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Introduction

e Company Overview
e Whatis FECON?

e Current Situation Analysis




Company Overview

Establish
2004

Address

The head office is
located in Hanoi

Experience
17 years

Scale

1800 employees, 18
subsidiaries are 4 affiliated
companies.




Vision, Mission, Core Value

Top construction and infrastructure
development corporation in Vietnam
by 2025, with a vision to 2030

Learning and creating to bring
sustainable value to society through
construction and investment
projects.

\/
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Core Value

Growth mindset + Responsibility +
Honesty + Passion + Consensus



FECON audience

e Internal: All staffs, engineers and
workers currently and have worked at
FECON.

e External: Construction industry partners,
customers, investors, and the
government




SWOT Analysis

Strengths Weaknesses

° Have a high quality team in ° No foreign market

the field of construction e  Brand Image less attractive

° Highly reputation

° Good relationship with media

Threats

° Many competitor

Opportunities

° More industrial construction
and infrastructure

° Difficult to protect the brand
° Have strong corporate culture image



What is FECON?

FECON “liten o the Earth

(] 144
Listen to the Earth, conquer the height Coflquer th»e leqht

LOGO Slogan




What is FECON?

Mascot USP

e Construction of foundations, underground
works, infrastructure.

e Pile foundation and construction.

e Transport infrastructure project.

e Urban infrastructure project and industrial park.

e Renewable energy project.

e Manufacturing and supplying equipment.

e Construction equipment rental.




FECON brand personality

Friendly Serious



Current situation analysis
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Strengths

Multi online communication
channels: Facebook, Youtube,
Website.

17 years of internal
communication development
experience.

Opportunities

Employees are more receptive
to internal communications
on the internet.

There are many case study to
learn and be careful.

P
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SWOT FECON internal communication

Weaknesses

Offline events are canceled
due to COVID-19.

The production of products
faces many difficulties
because of travel restrictions.

Threats

Communication crises can
occur

Misinformation is easily
accessible and spreads
internally..
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Campaign Overview

e Goals

e Bigldea

e Target Audience
e Media Selection
e Smart Object

e Human resource
o Cost

e Risk




Goals

w

Y

SPREADING

Disseminating meaningful messages to
contribute to building a strong internal
communication and enhancing brand

image with partners.

M

THE PREMISE

From our experiences, it will be the
foundation for campaign implementation and
development in the following stages. We can
learn from practice and gain more experience

in future activities.

Y

BUILDING

Develop internal communication to
build a strong corporate culture.




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.




Target Audience

I\

DEMOGRAPHIC

©

BEHAVIOR

COMMUNICATION APPROACH

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.

Use social media regularly.

Regularly update internal news in the
company.

Pay attention to the working
environment and colleagues.

e Tone of voice: Sincerely, simple...

e Activity towards awareness and
construction.

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




Media Selection

e Fanpage FECON Corporation.

e Group NGUQI FECON.

OWNED MEDIA

e Channel Youtube FECON Corporation.

e Website fecon.com.vn.

o Newspapers.

EARNED MEDIA

e Word Of Mouth.




Smart Objective

Number of interactions each
post on facebook fanpage:

100

Number of reaching each post
on facebook fanpage:

1200

N

Number of reaching each post
on the Facebook group:

800

Positive response rate after
survey and interview reached:

60%

el




Human Resource

Content

Quantity: 6 people.

Roles: Research, collect data,
information to serve products

Production

Quantity: 5 people

Roles: Detailed planning for each
project

Media

Quantity: 3 people.

Roles: Executing the products
according to the script and according
to the plan

Design

Quantity: 6 people

Roles: Make designs to serve products
according to the proposed content
team




Cost

S,

<7

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

FECON can spend a
lot of money on
Internal
communication.




Risk

Reducing method

Handling method

Accidents while working at
the construction site.

COVID-19 pandemic

Lack of Communications

High

Low

Use full protective equipment when
approaching the construction site.

Plan in detail what to do to minimize
visit time.

Increase Online activities, reduce Offline
activities.

Use a variety, combine many
communication channels.

Talk directly with the site
manager to know which areas
are safe to reach.

Create backup plans in case of
a more complicated epidemic.

Word of mouth communication
products within the company.




