1 VNPT 


On January 9, 2006, the Prime Minister signed the Decision 06/2006/QD-TTg on the establishment of the parent company-VNPT Group, on the basis of restructuring the Vietnam Posts and Telecommunications Corporation and turning it into a strong economic group of Vietnam with improved power and competitiveness in the process of regional and international integration. The registered capital of VNPT in 2006 was estimated to be two billion USD.

Picture 1: VNPT’s organization structure

BOARD OF MANAGEMENT OF THE GROUP 

BOARD OF DIRECTORS OF THE GROUP
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The year 2007 is a notable milestone for Vietnam as Vietnam became the 150th member of the WTO on 11/01/2007 (Phan Anh, Nghia Nhan.Vietnam Joins the WTO today. Vnexpress, 7/11/2006), and signed the PNTR (Permanent Normal Trade Relations) with the US (T.T.US president approved the PNTR with Vietnam. Vnexpress, published on 21/12/2006). In response to the demands of the domestic economy and international integration, many state-owned corporations have published their shares on the market, in other words have been partly privatized. Those corporations include state-owned companies doing business in Oil, Texture, Post and Telecommunication (VNPT). This is the reply of the Vietnamese government to the international community that it favors the creation of a competitive market. 
2.2 Internal analysis

The internal analysis focuses on answering the questions: What does VNPT want to achieve? What is its vision? What does VNPT consider to be important? How does VNPT deal with its employees, clients, partners, the government and the society in general? (M.Vos, J.Otte & P.Linders.Setting up a strategic communication plan. Lema, Utrecht, 2003, page 27).These questions are answered in the Mission, Vision and Core Values of VNPT. One important aspect of the internal analysis is the current developments within VNPT. The current developments within VNPT are the possible changes in the structure of the corporation, and the requirement of new behavior.


2.2.1 Mission, Vision and Core Values 

Mission: We (VNPT) always try our best to effectively applying advanced Postal and Telecommunication Technology in order to bring the best values of life to consumers, Vietnamese people.

Vision: VNPT is always the number one corporation of developing Posts and Telecommunications services in Vietnam.

Core values:
· Vietnam is always in our heart. VNPT has been together with Vietnam for more than sixty years. We (VNPT) are the corporation that always serves the state and the citizens.

· Humanism is the value which we undertake in serving clients, improving the condition of employees, bringing benefits to partners and contributing to the development of the public. This is for the people, towards the people and between the people.

· Connection, by applying advanced Telecommunication technology we bring people together, through time and distance, to share happiness, success, knowledge and to save every best moment of life.
2.2.2 Current developments

There are two notable changes happening in VNPT currently. Firstly, as a part of the process toward a market orientation, VNPT decided to have many different types of ownership with its subsidiaries: the one hundred percent state-owned subsidiaries, subsidiaries with more than fifty percent owned by the states and limited liability and Joint-Stock companies with less than fifty percent owned by the states. In these changes, the most important change is the possible separation of the Post sector out of VNPT to create the Vietnam Post Corporation. On 6/2/ 2007, the proposal of the creation of the Vietnam Post Corporation was presented to the Prime Minister (Vu Huy. In quarter one, presents the Prime Minister the proposal of the creation of the Vietnam Postal company. VNPT, published on 06/02/2007). Secondly, another aspect of the process towards a market orientation is the costumer-oriented thinking and behavior. A recent research done by Masso Consulting indicates that:

· Fifty-eight point seven percent interviewees think that VNPT is a state organ

· From eight to twenty-five percent interviewees (depending on products and services) feel unsatisfied or completely unsatisfied with the products or services of VNPT. (Masso Consulting, Brand Identity System & Brand Communication VNPT, 2005, page 13)

These two changes are important and internal communication can play a role in these changes.

Strengths and Weaknesses:

It is necessary to identify the Strengths and Weaknesses of VNPT since this enables organizations to focus on the strengths and to minimize the weaknesses. The Strengths and Weaknesses of VNPT are:

Strengths:
Various products in the Post and Telecommunications market



Market leader in the telecommunication field



Large capital compared to other players in the same field



Owns the network basement of the country

Weaknesses:
Image of a monopoly



Strong culture 



Complex structure



Problem in interconnection with other competitors

 2.3 The external analysis

The external analysis focuses on the environment that could have radical consequences for VNPT (M.Vos, J.Otte & P.Linders, Setting up a strategic communication plan, Lema, Utrecht, 2003, page 30) and the case studies play a role as examples for VNPT. In addition, in the external analysis, the Opportunities and Threats for VNPT will be identified. This will help VNPT to take the greatest possible advantage of the available opportunities. 
2.3.1 VNPT’s Stakeholders

Ministry of Posts and Telematics

In general, the Ministry of Post and Telematics is a governmental office which operates as the state management over the Vietnamese domain in sectors like: Post, Telecommunication, and Information Technology. The Ministry of Post and Telematics manages the public services and the state capital in sectors like Post, Telecommunication and Information Technology according to the stimulation of law. During the monopolistic period, VNPT was under the direct control of MPT. As a result, in the current open market economy VNPT still behaves as a monopoly. The overview and statistic information of the post and telecommunication market in Vietnam are presented in Appendix four

Competitors

In general, VNPT, EVN and Viettel are the most notable players in the markets because of the capital and technological capacity. Although the Vietnamese government has followed a policy of allowing different ministries to offer telecommunication services, as a form of competition like the cases of EVN and Viettel, the Vietnamese telecommunication market can only be seen as partially competitive in some areas, the rest can be seen as a monopoly (VNPT). 

