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EXECUTIVE SUMMARY

FECON Corporation is a company that has paid great attention to internal communication since the
early days of its establishment. In 2021, both to convey the President’s “Change or Surrender” message, and
to match the Group’s new business strategy, along with the COVID-19 pandemic which is causing great
impacts on the nationwide, the internal communication campaign “Depicting the Image of Workers on the
Construction Site” was established. The project is implemented by members of the “Jumping Team” group
and the FECON Communication Department. Through the main products (FECON Viing Niém Tin MV,
Facebook avatar frame, Video mask wearing) and side products, the campaign has spread positive energy,

spiritual encouragement, solidarity to the entire FECON Company.

A campaign that is not measured by profits or huge growth numbers, but in return is a great morale encour-
agement and enthusiastic reception from the employees, engineers and workers who are working at FECON
Corporation. Thereby, building up an image of FECON that is optimistic, resilient, and unanimous in every-

one’s thoughts.

Key word: Internal Communication, Owned media, Earned media, Editorial, Stakeholder.
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1.1 CONTEXT

Vietnam is classified as a developing country; with industry and infrastructure not yet fully devel-
oped. This is a very good premise for the construction industry to flourish at the present time. FECON or
FECON Joint Stock Company (JSC) is a company operating in the field of construction, in which the main
focus is on foundation and underground works. With a vision to become the leading construction and infra-
structure development corporation in Vietnam by 2025. With the criterion of taking employees as company’s
core and values, in recent years, FECON has focused on developing internal communication, promoting
corporate culture, in order to connect, connect and motivate staff morale for the common goal of realizing

the vision by 2025.

[
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1.2 ABOUT OUR TEAM’S CAMPAIGN

Our team with 3 members implemented a project named “Depicting the Image of Workers on the
Construction Site”. This is an internal communication campaign carried out by our team in conjunction
with FECON Company’s Communications Department. The campaign targets all employees, engineers,
and workers who have been working at FECON and its subsidiaries. Through research and observation, we
see the difficulties and shortcomings in internal communication within the company, especially during the
outbreak of COVID-19 and everyone has to work from home. That is one of the main reasons why our team
wanted to build a communication campaign to cheer, encourage, and connect people together. Despite the
social distance, we are not distant each other, spreading positive spiritual values in difficult circumstances.
From there, it will contribute to maintaining the working pace of the ministries and employees between the
office and the construction site. From there, it will contribute to maintaining the working pace of staffs and

engineers between the office and the construction site.

1.3 BOOKS AND THEORIES

1.3.1 Theories

1.3.1.1 Communication Campaign

Internal communication is an important role in the operation of a business. It is the reciprocal
interaction between company, leaders and their employees, creating a strong relationship, promoting

cooperation between different departments in the company.

To achieve the best internal communication, we need a specific and consistent strategy in the following 7

steps:
1. Summary of the situation

We need an overview of the business situation, including research and analysis of what exists to
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give a specific and correct direction for internal communication strategies
2. Clearly define goals

Set clear goals you want to achieve after implementing this campaign, those are the top and long-
term priorities, can be considered as the destination for your campaign or any campaign. To achieve
those goals, we need to make sure to use SMART Objectives: Specific, Measurable, Achievable,

Relevant and Time-bond.
3. Define Audience

Outline the most important messages you need to convey to your audience. To make sure the
message is complete and doesn’t miss any important information, use SW — 1H:

*  What: What does it convey? What do they mean? What’s in the campaign?

*  Who: Who does it convey to? Who does it?

*  When: When will it be started?

*  Where: Where does it take place? Where is its influence?

*  Why: Why do it? Why is it necessary?

* How: How to do it? How does it affect?

4. Develop messages

The communication channel you choose will depend on what you want to gain from the internal
communication campaign between your business and your audience. Multiple communication
channels can be used to ensure maximum effectiveness, but also consider choosing the wrong one

that could cause your entire campaign to fail.

Tactics are how you approach your communications goals, and that’s how you’ll plan to execute

your internal communications strategies.
5. Communication channels and tactics

The communication channel you choose will depend on what you want to gain from the internal
communication campaign between your business and your audience. Multiple communication
channels can be used to ensure maximum effectiveness, but also consider choosing the wrong one

that could cause your entire campaign to fail.



12

Production book s — Chapter I: Introduction

Tactics are how you approach your communications goals, and that’s how you’ll plan to execute your

internal communications strategies.

. Measurement method

This is how you measure whether your internal communication strategies are working. List ways you

can measure and stick to your SMART goals.
Create an possible timeline

Timelines are essential to help ensure you stay on track as you move from the planning phase to the
implementation phase. Ensure your work is carried out according to the set plan, avoid unnecessary

risks and costs, and have meticulous and detailed plans for the entire campaign

1.3.2 Books review

To implement this campaign, we have relied on the knowledge and skills gained after consulting

books related to communication. Specifically, we research methods of media planning, internal communica-

tion, media channel selection, budget control, cost control and media risk management. The following are the

specifics.

1.3.2.1 Communication Plan.

Planning is always the first step to implementing a communication campaign because it is the start-

ing point and the preparation step for all campaign ideas. Planning helps you set goals and strategies to

realize the set goals.

Vaughan, T. (2020), Multimedia: Making it work.

Joseph Straubhaar, Robert LaRose, Lucinda Davenport, Media Now: Understanding Media, Culture,

and Technology 10th Edition.

Larry Kelley, Kim Sheehan, Donald W. Jugenheimer, Advertising Media Planning: A Brand Manage-

ment Approach 4th Edition.

Sandra Moriarty, Nancy Mitchell, Charles Wood, William Wells, Advertising & IMC: Principles and

Practice.

Joep P. Cornelissen, Corporate Communication: A Guide to Theory and Practice.
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1.3.2.2 Internal Communication

The role of internal communication for the organization has been assessed to be very important.
Successful internal communication has a positive impact on the work environment, the staff, and the organi-
zation’s ability to achieve its goals.

» Liam FitzPatrick, Klavs Valskov, Internal Communications: A Manual for Practitioners.

* Kevin Ruck, Exploring Internal Communication: Toward Informed Employee Voice [4th Edition].

1.3.2.3 Communication Channel

Channels of communication is a marketing term used mainly in the field of internal communication
of an organization. This term describes a medium, a link channel used to accomplish different tasks but for
the same purpose of conveying a message. The more complex the message, the more rich the communication
channels are required to ensure clarity in the interaction.

* Gerardus Blokdyk, Communication Channel A Complete Guide

1.3.2.4 Human resource Management

Human Resource is used to manage all employees who are working for a certain company or orga-
nization. Also the department responsible for managing employee-related resources. This is the department
within a business that is responsible for all things worker related including hiring, testing, selecting, hiring,
training, promoting, paying and firing employees. and independent contractors. Human resource manage-
ment is a modern term, used to describe the management and development of employees in an organization.
Human resource management includes overseeing everything related to the management of an organization’s
human resources.

* Charles R. Greer, Strategic Human Resource Management

* Derek Torrington, Laura Hall, Stephen Taylor, Human Resource Management [7th Edition]

* Ap Eigenhuis, Rob Van Dijk, High Performance Business Strategy: Inspiring Success Through Effec-

tive Human Resource Management

*  Michael Armstrong, A Handbook of Human Resource Management Practice [9th Edition]

1.3.2.5 Risk management

Human resource management practitioners and management scholars have long advocated that hu-
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man resources should be viewed from an investment perspective. Current practices in many organizations
indicate that employees are viewed as valuable investments. However, some still view their employees as
variable costs of production, while physical assets are treated as investments. When employees are viewed as
variable costs, there is little recognition of the firm’s contribution to their training or the costs of recruiting

and training their replacements.

* M. Granger Morgan, Baruch Fischhoff, Ann Bostrom, Cynthia J. Atman, Risk Communication: A

Mental Models Approach [Ist Edition]
* Robert L. Heath, H. Dan O’hair, Handbook of Risk and Crisis Communication

*  Timothy Coombs, Ongoing Crisis Communication: Planning, Managing, and Responding

1.3.2.6 Production

What do you think of when you hear the word “design”? Do you associate design with fashion, ar-
chitecture, or automotive style? Design has a more universal meaning than the commercial applications that
might first come to mind. A dictionary definition uses the synonym “plan™: To design indeed means to plan,

to organize. Design is inherent in the full range of art disciplines as well as in the fields mentioned here.
» Stephen Pentak, Design Basics
* Jim Stone, A Short Course in Photography: Digital
e Gerald Millerson and Jim Owens, Video Production Handbook, Fourth Edition
» Stanley R. Alten, Recording and Producing Audio for Media.

* Lisa Fridsma and Brie Gyncild, Adobe AfterEffects CC Classroom in a Book.
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2.1 COMPANY OVERVIEW

2.1.1 Company summary

FECON Corporation was established on June 18, 2004, originally with the full name of FECON
Foundation and Underground Engineering jsc. Then, on May 6, 2016, the name was changed to FECON JSC

(FECON Corporation). The head office of the main company is located in Hanoi City, Vietnam.

More than 1800 staffs, engineers and workers are currently working at FECON. This is a young and highly

qualified team that can ensure the company's growth for at least 10 years.

College
25.4%

University and more
41.3%

Highly Skilled Workers
33.3%

Figure 1: Classification chart of human resources of FECON.

FECON main activities in the fields of industrial and civil construction, construction of infrastructure,
foundations and construction of underground works throughout the territory of Vietnam. In particular, the

company focuses on industrial construction and urban infrastructure, traffic.

The current FECON group of member companies includes the parent company, 18 subsidiaries and 4
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affiliated companies, operating in many different fields, creating a solid and unified system.

FECON is currently one of the leading companies in the field of construction foundations in Vietnam, and is

also one of the prestigious contractors recognized according to international standards.

“The heart of FECON is always in the construction sites”. Currently, FECON has been present in more than

20 provinces and cities to implement dozens of different projects.

During 17 years of establishment and development, FECON has won nearly 30 different big and small
awards. Among them are the 9 consecutive years of winning the Vietnam Strong Brand Award (From 2008
- 2017) and 4 consecutive years winning the Top 10 Prestigious Construction Contractor Award in Vietnam

(From 2018 - 2021).

2.1.2 Vision, Mission, Core Value

2.1.2.1 Vision

FECON Corporation will become the leading construction and infrastructure development corporation in
Vietnam by 2025, with a vision to 2030. Gradually bring the company to become the main contractor and

general contractor in urban infrastructure projects, traffic infrastructure, civil and industrial construction.

2.1.2.2 Mission

FECON Corporation is always learning and creating to bring sustainable value to society through

construction and investment projects.

2.1.2.3 Core value

Passion — Decisiveness: Consensus — Unanimity:

With their passion and enthusiasm, no FECON takes people as the center to
matter how difficult the projects are, create solidarity, connecting leaders with
FECON’s engineers still find a solution workers and employees. Solidarity is the

and strive to overcome it. key to every project.
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Honesty — Integrity: Responsibility — Professionalism:
FECON is ready to offer solutions that Spirit is one of the things that makes

suit the needs of customers, and at the every project with FECON be completed
same time, be clear and transparent, on schedule. With highly trained human
honest in revenue and expenditure, and resources, determination and focus at
finance throughout the cooperation work, FECON sets its sights on large-
process. scale construction projects.

Growth mindset:

FECON always tries to make the
following product better than the
previous one, so FECON always tries

every day in any project.

2.1.3 What is FECON?

2.1.3.1 Logo

FEC

Listen to the Earth, conquer the height

Figure 2: FECON's logo
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2.1.3.2 Mascot

Figure 3: FECON'’s mascot

2.1.3.3 Slogan

“Listen to the Earth, conquer the height”

2.1.4 USP

FECON Corporation is currently the first contractor in Vietnam with experience in operating TBM

tunneling robots in Metro Ho Chi Minh and Hanoi projects.

FECON Corporation is a reputable contractor and has participated in the construction of many large projects
in Vietnam such as: Le Van Luong tunnel construction project, Metro Line 3 Hanoi project, Metro Ho Chi

Minh City project, F1 race track project, etc.

In the system of FECON Corporation, there are 18 subsidiaries and 4 affiliated companies, which have

created a wide and diverse ecosystem in many different fields. Areas in the FECON ecosystem include:
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DESIGN CONSULTANCY AND

ANCILLARY SERVICES

INVESTMENT

CONSTRUCTION FIELD
SECTORFIELD

* Survey and design

e Construction consulting. - Transport infrastructure

of foundations, s Nfineral project.

underground works,

«  Manufacturing and - Urban infrastructure

infrastructure.
supplying equipment. project and industrial park.
* Pile foundation and 2 . '
. i ; - Renewable energy project.
construction. Construction equipment gy proj
rental.

2.1.5 Who is FECON’s customer?

Internal: External:
All staffs, engineers and workers currently Construction industry partners, customers,
and have worked at FECON. investors, and the government.

2.1.6 What is Brand Personality of FECON?

FECON Corporation shows a close, serious style that is not too colorful, clearly showing the nature

of corporate communication.

Brand voice

FECON displays a simple, honest, easy-to-understand language in its posts. The words are simple,
easy to understand, do not have many hidden meanings, feelings, sometimes a bit lengthy, many professional

words, like the character of engineering workers.
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FECON

Nha thau & nha dau tuuy tin
theo chuan Quéc té
so hdu nang luc xuat sac
vé nén mong va cong trinh ngam.

Figure 4: An image of FECON on Facebook

2.1.7 Swot

2.1.7.1 Strengths

* FECON owns a team of highly qualified human resources and engineers and is a leading capacity

company in Vietnam in the field of construction.

* FECON has a great reputation in the industry when it has participated in many key projects of major

cities and provinces as well as the country.
* There is a wide and diversified system with 18 subsidiaries and 4 affiliated companies.
* Has achieved many achievements and been honored in nearly 30 large and small awards nationwide.

* FECON has a sustainable development foundation, when continuously achieving profitable business

results even during the COVID-19 epidemic.

*  FECON has built a solid corporate image and has a good relationship with the media. FECON has

almost no negative information, scandals on media channels in Vietnam.

2.1.7.2 Weakness

* Due to the characteristics of the company’s operations, the coverage on communication channels is not

much. The amount of interaction on social media channels and websites is not good.

e The field of activities is related to industrial and infrastructure construction, so it has not attracted

much attention from the audience.
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FECON only has projects in the Vietnamese market and a few countries in ASEAN, not yet having

coverage in foreign markets.

The company’s field of operation is not essential, so many construction sites have to close during the

COVID-19 outbreak.

Due to the field of operation, the images, products as well as the brand personality are difficult to

attract, nor should they be too disruptive and creative.

2.1.7.3 Opportunities

Vietnam is developing more and more, the trend of industrial construction and infrastructure is being

used more and more, which is a great development opportunity for FECON.

FECON aims to develop internal communication, so this time of COVID-19 outbreak is an opportunity

to promote that work on the internet

The image of engineers and workers is always one of the most sympathetic images to the audience

when building.

Due to the global impact of the COVID-19 epidemic, the government has plans to prevent the disease
from entering Vietnam, making it difficult for foreign contractors to access the domestic construction

market

2.1.7.4 Threats

The impact from the complexity of the COVID-19 pandemic caused many construction projects to be
delayed, many domestic and foreign investors were afraid of the impact, so they decided to withdraw

capital.

Prices of construction materials in the country are increasing. Companies must have additional costs

for disease prevention at construction sites.

Many big cities are on lockdown because of the epidemic, making labor resources scarce. The risk of

workers getting COVID-19 caused the whole construction site to be blocked off very high.

The appearance of many foreign contractors with potential and attractive prices, especially contractors

from China.
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2.1.8 Target Audience

DEMOGRAPHIC

e Age: About 22 — 60.

» Workers and staffs who
have been working at
FECON.

* Ho Chi Minh City and
Hanoi and some provinces

are having projects.

2.1.9 Media Selection

Fanpage FECON
Corporation

Group
NGUOI FECON

COMMUNICATION

APPROACH

Tone of voice: Sincerely,
simple...

Key hook: Focus on
online media products on
social media channels and
websites.

Activity towards

awareness and

construction.

Earned

media

Channel Youtube
FECON Corporation Website

fecon.com.vn

[ Production book 23

BEHAVIOUR

* Use social media
regularly.

* Regularly update internal
news in the company.

* Pay attention to the
working environment and

colleagues

Newspapers

Word Of Mount.
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2.2 CURRENT SITUATION

In the past years, many businesses often do not care about internal communication, for example,
invest little money or do not build an internal communication channel, do not have a serious development
plan for that field. This leads to an alarming statistic: 56% of employees are not proud of their leader
(Harvard Study, 2007), only 29% of employees are actively engaged in their work (Gallup Study, 2007),

21% of potential employees do not want to stay at work (Corporate Executive Board Study, 2010). This leads
to unsustainability in the company’s development, internal disunity, and difficulty in keeping good human

resources.

However, in recent years, internal communication has been focused by companies and has become a

spearhead communication direction in some businesses. A few specific numbers prove it:

* 70% of communicators say they and their leaders agree on the purpose of internal communications

(Gallagher’s State of the Sector report, 2020).

¢ 66% of respondent believed internal communication is seen as a key driver of the employee

experience (Gallagher’s State of the Sector report, 2020).

*  72% of the leaders of the companies surveyed believe that internal communication plays a critical

role in employee engagement with the company (Gallagher’s State of the Sector report, 2019).

*  73% of the 26,000 LinkIn members polled want a job that they feel is valued by the company itself
(Imperative global research, 2018).

| s
W 1 __.-"-.
(oo i
J Batie
| and III I o ]
- b ’
P
I HIENET L
| Employes
'l'::':':-l?:l'll"'l !-l.'
e, >

Figure 5: The importance of internal communications is directly linked to positive business outcomes
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Today, businesses have a clear direction for internal communication, considering this as one of the important
reasons to get a favorable business result. In Vietnam, many large corporations especially focus on internal
communication and building their corporate culture such as: FPT Group, Vingroup, CMC Corporation,

Vinamilk,...

Especially during the global outbreak of the COVID-19 pandemic, staffs had to work from home, offline
events were canceled, so internal communication was even more concerned and invested. 41% of funding is
spent researching internal communication strategies (Top Communication Investment for 2021, Gallagher’s

State of the Sector report).

From the subjective impacts (enterprises, corporations, employees) and objective impacts (COVID-19

pandemic), internal communication has become a trend of the communication industry)

2.2.1 FECON Internal communication analysis.

FECON Corporation has focused on internal communication since the early days of the company’s
establishment (2004), they focused on building corporate culture with internal engagement events such as:
Sports Festival, FECON Award, FECON’s birthday,... Activities are always aimed at an internal cohesion,

putting our staff and engineers first, creating a feature in FECON culture.

Leaders and managers of FECON communication think that internal or external communication at FECON
has a very thin boundary. Although an internal product, but will also be an image for external partners to
look at the company. Therefore, FECON wishes, through internal communication products, to both engage
employees and build the company’s image with the outside. With the highest purpose: Building the FECON
brand.

So far, after 17 years of establishment and development, FECON has always been consistent with its

communication strategy: taking internal communication as the main thing.
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2.2.2 SWOT of FECON internal communication

Weaknesses:

* Offline events are canceled due to

Strength: COVID-19.