ACTION PLAN




Plan campaign: Depicting the Image of Workers on the Construction Site

19/6 - 30/7

18/6-10/8

20/7-30/7

27/7-30/7

15/7-13/8

Main content

Owned Media

Media Selection

Earned media

KPI

Estimated Cost

Total Estimated Cost

Image Story:

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

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

1.Fanpage FECON Corporation
2.Group Facebook NGUQI FECON
3. Website fecon.com.vn

Sharing and repost

1. Reach to posts on Fanpage:
4500-5000.

2. Post interaction on Fanpage:
200-250.

3. Group posts reach: 400-450.

4. Group post interactions:
100-110.

5. Website article views: 400-450.

3.400.000 VND

4.900.000 VND

News production:

1.News articles

2. FECON News June, 2021.
3. FECON News July, 2021.

1.Fanpage FECON Corporation
2.Group Facebook NGUOI
FECON

3.Cover letter

4. Email

5.Website

6.Youtube

1. Newspaper
2. Word of Mouth

1. Reach to posts on Fanpage:
400-450

2. Post interaction on Fanpage:
40-50.

3. Group posts reach: 400-450.

4. Group post interactions: 35-40.

5. Website article views: 100-130
6. Article hits on newspapers
pages: 450-800.

7. Video views on Youtube:
100-150

0 VND

Facebook avatar frame supports
anti-epidemic spirit.

1.Fanpage FECON Corporation
2.Group Facebook NGUOI
FECON

1.Avatar Facebook
2. Word of Mouth

1. Reach to posts on Fanpage:
700-750

2. Post interaction on
Fanpage:50-60

3. Group posts reach: 400-450

4. Group post interactions: 30-40

0 VND

Video Wearing Masks

1.Fanpage FECON Corporation
2.Group Facebook NGUOI
FECON

3.TikTok

Sharing and repost

1. Reach of clips written on
Fanpage: 700-710

2. Clip interaction on Fanpage:
50-60

3. Group clip reach: 500-510

4. Group clip interactions: 50-60
5. Clip views on Fanpage:
400-500

0 VND

MV FECON Virng Niém Tin

1.Fanpage FECON Corporation
2.Group Facebook NGUOI
FECON

3.Youtube

4.Website

Sharing and repost

1. Views on communication
channels: 950-1000.

2. Reach to posts on Fanpage:
90-100.

3. Reach to posts on
communication channels:
1000-1100.

4. Share on Facebook: 5-10.

5. Fanpage visits increased after
MV release: 600-650.

1.500.000 VND



Implementation

e Facebook Avatar Frame

e Video Wearing Masks

e MV “FECON Virng Niém Tin"
e Fecon News production

e Image Story




4.1 Facebook Avatar Frame
(20/7/2021 - 30/7/2021)

e Idea

e Content

e Target audience
e Human resource
e Stakeholders

e Media selection
e Timeline

e Result

e Risk

e Evaluation

e Media production




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.




Human Resource

Leader L
1 person
C Content
1 person
Designer
1 person D



Content

CONTENT

Format

Facebook avatar frame

Content of the post on Facebook

Poetry, with a link to quickly change the avatar
frame with the hashtags #FECON and
#StaystrongVietnam.



Target Audience

I\

DEMOGRAPHIC

©

BEHAVIOR

COMMUNICATION APPROACH

Age: About 20 - 40 age.

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 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.

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

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



Media Selections

e Fanpage FECON Corporation.

OWNED MEDIA

e Group NGUQI FECON.

¢ Internal group of subsidiaries.

e Facebook avatars of staffs,
engineers, workers.

EARNED MEDIA

e Word of Mouth.




Timeline

No.

Time

20/721/7

22/7-25/7

25/7-27/7

28/7

30/7

1/8-3/8

Type of work

Brief

Preparing

Preparing

Production

Production

Publication

Work content
Receive brief from leader.

Discuss and present ideas.

Frame design.

Prepare content for the post.

Design editing.

Edit post content.

Approve design and content.

Post a call to change the avatar frame on Fanpage
Post to the NGUUI FECON group.

Post to the group of member companies of FECON.

Write Change avatar Fanpage FECON Corporation.

Seeding in posts, changed avatars of company members.
Post a reminder in the NGUOI FECON group.

Post a reminder in the group of member companies of FECON

Continue seeding and calling in many forms.