As mentioned above, the domestic competitors of VNPT are Viettel, EVN Telecom and FPT Corporation. The relationship of VNPT with these competitors is bad due to many monopolistic moves of VNPT in the Telecommunication market.

As Vietnam has joint the WTO, many international Telecommunication Corporation will enter the Vietnamese market as potential competitors in three to five years, when some barriers is to be removed. (Working Party on the Assesion of Vietnam, WT/ACC/VNM/48/Add.2. 27/11/2006)

Media 

Nowadays, the Media has become more and more influential for the Vietnamese public. Many problems of VNPT were revealed by the media last year, which affected the image of VNPT in consumers’ eyes. And yet, media could be used as an effective communication tool between VNPT and the public. The detail media analysis will be presented in stage three: Communication analysis. The list of media channels used in this research could be found in Appendix five

Consumers 

In the past, Vietnamese consumers relied on all the services of VNPT as the only provider in the market. However, in an open market today, there are more and more providers. In addition, with an easy access to information and a dynamic development of the economy, the consumers’ demands have increased as more choices are offered to them. Hence, VNPT is bound to change attitude and behavior.

General public

Nowadays, the General public in Vietnam pays more attention to the transformation process of the country as well as economic affairs; hence further progress in the economy and changes in behavior of state-owned companies are expected 


Investors

Investors mentioned in this thesis are potential investors. When VNPT is transformed into a joint-stock company limited, investors will be a very important stakeholder since their decision affects directly the financial issues of VNPT

Internal stake holders

The internal stakeholders of VNPT are managers, employees, the Board of Management and the Board of Directors. Similarly to Eastern companies, the communication flow in VNPT is a one way channel. Many decisions are made by the Board of Management and Board of Directors, which are implemented by the lower units and members.  Other internal forces are operatives and middle-managers

2.3.2 Case studies

As mentioned in the introduction, even though the transformation process into market-oriented corporations may have happened quite recently, it may serve as good examples of implementation of different techniques to resolve arising problems in the initial phase of the VNPT’s conversion. The case studies of China Telecom, British Telecom and Dutch KPN serve different purposes. British Telecom (BT) and KPN are a model of Western highly privatized Telecommunication corporations. The notable characteristics of these corporations are that they are highly competitive players and completely market orientated. To some extent, these corporations can be used as a good example of how communication can create a good relationship between the corporation and its stakeholders. Meanwhile, the purpose of studying the case of China Telecom is to predict the obstacles which may happen to VNPT, more specifically, this help to forecast the times of change more precisely. This is also important because a good communication plan need a good timing. Therefore, the report starts with examining the China Telecom case study

 China Telecom’s case study, the possible future of VNPT 

The problems that China Telecom faced are similar to the VNPT’s case; concerning its monopolistic position on the market and the relation between the regulator (the former Chinese Ministry of Post and Telematics) and the operator (China Telecom). The Chinese-government tried to change this situation by vertical and horizontal approaches. In addition, the Chinese government also separated the regulator and the operator in order to create a relatively fair law base for other players.

The Chinese government decided to divide China Telecom into four different subdivisions and later separated into two companies depending on geographical location. This step entailed not only reduction of the size of the company, but also reduction of the exclusive power, that is why it was a crucial step in the creation of a more competitive market. 

Of course, readers may be interested in investigating the main reasons for these separations and the changing process in details, however, it is not part of this thesis and I would not go too much into this. (For more information, see the case study of China Telecom and HK provided on the website of International Telecommunication Union). My point here is to figure out the future of VNPT, and my prediction is that the postal service will be separated from VNPT, and VNPT will change from a one hundred percent state-owned corporation to a Joint-stock corporation limited. After the transformation, the share of the corporation will be published in the stock market; the corporation will be separated from the legislator and function according to the need of market. Theoretically, by then the “company” will become a fully market-oriented. However, before such a big transformation, pro-active communication strategy is required. Some solutions that other telecommunication corporations have chosen will be presented below.

Communication in market-oriented corporations

After understanding the process of separation and change, the next task is to study how Telecommunication corporations like KPN, China Telecom and British Telecom managed to overcome the obstacles and how market-oriented corporations communicate. In this section, various communication strategies and communication tools which were used or have been used to solve the obstacles of the changing process will be carefully analysed. Some communication tools focus on solving the problem of transformation while others serve to maintain a good and long relationship with stakeholders.

Corporate identity: A New Company needs a new name and identity, so corporate identity should be the first thing to consider in the transformation process. In 2002 right after the transformation happened, China Telecom was founded with a new name, logo and slogan: ‘‘Let technology drive industrial development, let industrial development drive technology’’ (China Telecom annual report, 2002, page 3). This new slogan was launched together with a nationwide promotional campaign. This is not a new lesson for VNPT as it has have launched a similar campaign with the slogan “Real life”. However, VNPT should prepare for the new corporate identity campaign pro-actively.