* There are many online communication .
. * The production of products faces many
channels: Facebook, Youtube, Website. ) ) o
difficulties because of travel restrictions.

17 years of internal communication

development experience.

* A solid corporate culture has been
built.
Threats:

* Communication crisis can occur

from within the company itself.

* Online communication products do not

Opportunities: convey the right message to the audi-
ence.
* Employees who have to work from
home are more receptive to internal » Misinformation is easily accessible and
communications. spreads internally.

» Corporate culture is a trend, there are

many lessons to learn and be careful.
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Chapter III: Campaign overview

3.1 GOALS

THE PREMISE
SPREADING BUILDING

From our experiences, it will

RS e be the foundation for campaign Develop internal

meaningful messages to communication to

implementation and development

SoIONS 5 Etldin in the following stages. We build a strong corporate

trong internal cultur .
Strong nterhat cuiture can learn from practice and culture.

and enhancing brand . . .
gain more experience in future

image with partners. .
ge with p activities.

3.2 BIG IDEA

Implement a series of internal communication products to encourage and spiritually connect all
members of the company during the epidemic season, distance but not apathetic. Create connections,

maintain the working pace of employees at the office and at the construction site.

3.3 SMART OBJECT

Specific:

The purpose of the campaign is to address the difficulties of internal corporate communication during the
outbreak of the COVID-19 pandemic and its complicated developments. Causing a lot of impact on employ-

ees, engineers as well as FECON Corporation.

Measurable:

Connecting and encouraging people in the company is a very necessary issue during the epidemic season.
So this campaign is aimed at the entire FECON Corporation and will be measured through indicators on

social networking sites, the company’s website.



Chapter III: Campaign overview I Production book 29

Achievable

With the aim of connecting people together during the epidemic season, the campaign’s goals are towards:

Number of reaching each post on facebook fanpage: 1200
Number of interactions each post on facebook fanpage: 100
Number of reaching each post on the Facebook group: 800
Number of interactions each post on facebook group: 60
Number of view each video on Youtube: 300

Number of reaching each article on Website: 150

Number of reaching each article on Newspaper: 500

Positive response rate after survey and interview reached: 60%

Relevant:

The campaign to connect, motivate and encourage everyone in the company to come together not only

during the pandemic but also in the long term, in all circumstances and times. Contributing to improving

working efficiency and helping the company grow more and more.

Time-bound:

The campaign runs throughout the company’s development journey.

3.4 HUMAN RESOURCE

* Communication — FECON Company.

* Contributor of FECON Communication Department.

« Staffs, engineers and workers of FECON Company.

* Externally linked media teams.

» Subsidiaries and affiliated companies of FECON.

*  Other departments - FECON Company.

» The construction sites are under the management of FECON.
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3.4.1 Content

Quantity

e Leader: 1 person
* Member: 4 people

e Interns: 1 person

3.4.2 Production

Quantity

* Leader: 1 person
* Member: 3 people

 Interns: 2 people

3.4.3 Media

Quantity

* Member: 3 people.

 Interns: 2 person.

* Externally linked
media teams: 2-5

people

3.4.4 Design

Quantity

* Leader: 1 person.
* Member: 3 people.

* Interns: 2 people.

| Chapter III: Campaign overview

Roles

Research, collect data, information to serve products, make prelim-
inary plans, ideas and content for the company’s communication

products.

Roles

Detailed planning for each project, planning props, rotating equip-
ment; product launch planning; manage the progress of each project;
Contact media teams, construction sites, key figures of the product;

cost planning, request a quote.

Roles

Executing the products according to the script and according to the
plan, the timeline is set up by the production and content management

team; recommend the necessary equipment.

Roles

Make designs to serve products according to the proposed content
team; Collaborate with the media team to produce the right products

as required.
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3.5 COST
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* The cost is supported from the communication department of FECON Company.

» The cost for each product is shown in detail through the tables of each project.

* The company can afford to spend a lot of money on internal communications.

3.6 RISK

Reducing method Handling method
* Use full protective
equipment when . . .
. . . dquipmen . Talk directly with the site
Accidents while working at the . approaching the construction .
L High . manager to know which areas
construction site site.
are safe to reach.
* Plan in detail what to do to
minimize visit time
. . Increase Online activities i
COVID-19 pandemic Medium . cHVITES, Create backgp plans 1 case ofa
reduce Offline activities. more complicated epidemic.
» Send out press releases to
ensure accurate information * Check information carefully
on media. before release.
Untrue information, affectin . . . .
, o & High * Maintain relationships * Contact lawyers and
the company’s reputation . o .
with a number of familiar government agencies when
newspapers to have a solid the situation becomes
media backing complicated.
L Use a variety, combine many Word of mouth communication
Lack of Communications Low . oy
communication channels. products within the company.

Table 3.6: Communication risk of FECON Corporation
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Chapter III: Campaign overview

3.7 METHODOLOGY

In this project, we use both Quantitative and Qualitative Research methods:

* Quantitative: Content Analysis (Type, Duration, Release date, Source).

This campaign, we mainly deploy on social network (Facebook). Therefore, for quality control, we set

KIPs on reach and interactive for posts

* Quanlitative: Carefully read the important reports to analyze the content characteristics suitable for the

internal communication aspect.

Qualitative Research Using methods such as: Interview, Survey, Observation, etc.
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Time

19/6-30/7

18/6-10/8

20/7-30/7

27/7-30/7
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ACTION PLAN
Campaign Depicting the Image of Workers on the Construction Site

15/7-13/8

Main content

Image Story:

1. Image Story
Quality engineer
at Quang Binh
Wind Power B&T.

2. Image Story of the
girls at the front
desk.

News production:
1. News articles

2. FECON News
June, 2021.

3. FECON News
July, 2021.

Facebook avatar
frame supports anti-
epidemic spirit.

TikTok Video
Wearing Masks

MV FECON Viing
Niém Tin.

1. Fanpage FECON 1. Fanpage FECON 1. Fanpage FECON 1. Fanpage FECON . Fanpage FECON
Corporation Corporation Corporation Corporation Corporation
2. Group Facebook 2. Group Facebook 2. Group Facebook 2. Group Facebook . Group Facebook
NGUOI FECON NGUOI FECON NGUOI FECON NGUOI FECON NGUOI FECON
Owned
Media | 3- Website fecon. 3. Cover letter 3. TikTok . Youtube
Media com-vn 4. Email . Website
Selection
5. Website
6. Youtube
Earned | Sharing and repost 1. Newspaper 1. Avatar Facebook | Sharing and repost Sharing and repost
media 2. Word of Mouth 2. Word of Mouth
1. Reachtopostson | 1. Reachtopostson | 1. Reachtopostson | 1. Reach of clips 1. Views on
Fanpage: 4500- Fanpage: 400-450 Fanpage: 700-750 written on communication
5000. 2. Postinteraction on | 2. Post interaction Fanpage: 700-710 (]A:I(;gr(;nels: 950-
KPI 2. Post interaction Fanpage: 40-50. on Fanpage: 50-60 | 2. Clip interaction ’

on Fanpage: 200-
250

3. Group posts

3. Group posts
reach: 400-450.

4. Group post

3. Group posts
reach: 400-450

4. Group post

on Fanpage: 50-60

3. Group clip reach:
500-510

. Reach to posts on

Fanpage: 90-100.

. Reach to posts on

reach: 400-450 interactions: ) . . communication
35-40. interactions: 4. Group clip h Is: 1000
4. Group post _ ) 30-40 interactions: ?188% . )
interactions: 100- | > WebSIte article 50-60
110 views: 100-130 5. Clip views on " Share on
5. Website article 6. Article hits on Fanpage: 450-500 Facebook: 3-10.
iews: 400-450 fewspaper pages: Fanpage visits
views: -450.. . v
450-800.
increased after
7. Interactions on MYV release: 600-
rllle(\)vspaper: 100- 650.
8. Video views on
Youtube: 100-150
Estimated Cost | 3.400.000 VND 0 VND 0 VND 0 VND 1.500.000 VN
Total Estimated
otat “stimated 1 4,.900.00 VND
Cost

Table IV: Action plan of campaign
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Chapter V: Implementation

5.1 MUSIC VIDEO “FECON V(NG NIEM TIN”

5.1.1 Idea

Nowaday, Vietnam is struggling against the COVID-19 epidemic, from Hanoi, Saigon to neighboring
provinces. A music video production project is deployed as a word of encouragement to all employees,
engineers and workers of the company. And also through this MV, has shown everyone that, no matter what
the circumstances, the FECON Company is always optimistic, loves life, is strong and will always unite, side

by side, win this pandemic.

5.1.2 Content

« Format: Music video, based on the original beat of the song “SAT GON PAU LONG QUA” by singers
Hua Kim Tuyen and Hoang Duyen.

e Duration: 5:30”

*  Summary of content: The music video begins with the epidemic situation across the country, the
statement of Deputy Prime Minister Vu Duc Dam, the optimistic image of FECON staff, the MV in the

form of lyric animation.

M/V FECON VUNG NIEM TIN

Main Content Time Expression

Video opening

0:00” - 0:02”
1 FECON logo introduction Introduction video
02 seconds
News and epidemic situation natio 0:027 - 0:15 .
2 : News videos from news sources
wide 13 seconds
0:16” - 0:29”
3 Sp.eech O.f encouragement from Deputy Video cut from VTV news source
Prime Minister Vu Duc Dam. 13 seconds
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Main Content Expression
The middle
0:30” - 0:35”
4 Best wishes to employees of FECON Text in video
05 seconds
N . 0:35” - 0:42” . I
5 Optimistic smiles of FECON Video compilation from YouTube
employees 07 seconds channel
The middle
0:42” - 1:08”
6 The opening chorus Lyric animation (Template 1)
26 seconds
1:09” - 2:16”
7 Lyrics at the beginning of the song Lyric animation (Template 2)
66 seconds
2:17” - 2:40”
8 Chorus No.1 Lyric animation (Template 3)
23 seconds
2:40” - 3:01”
9 Mid-song music Lyric animation (Template 4)
21 seconds
3:02” - 3:46”
10 Part 2 of lyrics Lyric animation (Template 5)
44 seconds
1:09” - 2:16”
11 Chorus No.2 Lyric animation (Template 6)
21 seconds
4:09” - 5:29”
12 The last of song Lyric animation (Template 7)
80 seconds

Table 5.1.2: Distribution of video duration

5.1.3 Human Resource

* Project Management: 1 person
* Lyricist: 1 person

* Editor: people

e Singer: 2 people

* Record producer: 1 person

e Communication: 3 people
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5.1.4 Target Audience

Target Audience

e Age: About 20-40.
* Employees, workers, engineers at FECON Company.

Demographic
* Location: Working at FECON JSC, subsidiaries, affiliated companies and FECON’s
construction sites nationwide.
» Use social media regularly
. » Pay attention to news and events in the company in response to the movement
Behaviour

activities in the company

» Often listen to music through social networks

* Tone: Inspiring, sharing, close, sincere...

C ication A h . L .
ommunication Approac * Focus on social networking sites, websites related to FECON group

» Like profound content, share it with the community, etc

Table 5.1.4: Target Audience of M/V “FECON vitng niém tin”

5.1.5 Stakeholders

* Communication Department - FECON Company.

* The Red Note Company - representative of singer Hua Kim Tuyen.
* Singer Pham Quynh Chi.

+ Studio DEMIR Media.

*  VTV24 News center.

* VTVcab News center.

*  VTC NOW news board.

5.1.6 Media selection
Fanpage FECON

Corporation

Group
NGUOI FECON

Youtube FECON
Corporation

Earned
media

Posts shared by employees
and Facebook users
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5.1.7 Timeline

Type of work Work content
Receive brief from leader All
1 15/7 Brief
Division of work and human resource All
Reference the M Vs with the same theme All
Brainstorm and discuss ideas for MV All
2 15/7-16/7 Preparing
Make a work plan for the team Producer
Recommend song to use Content
Approve the song Project Management
3 17/7-19/7 Preparing
Suggest ideas for the content of the MV Content
Approve the content of MV Project Management
Prepare video and image sources Producer
Write lyrics Lyricist
4 20/7-30/7 Preparing
Design templates Designer
Edit video news Editor
Contact the singer Producer
Lyrics Editing Lyricist
5 30/7-2/8 Production
Design Editing Designer
Approve lyrics and design of MV Project Management
6 2/8-6/8 Production Draft MV Editor
Contact the recording studio Producer
. . Producer, Singer,
7 7/8 Production Make a song recording Record producer
8 8/8-11/8 Editing Editing and finishing MV Editor
9 12/8 Approval Approved the MV Project Management
Release MV on YouTube FECON Corporation Social Executive
10 13/8 Publication Post the MV to the NGUOI FECON group Social Executive
Release MV on fanpage FECON Corporation Social Executive
11 13/8-16/8 Communication | Share the video and invite everyone to share All

Table 5.1.7: Timeline of MV “FECON Vitng Niém Tin”
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Chapter V: Implementation

5.1.8 Cost
Categories Quantity [ Unitprice (Unit: VND)| Amount (Unit: VND)

1 Video news source 7 videos #N/A 0

2 Image source 9 images #N/A 0

3 Internal video source 10 videos #N/A 0

4 Beat royalty fee 1 beat #N/A 0

5 Cost for main singer 1 person 700.000 700.000
6 Cost for supporting singer 1 person #N/A 0

7 Studio 1 time 500.000 500.000
8 Studio costs incurred 1 time 150.000 150.000
9 Logistics costs 2 time 50.000 100.000
10 Additional costs incurred 7 videos 50.000 50.000
Total: 1.500.000 VND

Table 5.1.8: Budget of MV “FECON Viing Niém Tin”

5.1.9 Result

Categories Unit Reality
Total number of views on the media Reach 950-1000 730-750
Total number of MV interactions through Facebook Reach 90-100 195-200
Total MV reach on social media Reach 1000-1100 1590-1600
The number of MV shares on Facebook Share 5-10 15-20
The number of people accessing the fanpage
increased after the release of the MV Reach 600-650 360-570

Table 5.1.9: Result of MV “FECON Viing Niém Tin”
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5.1.10 Risk

Reducing method
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Handling method

The number of views is not

Concentrating communication
on one medium. Allocate

Calling company employees,

released

and replace it with other
suitable solutions.

. Medium . friends to share videos. Directly
high release and share time to . .
. . . tag multiple people to the video.
increase social media exposure.
The lyrics have negative and Hish Using human resources in the Strictly censoring lyrics before
offensive words. g team to write lyrics release
The content in the MV is .
. . . . Use internal and reputable Moderate MV carefully before
offensive, distorting and not High . .
sources of information release.
true
Do not enable monetization and
. se ads when releasing MVs on
s . Send an email to the author for USe ads Wi &
Copyright infringement Medium . o social media channels. Do not
permission before publishing .
use the song for commercial
purposes
Epidemic affects recording Low Contact singers in provinces Plan to use an existing song
work not affected by the epidemic instead.
The singer doesn’t match the Low Thoroughly discuss and let the Contact multiple singers to find
song singer sing before recording. the one with the best voice.
Everyone in the company did Take advantage of relationships . .
. . Replace with a more viable
not cooperate in filming the Low to ask. Use the FECON place w v
‘ alternative.
video PEOPLE group to call people.
. . . Take advantage of available Contact amateur singers and
High costs incurred Medium vantag ; nateut sing
resources and products. small studios to save costs.
Work in advance with the
head of the Communication
Find out the cause, the reason Department on the production
Finished production, not High why it is not released, repair plan. All production steps are

reported to the head of the
department to have a method
of handling when there is a
problem.

Table 5.1.10: Some risks of MV “FECON Viing Niém Tin”
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5.1.11 Evaluation

Criteria

General comment

How do you rate the MV
“FECON Virng Niém Tin?

* Most people were surprised when the media released this MV and almost all
expressed their love for it.

» Most people think that the MV was released at the right time when this is the time
when the disease outbreak is strongest in the country.

* A well-rounded product, carefully invested in images, effects, sound and lyrics.

» Communication team should have a stronger communication strategy to make this
song more popular.

What element do you feel like
in the MV “FECON Viing
Niém Tin”?

* All respondents were most impressed with the statement of Deputy Prime Minister
Vu Duc Dam.

* Most people expressed interest in the new lyrics and meaning of this song. There are
also some people who are impressed with the singer’s voice.

* The performance of the song in the form of Lyric Animation also makes people feel
surprised and consider it appropriate in this situation.

* The combination of a few old internal videos of the company at the end of the MV
also caused many positive reviews from viewers.

» Some people are impressed with the way the MV opens with news and epidemic
situation

What do you not like about this
MV?

» The transition frames in the music part are a bit less, so it sometimes creates
boredom. The movements do not yet create surprises and are often the same.

» The news section is a bit short, so the emotion that part conveys has not been
maximized.

» The smile part is a bit short and can be replaced with the wishes of the employees in
the company.

* The melody should be more vibrant to create more atmosphere for everyone.

What are your feelings and
thoughts after watching this
MV?

* Many people feel happier, more optimistic and resilient after listening to the song.
The spirit of self-awareness against the epidemic increased even more.

» Some people feel the solidarity of FECON after listening to this song. Missing old
memories with colleagues at FECON through the images in the MV.

» A few people said that they also feel proud to be a FECON and feel nostalgic for the
construction site after seeing the pictures in it.

* The responses above are based on online conversations with FECON employees, not a survey

Table 5.1.11: Summary feedback of some company employees after watching the

MYV by Focus group method.

Chapter V: Implementation




Chapter V: Implementation

5.1.12 Media Production
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L&i cl

L&i méi

Cam tam vé trén tay

Em bay dén noi xa

Sai Gon dau long qua

Toan ky niém ching ta

Phai di xa dén dau?

Thdi gian quén mat bao 14u?

Dé trai tim em binh yén nhw ngay dau tién

Minh sanh budc bén nhau.

©anh bay hét co vi

Viét Nam kién cudng nhé.

Triéu triéu ngudi viing tin

Ngu&i FECON ching ta.

cung chung tay thdng cb vi

Cudc séng mai @y binh y&n nhwr ngay hém qua

Minh dé tirng héra, bén nhau hét thang ndm dai
Yéu dén khi ngirng hoi thd, dén khi nglrng mo'
N&m chit tay, di hét nhan thé nay

Chén trdi hdn chén ta

V0 tan la ching ta

Dai dich COVID, mang theo biét bao n6i budn
Gidn cach chia lia x3 hdi, khé khadn bla vy ...
Viing vang Iént Cé géng trong Itc nay

Tinh thdn ngwdi FECON.

Sau tan trong ching ta

Minh d4 tirng hira di qua hét bao thang tram
Cho d8u mai nay xa réi vin khong hé ddi doi
C6 ngd dau, da sdp vo tan tanh
Nhdt tirng manh v& xép vao va li

Minh tieng cé gang di qua nang gié cong truéng

GiiF méi tinh than kién cudng vikng tréi trén con dwdng
DAp dung xdy, kién thiét nhitng cong trinh.

