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01

Executitive 
Summary

Mr. Brown’s Marketing Communication campaign

	 With the initial step of laying the foundation for the story of “Coffee 
culture”, in 2021, we want to exploit this story in broader aspects. That is 
from the story of diverse and colorful coffee drinking culture to the coffee 
culture in life. With Mr. Brown marketing communication campaign “Awake 
your freestyle”, through the online media platform, we want to build the 
image of Mr. Brown as a brand representing openness, progress, creative 
inspiration, a companion to young people, and help them assert their own 
“style”. Mr. Brown brand has produced 5 types of coffee flavors to suit 
each person’s unique “Style”. Especially, 3 flavors that we’re advertising 
for the brand that is the Chocolate Flavor Coffee, Blue Mountain Blend, 
Cappuccino. From there, customers can freely choose their favorite flavor.

The campaign is carried out by members of Goao Team in conjunction with 
the Admicro unit. Through this campaign, Mr. Brown wants to stimulate 
young customers to confidently express their freestyle. From there, it 
emphasizes the secret of self-expression through Mr. Brown’s diverse 
products.

Mr. Brown’s marketing communication campaign “Awake your freestyle” 
lasted for 1 year from 4/2021 to 3/2022 with a cost of 1.7 billion VND. 
Goao Team’s project is in the first 4 months of the campaign.
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Introduction

•	 About Us and Our Project
•	 Introduction of Our Client and Their Products
•	 Company Situation Analysis
•	 Prospects and Opportunities from The Campaign
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Mr. Brown’s Marketing Communication campaign
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2.1.2.  	 About Admicro

•	 Overview Admicro

•	  Strengths of Admicro

This is the first project that Goao Team cooperates with Admicro to launch a media campaign 
for the coffee brand Mr. Brown  “Awake your freestyle”. Admicro is a pioneer in providing online 
advertising platforms in Vietnam, Admicro (a block of VCcorp group) was born with the mission 
of being a bridge between businesses and millions of Vietnamese Internet users. After 13 years 
of establishment and development, Admicro has launched a wide range of products in many 
fields, with a quality and reputable advertising network.
Admicro owns a pioneering advertising system with more than 200 leading reputable websites. 
With coverage of more than 33 million readers (equivalent to 90% of Internet users in Vietnam) 
and the strength of technology powered by parent company VCcorp, Admicro is always at the 
leading position in the Vietnamese market.(1)

3 strengths that help Admicro win over competitors:(2)

2.1 	 About Us and Our Project

2.1.1. 	 Abous Us

We are Goao Team consisting of 4 members:

Nguyen Khanh Chi

D.O.B: 12/01/1996
Student ID: HS130243

Nguyen Xuan Toi

D.O.B: 12/11/1999
Student ID: HS130236

Hoang Huong Ly

D.O.B: 02/07/1999
Student ID: HS130280

Nguyen Hong Hanh

D.O.B: 08/01/1999
Student ID: HS130113

Goao Team
“Goao” is Vietnam seized from “wow”. It’s an emotion, 
a human state. In short, the name of the group wants 
to show that people will always be admired and 
amazed at what my team does.
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Admicro’s high applicability of technology to products

Always ahead in thinking, going very far and very different from the market

The ecosystem of good network channels enters the niche

Admicro owns many products and product packages that help improve the communication 
capabilities of businesses. The product package also has a lot of general packages running 
for a whole communication campaign.
Owning technology, the ability to self-produce ads and content gives Admicro the advantage 
of being able to customize products to the needs of each business. The company also owns 
the most advanced technologies, including virtual reality products, that enhance the user’s 
experience. Admicro always has a platform of all products with the highest technology 
application and combines both traditional and online marketing to create the most effective 
communication for businesses. 

Possessing high-quality Big Data collected from a deep and wide ad network (covering 
96% of Vietnamese internet users with 5 content pages), Admicro can understand the 
behavior, tastes and needs of real estate buyers.
Along with that, targeting technology helps Admicro target messages to the right target 
audience based on demographics, location, behavior, and habits on the internet. They 
also predict the interesting trend of readers soon to be able to go ahead. Therefore, media 
products and solution packages are always designed based on the viewer’s psychology so 
that they get the best experience.

Admicro in particular and VCCorp in general have a system of specialized media pages 
serving different audiences. This represents Admicro’s foresight and second competitive 
advantage after technology. Most readers today when reading newspapers do not notice 
that. More than 40% of major newspapers today are under VCCorp and Admicro exclusively 
exploiting media. That is a great advantage to help businesses approach customers in a 
unified and horizontal direction.
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2.1.3.  	 About Our Project

With the initial step of laying the foundation for the story of “Coffee 
culture”, in 2021, we want to exploit this story in broader aspects. 
That is from the story of the diverse and colorful coffee drinking 
culture to the coffee culture in life. Based on our research(3), we 
find that young people are always looking for new experiences or 
always want to express their freestyle. From there, we came up 
with the idea for this Mr. Brown media campaign and named the 
campaign “Awake your freestyle”.

The campaign is carried out by members of the Goao Team and the 
Admicro unit. Through this campaign, we want to increase brand 
awareness and spread out the campaign concept into online media 
platforms, increasing the brand love for users. Mr. Brown is the first 
brand in the Vietnamese coffee market to run a campaign towards 
the concept of encouraging Vietnamese people to confidently 
express their own distinct style. The campaign is aimed at an 
audience of 18 to 35 years old. They are mainly office workers and 
students.

Based on the AIDA model, we divide the campaign into 3 stages. 
Each stage has a different goal. First stage done to build people’s 
awareness about the brands and products. Second stage is the 
booming concept that makes people interested and love the 
brand’s products. Third stage is implemented to increase customer 
activation. Three stages connect with each other based on the 
correct psychological sequence when buying a customer’s product. 
Goao Team cooperated with Admicro company in the first 2 stages 
of the campaign.

The campaign includes the following main activities: iTVC, 
Photoshoot, Key Visual, Fanpage. In this campaign, Goao Team 
has contributed the following works:

•	 For iTVC activities, we have 3 videos for this campaign with 
different purposes. The Goao Team participates in thinking of 
ideas, giving feedback to the iTVC. Admicro is in charge of 
shooting and editing iTVC.

•	 Photography activities include transparent background, lifestyle 
and concept. Both sets of photos are in charge of Goao Team.

•	 With Key Visual activity, both Goao Team and Admicro come up 
with ideas and design key visual.

•	 Finally, the activity of making Fanpage. Both Goao Team and 
Admicro come up with ideas, Goao Team implements the 
content of the posts, Admicro is in charge of the feedback.

Mr. Brown marketing communication campaign “Awake your 
freestyle” lasted for 1 year from 4/2021 to 3/2022 with a cost of 1.7 
billion.
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2.2 	 Introduction of Our Client and Their
		  Products

Overview Company

King Car Group, established in 1956, has been operating for 
more than 60 years as a leading famous corporation in Taiwan 
with more than 6 subsidiaries and 13 affiliated factories.

In 2016, King Car invested more than 500 billion VND to build 
a factory in Nhon Trach, Dong Nai. Capacity up to 500 cans/
min, the output can reach 60 million barrels/year.

Canned coffee is the main product of King Car in Vietnam, in 
addition, there are coffee capsules, canned milk tea, fruit milk, 
drinking yogurt, Kavalan alcoholic beverages, Buckskin Beer.

•	 King Car Group - The Group behind Mr. Brown (6)

•	 Brand of King Car

•	 Mr. Brown Coffee and Their Product

According to Vnleader newspaper, Mr. Brown is a leading brand in Taiwan, but 
is still not popular to coffee consumers in Vietnam. Mr. Brown presents in more 
than 32 countries over the world.

Mr. Brown received product certification for health and food certification of 
GMP standards of Taiwan. (7) 100% pure Mr. Brown’s coffee beans are from 
Honduras, Jamaica, Brazil, Indonesia,... The product is drawn from the 
quintessence of coffee culture from famous coffee countries around the world.

Mr. Brown is considered a famous brand in Taiwan according to Vnleader newspaper.
(4) In the Vietnamese market, the brand is still not popular with coffee consumers.
(5) Therefore, the brand wants us to build a campaign to help them grow stronger in 
Vietnam.

Firstly, we will introduce King Car Group - The mother brand of Mr. Brown.
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Chocolate Flavour Coffee
Specification 240ml

Mr. Brown Chocolate flavored coffee is created by a blend of the 
purest ingredients such as 100% pure coffee extract, blended with 
cocoa powder, milk powder, granulated sugar combined with other 
ingredients natural composition of vanilla extract. All combined to 
create a line of canned milk coffee with perfect flavor, unique, sweet, 
and fragrant.

Chocolate Flavour Coffee
Specification 240ml

“Cappuccino” is a classic Italian coffee that is loved all over Italy and 
around the world. Cappuccino Italian means foam coffee. Because 
of the warm and romantic character of the Italians, the name 
Cappuccino translates as “Double Love”. Since then, King Car has 
launched Mr. Brown Cappuccino canned coffee with Italian style 
from the delicious, fatty taste of cream and chocolate. This coffee 
line has helped Mr. Brown spread throughout Europe and America.

Blue Mountain Blend
Specification 240ml

This coffee line is produced by a special blend recipe from Blue 
Mountain coffee beans - Jamaica. Mr. Brown Blue Mountain canned 
coffee has a smooth taste of milk blended with aroma, sourness, 
bitterness, and mellowness, creating a great taste.

Mr. Brown’s coffee has 5 flavors: Chocolate Flavour Coffee, Blue Mountain Blend, 
Cappuccino, Vanilla Flavor Coffee, Iced Coffee. 

Especially, 3 flavors that we’re advertising for the brand are the Chocolate Flavor 
Coffee, Blue Mountain Blend, Cappuccino. (8)

The core values of Mr. Brown are the brand and the quality product. For the brand, 
the working style of Mr. Brown is very disciplined and strict. Not only that, the brand’s 
responsibility to the community is great. It is expressed through environmentally 
sustainable development activities. About the quality product, it is reflected in the 
coffee beans of Mr. Brown. Coffee beans are purchased all over the world, strictly 
selected countries and suppliers of high-quality coffee beans. Next, the quality 
product is expressed through advanced manufacturing techniques. With computer-
automated production equipment, Mr. Brown creates delicious brand coffee that is 
both high quality and competitively priced. Finally, the quality is reflected in safety 
and strict control so that customers always feel secure with Mr. Brown’s products.