HR
All

All

Designer

Content

Designer
Content
Leader
Fanpage management
Content

Content

Fanpage management
Content
Content
Content

All



Result

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 . i i
fanpage FECON Corporation. Interaction 50-60 80-85
Reach the post in the NGUUI FECON group. Reach 400-450 575-580

Interact posts in the FECON PEOPLE group. Interaction 30-40 30-35



Risk

Reducing method

Handling method

The number of participants is not
high.

The number of people interacting

. Low
on posts is low.

The number of people reaching is

not high. Low

Increase calling posts on internal groups,
continue seeding on Facebook, and promote
word of mouth by personal appeal.

Promote the sharing of articles, call the
fanpage of member companies to help share
the post.

Calling people by seeding and Facebook tag.

Work with other department heads
and project leaders in the company
to call on employees of different
departments to do the same.

Contact senior officials, managers of
departments, project leaders to call
employees to participate.

Increase link sharing of articles in
internal groups of the company.



Evaluation (Interview)

Criteria General comment

What do you think about our avatar frame
design?

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

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

Eye-catching frame design and outstanding colors.

Some people want the FECON logo to stand out

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.

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.



Media Production

FECON Corporation skt . o 108
Fecon zsmangﬂufwz/ ° FECON Corporation da cap nhat anh dai dién cGia minh.
Viét Nam anh dding kién cuéng 30 thang 7 lic 11:09 - @

Thosi xua bom dan chiéh truéng gian nan

Knong aé nu6c mat nha tan

Ciing nhau chung s, Bac - Nam sum vay
it day giac Vit (Covic) bia vay

Vit Nam doan ket danh bay “keé thir

Link thay frame avatar: https://www.facebook.com/profilepicframes/?
selected overlay_id=167489783423163

. FECON

Stay Strong Vietnam ﬂ

- = 3
yén An Minh, M Phic Quinh va 26 ngusi knic ©O Ban, Ma Phic Quynh, Nguyén Tuyén va 45 ngudi khac . Stong wong T StaygSt
9 T) afian )

»

Q0w &




4.2 Video Wearing Masks (27/7/2021 - 30/7/2021)

Idea

Content

Target audience
Human resource
Stakeholders
Media selection
Timeline

Result

Risk

Evaluation

Media production

b4 1op— A
SOC TRANG QUANG BINH

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

Stay strong Viet Nam !

j1
T 0



Idea

e Activities to support and encourage company
employees to work together to overcome the
difficult time of the COVID-19 pandemic.

e  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.




Content

Format

Short video TikTok

Summary

FECON staffs give each other masks to encourage the spirit
of anti-epidemic




Target Audience

Q. ©

DEMOGRAPHIC BEHAVIOR COMMUNICATION APPROACH

e Age: About 22 - 35 age. e Use social media regularly e Tone: Sincere, reliable, motivating,...
* Staff, workers, engineers at FECON. * Interested in news and events in the ®* Focus on social networking sites
company and communication channels

7 eI 61l CRpETES Elf FEERY ® Activities aimed at creating
Corporation.

awareness, providing information,
sharing,...



Human Resource

Leader

1 person

Editor

1 person

Producer

1 person

Staffs participating in video recording

24 people




Stakeholders

FECON JSC FECON South JSC

Stake

holders Some other
departments in FECON
Company

Communication
Department - FECON
JSC

Some construction sites
nationwide of FECON




Media Selection

e Fanpage FECON Corporation.

OWNED MEDIA

e Group NGUQI FECON.

EARNED MEDIA e Posts shared by employees and

Facebook users.




Timeline

No.

Time

25/7

26/7-27/7

28/7-29/7

30/7

Work content

Receive brief from leader.

Brainstorm and discuss.

Agree on implementation content.
Inviting everyone to join.
A how-to guide for everyone.

Compilation of videos people send.

Edit video according to content.

Approve video

Release video on Fanpage FECON Corporation.

HR

All
All
All

All

Producer

Producer

Editor

Leader

Producer



Result

Categories
Number of people reaching video on fanpage FECON Corporation.
Number of people who agreed to participate in the video recording.

The person who interacts with the video on the FECON Corporation
fanpage.

Views of video on fanpage FECON Corporation.

The number of people reaching the clip in the NGUOl FECON

The number of people who interacted with the clip in the NGUOI
FECON

Unit

Account

Person

Account

View

Account

Account

KPI

700-710

7-10

50-60

400-500

500-510

50-60

Reality

845-850

24

60

503

693

75



Risk

Reducing method

Handling method

Lack of personnel to shoot video.