Tron tirng 161 hat, mai ngwdi FECON

Ci¥ cang yéu, clr cang dau

Cir cang quén rdi lai mudn di that nhiéu
[Tokyo hay Seoul, Paris hay New York
Bi cang xa, cang khéng thé quén

Ci¥ lac quan, c(¥ cudi Ién.

GilF niém tin rdng dich s& qua nhanh ma
Corona mau di d@i, FECON xin luén nhé'.
N&m chét tay, va khéng cach xa

Cam tm vé trén tay

Em bay dén noi xa

Sai Gon dau long qua

Toan ky niém chiing ta

Phai di xa dén dau?

Théi gian quén mét bao 1au?

Dé trai tim em binh yén nhu ngdy dau tién

Minh sanh budc bén nhau

Panh bay hét co vi

Viét Nam Kién cudng nhé.

Triéu triéu ngudi vikng tin

Ngud&i FECON ching ta.

Cuing chung tay thang c6 vi

Cudc séng mai dy binh y&n nhur ngay hdm qua

Minh d3 tirng hi¢a di qua hét bao thang tram
Cho d4u mai nay vé d4u vén ludn con nhau
Nao d4u ai biét sém céach chia ly

Nao d4u ai biét sém v tan tanh

Nhét tirng manh v& xép vao vali

Minh tiing c6 gdng di qua ndng gi6 cong treding
Thanh phé hay tan ngoai khoi van ludn ké vai
Ngay mai giéng t6 cé khé khan nhidu.

Long ta vAn mai viEng tréi kién crrong

Tron trng 16 hat, méi ngurdi FECON

Ci¥ cang yéu, cir cang dau

C(r cang quén rdi lai mudn di that nhiéu
Tokyo hay Seoul, Paris hay New York
Di cang xa, cang khong thé quén

Ci¥ lac quan, clr curdi lén.

GilF niém tin rdng dich sé nhanh xa &
Corona mau di di, FECON xin luén nhé'.
Nam chat tay, va knéng cach xa.

Cam tam vé trén tay
Em bay dén noi xa
Sai Gon dau long qua

Minh sanh buéc bén nhau.
©anh bay hét c6 vi
Viét Nam kién cudng nhé.

Toan ky niém chang ta

Phai di xa dén dau?

Théi gian quén mat bao 14u?

DE trai tim em binh yén nhw ngay dau tién

Tri€u triéu ngwdi vieng tin

Ngudi FECON chiing ta.

Cung chung tay thang cd vi

Cudc séng mai day binh yén nhw ngay hém qua

Ngay t6i chura tirng biét t6i s& yéu em nhiéu nhuw thé nay

Dé rdi khi ta cach xa tim nay nat ra

Ngay ngudi chuwra 3én mang theo gidc mo, rdi lai bd roi lic t6i dang chey
Ch& ngudi dén diu xoa tdn thuong t6i da tirng

ROI ngay mai tinh gidc, anh ndng lung linh trén khap cong tredng.

Dé rdi ta bang hét qua quang dwdng kho khan.

Ngay minh chién thdng mang theo wéc mo, tim lai niém vui ching ta dang cho.
Niém vui d6 diu xoa tdn thwong ta d3 tirng

Cam tam vé trén tay

Anh bay dén noi xa

Sai Gon dau long qua

Toan ky niém ching ta

Phai di xa dén dau?

Théi gian quén méat bao 1au?

Dé trai tim em binh yén nhw ngay dau tién

Minh sanh budc bén nhau.

Danh bay hét co vi

Viét Nam kién cwdng nhe.

Triéu triéu ngwoi vikng tin

Nguoi FECON ching ta.

CuUng chung tay thang co vi

Cudc séng mai day binh yén nhw ngay hém qua

Phai di xa dén dau?
Thoi gian quén mét bao 1du?
Dé trai tim em binh yén nhw ngay ddu tién

Nguoi FECON ching ta.
Cung chung tay thang co vi
Cudc séng mai day binh yén nhw ngay hém qua

Figure 6: FECON Vitng Niém Tin Lyrics
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Ngwsi FECON
ching ta

A . HF‘ & 1 ; I Cung chung tay thdng CO’
% 0963822222 (=] meatavevz4@grmaileon . — - 2222 i 3l l‘

Ngéy mai giéng 16 ¢6 khé khan nhidu
Long ta véin mai viing chai-kién cudng

VIET NAM — @
Minh sanh buse kiéii cudng ihe Gu.rﬁmﬁn tinh ﬁ:&n
BEN NHAU Triéu friéu ngudi vimg tin KIEN CUGNG O
Banh bay h&tCOVID Ving chéi rén con duéng

Figure 7: MV “FECON Viing Niém Tin” on fanpage FECON Corporation

FECON Corporation

FECON . P
13 thang 8 ltic 19:38 - Q

IMinh sanh budc bén nhau, danh bay hét Covid

Vigt Nam kién cudng nhe, trigu trigu ngudi vitng tin

Mgudi FECON chung ta, cing chung tay thang CoVid

Cudc sdng mai day binh yén nhu ngay hém qua” 14 12 I
Minh ting c8 géng, di qua ndng gié cdng trudng

Gilr mai tinh than kién cudng, vitng chai trén tifng con dudng
Déap dung xay, ki€n thiét nhithg céng trinh

Tron tUng 131 hat, mai mai ngudi FECON" Iy

#\ietnamstrong #FECON

Q0% 26 14 lugt chia sé

Figure 8: Some screens of MV “FECON Viing Niém Tin”
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5.2 VIDEO WEARING MASK

5.2.1 Idea

* Activities to support and encourage company employees to work together to overcome the difficult

time of the COVID-19 pandemic.

» Through product to show the spirit of consensus not only in FECON’s employees in particular but

also in the solidarity of the Vietnamese nation in general.

5.2.2 Content

* Format: Short video TikTok
* Content: FECON staffs give each other masks to encourage the spirit of anti-epidemic
e Detail post on facebook fanpage:

“Ngudi FECON & khip moi mién T6 qudc ludn giit viing tinh thain PONG T M - NHAT TR, quyét
thang dai dich Covid19.
#FECON #staytrongvietnam”

5.2.3 Target Audience

Target Audience

e Age: About 20-35
Demographic  Staff, workers, engineers at FECON.
»  Working at companies of FECON Corporation.

» Use social media regularly
Behaviour ) )
 Interested in news and events in the company

» Tone: Sincere, reliable, motivating,...
» Focus on social networking sites and
Communication Approach o
e communication channels

» Activities aimed at creating awareness, providing information, sharing,...

Table 5.2.3: Target Audience of video Wearing mask
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5.2.4 Human Resource
* Leader: 1 person.
+ Editor: 1 person.
* Producer: 1 person.

+ Staffs participating in video recording: 24 people.

5.2.5 Stakeholders

Communication Department —

FECON Company

|

FECON South JSC  «__ _» FECONJSC

Stake

holders

/ N

Some other departments Some construction sites

in FECON Company nationwide of FECON

5.2.6 Media Selections

» Fanpage: FECON Corporation

«  Group Facebook NGUOI FECON

5.2.7 Timeline
No. Time Work content HR

Receive brief from leader. All

1 25/7 Brainstorm and discuss All
Agree on implementation content All
Inviting everyone to join. Producer

2 26/7 -27/7
A how-to guide for everyone Producer
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Work content HR

Compilation of videos people send Producer
3 28/7-29/7 Edit video according to content Editor

Approve video Leader
4 30/7 Release video on Fanpage FECON Corporation Producer

Table 5.2.7: Timeline of video Wearing mask

5.2.8 Result

Categories Reality

Number of people reaching video on fanpage

FECON Corporationon fanpage FECON Account 700-710 845-850
Corporation.

Number of p.eople who agreed to participate in the Person 710 24
video recording

People Who liked the video on the FECON Like 50-60 60
Corporation fanpage

The person who interacts with the video on the

FECON Corporation fanpage Account 30-60 ol
Views of video on fanpage FECON Corporation View 400-500 503
The number of people accessing the clip in the

NGUSI FECON Account 70-80 693
The number of people who interacted with the clip

in the NGUGI FECON Account 50-60 »

Table 5.2.8: Result of video Wearing mask

5.2.9 Risk

Reducing method Handling method

Rely on relationships within

Lack of personnel to shoot Choose people in neighboring

video. Medium departments, closer to you. the company to call for more
people to join
. e Combine multiple communica- Tag people directly in the post.
The video didn’t gain much Low tion channels in the company Call people to interact directly

attention from people. . .
peop to share. in the video
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Reducing method Handling method

Contact people who work
Medium on the company during the
epidemic

Affected by the epidemic don’t
shoot at the company.

Switch to self-recording at
home, at work site.

Table 5.2.9: Risks when producing video wearing mask

5.2.10 Evaluation

Based on the evaluation KPI results table, we have the following comment:

POSITIVE POINTS NEGATIVE POINTS
* The number of people reaching, * Due to the impact of the epidemic, there
interacting and liking the clip on the are not enough facilities to shoot better
Fanpage of FECON Corporation has quality. Everyone shoots themselves with
reached the expected KPI. a variety of phones, so the video quality is

* The product is supported by everyone in not uniform.

the fight against the epidemic together. » Actual implementation time is a few days
+ Calling for many employees from all over behind schedule due to the need for many

the country to film the clip. employees in many places to film and

synthesize
e The views and reach in the FECON

PEOPLE Group are interested and
interacted by a lot of people.

5.2.11 Media Production
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FECON Corporation
FECO 3 2
30 thang 7 lc 15:00 - &

Ngudi FECON & khap moi mign T8 quéc ludn gilf vifng tinh than
DONG TAM - NHAT TR, quy&t thing dai dich Covid19.

#FECON #staystrongvietham

P> 008131

Q0 #4

7 binh ludn

Figure 9: Video Wearing mask on Fanpage FECON Corporation

Chuc FECON binh an!
Viét Nam quyét tam
chién thang dai dich

Stay stron:
vy v

Figure 10: Some screens of Video Wearing mask
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5.3. FACEBOOK AVATAR FRAME

5.3.1 Idea

» This is an activity within FECON’s internal communication campaign to send positive energies and

encourage each other to try to overcome the COVID-19 pandemic together.

* Increase the recognition of “FECON people” on social networking sites, to show consensus, solidarity
and fire for each other. This is also a word of encouragement to all Vietnamese people during the

epidemic.

5.3.2 Human Resource

e Leader: 1 person.
e Content: 1 person.

e Designer: 1 person

5.3.2 Content

* Format: Facebook avatar frame
* Design Meaning:
- Main colors: orange - FECON’s signature color, red: the color on the Vietnamese flag.

- The FECON logo is at the top. The image of the Vietnamese flag is designed as if it is flying,

showing indomitable and strong.

- The words “Stay Strong Vietnam” are inside the flag, this is a very famous slogan since the

COVID-19 pandemic broke out in Vietnam.

- The diagonal stripes from the avatar are like the sun, never surrendering to difficulties. The cross-
shaped motif stands right behind the flag: as a tribute to the medical teams, the people on the front
lines, silently, not afraid of difficulties, behind the health and safety of millions of people. Vietnam

during this epidemic.

e Content of the post on Facebook: Poetry, with a link to quickly change the avatar frame with the
hashtags #FECON and #StaystrongVietnam.

e Post detail:
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“Viet Nam anh diing kién cuong

Thoi xwa bom dan chién truong gian nan

Khéng d@é nwde mat nha tan

Ciing nhau chung sirc, Bdc - Nam sum vay

Gio day giac Vit (Covid) bua vay

Viét Nam doan két danh bay “ké thi”

Link thay frame avatar: https:/www.facebook.com/profilepicframes/

#FECON #StaystrongVietnam”

5.3.4 Target Audience

Target Audience

e Age: About 20 - 40.
Demographic  Staff, engineers, workers, interns in FECON.

* Working at companies under FECON JSC.

* People who tend to be active on social networks. Often follow and respond to

Behaviour movements.

» Those who are extroverted, have a need to share and spread positive energy to the
people around them.

¢ Tone of voice: Serious, close, sincere, reliable and attractive.

L * Key Hook: strong focus on social networking sites, newspapers and some offline
Communication Approach communication channels (OOH).

* Articles calling for action, providing information, knowledge and experience.

Table 5.3.4: Target Audience of avatar frame installation

5.3.5 Media Selections

Facebook avatars of staffs,
engineers, workers

Fanpage FECON

Corporation Word Of Mount.

Group
NGUOI FECON

Internal group of
subsidiaries
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5.3.6 Timeline

The activity of FECON employees to frame Facebook avatars is expected to last for 3-4 weeks, or

until the 4th wave of COVID-19 epidemic in Vietnam subsides.

Type of work Work content HR

Receive brief from leader All
1 20/7-21/7 Brief
Discuss and present ideas All
Frame design Designer
2 22/7-25/7 Preparing
Prepare content for the post. Content
Design editing. Designer
3 251727117 Preparing
Edit post content Content
Approve design and content Leader
Post a call to change the avatar frame on
Fanpage management
Fanpage
4 28/7 Production Post to the NGUGI FECON group Content
Post to the group of member companies of
FECON Content
Change avatar Fanpage FECON Corporation Fanpage management
5 30/7 Production
Seeding in posts, changed avatars of company Al
members
Post a reminder in the NGUOI FECON group Content
L Post a reminder in the group of member
6 1/8 - 8/8 Publication companies of FECON. Content
Continue seeding and calling in many forms. All
Table 5.3.6: Timeline of avatar frame installation activity
5.3.7 Results
Categories Unit KPI Reality
People reaching activity on fanpage FECON Corporation Account 700-750 895-900
The number of people interacting with the post on .
fanpage FECON Corporation Interaction 50-60 80-85
Reach the post in the NGUOI FECON group Reach 400-450 575-580
Interact posts in the FECON PEOPLE group Interaction 30-40 30-35

Table 5.3.7: Result of avatar frame installation activity
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5.3.8 Risk

Reducing method Handling method
Increase calling posts on Work with other department
The number of participants is . 1nterpal groups, continue heads and project leaders in the
not high Medium seeding on Facebook, and company to call on employees
promote word of mouth by of different departments to do
personal appeal the same
Promote the sharing of articles, Contact senior officials,
The number of people interact- Low call the fanpage of member managers of departments,
ing on posts is low companies to help share the project leaders to call
post employees to participate.
The number of people reaching Calling people by seeding and ¥nc.rease link sharing of articles
. . Low in internal groups of the
is not high Facebook tag
company

Table 5.3.8: Risk of avatar frame installation activity

5.3.9 Evaluation

We held online chats with some employees and engineers of FECON about the Facebook avatar

frame hanging (Regarding the security and privacy required by the review participants, so interview details

and the information of those people will not be disclosed)

General comment

Criteria

What do you think about our
avatar frame design?

Some people commented on the eye-catching frame design and outstanding colors.
However, some people find the design not really unique.

Some people want the FECON logo to stand out even more.

Do you clearly understand the
message we want to convey in
this activity?

Most people clearly understand the message conveyed through this activity.

A small number of people (about 15%) reported that it was easy to misinterpret
another message

How do you feel about
organizing an activity to call
for company employees to hang
avatar frames like this?

Most people enjoy this kind of activity.

Few people answered that they do not like such activities, just to have a movement
with their colleagues.

Do you have any comments on
this activity?

Many people said that this is a very good activity because it helps people in FECON
easily recognize each other on social networks.

This activity helps some participants feel more responsible to the company and the
community.
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Criteria General comment

» Besides, a few people answered that this activity made them able to share and show
their pride in being an employee of FECON.

» However, there are some opinions that the frequency of activities like this is a bit
too much because not long ago the company had an activity to frame the FECON
birthday event avatar.

 In addition, there is an opinion that this activity is a bit too colorful and not really
necessary.

Do you have any suggestions
for such activities in the future?

* There should be more activities on social networks like this to have more
opportunities for bonding among FECON colleagues working in many projects in
different provinces.

+ It is necessary to strengthen the communication activities calling for more people to
participate.

» There should be personal tasks such as sending email calling or asking department
heads and department heads to call on employees to participate.

» Launching the movement should announce the plan in advance so that many people
do not miss the information and cannot join.

* The responses above are based on online conversations with FECON employees, not a survey.

** The number of interviewees is not all of those who have participated in the activity and there are also

some people who have not participated in the activities who were also selected to be interviewed.

Table 5.3.9: Summary feedback on avatar frame installation activity of some

company employees by Focus group method.

5.3.10 Media production

FECON Corperation

FECON
= 28 thang 7 luc 19:27 - @

Viét Nam anh dding kién cuding

Théi xua bom dan chién trudng gian nan

Khéng dé nudc mat nha tan

Ciing nhau chung stic, Bac - Nam sum vay

Gid day gidc Vit (Covid) bla vay
Viét Nam doan két danh bay “ké thu"

Link thay frame avatar: https://www.facebook.com/profilepicframes/?
selected_overlay_id=187489783423163

#FECON #StaystrongVietnam

Stay Strong Vietnam

©O@ Ban, Nguyén Anh Minh, M3 Phic Quynh va 26 ngudi khac

FECON Corporation d& cap nhat anh dai dién clia minh.
30 thang 7 lic 11:09 - @

FECON

FECON

[ —

©O Ban, M3 Phiic Quynh, Nguyén Tuyén va 45 ngudi khac

Figure 11: Facebook post of FECON avatar framing activity
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StaygSnong
*@:}/Eﬁwfv

@OB Ban, 3
(-]

Nguyén Tuyén

Pham Thuan

w

Figure 12: Some staffs, engineers and workers used frame avatar FECON

il viettel ¥ @9 2319 ® 70 wtl Viatte| P @8 236 @ 9%’ il vienel ¥ 2328 @ an
< Pham Tu Uyén Q < TaNinh Q < Pinh My Hanh Q

Pham Tu Uyén (uyuy) Td Ninh Dinh My Hanh (choco cat)
Chj vg Vigt Nam sdp anh hiing

& Thém ban be . .
& Banbé © Nhin tin © Nhin tin

© Nhin tin
% Lam viéc tai FECON Corporation # Freelancer
## Lam déu trim ho tal FECON Corporation o
) ” € Lam viéc tai SON HA GROUP # Tunnel Engineer tai FECON Corporation
€6 677 ngu theo ¢ i
e oouhled i # 3 lam viéc tai FLC Group 2 Hoc Engineering geology tai Ha Noi university
cex_em thAnn fin i thisn o2 Pham of Mining and Geology - HUMG
P ,.? = = /) = 12 Hoc Khoa Béo chi tai Hgc vién Béo chiva “ [,’9 =] =t @ =
A @ B8 B o =
I s =
il viettel ¥ 2324 @ exl il Viettel & nas @ 5% Wl viettel ¥ 23:24 @ 5%
: s 5
< Hoang Phuong Q < HaBui Q < HingHoang Q

Hoang Phuong Ha Bui Hang Hoang
© Nhin tin © Nhin tin @ Nhén tin

Ky su Quén If thi céng tai Cong ty CP ki €9 Lbm vigc tai Cng Ty €8 Phdn Fecon 9 Lam viéc tai FECON Corporation

thudt nén méng va cong trinh ngam Fecon

o . R 2 Hoc Tai Chinh Ngan Hang tai Phong Quén Iy 72 D hoc tai Truing Nguyén Sigu

0 D3 |am vigc tai D& MHX TU Liém - Dai hoc Sau Pai hoc - Truéng Pai hoc Thuong mai

M Dia chat 2011 % Séing tai Ha Noi

% séng tai Ha NGi 0 iy

- P,
P e N

~ - - -~

Figure 13: Facebook of FECON employees after using the avatar frame
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5.4 IMAGE STORY

5.4.1 Idea

The product tells about a working day of employees and engineers at FECON. Through the images,

people can better understand their work and daily life.