These are three main flavors that the brand wants to bring deeply into the 
Vietnamese market. Cappuccino and Chocolate Flavour Coffee products aim 
at the female audience because females love the sweet, gentle taste.  Blue 
Mountain products aim at a male audience. The taste of this product is a 
blend of sweet, sour, and bitter. Therefore, it is more suitable for men’s taste. 
Currently, these three products are very well received according to the original 
target of the brand.

Mr. Brown’s Core Values and Missions(9)

With the mission of “Sending culture to canned coffee”, Mr. Brown has a wide 
range of products, each with a different flavor and cultural identity.

“Sending culture to canned coffee”

•	 Core Values

•	 Missions 
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Mr. Brown’s Brand Identity

Brand identity is the face of the brand, what consumers 
see and hear about the brand in everyday life. This is 
also a way to widely, quickly, and effectively promote a 
brand’s communication development strategy.

A brand identity system will help your business’ brand 
image be easily recognized and remembered in the minds 
of customers, your products or services will be easily 
recognized in hundreds of thousands of products of the 
same type. It makes a difference and is easily identifiable 
to the consumer, which is what makes it successful. (10) 
Here are the things that make up the brand identity for 
Mr. Brown coffee:

Mr. Brown is the brand name, as well as the brand’s 
representative character, is a Western man with a beard 
and a felt hat. He met everyone gave a thumbs up and 
enthusiastically introduced their coffee - Mr. Brown coffee.

The logo represents the Cafe that Mr. Brown brings from 
the West, with a different coffee culture than the usual 
black coffee of Vietnam. Mr. Brown brings a new breath 
of fresh air to enjoy quintessential coffee while ensuring 
health and safety.

As a friend and companion, Mr. Brown is always with 
you in every moment of life. Mr. Brown is the source 
of energy when you are tired and inspiration when you 
smile. With a great taste as well as quality from his 
pure coffee beans, Mr. Brown hopes to bring the best 
experience, not only in taste but also in spirit.

The slogan “Always be there”
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•	 Mr. Brown’s Logo as Their Visual Symbol

Harmonious and eye-catching colors will help attract the customer’s attention who 
wants to learn more about that product or service. Each color has its own voice to 
say a certain meaning. Through the colors designed on the brand, customers can get 
the meaningful message that the brand wants to introduce. Below are the colors that 
represent the coffee brand Mr. Brown:

Red

Red is a hot color. The brand uses this color to attract attention. 
Not only it is the attraction, the fascination, but the brand also 
wishes success and luck through this color.

White

The brand uses white color to represent the quality of the 
product. All products made in the processing are very clean 
and safe. Mr. Brown wants customers to feel secure when 
using its products.

Yellow

Yellow is considered the brightest and most energizing of warm 
colors. It is associated with happiness and sunshine. The brand 
uses bright yellow to bring a feeling of happiness and joy to 
people.

•	 Their color scheme: Yellow, White, and Red

#fefeb5

#8c061e

#ffffff
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•	 Facebook

•	 Website

Their Claimed Responsibilities

Particularly for the food and beverage industry, the brand leader Mr. Brown commented: 
Every day in the world more than 1 billion people drink coffee, and to satisfy such a 
huge coffee market, the potential to affect the rainforest or other forest and change 
the economic value of the coffee tree is very big. The issue of balancing the supply of 
coffee beans with environmental protection is a topic that requires serious attention 
from global coffee product suppliers. Faced with this issue, Mr. Brown is involved 
with the Rainforest Alliance, an international nonprofit organization that maintains and 
conserves rainforest ecosystems in ways that benefit business and society.

Along with that, to ensure a friendly production process with the environment and 
reduce pollution. Coffee factory system Mr. Brown did: (11)

1.	 Set up wastewater and flue gas treatment equipment to reduce water and air 
pollution.

2.	 Plan and implement an annual carbon footprint reduction plan.
3.	 Hire resource manufacturers to recycle scrap iron or other recyclable packaging 

materials.
4.	 Partner with professional suppliers to recycle and reuse coffee grounds to make 

textile products or deodorant products.

With the responsibilities that the brand has done, it will contribute to improving the 
quality, brand value, and brand reputation. It will be the foundation for the brand’s 
campaign to be received and loved by everyone. Not only that, the active contributions 
from Mr. Brown have shown the brand’s concern to customers, the desire to bring 
values and positive messages. From there, create a premise to develop this campaign 
and contribute to increasing profits for the brand.

With the big idea “Awake your freestyle”, the content and images of the articles, videos 
aim to be youthful, energentic, and confident to express their own freestyle. Content 
pillar includes Product, Work from home, Mr. Brown - Awake your freestyle, and On 
Trend. With this variety of content, people will not be bored and easily attracted. 
Fanpage Mr. Brown often interacts with the audience by clicking the heart icon on 
each of their comments.

Mr. Brown’s website has very eye-catching colors and images. It shows enthusiasm 
and youthfulness to suit a young audience. Regarding the content, Mr. Brown has 
given full main items: Introduction of Mr. Brown, Products, Quality, Brand responsibility, 
General news. From there, it will help customers learn more and know more about 
the brand. Not only that, customers will love and trust the brand’s reputation more. 
Therefore, the brand will attract more potential customers.
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2.3 	  Company Situation Analysis

SWOT Analysis

2.3.1 	 Mr. Brown Brand Analysis

S

O
W

T

StrengthsStrengths

OpportunitiesOpportunities

WeaknessWeakness

ThreatsThreats

•	 The main ingredient of the product is imported Arabica coffee. 
It is the material that makes the difference from other brands.

•	 Modern and automatic production lines ensure product 
cleanliness and safety.

•	 The brand has wide distribution scale and it has appeared in 
32 countries.

•	 Mr. Brown has new and diverse coffee flavors.
•	 Brand responsibility to society is extremely good. It will be the 

foundation to ensure a positive and sustainable brand image.

•	 Other brands have less variety of products, common 
flavors.

•	 In 2021, competitors are not stepping up their 
communication activities.

•	 Competitors have not launched campaigns that deeply 
address the needs of young customers to express 
themselves. That is considered a growing demand and 
especially in Asian countries.

•	 The brand limited budget in implementing 
marketing communication campaigns.

•	 Mr. Brown is still not popular with coffee consumers 
in Vietnam.

•	 Mr. Brown has not fully exploiting the unique 
flavors different from the market.

•	 Many large competitive brands have a certain position 
in the minds of consumers.

•	 Vietnam’s coffee culture: Strong coffee in the “Phin”.
•	 The COVID-19 pandemic affects the campaign’s 

communication activities

Brand Positioning

International: Mr. Brown is the leading coffee brand in Taiwan.
Vietnam: Mr. Brown is a coffee brand for young people.
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To position the Mr. Brown brand for young people, the brand uses the following 
methods:

1.	 Positioning based on features: With small, compact and convenient features, the 
product is very suitable for busy young people.

2.	 Positioning based on use: Young people have a lot of things to do, they need 
products to keep them awake to get the job done.

3.	 Positioning based on emotion: Brand implements media campaign “Awake your 
freestyle” to integrate emotional messages. This message helps young people 
confidently express their personalities and interests. Therefore, the design style 
and content of the article are very positive, dynamic, and youthful towards young 
people.

4.	 Positioning based on problems and solutions: Many young people find traditional 
coffee quite heavy, they want to find a light coffee with a variety of flavors to 
experience and enjoy while still being convenient. Not only that, they need new 
and diverse products to express their personality that traditional coffee cannot 
meet this need.

Mr. Brown’s main ingredient is Arabica coffee carefully selected from famous coffee 
growing areas such as Honduras, Blue Mountain - Jamaica, Brazil, Indonesia. 
Meanwhile, most of the competitor’s canned coffee products are made from Robusta 
beans grown in Vietnam.

Mr. Brown has a variety of flavors to give customers the freedom to choose. Other 
canned coffee brands usually have only 1 or 2 basic types including black coffee 
and milk coffee. Particularly, Nescafe coffee has 5 types of products, but they are all 
common flavors, less special than Mr. Brown’s chocolate or vanilla coffee.

•	 Point of difference
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Based on the brand positioning map, it can be seen that:

About the price
•	 Highland has a cheaper price than other brands.
•	 Mr. Brown has the highest price because the price of Arabica coffee is higher than 

Robusta coffee.

About the popular 
•	 Nescafe has the most popular compared to other brands.
•	 Mr. Brown has the lowest popularity because Mr. Brown is still not popular with 

customers in the Vietnam market.

•	 Brand positioning map in the coffee market

Canned coffee is accounting for a small part of the system of coffee products in general, 
the quantity sold is also very significant. Canned coffee is extremely convenient and 
helps you wake up immediately when you work or study stressfully. Therefore, many 
brands are launching canned coffee products in Vietnam such as Highland, Boss 
Coffee, Nescafe, Birdy Coffee. Those are also the competitors of Mr. Brown’s coffee.

Based on the target market, currently, Mr. Brown cafe has three outstanding 
competitors: Birdy Coffee, Boss Coffee, Nescafe 

2.3.2 	 Competitor Analysis

Name Strength Weakness

•	 Birdy canned coffee is the first 
canned coffee in Vietnam.

•	 Coffee has the unique flavor of 
Robusta coffee.

•	 The price of coffee cans is 
considered to be quite reasonable.

•	 Nescafe has 70 years of experience 
in the coffee industry.

•	 It is the ideal choice for those who 
like to drink strong and bitter coffee.

•	 Nescafe is considered one of the 
most prestigious brands in the 
coffee market.

•	 Nescafe is made from 100% 
Vietnamese Robusta coffee bean 
juice.

•	 Boss coffee is made from 100% 
pure coffee beans according to 
Japanese technology.

•	 The brand’s packaging is rated the 
most beautiful compared to brands 
such as Birdy, Nescafe, Highland.

•	 Den Vau became the brand 
ambassador of Boss coffee in 
October 2019. The number of 
brand mentions increased 17 times 
after the TVC “This coffee is bold” 
by Den Vau was launched. 

Birdy Coffee
Birdy is a completely new style of 
canned coffee from Ajinomoto 
groups, first available in the 
Vietnam market. Birdy brings 
a mild but extremely delicate 
coffee flavor. Cafe Birdy targets 
customers from 22 to 50 years 
old and requires sobriety. 

Nescafe
Nescafe is a favorite coffee 
brand in more than 180 
countries worldwide. Nescafe 
aims at young men. Nescafe 
mainly focuses on “social 
networks” to fulfill the 
company’s promotional goals.