The video didn't gain much
attention from people.

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

Low

Choose people in neighboring departments,
closer to you.

Combine multiple communication channels
in the company to share.

Contact people who work on the company
during the epidemic.

Rely on relationships within the
company to call for more people to
join.

Tag people directly in the post. Call
people to interact directly in the
video.

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



Evaluation

POSITIVE POINTS

The number of people reaching, interacting and liking the clip on the
Fanpage of FECON Corporation has reached the expected KPI.

The product is supported by everyone in the fight against the epidemic
together.

Calling for many employees from all over the country to film the clip.

The views and reach in the FECON PEOPLE Group are interested and
interacted by a lot of people.

NEGATIVE POINTS

° Due to the impact of the epidemic, there are not enough facilities to
shoot better quality. Everyone shoots themselves with a variety of
phones, so the video quality is not uniform.

° Actual implementation time is a few days behind schedule due to the
need for many employees in many places to film and synthesize.




Media Production

FECON Corporation
30 thang 7 lic 15:00 - @

Ngudi FECON & K T6 quéic luén giit vitng tinh thin DONG
TAM - NHAT TRI, quyét thing dai dich Covid19.

P o028/1:31

we Ngoc Linh Tran va 44 ngudi khac

FECON

Sai Gon
COh‘outh



4.3 MV “FECON Virng niem tin" (15/7/2021 - 13/8/2021)

e Idea

e Content

e Target audience
e Human resource
e Stakeholders

e Media selection

e Timeline

° Cost
e Result
e Risk

e Evaluation

e Media production




Idea

Producing a music video to cheer up the company's
employees during the nationwide outbreak of COVID-19




Content

FORMAT

DURATION SUMMARY OF CONTENT

Music video

5m30s 3 main part




Target Audience

Q. ©

DEMOGRAPHIC BEHAVIOR COMMUNICATION APPROACH
Age: About 22 - 40, Pay attention to news and events in . Tone: Inspiring, sharing, close,
o the company inresponse to the sincere.
Employees, workers, engineers at movement activities in the company « Like profound content, share it with
FECON Company. the community, etc.

® Focus on social networking sites,
websites related to FECON group.



Human Resource

L Leader
1 person
Editor E
5 people
P Producer
4 person
Communication C
3 people




Stakeholders

Communication
Department - FECON

The Red Note Company

Singer Pham Quynh Chi.
Studio DEMIR Media.

VTV24 News center.
VTVcab News center.
VTC NOW news board.




Media Selection

e Fanpage FECON Corporation

e Group NGUCI FECON OWNED MEDIA
e Channel Youtube FECON Corporation

e Posts shared by employees

EARNED MEDIA and Facebook users

e Word of mouth



Timeline

No. Time
1 15/7
2 15/7-16/7
3 17/7-19/7
4 20/7 30/7

Timeline of MV “FECON Virng Niém Tin"

Type of work

Brief

Preparing

Preparing

Preparing

Work content
Receive brief from leader.

Division of work and human resources.

Reference the MVs with the same theme.

Brainstorm and discuss ideas for MV.

Make a work plan for the team
Recommend song to use
Approve the song

Suggest ideas for the content of the MV.
Approve the content of MV

Prepare video and image sources

Write lyrics

Design templates

Edit video news

Contact the singer

HR
All

All
All

All

Producer
Content
Project Management

Content
Project Management
Producer
Lyricist
Designer
Editor

Producer



No.

10

11

Time

30/7-2/8

15/7

7/8

8/8-11/8

12/8

13/8

13/8-16/8

Timeline of MV “FECON Virng Niém Tin”

Type of work

Production

Production

Production

Editing

Approval

Publication

Communication

Work content
Lyrics Editing
Design Editing
Approve lyrics and design of MV
Draft MV
Contact the recording studio
Make a song recording
Editing and finishing MV
Approved the MV
Release MV on YouTube FECON Corporation
Post the MV to the NGUOI FECON group
Release MV on fanpage FECON Corporation.

Share the video and invite everyone to share.