Investor Relation: Change in market orientation means corporations have to communicate with a new but very important stakeholder: investors. KPN, China Telecom and BT have developed a system to communicate with this stakeholder. BT and KPN are experts in this field since their transformation process happened for long time ago and they have developed a professional Investor Relation Communication. Communication tools used in these companies are annual, interim reports, internet, meetings, conferences and road shows. What is more, analysts are important to investors since their statistics about the corporation may affect the decision of investors. With a joint-stock Corporation Limited, investors play a crucial role if not essential. Their decision directly affects the financial condition and capital issue of the corporation. Companies are competing to gain investment. The investment world has been told the appealing story like: “We are very grateful to our shareholders for their loyalty and support for our strategy” and “We have an excellent record of developing our strategy to best address our world and believe firmly that this latest strategic step is, again, the best way of serving the interests of our shareholders” (KPN annual report, 2006, page 8).

BT even provides other communication tools like magazine and shareholders’ network.

Public affairs: This is the communication toolkit which corporations like KPN and BT use to deal with governmental representatives like national governments and European government (lobbying).In countries like Vietnam and China, there is not a practice such as “lobbying”, however, personal connection can be used to seek support from high-rank officials. Hence this communication toolkit is only suitable in this case in the sense of personal ability of communication experts in VNPT.

Internal communication, internal education: in this point the communication solution that KPN used to overcome the obstacles of transformation was investigated. Some in-depth interview questions were designed for KPN. With these questions, I wanted to understand what KPN had experienced while facing the same problems, their solutions in order to find the solutions for VNPT. After contacting KPN, I received the answers from a manager from the sale department. The obtained information will be used as supportive material. Due to this manager’s request, the answers are presented anonymously. KPN had similar problem while switching from a monopoly to a market-oriented company:

A. Change from product oriented to benefit oriented

B. Employees needed to change to customer oriented thinking.

C. Organizational change needed to be able to meet the speed of the competition. (KPN, personal interview, February,2007,answer one)

The solution that KPN used in internal communication was customer thinking education. The interview at KPN is presented in Appendix two.

Corporate social responsibility: While looking at other Telecommunication Corporations in the world like KPN and British Telecom, one important communication tool which has been used is Corporate Social Responsibility.

Since CSR is closely linked with the principles of Sustainable Development which argue that enterprises should be obliged to make decisions based not only on financial/economic factors (e.g. Profits, Return on Investment, dividend payments etc.) but also on the social, environmental and other consequences of their activities.

Looking at Dutch KPN or British Telecom, corporate social responsibility is an effective communication tool to maintain a good and long-term relationship with stakeholders. Focusing on the commitments of building a better society or environmental cares, these corporations would like to be seen as “a company that operates at the heart of society. We as a company influence society and the opposite is also true” and “not only a commercial provider of services, but also a player in society that wants to demonstrate its commitment.”  (As cited in the website of KPN, 2007)

In addition, communication via corporate social responsibility is organized professionally and has clear link with business in these corporations: “Our commitment to CSR determines how satisfied our customers are with us as a company. For example, we estimate that customers attribute more than a quarter of their satisfaction with us to our CSR performance. Further statistical analysis shows that a one per cent improvement in the public's perception of our CSR activities means a 0.1 per cent increase in our retail customer satisfaction figures” (As cited in the website of BT, 2007) 

Looking at China Telecom, in the 2005 annual report more content was added on the report. These were the Corporate Social Responsibility issues.

Special Events: Special events are effective communication tools in dealing with problem like transformation. The interview with the KPN manager revealed that in order to erase the image of a monopoly KPN had used the brand image as an important tool to communicate. Communication campaigns like “KPN altijd dichtbij” or “KPN- always near” and “HI mobile” were launched. In addition, in communication KPN always attaches its key values which are

· Quality

· Service

· Availability (KPN, personal interview, February,2007,answer two)

This interview also suggested many communication solutions like internal education, internal branding. 
Conclusion: After conducting internal and external analysis several points should be summarized:
Internal: VNPT is a corporation which is doing its business in the post and telecommunication fields. Due to the need for a competitive market in Vietnam, it is possible that there will be many organizational changes and separations within VNPT in short time (like the case of China Telecom). Currently, VNPT aims to switch to a market-oriented corporation and erase the image of a monopoly. Hence, it is important to change the attitude and behavior of employees to customer-aware.
External: Although VNPT have realized the importance of brand communication and has started to implement it, some monopolistic actions are still existing. In short time, the Vietnamese government will have to create a competitive market. Thus, the monopolistic actions will no longer be accepted by consumers. This will affect the business of VNPT

.

In order to create a competitive market, the Vietnamese government will have to erase the monopolistic position of VNPT. It is possible that it will follow the model of China Telecom; this means there will be organizational changes and separations within VNPT. From the external point of view, there will be confusions about the new name or the new identity of VNPT.

Switching to a market-oriented corporation means VNPT has to create and maintain a good and long term relationship with the public and other stakeholders. To that end VNPT should use communication as an important tool.