Boss Coffee
Boss Coffee is one of Japan’s 
No.1 best-selling canned coffee 
brands. With a strong coffee flavor, 
developed to suit Vietnamese 
tastes. Boss Coffee will be a 
perfect choice and companion 
for busy young Vietnamese. 
Boss targets customers from 25 
to 35 years old, with a “bold and 
different” taste.

•	 Cafe Birdy doesn’t have a 
variety of flavors.

•	 Birdy’s packaging is underrated 
compared to brands like 
Nescafe, Highland, Boss Cafe.

•	 In the past 3 years, the brand has 
not promoted communication 
for canned coffee.

•	 In 2019, canned coffee products 
do not have separate activities, 
which are communicated through 
a communication campaign for 
all Nestle products.

•	 At the end of 2020, Nescafe 
released a separate 
advertisement for canned coffee 
products.(12) Nescafe does 
not promote communication 
activities for canned coffee.

•	 Boss coffee doesn’t have a 
variety of flavors. 

•	 The taste of Boss cafe is 
underrated compared to brands 
like Birdy, Nescafe, Highland.

•	 Boss coffee does not promote 
communication in 2020, 2021.

•	 In Vietnam, most competitors do not promote communication for coffee cans in 2019, 2020
	⇒ It’s an opportunity for Mr. Brown to grow and be known by more people.

•	 Most canned coffee products are made from Vietnam’s Robusta coffee beans.
	⇒ Mr. Brown’s main ingredient is Arabica coffee carefully selected from famous coffee growing 
areas such as Honduras, Blue Mountain - Jamaica, Brazil, Indonesia. From there, it brings new 
experiences that young people are looking for. (13)

•	 Mr. Brown has a variety of flavors to give customers the freedom to choose. Gentle coffee 
taste is suitable for female customers.
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In Conclusion

2.4 	 Prospects and Opportunities from 
		  the campaign

In fact, there are many campaigns of businesses that fail and that seriously affects their 
image. To make a successful campaign, it is not an easy task, it requires knowledge, 
expertise, creativity, detailed planning,...The important thing is that everyone is always 
together and trying their best to make that campaign. We always work hard every 
day because everyone wants the campaign to be successful. When the campaign is 
successful, it will bring many opportunities for the parties.

Mr. Brown’s 2021 media campaign is a major campaign of 
the year for the brand. The brand’s cooperation with Vietnam’s 
leading agency Admicro is a guarantee for the explosion of this 
year’s campaign.

The Goao Team is honored to participate in this campaign. 
The participation process of the Goao Team lasts 4 months of 
the whole campaign in 2021. Being involved in all stages, from 
making proposals and implementing campaign plans is a great 
experience for the Goao Team.

All information about the implementation of this campaign 
by the Goao Team is clarified in the following chapters of the 
production book.

Goao Team’s 
opportunity

Mr. Brown’s 
opportunity

Admicro’s 
opportunity

For the Goao Team, we have more experience 
on how to do actual media campaigns. This is 
the first time we have joined Admicro, we have 
learned a lot from our colleagues in the company 
such as teamwork, design skills, content writing 
skills, how to create good ideas, how to manage 
time effectively... Besides, everyone will see 
the team’s ability to work in the campaign. 
Consequently, the Goao Team will be working in 
big companies in the media industry.

Moreover, when the campaign is successful,  
Mr. Brown coffee will build a beautiful brand 
image in people’s eyes and be loved. We build 
the image of Mr. Brown as a brand representing 
openness, creative inspiration, a companion 
to young people, and help them assert their 
own “style”. Not only that, Mr. Brown will be 
mentioned more in the Vietnamese market. It 
will become familiar to consumers in Vietnam, it 
is no longer a strange name. Coffee Mr. Brown 
becomes an indispensable drink for office 
workers. Moreover, Mr. Brown will increase 
sales after the success of this campaign.

For Admicro, cooperation opportunities 
between Admicro and Mr. Brown will belong. 
Because Mr. Brown believes and wants Admicro 
to do more campaigns to help the brand grow 
more and more. In addition, Admicro affirms its 
leading position in the Vietnamese advertising 
market. Admicro will have many opportunities 
to cooperate with other businesses. Finally, 
successful campaigns will help increase profits 

for the company. 
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3.1. 	 Campaign Objectives

The campaign runs through one year (from April 2021 to March 2022). Goao team 
participates in the first 2 phases of this campaign (from April to August). The 
campaign focuses on upgrading the brand image and spreads out the concept of 
Awakening the taste of freedom.

Through the campaign, Mr. Brown aims to show the change in image as well as 
the position of the brand, increase brand awareness, hence, raise brand love. After 
this, the brand image will be upgraded and create a new position in the mind of the 
target audience.

Increasing people’s awareness of the fact that  Mr. Brown is a brand representing 
openness, progress, creative inspiration, and a companion with young people to 
help them assert their own “taste”.
Spread out campaign concept into social media, therefore increasing the brand’s 
love for users.

Timeline: 1 year (from April 2021 to March 2022)

Timeline: 5 months (from April 2021 to August 2021)

Like page

Impression

Reach

Engagement

Like page

Impression

Reach

Engagement

Increase fanpage to 5000 likes

3,000,000

1,600,000

80,000

Increase fanpage by 2000 likes

800,000

300,000

20,000

Impression

Reach

Click

Impression

Reach

Click

10,000,000

2,800,000

14,000

2,000,000

600,000

3,000

Campaign 
SMART Objectives

Goao Team 
SMART Objectives

Fanpage

Fanpage

Categories

Categories

KPIs

KPIs

Website

Website C
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3.2 	 Target Market and Audience Insights

3.2.1 	 Market Truth

According to Admicro Social listening 2020, 
canned coffee is not popular yet in Vietnam but 
Millennials might accept new experiences (15)

The golden age of the convenience store (15)

•	 Vietnamese consumers are not in the habit of 
buying and enjoying canned coffee.

•	 The taste of canned coffee is not as strong and 
delicious as drinking out of a restaurant or making 
it yourself.

•	 Canned coffee is still in the TOM of consumers 
when they need to enjoy it immediately.

•	 Trends of online purchases are increasingly popular.
•	 Generation Gen Z and ​​Millennials might accept new 

experiences and change if we can educate them.

•	 The Vietnamese retail market is seeing the rise 
of convenience store chains everywhere.

•	 Both Vietnamese and foreign businesses are 
in a  state of fierce competition to build their 
brands and gain market share.

•	 It is the rise of the convenience store chain that 
makes consumers benefit the most.

•	 The advantages of convenience stores are 
24/24  service, clear origin, price list, seats, and 
air conditioning. Students, office workers, and 
young people are the most frequented.

3.2.2 	 Market Research

Measured from online channels: social networks, news, forum,…
From  01/02/2020 to 31/01/2021

Market research is an essential business tool in a competitive environment. Therefore, 
the better we understand our prospects, the more success we can achieve. According 
to mekonginfo, understanding user local target groups and their shopping habits will 
help us find the best customer insights. (14)

Through market research and customer insights, you can form new product 
development ideas and choose the right positioning strategy for that product in a 
specific market. 

Admciro Customer Listening Market’s Canned Coffee 2020

Time-saving

Convenient

Easy to use

Easy to buy

Reasonable price

Tasty, easy to drink

Verified origin

Others

34%

29%
13%

10%

8%

5%

0.2%

1%

N = 148 discussions

Why do customers choose 
canned coffee?

•	 Customers choose canned coffee because of time-saving, the highest 
percentage is 34%.

•	 Customers choose canned coffee because it’s convenient to carry, 
accounting for 29%.

•	 Customers choose canned coffee because of its ease of use, accounting 
for 13%.

•	 The opportunity for canned coffee in the Vietnam market is growing
•	  Canned coffee is suitable for young people who have a habit of 

buying at convenience stores
In conclusion
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In conclusion, in the future, when life gets busier and busier, canned coffee will 
become more and more popular because of its convenience.

3



Mr. Brown’s Marketing Communication campaign Awake Your Freestyle

30 31

The most popular coffee brands in Vietnam

Admciro Customer Listening Market’s Canned Coffee 2020

When the brand of canned coffee has a methodical Marcom strategy/
campaign will be known and paid more attention to, especially by young 
people - who are often easily attracted to the original content, private, 
fresh but close. The campaign of Boss Coffee combined with Den Vau 
is a typical example. 

Den Vau becoming a brand ambassador was the main factor that 
caused the mention of Boss Coffee in October. Specifically, the number 
of mentions of Boss Coffee increased 17 times after TVC. This coffee is 
so strong! by Den Vau was released. In addition, the posts on Den Vau 
PR’s Fanpage about the product also attracted great attention from the 
community. Comments “Because Den Vau bought Boss”, “Coffee as 
good as Black” appeared with great frequency, confirming the influence 
of Den Vau in Boss Coffee’s campaign.

Want to drink coffee to stay awake but not able to drink traditional coffee with a 
strong bitterness which is said to be the standard for coffee tastes in Vietnam.

Gen Z and Millenials have to work and study every single day. So coffee is 
something they need most. But they can’t show their personality into it.

Mr. Brown needs to focus on Gen Z and millennial audience with a 
concept that focuses on that audience’s emotions.

65% female and 35% male

18-35

60% in HCMC and 40% in Hanoi

General office workers (80%) and students/
young people in general (20%)

•	 Using a smartphone
•	 Use Facebook, PR
•	 Read entertainment news, freestyle, 

travel, food, go to the supermarket...
•	 Being influenced by the influencer who 

is following
•	 Likes to experience new things
•	 Likes to shop online
•	 Regularly visit convenience stores
•	 Likes to hang out at coffee shops, chat 

with friends

•	 Social media
•	 KOLs, Influencers
•	 Convenience store

B+

Sex

Target Audience

Age

Location

Occupation

Income

Behaviors 
& Habits

Touchpoints

3.2.3	 Target Audience
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3.2.4 	 Customer Persona

Sex

Age

Location

Income

Women

24-35

Ho Chi  Minh City, Hanoi

B+

I need to drink coffee to stay awake, but traditional coffee is 
quite heavy. I want to find a light coffee with a variety of flavors to 
experience and enjoy while still being convenient.

Main consumer group, highly contagious and shareable,  increase 
customer engagment and sales value.

