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Summary

2

Awake Your Freestyle

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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2.1.2. About Admicro

« admicro

21.1. Abous Us 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 Vietham)
and the strength of technology powered by parent company VCcorp, Admicro is always at the
leading position in the Viethamese market.

2.1 About Us and Our Project

We are Goao Team consisting of 4 members:

R TLLL

Nguyen Khanh Chi Hoang Huong Ly

- Strengths of Admicro

D.0.B: 02/07/1999
Student ID: HS130280

D.0.B: 12/01/1996
Student ID: HS130243

3 strengths that help Admicro win over competitors:®

| |
n Admicro’s high applicability of technology to products
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.
Nguyen Xuan Toi Nguyen Hong Hanh 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.

D.0.B: 12/11/1999
Student ID: HS130236

D.0O.B: 08/01/1999
Student ID: HS130113

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

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
Goao Team 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.

“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. B The ecosystem of good network channels enters the niche

Introduction

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 VVCCorp and Admicro exclusively
exploiting media. That is a great advantage to help businesses approach customers in a
unified and horizontal direction.

6 7
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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®, we

find that young people are always looking for new experiences or
always want to express their freestyle. From there, we came up 4
with the idea for this Mr. Brown media campaign and named the .
campaign “Awake your freestyle”.
The campaign includes the following main activities: iTVC,

The campaign is carried out by members of the Goao Team and the Photoshoot, Key Visual, Fanpage. In this campaign, Goao Team $

Admicro unit. Through this campaign, we want to increase brand . has contributed the following works:

awareness and spread out the campaign concept into online media 3

platforms, increasing the brand love for users. Mr. Brown is the first 4 « For iTVC activities, we have 3 videos for this campaign with

brand in the Viethamese 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

different purposes. The Goao Team participates in thinking of .
ideas, giving feedback to the iTVC. Admicro is in charge of 3
shooting and editing iTVC.

audience of 18 to 35 years old. They are mainly office workers and «  Photography activities include transparent background, lifestyle :
students. 1 and concept. Both sets of photos are in charge of Goao Team. y

+  With Key Visual activity, both Goao Team and Admicro come up
Based on the AIDA model, we divide the campaign into 3 stages. 4 with ideas and design key visual. :
Each stage has a different goal. First stage done to build people’s + Finally, the activity of making Fanpage. Both Goao Team and
awareness about the brands and products. Second stage is the 4 Admicro come up with ideas, Goao Team implements the 3
booming concept that makes people interested and love the b content of the posts, Admicro is in charge of the feedback.
brand’s products. Third stage is implemented to increase customer .
activation. Three stages connect with each other based on the E Mr. Brown marketing communication campaign “Awake your E
correct psychological sequence when buying a customer’s product. : freestyle” lasted for 1 year from 4/2021 to 3/2022 with a cost of 1.7 :
Goao Team cooperated with Admicro company in the first 2 stages billion. .

of the campaign.

. GUTU DO’
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* Brand of King Car

foed Coffee
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2.2 Introduction of Our Client and Their
Products

Overview Company

Mr. Brown is considered a famous brand in Taiwan according to Vnleader newspaper. * Mr. Brown Coffee and Their Product

@ In the Vietnamese market, the brand is still not popular with coffee consumers.
® Therefore, the brand wants us to build a campaign to help them grow stronger in

, According to Vnleader newspaper, Mr. Brown is a leading brand in Taiwan, but
Vietnam. N - :

is still not popular to coffee consumers in Vietham. Mr. Brown presents in more
Firstly, we will introduce King Car Group - The mother brand of Mr. Brown. el 22 CEMRITIES GUET H03 BTN ek
Mr. Brown received product certification for health and food certification of
GMP standards of Taiwan. @ 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.

« King Car Group - The Group behind Mr. Brown ©

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.

KING CAR  |n 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.

=
o
]
o
>
©
o
| -
]
(=

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.

10 11
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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. @

Chocolate Flavour Coffee
Specification 240mi

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.

Blue Mountain Blend
Specification 240ml

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.

12

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.

[ By » =
b | mﬁ‘mium’. tir higt i pbt 'd
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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®

 Core Values

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.

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.

IS ! l
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Mr. Brown’s Brand ldentity

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. (19
Here are the things that make up the brand identity for
Mr. Brown coffee:

The slogan “A(wa be thewe

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.

14
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* Mr. Brown’s Logo as Their Visual Symbol

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 Vietham. Mr. Brown brings a new breath
of fresh air to enjoy quintessential coffee while ensuring
health and safety.

* Their color scheme: Yellow, White, and Red

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:

#8c061e

HIFFE

#fefeb5

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.

15

Introduction

IS ! l



EEEN Mr. Brown’s Marketing Communication campaign

_DANH THUC
GU TU'DO"

Mr. Brown Coffee Vietnam

=tnam - Fo « company

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.

TRANGCHU  VE MABROWHN — SANPHAM  VE CHATLUONG TRACH NHIEM THUONG HIEW  TIN TONG HOP LIEN HE

Awake Your Freestyle I

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.

Their Claimed Responsibilities

16

Particularly forthe 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: "

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.

17
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2.3 Company Situation Analysis

2.3.1 Mr. Brown Brand Analysis
Brand Positioning

SWOT Analysis

International: Mr. Brown is the leading coffee brand in Taiwan.

. _ " _ Vietnam: Mr. Brown is a coffee brand for young people.
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 To position the Mr. Brown brand for young people, the brand uses the following

cleanliness and safety. methods:

The brand has wide distribution scale and it has appeared in

32 countries. 1. Positioning based on features: With small, compact and convenient features, the
Mr. Brown has new and diverse coffee flavors. product is very suitable for busy young people.

Brand responsibility to society is extremely good. It will be the 2. Positioning based on use: Young people have a lot of things to do, they need

foundation to ensure a positive and sustainable brand image. 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.
l/\‘eﬂdaw» 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.

* Point of difference

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.

« The brand limited budget in implementing
marketing communication campaigns.

+ Mr. Brownis stillnot popular with coffee consumers
in Vietnam.

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

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.

Oppelunilies

+ Many large competitive brands have a certain position

in the minds of consumers.

Vietham’s coffee culture: Strong coffee in the “Phin”.
The COVID-19 pandemic affects the campaign’s
communication activities

[viealy

18

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.

19
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+ 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 Vietham such as Highland, Boss
Coffee, Nescafe, Birdy Coffee. Those are also the competitors of Mr. Brown’s coffee.

High price
A

g

Mr. Brown '
S

Neséufe
Boss
Coffee E
A
Birdy -
Coffee '

Highland

Bl

Not popular Popular

Low price

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.

20
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Competitor Analysis

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

Name

Strength

Weakness

Birdy Coffee

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

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.

Cafe Birdy doesn’t have a
variety of flavors.

Birdy’s packaging is underrated
compared to brands like
Nescafe, Highland, Boss Cafe.
Inthe past 3 years, the brand has
not promoted communication
for canned coffee.

Boss Coffee

Boss Coffee is one of Japan’s
No.1 best-selling canned coffee
brands. Withastrong 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.

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.

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.

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.

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.

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.’? Nescafe does
not promote communication
activities for canned coffee.

In Vietham, 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 Vietham’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. ¥

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

Ion

Introduct
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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.

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
Goao Team’s such as teamwork, design skills, content writing
- skills, how to create good ideas, how to manage
Opportumty 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.

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 Admicro’s
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.

opportunity

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
Mr. Brown’s 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.

22

opportunity

In Conclusion

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.
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Campaign
Overview

Campaign Objectives

Target Market and Audience Insights

Big Idea

Message Strategies

25
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3.1. Campaign Objectives Campaign
SMART Objectives

> © ¢ ¢ 0 0 0 o0 o

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

Categories KPIs

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 : Like page Increase fanpage to 5000 likes .
thg position of ’Fhe branq, increase brand awareness, hence, raise brand Igve. After . e eadin 3,000,000 .
this, the brand image will be upgraded and create a new position in the mind of the . Fanpage .
target audience. . Reach 1,600,000 :
_ . . Engagement 80,000 .

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 . ) 5
help them assert their own “taste”. . _ Impression 10,000,000 :
Spread out campaign concept into social media, therefore increasing the brand’s . Website Reach 2,800,000 .
love for users. . Click 14,000 .
0 © o ¢ o ¢ o o o Goao Team > © ¢ ¢ 0 0 0 0 o o

. SMART Objectives .

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

: Categories KPIs .

Like page Increase fanpage by 2000 likes :

. SR Impression 800,000 .

. Reach 300,000 .

: Engagement 20,000 .

: ‘ Hlue M . Impression 2,000,000 .

e o I'-:: _ . Website Reach 600,000 :

= : Click 3,000 .

' :‘, 100% pure coffee tract
itlw

27
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3.2 Target Market and Audience Insights 3.2.2 Market Research
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 Measured from online channels: social networks, news, forum,...
to mekonginfo, understanding user local target groups and their shopping habits will From 01/02/2020 to 31/01/2021

help us find the best customer insights. 9
Through market research and customer insights, you can form new product
development ideas and choose the right positioning strategy for that product in a te e e oo e e e e Why do customers choose e e e e eeen

specific market. canned coffee?

3.2.1 Market Truth

According to Admicro Social listening 2020,
canned coffee is not popular yet in Vietham but
Millennials might accept new experiences ®

Time-saving I
Convenient
vent 29%
Easy touse [N 13%

34%

+ \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.

Easytobuy I 10%
Reasonable price NG 5%
Tasty, easy to drink N 5%
Verified origin | 0.2%
Others W 1%

N = 148 discussions

Admciro Customer Listening Market’s Canned Coffee 2020

The golden age of the convenience store (®

+ 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.

+ ltis 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.

+ 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%.

In conclusion, in the future, when life gets busier and busier, canned coffee will

become more and more popular because of its convenience.

+ The opportunity for canned coffee in the Vietham market is growing

In conclusion +  Canned coffee is suitable for young people who have a habit of

buying at convenience stores
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« e+ The most popular coffee brands in Vietham

34

Boss Coffee Highlands Coffee Nescafe

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.

Mr. Brown needs to focus on Gen Z and millennial audience with a

concept that focuses on that audience’s emotions.

30

3.2.3 Target Audience

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 Vietham.

Gen Z and Millenials have to work and study every single day. So coffee is

Awake Your Freestyle I

something they need most. But they can’t show their personality into it.

Sex

Target Audience

65% female and 35% male

Age

18-35

Location

60% in HCMC and 40% in Hanoi

Occupation

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

Income

Behaviors
& Habits

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

Touchpoints

Social media
KOLs, Influencers
Convenience store

31
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3.2.4 Customer Persona

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. (18

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

Age 18-23

Location Locations Major Cities

Office person Income C+

Occupution  Student or recent graduate, from a well-off family if not working

Sex  Women , .
or having a stable income

Age  24-35 Features + Dynamic, like to discover new products

. R . .  Freedom to express personal taste without traditional mold
Location Ho Chi Minh City, Hanoi re xpr ber without tradit

+ Regularly update new trends

Income B+ « Strongly influenced by social networks, KOLs

Product demand | need new and diverse products to express my personality and
unique taste, but the monotonous traditional coffee cannot meet
Features -+ Modern life, creative enjoyment this need.

* Active on social media Value with brand  Sub-consumer group, but can nurture and educate to become

*  Personality, likes to express herself and unique personal taste the main customer in the future. In addition, there is also a high
* Regular updates on new lifestyles value of the ability to share and spread for the brand.
+ Strongly influenced by social networks, KOLs

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

+ This campaign focuses on young audiences: Millennials, Gen Z

Value with brand  Main consumer group, highly contagious and shareable, increase

customer engagment and sales value.

S
o
>
| -
()
>
@
c
£
«©
o
S
©
+ Based on touchpoint and the Covid19, this year’s campaign will be O
conducted mainly through the brand’s owned media.
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- So this concept can understand that:
3.3 Bigldea

Freedom of Choice - Young people have the need to show their choices as well

3.3.1 Customer InSIthS as their lifestyle through each product they use every day.
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 3.3.3 Big Idea: Danh thitc Gu tu do

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. Based on the concept Young and free, Mr. Brown needs to convey the personality,

freedom, and bravery of young people.
Insight: “My coffee taste is free, not fixed to a specific type. | choose coffee according

to my daily needs” is the statement of young customers”. From the insight, the Goao Team came up with the big idea “Danh thirc gu tu do”

mean “Awakening the taste of freedom” in this campaign.
3.3.2 Mr. Brown’s Strategic Communication Concepts Mr. Brown helps customers awaken their “freedom” through a variety of Mr. Brown’s

products.
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 With this big idea, Mr. Brown conveys two ideas:

i CieligElie, Stistcel fotlag (FRepie: 1. Wake-up: Arabica ingredients ensure the caffeine concentration to meet the

The slogan “Always be there” makes Mr. Brown like friends for the audience. Through , .
product’s function.
choosing the brand’s colors and slogans, Mr. Brown wishes to present itself as a

. _ 2. Free of choose: When it comes to the target audience’s taste, the coffee doesn’t
brand that can be a partner to be friends for an audience.

have to be dark and bitter, but whatever we like, that taste will become our taste.
In 2020, Mr. Brown ran the “Colorful Coffee Culture” concept. By choosing the theme The word “Danh thirc” has 2 different meanings: “Awake”. The word “Gu” has 2

of culture, Mr. Brown has shown that they are willing to accept differences. This is different meanings: “Style” and “ Taste”. The word “Ty do” means “Free”.

consistent with their brand image and identity.

2021’s concept

For young people, their taste is often not fixed in a single form. In enjoying coffee,

3.3.4 Key Messages

today they like a little latte for gentleness. Tomorrow, they can change to cold brew il (1N @S & VEES) Cif CEIEE CRED NSRBI 2o Hel Cleenir enel picss

for refreshment. When needed, they will want a strong coffee to wake up the day. yeur el - & el angl elisinet sHg,

Young and free “ ”
For young people, finding new experiences in a daily routine can make them more The slogan A‘Jﬂkﬁﬂ/ W Ww

excited. They are at the age when they want to show themselves most, willing to take

H Campaign Overview

on new challenges. So expressing yourself through the smallest things.
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3.4 Message Strategies

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.

3.4.1 Brand Positioning

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”.
(8 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.

3.4.2 Slice-of-life Advertising

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. (1

Inthis 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.
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3.4.3 Advertising Appeals

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 ©%

+ 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.

3.4.4 Key factors delivered through key messages

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.

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”

3.4.5 Campaign’s Tone of Voice

* Youthful: catch trend, funny
+ Clear: the information communicated is easy to understand for the target audience
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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
(Lwu hwo'ng van héa - Nguyén vi tho'i 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 Vietham (Céng coffee, “Vot” 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 “Luu huwong van héa -
Nguyén vj thdi 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).

Option 2: Awake your freestyle (Danh thurc gu tu 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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Mr. Brown’s decision

Based on this concept, the Goao Team proposed the second big idea “Danh thirc gu ty 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.

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

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.

‘ Phase 1: Pre-Campaign Planning
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4.2 Proposal Development Process

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.