Stage 3: Communication analysis

Within stage three, communication analysis, I research the current communication policy of VNPT. In addition, the media analysis is an important part of this stage since it offers a thorough understanding of the media environment around VNPT while the problems happened.

3.1 How can communication play a role in this situation/issue?

VNPT has an image of a monopoly in the Telecommunication market. By communication with the public and other competitors, VNPT will be able to improve the situation and its impression in consumers’ eyes. In case there are changes within VNPT, internal communication will play a crucial role in informing, motivating and obtaining the cooperation of employees. This will help to avoid any obstacles in the changing process. As for changes in the government concerning the Telecommunication Market, setting up a communication plan in advance would help VNPT face the changes pro-actively.

3.2 Current communication policy of VNPT 

A brief survey was conducted on the communication policy of VNPT as well as its main communication activities during the period from September 2006 until now.  Together with the experience that I acquired during my work placement it indicated that the focal point in the promotion of the VNPT is their communication campaign which is being launched at the moment and concerns the new Brand Identity system and the new slogan “Real life”. Some in-depth interview questions were designed to take a closer look at reasons behind the campaign, the position of VNPT in the market, the effect of the new identity system with unit members of VNPT as well as its monopolistic position in the Vietnamese market. The choice of using in-depth interviews aimed at acquiring in-depth and credible information. The full Vietnamese version and English version of the interviews are provided in Appendix one.

The interviewees

 The interviewees were experts from the communication or marketing department of VNPT. Even though the information revealed in the interviews with Mrs. Linh (PR officer), Mrs. Huong, Mrs. Ha (Communication experts) of VNPT was credited by the CEO and other directors of VNPT, it was required to be kept confidential. 

Analysis of the results

The results of the interviews shed light on the overall communication policy of VNPT at this moment, the perception of VNPT’s top managers of the Brand, the position of VNPT in the Vietnamese Telecommunication market, the usability of the new system in internal communication as well as the external communication.VNPT realized that: 

“The image of the brand VNPT is not united, the result is that the brand VNPT did not create impression in consumer’s mind. Hence, the appearance of the new identity system in this moment is crucial” (L. Pham, personal interview, January 5, 2007, answer one) and “The VNPT Group are changing quickly to prepare for the WTO integration process. The appearance of a new brand identity system is a preparation step to exert all VNPT’s strength while compete fairly with other Post and Telecommunications Corporations in the world.” (L. Pham, personal interview, January 5, 2007, answer one). 

This answer indicates the change in behavior of VNPT, the attention of VNPT to the perception of the brand by its consumers, the professional preparation of VNPT for the integration process. The answers four and five also indicate the changes in perception of VNPT in doing business and the intention of using brand communication professionally:

”It is necessary to pay attention to the registration of the intelligence-owning matter, especially with companies who intend to go internationally. Those companies have to pay attention to international stipulations related to this problem, hence while applying; they do not have to face with any obstacle in law principle aspect. In fact, when the new identity system was finished, we have registered the copyright with jurisdictional offices.” (L. Pham, personal interview, January 5, 2007, answer four). And “With the determination of the corporation’s leaders and the respond of unit members, the enforcement of the brand identify system will be implemented consistently, systematically and with specific itinerary. In addition, parallel with that process, we always invest our resources to improve the service quality, consumer care quality in order to create a beautiful impression in client’s mind.” (L. Pham, personal interview, January 5, 2007, answer five)

The interviews also show the commitment of VNPT in improving service quality:

“Typical evidence of how VNPT focus on updating new technology, increase the investment on improves service quality is the exploitation of the new generation network NGN. The appearance of many services in NGN network foundation have contributed to the enrichment of the Vietnamese Telecommunication market, satisfied the needs of the majority clients. Moreover, in term of service quality, VNPT continues mobilizing activities like good behaviors in Post office, enforcing the standard about the quality in serving client in order to server clients better” (L. Pham, personal interview, January 5, 2007, answer six).

While being asked about the monopolistic image of VNPT, the answer was quite ambiguous since it did not completely answer the question: “What will VNPT do to erase the image of a monopoly in the consumers’ eyes? Will the new brand identity focus on this problem?” 

“We reaffirm that the conception of monopoly which you mentioned is state’s monopoly, not business operator’s monopoly. All the activities like pricing, operating, financiering of VNPT are stipulated by the state. ” (L. Pham, personal interview, January 5, 2007, answer seven)

3.3 Media Analysis 

The media play a crucial role in communication. Analysing the media landscape would give a thorough understanding of the critical issues that VNPT have faced and the communication strategy that VNPT is using. Media analysis has contributed to find the answer of several important questions: 


How do the media frame the public discussion about the monopoly issue?


Who are the main spokespeople?


When was the time frame?


How stories were framed?


How have VNPT used media as a communication tool?

Methodology: In order to do the media analysis, I formulated the search terms which are “monopoly” and “Real life”. The search terms related directly to VNPT’s current communication situation. The next step was to develop a list of media channels which published stories related to the issue of “monopoly” and “real life”. During my internship period, one of my tasks was Press Clipping; I was able to make a list of media channels which had been used by VNPT. The list of media channels is provided in Appendix five

The time frame of the Media analysis is from June to December 2007. This time frame is long enough to have a thorough understanding of the media analysis. 