5.4.2 Human Resource

* Leader: 1 person

e Content: 2 people

* Designer: 1 person

* Photographer: 2 people

* Character selection:
- Quality Assurance Engineer at B&T Quang Binh project: 1 person
- FECON receptionist: 3 people

*  Producer: 1 person

5.4.3 Target Audience

Target Audience

e Age: About 20 - 40.
Demographic  Staff, engineers, workers, interns in FECON.

» Working at companies under FECON JSC

» Use social media regularly.

Behaviour ) )

 Interested in news and events in the company.

 Interested in stories about colleagues, companies, etc

» Tone of voice: Sincere, trustworthy, inspirational,...
Communication Approach * Focus on social networking sites, websites related to FECON group.

 Like practical content, share experiences.

Table 5.4.3: Target Audience of “IMAGE STORY”
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5.4.4 Stakeholders

Executive Board of
FECON JSC FECON receptionist
Communication T at Hanoi office

Department -

FECON Company
\ Investor of wind

_—— power project B&T
Stakeholders Quang Binh

\ Administration
Finance and Accounting / / \ Department —

B&T Quang Binh
wind power project

management department

Department - FECON FECON Comapany

Company Occupational Safety
Companies associated Department - FECON
with FECON at the Company
project

5.4.5 Content

5.4.5.1 A day of quality assurance engineer at B&T Quang Binh wind power project

e Format: A series of photos articles.

57

* Post content: Talk about a day’s work and life of a quality assurance engineer at the B&T Quang Binh

wind power project site.

¢ Post details:

“Nhdn vién kj sw chdt lwong:

[IMAGE STORY] MOT NGAY CUA KY SU CHAT LUONG TAI CONG TRUONG PIEN GIO TREN BO

Néu ban héi ngay nao la ngan nhat? Thi d6 cé thé la... ngay thir Bay, Chii Nhdt, Nedy nghi Ié hay...1
ngay cia Ky sw chat iwong (OC) trén cong trieong dién gié B&T Qudng Binh. Mo mdt la 6h30 sang,

chop mat la 11h dém. Trén tay hiém khi hiém khi roi dién thoai con dién thoai hiém khi ndo khong rung

lén nhitng thong bao, tin nhan, email va cuoc goi ...

Hay cing xem mét ngdy ciia Ky sw chdt lwong trén céng truong dién gio, ho sé lam nhitng gi, budc

chdn ciia ho tdt bdt trén nhitng dai cdt trdang ciia vimg dat ven bién Qudng Binh ra sao trong sé Image

story lan nay nhé!”
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5.4.5.2 A day of FECON receptionists

e Format: A series of photos articles.

e Post content: Talk about the daily work on the company of the front desk girls. Even the smallest jobs

are carefully taken care of by the front desk girls.
* Post details:

“[IMAGE STORY] KHAM PHA MOT NGAY LAM VIEC CUA NHUNG CO GAI LE T N FECON

Bi sém, triec mudn va cham chiit cho van phong la cong viéc thwong ngay ciia nhitng c6 gdi Ié tan
FECON. Ho la nguwoi dau tién ma chiing ta tiép xiic khi dén van phong. Khi can cdp do bao hé, dat vé
may bay, 58 vin phong, sira mdy photo, may in,... ciing déu do cdc ¢6 nang “tro thit hanh chinh” nay
diéu phoi. Va nhitng cong viéc nhé bé dy dang dwoc cdc cé gdi vira xinh vira dam nay nghiém tiic ho

tro cac anh chi em moi ngay.

#FECON #letan”

5.4.6 Media Selection

Fanpage FECON
Corporation

Owned

. . . media
NGUOI FECON” @ @  Website fecon.comvn

group

5.4.7 Timeline

A day of a quality engineer at the B&T Wind Power site

Type of work Work content HR

Receive brief from leader All

1 11/6 Brief Brainstorm and discuss All

Select production ideas All
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Type of work Work content
Choose main character of product Content
2 12/6-14/6 Preparing
Write a script Content
Contact selected character Producer
3 15/6-16/6 Preparing Create a photography plan Producer
Cpntact project manager, book hotel and bus Producer
ticket
4 18/6 Transfer Moving to Quang Binh Producer,
& & Photographer
. Meet the characters and test the construction Producer,
5 19/6 Preparing .
site Photographer
Take a picture of the character. Photographer
6 21/6-22/6 Production
Additional information about the project Producer
. Producer,
7 23/6 Transfer Come back to Ha Noi
Photographer
Design templates and edit photos Designer
8 24/6 - 26/6 Production
Create content for photos Content
Prepare content for the post Content
9 28/6 Approval Approve product Leader
Post to NGUOI FECON group Producer
10 29/6-2/7 Publication Released on Fanpage FECON Corporation Producer
Released on website fecon.com.vn Producer

Table 5.4.7.1: Production timeline of ‘4 day of a quality engineer at the B&T Wind Power site”

A day of FECON receptionists

Type of work Work content

e

Receive brief from leader All
1 17/7-19/7 Brief Brainstorm and discuss All
Select production ideas All
Contact selected character Producer
2 20/7 Preparing
Write a script Content
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Type of work Work content

Prepare the room Producer
3 21/7-22/7 Preparing

Create a photography plan Producer

Meet the characters and test rooms Producer

Take a picture of the character Photographer
4 23/7-24/7 Production

Additional information about the jobs Producer

Design templates and edit photos Designer
5 26/7-28/7 Production Create content for photos Content

Prepare content for the post Content
6 29/7 Approval Approve product Leader

Post to NGUOI FECON group Producer
7 30/7 Publication Released on Fanpage FECON Corporation Producer

Released on website fecon.com.vn Producer

Table 5.4.7.2: Production timeline of “A day of FECON receptionists”

5.4.8 Cost

Quantity § Unitprice (Unit: VND)" Amount (Unit: VND)

1 Cost of hotels in Quang Binh 4 days 350.000 1.400.000
2 Vehicles to the construction site | 6 times 50.000 300.000
3 Cost of meal 4 days 100.000 400.000
4 Ticket of passenger car 4 tickets 250.000 1.000.000
5 Logistics costs 300.000 300.000
Total: 3.400.000 VND

Table 5.4.8: Production cost of Image Story

5.4.9 Result

A day of a quality engineer at the B&T Wind Power site

Categories Unit KPI Reality

The number of people who reached the article on

fanpage FECON Corporation. Reach 4500-5000 5080

People who interact with posts on fanpage

FECON Corporation.

Interaction 200-250 379
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Categories Reality
Article views on the FECON website View 400-500 1169
The number of people who reached the post in the
NGUOI FECON group Reach 400-500 846
The number of people who interacted with the post in .
NGUGI FECON group Interaction 100-110 84

Table 5.4.9.1: Result of “A day of a quality engineer at the B&T Wind Power site”

A day of FECON receptionists

Categories Reality

The number of people who reached the article on
fanpage FECON Corporation Reach 1500-1550 1140

People who interact with posts on fanpage FECON

. Interaction 50-60 55-60
Corporation
Article views on the FECON website View 400-500 134
The number of people who reached the post in the
NGUGI FECON group Reach 400-500 783
The number of people who interacted with the post in Interaction 90-100 169

NGUOI FECON group

Table 5.4.9.2: Result of “A day of FECON receptionists”

5.4.10 Risk

Reducing method Handling method

Calling people, sharing articles,
Medium Use a variety of media links on the company’s fan-
page, group and website

The number of people reaching
the articles is low

The number of people interact- Medium Calling people to increase Increase sharing of articles on
ing with the articles is not high. interaction, share articles. the company’s social media
Affected by the epidemic, Contact the character in ad- Change the production schedule
there are no characters to take Medium vance to schedule an appoint- in line with the character’s

pictures. ment. work schedule at the company.
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Risk Level Reducing method Handling method
Equi ith full protecti .
quipped wi | fuitprotective Talk to the site manager about
. L gear when going to the . .
Accident on construction site . . . equipment, protective gear
. . High construction site. Plan where to . .
while working . . when on the job site, and safe
go and what protective gear is
places to work
needed
Bad weather conditions make . .
.. . . . Arrange to take photos of in- Change the production schedule
it impossible to take pictures Medium . .
door scenes first until the weather is right
outdoors
Make some back-up plans so Contact the manager in advance
Can’t find the main character Medium that changes can be made in to choose and arrange suitable
time characters
Equipment is not enough to . . Contact to rent the missin
quipt e Low Make a list of equipment to use . J
take pictures equipment

Table 5.4.10: Risks when producing Image Story

5.4.11 Evaluation

Based on the evaluation KPI results table, we have the following comment:

POSITIVE POINTS

* The number of people reaching,
interacting and liking to articles on
Fanpage FECON Corporation is higher
than the expected KPI.

» Views of the article “4 day of a quality
engineer at the B&T Wind Power site” on
FECON’s website were much higher than

expected.

« The views and reach in the “NGUOI
FECON” Group are interested and
interacted by a lot of people.

NEGATIVE POINTS

» However, the views of the article “A day of

FECON receptionists” on the company’s

website are quite low, much lower than the

KPL

* Internal communication is still weak,

not calling for the sharing of the whole

company, but only in some departments

working directly with the communication

department.

* The communication during the epidemic

period was greatly affected by other

information, so there were many

limitations, leading to a low number of

reach and views on the company’s website.
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5.4.12 Media Production

recon FECON Corporation (£)

* khoang mot thang trurdc

[IMAGE STORY] MOT NGAY CUAKY SU' CHAT LU'QNG TAI CONG
TRUONG DIEN GIO TREN BO

Néu ban hdi ngay nao 1a ngan nhat? Thi do co thé la... ngay thir Bay, Chi
nhat, Ngay nghi I€ hay...1 ngay clia Ky sur chat lugng (QC) trén céng
tredng dién gio B&T Quang Binh. M& mét 1a 6h30 sang, chép mat la 11h
dém. Trén tay hiém khi réi dién thoai con dién thoai thi hiém khi nao khéng
rung 1én nhikng théng bao, tin nhan, email va cuéc goi...

Hay cung xem mat ngay cla K§ su chat liong trén cong tridng dién gio,
ho sé& lam nhirng gi, budc chan cda ho tat bat trén nhirng dai cét trang cua
viing dat ven bién Quang Binh ra sao trong s Image story l&n nay nhél

MOT NG

Figure 15: Cover of “A day of a quality engineer at the B&T Wind Power site”
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Khoang 9h, tbi c6 mat tai d6 dé nghiém thu ciing anh em.

> tai_t:_'-u WTG30
ay khoang 15km.

m” mat may néu khong que

anh chang “cong tu bot

Figure 16: Some images of ‘A day of a quality engineer at the B&T Wind Power site”
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FECON Corporation (£

FECON 5 5 .
khoang 1 tuan tredc

[IMAGE STORY] KHAM PHA MOT NGAY LAM VIEC CUANHUING CO GAI
LE TAN FECON

Bi sém, trire mudn va cham chat cho van phong la céng viéc thudng ngay
clia nhitng cd géi 1€ tan FECON. Ho la nguéi dau tién ma chung ta tiép xuc
khi @én van phong. Khi can cap db bao ho, dat vé may bay, 5S van phong,
stra may photo, may in... cling @éu do cac ¢d nang "trg' thi hanh chinh" nay
diéu phéi. Va nhiing céng viéc nho bé dy dang dugc cac cd gai vira xinh
vira dam nay nghiém tuc hé tro cac anh chi em méi ngay.

#FECON #letan

L T TG 1 o
[ 1_\'@ 3

o

1 | nniaes a
| hu\'@

Pl wrach:
Pt plnc | Db B
Khérh kel

Phu tréele
mbdo cio

Figure 18: Cover of “A day of FECON receptionists”
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>V

LE TAN TANG 14 o
Ihay

Phu tréch:
Dzt vé | Lam bao cio
16 ro cée Phong ban khac

LE TAN TANG 17

: Phuy
Phu wréch 58 | Lambeo

Ta
khi minh la |

LE TAN TANG 15

huy

Phu wéch: y
pong phuc [ DO bao
whénh et

ho

Figure 19: Some images of “A day of FECON receptionists”
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5.5 FECON NEWS PRODUCTION

This is a regular job of the FECON Communication Department with the main task of providing
news and information about the company’s activities, achievements, latest changes in working, labor and
development situation. Ensure employees, engineers, workers, partners, customers, the press and all citizens

can fully understand the activities of FECON Company.

Products under “FECON News” will include many products and be conveyed through different forms.

5.5.1 News articles
5.5.1.1 Human Resource

* Leader: 1 person

* Analysis news and report: 1 person
* Press release: 1 person

* Media management: 1 person

* Translator: 1 person

5.5.1.2 Target Audience

Target Audience

e Age: About 24 - 50.

» The target audience is mainly men.
Demographic * Most of them are working at FECON companies. Some are partners, customers of

FECON.

» May be working in construction, geology, energy, real estate and similar occupations

» Use social media regularly.

» Habit of reading daily news on online newspapers, Facebook and similar media
Behaviour channels.

+ Pay attention to social news.

» Those who tend to actively update the news according to their own interests.

» Tone of voice: Serious, close, sincere, reliable, concise, simple.

s » Key Hook: strong focus on social networking sites and newspapers.

Communication Approach Y & & pap

* The articles provide information, experience, data and domestic development
situation, with the appearance of experts.

Table 5.5.1.2: Target Audience of News Articles
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5.5.1.3 Article 1: “How is the key traffic project in Hanoi constructed during the
epidemic season?”

5.5.1.3.a Content

* Format: articles, photos, press releases.

* Main content: Le Van Luong tunnel project - FECON Company as one of the main contractors, is
considered by the Hanoi People’s Committee as a key traffic project and licensed for construction

during the social distancing period.

5.5.1.3.b Stakeholders
« FECON JSC.

* Communication Department - FECON Company.

* Legal Department - FECON Company.

 Transportation Infrastructure Department - FECON Company.
* The management department of “Le Van Luong tunnel project”.
* Project manager “Le Van Luong Tunnel” of FECON Company.
* Some other departments in FECON Company.

* Some subsidiaries of FECON.

5.5.1.3.c Media Selections
OWNED MEDIA
« “NGUOI FECON” group
* Website: fecon.com.vn

e Cover letter

* Email for registered users.

EARNED MEDIA
e FEditorial:

- Tien Phong Online

- Lao Dong Online

- Dan Viet News

- Nguoi Dong Hanh News
- Vietnam Plus

- Doanh Nghiep & Tiep Thi Magazine
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- Bao Moi News

- Dan Toc & Phat Trien News
- Cong Ly News

- Nhan Dan Online

- Kinh Te & Do Thi News

e Word of mouth

Published Date Titles and Links

Dy n giao thong trong diém Ha Noi thi cong nhu thé nao
31/07/2021 trong mua dich?

1 Tien Phong Online 11:23

https:/tienphong.vn/du-an-giao-thong-trong-diem-ha-noi-
thi-cong-nhu-the-nao-trong-mua-dich-post1361077.tpo

Cong nhan doi ning gap rat thi cong him chui Lé Van

L Au Vinh Tuy 2
07/08/2021 wong, ciu Vinh Tuy

13:13

2 Lao Dong Online

https:/laodong.vn/photo/cong-nhan-doi-nang-gap-rut-thi-
cong-ham-chui-le-van-luong-cau-vinh-tuy-2-939351.1do

Hoi ha trén cong truong ham chui trong diém, trj gia gan
03/08/2021 700 ty ciia Ha Noi

3 Dan Viet News 09:21

https://danviet.vn/hoi-ha-tren-cong-truong-ham-
chui-trong-diem-tri-gia-gan-700-ty-cua-ha-
1n0i-20210731115225755.htm

6 cong trinh giao thong trong diém dugc thi cong khi Ha
Neuoi Dong Hanh 27/07/2021 Noi gidn cach xa hdi toan thanh pho
News 11:29

https:/ndh.vn/thoi-su/6-cong-trinh-giao-thong-trong-
diem-duoc-thi-cong-khi-ha-noi-gian-cach-xa-hoi-toan-
thanh-pho-1296175.html

Kién nghi cho thi cong 6 dy an trong diém giita gidn cach
26/07/2021 x3 hoi
19:19

5 Vietnam Plus

https:/www.vietnamplus.vn/kien-nghi-cho-thi-cong-6-du-
an-trong-diem-giua-gian-cach-xa-hoi/729373 .vnp

Vi sao Ha Noi gidn cach x4 hoi, 6 du 4n giao thong van thi

O 9
28/07/2021 cong:

6 Dan Viet News 14:02

https://danviet.vn/vi-sao-ha-noi-gian-cach-xa-hoi-6-du-an-
giao-thong-van-thi-cong-2021072811414206.htm

6 cong trinh dugc thi cong trong thoi gian gian cach ¢ Ha
NGi

Doanh Nghiep & 27/07/2021 ot

Tiep Thi Magazine 09:14

https:/doanhnghieptiepthi.vn/6-cong-trinh-duoc-thi-cong-
trong-thoi-gian-gian-cach-o0-ha-noi-16121072622341092.

htm
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No. Channel Published Date Titles and Links

Dy 4n giao thong trong diém Ha Noi thi cong nhu thé nao
31/07/2021 trong mua dich?
11:23

8 Bao Moi News
https://baomoi.com/du-an-giao-thong-trong-diem-ha-noi-
thi-cong-nhu-the-nao-trong-mua-dich/c/39713511.epi

6 cong trinh dugc thi cong trong thoi gian gidn cach xa
héi 6 Ha No

Dan Toc & Phat 27/07/2021
Trien News 10:44

https://congly.vn/6-cong-trinh-duoc-thi-cong-trong-thoi-
gian-gian-cach-0-ha-noi-192177.html

6 cong trinh dugc thi cong trong thoi gian gian cach xa
27/07/2021 hoi & Ha Noi
14:53

10 Cong Ly News
https://congly.vn/6-cong-trinh-duoc-thi-cong-trong-thoi-
gian-gian-cach-0-ha-noi-192177.html

Nb luc phong, chdng Covid-19 dé san xuat, thi cong an

04/08/2021 toan

11 Nhan Dan Online 04:37

https:/nhandan.vn/tin-tuc-xa-hoi/-no-luc-phong-chong-
covid-19-de-san-xuat-thi-cong-an-toan-658229/

Ha Noi: 6 cong trinh trong diém dugc thi cong trong thoi
. . gian gian cach

Kinh Te & Do Thi 27/07/2021
News 11:38

12

https:/kinhtedothi.vn/ha-noi-6-cong-trinh-trong-diem-
duoc-thi-cong-trong-thoi-gian-gian-cach-428775.html

Table 5.5.1.3: Newspaper channels list of Article 1 with titles and links

5.5.1.4 Article 2: “FECON reported profit in the 6 months of 2021 increased 39,8% over
the same period thanks to Wind Power projects”

5.5.1.4.a Content

* Format: articles, photos, press releases.