April 2 Admicro received a brief from a Mr. Brown Vietnam.
April 5 Admicro contacted Goao Team to propose cooperation.
April 6 - April 10 Admicro and Goao Team complete the proposal.
April 12 Admicro presents the first proposal.
April 13 Mr. Brown gave feedback. Mr. Brown wants to combine 2 concepts and

implement ideas for iTVC and photo books.

April 14 - April 17 Admicro edits the proposal for the second time, Goao Team and creatives
build scripts for iTVC and 2 of the photobook.

April 17 The second proposal is sent to Mr. Brown Vietnam.

April 19 Mr. Brown Taiwan feedback about they don't want to do all 3 iTVCs on
the same day.

April 20 - April 23 | Goao Team and Admicro find an alternative to implement iTVC. The
iTVC has finally been transferred to Admicro's Saigon production team.

April 24 - April 27 Goao Team and Admicro's production team in Saigon together fix
iTVC's treatments to match performance.

Al 2 The third proposal (updated iTVC treatment) was approved by Mr.
Brown Vietnam, then sent to Mr. Brown Taiwan.
APl ES) = R 8 Mr. Brown Vietham and Mr.Brown consider the third proposal.
May 7 .
& The third proposal (updated iTVC treatment) was approved by Mr.
Brown Taiwan.
May 10

The cooperation contract between Admicro and Goao Team was signed.

42

Awake Your Freestyle I

1st Proposal Timeline

Quarter 2 Quarter 3 Quarter 4 - 1/2022

Educate & Increase

Objective Soft-Branding Booming Concept
customer activation
Concept Awake Your Freestyle
SKU Blue Mountain Blended | Cappuccino | Socola
+ iTVC 1 - “Which team
are you?” master version
3 cut versions 15s of | + Product photoshoot + Fanpage Post
iTvC1 and concept photoshoot | + Banner design
+iTVC 2 - Turn on the lid | + “LifeStyle with + Minigame
Production of Mr. Brown cans 15s - | product” photoshoot
20s + Fanpage Post
+ iTVC 3 - Choose Mr. | + Banner design
Brown atthe convenience | + Minigame
store 15s -20s
+ Fanpage Post
+ Kick-off cut versions + Kick-off 2 iTVC turn on
+ Banner ADX 15s of iTVC “Which team | the lid of Mr. Brown cans
+ Fanpage Post Video are you?” and choose to buy at the
Online (iTVCA1) + KV design + convenience store
o + Fanpage Post content | photoshoot + Minigame
Activities (post weekly + post + Album “Awake as + New Year photos
season) alarm” + minigame + Minigame
+ Facebook Ads “Alarm screen capture to
get gifts”
+ 3 cut version 15s of | +2iTVC turn on the lid
iTvC 1 of Mr. Brown cans and
, S + KV design choose to buy at the
Key Material | ITVC 1 "Which team are | | py, a?bum convenience };tore
you?” master + Album “Awake as| + Minigame
alarm” + New Year photos
+ Minigame 1
+ Facebook ads + Facebook ads
+ Facebook ads + Banner Masthead VCC | + Banner Masthead VCC
Channel + Banner Masthead VCC | Adnetwork Adnetwork
Adnetwork + Banner ADX VCC + Banner ADX VCC
Adnetwork Adnetwork
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Contingency Plan
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Risk management is the process of identifying, assessing and controlling threats to an organization’s capital and earnings.®"

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.

Happened
or not?

Consequence

Solution

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

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

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

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

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

Yes

Yes

Yes

No

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.

The number of cases is increasing rapidly,
quarantine is established.

The production progress is delayed because
ekip couldn’t meeting.

Goao Team produced concept photos but
couldn’t take lifestyle photos.
Fanpage content direction must be changed.

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.

Mr. Brown will not pay in due course.

45

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.

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.

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

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

Admicro will evaluate Mr. Brown based
on work history. With a good working
history, Admicro can plan to delay the
payment of Mr. Brown.

‘ Phase 1: Pre-Campaign Planning
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hase 2:
ampaign

Key activities:
-iTVC
- Photoshoot
- Key Visual

Fanpage content direction
Timeline

Campaign Budget

Awake Your Freestyle I
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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.

Awake Your Freestyle I

5.1 Key Activities

5.1.1 iTvVC

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.

iTVC’s overview

iTVC1 iTVC2 iTVC3
Idea Awaken your instinct Pop your lid, choose  Choosing your coffee
your taste style
- May with cut versions
Time In November In early December

(15s/Video)

You can be a gentle girl, Video encapsulated
“Tricked” video makes

Creative a cool tomboy, or you within 15-20 seconds

: . viewers surprised and
Direction can be both. The choice P about the life of
feel interesting.

is yours. young people.

Treatment Studio-based, set decor and props in the studio

HPhase 2: Campaign Execution
B
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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.

friendship, int

Safety needs

personal security, employment, resources, health, property

Physiological needs

air, water, food, shelter, sleep, clothing, reproduction
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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.

* The 1st iTVC: Which one are you?

IDEA: DANH THU'C BAN NANG TRONG BAN - 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
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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.

Awake Your Freestyle

13:00 PM - 14:00 PM
NGHi TRUA AN COM
14:30 - 12:30
TVC 2, tinh huéng 3 TVC 3

SCEME.SHOT| SHOOTING TIME |

BOARD

[ DESCRIPTION

| camera | COSTUME / SET DESIGN

7:30 AM - 13:00 PM
SAN KHAU BIEU DIEN PIANO
NHA KHO HAY HIPHOP
MR.EROWM CAPUCHINO (LON MAU BO)

S22

521
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Cb gdl choi piano dly say sua ddy eam xic
trong anh dén spotlight.

8200 AM - 9:30 AM

khéng gian sén khau lang dong...
Bén san khdu pinao vut it

Khi ngén tay e eham nét cudi cing cla doan nhac,

cu

2.1

6.1

9.2

6.2

2.3

10:00 AM - 13PM

Can ednh d8i ban tay nir nghé &1 ehei piane.

ECU

Whip pan qua tréi thi thay b gai
dang nhin vé hudéng
nguere lai cudi va nhay mét nha hidu ¥,

MCuU

©6 gai mac ab hiphop dirng gilra anh @én spotlight

WS

Cé gai vira cim lon MR.BROWN Capuchino
vira nhay guong mat vui vé

MCu

Cé gdi cing 2 ngudi ban nhay
clia ¢ xudt hién cling bidu dién
mgt didu nhay véi lon nuée
Mr.Brown Capuccing trén tay.

WS

Ms

Lon 3 Mr.Brown (gidu than lon)
Cén canh tay cé nang dancer bat nap

on

Executi

ign

TVC2
ECU
1.3
Nhan vt nlr dancer lay tay cdm lon Me.Brown
“gu riéng” cia minh dat vao limg
khéng gian/bdi canh trong img clia méi nguréi
Can canh nhan vat nir dancer I
23 14:30 PM - 16:00 PM dura lon nudie ién migng wdng day sdng khodi, Mcu
(e nay lon Mr.Brown xust hign [4p la)
Tac lem wodin nh
quil cas, makeu bty
—
Mhan vat cd nang dancer
33 thé hign nét mat va bidu cdm Ms @
) tinh téo va sang khoai (sau khi s dung Mr.Brown) _"_‘
™G3 Chéin dung beauty shot nhén vt ni dancer Ms
4.3 hai ling pose cng lon Mr.Brown cla rigng minh
33 16:30 PM - 16PM €4n cdnh ban tay cha nhan vit nir dancer cu
§ 1én gt I8y lon Mr.Brown ra
22 Qua vai co gai dancer nhin thing wép lanh POV
d cb & sdn Mr. Brown Capuching va thé tay vao iy
14 Lon 1 Mr.Brown (gidu than lon) i EcU
) Can canh tay nhan vt nir sinh vién bat nap
Tée bal, make - up idu chng chda, trong
trio
-
18:30 - 20:00 nhén vt nir sinh vién y
dura lon nunde IEn migng -
21 uéng déy sdng khoai, Mcy
(ke nédy lon Mr.Brown xudt hign [4p 16
Ml g
Tk e |
mhin wit nde sinh vidn nét mat I 5 £,
5 wih bidtu cm tinh 180 va sdng khodi NS 1 s "-)

(saw khi sir dyng Mr.Brown)

Campa
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CALLSHEET MR.BROWN SHOOTING 14/5/2021

CLIENT: MR BROWN

LOCATION: NHA BA BE HU
B4n chi: 23 duréng 54 10, phirémg Cat LI, Quan 2

13:30 - 15200

tay nam trurdmg phing cdm lon
Mir.Brown Blue Moutain 12n.

anh mei moi nguré bénh minh by tay lam va
fon Wi Brown Blus Moutain.
Mai nquién o6 chit bt ngér nhung ddy thich th,
«cing anh wi vé wra thudng thire
anh vira nham ANl
kon cafe sau nhing g 1am viéc BEn tuc.

S ——
12:00 PM - 13:00 PM
AncCom

Awake Your Freestyle I

Cén mét anh trrdmg phong vui vé va nhay mat
iy brih § wél mAt nguin phia bén tréd

MCu

b walt, make up nhe
ehe kbt ddon

Banh ngot
hé 8o
i lifu
leptop

VG 3

1.1

15:15 - 15:45

Ham trudmeg phing dang ban ria
P Irung ARIN A6 mAN hinh laplop

M sinh vi&n tép trung mén hinh lap top

42
41

A6:00 - 16:45

Chan dung beauty shot thn vit nam rurdng phing

Meéil 15ng pess eing lon MrBrown cla niéng minh

Chén dung beauty shot nhin vét sinh wén phéng
hiii 18ng pese clng lon MrBrown ola iéng minh

MS

32
31

17:00 - 17:30

e cénh bin tay cla nndn vt
naim trdmg phing! sinh vign Ey lon Mr Brown ra

AT7:45 - 18:15

uan vai marn rihdn vign viin phing nhin W lanh
o6 38 séin M, Brown Blue Moutain
i e Ly i iy

Overshoulder

s g phing

Toc vubt, make w3 she
cha iyt Adm

lapiop

on
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SCENE.SHOT| SHOOTING TWIE | BOARD DESCRIPTION [ camera COSTUME | SET DESIGH PROPS
T:00 AM - 12:00 PM
TVET TiNH HUSHG 1.2
_Trkn tny e chm Minh va bua, M
12 T:00AM - T:30AM i I s minh Sbng chide gid sdch. U vi ECU Zin, bika, gih sdeh
g : Mgt ciing vide fudmg chirng nhur chi cé cang vieo Trang phyc cia nil chinh
g ngudi nam gied thuc hign cita ¢ g
Ca i DIY bt ndip flon Mr Brown So-ci-la
74 trong lie nghi tay,
Ms
G fura lon cote lén migng. R
T4 AM - 8:30 AM MNgum cafe thorm mét v thurdng thie GIAVE DUNG CU VE
Tz 47 phim mink vira lam ra
C4 dura lon cafe ln mifng.
Noum cate thorm mit v thurdng thirc
3 387 phém mink vira lam ra TOPSHOT
camera d s tréi sang phé v mé vbo vin phing
51 tir hmg cia ngue nhén vin. w5
Ta thity anh sbp dang ngi kam vijc it ciing thing,
T via, make 3 o
che Kruyét ddm
Mt i sép nam rgli mdt minh trang phing hop, . )
2:D0AM - 10:30 AM b Mgt nghiden Kic vk Ipnh ing sdp gidly 15, laptop, Sibn theai di déng
32 A hun tay ey vh doc xip 1 Bdu rén ban, Ms
Wac Igi chiim chis o< email v i ban phim laptop
biin rn khéng ngimg nghl.
Bding anh dimg dity, g laptop vis burde 31 (=)
33 Dolly ngang
bén lam vige
Anh Gin tay a0, dec tap dié
a bat i ndo bt trén blp s
nhay
Anih ho himg Hy 23 1im banh v bt Sl nhio bit MEU vh CU
4 11:00 - 12:00 chc phin dogn tap b, e dung ey lim biinh b trong gian b
; tam Lénh
43 Cén cdnh 85 tay anh dang nhde bit. ECU

18:30 - 19:00

Qua vai cf gii sinh vién nhin 1 lanh co 0é sin
Mr. Brown 58-c4-ia vl the kay vao y

Overshoulder

sdn phiim MR Brown

™G
1

19:30 - 20:30

Mt cb géil dang ngli tnén sofa phing khach,
chin Gip chide mén méng,
bin canh i béng ngh v chye to gidy &n
i e mil va vién trén gh.
Tréin i 6 14 chibc laplog dang b
it b phim Hin Qude.

W3

Gie may zoom lai gim théy duge
881 mat ob numg rung

cdm Bgng, mt chic kai sut sl dua
gily thdm nude mit

May dolty in
cut CU

Laptop
trang phuc cla i chinh

Campa
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June 25 -

@ Mr. Brown Coffee Vietnam -

Manh mé, ca tinh hay dju dang, dam tham?

Hét minh vi cdng viéc hay tan tuy vdi nhitng dam mé cla ban than?

Lang dong vai nhirng ndt nhac trdam hay chay dén cung vai nhirng diéu nhay?

Birng gidi han ban than trong nhirng Iua chon, vi chi cé ban mdi dinh nghia dudc chinh minh! =
TU DO LUA CHON HUONG VI CA PHE CUA CHINH BAN, TU DO LUA CHON CA TINH, TAI SAD
KHONG?

CUNG MR. BROWN PANH THUC GU TU DO

#mrbrown #mrbrowncoffee #¥mrbrowncoffeevietnam #danhthucgutudo
#mrorowndanhthucgutudo

::r‘:-i"-&i
e <

CUNG MR. BROWN PANH THUC GU TU DO @ Send Message

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.

Awake Your Freestyle I

* The 2nd iTVC: Which team are you?

IDEA: Bat ndp chon 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 “Béat ndp chon

gu”.

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

« The 3rd iTVC: Choosing your coffee style

IDEA: Luya chon gu ca phé - 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
“Bat ndp chon 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).

See detailed script at Appendix 8.2 (page 108)
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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.

Awake Your Freestyle I

The Lifestyle Photo

Transparent Background Photo

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: Bé anh tach nén

~ Cappuccins_—

2 Phe Ubng LI 7

N

Chiét xude 1099 pir bt P °

58

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

+ Looking for ideas and storyboard for the set of photos

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.