•	 Modern life, creative enjoyment
•	 Active on social media
•	 Personality, likes to express herself and unique personal taste
•	 Regular updates on new lifestyles
•	 Strongly influenced by social networks, KOLs

Features

Product demand

Value with brand

Office person

Sex

Age

Location

Income

Occupution

Male - Female

18-23

Locations Major Cities

C+

I need new and diverse products to express my personality and 
unique taste, but the monotonous traditional coffee cannot meet 
this need.

Sub-consumer group, but can nurture and educate to become 
the main customer in the future. In addition, there is also a high 
value of the ability to share and spread for the brand.

•	 Dynamic, like to discover new products
•	 Freedom to express personal taste without traditional mold
•	 Regularly update new trends
•	 Strongly influenced by social networks, KOLs

According to usability.gov, personas will help the team define and better understand 
who the user/customer will be, what their needs, experiences, behaviors, and goals 
will be. (16)

Based on the target audience of this year’s campaign, Goao Team proposes 2 
important target groups: office workers and students.

Student or recent graduate, from a well-off family if not working 
or having a stable income

Features

Product demand

Value with brand

Active student

•	 This campaign focuses on young audiences: Millennials, Gen Z
•	 Based on touchpoint and the Covid19, this year’s campaign will be 

conducted mainly through the brand’s owned media.
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3.3 	 Big Idea
3.3.1	 Customer Insights

3.3.2	 Mr. Brown’s Strategic Communication Concepts

Mr. Brown is a brand with a dynamic and youthful style.
The logo of the label has the main color tones of red and yellow. These colors are 
bright, energetic, suitable for young people.
The slogan “Always be there” makes Mr. Brown like friends for the audience. Through 
choosing the brand’s colors and slogans, Mr. Brown wishes to present itself as a 
brand that can be a partner to be friends for an audience. 

In 2020, Mr. Brown ran the “Colorful Coffee Culture” concept. By choosing the theme 
of culture, Mr. Brown has shown that they are willing to accept differences. This is 
consistent with their brand image and identity.

For young people, their taste is often not fixed in a single form. In enjoying coffee, 
today they like a little latte for gentleness. Tomorrow, they can change to cold brew 
for refreshment. When needed, they will want a strong coffee to wake up the day.

Young and free
For young people, finding new experiences in a daily routine can make them more 
excited. They are at the age when they want to show themselves most, willing to take 
on new challenges. So expressing yourself through the smallest things.

3.3.3	 Big Idea: Đánh thức Gu tự do

3.3.4	 Key Messages

Based on the concept Young and free, Mr. Brown needs to convey the personality, 
freedom, and bravery of young people.

From the insight, the Goao Team came up with the big idea “Đánh thức gu tự do” 
mean “Awakening the taste of freedom” in this campaign.
Mr. Brown helps customers awaken their “freedom” through a variety of Mr. Brown’s 
products.

With this big idea, Mr. Brown conveys two ideas:
1.	 Wake-up: Arabica ingredients ensure the caffeine concentration to meet the 

product’s function.
2.	 Free of choose: When it comes to the target audience’s taste, the coffee doesn’t 

have to be dark and bitter, but whatever we like, that taste will become our taste.

The word “Đánh thức” has 2 different meanings: “Awake”. The word “Gu” has 2 
different meanings: “Style” and “ Taste”. The word “Tự do” means “Free”. 

Based on the research of Goao Team, we realized that the demand for coffee of 
young people is always high. But besides satisfying their coffee addiction, young 
people also want to find a convenient coffee product, and at the same time can 
express their personality and personality in it. At the same time, young generations 
are always eager to find new experiences for a life that is never boring.

Insight: “My coffee taste is free, not fixed to a specific type. I choose coffee according 
to my daily needs” is the statement of young customers”.

Mr. Brown offers a variety of canned coffee flavors to help you discover and express 
your self - a colorful and distinct being.

So this concept can understand that:

Freedom of Choice - Young people have the need to show their choices as well 
as their lifestyle through each product they use every day.

2021’s concept
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3.4 	 Message Strategies
Mr. Brown also focuses on appealing to your audience’s emotions through strong 
imagery, impactful text, or powerful music. An emotional advertising appeal depends 
more on feelings and perceptions than logic or reason to provoke action. 

In this campaign, we used Personal Appeal and Emotional advertising appeals (20)

•	 Personal Appeal: People are chosen as the center throughout the main activities 
of this year’s campaign.

•	 Emotional Appeal: The emphasis on the freedom and choice of young people has 
emphasized the emotions of users when communicating this campaign.

•	 Youthful: catch trend, funny
•	 Clear: the information communicated is easy to understand for the target audience

A message can only be conveyed well when it is applied with appropriate and different 
strategies.

This year’s campaign mainly focuses on improving brand awareness and image 
in customer’s minds. Therefore, Mr. Brown’s brand positioning becomes the most 
important strategy.

Brand positioning has been defined by Kotler as “the act of designing the company’s 
offering and image to occupy a distinctive place in the mind of the target market”. 
(18) In other words, brand positioning describes how a brand is different from its 
competitors and where, or how, it sits in customers’ minds.

So, the brand positioning this year deployed all the information of the campaign 
uniformly through keywords related to big ideas such as awakening, diversity, 
freedom… 
All images and content communicated on the fanpage through posts or iTVCs 
emphasize these keywords.

Slice-of-Life Advertising is an advertising technique in which a real-life problem is
shown in a dramatic presentation and the product advertised represents the solution
to the problem. (19)

In this campaign, Mr.  Brown chooses products and people as the center while problems 
- solutions are clearly emphasized with the concept of slice-of-life advertising. This 
is reflected in the product’s iTVC series, all three SKU appear throughout all 3 iTVC.

The concept of 2021 link and develop the concept “Colorful Coffee Culture” of 2020:
•	 From the standard “Coffee must be dark and bitter” to your own personal identities: 

“Coffee does not have to be an old-style”
•	 From “Only one type of Coffee” to “Ready to try any kind”
•	 From “One taste” to “One taste per day of the week”

3.4.1	 Brand Positioning

3.4.3	 Advertising Appeals

3.4.4	 Key factors delivered through key messages

3.4.5	 Campaign’s Tone of Voice

3.4.2	 Slice-of-life Advertising

The brand delivers 3 keys through key messages:

1.	 Functional of the product: Arabica ingredients ensure the caffeine concentration 
that helps consumers stay awake for a working day long.

2.	 Characteristics of Target Audience: Young people who have an open mindset 
and a free lifestyle. Enjoy the diversity and am always willing to try something new. 
Asserting their personal identities and trying to show personality in their way of life 

3.	 Characteristic of Brand: Diversity - 3 SKUs with unique taste offer many options 
for consumers who find new experiences in a daily routine.
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Phase 1: 
Pre-Campaign 
Planning
•	 Campaign Ideation
•	 Proposal Development Process
•	 Contingency Plan
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4.1 	 Campaign Ideation
The concept of the campaign is expanded from the concept of 2020. Last year, Mr. Brown 
exploited the cultural aspect with the story Colorful Coffee Culture. With that perspective, 
Mr. Brown has approached a common point between the Vietnamese and international 
markets. This year when the cultural story has become familiar, Mr. Brown is forced to 
approach from a different perspective. 

Continuing the cultural story of last year, the Goao Team and Admicro have come up with 
2 options for this year’s concept.

Option 1: Eternize traditional aroma - Maintain timeless taste 
(Lưu hương văn hóa - Nguyên vị thời gian)

The weakness of coffee cans is to create a chemical feeling, not the right quality with an 
identifier with a modern, fast, compact, and convenient design language. Coffee gives 
users a sense of mystery and character, so the classic element makes coffee look more 
attractive. This is also the reason why many coffee shops prefer a nostalgic and traditional 
style in Vietnam (Cộng coffee, “Vợt” coffee).

Based on the fact that Mr. Brown has not changed the packaging design language since 
1982, bringing the classic colors available in the brand identity. Taking advantage of the 
unique strengths available that are not mixed with current coffee brands. Mr. Brown sends 
the “ORIGINAL” flavor to the coffee can.
Therefore, the first concept Goao Team and Admicro propose is “Lưu hương văn hóa - 
Nguyên vị thời gian” on Retro generation. The keyword to express the unique taste of Mr. 
Brown: ORIGINAL (taste of time, taste of culture, taste of Mr. Brown coffee).

	 Mr. Brown’s decision

Based on this concept, the Goao Team proposed the second big idea “Đánh thức gu tự do” 
mean “Awakening the taste of freedom” in this campaign. Coffee products corresponding 
to the working days of the week need alertness and need to express taste. 

Mr. Brown agreed to the proposal of Goao Team and Admicro. They want their brand to be 
associated with young people and modernity, so the expression of “Awakening the taste of 
freedom” or can be understood as “Awake your freestyle” will easily achieve their purpose.

With this big idea, Mr. Brown conveys two ideas:
Wake-up: Arabica ingredients ensure the caffeine concentration to meet the product’s 
function.
Free of choose: When it comes to the target audience’s taste, the coffee doesn’t have to 
be dark and bitter, but whatever we like, that taste will become our taste.

Option 2: Awake your freestyle (Đánh thức gu tự do)

For young people, their taste is often not fixed in a single form. In enjoying coffee, today they 
like a little latte for gentleness. Tomorrow, they can change to cold brew for refreshment. 
When they need it, they will want a strong coffee to wake up the day. For them, finding 
new experiences in a daily routine can make them more excited. They want to show the 
freedom of choice as well as their lifestyle through each product they use every day.
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4.2 	 Proposal Development Process
1st Proposal Timeline

Timing

Time Task

Quarter 2 Quarter 3 Quarter 4 - 1/2022

Objective Soft-Branding

Awake Your Freestyle

Blue Mountain Blended | Cappuccino | Socola

+ iTVC 1 - “Which team 
are you?” master version
3 cut versions 15s of 
iTVC1
+ iTVC 2 - Turn on the lid 
of Mr. Brown cans 15s - 
20s
+ iTVC 3 - Choose Mr. 
Brown at the convenience 
store 15s -20s
+ Fanpage Post

+ Banner ADX 
+ Fanpage Post Video 
(iTVC 1)
+ Fanpage Post content 
(post weekly + post 
season)
+ Facebook Ads

iTVC 1 “Which team are 
you?” master

+ Facebook ads
+ Banner Masthead VCC 
Adnetwork

+ Facebook ads
+ Banner Masthead VCC 
Adnetwork
+ Banner ADX VCC 
Adnetwork

+ Facebook ads
+ Banner Masthead VCC 
Adnetwork
+ Banner ADX VCC 
Adnetwork

+ Kick-off cut versions 
15s of iTVC “Which team 
are you?”
+ KV design + 
photoshoot
+ Album “Awake as 
alarm” + minigame 
“Alarm screen capture to 
get gifts”

+ 3 cut version 15s of 
iTVC 1
+ KV design
+ Photo album
+ Album “Awake as 
alarm”
+ Minigame 1

+ 2 iTVC turn on the lid 
of Mr. Brown cans and 
choose to buy at the 
convenience store
+ Minigame
+ New Year photos

+ Kick-off 2 iTVC turn on 
the lid of Mr. Brown cans 
and choose to buy at the 
convenience store
+ Minigame
+ New Year photos
+ Minigame

+ Product photoshoot 
and concept photoshoot
+ “LifeStyle with 
product” photoshoot
+ Fanpage Post
+ Banner design
+ Minigame

+ Fanpage Post
+ Banner design
+ Minigame

Booming Concept Educate & Increase 
customer activation

Concept

SKU

Production

Online 
Activities

Key Material

Channel

The process of Goao Team participating in this year’s Mr. Brown campaign is divided into 3 
stages. The first stage is the Proposal development process. The second stage is key activities 
production. And the final stage is content air. 