Classified articles: Based on their type, media articles could be classified into three categories: the news, the opinions and the features. In addition, I divided the time frame into two periods: the first period was June and July 2007, the second period was from July until October 2006. Through articles in the media, there are notable conclusions:

+
The first period: Media attention was paid to the competition between VNPT and other domestic telecommunication players like EVN and Viettel. Stories told in this period focused on the unfair competition, companies used monopolistic tool to compete with each other, other stories focus on the damage that customers had to sustain. The media articles in this period were news, opinions and features. Examples of these articles are: 

· “The battle EVN Telecom-VNPT begins” Vnexpress.10 July 2006 (News)

· “Telecommunication Corporations go into a new battle.” Dân trí 11 November 2006. (Opinion)

· “Telecommunication Corporations should not annihilate each other” Vnexpress. 18 July (opinion)  

+
The second period: In this period, the media were used by VNPT to promote the new brand identity systems. The PR campaign was launched professionally; articles were used to inform about the event “The real life photography competition” and the new brand identity “real life” of VNPT. For details of this campaign please, consult my internship final report, some press clippings are presented in the appendix eight

Spokespeople: Spokespeople in this media analysis were governmental advisors like Mrs. Pham Chi Lan, MPT Vice Minister Mr. Tran Duc Lai and leaders of VNPT. The opinion of people like Mrs. Lan or Mr. Lai about the competition between VNPT and other players attracted public attention. Meanwhile, in the PR campaign of VNPT, it is easy to understand why the spokespeople were VNPT’s leaders.

Framing: In the analysis of the monopolistic issue of VNPT, some of the frames are:

VNPT’s monopoly: these stories were framed with the idea that VNPT has been the monopoly which has dominated the market for a long time. It is very difficult for other companies to compete with VNPT fairly, hencetherefore these companies have also tried to used monopolistic actions to compete with VNPT, for example EVN Telecom is also a state-owned company under the Ministry of Electricity, and consequently it could use some monopolistic tools.

The economy is harmed by monopoly: the competition between VNPT and other state-owed companies could harm the economy because only the competitive market could help the economy to develop. In addition, consumers are the ones who do not benefit from the situation.

In conclusion, the media analysis above is important since it offers a thorough understand of the VNPT’s communication. Understanding the media helps me in giving recommendation for VNPT. 

3.4 SWOT and core problems

Before moving to the next stage, I would like to repeat the SWOT analysis and the core problem. This helps readers to summarize the research above and to understand the recommendations in the next stage.

SWOT

	Internal
	External

	Strengths
	Weaknesses
	Opportunities
	Threats

	Various products 


	image of a monopoly
	Rising demand


	New Legislation

	Value for money 
	Strong culture


	Increasing spending
	Separations

	Market leader
	Complex structure
	Consumer buying power increasing


	Foreign players

	Large capital


	Problem in interconnection with other competitors
	New Technology
	

	Owns the network basement of the country
	
	International integration
	


Core problems: There are two problems in VNPT which have a strong link with each other. The first problem is the monopolistic image and the second problem is the transformation process. Because of the monopolistic position, VNPT is forced to transform to a market-oriented corporation and on the other hand, the transformation will help to solve the monopoly problem. However, transformation also brings problems related to communication. Those problems are the corporate identity, the investor relation, internal communication and CSR. In the VNPT case the bottlenecks which have high priority are the internal communication concerning the transformation. Middle managers and employees should be prepared for any possible separation. The next bottlenecks are the corporate identity communication and Investor Relation communication because the public and the investors should be informed about the “new” corporation. Last but not least, is public relations. The VNPT should build a long-term relation with society and stakeholders. CSR can play a role in public relation. 
Conclusion: At this stage, I researched the current communication policy of VNPT and the media environment. Media, in some cases, can play a “devil” role in presenting the problems of a corporation like addressing the monopolistic issue of VNPT. On the other hand, if the corporation has a good media plan, it can perform as a powerful communication tool, the example is the “Real life” campaign. 

By repeating the SWOT and identifying the core problems, two core problems which VNPT is facing were investigated: the monopolistic image and the transformation process. Because of the monopolistic position, VNPT is forced to transform to a market-oriented corporation and on the other hand, the transformation will help to solve the monopoly problem. However, transformation also brings problems related to communication; those problems are the corporate identity, the Investor relation, internal communication and CSR. 

By the end of stage three, the whole situation and the communication analysis are presented. In the next stage the communication solutions will be offered.

Stage 4: Communication Solutions, Target Groups & Objectives 

In stage four, I formulate the overall goal of the communication strategy and identify the target audiences. At this stage, after identifying the target audiences, communication objectives for each target groups are next crucial point to be defined. 