+ 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 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.
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Storyboard for the set of photos

Awake Your Freestyle I

STT Béi canh
1
2
3
4
Trudng hoe
FPT
Polytech
8 anh
3
[}
7
8

Angle trién khai

Hoc tap

GHe may Storyboard

Hoat djng Mé ti Khéng gian TIMELINE Demo
Miu nam gé may tinh, lon cafe dit 4 e
bén canh Phong hoe co bang 9h-9h30 https: #fscontent-hkt mm
mdu vi sin phim
Hoc 1 minh
Chup qua vai miu thay lon nudc dat Chyp goe phéi cia méu,
chinh dién, mdu vin tip trung cdm  |Phing hoc nén cia phong 9h45-10h15 mat trudic lon cafe duoce
vi doc cudn sach show chinh dién
Nhiom ban 3 ngudi cling ngdi & i "
phéng lab thye hién project, trén Phong lab 10030 - 11015 E:'jgi ’;‘;‘\"{% i
bin I 3 lon cafe g
Mat nhom ban ngbi hoe cing nhau, Chuyp thing, ngang may
L T i ban doc sach, 2 ban cdn lai cung y i - s0 voi miu a giira.
Lam baitap nhom | 5i hoc may tinh, 3 lon cafe & Phidag s ob bing 130~ 12015 Khung hinh ¢ léch sang
trén mat han. trii hon
Miu nam dua lon cafe cho miu nir 5
(dang hoc trong trang thai mét mdi, {Phong hoc nén cia phing 15h30 - 16015 Chup check chéo sang

khéing tip trung)

phii

Hogt ding ngoai
khod

Chup lon cafe qua gucng ciia phang

Chyp can canh lon cafe
Lrude guong, qua guong

nhéy, thay dang ciia mau dang nhay Fng iy Dol b thaly hinh dnh miu nir
dang tip nhay
Nhay
Ban nif lau md héi, trén tay 1a lon Mr s Chup goc trai miu va
Br o Phong nhiy 14h30 - 15h15 an phi
Choiguitar | TUUWpObEicd, dinhdan, cahdtan | pg o oo trai 16h30 - 17h15 | https:/scontent-hkt1 hinh, géc check duéi ¢

udng cang vai lon cafe
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Anh chup mét nhin vién van phong
9 dang ngdi lam viéc trude may tinh

say mé, bén canh 1a lon cafe dang
bit ndp udng da

Ban van phang

Lam viée
trong van phong

Miu nir 1 tay 6m ddéng tai liéu, 1 tay

10 Chay deadline chm lon cafe Trude tod nha lam viée https: &scontent.xx. Y

Méu nam &n sang trén béi cd. Trén
diti la may tinh dang lam dé viéc, tay
cam lon cafe, bén canh 14 oii binh
ngot

1 Lam viée bén ngodl Bii co ngoai troi https: Afscontent,xx,f1

Mau nir dimg cdm lon cafe thudng

thirc nhin ra cita s6 Canh cia s6 van phong

Hoat déng sau gid :
il 3 Uding Mr Brown nghi
li cng thang, nghi |- ¥ 57 i ho?:

xa hoi trudic khi = i « x
il .. |cang thing, tan ngdu |
quay lai cang vige g £ B i team ngdi d ghé sofa tro chuyén

13 tugi cudi, udng cafe véi nhau Ghé sofa van phing https: fwww.everypis
"3 team ol cudi, cim 3 SKU chinh
14 clia Mr Brown cheer vdi nhau trén Ghé sofa vin phong

ghé sofa

Van phong:
12 éinh

2 miu ngdi lim viée chiing véi nhau(
15 nhin chung vio 1 miy tinh), 2 lon Ban vin phong https: #scontent.fhan]
cafe dit trén ban

H Phase 2
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Awake Your Freestyle I

17

19

20

Hop

Hop nhém & phang
hop

Anh chup dan vin phong dang trong
phong hop, moi ngudi dang chiam
chi nghe 1 thanh vién thuyét trinh.
MNgay canh laptop ciia speaker 1 lon
cf Mr. Brown

Phéng hop

Miu nir cham chil nghe thng tin va
danh gia cude hop, bén canh lon
cafe

Ban vin phong

Lam viée thoi
Covid

Cnline Meeting

2 ngudi cim lon ca phé méi nhau
qua chi€c man hinh zoom

Ban vin phing

https: fscontent.fhan|

Miu nam vy tay chio mn qua
meeting, trén tay cam lon cafe da
bat ndp

Ban van phang

https: scontent fhan|

Tinh yéu

Thé hién tinh cam

Miu nit ngdi ban dang noi chuyén
wéi miu nam dimg, tay djt trén ban
miu ni. Sau lung mdu nam cim 1
lon cafe Mr, Brown. Miu chyp tir
ding sau dé thiy duge lon cafe vi
guong mat i cudi cda méu nir khi
dang trd chuyén vai miu nam

Ban viin phing

21

22

23

24

25

26

28

29

Ngoai trai

Aeon Mall

Ha bong
10 dnh

Bidu lich

Tim dudng tai sin
bay

3 miu dimg trude sin bay, tay ban
nam cam cafe, tay ban nir cim ban
db va chi vao

Téng thuong Aeon Mall

Tay cim lon cafe da ma, bén canh 1a
vali

Téng thugng Aeon Mall

Kham pha du lich

Ban nit deo kinh den, 1 tay kéo vali, 1
Ly ciam lon cafe dang di lamg thang,
ngim nghia dia diém du lich

Téng thugng Aeon Mall

Ban nam tay 1 tay cim dién thoai,
doc thing tin vié danh lam I,héng
canh, 1 tay cam lon cafe

Téng thugng Aeon Mall

Chon sian phim
trong
sictu thi tién lgi

Anh chup cic ban tré /din vin
phéng virta butde ra tir cia siéu thi
tién lgi trén tay cidm lon cafe Mr.
Brown véi vé mat sdn sang cho ngay
méi

Cira ra viio situ thi tién loi

Ban nif ding trude quiy nuide trong
situ thi, md i va chon 1 lon Mr
Brown

Trudc th nuac trong siéu
thi

Hoat déng ngodi
troi

Vé tranh

Miu nit ngdi trén ghé, tay cim lon
cafe nhin ngdm

bén vé clia minh (Bat vé, bit chi cd
thé dat o trén tai)

Téing thugng Aeon Mall

Trugt vian

M nam mdt bén cdm vin trugt,
mit bin cim lon cafe hoje dang
ngdi & cong chide vin (chyp theo
Kidu ootd)

Tang thugng Aeon Mall

https: ffscontent-hikt]

Mau nam cét diy gidy, bén canh la
dt vi tai nghe, Lon cafe dat giira bire
hinh, bén phii 14 1 goc banh xe dap

Bén ngodi Aeon Mall

https: #scontent fhar
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+ The process of choosing costumes and models:

Admicro x Mr Brown | Théng tin mau bé anh lifestyle

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.

The Concept Photo

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)

Admicro x Mr Brown | Concept Photoshoot demo

66

Awake Your Freestyle I

+ lIdeation stage

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.

+ Props selection and shooting process:

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.

Link final: B6 anh concept
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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.

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.

Link Final: KV Campaign| Mr.Brown
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Set of photos: STAY CONSCIOUS AS IF USING ALARMS - TINH NHU BAO
THUC

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: + Post photos on the brand’s fanpage
+  Facebook engagement and reach ads
+ Banner ADX

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:
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The album includes 3 photos. Each photo will be a product with a different message:

Gel up! Makeup and, then do weporls!”
Ring Ring! 1Uy lime lo qo lo work, beanliful ginl.”
Prothen, iUy brighl. Gel up and, go pick up yowv gindfriend!”

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:

Link nghiém thu: KV Campaign Nghiém Thu| Mr.Brown
O @ thethaovanhoawn/Ti=245826 &iype=22Rssptk=2202 Rssppage=Ta2&zoneformat=1160x250&lIoc=3#509521 24582¢ v o

RSN
THETHAO %7 " NETTGIT )t

puiich A s cong in  (GRANGIAL (NBAPIGONG |

[CAP NHAT] Trre tiép béng dd VIV
¥ vs Tdy Ban Mha, bin kit EURD 2021

Béng 8d ham nay 57: Tuyén Anh d6n
n vul v Saka, Wenger dng hié 1
chirc World Cup 2 ndmian

VTC3 triee Hidp béng 84 him nay:
Vietiel v Pathum Utd, AFC
Champions League 2021
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c o @ 2
Riia tién tri dur dodn ki qud trdn Ukraine - Anh
Cu thé, Ria tién tri cha rang BT Ukraine s& cd duoc chitn thang chung cudc va gianh wé vao choi tai ban
k&t EURO 2020 Néu du doan nay chinh xac 1 [ wgir nira tai EURO lan nay khi ddi
hiin it ngdi san, T 5 : C L =
1349 d @ B Zeallal 30%& B8 @ O Zeallll 30
-~ . L] s
Cay taono hoa: Ba lch ... O <

% @ Suthat phan nd vé vu ... O <

m.kenh14.vn

MO NHAT « @ =

m kenh14.un r Star

HGi ban than Showbiz Sao Han Paparazzi Sao Viét

Sy that phan nd vé vu Britney
Spears nhot con trai trong

m.afamily.vn

VE TRANG CHU

Cay Téo N& Hoa

Céy Téo N& Hoa Tap 40

Xem Ph|
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5.2 Fanpage Content Direction

Facebook Fanpage: Mr. Brown Coffee Vietnam

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

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.

Content Pillar: Angle:

+  Product + The required amount of caffeine.

+  Work from home « Guiding enjoy coffee cans.

+ Mr. Brown - Awake your freestyle + Mr.Brownis suitable forall personalities,
« On Trend interests, needs... unlimited creativity.

+ The free substance of Mr. Brown shows
in product characteristics.

+ Mr. Brown and you express your
freedom anywhere, anytime.
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Content Pillar Content Direction Ratio
Product The content focuses mainly on the product, from the 50%
ingredients to the taste. In addition, there are posts
about instructions for use, product features.
The main message of the campaign is “Awake your 20%
Mr. Brown - freestyle”. Baseq on.the personallty and image of
Awake vour the brand, we will bring the brand image closer to
w you the target customers through images and words
freestyle according to Mr. Brown’s tone of voice.
The content in this part will focus on trends that 20%
On Trend 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 10%
COVID-19 epidemic. Thereby, it is possible to attract
Work From , . )
Home customers’ attention and emphasize Mr. Brown for

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

community and social issues, thereby enhancing the
brand image value.
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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.

5.3 Timeline

5.3.1 Campaign Timeline

Timing 2nd Quarter (2021) 3rd Quarter 4th Quarter 1st Quarter (2022)
Sep Oct Nov Dec Jan Feb Mar
Month Jun Jul Aug (2/9, Mid Autumn 21/9) (20/10 and Halloween) (Interz:;lglaj!l I;AeBr'::cIia'):'r;Ian/; ; '6 '}'ﬁ;:hers (Chnstma;e:‘rs)n 2, New (Luna; ;\/e1v)v year (Valentine 14/2) (Interna;;o;g;g;lomens
Objective: | Booming concept 2021 Increase awareness and purchase demand
- Fanpage
. . - Fanpage
+1 Post Video (iTVC 1) g . - Fanpage - Fanpage
+1 Post single photo *3 postvideo iTVC 1 cut ver 155 ;ﬁagg:?;n e oot +4 Post single photo + Post Video (iTVC 2) ;';,ac:‘s‘;a\?izeo (Tve2)
+2 Posts Multi +1 Poct Mu?ti P +1 Post Multi + 3 Post single photo +2 Post sinle photo
- Facebook Ads + 1 Post minigame gie p - Fanpage - Fanpage
. Fapebook Ads + Video ads - Facebook Ads . Fqcebook Ads - Facebook Ads + 3 Post single photo * 2 Post single
+ Video ads + Engagement ads + Video ads - Facebook Ads + Video ads + Video ads + 2 minigame photo
+ Engagement ads + Reach ads + Engagement ads *Video ads (iTVC 1 cut) * Engagement ads + Engagement ads - Fanpage - Fanpage
ollio * Reach ads + Reach ads + Engagement ads + Reach ads + Reach ads - Facebook Ads - Facebook Ads + 2 Post single photo |+ 1 Post single photo
Activities: - Display ads + Reach ads +Video ads + Video ads gep gep
- Display ads ) R e - Display ads e + Engagement
+ In-read Video (iTVC) True view 30s (iTVC 1 master + Banner King Size (iTVC 1 cut ver Display ads . - Display ads + Banner King Size (iTVC2) in-target Display ac_ls - . + Engagement ads ads
45s) 15s) intarget * Banner ADX intarget + + Banner ADX intarget + retarget |+ Balloon Ads (iTVC2) + Banner King Size (iTVC3) in-target + Reach ads + Reach ads
verass) o ) + Banner ADX intarget + retarget (KV |retarget (The album photo 9 arg ) + Balloon Ads (iTVC3)
+ Banner King Size (iTVC 1 master ver 45s) in-target thiét ké "Dénh thuc gu tv do") "Danh thire gu tu do) (The album photo concept "Panh |+ Banner ADX intarget + retarget + Banner ADX intarget + retarget (The
+ Balloon Ads (iTVC 1 master 45s) guty guty thire gu tu do") (The album "Tinh nhu béo thirc") album "Tinh nhu bé% thirc”) 9
+ Banner ADX intarget + retarget (KV thiét ké "Danh
thirc gu tu do")
-iTVC 1 "Panh thirc ban nang trong ban" - Lifestyle photos were ;I;I'Lll;;album photo Tinh nrbdo
::évations( - Key visual "anh thuc gu ty do | g;:;tza;lgzstzsss "1(.:.51‘an0fl\i/-|r|'vl(3:r:>wn di L?si;ergvc\;gn pazzg\l:i(;itessand - Minigame 'Chup anh man hinh - |_ iTVC 2: 15s “Bét nap chon gu” -iTVC 3: 15s “Lua chon gu ca phé - Minigame - Minigame
Runningi)ads' - The album concept photo "Béanh thirc gu tu do” mudn noi" ¥ g Mr- y Rinh qua tinh tao" ' atnapchong ’ j °ng P 9 9
Materia
c
- - - b
5.3.2 Production Timeline >
(&)
2nd Quarter (2021) 3rd Quarter 4th Quarter 1st Quarter (2022) q)
Month Jun Jul Aug 5 Seh ot (International Men’:l (I;‘tlly 19/11, Teacher’s " Dec BT F.eb (Internatioh::;Women's x
(2/9, Mid Autumn 21/9) | (20/10 and Halloween) day 20/11, Black Friday 2'6/1 1) (Christmas 25/12, New year) (Lunar new year 31/1) (Valentine 14/2) day 8/3) LIJ
I
-iTVC 1: Master version “Danh thirc ban nang trong ban” - Fanpage Post |- Fanpage Post |- Fanpage Post Content - Fanpage Post Content - Fanpage Post Content C
- 3 cut versions 15s of iTVC 1 Content Content - Design banner - Design banner - Design banner
-iTVC 2: 15s - 20s “Bét nap chon gu” - Design banner |- Design banner 07
-iTVC 3: 15s - 20s “Lua chon gu ca phé" - —
Production | 1ake product transparent photos + concept photos Fanpage Post Content m
- Take LifeStyle photos with the product
- Fanpage Post Content Q—
- Design banner E
Time Production Objective Jobs list Tools Time Production Obijective Jobs list Tools .
Stage 1 Stage 2 oV
3rd May - | VC Production e Spread out big idea, e Brainstorming Facebook 21 May- The transparent Materials for design of Facebook
20th May express the freedom ¢ Draw storyboard post 20th photo (15/6) post post G)
of the youth-oriented o Prepare props, VCCiTvC A t Brainstormi Websi (7))
Biseg costumes, model ugus e Brainstorming 'ebsite
e Key activity on social o Implementing The concept . gra\u\f dSIOEF:Y board \)
media photo (18/6) . B <
« |Implementing (Studio
KV Production * Brainstorming Facebook D.
e Image shows the « Provide demo version cover Fanpage CD Expressing the unified ¢ |mplementing Facebook
brand's message in e Design KV Banner message of the brand post
the first 2 stages through the post
¢ Materials for banner
Fanpage CD Expressing the unified s Brainstorming Facebook
message of the brand s Provide demo version post
through the post
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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:

On-Air Timeline (Goao Team’s Activity)

Platform Material
Fanpage 26/5-20/8 Facebook Fanpage CD
The first
iTVC 28/6 - 20/8 Facebook iTVC,iTVC's
cut version
Banner o/7-20/8 Website Key Visual
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5.4

Campaign Budget
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TOTAL COST TOTAL COST AFTER
DESCRIPTION
BEFORE DISCOUNT DISCOUNT
The transparent Photo + Concept 20,000,000 20,000,000
Production of media
materials
1 The lifestyle photo 10,000,000 10,000,000
iTVC Production 415,000,000 415,000,000
. _ - Post the single photo
Production of social
2 - Post the multi photo 64,000,000 64,000,000
platform e
- Minigame
- Facebook Video
3 |Facebook Ads - Facebook Engagement 673,340,000 673,340,000
- Facebook Reach
Run normal banner and
4 |ADX H 77,000,000 77,000,000
retargeting
5 |Supper Balloon Banner +iTVC on PC platform 231,000,000 184,800,000
Banner +iTVC on Mobile
& |Kingsize Masthead 75,000,000 60,000,000
platform
iTVC appears in the
7 |iTVC True view 30s  |middle/bottom of the article, 20,000,000 0
trueview 305
8 |Agency fee Campaign management costs 148,840,000 74,420,000

Total (Before VAT)

VAT (10%)

Total (After VAT)
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1,774,180,000

1,618,560,000
161,856,000

1,780,416,000
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6.1 Campaign Measurement

6.1.1 Social Media Engagement

veeeeeeeeee..... [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).