The proposal development process lasts for about 1 month, starting from 2nd April to 10th May.

Admicro received a brief from a Mr. Brown Vietnam.

Admicro contacted Goao Team to propose cooperation.

Admicro and Goao Team complete the proposal.

Admicro presents the first proposal.

Mr. Brown gave feedback. Mr. Brown wants to combine 2 concepts and 
implement ideas for iTVC and photo books.

Admicro edits the proposal for the second time, Goao Team and creatives 
build scripts for iTVC and 2 of the photobook.

The second proposal is sent to Mr. Brown Vietnam.

Mr. Brown Taiwan feedback about they don't want to do all 3 iTVCs on 
the same day.

Goao Team and Admicro find an alternative to implement iTVC. The 
iTVC has finally been transferred to Admicro's Saigon production team.

Goao Team and Admicro's production team in Saigon together fix 
iTVC's treatments to match performance.

The third proposal (updated iTVC treatment) was approved by Mr. 
Brown Vietnam, then sent to Mr. Brown Taiwan.

Mr. Brown Vietnam and Mr.Brown consider the third proposal.

The third proposal (updated iTVC treatment) was approved by Mr. 
Brown Taiwan.

The cooperation contract between Admicro and Goao Team was signed.

April 2

April 5

April 6 - April 10

April 12

April 13

April 14 - April 17

April 17

April 19

April 20 - April 23

April 24 - April 27

April 28

April 29 - May 6

May 7

May 10
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4.3 	 Contingency Plan Risk management is the process of identifying, assessing and controlling threats to an organization’s capital and earnings.(21)

In the process of implementing a communication campaign, risk management will help brands to implement the campaign’s ideas in the 
most consistent and clear way.

During the time Goao Team participated in the project of Mr. Brown, we’re up to date with possible problems and ways to deal with them. 
There were issues that happened and the pre-planned risk management made the campaign less damaged.

Risk Happened 
or not? Consequence Solution

Internal communication errors 
cause information between 
departments to be inconsistent. 
This prevents customers from 
receiving accurate information.

Yes
•	 Customers did not receive information that iTVC 

will produce in Hanoi (according to the original 
plan).

•	 Goao Team and Studio planned to produce in 
Hanoi but couldn’t make it.

•	 Admicro was forced to transfer iTVC to 
the production team in Ho Chi Minh.

•	 Goao Team is responsible for editing 3 
cuts of the first iTVC.

COVID-19 pandemic increased 
in major cities, especially in Hanoi 
and Ho Chi Minh city.

Yes
•	 The number of cases is increasing rapidly, 

quarantine is established.
•	 The production progress is delayed because 

ekip couldn’t meeting.

•	 iTVC was urgently produced in May in Ho 
Chi Minh city, when COVID-19 was not 
serious. Meeting of less than 30 people 
are still allowed to hold.

Materials cannot be produced 
due to the COVID-19 pandemic 
problem.

Yes
•	 Goao Team produced concept photos but 

couldn’t take lifestyle photos.
•	 Fanpage content direction must be changed.

•	 Fanpage content content direction has 
been changed, focusing on epidemic 
content more to pull natural interaction.

Mr. Brown has 2 customer 
classes, Mr. Brown and Mr. Brown 
Taiwan and Mr. Brown Vietnam. 
This slows down the feedback 
process.

Yes
•	 2 photos album were take at least 3 weeks to 

process feedback.
•	 The lifestyle set has been canceled due to slow 

feedback. By the time the feedback process was 
completed, COVID-19 had increased in Hanoi.

•	 Goao Team has informed Admicro to 
closely monitor the customer feedback 
process, ensuring the feedback process 
is up to date with the production timeline.

The business situation of the 
brand is affected by COVID-19, 
causing the brand’s revenue to 
decrease.

No
•	 Mr. Brown will not pay in due course. •	 Admicro will evaluate Mr. Brown based 

on work history. With a good working 
history, Admicro can plan to delay the 
payment of Mr. Brown.
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Phase 2: 
Campaign 
Execution

Mr. Brown’s Marketing Communication campaign

•	 Key activities: 
	 - iTVC
	 - Photoshoot
	 - Key Visual

•	 Fanpage content direction
•	 Timeline
•	 Campaign Budget

05
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5.1 	 Key Activities
5.1.1	 iTVC 

 iTVC’s overview

iTVC1

Idea

Time

Creative 
Direction

Treatment

iTVC2 iTVC3

Awaken your instinct Choosing your coffee 
style

Pop your lid, choose 
your taste

- May with cut versions 

(15s/Video)

You can be a gentle girl, 

a cool tomboy, or you 

can be both. The choice 

is yours.

Studio-based, set decor and props in the studio

“Tricked” video makes 

viewers surprised and 

feel interesting. 

Video encapsulated 

within 15-20 seconds 

about the life of 

young people.

In November In early December
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The campaign was launched on May 2021. Our team participated in the production 
of iTVC (providing ideas, adjusting scripts, drawing storyboards), producing a set of 
photos, besides participating in activities to build fanpage content direction.

This is the phase that our team has to work on the most because these main activities 
will play a very important role in Mr. Brown’s “Awakes your freestyle” campaign. It 
includes: The series of iTVC, the album photo (transparent BG, lifestyle, concept), 
and key visuals for this campaign. Through these main activities, the image of the 
coffee brand Mr. Brown will be known to more people, through which it also shows 
the personality, as well as the meaningful messages that Mr. Brown wants to convey 
to everyone.

The idea is based on the youth and freedom of young people through their daily lives 
with the simplest and most intimate aspects. Social media, visual production, and 
online advertising are the main tools for this campaign. All of these key activities are 
implemented at a cost of 448.000.000 VND.

In this campaign, the series of iTVC is the key material that services fanpage content, 
at a cost of 415.000.000 VND. This series includes 3 videos with different content 
and purposes, in detail, the main communication channels/ tools are Facebook and 
display ad/ banner ads. The time of posting is going to be May, November, and 
December. Through this series of videos, it shows the brand personality, the target 
audience of the brand and especially the main message that awakens your freestyle, 
along with the positive energies that inspire young people. 

In the first video, the insight of Mr. Brown for customers has been shown very clearly 
through specific images, it’s fun to be yourself, doing what you like. In the second 
video, with the aim of showing the personality, the personality of the target audience, 
dynamic and personality, which is young people, they want to be able to express 
themselves, express the youth and freedom in their personality, habits, even with a 
daily drink. And in the last video that still carries the message of Mr. Brown, along 
with showing the diversity in product lines, thus makes people freely choose the 
flavor, color, personality that they like, and their taste. 

5
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The communication theories are used:

The first one is the slice of life which is applied for 3 iTVCs, we can easily see that 
based on the problems that customers, target audiences face in daily life is a way 
to reach them very easily. This method is very close, along with creating empathy. 
Thereby can help the amount of interaction on social networking platforms increase 
naturally. 

The second theory is emotion in advertising that is used to drive connection and 
awareness. People have several core emotions and emotional advertising seeks to 
draw on these feelings.

And Maslow’s Hierarchy of Needs is also applied in the campaign’s product. 
According to Maslow, human needs are divided into two main groups: basic needs 
and advanced needs (Meta needs). When basic needs such as eating, drinking, 
sleeping, resting... are met, people will gradually shift to higher needs such as the 
need for safety, respect, reputation, status, etc. So from this thing, we can see that 
people nowadays want to express themself and get recognized by others. Therefore, 
we applied this theory through iTVC.

The reason why we have this order of posting:

About the order of posting videos, the first reason is that it depends on the content 
orientation of the fanpage (Appendix for more details), the time and the content has 
been fixed. Nextly, Mr. Brown wanted to convey the main message of the campaign 
through the first video, then the brand’s personality, to show youthfulness and 
dynamism, fresh colors. Thereby, it can make the brand image become closer and 
more familiar. The next stage will help the target audience better understand the 
product lines, which can help them understand somewhat from the outside image to 
the taste inside even if they haven’t had the chance to enjoy it yet.

IDEA: ĐÁNH THỨC BẢN NĂNG TRONG BẠN - Awaken Your Instinct

Creative Direction: You can be a gentle girl, a cool tomboy, or you can be both. The 
choice is yours. 

Mr. Brown inspires users not to be limited by any standards and social norms when 
choosing their “taste” - their own identity.
The story focuses on diversity in three different topics: personality, career, and 
passion. The first half of the video portrays people with similar characteristics to 
the target audience of the brand: young & dynamic with diverse tastes and freely 
experiencing life. The second half taps in the product as a companion which inspires 
the characters to live their lives how they want.

Who defines you? Where do you belong? The choice is all yours.

Mood: Youthful, inspiring, and dynamic
Time: 45-60s
Treatment: Studio-based, set decor and props in the studio

•	 The 1st iTVC: Which one are you?
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Storyboard

After the idea was formed, we made the storyboard drawing process. The main designer 
will be based on the ideas and demos that our team has searched and come up with. 
Since the storyboard is an integral part of the production process, as well as in the 
process of working with customers, the process of ideating, finding information for 
demos, drawing storyboard, and sending it to the brand takes about a week.
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On-Air Time: 
- In May with cut versions (15s/Video)
 => The reasons: 
This is based on a timeline that fixed.
At this time, the target audience needs to be aware of the product’s presence in 
Vietnam. And the main reason is the summer holiday.