* Main content: Despite the double impact of the COVID-19 pandemic and the price of construction
materials, the financial position of FECON JSC is still growing compared to the same period last year

thanks to the positive contribution of Wind Power projects where the company acts as the general

5.5.1.4.b Stakeholders
» Board of Directors of FECON JSC.

* Communication Department - FECON Company.

 Finance and Accounting Department - FECON Company.

Industrial Construction Board - FECON Company.
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Investor of Wind Power projects.
* Management Board of wind power projects of FECON.
» Some other departments in FECON Company.

e Some subsidiaries of FECON.

5.5.1.3.c Media Selections
OWNED MEDIA

 Facebook:
- Fanpage: FECON Corporation.
- “NGUOI FECON” group.

» Website: fecon.com.vn

» Cover letter.

* Email for registered users.
EARNED MEDIA

« Editorial:
- CafeFvn
- Bao Xay Dung Online
- VIETSTOCK News
- Doanh Nghiep & Hoi Nhap Magazine
- Stockbiz.vn
- Doanh Nhan & Phap Luat News
- Vietnam Finance Magazine

* Word of mouth

No. Channel Published Date Titles and Links

Fecon (FCN) béo ldi 6 thang dau nim 2021 ting 39% nhd
02/08/2021 cac dy 4n dién gio

1 CafeF.vn 10:53

https://cafef.vn/fecon-fcn-bao-lai-6-thang-dau-nam-2021-
tang-39-nho-cac-du-an-dien-gi0-20210802103610096.chn

FECON béo 13i 6 thang dau nam 2021 ting 39% so véi
cung ky nho cac du an dién giod

Dan Toc & Phat 02/08/2021
Trien News 14:55

https:/baoxaydung.com.vn/fecon-bao-lai-6-thang-dau-
nam-2021-tang-389-so0-voi-cung-ky-nho-cac-du-an-dien-

gi0-311329.html
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Channel Published Date Titles and Links
FECON bao ldi 6 thiang dAu ndm 2021 gan 50 ty dong
02/08/2021
3 VIETSTOCK News 16:14
: https://vietstock.vn/2021/08/fecon-bao-lai-6-thang-dau-
nam-2021-gan-50-ty-dong-737-882210.htm
Lai rong 6 thang ddu ndm ctia FECON ting 72% so v6i
cung ky
4 Doanh Nghiep & Hoi 02/08/2021
Nhap Magazine 17:10 https://doanhnghiephoinhap.vn/lai-rong-6-thang-dau-nam-
cua-fecon-tang-72-so0-voi-cung-ky.html
. 03/08/2021 FCN: FECON cai thién lgi nhuan tir cac du an dién gi6
5 Stockbiz.vn 11:02
’ https://www.stockbiz.vn/News/2021/8/3/989878/fcn-fecon-
cai-thien-loi-nhuan-nho-cac-du-an-dien-gio.aspx
Ty < ~: A o fr o N
03/08/2021 Nho dién gi6, FECON tang 1ai gan 40% so véi cung ky
6 Doanh Nhan & Phap 15:02
Luat News ’ https://doanhnhan.vn/nho-dien-gio-fecon-tang-lai-gan-40-
so-voi-cung-ky-42134.html
FECON bao lai ban nién tang 39% so voi cung ky nho cac
Doanh Nhan & Phap 03/08/2021 dw dn dién gi6
7 Luat News 15:02
’ https://vietnamfinance.vn/fecon-bao-lai-ban-nien-
tang-39-so-voi-cung-ky-nho-cac-du-an-dien-
2i0-20180504224256692.htm

Table 5.5.1.4: Newspaper channels list of Article 2 with titles and links

5.5.1.5 Results
Categories KPI Reality

The total of views on website 100-130 160-170
Reach the post in the NGUOI FECON group 400-450 580-600
The number of post interactions on the Group NGUOI
FECON. 35-40 50-55
Visits articles in newspapers 700-800 950-1000
Interactions on articles 100-110 50-60

Table 5.5.1.5.1: Result of article No.l
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Categories KPI Reality
The total of views on website 100-130 380-400
Reach the post on Facebook 400-450 650-700
The number of post interactions on Facebook 40-50 55-60
Reach the post in the NGUOI FECON group 400-450 680-700
EEZ gl;;nber of post interactions on the Group NGUOI 35-40 75-30
Visits articles in newspapers 450-500 850-870
Interactions on articlesFECON 100-110 160-170

5.5.1.6 Risks

Table 5.5.1.5.2: Result of article No.2

Reducing method

Handling method

The number of newspapers

Send Press Releases to more

Choose familiar newspapers
or take advantage of personal

papers

newspaper topic

.. Medium newspapers to increase . .
reporting is not much. wspap relationships to work, solve
coverage
problems
Lo Promote the sharing of articles,
The number of people viewing .
. o call the fanpage of member Share to internal groups to
the article on the website is not Low .
much companies to help share the reach more people
post
Newspapers and fanpages Contact that newspaper. ..
paper: pag papet, Contact a lawyer or authorities
appear to give bad and untrue . fanpage, request to correct the . .
. . High . . . to clarify the matter if the mat-
information about what they information according to the .
. ter becomes more serious
have provided. truth
. . . Work directly with relevant
Data provided from incorrect . Review the data, send correc- . yw van
Medium ) . units and departments to direct-
sources tions to the parties
ly collect data more accurately
. . Directly contact relevant
Data and documents provided Research on materials to sup- Y Ve
. Low departments for additional
are missing plement . .
information
Press release sent to few news- Low Divide people to send to each Make a list of media channels

with clear contact information
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5.5.1.7 Timeline

July, 2021 August, 2021

Channel

TCBC

Newspaper

Group Facebook

‘Website

Cover letter

Emails

Preparing - Sent Published

Table 5.5.1.7.1: Timeline released of Article No.1

July, 2021 August, 2021

Channel

TCBC

Newspaper

Fanpage Facebook

Group Facebook

‘Website

Cover letter

Emails

Preparing - Sent Published

Table 5.5.1.7.2: Timeline released of Article No.2



Chapter V: Implementation s Production book 75

5.5.1.8 Media productions

FECON

Listen o the Earth, conquer the height

Dw an giao théng trong diém Ha Ndi thi céng nhw thé nao
trong mua dich?

Dy én xdy dung hdm chui Lé Van Luong la 1 trong 6 du én giao théng trong diém
dwoe UBND TP Ha Néi cdp phép cho thi céng trong dot gidn cach x& héi ldn nay.
Céng trinh dang duwoc khan trirong thi céng, céng nhan duge chia ba ca thi cong
ngay dém, céng tac ngén ngira dich COVID-19 dugec siét chét.

Dw an xay dwng hém chui Lé Van Lueong dugce khéi cong tir thang 10/2020, véi
tdng murc dau tur gan 700 ti déng, dy kién hoan thanh trong 18 thang.

Ham chui dwoc xay dung truc thdng hwéng dwdng L& Van Luong, di ngdm qua
nat giao Khuat Duy Tién — Té Hiu, ¢6 téng chiéu dai hAm va g& chan hai déu la
475m.

Ghi nhan clia phéng vién bao Tién Phong ngay 31/7, trén céng trinh thi cng ha&m
chui L& Van Lwong cac céng nhan dang khan treong thi céng va déu thye hién
dAy du viéc deo khau trang dé phéng tranh dich COVID-19.

Phan céng ngam trén duéng Lé Van Luong hudng vé phia dwéng Té Hiru da
duworce thi cdng xong va dang trong giai doan hoan thién mat dwéng.

Céng nhan clia nha thau van dang héi ha thi céng, day nhanh tién dé.

Céng truéng thi cdng hdm chui hién dang trién khai 3 mi thi cong, véi 38 can bd,
cong nhan hoat dong ngay dém.

Dy an xdy dwng ham chui L& Van Lwong hién dang thi céng phdn ham, twéng
chan, hé théng thoat nudc va cac hang muc can vwot tién d6 cho mua mua I
2021,

Trao ddi vai Tién Phong, dai dién nha thdu FECON thi cong dy an hdm chui Lé
Vén Luwong cho biét: "Dip 4n h&m chui Lé V&n Lrong 14 dy an trong diém giao
théng nham giam un tac giao thong tai nga tw Lé Van Lwong - Khuat Duy Tien
"diém néng" Un téc giao théng...

Dy an ¢6 nhiéu hang muc ha ngdm nam sau dudi long dét, thi cong rat phive tap,
nén chiing t6i tranh thil khi thoi tiét nang khé dé day nhanh tien do".

"Thi céng trong dac thi mia dich nén déi ngi céng nhan déu tuan thd cac quy dinh
phéng chéng dich COVID-19 deo khau trang, do than nhiét tredc khi di vac dy an.
Pac biét trong qua trinh thi cdng, céng nhan gilr khoang cach, nhirng hang muc
kho thi chia 2 nguei thanh 1 nhém thi céng”, anh Bang Tuén chi huy trwéng cong
trinh cta nha thau FECON cho biét.

Sau khi hdm chui L& Van Luong dugc hoan thanh, nat giao sé c6 téng cong 10 lan
xe theo huéng Lé Van Lwrong - Td Hiru va nguoc lai, thay vi 8 lan xe nhu hién
nay, gép phan gidi quyét xung dét giao théng tai nat giao L& Van Lwong — Khuat
Duy Tién — Té Hiu, tirng buréic hoan chinh hé théng ha tang giao théng Ha Noi.

A 15" floor, CEQ Tower, lot HHZ2-1 Pham Hung Str., T (+84) 24 6269 0481 F info@fecan.com.yn
Mam Tu Liem Dist, Hanoi, Vietnam F (+84) 24 6269 0484 www fecon com.vn

Figure 20: News Release by Vietnamese of Article No.1
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FECON

Listen to the Earth, conquer the height

How is the key traffic project of Hanoi constructed during the
epidemic period?

Le Van Luong tunnel construction project is one of 6 key traffic projects licensed by
the Hanoi People’s Committee for construction during this social distancing period.
The project is being urgently constructed, workers are divided inio three working
shifts day and night, COVID-19 prevention is tightened.

Le Van Luong tunnel construction project was started in October 2020, with a total
investment of nearly WVND 700 billion, expected to be completed in 18 months.

The tunnel was built with an axis connecting to Le Van Luong Street, going
underground through the intersection of Khuat Duy Tien — To Huu, with a total
length of tunnel and ledge at both ends of 475m.

According to the records of Tien Phong newspaper reporter, on July 31%, on the Le
Van Luong tunnel construction site, workers are urgently constructing and wearing
masks to prevent COVID-19 pandemic.

The underdrain section on Le Van Luong Street towards To Huu Street has been
completed and is in the process of finishing the road surface.

Conlractor’'s workers are still rushing construction, trying to speed up the progress.

The construction site of the tunnel is currently implementing 3 construction points,
with 38 staffs, workers working all day.

Le Van Luong tunnel construction project is currently building the tunnel, retaining
wall, drainage system and the items which need to be ahead of schedule for the
rainy season 2021.

Talking to Tien Phong, representative of FECONM contractor who is constructing Le
Van Luong tunnel project said: "Le Van Luong tunnel project is a key traffic project
that aims to reduce traffic stuck at Le Van Luong — Khuat Duy Tien intersection,
"hotspot" traffic jams...

The project have many items that located deep underground, construction is very
complicated so we take advantages of dry weather to speed up the press".

“Construction during the epidemic period so the workers comply with the regulations
on prevention of COVID-19 such as wearing mask, measuring body temperature
before entering the site. In particular, during the construction process, the workers
keep their distance, for difficult items, divide 2 people into one construction group”,
Mr. Dang Tuan — the site manager of FECON contractor said.

After Le Van Luong tunnel is completed, the intersection will have a total of 10
lanes in the direction of Le Van Luong — To Huu and vice versa, instead of the
current & lanes, contributing to solving traffic conflicts at Le Van Luong — Khuat Duy
Tien — To Huu intersection. gradually completing Hanoi transport infrastructure
system.

__"\ A 15" floor, CEO Tower, lot HH2-1 Pham Hung Str., T (+84) 24 6269 0481 F info@fecon com vn
Mam Tu Liem Dist , Hanoi, Vietnam F (+84) 24 6265 0484 www fecon comovn

Figure 21: News Release by English of Article No.1
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FECON

Listen o the Eath, conquer the height

FECON

Ustsntothe Eatth,congquer theeghc.

FECON bio I 6 thing diu nim 2021 ting 38,9% so véi ciing ky nhir
cde du an dién gié

Méc die chiu tdc dgng kép fir dai dich Covid-19 va gid vit liéu xdy dung, Cong ty CP FECON
(mi FCN — HoSE) céng bd bdo céo idi chinh hop nhdt 6 thang ddu ndm 2021 v6i doanh thu
thudn 1.341 17 dong, loi nhudn seu thué hon 50,3 17 dong (lan heot tang 12% va 38.9% so vii
ciing kp 2020)

Trong d6, quy 11/2021, lpi nhuin sau thué ciia FECON la 35 1y dong, ting 66% so véi cing
ky; bién loi nhudn gop 13 17,6% - tuy gidm nhe so véi 18% cila qu I nlumg cao hon véi cing
ky (13,9%). WV 14i san, tai ngdy 30/6/2021, téng tdi san cila FECON dat 7.840 ty ding, ting
15,6% so v6i diu ky. Dang chi §, céc khoin phai thu ngin han cia FECON ciing gidm ding
ké so v6i hoi du nam, tir 3.969 xubng cén 3.194 17 déng.

(dom vi tinh:  dong) Quy

Gthing 6 thing  +-

w2021 172 ¢ diu du (%)
nam nim
2021 2020
Doanh thu thuin 761 760 001 1341 L1812
Gid vén bin hang 626 654 4 1102 LIl 01
Loi nhun gbp 134 106 264 239 187 | 278
Bién Igi nhugn gép 17,6 13,9 17,8 57
Doanh thu hoat déng ti chinh 3 17 7% g 59 355
Loi nthufin sau thué hgp nhét 35 21 66 50 36 38,9
Loi nhuan sau thué cd déng 34 16 112 50 29 72,41
cong ty me

So voi cdc doanh nghiép cling nganh, nhitng chi 86 ndy duge dinh gia twong ddi tich eye
trong bul canh th truong xdy dung Viét Nam lién uép chiu nhidu tic dong xdu tir dai dich
toan ciu va gia thép ting cao, nguyén vit ligu khan hiém,

Theo lanh dao FECON, twong ty nhu quy I, két qua kinh doanh tich eye [a sy dong gop cua
cic dy din dién gi6 FECON dang trién khai frong vai trd tong thiu C.BoP (1ong thiu xiy dung
vi ha ting), dic bigt 13 cae dw dn o tién dg thi eong tét nbu: Cum trang trai dién gié B&T
Quing Binh (16ng gid trj tring thiu 1.180 1y dong), Dién gié Thii Floa (tong gid tr 276 ty
ddng). Dién gi6 Qude Vinh S6¢ Tring (tdng gid tri 440 ty dong). ..

“FECON tin fuémg c6 thé thye hién muyc tiéu kinh doanh niim 202‘1. M3t phén boi gin 10 dy
an dién gié md edng ty me va cic cong ty con dang gap it trién Khai, dua du én kip hoan
thanh va dong dién trude ngay 01/11/2021 d: huong gid ban dién wu dai cia Chinh phi. Mat
khac, trong thoi gian sap 61, FECON dy knen ky thém nhiéu go6i thiu khic v6i gid tri hop
dong 16n; cimg v6i do 13 ké hoach thodi vOn tir mdt so dy dn ddu tw...”, dai dién lanh dao
FECON cho biét thém.

A 15% floor, CFO Tawer, lot HH2-1 Pham Hung Str., T (+84) 2462690481 | F info@fecan comvn
Nam Tu Liem Dist., Hano, Vietnam F (+84)2462690484 | www fecon comn

Trong chién lugc phét trién, FECON huéng t6i tré thanh tdng thiu mang xdy dyng cong
nghiép vi xdy dyng ha tng, trén co sir phat huy ning lyo xuit sic vé nén méng va cong
trinh ngm,

Nim 2021, FECON dit myc tiéu ky moi hop dong véi gia tri khoang 5.000 ty dong.
Tinh dén théi diém ndy, gid tri k§ méi dat duoe khong 1.500 § déng Véi khi ning
cao trong vige tham gia 2 dy &n nhigt dign 16m vao cudi ndm nay va diu nam t6i. cing
edce di dn nﬁng luqng djén gid va cde dy dn ha Léng, FECON ty tin hoan thanh ké hoach
k¥ méi hop dong va ké hoach doanh thu 3.900 ty dong, loi nhudn sau thué 175 ty dong,
tao dd ting trudmg manh trong nim 2022,

A 15% floor, CEOTower, lot HH?-1 Pham Hung Str. T (+84) 2462690481 | T info@fecon comvn
Nam Tu Liem Dist., Hanoi, Vietnam F (+84)24 62650484 | www fecon comvn

FECON

Listento the Earth, conquer the eight

FECON

Lstonto the Earth, conquer he height

FECON reported profit in the first 6 months of 2021 increased 39,8%
over the same period thanks to Wind Power projects

Despite the dual impact of the COVID-19 pandemic and the price of construction maftertals,
FECON JSC (Stock symbol FCN — HoSE) { the  financial for
the first 6 months of 2021 with net revenue of VND 1.341 billion, the profit after-tax is more
than VND 50,3 billion (increased by 12% and 38,9% over the same period in 2020).

In which, in the second quarter of 2021, the profit after-tax of FECON was VND 35 billion,
up 66% over the same period; gross margin was 17,6% - a slight decrease from 18% in the
first quarter but higher than the same period (13,9%). In term of assets, on June 30, 2021,

FECON’s total assets reached VND 7.840 bllhun up 15.6% over the begmmug of the period.
Notably, FECON’s short-lerm i P to the
beginning of the year, from VND 3.969 bllhon lo \/ND 3.194 billion.

(unit: VND billion) Second Second +/-  First6 First6 +-
quarter/202  quarter/202 (%) months months (%)
1 []

of 2021  0f 2020

Net revenue 761 760 01 1341 1188 12
Cost of goods sold 626 654 41102 1101 01
Gross profit 134 106 264 29 187 278
Gross margin 176 139 7§ 157

Financial income 3 17 7% | 8 59 355
Consolidated profit

atter tax 35 21 6% 50 36 389
Parent company 34 16 12 s0 2 724

Compare to other companies in the same industry, these indicators are considered to be
relatively positive in the context that Vietnam's construction market has been continuously
affected by the global pandemic and rising steel prices, scarce raw materials.

According to FECON leaders, similar to the first quarter, positive business result is the
contribution of wind power project that FECON is implementing in the role of C.BoP general
contractor (general contractor for construction and infrastructure), especially projects with
good construction progress such as: B&T Quang Binh wind power farm cluster (total value of
the bidding is VND 1.180 billion), Thai Hoa wind power (total value of bidding is VND 276
billion), Quoc Vinh So¢ Trang wind power (total value of bidding is VND 440 billion)...