FB =

Page Summary Last 28 days 2

ns on Page i Fage Views / Fage Likes

1,086,321 938

M AL == I - |

Post Reach Ll Story Reach L Recommendations

et Story Insights

465,822
AN W ==

Post Engagemen t . Videos ’ Page Followers
2,119 400,336 1,128

4\/ ! ‘WJ_\ M’%M

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

Total Page Likes: 15.279
‘wtal Page Likes BENCHMARK

T 11.938

Page Likes # Create Post
Where Your Page Likes Happened

Likes page from April 17th (11,938 likes) to August 20th (15,279 likes)
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Post Engagement
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According to the statistics reported on the measurement data of fanpage posts, we

obtained the following results.

Interactions Average number of posts

Reach 62947

Like 1314.13

Impression 195.25

Click 195.25

See detailed post insights at Appendix 8.3 (page 120)
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Post “CHAT TU DO TRONG LON GON NHO” is the post with the most impressive

Engagement Post

number. The reach of the post is 98622 people reach, more than 3.3K likes.

Mr. Brown Coffee Vietnham
Published by Khdnh Chi @ - June 28

CHAT TU DO TRONG LON GON NHO
Kham pha ngay ca phé lon Mr. Brown vdi nhifng 4n chifa bit ngd,
danh thdc ngay méi va gu ty do trong ban!

Hat ca phé chat Iudng cao tif khip ndi trén thé gidi: cung cap
lugng caffein can thiét, giip ban tinh tdo ngay tle khic.

Sy pha trén déc dao gilfa hat Arabica va Robusta: giup hudng
vi thém hap dan, chiéu chudng nhifng vi gidc khé tinh nhat.

Chat ty do: da dang sy lya chon véi Cappuccino, Sé-cd-la va
Blue Mountain Blend.
@ Ca phé lon Mr. Brown luén sdn sang c6 mit tai cac diém ban,
siéu thi...
Cung dit ngay ca phé lon Mr. Brown tai diy dé dudc nhin that
nhiéu uu d3i: https://bitly.com.vn/Syldfc
Hay trai nghiém su mdi mé vdi ca phé lon Mr. Brown moi lic, moi
ndi ban nhé!

#mrbrown #mrbrowncoffee #mrbrowncoffeevietnam

#danhthucgutudo #mrbrowndanhthucgutudo

@ DANH THUC
GU TU' DO"

5 (0 comment

ﬁ Share

Most Relevant =

. Write a comment... NN TE®
L ]

Hudng Ly Heoang

»
i)

479 Comments 70 Shares

Performance for Your Post

98622 People Reached

3975 Likes, Comments & Shares

298 Post Clicks
112986 1244 0

Photo Views Link Clicks Other Clicks

Distribution Summary

+7.2% higher than your other posts within 2
days and 12 hours of publishing.

T7.2xmore T 5.4x moreT 2.1X more

Post Impression Reactions Comments

View More Details

NEGATIVE FEEDBACK
0 Hide All Posts 0 Hide Post

0 Reportas Spam 0 Unlike Page

Likes, Comments & Shares

BRANDED

CONTENT View Breakdown

DISTRIBUTION

98622 57570 41052

Total Reach Organic Paid Reach
Reach

289025 396814 107789

Total Organic Paid

Impressions Impressions Impressions

Post Insignts
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Social Banner Ads

ADX banner report

Time Click Impression Reach CTR
July 540 1.787.293 595.764 0.030
August 872 1.933.478 123.261 0.045

3.720.771

1.174.018

Time Click Impression Reach CTR
July 1.298 2.533.333 723.809 0.051
August 1.698 2.833.333 809.524 0.060

5.366.666

1.187.367 0.056

iTVC report
Time Click Impression Reach CTR
June 15.763 328.765 1.506 0.458
July 38.725 707.677 3.565 0.504
August 10.865 224.435 896 0.399

1.036.442
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Goao Team’s Campaign Report

Category

Index

Impression

Reaches

Video Views

Clicks

Engagements

6.1.2

Google’s Search Adwords

Awake Your Freestyle I

With the keyword “Mr. Brown coffee”, we received an increase of about 15,000,000

results compared to before running the campaign.

Facebook ADX iTVIC True view 30s
(link to website) (link to website)
Completion Completion Completion
KPls Report rate (%) KPls Report rate (%) KPls Report rate (%)

- - - 1,200,000 1,775,617 147.97% 300,000 972,041 121.51%
800,000 1,876,587 234.57% - - - - - -
600,000 865,399 144.23% 800,000 1,070,059 133.76% 55.000 57.803 105.10%

- - - 1,200 1,455 121.25% 4,000 4,270 106.75%

20,000 42,959 214.80% - - - - - -

Google

Google

Nt AT vn

Home - Mr. Brown
Mr. Brown Cofl

20 bl MA, Iuroma vi mét - K5 nidm

1 G pihié fon Mr. Brown. MrBrow

N HPIBOWN VA 5 C3-phe-dong

Ca phé déng lon - Mr. Brown
C4 phé gong lon Mr.Brown (Ready 1o drink - RTC

» Translate s page

DI L FACRDOGK COM » M v Transsate this page

Mr. Brown Coffes Vieinam - Home | Facebook

Mr. Brown ¢ mam. 11235 Mkes - 1422 out this. Trdi nghniém e pihé lon chdt

hitps:Wwaw lazada vn + Bach hiéa -

Ca Phé Mr.B

, Gia T8t | Lazada.vn

ransl
rown Chinh H3
A n Cl Kua Ca Phé Mr Brown 1o Lasaa

nitps: webmasanh v

ng = Translate this page

1es

Search for English results only, You can specely your search language in Preferences

NEps: SMImeown v * Translate this page

Home - Mr. Brown - Chét ban cén, gu ban thich

Mr Brown Coffes - Bao bl mdi, hiromg vimdd | Mr Brown &
R sin g it

P e-mr-Drean = T page
Ca phé Mr.Brown - Mr. Brown - Chét ban ciin, gu ban thich
i pheit Mr Birown Bao bi mdd G 4N xi il i Py KOng Car WIgt Mam, wde Thdnh pihd

VL N
rilin chit Bidn v Mr Brown kced Cotfes

& Images for mr brown coffee

hitps:iveww facebosk com » Mriire .~ Transiate this page

Mr. Brown Coffea Vietnam - Home | Facebook

Mr. Brown Coffee Vietnam. 14265 likes

s ffme-np. facetook. com : v 5 - Transiate this page

Ca phé Mr. Brown - Banh thire gu ty do | Facebook
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- Google Analytics

l Google Analytics Audience Overview
L ]

Continent bl Region - Channel - Device

Your audience at a glance

_— Laard

h &
B 1. i b e L) Jan 14, 20 Pt & 23 Fasb X7, 30217 Ma 21, 2080
B B2, 2000 Jan A g Jdan FE 3035 Fab e, M0 M o, 20

Mew Users Mumber of Sessions per User Seasions

2052 2052 1.14 2342

T Pagas | Seasan A1) Ses el

3,021 1.29 00:00:35

Dec 1, 2020 - Mar 37, 2021 -

W M Winln Fsbarrirg Wisbam

AR

= hsw e

&

[ 4
B J

ZIEE 1, 1020 Jan 10, 2021 Fush 19, 2021 Mas 31

Dwc 21, 2020 Jdan 30, 2037 Mallar 11, 2021

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

.. Google Analytics Audience Overview

Continen.. (1) + Region:.. (2 ~ Channel - Device

Apr1,2027 - Aug 16, 2021 -

Awake Your Freestyle I

Summary of Traffic Increase

Users Increase 116,728 people
New Users Increase 111,587 people
Sessions Increase 144,041 views
Pageviews Increase 158,701 views

Through the acquisition data table, we can see that the source of the website source is

mainly from Admicro’s platform.

. Google Analytics Acquisition Overview
& ;

Your audience at a glance

— Users

@ Mew Visitor @ Returning Visitor

Apr Apri13 Apr 25 May 7 May 19 May 31 Jun12 Jun 24 Jul & Jul 18 Jul 30 Aug 11

Users

118,780

Pageviews

161,722

MNew Users Number of Sessions per User Sessions

113,639

Pages [ Session

1.1 00:00:17

1.23 146,383

| -y \ — Now ors

3K

Bounce Rate 2K

93.22% ®

[}
Apr1 Apr24 May1?7  Jun® Jul2 Jul 25

Avg. Session Duration

Audience Overview from Apr 1, 2021 to Aug 16, 2021
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Admicro / Mobile
riE ¢ (ngd ser)
Admicro / npage
225/ tiep<an2
NnExpress ¢ CPC
Admiere / iposter

Admiere / notive

FRaiden goll / &

Continen.. (1) - Region: .. {2 = Channel = Device
Users Sessions Bounce Rate
118,780 146,383 93.22%

Top Acquisition Channels Users (ve. New Users)

@ Pard Search
@ (Oter) f
@ Displary | |
@ Ovgansic: aarch Il 1
@ Dicect 1 | . |
@ Referral !
@ Sexial | ] 3
" |
o 2
A1 Apri4 May17  Jum9  Ju2 Jul2s
Acquisition Behavior
146.4K 118.8K 1136K 93.2% 11
Swnsions Usrs Maw Usars Buunce Rate Pages | Sessbon Ay sl
11
L1
108
108
102
1.04
102
104
104

Apr 1, 2021 - Aug 16, 2021

Goal Completions

No data

Conversions

10,000%

S00%|

o

Avg. Time on Page

00:02:36

000

0,00

Apc2h Mar2S
Conversions

17 0.0%

bon Durul Goal Conversion
00:00:17 0%
o001 %
o0z %
000008 %
00000:00 0%
0000020 (27
ooz L'EY
000010 %
00003 o

Jn® M8 Augld

No data No data

Boal Complations

g e o o @ 8 &8 B ©

el Vialuw
og
[T}
og
og
od
od
g
og
g
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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.

Hijp thu dén

B tam an

B giri

l.
Q
#  Cdgin diu sao
L]
-
b

Ther ndip

Hangauts

QGDW

Q. Tim kiém trong thu b @ @ i

« O 6 F =2 0 € D=

Chét hgp déng hgp tac vdi Goao - Mr Brown | Hig i as S 8 B
iﬁ Lé Phuong Anh <iephucrganhi S@admicro wn> May 10,2000, 437 P oy du
Dwar feam,

Teler Ty 1 cHC g M reh 198 £ chil vir BN rrinh, N laae chick kF cdeg ¢ Nang myc v bda el Weam chi stm g, Ny bén mink dlng 7, chi 5d B0 cac b phin Wi chinh 18n hyp Bbng gin eho bén mink nha

Chi chm o Weam

All the best

GOAD MEDIA 336 Fphittude] T
to La, Vi

Daar chi Phirong Anh va Adicro,

Taam am 48 nhin théng tin vi Shng § ky nop Bhag v biin minh nivimg hang mac niy 3
Nhir chi v team tp tee process cibe bude hop dhng 82 minh tidp tue tridn khal ké hoach 3.

Thary miit igam em xin chdn thinh cém on ch
Best regards,
.

N[ Y 058 49

=]

Email Admicro confirms cooperation with Goao Team
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h lifastyle clia bén minh
ho KH & nhidu 3

L
@
&
L]
@
c
@
@
&

(anh La (juju) MV

Feedback from Admicro and Mr. Brown

89

& anh ndm ngodi do team social nha chi thuc hién
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hi ¢é nghe Chi bio
m ¢d hinh anh trudng dé

nhidu bé

1es

httgs:foitlv.comimfildZh oe.a0.0

Team em gifi lai nhé ehi i 5g.00. 0

concept clia team nha, bé anh nay

Post-launch Campaign Strateg

Da ving team em cam dn chi nhidu a go40 0

nhiing phin
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Mr. Brown’s Survey for Admicro

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.

BAM CO BIET BOM VI TRUYEN THONG CHO MR. BROWN KHONG? LD

52 responses
04 bidt 42(82.6%)

Chira bidt 10(21.7%)

* Morethan 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.

BAN CO THAY CHIEN DICH NAM NAY PUQC CAl THIEN HON KHONG?

52 responses

®Co
@ Khdng

+ 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.

90
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MUC DO HAI LONG CUA BAN V31 CAC AN PHAM TRUYEN THONG NAM NAY? lg
52 responses

40 WM Kém [ Binh thwéng Kha [N T6t M RAattdt

30

20

10

M&i dung Thang diép Dién vién Hinh anh, &m thanh

+ 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.

BAN CO DPONG GOP Y KIEN Gi CHO CAC HOAT DONG TRUYEN THONG CUA AMICRO KHONG? LD

S2 responses

6 {1-4%)

1 2seseseveses3%] EBlesevesesesesesenen@sw]@.3%]eresw]enesenesenEs:

0 Ka Rat tot khong a no d...

Cai thién néi dung Khéng cé Yéu cAu dién vien t... khang a thém nhiéu san phé. .

+ 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.
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Phase 4:
Reflections
Recommenda-
tions

 Reflections on Project Work
- Recommendations for Future Projects
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7.1 Reflections on Project Work

Methods to communicate effectively with team members

Awake Your Freestyle I

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.

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 second is the problem of using work management tools.
0 Because our team has worked together before, dividing the work is not

The first is we need to continuously update each person’s work.
0 Because of the COVID-19 pandemic, every person in a different place

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 itis 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.