In the VNPT case, it is difficult to say which is the most important target group since VNPT has do deal with the internal and external communication at the same time. Hence the most important audiences are internal employees (including middle managers), customers and the public. I will identify these audiences in detail latter in this stage, but firstly I will start with the communication goals:

4.1 Communication goals

Overall goal: the communication solutions should help the transformation into market orientation of VNPT to proceed. In addition, the recommendation will provide solutions to problems related to the monopolistic image. Moreover, the aim is to offer ideas for proper way for communication with stakeholders.

The communication goals for VNPT are:

· When changes, separations or reorganisation happen, ensure that people have an up-to-date image of VNPT, what VNPT stands for and what its businesses are. This is an external communication goal

· The change process must be guided with internal communication aiming at minimizing the level of uncertainty and anxiety. This is an internal communication goal.

· Education can change employees to customer oriented thinking. This is an internal communication goal.

· After transformation, VNPT should build up a professional communication channel with the new stakeholder: the Investors. 

4.2 The audiences

As it was mentioned in the introduction of this stage, there are mainly three important audiences or target groups. They are internal employees, customers, potential investors and the public.


Internal employees

Operatives:

The separation of Post service from VNPT will not cause too much anxiety and uncertainty within the employees. While looking at the organizational structure of VNPT above it can be seen that the Post service is almost separated from the other units. Hence it is proved that the separation is very likely. However, in case the next separation happens, then the lever of uncertainty and anxiety will increase. 

Middle managers:

Middle managers will feel uncertain about their future and will have to adjust to working under the pressure of time. Many middle managers in VNPT are people who have been working in a state-owned corporation for many years. When nothing happen they feel safe and hope to continue their work until they have to retire. However, the separation increases the feeling of insecurity; they may think that they will have to pass their post to younger and more dynamic managers. This can usually result in establishing an uncomfortable working atmosphere and as a consequence will decrease the productivity. The pressure will be imposed on them when some units will have to be changed into Joint-stock companies. Middle management has a reduced feeling of emotional commitment to the post- acquisition organization. For them restructuring results in an immediate questioning of basic policies and procedures. Middle managers need to clarify and discuss every aspect of day-to-day business critical issues, such as decision-making authority, salaries and benefits, to more mundane issues, such as dress codes. These managers are afraid that acquired employees might react defensively to even minor policy adjustments. In order to minimize the stress, the managers must immediately deliver all news referring to the company to all employees. In this way, questions and concerns can immediately be addressed and problems prevented. 

  
Customers

According to Masso Consulting, customers of VNPT are people who satisfy the criteria below:

· Above twelve, prefer from sixteen to forty-five (Interview with Masso Consulting)

· Living in Vietnam, prefer living in cities

· All professions, prefer business

· Focus on Telecommunication including mobile phone until there is another separation

The public

Since core values of VNPT are Vietnam, humanism and connection, the target group here is the public which means people living in Vietnam and above twelve.


Investor

VNPT is a big telecommunication corporation. And if it is transformed, the need for huge investment will be a major requirement. Big investors are most likely foreign corporations.

4.3 Communication objectives

For internal employees the communication objective is: the internal communication plan should be complete and implemented by November 2007

For customers the communication objective is: seventy percent of customers are aware of the new Brand or new Brand adjustment after six months, and after one year it should be ninety percent.

For the public the communication objective is:seventy percent of the public are aware of the VNPT’s Corporate Social Responsibility conception within six months, this conception should connect with the values of VNPT: Vietnamese, connection and humanism

For the investor the communication objective is: one hundred percent of people in the stock market and all foreign investors in the Vietnamese market know about the transformation of VNPT within three months.

4.4 Communication solutions 

After formulating the communication goals, communication objectives and the target audiences, my next purpose is introducing the communication solutions, communication strategies. The communication solutions are:
1. Develop an internal communication campaign and be prepared for the separation. The education of the new customer oriented thinking should be part of this internal communication campaign.

2. Develop the VNPT’s corporate social responsibility professionally and systematically 

3. Launching another Brand identity system in case the separations happen. 

4.  Build up an investor relation communication

 Internal communication campaign

Following the China Telecom’s case and the recent announcement of the Minister of Post and Telematics about the new name and functions of MPT in 2007, I think that the separation of the Post service from VNPT will have been completed by the end of 2007 or at the latest by the beginning of 2008. If it is true, then what will happen? VNPT or the Vietnam Post and Telecommunication Groups will no longer exist, the name of the corporation will be changed (The thesis will focus on this issue later), and there will be internal changes. Later on, from 2008-2010, it is possible that VN Telecom will be once again separated to weaken their monopolistic position in the market. It is predicted that the Mobile phone business of VN Telecom will also be taken apart. Last but not least, there will be many internal changes in VNPT including the re-organization of the whole corporation, the education of customer-oriented thinking. Internal communication will play a crucial role in this period. In order to make the partition proceed smoothly and to limit the damage, VNPT should start researching and preparing for an internal communication campaign in 2007. In addition, employees should be equipped with new customer-oriented thinking. Hence education should be a part of the internal communication campaign. The approach of internal communication should be one way and top down communication when transformation happens. Meanwhile with the educational purpose the approach should be dialogue and bottom up communication. 
New brand identity system

In case the Post service of VNPT is separated and becomes a new company like the Dutch KPN, British Telecom and China Telecom, there will be no room for the Vietnam Post and Telecommunications Groups. I tend to think that the new name for the company will be Vietnam Telecom. For Vietnam Telecom it will either mean that it has to adjust its current Brand Identity system, or design a completely new brand identity system including the new logo and the slogan. I favour the first option for two reasons. Firstly, it saves costs as launching a total new brand identity system will cost one million Euros (estimated base on the source from Masso consulting); secondly, creating a brand from the scratch in a short-time (two years) may cause the feeling of uncertainty in stakeholders.