“FECON believes that we can realize the business target in 2021. Partly because of nearly 10
wind power projects that the parent company and subsidiaries are rushing to deploy, getting
the project completed and energized before November 14, 2021 to enjoy the Government’s
preferential electricity price. On the other hand, in the near future, FECON plans to sign
many other bidding packages with great contract value; along with divestment plan from
some investment project...”, FECON leadership representative added.

A 15" floor, CFO Tower, lot HHZ-1 Pham Hung Str., T (4+84) 7462690481 | F info@fecon comwn
Nam Tu Liem Dist, Hanei, Vietnam F (+84)2462690484 | www fecon <o

In the development strategy, FECON aims to become the general contractor for
industrial construction and infrastructure comstruction, on the basis of prometing
excellent capacity in foundation and underground works.

In 2021, FECON aims to sign new contracts with value of about VNI 5.000 billion. Up
to now, the new signing value has reached about VND 1.500 billion. With high
possibility of participating in 2 large thermal power projects later this year and carly
next year, along with wind power projects and infrasiructure projects, FECON is
confident to complete the new contract signing plan and revenue plan of VND 3.900
billion, profit after tax is VND 175 billion, creating strong growth momentum in 2022,

A 15*floor, CEQ Tower, lot HHZ-1 Pham Hung Str T (+84)24 62690481 | [ info@fecan com.vn
Nam Tu Liem Dist., Hanoi, Vietnam F (+84) 2462690484 | www fecon comvn
2

Figure 22: News Release of Article No.2
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A FECON Corporation .
= 2thang 8 lic 20:09 - &

FECON BAO LAl 6 THANG DAU NAM 2021

"FECON tin tudng co thé thuc hién muc tiéu kinh doanh nam 2021.
Mot phan bai gan 10 du an dién gio ma cdng ty me va cac cang ty
con dang gap rut trién khai, dua du &n kip hoan thanh va dong dién
trudc ngay 01/11/2021 d€ hudng gia ban dién uu dai cta Chinh ph.
Mat khac, trong thai gian sép tdi, FECON du kién ky thém nhigu gdi
thau khéac vai gia tri hap déng 1dn; cing vai da 13 k& hoach thodi vén
tif mot 58 du dn dau tu...”

#FECON #diengio

CAFEFVN
Fecon (FCN) bao lai 6 thang dau ndm 2021 tdng 39% nhd
cac du an dién gid

QO 56 1 lugt chia sé

Figure 23: Article No.2’s Post on fanpage FECON Corporation

Q, (+84)2462690481 @ info@feconcomvn W FCN 16:16:15 Thir 4,11/08/2021:12.5 (-1.2%) Khdi lugng - 2,948,500 f ¥ in O

FECON Trang chu Gidi thiéu Linh vuc hoat dong Du antiéu biéu Quan hé cé déng Don vithanh vién Media Tuyén dung E-Bidding E-Library Q) = H

Usten 10 the Earth concuer the et

Trang chu / Tintdc / Du @n giao thong trong diém Ha Nbi thi céng nhu thé nao trong mua dich?

D i thing o e M NN o st oy e

: OVID-19 deo kndu
rang, do thén nhiet tuidc ki i vao du an. B3 big inh thi cong, cong ahin it Khoang cach, eng muc ko
thl Chia 2 ngui thanh 1 G thi cong”, anh BAng Tudin Chi huy tidng cong trinh cia i th3u FECON eho biét

b ki chui Le van Luong

Sy i "6 nthe

1910 lan xetheo w i
nay, g6p phén gidi quyét xung ot giao thong tai nit giao L8 Van Luang — Khusit Duy Tiéh - T6 i, tiing burde hoan chinh hé
thing haténg giao thong Ha Noi

Theo Tién Phong

. siTRuce B shsay

Figure 23: Article No.2’s Post on fanpage FECON Corporation
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Qg D440 24 B2 0481 (@ imtolocon comum WRON TS TR A TVOETIIT - 12 5 |- 1% EhS ging | 588500 f

¥ in @
FECﬂH Tring chii Tadi thui Linh vige hoat ddng [T D b £ gy B v thilrd wihn g Turpin dung E-Enchdirgg E-Lierary CQ (%] ﬂ

e e

Tangen [ Tehie | FECON bae U Iing b rden 2007 tisg JELI, 58 vl clreg kiy i 2 o i 80 g

TINTUC
FECON bdo 13i 6 thang dau ndm 2021 ting 38,9% so vdi cling ky nhd&f cac du 4n dién gi6

Mgc di chiv téc ding kep tir dai dich Covid-12 va gia vat liéu x3y dung, Cdng ty CF FECON (ma FCIN — HoSE) cong bd béo cdo
tai chinh hop nhét & thang dau ndm 2021 vdi doanh thu thudn 1.347 ty ddng, lgi nhudn sau thué hon 50,3 1y ddng {1dn lugt ting
12% va 38,9% so vdi cing ky 2020).

Trong d6, quy 1/2021, Igi nhugn sau thug cia FECON 13 35 ty dong, tang 66% so vdi clng ky; bign Igi nhudn gdp 13 17.6% - tuy
gidm nhe so vdi 18% cla quy | nhung cao hon wai clng ki (13,9%). VE tai san, tai ngay 30/6/2021, tdng tai s4n cla FECOMN dat
7.840 vy dbng, ting 15,6% so vdi dau k. Bang chi ¥, cdc khodn phai thu ngan han cia FECON ciing gidm déang ké so vdi hbi dau
néim, tif 3.969 xudng con 3.194 ty déng.

(dom vj tinh: ty déng) Quy Quy +/- Gthing 6thing +-
/2021 172020 (%) diiu diu (%)

niam nim
2021 2020

Doanh thu thua 761 760

Gid von ban hang 626 654 4 1.102 1101 0,

Lgi nhudn gop 134 106 264 239 187 278
Bién lgi nhugn gop 17,6 13,9 178 | 157

Doanh thu hoat djng tai chinh 3 17 |7 8 | 39 [355

Lei nhuiin sau huéT nhit 3s 21 66 50 36 389

Lgi nhudn sau thué c6 dong 34 16 | 112 50 29 7241

cong ty me

Céc chi s6 dudc tdng hop tir Bao cdo téi chinh hap nhét 6 thang déu ndm 2021

So vdi céc doanh nghiép cling nganh, nhifng chi sé nay duge dénh gid tudng déi tich cue trong béi cénh th trudng xéy dung Viét
Mam lién tiép chiu nhiéu téc dng xau tir dai dich toan ciu va gid thép ting cao, nguyén vt liéu khan hiém.

Theo lanh dao FECOM, tudng tu nhu quy |, két qua kinh doanh tich cuc 1a sy dong gop cla céc du én dién gid FECON dang trién
khai trong vai trd ting thiu C.BoP (tdng thiu xdy dung va ha ting), dic biét 14 cic du 4n cd tién d thi céng 18t nhu: Cyum trang
trai dién gié B&T Quéng Binh (téng gid tri tring thiu 1180 ty déng), Dién gié Thai Hod (téng gid tri 276 ty déng), Dién gid Quéc
Vinh Séc Tréng (téng gid tri 440 ty déng)...

“FECON tin tudng co thé thuc hién muc tiéu kinh doanh ndm 2021. Mt phan bdi gan 10 du an dién gié ma cong ty me va cac
cdng ty con dang gdp rdt trién khai, dua duf dn kip hoan thanh va déng dién triide ngay 01/11/2021 dé hudng gia ban dign wu dai
cia Chinh phi. Mat khic, trong thii gian sap tdi, FECON dy kién ky thém nhidu géi thau khéc vdi gid tri hgp déng 1dn; clng vdi
d6 13 k& hoach thodi von tir mot so du n dau tu.", dai dién 13nh dao FECON cho biét thém.

Trong chién Iuge phét trién, FECOM hudng tdi trd thanh tong thdu mang xéy dung cdng nghiép va xiy dung ha tang, trén cd =d
phét huy ndng le xudt sdc vé nén mong va céng trinh ngdm.,

N&m 2021, FECON dit myc tidu ky mdi hgp dong vdi gia tri khoang 5.000 ty déng. Tinh dén thai diém nay, gid tr ky mdi dat
dugc khoang 1.500 ty dong. Vidi kha ndng cao trong viéc tham gia 2 du 4n nhiét dién lén vao cudindm nay va diu ndm todi, cing
cédc dy dn nding lugng dién gio va cac duf 4n ha ting, FECON 1y tin hoan thanh ké hoach ky mdi hgp dong va ké hoach doanh thu
3.900 ty déng, Igi nhudn sau thud 175 ty déng, tao di ting trudng manh trang nim 2022,

— 0 wso [

Figure 25: Article 2 on Website fecon.com.vn
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Xahéi Kinhté Diadc Sirckhoe Thégioi Gicitré Phapluat Thé thao Nguwoilinh Xe Vanhoéa Giaitri Giaoduc Khoahoc Hoahau Bandoc Téinghi =

| NHIP S8NG THU 6. | Dbiséng | Giaothgng DOt | Dluts | Maitusdng

D 4n giao théng trong diém Ha N&i thi céng nhw thé nao
trong mua dich?

Nguyén Trong Tai

Figure 26: Article 1 on Tien Phong Online
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C€aong nhan ddi nang gap rut thi céng ham
chui L& Van Luong, cau Vinh Tuy 2

100 7/0m/2021 1313 b i, iy v s e

Trong thi gian Hi NGl thy higa giin cich theo Chi th} 17 cla
UBND TP Ha N, oéng nihan tal cie dy dn g1ao théng trgng diém
trén dja ban Tha 86 van b6l b thi cang, vira déy nhanh tién 49,
vira siét th gt

1
H

i gt 20,906 Db Qg Trun (Lo |
i cen 28 pang.

L8 Vi Lusang it iao Kiadt Duy Tl - T3 Hiby) e A cong b thng 10,2030, ot g
Wb 3 s 700 i, cor idn s I g 18 thang. Ame. 4 gupdn

Figure 27: Article 1 on Lao Dong Online
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@ Chinh Tri Media TinTéc Thé€Gidi NhaNong DanViétTro Chuyén ThéThao Phapludt KinhTé GidoDuc Sirc Khde-Doi Song VanHoéa-GidiTri BanDoc Ha Noi Hom Nay E

HGH ha trén cong trurdng ham chul trong diém, tri gié
gin 700 tj ciia Ha Noi
B emomh | & mam - e

—
Qi g UBND TR 1A Nl cip phéthl cong rons At st chch xa bl i iy

-
.

e T o ‘Anh Dang Tuéin chi huy tnrdng cong trinh cila nha thiu FECON cho biét “Thi cong trong thai diém dich

c tai 03y chia s& “Tha &iém dich banh c6 viéc dé |
bi, moi nguéi trong cang truom bao qu

it
e oo A e PMn Covkd9nén 46ingD cing nhén ddu ludn thi cic quy Ginh phing ching dich hu deo khéu rang,Co thin
S - it trude khi G vio dy én. Nhing hang muc kh thi chia 2 ngudi thinh 1 nhém thi cdng’,

Figure 28: Article 1 on Dan Viet News

Thir ndm, 12/8/2021 | 04:37 GMT+7 « Giri bai vidt f

NGUTH DONG HANH VOI MOI QUYET DINH

chimgkhodn Doanhnghigp Taichinh Batdongsan Hanghda Vimé Quictd Tiéuding Cangnghé Lam gidu Multimedia

VMO | THOISU Trude tién, du &n xay dung cau Vinh Tuy giai doan 2 (quan Long Bién). Du @n dang thi
2 3 H = cong try, bé try, dic dam dé vuot I 2021. C4c nha thau dang chia nhigu mii thi cong,
6 cong trlnh glao thong trgng d6ng loat trién khai 6 goi thau. Trén cong trudng co khodng 500 can b, cdng nhan,
- a2 - ~ 3 - ~n
dlem dU'Q'C thl Cong khl Ha NO' Tiép dén, du n xay dung ham chui Lé Van Luong (trén dia ban cac quan Thanh Xuén va
giﬁn cach xa hoi toan thanh ph6 Nam Tir Liém). Dy n dang thi cong phan ham, tuong chén, hé thong thoat nudc va cac
hang muc can vugt tién dé mua mua 10 2021. Trén céng trudng hién cé 187 ngudi.
Sd Giao théng van tai Ha N§i vira edng bo danh muyc 6 du én giao thing
trong diém tiép tuc dugc thi cong trong khi tozn bg cong trinh xay phal tam 1z s i 4n xay dung dudng vanh dai 3 di thap qua ho Linh Dam (quén Hoang Mai).

dimg vi 4p dung bién phép gidn cach xa hdi theo Chi thi 16 cla Thi tuéng. 3 N ’, . ’ o R L i
Du an hién dang trién khai thi cdng khoan coc nhoi va lam try tam dé lao lap dam thép,

D én xdy dyng cau Vinh Tuy giai doan 2 1a 1 trong 6 céng trinh tiép tuc _
duge thi céng. dur ki€én hoan thanh vao dip 10/10. Hién trén céng trudng co 37 ngudi.

EIEX3 E[EE=E » Béncanh do, du an xay dung tuyén dudng bd trén cao doc dudng vanh dai 2 doan tir cau
Pho Giam ddc So Giao théng Ha N§i Tran Hiu Bao vira cho bit sd dbng y vé viéc 6 cong Vinh TUY dén Ngﬁ tu S0, két hO’D mo réng theo Quy hOaCh phan di béng dOan w anh Tuy

trinh Tink vure giao thang tip tuc trién khai trong thai gian thanh phd thuc hién gian cach  d€n Ngd tu Viong (trén dia ban quén Hai Ba Trung, Thanh Xuan, Dang Da) cling van dugc
¥ hl. thi céng. Dén nay, du an da hoan thanh hon 70%, khai Iirgng con lai 13 gan 20%. Cac nha

: ) thau dang trién khai nhigu miii thi cong ddng loat nham dap tng tién do du an. Hién trén
cbng trudng cé 534 ngudi.

Thir ba, 27/7/2021, 11:29 (GMT+7)

Bén canh d6 |a du &n dau tu xay dung cau Séng Lir (quan Déng Da). Dy 4n dang trién

Figure 29: Article 1 on Nguoi Dong Hanh News
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€0 QUAN TRUNG UONG CUA DANG CONG
TIENG NOI CUA BANG, NHA WOCVANHAN DAN \nerw

THE THAO

T DULICH THEGI

Nha &n cia céng ty duge bé tri tim vach, bdo dam khoang cach, ghi tén timg céng nhan tai

N lyc phong, chéng Covid-19 dé sdn xuat, thi cdng an toAN wng 1. Tren cac re dua don cong nhan dén nha may theo quy v mot cung dueng, hal

Kodem i Ihén i, khai béo y 16 0 voi cing nhén tai cong tnsing xéy dyng hém chui né giao L6 Vén
Lvomg - Kot Duy Tbo (140 NG,

Trang tha gian glén cich x hol, cic don vi, doanh nghiép cila TP Ha NGl vira bio
dém phong, chéng dich, vira tb chirc sdn xuit an todn, ddy nhanh tién dd nhimg dy 4n
trong didm.

Tuy ahién, Ac dam vi mong mubn thanh ph quan tam, 130 dibu kign hon vi huu thong hang
hoa, xét va tism vdcxin 4é yén tam sdn xudt

Chi) dgng ede phurong on san xudt

Wi 03y, Congty TNHH Thoi trang STAR tai Cum c6ng nghiép Pha Nghia, huyén Chuong
M7, TP Ha Noi 03 tién hanh phang 16a, tam dimg hoat ddng do o6 mat ca dutng tinh voi
SARS-CoV:2, khién 788 Géing nhan phal nghi viée, thirs hign cach ly 14 ngay. Tusoc o,
nhiéu doanh nghiép sdn xudt cling phal tam dimg hoat Gang do Ky nhiém Covid-19. Vi vy,
sid1 chgt cac: biEn phap ngan chan dich benh xam nhdp cong Xudng, nha may, bila vé sin
sudt an toan, 8bing thai, s4n sang cac phuong 4n cho €4 tinh hubng xéu dang 14 nhigm vy
hana a3u cla cc doanh nghiés ron GAG Khu, cum Gong nahign trén dia ban Ha Noi.

diém ¢én” cling danh s6 ghé theo danh sich. Néu truéng hep o6 ca FO, cong tac truy vét sé
nhanh chéng hon. Céng ty da chudn bi Al vit tur nhu khdu trang, dung dich sat khudn dd
dung trong mgt dén hal thang. Déng thei, b tri phang cach ly tam thei @8l vél nguéi ¢ bidu
hign 54, ho, kho thér trong qua irinh lam viéc.

Cong ty o phin Miza (Cym cong nghiép Nguyén Kné, huyén B6ng Anh) 4A x4y dung
phuang an sén xudt an toan "ba tal chi” cho 80 ngudi lao Adng. Nai nghi ngai cho cong
nhan, Ahan vién 0ugt b 1ri tal khu van phong vai day a 4G trang, Ihiét bi phic wy sinh
hoat. C6ng ty TNHH B.Braun Vigt Mam (Cym céng nghiép Thanh Oal, huyén Thanh Oal)
<iing chudn bj s&n sang phuang an “ba tai chd" d& duy iri san xuét. Giam déc Tai chinh Cong
1y TNHH B Braun Vigt Nam Nguy&n Vigt Hing cho biét, e hon 1.500 cding nhan, cang ty 63
3 xuiit phuong an “ba tal chd” va bao cao UBND huyén Thanh Oal, cic co quan chirc ning
phé duyét

Tuy nhién, 6o gap nhidu knd khan vé don hang, van chuyén, Ging nhu khong dap img duge
Ay @i yéu cAu vé phong, chéng dich Covid-18, khdng it doanh nghiép rén dia ban Ha NI
43 phai tam ngimg hoat déng hodc cha s lurgng kin céng nhan nghi viéc tam thi, Céng ty
TNHH Gashi Thang Long hién a3 cho hau hét caG cding nhan nghi Iam, nhan 75% luong he
1 do khdng b viéc. Trén dja ban huyén Phi Xuyén cang chi con mét sb don vi san xuit cac
mét hang thiét yéu, hodc s4n xuat cac mét hang cong tac phong dich o6 phurong 4n, cam két
thye hign nghiém cang tac phong, chéng dich [4 con hoat agng...

Theo S& Cong thuong Ha NI, tinh aén cudl thang 7/2021, 4 cb 140 doanh nghiép xay
dyng phuong an "ba tai ch” va “mdt cung dueng, hai didm dén”. Ngoal ra, khoing 580 cor
s& san xudl 03 thyc hién khai bao phang, ching dich Covid-19 trén hé théng khai bao true
tuyén do S& Cong thuong cung cAp. Tuy nhién, Linh dao S& Cong thuong Ha NI ciing luu y
‘céc doanh nghigp cin than trong khi tién hanh phuong 4n sdn xudt “ba tal chd” dé cac nha
may, cor sé sdn xudt khéng trés thanh & dich 16n khi trién khai cach [am nay.