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.

94

The relationship between theory and practice

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.

2 | A Ll b
’ 4 e =, fait:?-;;;tﬁfqi}“ﬂ’
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7.2

About Admicro

Inthe 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.

Company Culture

Recommendations for Future Projects

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 Viethamese 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.
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Social Media Content

) © @€ © 6 0 &6 0 o o o o o

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.

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.

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.

| SUBSCRIBE |

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.

97

Reflections and Recommendations

Phase 4

- I



EEEN Mr. Brown’s Marketing Communication campaign i © L ' Awake Your Freestyle I

08

Append

98




EEEN Mr. Brown’s Marketing Communication campaign Awake Your Freestyle I

8.1. Research Admicro

Customer Listening

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

LISTENING
BOSS COFFEE

Pen VAu tré thanh dal s&r thwong hiéu 12 nhan té chinh gay bing nd dé cap vé Ca phé Boss vao thang 10. Cu thé, lvong dé cap v& Ca phé Boss ting

CACH THU’C NGH'EN CU’U gap 17 lan sau khi T\:i’C Ca phé nay dam phét! ciia Pen Vau ra mat. Ngu:'ai ra, cac post Iirén Fan‘page'cﬁa Ben_vau PR ve san pham ciing thu hat sw
chi y Ién cua cong dong. Binh |uan *Vi Pen Vau mua Boss”, “ca phé chat nhw Pen” xuat hién tan suat Iom khang dinh tdm anh hudng clia Ben Vau
trong chién dich clia Ca phé Boss. 5T .

THANG10/2019 THANG 11/2019 - THANG 12/2019

PHAM VINGHIEN CUU i 1 Tai b maos obng Show et ) | S PR STRCINE,
; : Vau (19,587 tuomig tac) : NP0 RIS,
TVC Ca phé nay dam ; _ : fwong tac)
phét! - Den Vau ) :

(1.392.791 twong tac)

TAt ca cac théng tin v& Ca phé lon trén online.
Cu.thé: tir 1642 sites news, 579 forums, 3.565.981 fanpage va 1.561.483 groups, 146 trang-ecommerce I&n.nhd.

PHWONGPHAP NGHIEN CUrU

D@ liéu dwee thu thap va phan tich bang hé thdng Customer Listening ctia Admicro.

Ban d4u, cong cu Customer Listening clia Admicro s& tim kiém, tach loc va thu thap tit ca d liéu trén online vé Ca phé lon.

Sau do, di¥ lidu dwoe dwa vao x& Iy tw dong qua 3 model: '

Model trich riat thong tin Conditional Random Fields (CRF), dam b3o loai bo cac thong tin spam & seeding Bach hoa xanh:
Model phan tich cam xiic Sentiment, str dung cong nghé natural language processing (NLP), gitip nhan dang ra.cac phan héi tidu Review ¢a phé
cuc & tich cuc edia khach hang - - , : Boss (2.384
ME:deI hoc mdy Machine Learning, tich hop mang nn.=:ural nhw CNN, LSTM, ho tre phan nhém, thong ké so liéu gidp G:"-.'IC c'huyén gia ' twong tac)
Két hop véi qua trinh xi¥ li diF liéu, cac chuyén gia vé nganh ciia Admicro sé tham gia vao qua trinh doc, phan tich, két noi cac dir \

liéu dé dwa ra dugc bao cao cudi cung.

Research tme: 01/02/2020 dén

faadmicro
CUSTOMER

PR LISTENING

TOP CAC SAN PHAM CA PHE LON PUQC NHAC BEN NHIEU NHAT DANH GIA CUA KHACH HANG VE 2 NHAN CA PHE LON

[Don vi: dé edp) < g e
1= :‘J NESCAFE

BOSS COFFEE
786 Boss Coffee (64.7%)

1

72 Nescate (20.3%)
% e S

Highlands Coffee (7.2%)
= Tichcwec' m Trung 1ap = Tidu = Tichcwc = Trung l4p- Tidu
 Birdy (7%6) cuc cuc
Vi Ben Vau mé mua Boss - . -
® Mr. Brown (0.6%) Téng finh tao
Ca phé dam 2 Ngon S 70

. Th o
1 on ca phé nglu chat % N 13 x

Ienion g "
Ngon %

Georgia Coffee Max {0.1%)

Rinh fng kém dep, chat
Khong ngon

2 . . . -
3 Uang méat ngu
2 Thom

Boss Coffee Highlands Caoffee Mr. Brown Georgia Coffee
Max

Appendix

Ban nhiéu

. Hoi ngot, nhat vi ca phé
Research time: 01/02/2020 dén

31/01/2021 Research lime. 01/02/2020 dén
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8.1. Research Admicro
Customer Listening

faadmicro faadmicro
CUSTOMER CUSTOMER
LISTENING LISTENING

: - . ' : KHACH HANG SU DUNG CAFE.LON KHI NAO?
STYLE MUA CA PHE LON CUA'KHACH HANG?

BIA BIEM

THOI GIAN
" Clra hang tién loi (49%)

May ban nwdc ty déng (21%) 5
Siéu'thi (19%) - e

Tréng thuong mai dién tir (5%) : 9 O
¢ }
-

Quan cafe ecla thuang hiéu (Highland,..) (3%) & nha

Tap hoa (2%)

N-221 thdo lugn Tu hop, vui choi
N=103 theo luan

Research fime- 01/02/2020 dén Research time: 01/02/2020 dén

faadmicro
CUSTOMER
LISTENING LISTENING

DEMOGRAPHIC CUA USER THAO LWAN VE CA PHE LON Y SRE) TG TGS TR TGN LB ONNY

Tiét kiém thal
GIO| TiNH : DO TUOI : KHU VUG :

12 15, 05% g H6 Chi Minh I 55.7%

69% Ha NG I 18.7%
Thanh thi g ;
bak Lak = 57%
d ? 1% 33% PaNing = 49%

. 18 - Néng thén Thanh Hoa W 4.3%

55¢ Ba Ria-Viing Tau N 2.6%

Ha Nam m 2.3%
Hué m 2.3%

Nguén gécrd 0 2%

Tra Vinh
rang

Appendix

Hai Phong
N=148 thdo luin
Khac 1%

Research time: 01/02/2020 dén
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8.2. Phase 2
iTVC’s Script

« §iTVC 1:

[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.
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8.2. Phase 2
iTVC’s Script

+ iTVC 2:

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 3:

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.
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8.2. Phase 2

The Concept Photos’ Idea Demo

photoshoot
Bo6 anh concept DANH THU'C GU TV DO

Chup 6 layout khac nhau bao gém méi san pham 1 layout, 3 layout
chung cho cac san pham

Concept: Danh thirc gu tu do

Miéu ta: Bo anh theo phong cach “ddng” trong “tinh”, tng lon cafe dugc
dat canh ly cafe ban Ién nhu birng tinh, mang lai cdm giac séng dong
day nang lueng.

Demo dao cu: Hat cafe, céc, thia, tap chi, van phang pham,
V.V,

Mood: Mat lanh, khoé khoan, tinh tao

Mau sac chi dao: Cac mau clla san pham (nau, do, xanh duong)

photoshoot
B6 anh concept DANH THU’C GU TU DO - Demo higw g ban nuoe

-
"

-

Ghonj-T Y
=

fR v

/B

¥iow1 AOm
y

21w 4 19d ¥
L

¥ 0

Demo background mau dam & twoi twong (rng v&i mau san pham Demo s3p xép san pham cung ly cafe ban nuéc

~..;A.F.)i:).e.;]a.i.)(..........................................................
[ I )
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8.2. Phase 2
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The Concept Photos Final

‘”A’bb’éﬁ’di'x.“”°”°”°”°”°”'”'”'”'”'“””“”'””“”““”
[ I )
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8.2. Phase 2

Fanpage CD

STT Timeline | Content : THANG 7
dy kién Pillar
THANG 5

THANG 6

THANG 8

THANG 6

Appendix
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8.2. Phase 2
Fanpage CD

San pham
post anh den [nguyén ligu
13 | 28/08 | SANPHAM |(layout riéng 16t ddp (img
cho timg sp) |nhiEu yéu
cau.
GON - NHO TRONG VA LI _
THA HD TINH QUEQ DU HI!
Tién lgi khi Mhiing k& hoach du lich nudc ngoai cir déng bui mai. Nhung théng
15 30/8 | SANPHAM | postmulti |dem didu nay, ban hiy thir vai dia diém du lich ngay trong Viét Nam. Dém
lich. ¢d, co rat nhiéu noi ma Mr. Brown clng ban chua dat trén dén.
Con Dao, Phi Yén, Hua Tat.. minh cé bd s61 noi dau khang nhil
Mau sap va li, dimg quén ngudd ban cé phé lon Mr. Brown dang
hanh, giap ban tinh td0 khdm pha mgi ngdc ngach nhél
NAP CAFFEIN, TU TIN CHINH PHUG CHANG MG
Chu@n bj cho dudng chay sap 16i, trong hanh Iy cta runner khong
uvén lisy | V&1 ngudi choi thé thao, thé thiu c& phé. Mat ci huyich di manh tir caffein gidp runner
:r?a r‘:‘h;ﬁ“ caffein tir nguyén lidu nhdp  |tinh téo, 1p trung 100% tinh than va siie lye. V& ngudn Arabica
16 2fa SANPHAM | postdon d'lfrg caffein khéu trong lon Mr. Brown guyén chat tir J ca phé lon Mr. Brown Blue Mountain la
i gidp tinh tdo, tAp trung sudt  |ban chay hoan hdo. Co thém hai lra chon |2 Cappuccine va Sb co
AL chéng dua. la, ddm béo cung duéng clia ban s& cb thém huong vi thom ngon
bén mui vj chién thang.
Chinh phyc myc tigy, 1 tin v& dich cling Mr, Brown nhé!
"CONG TY NHA NGU®I TA LA PHAI CO LON CA PHE SAN®
Céc dang ca phé khdc phal Khéng ca
e Pty g cén pha ch&, sdn sang uding ngay. Mbi ngay lam viée, cd
(7 ﬁ:npl';: o [Phanhung M Brown 0 1€ lon ca phé sén Mr. Brown i yén tam “qudy” banh job. Hol ngip
17 8/9 | SANPHAM Mﬁnh] e w“:"'m "g;'“ nualv; fa E:: 3";.*'5 dai mot cai, chi can bat nap, 1lam mt ngum cé phé thom, dam,
b f 9 r?r‘g o I" n_.:’ khF 91 11gon lanh. Chét caffein &n twong tir Arabica nhap khau “tran” vao,
cﬁ‘i‘“‘? enngay fap We kil 4giip néo tinh nhir sdo di c6 dang 1a 4h chigu.
. ~> CTA trdi nghiém sy tién lgi, san co, trlr sdn Mr. Brown tai nai
lam viéc tinh 1édo bat ky lic nao.
YEU CA PHE, ME TIEN LOI!
Séng m& mat ra, thir dau tién tim 13 that nhigu caffein gilp tinh
YEU CA PHE, ME TIEN LG tdo. Ma “choy oy’, cuéc sdng ban ron, thai gian di mua khang phai
I néo cing dur dé. May thay luén cé thE céy nhé Mr. Brown:
A Cong viée bén ron nén ca phé & S fe et e
5 De dang mua s e G e - §fin sang co mét tai cdc siéu thi: tién lgi mua bat ky dau
18 | 15/9 | SANPHAM '”";ﬂ' (6 |5 cac digm  [on 14 lwachon tiénloi nhat. |1\ o caffein tir Arabica nhap khau: di ‘nang 66" véi nhimg b
bén. o nio cin tinh téo
:‘r;ma"::;"&é ::lré;g:rln:i!u - Vi ngon da dang: méi ngay lya chon mit vi khic nhau tir sé 6 la
[ tél cappuccino
lugng caffein can thigt.
Sir dung ca phé lon Mr. Brown vira tign lgi, vira gidp tinh téo nhanh
chéng.
19 22/09 postdon
CA PHE THAN THUONG, VAN VUONG CA NGAY!
Batngt vi duoe nhan qua Mr. |1 40 dén céng ty, khdng c6 nigm vui no In hon mén qué I3
Lugng iz ‘”F'“"“?‘.g“ danh dat |10 ca phé Mr. Brown tir ngudi *an danh’.
20 | 20/09 | sANPHEM """;ﬁ' (6 ;flg"t';f;*’ ::j':)‘:fn'?,.';’g ‘:ﬁ:ﬁ:ﬂ;mﬂ Vira tim tim doc note nhan g, vira nham nhi ngym ca phé
mre tinh tao. |long lang Iél{g_ M&')i-ngév di cappuccine thom ngon d&n mé. khong biét vi caffein siéu manh

Tam lai thém vui.

Bao thic da kéu 57 lugt ma

trong lon gitp tinh tde bat ngé, hay do & nhin déng yéu mé cd
ngay ¢l vui ve, tinh nhu sao.
Nhé cé lon Mr. Brown, mdi ngay di lam thém nhiéu niém vui.

post multi (4 co thé van cif nhu chua tinh
dnh gom 3 ngl. D6 la lie ban cén mét . i X
dnh layout |Luong chiéc bdo thire deimai-ea  |"MR. BROWN - BAO THUT THI TUUNG LAl
rieng cho |caffeincao |phé lon Mr. Brown.
2 4o SAN PHAM timg sp va 1 |gitp ting —= CTA xem bd dnh bén dudi
anh laytout |muc tinh téo. |& trai nghiém vdi Mr. Brown
chung cho 3 durge lam tir ngudn Arabica
sp) nhép khau, giip ban tinh 140
nhanh chéng d& bat dau ngay
mdi.
MINIGAME "CHUP ANH MAN HINH - RINH QUA TINH TAQ™
MNéu khéng nh& nhimg chiéc dong hé béo thire, chac khing ai cé
thé gureng déy ndl mél ngay. Nhung cé mét mén db nira eling glip
ban tang phan tinh tae, chinh 1 nhimg lon cé phé bam day caffein
Géi ctia Mr. Brown. Hay cing Mr. Brown choi minigame "Chup anh
mi“iw'm man hinh - Rinh qua tinh 140", nh#n ngay phin qué siéu cé ich nay
(gom 1 post tid
théng tin 5 2 2
i : i MINIGAME "CHUP ANH MAN |Céch chai:
Z2J | 20N RORUTRERD v;'m“;‘,’f_ MINigame | iNH - RINH QUA TINH TAQ" |B1: Chyp énh mén hinh dng hd bio thire trong dién thoi ctia ban
e et (8p dung vdi moi dong dién thogai va trén cac app khac nhau)
MWP: o B2: Comment hinh d6 ngay dudi post nay + 1 35 dét bdo thie bat
két qua) ks

Chid ong chém chi day som néo dugc gidi hoan toan phuy thudc
vao hé théng random.org lya chon.
Gidi thudng: 03 lon ca phé tu chon