HR
Lyricist
Designer
Project Management

Editor

Producer
Producer, Singer
Editor
Project Management
Social Executive

Social Executive

Social Executive

All




Categories Quantity Unit price (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 1 time 50.000 50.00

Total = 1.500.000



Result

Categories Unit KPI Reality
Total number of views on the media. View 950-1000 730-750
Total number of MV interactions through Interaction 90-100 195-200
Facebook.
Total MV reach on social media. Reach 1000-1100 1590-1600

The number of MV shares on Facebook. Share 5-10 15-20



Of MV “FECON Virng Niém Tin

Post insights X

JMinh sénh budc bén nhau, danh bay hét Covid Viét
Nam kién cudng nhé, triéu triéu ngudi virng tin Ngu...

Published by T Ninh @ - 13 August at 19:42 - @

Post impressions Post reach Post engagement

858 854 235

Interactions

Q Reactions

- Comments

» Shares

* Other clicks




Risk

Reducing method

Handling method

The number of views is not high.

The lyrics have negative and
offensive words.

The content in the MV is offensive,
distorting and not true.

Copyright infringement.

High

High

Concentrating communication on one medium.
Allocate release and share time to increase social
media exposure.

Using human resources in the team to write lyrics.

Use internal and reputable sources of information.

Send an email to the author for permission before
publishing.

Calling company employees, friends to
share videos. Directly tag multiple people
to the video.

Strictly censoring lyrics before release.

Moderate MV carefully before release.

Do not enable monetization and use ads
when releasing MVs on social media
channels. Do not use the song for
commercial purposes.




Reducing method

Handling method

Epidemic affects recording work

The singer doesn't match the song

Everyone in the company did not
cooperate in filming the video

High costs incurred

Finished production, not released

Low

Low

Low

High

Contact singers in provinces not affected by the
epidemic.

Thoroughly discuss and let the singer sing before
recording.

Take advantage of relationships to ask. Use the
FECON PEOPLE group to call people.

Take advantage of available resources and
products.

Find out the cause, the reason why it is not
released, repair and replace it with other suitable
solutions.

Plan to use an existing song instead.

Contact multiple singers to find the one
with the best voice.

Replace with a more viable alternative.

Contact amateur singers and small
studios to save costs.

Work in advance with the head of the
Communication Department on the
production plan. All production steps are
reported to the head of the department
to have a method of handling when there
is a problem.




Evaluation (Interview)

Criteria General comment

How do you rate the MV “FECON Ving e Most people were surprised when the media released this
Niém Tin"? MV and almost all expressed their love for it.

e Most people think that the MV was released at the right time

e Impressed with the statement of Deputy Prime Minister Vu

What element do you feel like in the MV Duc Dam.
“FECON Virng Niém Tin"? e Interest in the new lyrics, meaning of this song and singer's
voice

e Many people feel happier, more optimistic and resilient after

What are your feelings and thoughts after listening to the song

watching this MV?
e Some people feel the solidarity of FECON after listening to

this song



Media Production

I -
% 0963822222 ) mediavtv2a@gmail.com
PR

Corona mau di di
FECOM xin lusn nho

N&m chét tay, va khéng cachxa |,

FECON Corporation
13 thang 8 lic 19:42 . &

Minh sénh budc bén nhau, danh bay hét Covid
Viét Nam kién cudng nhé, triéu triéu ngudi vifng tin
Ngudi FECON ching ta, cing chung tay thing CoVid
Cubc s6ng mai déy binh yén nhu ngdy hém qua”

Minh tifng c6 géng, di qua néng gi6 cdng trudng
Gi... Xem thém

¢ Linh Tran va 28 ngudi khac

oy Thich (J Binh luan &> Chiasé

Viét binh luan... o O I




4.4 Production News (7/7/2021 - 30/7/2021)

e Idea

e Media selection
e Content

e Timeline

e Result

e Evaluation

)’ » 197 U'U7/77'Dﬁ « B O Eim far

CN NEWS | Ban Tin Newsfeed FECON Thang 7/2021

59 views * 5 Aug 2021 17 §lo ) SHARE =i SAVE ...




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.




Media Selections

OWNED MEDIA
EARNED MEDIA



- " FECON NEWS

4.4.1
News




Content

FECON

Listentothe Eart, 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 info 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 VND 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.

Contractor’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 FECON 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 8 lanes, contributing to solving traffic conflicts at Le Van Luong — Khuat Duy
Tien — To Huu i ion, gradually ing Hanoi transport infrastructure
system.