“Chm trgi” @4 thi céng

Cac cong trinh giao théng trong didm cia thanh phd Ha NgI cling tang cuding cAc bién phap
phong, chéng dich, déng thel day nhanh tién dé thi cong. Pho Giam déc S& Giao théng van
1 Ha N&i Trin Hiru Bdo cho biét, 4é bao ddm an toan phong dich, S& chi cho pheép sau
«cdng trinh glao théng tiép tuc trién khal trong thei gian thirc hign gian cach xa hol trén dia ban
i bk VA 18 er 4 b Uik Thur
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Tal cong truéng dy an dudng Vanh dai 2 tr cau Vinh Tuy dén Nga Tu Vong, du théi tiét kha
néng, nhung cac céng nhan déu nghiém tic deo khiu trang khi lam viéc. Dai dién nha thiu
Trung Nam E&C cho biét, dy &n I3p 12 mai thi céng chia lam hai ca, tét cd déu dugc bé tri
khép kin, chi co mat r;éng vao. Khi dén céng truéng lam vigc, toan bo cong nhan déu phal do
than nhigt, riva tay sat khudn, quét ma QR Code va khai bao théng tin trén s8 nhét ky céng
truong. Nhimg nguéi cé nhiét dé cao bat thuédmng sé dugc dua vao phong cach ly tam théi
dé theo dfi. Ngoal ra, cac don vi chire nang cing tién hanh xét nghiém ngdu nhién cho cong
nhén bang test nhanh Covid-19 va xét nghiém cudn chiéu cho toan bé céng nhan

Phé Giam déc Tu van quan I dy an Vanh dal 2 Dao Bang Hiép cho biét, toan dy an d hoan
thién duoc B0% san lugng cang viéc. DS vai phan trén cao, cac don v thi céng dang tap
trung hoan thign hai phan con lai tir ciu Vinh Tuy dén cho Mo va tir che Mo dén Nga Tu
Vong. Dy kién dén quy | nam 2023 sé thng xe toan bg du an dé phyc vy viéc di lai clia
ngui dan trén tuyén giao théng huyét mach nay.

Tai dy an ham chui Lé Van Luong, cac nha thau cing tang cuéng cac bién phap phong,
chéng dich. Ong Bang Anh Tudn, dal dién Ban dibu hanh dv an clia Fecon, don vi chia thanh
ba ca thi céng g& bao dam gidn cach. T4t ¢ cong nhan déu thué nha tro tap trung va quan
trigt chi duee di tir nha dén cong treeng Iam viec, khéng liép xuc vel nguel ben ngoai, thyc
hign khai bac ddy du, c6 sb theo dai y t& thudng xuyén.

Tuong tw nhu vdy, cdng trinh cau Vinh Tuy giai doan 2 cling dang dugc ﬂéy nhanh tién 4§
véi ba ca thi cdng lién tyc. Hon 500 cong nhan thuc hién “cdm tral’, duoc bb tri 4n & tap
trung, tuyét aéi khéng dugc ra ngoai, riéng cap dudng va thi kho do phai tiép xic véi bén
ngoai khi di mua thyc pham, nguyén vat liéu, thi cé nhét ky theo ddi timg ngay. “Chang 16i bé
tri cho céng nhan cac kip &n ubng, sinh hoat léch ca nhau, déng théi chia nhé cac mii thi
cong dé bdo dam tién dg dé ra”, dai dién nha thiu lién danh Vinacenex - Trung Chinh cho
biét.

V& I4u dai, clng véi viéc chil dgng cac bién phap phong, chong dich, cac doanh nghigp cling
kién nghi thanh phé wu tién tiém véc-xin phang Covid-19 cho luc lugng cong nhan, b&i bén
canh khau trang, khir khudn, gian cach... trong san xudt, thi day 1a gidl phap quan trong bao

Figure 30: Article 1 on Nhan Dan Online
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CO QUAN NGOMN LUAN CUA UBND TP HA NOI @
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§p GIAO THONG HA NOI
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BATDONG SAN PHAP LUAT XA HOI VANHOA QUOCTE CONGNGHE DU LICH

Tim kiém

6 CHUNG TAY Vi ATTP e TIEUDUNG.VN

m INFOGRAPHIC & GIAO LUU TRUC TUYEN

VIDEO CLIP

Ha N&i: 6 céng trinh trong diém dugc thi céng trong Dy an xay dung ham chui Lé Van Luong (trén dia ban cac quan
Thanh Xuén va Nam Tir Liém): Hién dang thi cfing phan ham, tuéng

thai gian gian cach

LINH DUONG/GIAOTHONGHANOI  27.07- 1138

chan, hé théng thoat
g

nuéc va cac hang muc can vuot tién do maa

mua |0 2021. Trén céng trrdng hién cé 187 ngurdi.

Kinhtedothi - Sau khi xem xét dé xuat cia Ban Quan ly du an dau tu xay dung cong trinh giao

thong va Ban Quan ly dy an dau tur xay dung cong trinh dan dung va céng nghigp TP Ha N
GTVT da chap thuan cho phép 6 cong trinh linh vuc giao théng tiép tuc trien khai trong th

gian thue hién gi&n cach xa hai trén dia ban TP.

trong thdi gian thuc hién gidn cach xa hoi bao gbm:

Dy 4n xay dung cau Vinh Tuy giai doan 2 (quan Long Bién): Hié
dang thi céng tru, bé tru, dic dam dé vuot It 2021. Cac nha thé

Duv &n xay dung dudng Vanh dai 3 di thap qua hd Linh Dam (quan

Hoang Mai): Hién dang trién khai thi céng khoan coc nhéi va lam tru
Theo d6, 6 cong frinh giao thong trong diém duroc fiép tuc trién khe tam dé lao lap dam thép. dw kién hoan thanh vao dip10-10-2021. Hién

trén céng trrorng co 37 ngudni.

Dw an xay dung tuyén duong bo trén cao doc dwong Vanh dai 2 doan

dang chia nhidu miii thi cong, ddng loat trién khai 6 géi thau. Trér tlr cau Vinh Tuy dén Nga tu S&, két hop mé rong theo quy hoach
phén di bang doan ti¥ Vinh Tuy dén Nga tv Vong (trén dia ban céc

cong trrong cé khoang 500 can bd, cong nhan.

Figure 31:

quan: Hai Ba Trung, Thanh Xuan, Béng Da). Dén nay, du an da hoan
thanh 70,3%, khdi luong con lai 1a 29,7%. Cac nha thau dang frién
khai nhiéu mii thi cdng ddng loat nhadm dap (rng tién d6 du an. Hién
trén cong trrdng €6 534 nguedii.

Article 1 on Kinh Te & Do Thi News

Implementation



Chapter V: Implementation s Production book

cA.__E'__ Chonm3CK | ChonmiCK | Chonm3CK ChonmiCK | ChonmiCK . Chonm3CK | ChonmiCK
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TIN MOI! Boc nhanh >>
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THOISU' CHUNG KHOAN BAT DONG SAN DOANH NGHIEP NGANHANG TAICHINHQUOCTE WVIMO SONG THITRUUNG ses Dirliéu Top 200

F:go"l_(FgN; b?;éléi fgétha'ﬂg dau ndm 2021 tang 39% Nam 2021, FCN dat muc tiéu kj méi hop dong v6i gid tri khoang 5.000 ti déng. Tinh dén
nho cac du an n P .
acdwandiengle : thori didm nay, gié tri ky méi dat dwoc khoang 1.500 ty ddng. Véi kha nang cao trong vide
020821 1053 M | Thitruimg ching bhosn (b mhowan-2ey ) (B3| GESEN ICNEER ) h o X K o L = L. i i =

tham gia 2 dw an nhiét dién 16n vao cudi nam nay va dau nam té1, cing cée dur an nang luong
dién gi6 va cac dw an ha ting, FCN du kién s& hoan thanh ké hoach k" mdi hop dong va ké
hoach doanh thu 3.900 t¥ déng, loi nhun sau thué 175 ty dong, tao da tang trudng manh
trong nam 2022.

Trong chién lwge phat trién, FCN hwdng té1 tré thanh tong thau mang xdy dung céng nghiép
va xdy dung ha tang, trén co s& phat huy nang lye xudt sac vé nén méng va cong trinh ngam.

] . Ll LI (o vj tink: ty dong) Quy Quy +- 6thing Gthing & +/-
Nam 2021, FCN dit myc tiéu ky méi hop déng voi gia trj khoang 5.000 ty déng. Tinh m'n1 I1f2020 (./O) dill a-il.l (%)

dén thoi diém nay, gia tri kj méi dat duge khoang 1.500 ty déng. Véi khi ning cao nim
trong vige tham gia 2 du an nhigt dign Iom vao cudl nam nay va dau nam téi, cing
cac dw an nana lwona dién aic.

Figure 32: Article 2 on CafeF.vn

VletNam

FINANCE

M TEupiEM TAICHINH NGANHANG THITRUONG 9OTHI TAICHINHQUOCTE MS8A CONGNGHE NHANVAT XE TAICHINHTIEUDUNG  DIEN DAN VNF

I TAI CHINH Trong dd, quy 112021, Igi nhudin sau thué cla FECOM I 35 ty dong, tdng 66% so vdi
cung ky: bién Igi nhuén gép Ia 17.6% - tuy gidm nhe so véi 18% cla quy | nhung cao
hon vdi cling ky (13,9%)

FECON buo Ic" bun nien tqng 39% So le Wé tii sdin, toi ngay 30/6/2021, téng thi sén cha FECON dat 7.840 ty déng, ting 156%
cung kS[ nh(‘j Cdc du dn dién gié so véi ddu ky. Bdng chi ¥, cac khodn phdi thu ngdn han oia FECON ciing giam dang ké

so vdi hdi ddu ndm, tir 3.969 xudng con 3.194 ty déng.

Lé Nguyén - 1 S0 vdi cac doanh nghiép cung nganh, nhiing chi 6 nay dudc danh gid tudng doi tich cuc
trong béi cdnh thi trudng xdy dung Viét Nam lién tiép chiu nhiéu tdc déng xdu tir doi

(VNF} - Mdic du chiju tdc déng kép tir dai dich Covid-19 vé gid vét liéu xdy  dich toan cdu v gid thép tang cae, nguyén vt liéu khan hiém.

dung, song két qua kinh doanh hdp nhat 6 thang ddu nam cia Céng ty

Cé phén FECON (HoSE: FCN) khd @n tudng véi doanh thu thudn dat : P e [0 e (A 22
1.341 ty déng, Igi nhudn sau thué hdn 50,3 ty dong (Ian lugt ting 12% v nim nim
30 ot : 2021 2020
S B MR ey R 200 Doanh thu thua 761 760 01 1341 | 1188 12
Gid von bén hing 626 654 4 1.102 1101 0,
~—— - Lyi nhun gdp 14 106 264 239 187 | 278
B ) Bién lgi nhugnggp 176 13,9 17.8 157
Doanh thu hoat djng tai chinh 3 1,7 76 8 59 35,5

Lyi nhudn sau thué hgp nhit 35 21 66 50 36 38,9
Lgi nhuin sau thué ¢b dong 34 16 112 50 29 | 724

Theo ldnh dao FECON, tudng tu nhu quy |, két qud kinh doanh tich cuc 1a nhé su déng

\ f\ f‘ni-

Figure 33: Article 2 on Vietnam Finance Magazine
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# vide | SybidnbGishlejs | Thilg  Owphosch.Miinwic Dildingeis | Vil Wheshoc. Clngaghi Wishii KihE Phiplsil Baedoc Thigs Viabds Gl Delick Sicbbde
| Trang chu / Kinh té /| Doanh nghiép » Ngidn hiang + Doanh nghiép
FECON bao lidi 6 thang dau nam 2021 tang 38,9% so
vdi cung ky nho cac dy an dién gio

@ 14:55 | 02/08/2021 B 000/216 - € i

(Xay dyng) - Méc dii chju tac déng kép tir dai dich Covid-19 va gia vat liéu xdy dyng, Céng ty Co
phan FECON (ma FCN - HoSE) cong b6 bao cdo tai chinh hop nhat 6 thang dau ndm 2021 vdi
doanh thu thuan 1.341 ty dong, loi nhudn sau thué hon 50,3 ty dong (lan luot ting 12% va 38,9%
s0 vai cing ky 2020).

fden vi tinh: &y déng) Quy Quy +/- Gthing 6 thang +/-
/2021 IV2020 (%) dau dau (%)
nam nam
2021 2020
i i T60 0.1
Gia von ban hang 626 654 4 1.102 1.101 0,1
Lon nhuan gop 134 106 26,4 239 187 278
Bién lgi nhwidn gop 176 139 178 157
Deoanh thu hoat ddng tai chinh 3 1,7 76 8 59 35,5
L nhudn san thué hop nhat 35 21 66 50 36 380
Lo nhuin sau thué co dong 34 16 112 50 29 72.41
cong ty me

Trong dé, quy 1172021, lgi nhuédn sau thué clda FECON la 35 ty dong, tang 66% so vai cling ky; bién lgi
nhuén gdp la 17,6% - tuy gidm nhe so vdi 18% cua quy | nhung cao hon véi cung ky (13,9%). Vé tai
san, tai ngay 30/6/2021, tdng tai sdn clia FECON dat 7.840 ty dong, tdng 15,6% so vdi dau ky. Dang
chu y, céc khodn phdi thu ngdn han cla FECON cling gidm déng ké so véi hdi dau nam, tr 3.969
xudng con 3.194 ty dong.

S0 vdi cac doanh nghiép clng nganh, nhimg chi s6 nay duge danh gia tuong déi tich cure trong bdi
canh thi tréng xdy dung Viét Nam lién tiép chiju nhiéu tdc déng xau tir dai dich todn cau va gid thép
tang cao, nguyén vat liéu khan hiém.

Theo lanh dao FECON, tuong tur nhu quy |, két qua kinh doanh tich cuc la sy déng gop cua cac du
an dién gié FECON dang trién khai trong vai trd t8ng thau C.BoP (18ng thau xdy dung va ha tang),
dac biét 1a cdc du an cd tién do thi cong tét nhu: Cum trang trai dién gié BAT Quang Binh (tong gid
tri triing thau 1.180 ty déng), Dién gid Thai Hoa (16ng gia tri 276 ty dong), Dién gid Qudc Vinh Séc
Trang (t8ng gia tri 440 ty dong)...

Figure 34: Article 2 on Bao Xay Dung Online

Chapter V: Implementation
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FECON bao lai 6 thang dau nam 2021 gan 50 ty
dong

Q2082021 1614 W0 il Thich 3

CTCP FECON (HOSE: FCN) cong bo bao cao tai chinh hop nhat 6 thang dau nam
2021 v&i doanh thu thuan 1,341 ty dong va 13 réng gan 50 ty dong, lan lwot tang
12% va 72% so vo&i cung ky 2020.

Trong d6, quy 2/2021, 1&i rong cla FECON la 34 t déng, gép d6i so véi cung ky;, bién loi
nhuén gdp 1a 17 6%, tuy giam nhe so vdi 18% cla quy 1 nhung cao hon so vdi mirc
13.9% cla cung ky. V& tai san, tai ngay 30/06/2021, tng tai san cia FECON dat 7,840 ty
dong, tang 15.6% so vé&i dau ky. Bang chi y, cac khoan phai thu ngan han ciia FECON
ciing gidm dédng ké so véri hdi dau ndm, tir 3,969 xudng con 3,194 ty dong

Két qua kinh doanh quy 22021 cia FECON

6 thing 6 thing
. . : Quy Quy +i- din diu
(Dom vi tink: 1y dong) /2021 ID2020 (%)  nam —
2021 2020
Doanh thu thuan 761 760 0.1 1.341 1.188 12
Gis vén bén hing 626 654 4 1102 1101 01
Loi nhudn gép 134 106 264 239 187 | 278
Bién lgi nhudn gép | 17,6 13,9 17.8 15,7
Dcanh i bont Biue i s bk 3 17 | 76 8 59 | 355
Loi nhudn sau thué hop nhét 35 11 66 50 36 | 389
Lon phugn zau thoe c0 dong 34 16 | 112 50 9 7241
céng ty me

Theo lanh dao FECON, twrong tw nhur quy 1, két qua kinh doanh tich cuc 1a s dong gop
clia cac du an dién gid ma Cong ty dang trién khai trong vai trd téng thdu C BoP (tdng
thau xay dung va ha tang), d4c biét 1a cac dw 4n 6 tién dd thi cong tt nhur: Cum frang
trai dién gié B&T Quéang Binh (téng gia tr trang thau 1,180 ty dbng), Dién gié Thai Hoa
(tdng gia tri 276 ty ddng), Dién gié Qudc Vinh Séc Trang (tong gia tri 440 ty dong), ...

Figure 35: Article 2 on VIETSTOCK News
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Nh& dién gié, FECON tang lai gan 40% so véi cung ky

Duong Huy 15:02 03/08/2021

(1 hicn0 ] crin s

FECON c6 két qua kinh doanh tich cuc trong bai canh dich bénh va gia nguyén
vat ligu tang cao.

Céng ty Co phan Fecon (Fecon, ma& CK: FCN) vira cong b Béo cdo Tai chinh
hop nhat 6 thang dau nam vai doanh thu thuan 1.341 ty déng, lgi nhuan sau
thué hon 50,3 ty dong (lan luot tang 12% va 38,9% so véi cung ky 2020).

Riéng quy 11/2021, lgi nhudn sau thué cua FCN la 35 ty dong, tang 66% so vdi
cung ky. Bién lgi nhuan gdp giam nhe so v&i quy trudc nhung van cao hon clng
ky, dat mire 17,6%.

Cac chi s0 cua Fecon tich cure trong boi canh cac doanh nghiép nganh xay dung
gap nhiéu khé khan bai dich bénh, gia thép va cac nguyén liéu tang cao. Tuong
tu nhu quy dau nam, két qua kinh doanh tich cyc 13 sir déng gép cua céc dy én
dién gid Fecon dang trién khai trong vai trd téng thau C.BoP (tdng thau xay
dung va ha tang). Cac du an co thé ké dén nhu cum trang trai dién gio B&T
Quang Binh, Dién gié Thai Hoa, Dién gid Qudc Vinh Séc Trang...

Tai cudc hop Dai hdi déng cd déng cudi thang 6, dng Nguyén Van Thanh - téng
giam doc Fecon khang dinh, vai khd nang chét dugc 2 du &n nhiét dién 16n, clng
céc dur 4n nang lugng dién gié (khoang 3.000 ty déng), cdc du 4n ha tang, dan
dung, Fecon tu tin hoan thanh k& hoach doanh thu 3.900 ty déng nam 2021,

Nam 2021, 1anh dac Fecon udc tinh lgi nhuén tir mang xdy dung khoang 140 -
150 ty dong. Ngoai ra, cong ty sé thuc hién thoai von, thu lgi nhuan tir cac du an
dau tu nhu dién mat trdi Vinh Hao 6 (ky vong mang vé hon 30 ty dong loi

Figure 36: Article 2 on Doanh Nhan & Phap Luat News
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5.5.2 FECON NEWS
5.5.2.1 Idea

This is the monthly communication activity of the communication department. The news on the
company’s activities, revenue, progress of ongoing projects, events related to FECON. For all employees in

the company to know all the current situations of FECON.