See detailed script at Appendix 8.2 (page 108)

IDEA: Bật nắp chọn gu - Pop your lid, choose your taste

Creative Direction: Video encapsulated within 15-20 seconds can be posted on 
many different platforms.
The video tricked the viewer into thinking initially as if they were watching an 
advertisement for Coca-Cola or Pepsi or a certain beer product. However, the last 
promotional product is Mr. Brown canned coffee with the message “Bật nắp chọn 
gu”.

On-Air Time: In November
 => The reasons: 
In November (decided by the client).

IDEA:  Lựa chọn gu cà phê - Choosing your coffee style

Creative Direction: Video encapsulated within 15-20 seconds can be posted on 
many different platforms. This video is promoted after about 4-7 days when the iTVC 
“Bật nắp chọn gu” reaches the target customer group. Then iTVC2 and iTVC3 will 
run in parallel. Digital tactics will help ads show that people who watched iTVC2 will 
see iTVC3 again.

On-Air Time: Early December
 => The reasons: 
In December (decided by the client).

•	 The 2nd iTVC: Which team are you?

•	 The 3rd iTVC: Choosing your coffee style
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5.1.2	 Photoshoot 
This activity is for the purpose of serving the production of key visuals, online 
advertising, and fanpage posts. It can be seen that this set plays a very important role 
in the implementation of the campaign. Through the set of photos below, Mr. Brown 
will show the personality of the brand, bearing the image of Mr. Brown getting close 
to the main audience. The image and color ideas of this series correspond to the 
diversity of people’s personalities. Thereby creating an impression with customers 
who already use the product and attracting new customers. The specific production 
cost is 26,000,000 VND.

Our team will brainstorm together, list ideas, and the most suitable photo poses for 
each scene. Then the main designer of the team will draw the storyboard, after the 
storyboard is finished, it will be sent to the client for inspection and decision. In each 
context, our team will list the common activities of the target audience, so that we 
can think of shooting styles. 

The reason that we choose these activities/ angles is these things are mainly/ popular 
activities in their daily, and that’s also an important part of their work.

•	 In the school context, the activities/ angles that we will mainly exploit are: Doing 
homework, studying, chatting, dancing, eating.

•	 With the office context: Working, rest, meeting, office love, covid19 meeting, 
online meeting.

•	 With the street context: Traveling, art activities (dancing), outdoor activities 
(skating, cycling).

The lifestyle photos are based on the style and interests, from the clothes to the 
characteristics, context, and workspace of the target audience to be able to create 
this set of photos. With 3 diverse contexts, that is school, office, street. The series 
focuses mainly on the office scene, where the main target audience of Mr. Brown 
works.
Through this set of photos, Mr. Brown will show his personality and brand image, 
associated with students and office workers. Mr. Brown as an indispensable friend 
for them in daily life, when everyone needs to wake up or start a new day Mr. Brown 
will be the first coffee brand they remember (Top of mind).

Set of 30 lifestyle photos taken with products and users’ daily activities, targeting the 
activities and contexts of the target audience:  students, office workers.
Time: 2 months (From May - July)
Objective: Material for posts on Mr.Brown fanpage and PR articles 
Location: FPT University: Lecture hall, campus, dormitory, school scene, office, 
Hanoi Pedestrian Street.
Mood: Dynamic, playful, full of dynamism
Tone: Bright colors 

This activity with the purpose of key materials for the concept photos and some 
activities that need photos of products.
Take the photo of 3 products, each product has 2 photo angles with misting.
•	 Mr.Brown Coffee Cappuccino
•	 Mr.Brown Cofee Blue Mountain Blend
•	 Mr.Brown Coffee Chocolate Flavour

Link final: Bộ ảnh tách nền

Transparent Background Photo

The Lifestyle Photo

•	 Looking for ideas and storyboard for the set of photos
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Storyboard for the set of photos
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•	 The process of choosing costumes and models:
•	 Ideation stage

•	 Props selection and shooting process:

Admicro x Mr Brown I Thông tin mẫu bộ ảnh lifestyle

Admicro x Mr Brown I Concept Photoshoot demo

For our team, this is quite a difficult phase and takes a lot of time because it depends 
a lot on the response time from the client-side.
This phase was carried out in 2 weeks, with the context of the COVID-19 epidemic 
being very complicated, the process of choosing a model was also very difficult. In 
terms of costumes, with the target audience being students and office workers, this 
costume serves 3 main contexts: School, Office, and Street. We have to choose 
clothes that match the model, the context as well as the time. 

However, after a while of planning and preparing tools, costumes, and models, the 
model was completed. Then the COVID-19 epidemic broke out, so the set of photos 
had to be temporarily suspended.

For the purpose of making images to post on fanpage, the images must be very catchy 
and eye-catching. The process of brainstorming together has helped our team come 
up with many unique and innovative ideas, but for difficult customers like Mr. Brown, 
the idea still has to be within a certain limit. Focusing mainly on creating stylish, 
personality, youthful, modern, and fresh images. The photos must be associated with 
the working context of the target audience, which are students and office workers. 
Giving props such as pens, glasses, laptops, or even cakes and coffee cups to show 
the closest things to students or office workers.
In detail, wake up and freedom in the concept is shown through the tone of color, 
the props in the photo, the image carries the positive, dynamic and creative energy 
of youth.

The selection of props is also very difficult when working with a difficult client like Mr. 
Brown. Our team has to choose very carefully from the pens to the smallest things in 
the set to bring satisfaction and perfection to the set. 
Unlike the lifestyle photo series, this series of photos was taken entirely in the studio, 
so the problem of the epidemic was solved very easily. Besides, the equipment in the 
studio supports our team a lot during the shooting process.With the concept “Awakening the taste for freedom/Awake your lifestyle. This set of 

photos was made to serve Mr. Brown’s fanpage post. 

Shooting 6 different layouts including layout each product 1, 3 general layouts for 
products.
Concept: Awakening the taste for freedom
Time: 1,5 months (From May - middle June) 
Description: A set of photos in the style of “dynamic” in “static”, each can of coffee 
placed next to the coffee cup shot up as if awakening, bringing a lively feeling full of 
energy.
Mood: Cool, healthy, awake
Main color: Product colors (brown, red, blue) 

The Concept Photo

Link final: Bộ ảnh concept
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https://docs.google.com/presentation/d/1tViZpDOU4U93HVzXhntreCZz2NyfLrJFfRdHxumauAg/edit?fbclid=IwAR3dr77Hm3ejhS-k5n5Vjdq7RSaN7Uox7lv6yFq91F-TSuuLjztUjDUZNbk#slide=id.gdf999125f8_12_112
https://bitly.com.vn/a0qgkc
https://bitly.com.vn/7p15hx
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5.1.3	 Key Visual
 
Key visual is an indispensable activity in all campaigns. In this campaign, key visual 
is used throughout the duration of the campaign, because the purpose of key visual 
production is for banner ad/ display ad, Facebook fanpage. This is also part of the 
“face” of the campaign, as well as Mr. Brown. At the request of the customer, we 
focus on the color elements related mainly to Mr. Brown’s products, as well as focus 
on the adjectives that express the main personality of the brand such as youthfulness, 
energy, dynamic, and creative. This key visual is decided based on the purpose of 
serving banners posted on well-known websites, online newspapers and as Mr. 
Brown’s Facebook photo cover. In general, all designs are based on the image of the 
brand as well as the tone of voice of Mr. Brown.

Set of photos: STAY CONSCIOUS AS IF USING ALARMS - TỈNH NHƯ BÁO 
THỨC

Option design:
Design Concept (OPTION 1) Mr. Brown coffee cans were hovering over the entire 
frame. Complementing the product with other details such as coffee beans, milk, 
ice, ingredients. Specifically: Blue Mountain: Coffee beans, ice (put around / next to 
cans), sugar Cappuccino: Coffee beans, fresh milk, cream foam Chocolate: Coffee 
beans, broken chocolate, cocoa powder, fresh vanilla branches Typo striking block 
with brown - white tone represents the message. The background uses modern, 
complementary pastel palettes.

Design Concept (OPTION 2): The background for each product uses the own lightest 
complementary color. Visual includes coffee cans placed in the center of the image. 
Part of a can of coffee is designed into the ingredients that make up the product. 
Blue Mountain cans with lower half of Arabica coffee beans. Chocolate flavored cans 
with half a stem appear in coffee beans, broken chocolate pieces, cocoa powder, 
and fresh vanilla branches. Cappuccino can with coffee beans, fresh milk, and cream 
foam. In the middle is the main message of the brand. 

Purpose: One of the key activation communications for the main concept of the 
campaign, creating a special impression on the brand after a long time of reminding.

Media channel:

Design ideas: 
To represent coffee cans Mr. Brown acts as an alarm, Mr. Brown directly paints alarms 
on different coffee cans.
Each can when the alarm will emit different messages suitable for the office audience:

To express Mr. Brown coffee can acts as an alarm, painting the alarm directly on the 
different coffee cans of Mr. Brown. Each can go with different messages suitable for 
users: 

Link Final: 		 KV Campaign| Mr.Brown

•	 Post photos on the brand’s fanpage
•	 Facebook engagement and reach ads
•	 Banner ADX 
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The album includes 3 photos. Each photo will be a product with a different message:

“Get up! Makeup and then do reports!”
“Ring Ring! It’s time to go to work, beautiful girl.”
“Brother, it’s bright. Get up and go pick up your girlfriend!”

Banner/ display ad (Online Advertising)

The campaign’s online advertising promotes running banner/display ads. Promotional 
channels are online newspapers, these newspapers must match the personality and 
interests of the target audience who are young people (Kenh14 is an example). 

Below are pictures of Online Advertising activities in newspapers:

KV Campaign Nghiệm Thu| Mr.Brown
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https://bitly.com.vn/v2oh1b
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5.2 	 Fanpage Content Direction
Facebook Fanpage: Mr. Brown Coffee Vietnam

With the dynamic, youthful, and free image of Mr. Brown, along with the concept of 
young and free, then based on the big idea: Awake your freestyle to produce content 
for Fanpage content direction. The specific time has been fixed for the 2nd quarter 
2021 to 1st quarter 2022. But because of the COVID-19 epidemic, the group had to 
adjust the content in August and 2021 to be more suitable for the situation and time. 
Thereby can make people more interested in the posts. The main communication 
tools used are online advertising, Facebook ads. The main communication tools used 
are online advertising, Facebook ads. Besides, the main keywords that our team 
targets are freedom, youth, dynamism, and creativity, which are keywords related to 
the target audience and the image of the brand that we have to follow.