A 15 floor, CEO Tower, lot HH2-1 Pham Hung Str , T (+84)2462690481 | F info@fecon comvn
Nam TuLiem Dist., Hanoi, Vietnam F (+84) 2462690484 | www fecon comvn
1
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Result article 1

Categories Unit KPI Reality
The total of views on the website. View 100-130 160-170
Reach the post in the NGUUI FECON group. Reach 400-450 580-600
The number of post interactions on the . i i
Group NGUOI FECON. Interaction 35-40 50-55
Visit articles in newspapers. View 700-800 950-1000

Interactions on articles. Interaction 100-110 50-60



Result article 2

Categories Unit KPI Reality
The total of views on website. View 100-130 380-400
Reach the post on Facebook. Reach 400-450 650-700
The number of post interactions on Facebook. Interaction 40-50 55-60
Reach the post in the NGUGI FECON group. Reach 400-450 680-700
The number of post interactions on the Group NGUUI FECON Interaction 35-40 75-80
Visit articles in newspapers. View 450-500 850-870

Interactions on articles. Interaction 100-110 160-170



TINTUC

FECON NEWS THANG 6/2021

07.07.2021 397 (Lugt xem)

4.4.2
Video FECON News




Content

FORMAT SUMMARY OF CONTENT

Summarize company news
Video highlights by voice with
photos and videos




Timeline FECON News June

18/6 - 27/6 4/7 - 10/7

28/6 - 5/7

O «= O



Timeline FECON News July

19/7 - 25/7 5/10-10/8

26/7 - 4/8

O «= O



Post insights X Post insights

‘ s g Az ) FECON NEWS THANG 6/2021 ¢ Triing 2 géi tha
FECON NEWS THANG 7 ¢ Tin trung thau thang 7 ¢ t3ng tri gid gan 950 ty déng ¢ Dai hdi dong cd do...

- Lgi nhuan 6 thang dau n3m ting trudng 38,9% so v...

Published by Tt Ninh @ - 6 August at 20:10 - @

Published by Td Ninh @ - 7 July - @

Post impressions € Postreach @ Post engagement )

Post impressions €D Postreach € Post engagement @)
3,237 2,993 395

809 766 131

Interactions
Interactions (o) (o)
4

o o i 62 0

28 5 :
Reactions

Q Reactions
Comments

. Comments
Link clicks

» Shares

Shares

* Other clicks )
Other clicks




Evaluation

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.

° The number of interactions in videos on the company's
Youtube channel and website is still quite low.




2

st UA KY SU

CHAT TUONG

TREN CONG TRUONG DBIEN GIO
B&T QUANG BINH

4.5 Image Story

(19/6 - 30/7)




LE TAN TANG 17

Khanh

Phu tréch:
Phu tréch 58 | Lambéo cgo
HO tro céc pon Vi thanh vien

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




Evaluation

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 “A 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 FECON PEOPLE 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 KPI.

° Internal communication for these post is still weak.

° The communication during the epidemic period was greatly affected by
other information.



Media Production

FECON Corporation (£)

fmcen "o ] :
khoang mot thang truéc

[IMAGE STORY] MOT NGAY CUA KY SU' CHAT LUQNG TAI CONG
TRUGONG DIEN GIO TREN BO'

Néu ban héi ngay nao la ngan nhat? Thi d6 co thé la... ngay thir Bay, Chl
nhat, Ngay nghi I€ hay...1 ngay cla Ky st chat luong (QC) trén cong
tredng dién gié B&T Quang Binh. M& mét Ia 6h30 sang, chép mét 1a 11h
dém. Trén tay hiém khi roi dién thoai con dién thoai thi hiém khi nao khéng
rung Ién nhiing théng bao, tin nhan, email va cudc goi...

Hay cung xem mot ngay clia Ky st chat luong trén cong trudng dién gio,
ho sé& lam nhirng gi, budc chan clia ho tat bat trén nhitng dai cét trang clia
viing @at ven bién Quang Binh ra sao trong s6 Image story 1an nay nhé!

FECON Corporation [ £)

FECON z < d
khodng 1 tuan treéc

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

Di sém, tryc mudn va cham chit cho van phong la cong viéc thueng ngay
clia nhiing c6 gai 1€ tan FECON. Ho la ngui dau tién ma chang ta tiép xic
khi dén van phong. Khi can cap do bao ho, dat vé may bay, 5S van phong,
stra may photo, may in... cling déu do cac ¢6 nang "tro thi hanh chinh" nay
diéu phdi. Va nhiing cong viéc nhd bé dy dang duoc cac cb gai vira xinh
vira ddm nay nghiém tuc h tro' cac anh chi em méi ngay.