5.5.2.2 Human Resource
* Leader: 1 person
* Content: 2 people
*  Media:
- Editor: 1 person

- Photographer: 1 person

- Record producer: 2 people
- Camera: 2 people
e MC: 2 people

* Media management: 1 person

5.5.2.3 Content

* Format: Video.

e Content: Summary of the information of the construction progress of the projects, the signing con-
tracts with investors, the profit and value of new contracts signed by FECON.

* Post detail:
“Trong thang 6/2021, FECON da t6 chirc thanh cong Pai héi dong C6 dong thirong nién véi nhiéu
néi dung quan trong dwoc thong qua tride cdc cé dong. Bén canh dé, FECON tiép tuc ky méi cdc
hop dong xdy dwng véi tw cach la Tong thau. Cdc dw én hién tai ciing dang dwoc FECON tich cuc
ddy nhanh tién dé thi cong vé dich nhw DA Nhiét dién Viing Ang II, Ham chui Lé Vin Licong, Dy én
dién gié Quoc Vinh - Séc Trang,... Moi quy vi va cde ban ciing dén xem Ban tin FECON NEWS thdng
6/2021!”
“Trong boi canh dich bénh va gia vat lieu xay dung tang cao, FECON van ghi nhan loi nhudn tang
38,9% so Vi cing ky, bén canh do, viéc tring thém géi thau méi ciing dd gilip ndng tong gid tri hop
dong ky méi ciia FECON trong thang 6,7 1én 1.138 ty dong... Moi quy vi va cdc ban ciing don xem bdn
tin FCN NEWS thang 7/2021!”
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5.5.2.4 Target Audience

FECON NEWS

e Age: About 30-45.
« Staff, workers, engineers at FECON.
Demographic « FECON?’s partners in construction, real estate,...

» Working at FECON corporation nationwide

» Use social media regularly.
Behaviour * Interested in the news, events, revenue of the company.

» Likes to read newspapers, watch social news, use reputable information sites.

¢ Tone of voice: Sincere, reliable, serious,...

» Focus on social networking sites, websites, and newspapers related to FECON

Communication Approach Group.

» Enjoy watching content that is economical, accurate, reliable, etc.

Table 5.5.2.4: Target Audience FECON NEWS.

5. Stakeholders

Executive Board of
FECON JSC.

Partner companies
Department — P

FECON JSC.
\

Communication [

associated with

/‘ FECON in projects.

Investor of construction Stakeholders
—
projects. T~ Some newspapers
/ related to FECON.
Staffs and engineers X
are working at FECON
group. Employees of communication

department of FECON.
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5.5.2.6 Media Selection

Word Of

Mount.
Youtube FECON Earned

Corporation media

Website
fecon.com.vn

Fanpage FECON
Corporation

5.5.2.7 Timeline

89

FECON NEWS June, 2021

Type of work Work content
Receive brief from leader All
Summary of the main news of the company in Content
1 18/6-21/6 Preparing June
Select the information content to produce. Leader
Script for the video Content
Prepare information for the videoJune Content
Make a list of missing information Content
5 20/6225/6 Preparing Contact ('1epartments, subsidiaries for additional Content
information
Prepare the necessary footageJune Media
Make a list of missing footage Media
Make a list available images Photographer
Plan to shoot additional missing footage Media
3 25/6-27/6 Pre-production
Contact the subsidiaries, the site will go to Media
additional filming
Contact the subsidiaries to provide additional .
Media
footag
Additional video at Le Van Luong tunnel Media, MC
construction site.
4 28/6-1/7 Production

Take additional photos. Photographer
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Type of work

FECON NEWS June, 2021

Work content

2/7-3/7 Post-production | Edit video Editor
Submit the video to the leader for review. Content
Review video, give editing comments Leader
4/7-5/7 Review
Prepare captions for different media channels Content
Edit video according to comments from leader Media
6/7 Publication Release Yldeo on YouTube channel FECON Media management
Corporation
Release video on FECON Corporation fanpage Media management
717 Publication Post videos on FECON website Media management
Post in the NGUOI FECON group Media management
8/7-10/7 Communication Send emails to subscribers to receive news from Media management

the website

Table 5.5.2.7.1: Timeline of FECON NEWS in June

Type of work

FECON NEWS June, 2021

Work content

Receive brief from leader All

Summary of the main news of the company in Content
19/7-21/7 Preparing June

Select the information content to produce. Leader

Script for the video Content

Prepare information for the videoJune Content

Make a list of missing information Content

Contact departments, subsidiaries for additional Content
21/7-23/7 Preparing information

Prepare the necessary footage Media

Make a list of missing footage Media

Make a list available images Photographer
24/7-25/7 Pre-production

Contact the subsidiaries, the site will go to Media

additional filming
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FECON NEWS June, 2021

Type of work Work content
Take additional photos. Photographer
4 26/7-31/7 Production Voice recording Media
Receiving footage of subsidiaries Media
5 1/8-2/8 Post-production | Edit video Editor
Submit the video to the leader for review. Media
Review video, give editing comments. Leader
6 3/8-4/8 Review
Prepare captions for different media channels Content
Edit video according to comments from leader Media
7 5/8 Publication Release Yldeo on YouTube channel FECON Media management
Corporation.
Release video on FECON Corporation fanpage. Media management
8 6/8 Publication Post videos on FECON website. Media management
Post in the NGUOI FECON group Media management
9 7/3-10/8 Communication Send emr?uls to subscribers to receive news from Media management
the website
Table 5.5.2.7.2: Timeline of FECON NEWS in July
5.5.2.8 Result
Categories Unit KPI Reality
The number of reaching video on fanpage Facebook. Reach 2000 - 2500 3759
The number of post interactions on fanpage Interaction 75-80 106
The total of views on channel YouTube FECON .
Corporation.FECON group.FECON Corporation View 100-130 150-200
The number of reaching video in NGUOI FECON group. Reach 950-970 1076
The number of interaction video in NGUOI FECON Interaction 50-55 45
group.
The total of views on the website. FECON group. View 100-150 200-250

Table 5.5.2.8: Results of FECON NEWS
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5.5.2.9 Risk
Reducing method Handling method
The number of people reaching . Combine using communication C.alhng people, sharing v1de705,
. . Medium video links on the company’s
the video is low. channels together .
fanpage, group and website
The nurpber O.f peopl§ . . Calling people to increase Increase video sharing on
interacting with the videos is Medium . ; . .
. interaction and share videos company media page
not high
The content of the videos is . Posting videos on other media Deﬁt}e your gloals and choose
. . Medium . . the right media channels to post
also picky about viewers channels is serious on
Select typical information,
The time of the newsletter is Summarize information that is briefly summarize the informa-
too long which makes it boring Low too long or reduce the amount tion to avoid causing too much
to watch of information as appropriate information for viewers and
confusion
Collecting information from the . . Check data and information
. .. . Confirm information from .
company is missing, the content Medium carefully before releasing the
.. when collected from places .
is inaccurate video
Table 5.5.2.9: Risks of FECON NEWS

5.5.2.10 Evaluation

Based on the evaluation KPI results table, we have the following comment:

POSITIVE POINTS

* The number of people reaching and

viewing videos on FECON Corporation’s

Youtube channel is higher than the

expected KPI.

* Video views and reach on FECON’s

website are also higher than the target

and are interested and interacted by many

people.

NEGATIVE POINTS

* The content of the news does not attract

many viewers because the content is

serious, terminology... picky viewers.

e The number of interactions in videos

on the company’s Youtube channel and

website is still quite low.
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5.5.2.11 Media Production
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Figure 37: FECON NEWS on Youtube
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TINTUC
FECON NEWS THANG 6/2021
07.072021 | 397 (Lugtxem) [ 1e Tich 0 | chiasé |

@ FCN NEWS | Ban Tin Newsfeed FECON Thang 6/2021 (Y lad
Watch later  Share

|

Watch on &8 Youlube

Figure 38: FECON NEWS on website fecon.com.vn
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6.1 FEEDBACK FROM FECON

Measure the attractiveness of the content through survey and interview

6.1.1 Survey

Chapter VI: Summary

1. Hién tai anh/chi dang céng tac vi tri nao tai cla Tap doan FECON?
229 responses

@ Nhén vién viin phong

@ Ky su dang cong 1&c tai van phong
@ K§ su dang cong 14c tai cdng truéng
@ Céng nhan

3. Anh/chi danh gia thé nao vé chat lugng cac san pham truyén thong cla cong ty thdi gian gan

day?

229 responses
@ Rét bt
@ Tam duoc
@ Binh thuéng
@ Kém
@ Rétte

5. Anh/chj cdm thay nhu thé nao vdi nhitng ndi dung dugc déi mdi tir Ban Truyén théng?
229 responses

@ Rét thu hat
@ Thu hat

@ Binh thudng
@ Khang thu hit

8. Anhichi co thich cac san phim nao d3 dudc Ban Truyén théng thuc hién trong 3 thang vifa qua
khéng? (Ca thé Iua chon nhiéu san pham)

227 responses
FECON NEWS a7 (20.7%)
Image Story 75 (33%)
Clip deo khiu trang 74 {326%)

Hoat dong treo khung avatar 107 (47.1%)

Facebook
MV FECON Virng Niém Tin 131 (67.7%)
o 50 100 150

2. Anhichi ¢o thuding xuyén quan tam dén cac hoat dong truyén théng ndi bé clia cong ty khéng?
229 responses

@ Rét quan tam
@ Quan tam

@ Binh thuéng

@ Khong quan tam

4. Lam viéc tir xa dan tdi viéc trao déi, tiép xuc gilta ddng nghiép bi han ché. Anhichi o hai long vdi
nhiing ndi dung clia ban truyén théng trong mua dic..thay thé viéc tiép xuc, trao dai truc tiép khdng?
229 responses

@ Rit hai lang

@ Hai long

@ Binh thuéng

@ Khong hai long
@ Khong quan tam

6. Anh/ chj cam thay HAI LONG vdi diém nao & cac san phdm truyén thong cua cong ty? (C6 thé
dién nhiéu lya chon)
217 responses

Hinh anh 15 (53%)

Am thanh 115 (53%)

Ngbn tir

Am nhac 86 (30.8%)
Tin tire: 11 (5.1%)
Thiét ké 9 {4.1%)
0 25 50 75 100 125

7. Trong céc san pham truyén théng clia céng ty, anhichi cé mong mudn ching téi cai thién diéu gi
hay khang? (Co thé dién nhiéu Iya chon)
74 responaes

Hinh anh 9 {12.2%)

Am thanh

Ngdn tir 33 (44.8%)
Am nhac 25 (33.8%)

Thidt ké 26 (35.1%)

o 10 20 30 40

Figure 39: Results of survey
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Results of Survey
After surveying the quality of internal communication, we received 229 responses, many of which were
positive:
» The number of survey participants that we reached belonged to all 4 main target groups of the
company.
* More than half of the people respondents (51.1%) showed interest in the company’s internal
communication activities.
» People’s satisfaction with the company’s internal communication activities is quite good: 48%.
* About 30% of survey respondents are not satisfied with some communication content.
*  Only 15/229 respondents (6.5%) felt disliked by internal communication contents which production
during the COVID-19 pandemic.
* Nearly half of the respondents (49%) felt attracted to the innovative content of the media.
*  95% of survey respondents were satisfied with one or more communication content.
* The Visual, Sound and Music productions received the highest rating: in order 53%, 53%, 39.6%.
* 10% of survey respondents gave opinions and suggestions to improve the quality of internal

information.

6.1.2 Interview

After the campaign, we had a short interview with some members from the Communications

Department and the president of FECON. We have received positive feedback from them.

Categories Reviews

. Our products bring many emotions to staffs, engineers and workers FECON. That is in line with
Feeling ) S
FECON?’s internal communication
Format The products made by us are diverse in form, tools and software, can be used on many different
media channels
Creative The whole team has a creative and flexible way of applying old products to overcome difficulties
Content Our content contributions are diverse and have something new and touching for everyone
Inspire The produced products will be used for another media product of the company and have more
p direction on how to produce media for FECON’s media department in the future

Table 6.1.2: Feedbacks received from FECON Corporation.
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6.2 RESULT FORM COMMUNICATION
CHANNELS

Reviews Reality
1 Number of people reaching posts 18.663
2 Number of people who interacted with posts 1.461
3 Total view of videos 1.068
4 Total view of posts on website 3.044
5 Number of new followers on fanpage 43
6 Fan page visits 1.997

Table 6.2: Total results form communication channels
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Overall, after campaign finished, we got a lot of good feedback about what

we done to build FECON internal communication

99
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71 LESSON LEARNED

» Adapt to the risk of changing communication plans.
Create new, relevant, and lasting content.
How to use effective communication channels, less expensive.

*  More experience in human resource management and media production work.

7.2 SUGGEST ACTIVITIES FOR LONG-
TERM MAINTENANCE.

Content innovation, giving audiences more emotions in media products.
Train more creative and professional staff to be the core for the next products.

Build more offline activities to contribute to internal cohesion of the company.



Reference Production book 101

REFERENCE

1. FECON - Tip doan Xdy diwng va Phat trién ha tang hang dau Viét Nam. Available at: https:/fecon.com.
vn/gioi-thieu [Accessed: August 03, 2021].

2. What You Need to Know About The State of Internal Communications Report 2021. Available at: https:/

blog.bananatag.com/internal-comms/state-of-internal-communications [Accessed: August 17, 2021].

3. 7 Reasons Why Internal Communication Is Important for Success. Available at: https://staffbase.com/

blog/7-reasons-why-internal-communication-is-important-for-success/ [Accessed: August 17, 2021].

4. Kinds (Types) of Communication employed by Business Organisations. Available at: https:/www.com-
municationtheory.org/kinds-types-of-communication-employed-by-business-organisations/ [Accessed:
August 17, 2021].

5. Thuec trang truyén théng néi bé tai ngdn hang anz viét nam va gidi phdp kién nghi. Available at: https:/
text.xemtailieu.net/tai-lieu/thuc-trang-truyen-thong-noi-bo-tai-ngan-hang-anz-viet-nam-va-giai-phap-
kien-nghi-1354762.html [Accessed: August 17, 2021].

6. Best practices for your internal communication strategy. Available at: https://sproutsocial.com/insights/

internal-communications-guide/ [Accessed: August 17, 2021].

7. How to manage risk in your communication activities. Available at: https://cuttingedgepr.com/

how-to-manage-risk-in-your-communication-activities/ [Accessed: July 30, 2021].

8. HOAT PONG TRUYEN THONG NOI BO. Available at: https:/prezi.com/i3rgOu4ol-b0/hoat-ong-truyen-
thong-noi-bo/ [Accessed: August 16, 2021].

9. How to define SMART marketing objectives. Available at: https://www.smartinsights.com/goal-set-
ting-evaluation/goals-kpis/define-smart-marketing-objectives/ [Accessed: August 08, 2021].

10. Brand voice la gi? Vi sao brand voice lai quan trong? Available at: https:/ravak.com.vn/threads/brand-

voice-la-gi-vi-sao-brand-voice-lai-quan-trong.9527.html [Accessed: August 08, 2021].



102 Production book

APPENDIX

Appendix

Questions of survey
No. Reviews
1 What position are you currently working in FECON Corporation?
»  Office staff.
* Engineer is working at the office.
* Engineer is working at the construction site.
*  Worker.
2 How often are you interested in the company’s internal communications activities?
e Very interested
e Care
* Normal
* Not interested
3 How do you rate the quality of the company’s media products recently?
e Very good
*  Good bye
e Normal
e Least
e Very bad
4 Working remotely leads to limited communication and contact between colleagues. Are you satisfied with
the content of the media during the epidemic season to replace direct contact and exchange?
5 How do you feel about the new content from the Communications Department?
e Very attractive
e Attract
* Normal
* Not attractive
6 What do you feel SATISFIED with in the company’s communication products? (Multiple options can be
filled in)
* Images
e Sounds
*  Words
*  Music
e News
*  Design
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Questions of survey

No. Reviews

7 In the company’s communication products, is there anything you want us to improve? (Multiple options can
be filled in)
* Images
* Sounds
*  Words
*  Music
e News
* Design
8 Do you like any products made by the Communications Department in the past 3 months? (Multiple
products can be selected)
« FECON NEWS
e Image Story
*  Video Wearing mask
» Facebook avatar frame
« MV “FECON Viing Niém Tin”
9 Do you have any suggestions to make the company’s internal communication activities more effective?

Table 7.1: Questions of Survey

Kham pha ()
e S6 ngudi bai viét tiép can 97.621
Ngudi theo déi méi ciia Trang 43
> Ludt truy cip Trang 1.997
Lugt tuong tac [ )
& Luogt tuong tac véi bai viét 4,069
@ cam xic 602
@ sinh luan 59
AP Lugt chiasé 19
B Lugt click vao lién két 386
(2g) Lugtxemanh 10
B Lust click vao video 1.660

Figure 40: Fanpage overview
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Xin phép s dung beat "Sai Gon dau long qua” © & 2

1310, Linh Tran <linhtnhs130341@fpt eduvn= 12:08 (3 minutes ago) Yy =
to finokimD@ ~

Gri ca si Hira Kim Tuyén va ngudi dai dién,
Em la Linh, thue tip sinh ban Truyén théng céng ty Cé phdn FECON, déng théi dang Ia sinh vién nganh Truyén théng trwéng Dai hoe FPT.

Hién tai bén phia cdng ty em dang cé chién dich lmyén thdng ndi b khich & tinh than nhan vién mua dich. Trong d0, bén em ¢ sir dung beat va viét lai |61 bai “Sai
Gan dau long nhé" cda anh dé sdn xuat mét video

Em xin phép dwec sir dung beat nay cho bai hat ciia minh nhu mét s tén trong giei dén anh, chi Duyén vé tap thé ekip da san xuat MV nay. Vi em xin
nhén manh ddy hoén toan khéng_phai viéc xin phép sir dung ban quyén
Em cam doan:

1. Muc dich sir dung chi mang tinh chit truyén théng néi bé, khéng ¢ muc dich thueong mai

2. Khang bat kiém tién vai video nay khi post 1én kénh Youtube céng ty.

3 Lyric em viét mé&i hoan toan khéng ¢4 tir ngr nao vi pham thudn phong m§ tuc, phin déng, cing kich ca nhan hoic té chirc
4. Tét ca vén dé phét sinh khdc s& do bén em chiu trach nhigm

Em dam béo v&i anh nhifng didu trén 13 su that va s& chiu trach nhiém véi nhirng gi em g3 viét trong email nay,
Em chiic anh ciing toan thé ekip ludn manh khée, an toan trong mia dich va ra duoc thém nhidu san phdm chit lrgng niva.

Em cam on anh,

Linh Tran

TRAN NGOC LINH (Mr.)

Multimedia Communications - FPT Unit ity

Education and Training zone, Hoa Lac Hi-tech Park, Km29, Thang Long Highway, Hanoi, Vietnam.
Tel: (+84) 972 262 542 | Email: linhtrantrl196@gmail.com | linhinhs130341@fpt edu vn

Figure 42: Email asking permission to use beat “SAI GON PAU LONG QUA”
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Figure 42: Commendation from the chairman of FECON Corporation

105