S8 luang: xx gidl
Théi gian: tir dd/mm tdi dd/mm
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23 | 1810 | post énh dan |
24 | 2510 post anh don
Lon xinh cho outfit thém “dinh™
Blue Mountzin Blend xanh mat di cing chan vay vang xinh xan,
M. Brown 6 Mé: sgln :{"nML .Bmm: dhavéi Cappuccing da nre hap ro so mi hing.
tinh e ﬁé% “: N %m";: m_lc 6 ¢ la ndu nhat chéc chan khp chiée phong be nhe méi tau
25 | 1M postanh don | oo e | gach ng phwe/phang hém qua.
nGi gu ty do. R PRt ) o i o
~> M, Brown 12 phy kién chit :;;c;s:;{mh thich chinh |a phy kién trang tri cho outfit méi
khang chila 4 udng. Ghé siéu thi, ctra hang tién loi d& mix & match’ vdi Mr. Brown
ban nhé!
Lon xinh cho outfit thém “dinh™
< Blue Mountzin Blend xanh mat di cing chan véy vang xinh xdn,
Mr Brown cb I;‘;I:J sgc annw' Ime: ﬂha\ld'i Cappuccing dd ree hop ro so mi hing.
“.nh thési nhlé% 1; o ?h";; ?;15 $6 ¢d la ndu nhat chac chén khdp chiée phang be nhe méi tau
26 | 8m postanh don o N fedch ng pAUE/PENgJham qua.
ndi gu v do. P ; . i P i
~> M. Brown 14 phu kién chit h;:ﬁhgr:gﬂmh thich chinh 1a phy kién trang tri cho outfit mdi
g chl 18 42 dng, Ghé siéu thj, cra hang tién loi dé& "mix & match” vdi Mr. Brown
ban nhé!
s Mat sup mi, bi idea, thi mau lya Mr. Brown
0 Tl _— Sép mai giao cho qud trdi viec ma nghi hoai khang ra ¥ wdng nao
Nguyén ligu Ei'éitm#gdlmuﬁ;gu' e xudt sac. Mat thi sup xudng do moi mét, diu de lang lang thidu
27 | 15m past anh don 2:33 E:fgrue " Mr. Brown ¢6 luong caffein ?g;n di c6 ngdi nhin chdm chdm man hinh ciing khong co gi tién
manh manh giGp ban tinh tdo, nghi Lol
' ra nhigu idea th v Chi can vai phit vdi c phé lon Mr, Brown véi ba lua chon: Blue
Mountain Blend, Cappuccino va $6 ¢ la, ddm bdo § twdng 58 tran
v turoi mii. Trdl nghigém ngay ban nhé!
Mr. Brown - Hat nhap khdu hop Gu chéu A
Théy vi ngon ciing hop miéng ma that ra hat ca phé nguyén chat
Mr. Brown Hat trong ca phé lonnhap  |cua Mr. Brown toén dinge nhap khau tir nhigu khu vue xa €bi trén
h 5 Vi gidc khau tir nhigu noi trén thé thé gidi. Libe thi Chiu Phi, khi Indonesia, ¢6 loai cin than duge chd
28 | 22m post anh dan ‘ﬁﬁ& gidi. Nhung céng thic pha  [ve tir tan Trung My,
| chau & 9 |chevacaci phi hop vdi cac
thi trréng chiu A Tuy v??, cong thire ca phé ciia Mr. Brown van dém da, hop gu
chau A va dac bigt la ngudd Vigt Nam. Ban da thir huong vinao
ciia Mr. Brown chua nhi, hiy tdi ngay siéu thi gan nhat va trdi
nghiém nhe.
Ung dam da vira di,
Mai ban vié phe gu Mr. Brown!
. . — - Lurgng sira vira d khién ca phé thom ma chéng loéng vi.
Eg:gbaﬂ:lgccéc 1::1 ?h;: ;gﬁ{?ﬁg;?ﬂg Vingot vira di lam lon ngon lanh khéing khé hang.
29 | 29/ post dnh don Vitrongcd  |dt tao nén & ngon lu cai, Ca phefaailm den vira 40 khi&n minh tinh tao ma khing quay cubng
pheé lon. khéng mau chén. say.callen.

Trong ca pljé lan Mr. Brown, mqi_thénlh phin déu co ti lé vira da
|!§ !!P CHON GU, TAM BAI H!' uc!
“Thin ngl” ghé thim méi ngay that phign todi. Béi vay, ngudita
Ca phé lon Mr. Brown £o6
caffein cao néi méi m@t cude chién qua khéng sai. NI ban lo,
30 | 112 | SANPHAM | postvideo |[o "] mmm&“ﬂ:& weam"sl:'nmmmnvumun#mmmgMdm
tinh tdo. déo.
chéing lo bj lém phign. Khoi lo t ri séng chigy, mau bat ndp chon gu, bit dau ngay mdi
v Mr. Brown nhé!
Héi nhd gu ea phé
~= Ghé chon Mr. Brown, tinh téo 14 d&!
?&wﬁnwmummwmaﬁhmmmmm
Shiim Mr. Brown c6 03 vj Blue - Blue Mountain: céng thire phéi trén hat Blue Mountain - Jamaica,
Ca Mountain, Cappuccino va S& | vj mugt ma, ém diu cuc da
31 | anz | SANPHAM | postvideo | o B T (5o vei ko ko dikim huong |- Cappucoho: vi ca pht méy 98l gon tronglon tén dyng, thom
vi, thanh phian déc bigt. ngay vi sita hoa quyén cing hat ca phé
- S8 ¢6 la: ngot ngdo d&n khé quén, vi sb ¢ |a &n tuong ma ching
4t métvi ca phé
Ban dd chon dirac gu cé phé chira? Hay thir ba goi y cling Mr.
Brown trong hom nay nhé!
32 15/12 post don
Gol
minigame
(gom 1 post
thing tin
33 a0/12 ONTREND | chinhthie (MINIGAME
vié minigame
va 1 post
théng béo
két qua)
34 2512 post don
an SRAMY nact den
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EEEN Mr. Brown’s Marketing Communication campaign

8.2. Phase 2
Fanpage CD

San pham
post anh den [nguyén ligu
13 | 28/08 | SANPHAM |(layout riéng |16t ddp (img
cho timg sp) [nhiEu yéu
cau.
GON - NHO TRONG VA LI
THA HO TINH QUEQ DU HI!
Tién Igi khi Mhimng k& hoach du lich nurdc ngoai cir dong bui mai. Nhung théng
15 30/8 | SANPHAM | postmulti |dem didu ndy, ban hay thir véi dia diém du lich ngay trong Viét Nam. Dém
lich. ¢, ¢6 rat nhiéu noi ma Mr. Brown clng ban chua dat trén dén.
Con Dao, Pha Yén, Hua Tat.. minh cé bé 6t noi dau khang nhil
Mau sdp va I, dimg quén nguéd ban cé phé lon Mr. Brown déng
hanh, gidp ban tinh ta0 kham pha mgi ngdc ngach nhe!
NAP CAFFEIN, TU TIN CHINH PHUC CHANG MOl
Chu@n bj cho dudng chay sép 1di, trong hanh Iy cta runner khéng
uvén ligy | V& ngudichai thé thao, thé thiu c& phé. Mét ci huyich di manh tir caffein gidp runner
:r?ﬁg‘:chéfu caffein tir nguyén ligu nhédp  |tinh tdo, 1dp trung 100% tinh thin va sire e, Vdi ngudn Arabica
16 2/9 SAN PHAM | postdon b khéu trong lon Mr. Brown nguyén cha tir Jamaica, ca phé lon Mr. Brown Blue Mountain la
chira caffein
et gidp tinh tdo, tap trung sudt  |ban chay hoan hac. Co thém hai lua chon 12 Cappuccing va S6 ¢o
. chéng dua. la, ddm béo cung duéng cla ban s& cb thém huong vi thom ngon
bén mui vj chién thang.
Chinh phye mue tigy, tr tin vé dich cling Mr. Brown nhé!
"CONG TY NHA NGUGI TA LA PHAI CO LON CA PHE SAN®
Ca phé lon :I‘;: dang ch phéknéc phel . [knang can pha che, sén sang usng ngay. Mbi ngay tam viss, c6
post mull (7 |tén ot o5 |udn e e art ako¢ 21 [lon ca phé s&n Mr. Brown €0 yén tam “quy” banhjob. Hoi ngép
17 89 | SANPHAM anh)  |1hich u :gng 9 l" ST ?,:an dai mt céi, chi can bat nap, lam mat ngum ca phé thom, dam,
e : 9 rr‘g oe e R 9 ngon lanh. Chat caffein &n trong 1ir Arabica nhap khau “tran’ vao,
;[‘;“9 Enngay [p We kM aiip ndo tinh nhir sdo dii c6 dang 1 4h chigu.
. ~> CTA trdi nghiém sy tién lgi, san ¢, trr s3n Mr. Brown tai noi
lam viée tinh tédo bat ky lic nao.
YEU CA PHE, ME TIEN LOI!
Séng m& mat ra, thir dau tién tim 13 that nhigu caffein gilp tinh
I
YEUCAPHE METIENLO | e - oy o, cuc sGng biln 19n, thaf gian di mua khong phii
Iie néo cing dur dé. May thay ludn e6 thié céy nhé Mr. Brown:
- Cdng viée bén rén nén ca phé : s e L sty
: 1 | D& dang mua S Wi ohon tian i rhar |- SaN Sang cb mét tai cac sidu thi: tign lgi mua bat ky dau
18 | 150 | SANPHAM '”"i'::;“ (6 |&cac digm |00 1alwachontignloinhSt. | oo caffein tir Arabica nhap khau: d "néng 46" véi nhiing bd
bén. = nio cin tinh téo
;‘ém%"&a:ﬁlgf:q":;: vs |7 Vi ngon da dang; mai ngay lya chgn mat vi khac nhau tir sb ¢ la
lugng caffein can thist. tlcappucclno
Sir dyung ca phé lon Mr. Brown vira tién Igi, vira gidp tinh tée nhanh
chéng.
19 22/09 post don
CA PHE THAN THUONG, VAN VUONG CA NGAY!
i et n"ﬁg:g:g;g;‘“ Séng sang dén cong ty, khong €6 niém vui no In hon moén qua 13
post mult (6 |catfei cao [trén ban lam vide. Ca phé |12 & pé Mr Brown 1 ngussi & danh )
20 | 29009 | SANPHAM |00t i ting  |gidp tinh to, qua tang khign |YU3 10 tim doc note nhdn gi, vira nham nhi ngym c phé
miic tinh tao, [Iong lang lang. Méi-ngéy di cappuccino thom ngon d&n mé. Khang biét vi caffein siéu manh

1am lai thém wui.

Bdo thic da kéu 57 lugt ma

trong lon gitp tinh tde bat ngé, hay do & nhin ddng yéu mé cd
ngay ¢ vui ve, tinh nhu sao.
Nhé cé lon Mr. Brown, mai ngay di lam thém nhigu nigm wui.

post multi (4 co thé van cif nhur chua tinh
anh gom 3 ngt. D6 la lic ban cén mét . i .
dnh layout |Luong chiéc bédo thirc déi mai - ca "MR. BROWN - BAO THUT THI TUONG LAI
rieng cho |caffeincao |phé lon Mr. Brown.
n 410 SAN PHAM timg sp va 1 |gilip ting —= CTA xem bd dnh bén dudi
anh laytout |mc tinh tao. |& trai nghiém vai Mr. Brown
chungche 3 durgre lam 1 ngudn Arabica
sp) nhép khau, giip ban tinh 140
nhanh chéng d& bat dau ngay
mdi.
MIMIGAME "CHUP ANH MAN HINH - RINH QUA TINH TAD™
N&u khong nh& nhing chiéc dong ho bao thire, chac khang ai co
thé guang day ndl mbl ngay. Nhung cé mét maén db nira eling gidp
ban tang phan tinh tae, chinh 1& nhimg lon ca phé bam day caffein
G ctia Mr. Brown. Hay cing Mr. Brown choi minigame "Chup anh
mi“iw'm man hinh - Rinh qua tinh 40", nhan ngay phian qua siéu c6 ich nay
(gom 1 post e
théng tin . 2 3
x . Pl MINIGAME "CHUP ANH MAN |Céch chol:
3 [IAL 20N RONITHERD v;'::“;‘:! MINIgame |, iNH - RINH QUA TINH TAQ" |B1: Chyp dnh mén hinh dng hd béo thire trong dién thoai ctia ban
o ost (ap dung vdi mei dong dién thoai va trén cdc app khac nhau)
ihéngp:iu B2: Comment hinh d6 ngay dudi post nay + 1 s5 dét bdo thire bat
két qua) L

Chii ong chéim chi day sém néo duge giai hoan toan phu thudc
vao hé théng random.org lua chon.
Gidi thudng: 03 lon ca phé tu chon

S8 lwromg: xx gidl
Théi gian: tir ddfmm tdi dd/mm
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23 | 1810 | post énh dan | | |
24 | 25/10 post anh dan
Lon xinh cho outfit thém “dinh™
Mau sac lon Mr. Brown da Blue Mountzin Blend xanh mat di cing chan vay vang xinh xdn,
. w5 g h gt (SRS e hm O
. tinh théi nhigu trang phue,/phong .05 '8 113 et GhEC chea Knpr ICS pROnG be Rie Mo 12
25 1M1 post anh don trang, lam cich = hom qua.
nGi gu ty do. M. Brown {8 phy dén chi Lon ca phé n[1inh thich chinh [a phy kién trang tri cho outfit méi
' ngay thém dinh.
vdng chl 1 of: uting, Ghe siéu thi, ctia hang tién loi 08 'mix & match’ vai Mr. Brown
ban nhé!
Lon xinh cho outfit thém “dinh™
M s4¢ lon Mr. Brown da Blue Mountain Blend xanh mat di cing chan vay vang xinh xén,
Mr. Brown co |dang, dé dang mix match vai ggpp!u;:l:lréu d: TUCA'I:'IJ rr?asoknr:ém:?éc hong be nhe mai 13
. tinh thai nhigu trang phue,/phong 0da ndu nhat ehéc chén khap chiéc phing be nhe md t3u
26 811 post anh don trang,lam | cach, g hém qua.
nGi gu ty do. —» M. Brown 1a ph kién chi Lon ca phé nFinh thich chinh Ia phu kién trang tri cho outfit méi
3 ngdy thém dinh.
khng chi 14 4 udng. Ghé siéu thi, cira hang tién lgi dé "mix & match” vdi Mr. Brown
ban nhe!
= Mat sup mi, bi idea, thi mau lya Mr. Brown
i trd - Sép mai giac cho qué trdi viéc ma ngh hoai khéng ra ¥ wdng néo
Nguyén ligu Elg)étm# d',ﬁ;_lua:;gu' Iam . 8t sac. Mt thi sup xudng do mai mét, d8u é¢ lang lang thidu
n 15m post 4nh dan n:élp khfﬁu M B(angtﬁ.ll.l':ng -carfein ngu, dit cé ngdi nhin chém chim mén hinh ciing khéng co gi tigén
:n::hca fein manh gidp ban tinh tdo, nghi trién.
Bt ra nhiéu idea thi vi. P A 3
Chi c&n vai phit vdi ca phé lon Mr. Brown vdi ba Iua chon: Blue
Mourtain Blend, Cappuccing va $6 ¢b la, dém bdo ¥ twdng sé ran
vi& turoi mii. Trdl nghiém ngay ban nhé!
Mr. Brown - Hat nhéap khéu hop Gu chau A
Thay vi ngan ciing hop miéng ma that ra hat ca phé nguyén chat
Mr Brown  |Hatvong caphélonnhap  |cua Mr. Brown toan duge nhap khau tir nhigu khu vue xa xoi trén
hot w.a e khau tir nhigu ni trén thé thé gidi. Libc thi Chau Phi, khi Indonesia, cé loai cin than duge chd
78 | 22 post anh don %% 11 99C | gici. Nhung céng thir pha |V 1 tén Trung M5,
| chiu A, 9 |chévacdcvi ph hop vdi cac
thi truréng chiu A Tuy v}«, cong thire cé phé clia Mr, Brown van dém da, hop gu
chau A va dac biét la ngudd Vigt Nam. Ban da thir huong vinao
clia Mr. Brown chua nhi, hy tdi ngay siéu thi gén nhat va trdi
nghiém nhe.
Ung dam da vira dd,
M&i ban v phe gu Mr. Brown!
N . I -_ Lurgng sira vira ¢0 khign ca phé thom ma chéng lodng vi.
can bang cic i ohdm 80 colugng v |7L190X Y di i on ngon ah Kiong K hong.
29 | 29/ postanh don | - rongca |dd, ta nén dd ngon a0 dai Ca phe dam den vira du khi&n minh tinh 10 ma khéng quay cubng
phélon.  [khéng mau chén. say caffein.

|5 HP CHON GU, TAM BAI M ua!