#FECON #letan

=
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Summary

e Result from communication channels
e Survey

e Conclusion




Result from communication channels

Categories Reality

Number of people reaching posts 18.663
Number of people who interacted with posts 1.461

Total view of videos 1.068

Total view of posts on website 3.044
Number of new followers on fanpage 43

Fan page visits 1.997



Post insights

FECON NEWS THANG 7 ¢ Tin triing thau thang 7
g Lgi nhuén 6 thang n3m tang trudng 38,9% so v...
d by T Ninh @ - 6 August at )

Postimpressions @ Post reach Post engagement

766 131

@ Reactions
® comments
M shares

R Other clicks

Post insights

t6ng tri gia gan 950 |

Publi TG Ninh @ - 7

FECON NEWS THANG 6/2021 ¢ Triing 2 goi tl
on!

Post impressions Postreach (@) Post engagement

3,237 2,993 395

Interactions
62

@ Reactions

® comments

B Link clicks

A shares

* her clicks

Post insights

[IMAGE STORY] KHAM PHA MOT NGAY LAM VIEC
CUA NHUNG €O GAI LE TAN FECON i sdm, tryc.

Published by Td Ninh @ - 30 July at 19:30 - @

Post impressions

1,196

Interactions

52

@ Reactions
® comments
M shares

N Other clicks

© o©

Postreach @) Post engagement

1,140 206
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Pai hdi dong cé dé

Post insights

Ngudi FECON & kh&p moi mién T6 q 6n g ng
tinh than DONG TAM - NHAT TRi, quyét thang dai di...

Postimpressions @) Post reach Post engagement

897 847 221

Interactions

41
@ Reactions

® comments

N Linkclicks
M Shares

N Other clicks

Post insights

[IMAGE STORY] MOT NGAY CUA KY SU CHAT
LUGNG TAI CONG TRUGNG PIEN GIO TREN B& N
Publ y TGNinh @ 2 July - @

Post impressions. Post reach Post engagement

6,630 5,808 1,093

Interactions

(]
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@ Reactions
® comments
M shares

* Other clicks

Post insights

1 IMinh sanh budc bén
_-—lé Nam kién cuting nhé, ti

Td Ninh @

Pul

Post impressions

858

Interactions
39

@ Reactions

® comments

M shares

W Other clicks

Post reach
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X




Survey

51.1%

Showed interest in communication activities

95%

Were satisfied with one or more communication content

Highest rating

The Image, Sound and Music productions

3. Anh/chi danh gia thé nao vé chat lugng cac san pham truyén théng clia cong ty thai gian gan

day?

229 responses
@ RAt tét
@ Tam dugc
© Binh thuong
@ Kém
@ Rétte

2. Anh/chi cé thudng xuyén quan tam dén cac hoat dong truyén thdng ndi bé ctia cong ty khéng?
229 responses

@ R4t quan tam
@ Quan tam

© Binh thuong

@ Khong quan tam

6. Anh/ chj cam thay HAI LONG vdi diém nao & cac san pham truyén thong clia cong ty? (C6 thé

dién nhiéu Iya chon)
217 responses

Hinh anh

Am thanh

Ngén tir

Am nhac

Tin tirc.

Thiét ké 9 (4.1%)

0 25 50 75 100 125



a2 Anh Khoa Chu Tich

Truy cap 3 phut trude

15:54

VIET NAM
kién cusng nhé

TriéuiriéuBi Ung t

Compliment from the president of

FECON
© youtu.be
e Corporation for the MV ';"E‘:;';N' Eifp?fai.iﬁg niem tin
production team S

Bai nay ai sang tac nhac day chu ? Hay
& xtic dong day

v

Xuat phét tir nhém sinh vién thuc tap
FPT Uni anh a: cac em ay cover 1 bai
nhac ¢ vii Sai Gon gilra dai dich va
nho ca sy nghiép du hat anh a. Cac ban
ay chon san phdm t6t nghiép

21:23



Conclusion
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Lesson learned
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Suggestion




THANKS!

Do you have any questions?




