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m Introduction ) ( Context & Challenges m

The Vietham Legacy
Business Center (VLBC)is a
specialized research and

Vietnam is transitioning toward a value-based economy driven by
brand power. However, family businesses and Small and Medium
Enterprise (SMEs) face dual challenges:

training devision under

Pencil Group with the "F_ *,,,._ -1_ = hll Internal & Succession Challenges

mission to accompany * Generational conflict: Gaps in trust and mindset between F1
visionary Vietnamese enterprises in their and F2 leaders hinder smooth succession.
century-long journey. * Lack of strategy: Most SMEs lack a structured brand strategy

Core Pillars: and management tools adapted to Viethamese culture.

¢« Sustainable Brand Development

 Legacy Leadership Development Technological Challenges

 Al-powered Digital Transformation * Digital transformation: Despite making up 90% of all

enterprises, most SMEs are unprepared to adopt technology and

Core Philosophy: "Culture Leads, Economy Artificial Intelligence (Al) - essential elements for
Follows.” Theoretical Foundation: The competitiveness.

proprietary “Brand Tree” model, developed from VLBC was founded to strengthen internal foundations and help

ovar<l yaarsplexpenance byfounder Nguyen businesses build sustainable legacies, rooted in culture and ready to
Tien Huy.
expand globally.

m Solutions: The Three-Pillar Philosophy & “Brand Tree” Model)

VLBC has developed an integrated framework based on Three Strategic Pillars to ensure businesses remain
resilient through change:
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/ Brand Identity (Legacy Soul):\ éuccessinn Capability (Legacy \ / Technological Power (Legacy \
Defines core values ds the Structure): Establishes transparent Catalyst): Applies Al to optimize
compass guiding and governance and nurtures capable, operations, boost productivity, and

\mnnecting generations. // \ethicml next-generation leaders / Kiﬂnmvute business models. /
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The “Brand Tree” Model: Operates on an \ / Cultural Transcreation: Adapts global management

organic principle: Roots (Culture, Legacy) frameworks and knowledge to align deeply with
Trunk (Strategy, Identity) Canopy Vietnamese business psychology and context.

(Execution, Growth).
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VLBC implements an integrated system of training, research, and tool development: VA v;E:HAuLEt‘? BRANDING CENTER
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« Al Murketlng Agent (vCMO): An Al platform that automates brand strategy based on
the "Brand Tree” model for SMEs.

* Brand Tree E-learning: An online platform enabling SMEs to easily access branding
knowledge. .

* Licensing Model: A franchise strategy expanding operations nationwide with
consistent quality.
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« Courses: “Growing the Brund Tree"’ (DI“I[II"IE/’D%HHH’:IE)

¢ Publications: "99 Q&As on Building and Developing a Brand™ and “No One Can Stop
Al” (Top 10 Business Books of 2025).

* Program: “Al Business Transformation for Leaders” (in collaboration with VINASA).
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¢ Strategic pruje::t “Harbour of Tlrne A cultural-culinary-art destination in Ho Chi

Minh City, serving as a knowledge hub within the VLBC ecosystem.
* Talkshow series: “Journey with the Brand” (with Tuoi Tre newspaper) and various

dialogue forums.

m Vision & Goals ) ( Implementation - Scope - Budget m
“Culture Leads, Economy Follows.”

Key Milestones Concept of VLBC
Long-term Vision: To become Vietham's leading established.
training and consulting center for legacy
enterprises, bridging global knowledge and locdl e o

e 2022 W 2025

Expansion Goal: Support at least 3% of all SMEs “Brand Tree” theoretical Brard reposiioned g

in Vietnam in building their brand, establishing toolkit (based on 20 “Vietnam Legacy Business
succession systems, and implementing digital years of experience) Genter-witliihe Three
transformation. . publiclyintroduced. /)  \Strategic Pillars model.

, . Scope:Nationwide, focusing on SMEs and family businesses.
Commitment: To nurture resilient, adaptable,

and enduring Viethamese enterprises, which are Expansion Strategy: Apply the Licensing Model to scale
operations dcross dll municipalities, ensuring consistent

capable of leading in international markets. . _
guality and propri

0¥4 Achievements )

~~ Economic Impact: - Social & Community Impact: ) Environmental Impact
(ESG)::

Enhanced competitiveness: Resolves succession challenges: Helps

Provides strategies and tools family businesses bridge F1-F2 gaps, Focuses on preparing Gen Z by

helping SMEs overcome resource fostering trust and succession integrating global knowledge

limitations. effectiveness. with Viethamese identity.

Increased brand value: Shifts mindsets: Pionheers the

Culture-based branding boosts philosophy “Culture Leads Economy,”

profit margins, intangible asset reinforcing national pride in business.

valuation, and reduces Customer

Acquisition Cost (CAC). Empowers youth: Focuses on preparing

Gen Z by integrating global knowledge
with Vietnamese identity.

m Creating Shared Value ( csv)> (Potential for Model Expansion m

VLBC embeds social goals (cultural preservation) VLBC’s model demonstrates strong scalability and
into business strategy through: cross-industry adaptability.
Cultural Transcreation: Tailoring modern Scalable Success Factors

management models to fit Viethamese business
culture, creating unigque competitive advantages. Brand Tree Model (Inside-Out): Builds brands from
core culture, which is applicable to students, SMEs,
Legacy Investment: Investing in cultural-business corporations, and even national or regional
projects like “Harbour of Time”, providing physical branding.
venues for events and entrepreneurial networking.
“Cultural Transcreation” Method: Effectively
Succession Mentorship: Supporting F1-F2 startup addresses intergenerational transition challenges in
projects, guiding family businesses toward Asian family businesses.
becoming enduring “legacy enterprises.”
“Brand-Finance Integration” Mindset: Positions
brand as a strategic investment asset, enabling
measurement of Brand Return On Investment (ROI).

Conclusion & Discussion

. Lessons from VLBC: 7 Discussion Questions:
@ Corporate legacy is not created through storytelling ® How does the “Brand Tree” model address the core
adlone - it must grow from sustdinable interndl challenges faced by Viethamese SMEs?
strength: capable leadership, seamless
succession, and innovation through technology. @ How does VLBC's “Cultural Transcreation” differ
from direct adoption of global brand management
® “Culture Leads, Economy Follows” is a pioneering models? How effective is it in the Viethamese
philosophy empowering Viethamese enterprises to context?

stay rooted while reaching global heights.
e Beyond economic benefits, what is the greatest social
® Alis apowerful catalyst but businesses must follow value created by VLBC'’s cultural projects (such as
the principle of “Human-first Al Transformation” “Harbour of Time”)?
(technology serving people and culture).
e How does VLBC's partnership with VINASA and its Al
initiatives define the role of technology in building
“Corporate Legacy™?

Contact Information

Explore more teaching and learning materials on Education for Sustainable
Development (ESD) at: Sustainability Hub for Educators