Trong ca phé lon Mr. Brown, mai thanh phian déu co ti 1@ vira du

Caemcao [Capnelontesrowncs | G g N T O ong s Nnong b dung o
caffein cao n m; g sai.
88| 2 | GANPHAM | post video tang mic e G508 e lon M. Srown a3 it g 6 king coffen o
tdo. @0,
ching lo bj lém phizn. Khi lo t i séng chiéy, mau bat ndp chon gu, bét dau ngay moi
vdi Mr. Brown nhé!
Héi nhd gu ca phé
~= Ghé chon Mr. Brown, tinh téo 13 dé!
?&wﬁnwmummwmaﬁhmmmmm
Mr. Brown c6 03 vj Blue - Blue Mountain: céng thire phdi trén hat Blue Mountain - Jamaica,
Caphélon |Mountain, Cappuccino va S8 |vi mugt ma, ém diju cuc da
31| N2 | SANPHAM | postvideo (oo Eo o |5t voi i Ghc difim huong | Cappuccno: vi c phé méy g6l gon trong lon i dymg, thom
vi, thanh phian déc bigt. ngay vi sira hoa quyén cang hat ca phe
- St ¢6 la: ngot ngao dén khé quén, vi sd ¢ la &n tuong ma ching
4t métvi ca phé
Ban dd chon dirgc gu ca phé chira? Hay thir ba goi y cling Mr.
Brown trong hém nay nhé!
32 15/12 post don
Gal
minigame
(9“"”;“‘
n
33 | 2012 | ONTREND | chinhthic |MINIGAME
vé minigame
va 1 post
théng béo
két qua)
34 2512 post dan
e 1 RM1? nnat dan
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EEEN Mr. Brown’s Marketing Communication campaign

8.2. Phase 2

Product Acceptance

(Include: iTVC, Keyvisual)

« Kenhi4.vn:

1936 @¥E - Bl 28%8

<

Xudt hién cd nang lén ..
x m.kenh14,m D

O viranceno MENHAT « ()

~ HNgud din dng ua0 1im ban g cbn trinh #RUNNing Mar

Xuat hién c6 nang lén show
hen ho khoe nang luc "E lau
nam, thich ai la ngudi do lién...
come out"!

HAILAN - Theo Doanh nghiép va Tiép thi

+ B gid trudc

1937 @ E - %l al 28% 8

% @ Chamekhoe khoang g... o <

mkenhl4.m

aee

x Bong

C @ kenhidwm

s Bt

W nguit din éing Hisl Dudng TRHECM: Tim nguil dén difm xét  Hal Dudng: Hgwdl din &
m hon 7 thing xe 6t4tim  nghiém tim sodt Covid-18 8 tich biidn hain 7 thang =
thiy .. guin Binh Thanh &td didoing

Dép gén 400 tridu déng dé du'de top 1,
game thi 6 tudi khién phu huynh kinh hii, V2
lién hé hoan tién thi 43 qua mudn

eSports

TRHCM: Thiét Iip viing phong toa mat phuiing
c6 han 12.000 hé dan & TP, Thi Burc

X b -

tim khing day - m:
D& i gl

3 el !
: ‘.l."
-._.-)J

M 2 Tiveperetaseach 1 Mestysnny G W 0 W

C @ keehltim ARty = 22 huspte 6 1S53 Rromefommata 300 SORIOCIAZI0M0_ 24 " o
& T N - AR e -
10 MV Kpop 2021 nhiéu like nhat ovipimpirmtint- TR . bt
YouTube: Rosé c6 2 san pham van thua hi tal g mhung g .. -
BTS, chiem TWICEva ITZY 1an ludt iU a & Mot 5 M S0

5 E P

Xem cily & 8 Hotbm

Biing sau sdn khiu quing bé Nhém thin tugng “dithi" tas  Tan binh néi hn £30, &
nigin ngid, idsl Kpop b "baa nén nhifrg sin khiu =6 4 kinh “hdp ding nd 18" chin d
man" suic kboé nbng nd vi lich dhiin, 53113 nim vdn xing danh  bac 191 thu vi 200 ty nh
trinh “dién .. Baygroug ..

- r‘1 Diéng sau sin khiu quang ba ngén ngui, idol
'l v Kpop bi "bao mén® sic khoé ndng né vi lich
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« Soha.vn:

Spinazzola: Khi trai tim mau xanh va
tinh cdneg i Al b clda uydn
Italia

Bi an khodn diw i 24 tridgu USD vao
EnCapital, edng ty lién quan dén Chd
tich VietABank

Diin diu sd ca mic Covid-19, TP
HCM dua ra 3 bign phip quyét liét
méi

 Vitw.vn:

046 F W 0 o A= 5%

vivvn = ('ﬁ

T Mg DT

« Bim d&mé tidng

Mr Brown - Banh thic gu ty do

Sau khi hoan thanh xuat x NGt myc tigu nao 4o,

Trangchd  Ndng Video Live Wzine Menu

< @ ¢ o 2D

Ngodi An Lé San bi con trai
gié1, lich 50 TQ con mét thin
phéin bi tham khéc: Canh tugng
trong ing 1am hiau thé dau
long!

HANH TRINH TU TRAI TIM

Tir khin: b s 1 thos tramg, b B4dt b, b i, hies seng 4 i

BINH LUAN
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1638 B N L a%%he

m.goha.vn = O

co’

'(J day anh quen biét hét. Bao nhiéu nam lam &n
khéing quen biét lam sao ma siing”, Hai "nd" tiét 16

S Sau day mai quy ban doc xem lai nhimg ghi nhan
nai tren:

Mr. Brown - Bénh thiac gu tu do

091632 1919

o BV
o Sy A G EwTe oo Wy
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EEEN Mr. Brown’s Marketing Communication campaign

8.2. Phase 2

Product Acceptance

(Include: iTVC, Key Visual)

+ Afamily.vn

2004 = @ - ol ol 24%8

% @ VOcong Phan Hién tiet.. O <

m.afamily.wmn

m.afamily.vn E O

Hot mom Thanh Tran khoe dugce ban than

chic sinh nhéat theo céach "ba dao", in anh

dan khap cét dién nF R‘ﬁ rai quang céo
R U ————

= [an 5o Fee hay difn i Zara gid o, chimg minh b

chinh hisa 86 binh din”

i

KE GUTNG BEN LED

+

CHAL LAVABD
BAN DA

4.250.000D
SALE 20%

Wt Mty A G W UMM g

Sl My A O W U W

whud TG P wfanf oloouc GlTel i sicosds Tduoles  Awecow ouz Thusy

Con gai “my nkin dep nhit
Philippines” gy bt ng vl dign
mid tré méi khi lén 6

M s
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Houfcing it e B4
s i b K Loy
sty M L et
msirsh, Mam b méa e cip
b g ST

Ty s s Trh
gt s e i
oem Dn - Tre, P it
o4 el it rong
i

Tuyéa chita tao himg thi giip con dé
diing “dat chitibu™ udng o muidc

_—

GAMEK. VN:

Thethaovanhoa.vn:
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@ gameinshad

GAMEKUI ﬂﬂ!m KUAMPHA  MANGA/FIL TINTOC - cOwg ong -

LNHT  LIEW QUAN MOBILE  LMHT: THC CHIEN  GAMING GEAR  TINONLINE  PC/CONSOLE  VIDED

Shadow Fight Arena - tro chai chién dau PvP
thai gian thuc dem dén ludng gio mdi cua
Nekki

| (S D

Shadow Fight Arena dugic thiet ke 3 trd thanh md: tral nghstm

TIM LEEN QUAN
- = P heoien .

1 v Banea &3

4 cinh 50 ndm sus thin 4

G @ thehaswanhoam

THETHAD
VAN HOA

g Asmverica 201

HEAS NHAT] Tripe tibp Bing 44 ¥TV3:
¥ va Ty Blan Risa, bin bt 1180 2631

ieg &6 bim nay ST: Tuyin Ash déa
i i vl Saka. Wangar ing b5 35
ehir Weed Cup 3 nlemtln

VIC e b béag 34 mdem nay:
Viatiel vh ashurs Ute, AFC
Charrgioes Lisges R

Vs (i it DR 031 Dxrreg i
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EEEN Mr. Brown’s Marketing Communication campaign

« Tin tirc téng hop

8.2. Phase 2
Inventory of ADX banner

Giai tri gi&i tré

Awake Your Freestyle I

1 autopro.comyn 52 evavn
2 vneconomy.vn 53 news.zing.vn
3 baomoi.com 54 saostarvn
4 f319.com 55 subdomain.nld.com.vn
5 genk.wn 56 lo.vn
6 cafefvn 57 thanhnien.vn
7 dantri.com.vn 58 lamchame.com
g kenh14.vn 59 phapluatplus.vn
9 kh isone.vn 60 agriviet.com
10 tinmoi.vn 61 netnews.vn
11 bacdatviet.vn 62 tuoitre.vn
12 docbaovn 63 vnexpress.net
13 vtewn 64 vietnamplus vn
14 vietnamnet.vn 65 SRR LD
15 danviet.vn 66 Zbanh.vn “I:"‘m
16 tintuconline.com.vn :; 9——5-"*‘-&——9'?—;"', igon.com
17 ictnews.vn bizlive.vn
18 anninhthudo.vn ik laodong.vn
19 nld.com.vn 20 w
20 bongdaplus.vn ;; Wﬁm
2L arn_ek.w? 73 giaoducthoidai.vn
22 english.vietnamnet.vn
74 danang24h.vn

= LR 75 thanhhoa24h.netvn
24 bongda.com.vn - -

- 76 giavangonline.com
23 M".‘ﬂ. 77/ antt.vn
26 nangnghien.va 78 viettimes.vn
27 SEEP.OTEND 79 tiepthitieudung.com
= sohavn 20 phunuphapluat.vn
= cafebizyn 81 thesaigontimes.vn
30 hanoimoi.comvn 82 cand.com.vn
31 tienphong.vn 83 tamnhin.net.wn
32 webtretho.com 84 msn.vn
33 thethaovanhoa.vn 85 congly.vn
34 Xaluan.com 86 vnreview.vn
35 6giosang.com 87 voh.comvn
36 doanhnhansaigon.vn 88 afamilyvn
37 thck.vn 89 tapchitaichinh.vn
38 baodautu.vn 90 vietnammoi.vn
39 seatimes.com.vn 91 vietnambiz.vn
40 doisongphapluat.com 92 yahoo.com
41 motthegioi.vn 93 enwvietnamplus.vn
42 petrotimes.vn 94 baotonghop.vn
43 thethao247.vn 95 yngaynay.vn
44 vieta.vn 96 toquoc.vn
45 songlamplus.vn 97 hososuckhoe.org
46 infonet.vn 98 thoimoi.vn
47 24h.com.vn 99 dautuvietnam.com.vn
48 phununews.vn 100 phapluatxahoivn
49 baotintuc.vn 101 ngaymoionline.com.vn
50 motosaigon.vin 102 tintucnamdinh.vn
51 vivvn 103 doanhnghieptiepthi.vn
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1 autopro.com.vn 53 thichdoctruyen.com
2 baomoi.com 54 mp3.zing.vn
2 genkan 55 nhaccuatui.com
4 dantri.com.vn
5 tenh1Zvn 56 webthethao.vn
6 dochao.vn 57 hoc24vn
i anninhthudo.vn 58 yanhac.com
8 nld.com.vn 59 bestie.vn
9 bongdaplus.vn 60 yeahl.com
12 . md-vzlh 61 ilymotion.com
ongaa N o
1l bongda.com.vn G bt
13 TR 63 xevathethao.vn
14 tienphong.vn 64 wattpad.com
15 thethaovanhoa.vn 65 9gag.com
16 ipsang.com 66 mediafire.com
1l motthegioi.vn 67 weball.vn
2 thethao2d7vn 68 sport5.vn
19 24h.com.vn :
20 motosaigon.vn 69 animehay tv
21 vtvwn 70 phimnay.com
22 eva.wn 71 truyenz.info
23 news.zing.vn 72 thongtinhanguoc.com
24 saostar.vn 73 lagvn
25 subdomain.nld.com.vn 74 e B T
26 thanhnien.vn
27 agriviet.com i3 Mangaxy.com
o8 T 76 travelmag.vn
29 2banh.vn 77 game8.vn
30 otosaigon.com 78 25a0.vn
31 tiepthitieudung.com 79 metruyenchuvn
32 afamilyvn 20 nuhiep.vn
28 fun 81 ilike.com.vn
34 phununet.com -
82 phimhayaz.net
35 posevn
36 lambanh365.com 83 saoteen.net
37 linkhay.com 84 ticketgo.vn
38 ttvnol.com 85 tkaraoke.com
39 thongtintuyensinh.vn 86 truyendep.com
j: w 87 we25.vn
42 muctim.com.vn & webgiaitrivn
43 vanvn 89 webthethao247.com
44 tuthienbao.com 90 bylinhngo.com
45 webtruyen.com 91 dulichtodayvn
46 ngdanet.vn 92 dulich9.com
47 yforum.vn 93 laban.vn
i w 94 lichthidau.com.vn
49 animetvn.tv —_—————
50 A 95 matcha-jp.com
51 wnload.com.vn 9 tiin.vn
52 kul.vn 97 keengvn
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EEEN Mr. Brown’s Marketing Communication campaign

8.3. Post Engagement

Mr. Brown Coffee Vietnam
Published by Khanh Chi @ - June 9

YMR. BROWN: LUA CHON CHO 1 NGAY #WORKFROMHOME AN
TOAN, TiNH TAO%

Sai Gon cang thing qua,

O nha minh “work” nha!