Production Content Rule:
Content style: Young, dynamic, liberal language suitable for young people
Keywords: Coffee cans, freedom, creativity, freestyle, awake your freestyle
Blacklist: Prohibited keywords when running ads

Content Pillar:
•	 Product
•	 Work from home
•	 Mr. Brown - Awake your freestyle
•	 On Trend

Angle:
•	 The required amount of caffeine. 
•	 Guiding enjoy coffee cans. 
•	 Mr. Brown is suitable for all personalities, 

interests, needs... unlimited creativity. 
•	 The free substance of Mr. Brown shows 

in product characteristics. 
•	 Mr. Brown and you express your 

freedom anywhere, anytime. 

•	 CD’s Overview

Content DirectionContent Pillar

Product

Mr. Brown - 
Awake your 
freestyle

On Trend

Work From 
Home

Ratio

The content focuses mainly on the product, from the 
ingredients to the taste. In addition, there are posts 
about instructions for use, product features. 

The main message of the campaign is “Awake your 
freestyle”. Based on the personality and image of 
the brand, we will bring the brand image closer to 
the target customers through images and words 
according to Mr. Brown’s tone of voice.

The content in this part will focus on trends that 
people care about, especially focusing on holidays 
and major events that are recognized by everyone 
and considered an indispensable part of life. 

This is the content deployed to suit the context of the 
COVID-19 epidemic. Thereby, it is possible to attract 
customers’ attention and emphasize Mr. Brown for 
community and social issues, thereby enhancing the 
brand image value. 

50%

20%

20%

10%
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5.3 	 Timeline

Stage 1 Stage 2
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The total campaign implementation period lasts from Q2 2021 to Q1 2022. In the entire campaign running process, social 
media and online advertising (Banner ad/ display ad) are the most used tools.
The first two phases (From May 9 to September 21) focus mainly on product content routes on fanpage and using iTVC 1.

Timing 2nd Quarter (2021) 3rd Quarter 4th Quarter 1st Quarter (2022)

Month Jun Jul Aug Sep
( 2/9, Mid Autumn 21/9)

Oct
( 20/10 and Halloween)

Nov
(International Men’s Day 19/11, Teacher’s 

day 20/11, Black Friday 26/11)

Dec
(Christmas 25/12, New 

year)

Jan
(Lunar new year 

31/1)

Feb
( Valentine 14/2)

Mar
(International Women’s 

day 8/3)
Objective: Booming concept 2021 Increase awareness and purchase demand 

Online 
Activities:

- Fanpage
+ 1  Post Video (iTVC 1)
+ 1 Post single photo
+ 2 Posts Multi

- Facebook Ads
+ Video ads
+ Engagement ads
+ Reach ads

- Display ads
+ In-read Video (iTVC) True view 30s (iTVC 1 master 
ver 45s)
+ Banner King Size (iTVC 1 master ver 45s) in-target
+ Balloon Ads (iTVC 1 master 45s)
+ Banner ADX intarget + retarget (KV thiết kế "Đánh 
thức gu tự do")

- Fanpage
+ 3 post video iTVC 1 cut ver 15s

- Facebook Ads
+ Video ads
+ Engagement ads
+ Reach ads

- Display ads
+ Banner King Size (iTVC 1 cut ver 
15s) in-target
+ Banner ADX intarget + retarget (KV 
thiết kế "Đánh thức gu tự do")

- Fanpage
+ 1 Post single photo
+ 1 Post Multi

- Facebook Ads
+ Video ads
+ Engagement ads
+ Reach ads

- Display ads
+ Banner ADX intarget + 
retarget (The album photo 
"Đánh thức gu tự do")

- Fanpage
+ 4 Post single photo
+ 1 Post Multi
+ 1 Post minigame

- Facebook Ads
+ Video ads (iTVC 1 cut)
+ Engagement ads
+ Reach ads

- Display ads
+ Banner ADX intarget + retarget 
(The album photo concept "Đánh 
thức gu tự do")

- Fanpage
+ Post Video (iTVC 2)
+ 3 Post single photo

- Facebook Ads
+ Video ads
+ Engagement ads
+ Reach ads

- Display ads
+ Banner King Size (iTVC2) in-target
+ Balloon Ads (iTVC2)
+ Banner ADX intarget + retarget 
(The album "Tỉnh như báo thức")

- Fanpage
+ Post Video (iTVC 3)
+ 2 Post single photo

- Facebook Ads
+ Video ads
+ Engagement ads
+ Reach ads

- Display ads
+ Banner King Size (iTVC3) in-target
+ Balloon Ads (iTVC3)
+ Banner ADX intarget + retarget (The 
album "Tỉnh như báo thức")

 - Fanpage
+ 3 Post single photo
+ 2 minigame

- Facebook Ads
+ Video ads
+ Engagement ads
+ Reach ads

- Fanpage
+ 2 Post single 
photo

- Facebook Ads
+ Video ads
+ Engagement 
ads
+ Reach ads

- Fanpage
+ 2 Post single photo

- Fanpage
+ 1 Post single photo

Key 
activations ( 
Running ads’ 
Material)

- iTVC 1 "Đánh thức bản năng trong bạn"
- Key visual "Đánh thức gu tự do"
- The album  concept photo "Đánh thức gu tự do"

- 3 cut versions 15s of iTVC 1
- Social activity "Cùng Mr. Brown đi 
muôn nơi"

- Lifestyle photos were 
taken with products and 
users' daily activities 

- The album photo "Tỉnh như báo 
thức"
- Minigame "Chụp ảnh màn hình - 
Rinh quà tỉnh táo" - iTVC 2: 15s “Bật nắp chọn gu” - iTVC 3: 15s “Lựa chọn gu cà phê - Minigame - Minigame 

Timing 2nd Quarter (2021) 3rd Quarter 4th Quarter 1st Quarter (2022)

Month Jun Jul Aug Sep
( 2/9, Mid Autumn 21/9)

Oct
( 20/10 and Halloween)

Nov
(International Men’s Day 19/11, Teacher’s 

day 20/11, Black Friday 26/11)

Dec
(Christmas 25/12, New year)

Jan
(Lunar new year 31/1)

Feb
( Valentine 14/2)

Mar
(International Women’s 

day 8/3)

Production

- iTVC 1: Master version “Đánh thức bản năng trong bạn”
- 3 cut versions  15s of iTVC 1
- iTVC 2: 15s - 20s “Bật nắp chọn gu”
- iTVC 3: 15s - 20s “Lựa chọn gu cà phê"
- Take product transparent photos + concept photos
- Take LifeStyle photos with the product
- Fanpage Post Content
- Design banner

- Fanpage Post 
Content
- Design banner

- Fanpage Post 
Content
- Design banner

- Fanpage Post Content
- Design banner

- Fanpage Post Content
- Design banner

- Fanpage Post Content
- Design banner

Fanpage Post Content

5.3.1	 Campaign Timeline
 

5.3.2	 Production Timeline
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5.4 	 Campaign Budget

On-Air Timeline (Goao Team’s Activity)
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For the activities our team participated in this campaign, our team has on-air products 
according to the time period, platform, and purpose of the product according to the 
timeline below: 
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Phase 3: 
Post-launch 
Campaign 
Strategies

06

•	 Campaign Measurement
•	 Stakeholder Engagement Plan

Awake Your Freestyle
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6.1 	 Campaign Measurement

Facebook Engagement

As of April 17th, Page has achieved a total of 11,938 likes, and had more than 
15,279 likes after 4 months from August 20th (increased 27.98% to April). 

Overall results from July 18, 2021 - Aug 14, 2021

Likes page from April 17th (11,938 likes) to August 20th (15,279 likes)
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6.1.1	 Social Media Engagement

According to the statistics reported on the measurement data of fanpage posts, we 
obtained the following results.

Interactions

Reach 62947

Like 1314.13

Impression

Click

195.25

195.25

Average number of posts

See detailed post insights at Appendix 8.3 (page 120)



Mr. Brown’s Marketing Communication campaign Awake Your Freestyle

82 83

Engagement Post Social Banner Ads

ADX banner report

iTVC report

PC

Mobile

Time

Time

Time

July

July

June

July

August

August

August

SUM

SUM

SUM

1.412

54.488

2.996

3.720.771

1.036.442

5.366.666

1.174.018

5.967

1.187.367

0.038

0.576

0.056

Click

Click

Click

Impression

Impression

Impression

Reach

Reach

Reach

CTR

CTR

CTR

540

38.725

15.763

1.298

1.787.293

707.677

328.765

2.533.333

595.764

3.565

1.506

723.809

123.261

896

809.524

1.933.478

224.435

2.833.333

872

10.865

1.698

0.030

0.504

0.458

0.051

0.045

0.399

0.060
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Post “CHẤT TỰ DO TRONG LON GỌN NHỎ” is the post with the most impressive 
number. The reach of the post is 98622 people reach, more than 3.3K likes.

Post Insignts
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6.1.2	 Google’s Search Adwords

With the keyword “Mr. Brown coffee”, we received an increase of about 15,000,000 
results compared to before running the campaign.

After Before

Goao Team’s Campaign Report
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Summary of Traffic Increase

•	 Google Analytics

Audience Overview from Dec 1, 2020 to Mar 31, 2021 
(4 months before running the campaign)

Through the acquisition data table, we can see that the source of the website source is 
mainly from Admicro’s platform.

Audience Overview from Apr 1, 2021 to Aug 16, 2021 

Users Increase 116,728 people

Increase 111,587 people

Increase 144,041 views

Increase 158,701 views

New Users

Sessions

Pageviews
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6.2		 Stakeholder Engagement Plan

In this project, our team is very fortunate to have collaborated and worked 
with two partners Admicro and Mr. Brown. In the process of doing the work, 
disagreement between our team and the partners is inevitable, because each 
side’s thinking is very different and everyone has their own opinions. (Specifically, 
the stage of developing and providing ideas to the partners encountered some 
inconsistencies, as well as dissatisfaction.)

Besides the negative stakeholder issues in the early stages of the campaign, our 
team was well aware of the client’s wishes and ideas, so the issue was resolved. 
Positive feedback from stakeholders makes us feel very happy and motivated to 
work more.