The communication approach that should be used is an emotional approach. The VNPT should follow the experience of its “Real life” campaign to transfer its message indirectly via media.

Working on Corporate Social Responsibility

The fact that the company is trying to improve its corporate social responsibility does not imply that it has not taken any steps in this field so far. As a matter of fact , it has participated in many social activities like sponsorship of  poor students, building houses for poor people, helping people in flooded areas…etc as stated in the interview: ”especially the role of VNPT in serving important, urgent political missions of the Communist Party, of the states which relate to security, national defense, opposing natural calamity”. However, since Corporate Social Responsibility is a new concept in the communication field in Vietnam, VNPT has not been following it systematically and professionally. VNPT does not have any expert or office that only focuses on the CSR. Events or CSR campaigns are considered as marketing or PR campaign. In addition VNPT does not have any annual reports and annual CSR reports. The website of the corporation provides no conception of CSR. Hence VNPT should start working on the CSR professionally and systematically, the recommendations are to establish a CSR office and summit CSR reports on the website of the corporation.

Investor relation communication

Investor relation is a new field in communication at VNPT. There is a requirement of communication research in this field. However, the suggestion here is that VNPT should use the emotional approach and the communication should be at high level of openness. What is more, investors should be respected and play an important role in the mission and vision of the corporation. Communication tools suggested are annual and interim reports, internet, meetings, conferences and road shows.

All the solutions presented above are pro-active solutions and general ideas. Other in-depth research in each solution should be conducted in order to design the operational communication plans. However, these ideas play a role as the guideline for the operational communication plans.

Conclusion: After all the researchs in the previous stages, I formulated the overall goal of the communication recommendations. The communication solutions should assist the VNPT’s market-oriented transformation proceed smoothly. In addition the solution will solve any problems related to the monopolistic image and help VNPT communicate well with its stakeholders.

The four communication solutions presented at this stage aim at target groups like: the public, customers, internal employees and investors. The four recommendations are: Corporate Identity, Internal communication, Corporate Social Responsibility and Investors Relation.
Stage 5: Organisation

In this last stage of this communication plan, I prepare for the execution of the plan. The contents of this stage are the planning, the budget, and other notations.

5.1 Planning

In the previous stage, I already presented the communication strategy, communication solutions and communication tool. At this final stage, I would like to plan when and what communication tools to use. 

As stated in stage four, all the communication solutions are pro-active solutions and general ideas which play a role as the guideline. The communication plan is a long term plan (approximately five years), and I would like to produce a generalised planning overview for five years. In addition, I will suggest a detailed plan for the short term which focuses on the transformation process of VNPT.

The overall communication plan

	Target group
	Solution
	Communication tool
	Estimated time

	Internal groups
	Internal communication campaign
	Intranet, internal publications, educational class, 
	From May to December 2007

	Public
	Corporate Identity campaign. Corporate Social Responsibility
	Advertising, sponsorship, Events, 
	After the transformation, possible in 2008 and continue 

	Customers
	Corporate Identity campaigns
	Advertising
	After the transformation, possible in 2008

	Investors
	Special events, Investor relation

Corporate Identity campaigns
	Event, internet, Annual report
	After the transformation, possible in 2008 and continue 


The table below is a detailed plan for the short term which focuses on the transformation process of VNPT. This is the integrated plan, which covers both the internal communication campaign and the new corporate identity campaign. Each campaign has two purposes, while the internal campaign focuses on informing the transformation internally and educational aim, the corporate identity campaign focuses on presenting the new company and creates the communication channel with Investors.

Plan of action (2007)

	Task
	Apr
	May
	Jun
	Jul
	Aug
	Sep
	Oct
	Nov

	1
	Update guidance from government
	x
	x
	x
	x
	x
	x
	x
	X

	2
	Plan of action for internal communication and new brand identity
	X
	
	
	
	
	
	
	

	3
	Design the research for internal communication
	x
	X
	
	
	
	
	
	

	4
	Survey, questionnaires
	
	
	x
	
	
	
	
	

	5
	Recommendations for both internal communication and new brand identity
	
	
	X
	x
	
	
	
	

	6
	Final defense
	
	
	
	
	x
	x
	
	

	7
	Implementation
	
	
	
	
	
	
	x
	X


 VNPT should update the information from the government to prepare in advance.     
Corporate Social Responsibility Office

Create a Corporate Social Responsibility Office within the Communication Department of the Corporation. This Office will only focus on Corporate Social Responsibility of the corporation including:

· Establish the Corporate Social Responsibility function in the website of VNPT which provides information of all social activities of VNPT 

· Create a strong link with communication departments of unit members and outside PR agencies in launching social campaign

· Working professionally which means this office has to have annual reports, missions, vision and field of activities which suit the mission of VNPT the core value of VNPT, create annual activities

Communication tools for CSR

· Social Responsibility office

· Events, social communication campaigns

· Informing via selected newspapers

· Internet, website, electronic contacts

This is a part of the long term communication plan aim at creating and maintaining a good relationship with the public. This recommendation could be carried out after the short term plan above. 