Phai udng gi sang nay?

Dé tinh tdo ca ngay?

©é minh chdng phai lo, dudc binh yén nhu ngay khong “cd vy~!

:2Trong thdi diém dich bénh trd lai, nhip séng thay déi, chdng con
nhiing budi sang 14n hudng ba sang ngoai duang ciing ban be,
ddng nghiép nira vi ai cing work-from-home!

T4t ca vi mot Viét Nam g khoé manh, an toan khdi dai dich!

Thé nhung, chi ¢6 mat didu khang thay ddi: Chinh 1a théi quen Bat
dau ngay mdi véi 1 lon ca phé Mr. Brown ngon tuyét hdo, thirc tinh
ngugit

€ Thé thi, tai sao khdng thuc hién ngay bi kip “5K + 1% véi Théng
diép “5K"* 1 BO Y té: Deo KHAU TRANG - Thuding xuyén KHU
KHUAN - Gior KHOANG CACH - KHONG TAP TRUNG déng ngudi -
KHAI BAO Y TE!

Va "+1": V&i 1 lon ca phé Mr. Brown mat lanh m&i sang dé that tinh
tdo, thém ning lugng va cé mbt ngay Work-from-home hiéu qua
nhé!

#mrbrown #mrbrowncoffeevietnam #chungtayphongchongcovid

&
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Mr. Brown Coffee Vietnam
Published by Khanh Chi @ - June 25

Manh m&, ca tinh hay diu dang, d&m thdm?

Hét minh vi céng viéc hay tan tuy véi nhifng dam mé cua ban than?
Léng dong vdi nhifng nét nhac trdm hay chdy dén clng véi nhifng
diéu nhay?

Blfng gidi han ban than trong nhifng lua chon, vi chi cé ban méi dinh
nghia dudc chinh minh! 12

TU DO LUA CHON HUONG VI CA PHE CUA CHINH BAN, TU DO LUA

CHON CA TINH, TAI SAO KHONG?
CUNG MR. BROWN DANH THUC GU TU DO

#mrbrown #mrbrowncoffee #mrbrowncoffeevietnam
#danhthucgutudo #mrbrowndanhthucgutudo
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EEEN Mr. Brown’s Marketing Communication campaign

8.3. Post Engagement

Mr. Brown Coffee Vietnam

Published by Khanh Chi @ - July 12
Pirng séng mot cudc séng chan chir.
Pling dé ban than bi gidi han bdi nhifng dinh nghia cta ngudi
khac.

Va nhat 13, difng ngung tin tudng vao chinh minh va sdng that tu
do mdi ngay nhé!

Ca phé lon Mr. Brown - Gu dung diéu nhat, chinh 13 gu tu do!
Cung dat ngay ca phé lon Mr. Brown tai day dé dudgc nhan that
nhiéu uu d3i: https://bitly.com.vn/qa65mb1

#mrbrown #mrbrowncoffe #mrbrowncoffeevietnam

#danhthucgutudo #mrbrowndanhthucgutudo

p 0:02)0:18

Ca phé Mr. Brown - Banh thic © Send Message

gu tu do
OO 108 21 Comments 59 Shares
i Like (J Comment #> Share
Most Relevant w»
‘ Write a comment... )
@ Hudng Ly Hoang
Pa qua OV 2

Like - Reply

M Minato Nguyen

(8,8
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Mr. Brown Coffee Vietnam
Published by Khanh Chi @ - July 1

"Gu ty do” 1a gi?

7

+ La dudc thudng thuc bat cd tha gi minh thich,

@ La dudc 16 tinh véi ngudi ma minh yé

u.

« Va hon hét, 1a dudc séng theo cach ma minh chon, khéng can

quan tam bat ki dinh kién nao,

Thé nén, hady séng nhu cach Mr. Brown Coffee Iua chon hudng vi
cho chinh minh - khac biét, phéng khodng, day cam hing va tu

do!

Ca phé lon Mr. Brown d bén ban mai lic - Vi Mr. Brown ciing chon

gu ty do!
Cung d&t ngay ca phé lon Mr. Brown tai
nhiéu uu dai: https://bitly.cc L

Ca phé Mr. Brown - Danh thifc
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EEEN Mr. Brown’s Marketing Communication campaign

8.3. Post Engagement

Mr. Brown Coffee Vietnam —
Published by Khanh Chi @ . May 26
Xua nghe ga gay - Nay minh ¢é Mr. Brown

0 6 ooo! Ngay nao tudi tha con nghe ga gay dé day that sém méi
sang. Gis day da ching con thdy tdm haoi chi ndo. Ché vbi sdu
trong léng, vi nay minh da cé "Ga béo thire” thé hé mdi - Ca phé
lon Mr. Brown du vi, di ngon, du tinh tdo.

puthd @ B @ hay B B B ban chi cin chon cho minh loai
lon theo sd thich: Blue Mountain ddy caffein tir hat Jamaica nhap
khéu, Cappuccino tinh té va S$6 cd la vi ngon dam da khéc la. ...
See More

W\\MAE C4 N6y \

wAT KE THLZ 414
Y THHBAg \

== l G l(N H!Hm
Tk TRAL Ny,

Al
3 A “" ""fN DA{ fa

O 21K 76 Comments 34 Shares
@ Like () comment &> Share

Most Relevant =

08 9

ﬁ\CNﬁ 3 !&'A Of ",

¢

\
TGN p ﬂ

.
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Mr. Brown Coffee Vietnam
Published by Khanh Chi @ - July 6

Cudc séng 1a mot chudi cac Iva chon ma mbi ngudi phai dua ra.
C6 ngudi thich mdt cudc sdng gian don, binh di. Cé ngudi chon
chay hét minh cung v6i nhigt huyét va dam mé. C6 ngudi duge ban
cho sir ménh lan truyén sy tich cuc va lac quan dén véi moi ngudi
xung quanh.

Di1 1a cach s6ng nao, Mr. Brown Coffee ludn déng hanh cling ban
dé mbi ngay cda ban ludn ngdp tran niém vui va ning lugng, va
quan trong nhat, dé ban tu do 1a chinh minh.

Ca phé lon Mr. Brown - Banh thic gu ty do.
#mrbrown #mrbrowncoffee #mrbrowncoffeevietnam
#danhthucgutudo #mrbrowndanhthucgutudo

Ca phé Mr. Brown - Danh thuc

@ Send Message

gu tu do
Q0 56 23 Comments 42 Shares
oY Like (O comment &> Share
Most Relevant =
Q Write a comment... © 0@ @
™% Minato Nguyen
]
@
Like - Reply - 2w o..g
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EEEN Mr. Brown’s Marketing Communication campaign

8.3. Post Engagement

Mr. Brown Coffee Vietnam
Published by Khanh Chi ® - August 11 at 7:30 PM

ae

TADAAAA! KHAM PHA 4 Bi KiP THUONG THUC CA PHE LON
MR. BROWN TAI NHA SIEU XIN SO

Ddn gian, khong cadn cau ki phic tap cho mét budi sdng nhe
nhang, Mr. Brown sé& mach nho ban nhifng tuyét chiéu
thudng thic ca phé lon Mr. Brown cla bén phudng, dam bao
gay thudng nhd khé phai day!

@ Tuyét chiéu "DPéng da cuc lanh - Bung nd hudng vi déc
dao”

@ Tuyét chiéu “Ngot ngao khdi ddng ngay méi”

B Tuyét chiéu “Ca phé sédm ban mai"” ‘

@ Tuyét chiéu "Coffee for brunch - Tiép sic ndng lugng” =

Ca phé lon Mr. Brown vdi da dang cac hudng vi hoan toan tu
do va sang tao. Thé nén nhifng cach thudng thi'c phong phu
sé cho ban nhirng trai nghiém vo cung khac biét va doc déo
vdi Mr. Brown do! @

Cung Mr. Brown danh thic gu tu do
#mrbrown #m Srowncoffee #mrbrowncoffeevietnam
#danhthucgutudo #mrbrowndanhthucgutudo

CA FhE 2 gl
S0 BAN HAN

TIEF SUC NANG LLONG
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Mr. Brown Coffee Vietnam
Published by Khanh Chi @ - June 28
CHAT TU DO TRONG LON GON NHO

Kham pha ngay ca phé lon Mr. Brown véi nhitng 4n chifa bit ng#,
dénh thi'c ngay mdi va gu tu do trong ban!

Hat ca phé chat ludng cao tif khdp ndi trén thé gidi: cung cép
Iuvgng caffein can thiét, gidp ban tinh tdo ngay tic khic.

Su pha tron ddc dao gilfa hat Arabica va Robusta: giup hudng
vi thém hap dén, chiéu chudng nhifng vi gidc kho tinh nhat.

Chat ty do: da dang sy Iifa chon vdi Cappuccino, S6-cd-la va
Blue Mountain Blend.
@ Ca phé lon Mr. Brown ludn sdn sang cé mit tai cac diém ban,
siéu thi...
Clung dét ngay ca phé lon Mr. Brown tai day dé& dudc nhan that
nhidu uu d&i: https://bitly.com.vn/5yldfc
Héy trai nghiém su md&i mé véi ca phé lon Mr. Brown moi lic, moi
nai ban nhé!

#mrbrown #mrbrowncoffee #mrbrowncoffeevietnam
#danhthucgutudo #mrbrowndanhthucgutudo

& DANH THUC
GU TU' DO’

479 Comments 70 Shares
¥ (J) comment /> Share

Most Relevant =

. Write a comment... eNCERTRT
L

Huang Ly Hoang
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EEEN Mr. Brown’s Marketing Communication campaign

8.3. Weekly Work Report

Awake Your Freestyle I

WEEKLY WORK REPORT
Week Job Main responsible Support
Week 1 (2/4 - 7/4) - Recieved brief from Admicro All members
- Brainstorming proposal All members

Week 2 (9/4 - 15/4)

- Contribute ideas to the strategic direction of the campaign

All members

Week 3 (16/4 - 22/4)

- Planning the product photo set

Hong Hanh, Xuan Toi

Khanh Chi, Huong Ly

- Brainstorm ideas for social posts

Xuan Toi, Huong Ly

Khanh Chi, Hong Hanh

- Planning for iTVC

All members

Week 4 (23/4 - 30/4)

- Create ppt idea for Lifestyle photo set

Hong Hanh, Xuan Toi

Huong Ly, Khanh Chi

- Take a demo of the scenes for the set of photos

Xuan Toi, Huong Ly

- Presenting ideas to customers Khanh Chi
- Discussed the idea of social post All members
- Brainstorm ideas for iTVC 1 All members

Week 5 (1/5 - 7/5)

- Find and select the model that matches the set of photos

Xuan Toi, Huong Ly

- Make information about models for customers to approve Xuan Toi, Huong Ly Khanh Chi
- Survey the location of the shooting scene Khanh Chi, Hong Hanh

- Brainstorm ideas foriTVC 2, iTVC 3 Huong Ly, Khanh Chi

- Feedback iTVC ideas with customers Hong Hanh, Xuan Toi, Huong Ly Khanh Chi

Week 6 (8/5 - 14/5)

- Deploying each photo in the lifestyle photo series

Khanh Chi, Xuan Toi

Huong Ly, Hong Hanh

- Brainstorm ideas for product concept photos

Hong Hanh, Xuan Toi

Huong Ly, Khanh Chi

- Make a list of outfits that match the set of photos

Xuan Toi, Huong Ly

Khanh Chi

Week 7 (15/5 - 21/5)

- Change content of lifestyle activities according to feedback

Hong Hanh, Huong Ly

- Draw storyboards for each lifestyle photo

Hong Hanh

Huong Ly, Khanh Chi, Xuan Toi

Edit the first TVC1 cut

All members

Week 8 (22/5 - 30/5)

- Meeting with models to prepare for the set of photos

Xuan Toi, Huong Ly

- Track interactions on Page

Khanh Chi

- Create content for social posts

Xuan Toi, Huong Ly

Khanh Chi, Hong Hanh

- Create content for social posts

Xuan Toi, Huong Ly

Khanh Chi, Hong Hanh

Week 9 (31/5 - 6/6) - Design key visual for the product Hong Hanh Xuan Toi
- Edited according to the first feedback cutiTVC 1 All members
- Order costumes and accessories for the model Khanh Chi, Xuan Toi Huong Ly
- Take concept photos and transparent background All members

Week 10 (7/6 -13/6) - De.sign photos for soclial posts Hong Hanh Xuan Toi
- Edit key visual according to customer feedback Hong Hanh

130

- Back up the content direction clearly

Xuan Toi, Huong Ly
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EEEN Mr. Brown’s Marketing Communication campaign

cececescseeses. 8.3. Weekly Work Report

WEEKLY WORK REPORT

Awake Your Freestyle I

Week

Job

Main responsible

Support

- Continue to create content for social posts

Xuan Toi, Huong Ly

Khanh Chi, Hong Hanh

- Change the shooting location to suit the translation context Khanh Chi
- Fix design images for social posts Hong Hanh
Week 11 (14/6 - 20/6) - Edit and add some topics to social posts Xuan Toi, Huong Ly
- Final key visual Hong Hanh
- Edit concept photos Xuan Toi Hong Hanh
- Meeting to make proposal about the project All members
Week 12 (21/6 - 27/6) - Divide the main parts for each member Khanh Chi

- Edit the 2nd and 3rd cut TVC1

Hong Hanh, Xuan Toi

Week 13 (28/6 - 4/7)

- Continue to make project proposal

All members

- Pending the lifestyle photography plan

All members

- Final of the first iTVC 1 cuts

Hong Hanh, Xuan Toi

- Edit the 2nd and 3rd iTVC1 feedback cut

Hong Hanh, Xuan Toi

- Re-discuss social posts All members
Week 14 (5/7 - 11/7) - Continue to make project proposal All members
- Final 2nd and 3rd iTVC1 cuts Khanh Chi, Huong Ly Hong Hanh, Xuan Toi
Week 15 (12/7 - 18/7) - Presenting content direction to customers Khanh Chi
- Check the photo sets for the product Hong Hanh, Xuan Toi Khanh Chi, Huong Ly
Week 16 (19/7 - 25/7) - Depl?yment meeting 'Fo make production book All mempers .
- Continue to make project proposal Xuan Toi, Huong Ly Khanh Chi
- Drafting a production book All members
Lz G L) - Continue to make post social Xuan Toi, Huong Ly Khanh Chi
- Making 2nd draft production book All members
Week 18 (2/8 - 8/8) - Design prodution book Hong Hanh
- Continue to make post social Xuan Toi, Huong Ly Khanh Chi
- Making 3rd draft production book All members
Week 19 (9/8 - 15/8) - Design prodution book Hong Hanh
- Continue to make post social Xuan Toi, Huong Ly Khanh Chi
- Making the main production book All members
Dieec2U(IbE = 22t) - Make ;g)resentatiorﬁ slides Hong Hanh Huong Ly, Khanh Chi, Xuan Toi

UL My YIoUdl Quvldidvilniyg LW YWowvi Gl Teoeudden

LIWIIg 1 Idinng

- Back up the content direction clearly

Xuan Toi, Huong Ly
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