Here is our summary of the feedback from Admicro and Mr. Brown.

Feedback from Admicro and Mr. BrownEmail Admicro confirms cooperation with Goao Team P
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Mr. Brown’s Survey for Admicro

•	 More than 80% of Mr. Brown knows that Admicro is the unit responsible 
for communications for Mr. Brown.

•	 Nearly 20% of Mr. Brown doesn’t know this.

•	 87% Mr. Brown said that this year’s campaign has improved place. 
That shows that the campaign has successfully entered the early 
stages.

•	 Only 13% of Mr. Brown doesn’t feel the campaign has improved.

•	 The majority have no comments and are very satisfied with Admicro’s communication 
activities. There are some contributions to the content, and the product needs 
improvement.

•	 Admicro’s media publications this year are mostly well-reviewed and very good. Here 
we can see that Admicro has gained the majority of trust from Mr. Brown.

Below is Admicro’s survey of communication quality for employees of Mr. Brown. Through 
which we know the satisfaction as well as the responsibility of Mr. Brown for Admicro, and 
from there the two sides can be ready for the next cooperation. 
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Phase 4: 
Reflections & 
Recommenda-
tions
•	 Reflections on Project Work
•	 Recommendations for Future Projects

Mr. Brown’s Marketing Communication campaign
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7.1 	 Reflections on Project Work

Methods to communicate effectively with team members

Teamwork is very important when it comes to good communication skills. In general, in 
terms of our team, communication is not difficult because the members of the group are 
people who have worked together before. However, there are still things that need to be 
noted to make the working process become more smooth and smooth.

The first is we need to continuously update each person’s work.
Because of the COVID-19 pandemic, every person in a different place 
has a problem or a problem that needs to be solved right away. Usually, 
when you talk to the circulation will solve the problem quicker and easier. 
It can be said that this problem, belonging to the objective category, is 
difficult for us to solve. However, we have tried to solve this by spending 
3-4 online meetings per week to report and capture the status of the 
work. Regular online meetings help us to grasp each person’s problem 
immediately and solve it more easily.

The third is always to be proactive at work.
Being proactive may not eliminate all issues, but it can help you resolve 
issues more effectively and efficiently. When working with Mr. Brown 
for the first time, we are often passive in waiting for customers to send 
feedback. This is when some of our jobs are delayed for a long time. 
Right after that, we knew we needed to be more proactive, instead of 
waiting for us to try to ask and prompt customers to send feedback. So 
my work can become smoother.

The second is the problem of using work management tools.
Because our team has worked together before, dividing the work is not 
difficult for us. However, we usually just assign work to each other via 
Facebook messages and submit products through it. Because using 
Facebook’s message for work is quite unprofessional because it is easy to 
drift away from important information. With Admicro’s recommendation, 
we learned how to work with each other via Telegram and split the work 
through Trello. Project management tools such as Trello are a great way 
to coordinate and streamline team projects. They make it easy for teams 
to track the progress of a project as you can assign tasks to individuals, 
set a due date for that task, and chat about that task in its specific 
“card”. It’s a very transparent way for an entire team to communicate 
effectively on a project and move it swiftly from one stage to the next.

01

03

02

The relationship between theory and practice
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The last lesson we learned from this campaign was a theory that would never be able 
to accomplish the best if it wasn’t actually applied. Every member of our group has had 
experience working before that. But it was an intern and not directly managing a serious 
project, so we had a lot of surprises in this process. The knowledge of the class has helped 
us a great deal, but that knowledge is still in common. Besides, the use of that knowledge 
has limited restrictions. We realize that the best way to carry out an effective operation is 
to withstand a solid field of expertise, and actively participate in various mechanisms to 
understand the work and gain more experience for the next use. For our group, this is the 
most valuable lesson.
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7.2 	 Recommendations for Future Projects

Company Culture

About Admicro

In the stage of pitching ideas with customers, because 
the time was quite fast, Admicro only exchanged 
information via group chat, official information about 
the iTVC product implementation plan. That led to 
internal miscommunication so that the original plan 
to shoot the iTVC in Hanoi was moved to Saigon and 
had to extend the filming time. This has caused the 
filming of the iTVC to be wasted, causing damage to 
Admicro.

Here, we recommend that Admicro should manage 
information in a more systematic and professional 
manner. All closed information needs to be confirmed. 
Official mail flow, avoiding the case of unclear and 
inconsistent information. Confirmation via official 
email and cc to each management department in 
charge of the project will help the information flow to 
be more accurate, clear, and transparent.

About Mr. Brown

Mr. Brown is heavily influenced by the Taiwanese parent 
company, so the style and culture of the company still 
bear the simplicity of the parent company. As can be 
seen, in every idea and plan Mr. Brown always chooses 
safety and simplicity. This makes the campaign too 
safe and not very prominent. Therefore, Mr. Brown 
needs to consider renewing themself. The company 
should make a difference from the parent company 
and bring more Vietnamese cultural features into the 

product image.

Besides, currently Mr. Brown is so focused on 
distributing products to convenience stores that he 
forgot to focus much on social media. We suggest that 
in the future the company should promote its activities 

as well as create an image on social media more.

Social Media Content

With Facebook, the company can keep 
the voice and format of each post. 
However, having only one post a week to 
change awareness is too little. The best 
posting recipe is 3 to 4 posts a week. 
Include 1 to 2 product introductions, 1 
awareness change post, and 1 interaction 
increase post.

With Youtube, Mr. Brown also has his 
own Youtube page but has not been 
promoted and developed. 1/4 of the 
world’s population is watching YouTube 
every day. The YouTube platform is 
growing strongly, which means that the 
effectiveness of YouTube Ads is not low. 
Therefore, the company should have 
more policies to develop this inherent 
platform.

The company may consider doing more 
research on Instagram and Tik Tok 
because marketing on Instagram and Tik 
Tok is getting younger and more popular 
among young people. Due to limited 
staff and time in the campaign, content 
development on these platforms has 
not yet been carried out. So Mr. Brown 
needs to consider this.

In the future, the company should push the number of posts up more to increase 
the team’s reach to customers. In addition, the content of the article should be 
creative, catch the trend, and be more diverse in terms of images. Currently Mr. 
Brown is using only 2 main formats, single and multi. The company should consider 
developing other formats like carousel and animation.
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8.1. Research Admicro
Customer Listening

8

Measured from online channels: social networks, news, forum,…
From  01/02/2020 to 31/01/2021



Mr. Brown’s Marketing Communication campaign Awake Your Freestyle

102 103

8.1. Research Admicro
Customer Listening

A
pp

en
di

x

8



Mr. Brown’s Marketing Communication campaign Awake Your Freestyle

104 105

8.2. Phase 2 8.2. Phase 2
iTVC’s Script iTVC’s Script

[Voice] Who says feminine girls can’t be tough? A girl is sobbing while watching a 
touching movie, the camera angle zooming in for a close-up of her teary eyes, then 
zooming out to change the scene. Now it’s still the same girl but she’s rubbing her 
eyes because of the sawdust when she builds her own DIY (do-it-yourself) bookshelf.
 
[Voice] Who says workaholics can’t be kitchen lovers? A female boss is busy working 
at the company, when she moves to the next frame, steps into her kitchen at home, 
takes off her blazer, puts on her apron, rolls up her sleeves, and excitedly kneads the 
cake dough. 

[Voice] Who says quiet people don’t have exciting moments? A pianist is performing, 
the whole stage is in silence, only the sound of each piano key echoes in the spotlight. 
When his finger touches the last note of the song, he suddenly takes off his suit, 
inside is a hip-hop outfit. He swings his body into a breakdance. The stage lit up, and 
his hip-hop dance team appeared with him to perform on stage. 

[Voice] Who says you can’t be both? No one can label you any standard, because 
who you are is defined by you. The DIY girl pops the lid of Mr.Brown canned coffee 
while taking a short break. The flavory sip of coffee awakens her to continue the 
project. At the end of a board meeting, the female boss takes a sip of Mr. Brown 
canned coffee. As she drinks she feels an encouragement inside of her. She takes out 
a box of cupcakes she made herself and shares them with her colleagues. Everyone 
is surprisingly delighted, enjoying the cake with her. While on stage, the pianist/
dancer used Mr. Brown canned coffee as the main prop to accompany his dance 
moves. The can spins and swings along with his beautiful movements, shining in the 
spotlight. 

[Voice] Mr. Brown - Awaken the gout of freedom! End frame key visual and slogan 
appear.

The first scene shows 3 characters at a convenience store. They all seem like they’re 
looking for something. They stop in front of the store’s cooler, seemingly to see what 
they want. 
Treatment: Quick introduction for 3 characters including a traveler, an office girl, a 
dancer. Introduction option 1: Introduce each person with text + freeze-frame effect 
(Dat - 25 years - traveler; Duyen - 28 years - designer; Chi - 22 years old - college 
student) on different backgrounds of the convenience store.

Next, each character opens the cooler and reaches inside to take what they have 
chosen.

In the end, each of them takes out a different coffee can of Mr. Brown simultaneously. 
They contentedly look at the can and proceed to the check-out counter.

The first scene shows a person opening a lid in order to raise the viewer’s curiosity. 
This scene is repeated with the next 3 people. 
Treatment: The frame splits in triple.

The first scene shows a person opening a lid in order to raise the viewer’s curiosity. 
This scene is repeated with the next 3 people. 
Treatment: The frame splits in triple.

The final scene is revealed with each person placing Mr. Brown canned coffee in 
different settings: in the office, at the picnic, at street vendors. Treatment: The last 
scene returns to full screen, using green screen.

•	 iTVC 1:

•	 iTVC 3:

•	 iTVC 2:
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8.2. Phase 2
The Concept Photos’ Idea Demo
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8.2. Phase 2
The Concept Photos Final
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8.2. Phase 2
Fanpage CD
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8.2. Phase 2
Product Acceptance

(Include: iTVC, Keyvisual)

•	 Kenh14.vn:
•	 Soha.vn:

•	 Vtv.vn:
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8.2. Phase 2
Product Acceptance

(Include: iTVC, Key Visual)

•	 Afamily.vn •	 GAMEK.	VN:

•	 Thethaovanhoa.vn:
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8.2. Phase 2
Inventory of ADX banner

•	 Tin tức tổng hợp •	 Giải trí giởi trẻ
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8.3. Post Engagement

Post InsigntsPost Insignts
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8.3. Post Engagement
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8.3. Weekly Work Report
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