5.2 Implementation and budget

Although there may be some changes in VNPT’s structure and corporate brand, it is advisable that VNPT should start researching and proposing the creation of the Corporate Social Responsibility immediately and launches it within 2007. The Budget for Communication campaigns will be a part of the ten percent of the total expenditure mentioned in the interview “According to the stipulation of the State, the expenditure for advertising, discount, festival makes up 10% in the total listed, and regular expenditure.”  
5.3 Researchs and other notations

There is still a lot of research that should be carried out. This communication plan is created and presented at the corporation level, hence each communication solution requires research on the operational communication plan and implementation plans. This thesis aims at providing the guideline for the communication strategy of VNPT in five years.

Conclusion

There will be many changes in Vietnam, in the Telecommunication market in general and in VNPT in specific. As VNPT has offered me a post as a PR officer the coming years will be challenging for me. I will come to the real working world as a novice professional in communication management. However, with skills and knowledge acquired during my study at The Hague University and experience during my internship period, I feel more confident. In all my predictions above, some may come true, some may not, but as communication manager, anticipating what might happen and being pro-active is a crucial point. This work will save many resources for the company and help the company overcome obstacles and gain advantages over competitors.

References

About China Telecom Corporation Limited.Last accessed on 16th January 2007 from China Telecom website:

<http://www.chinatelecom-h.com/eng/global/home.htm>

Corporate Social Responsibility. Last accessed on 22nd January 2007 from BTplc website:

<http://www.btplc.com/thegroup/Companyprofile/Corporatesocialresponsibility/index.htm>
Corporate Social Responsibility. Last accessed on 22nd January 2007 from KPN website: 


<http://www.kpn.com/kpn/show/id=823668>

Country Case Studies. Last accessed on 16nd January 2007 from International Telecommunication Union website:

<http://www.itu.int/osg/spu/casestudies/#europe>

John Aden (2002). Competition Policy in Telecommunications: The Case of the United States of America. 20-22 November 2002. Geneva

Main Functions. Last modified on 12nd February 2007 from MPT website:

<http://www.mpt.gov.vn/details_e.asp?Object=271032875&news_ID=4539827>

M.F. Vos, The Corporate Image Concept, Third edition, 2000

M.F.Vos, J. Otte & Paul Linders, Setting up a Strategic Communication Plan, Lemma, Utrecht, 2003

M.F. Vos & H. Schoemaker, Integrated Communication; Lemma, second edition

Overview of VNPT. Last accessed on 12nd February 2007 from VNPT website:

<http://www.vnpt.com.vn/english.asp?id=747&dataID=10722>

Toumo Summane & Michael Pollitt (2002). British Telecom: Searching for a winning strategy. November 2002. Judge Institu of Management.

Xu Yan (2002).Fixed-Mobile Interconnection: The Case of China and Hong Kong SAR.

2002. Hong Kong University of Science and Technology 

Annotated Bibliography

“The economy will suffer because of the monopoly” Dân trí 23 July 2006. <http://dantri.com.vn/kinhdoanh/2006/7/131247.vip?SearchTerm=vnpt> 

“Telecommunication Corporations go into a new battle.” Dân trí 11 November 2006. <http://dantri.com.vn/kinhdoanh/doanhnghiep/2006/11/152050.vip?SearchTerm=vnpt >

This Dân trí website is reliable. For anyone to find daily information, hot news, hot topic, this is a very useful website. Besides, the first article was an interview with Mrs. Pham Chi Lan, governmental advisor on Tuổi trẻ newspapers a big and credible newspaper in Vietnam, and the battle between VNPT and other Telecom companies in Vietnam was the fact so that this information convinced the readers a lot.

“The will be no Ministry of Post and Telemactics” Vietnamnet 22 January 2007

< http://vietnamnet.vn/cntt/2007/01/656421/ > 

Vietnamnet is a big online newspaper which informs daily information and reliable information about the IT in Vietnam. In addition, the announcement of Minister Do Trung Ta about the changes in Ministry of Post and Telematics (MPT) in 2007 was also published on the website of MPT < http://www.mpt.gov.vn/ >

“The battle EVN Telecom-VNPT begins” Vnexpress.10 July 2006

< http://vnexpress.net/Vietnam/Kinh-doanh/2006/07/3B9EBB27/ >

“Telecommunication Corporations should not eliminate each other” Vnexpress. 18 July 2006 < http://vnexpress.net/Vietnam/Kinh-doanh/2006/07/3B9EC10C/ >

Vnexpress is a very reliable online newspaper in Vietnam which was ranked in top 200 website of the world in 2006 and received the Vietnam Information Technology and Telecommunication Cup in 2006. Vnepress publishes hot news and topics which get the attention of public.
Appendix

PAGE  
5

