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ABSTRACT

The global pandemic COVID-19 broke out for 2 years, causing severe
consequences for humanity. In this context, children are not allowed to go to
schools or kindergartens and have to stay at home and learn online. This has
caused many difficulties for parents in taking care of and educating their
children. For that reason, the United Nations Children's Fund in Vietnam
(UNICEF Viet Nam) came up with the idea of a campaign that provides

helpful resources on children's issues for parents with weekly bulletin emails.

In cooperation with CREATIO, a reliable media agency, the campaign called
“Golden Moment with your child” is going to be launched over a period of 20
weeks (September 2021 - February 2022). During the phase 1 period
(September 2021 - December 2021), our team had planned and implemented

this communication campaign as CREATIO's interns.

With the purpose of spreading the message: “Make every minute with your
child a golden moment”, the campaign targets parents who are officers
having children in primary and secondary school in big cities in Viet Nam: Ha

Noi, Ho Chi Minh, Da Nang.

The project mainly focuses on building email bulletins and podcast series
about parenting activities, help parents have more information sources
about the topic, and decrease difficulties in social distancing. With a total
budget of 607,860,000 VND, the project has got the attention of more than

13,000 parents after more than 10 weeks of running.



REPORT 1: INTRODUCTION
I. PROJECT INTRODUCTION

1. Name of the capstone project

English name: Communication Campaign: “Golden Moment with your child”

Vietnamese name: Chién dich truyén théng “Khoanh khac vang bén con”

2. Project introduction

2.1. About the project

Since the beginning of the pandemic, UNICEF Viet Nam has joined efforts
with partners, UN Agencies and the Government to keep children safe and
protected during COVID-19. COVID-19 has put families and children in even
greater need for support, including in the areas of mental health and
responsive caregiving, support for children's learning, and children’s safety
and security. Findings are documented with some issues of concern,
including mental health difficulties and less responsive parent-child
relationships, increased screen time among children and Ilimited

opportunities for outdoor play.

UNICEF will offer a value exchange bulletin, where people can sign up to
receive weekly helpful resources on children’s issues, such as nutrition, safe
environment, learning and development for children during COVID-19, and
parenting/care-giver skills. Available content from UNICEF will be repurposed
and broken down to small pieces, in multi-media assets presented weekly to

subscribers, through email.

Bringing together digital marketing and communication for development,
approaches, this initiative will ensure the rights of every child through
strengthening awareness and knowledge of parents and caregivers on
parental care, protection, nutrition and nurturing family environments for
children. It will also generate leads for UNICEF Viet Nam so that the target

audience are motivated to donate to UNICEF afterwards.



2.2. About the agency: CREATIO

Creative Solution Consultancy - CREATIO was founded in 2011 with the
backbone of veteran public relations practitioners, marketeers, event
managers, and go-getters. Every year, the company grows steadily thanks to
the belief that there is always a path forward, one foot out of the box, and a
solution. CREATIO has been a trusted service provider of over 120 domestic
and international clients in various industries, such as: energy, financial
services, banking, healthcare, biotech, defense technology, FMCG, F&B,

education, hospitality, NGO, government affairs, and so on.

CREATI®

craction withaut and

Figure 1- Creatio logo
Mission
“Be a fixer for sustainability, always find a way, inspire knowledge sharing”
Vision
“We work for a business ecosystem of common growth, of social

responsibility, and of inclusivity.”

Partners

CREATIO has been working with many partners around the world.

No Client name Project name

1 United Nations Strengthening capacity and
Development Program institutional reform for green growth
(UNDP) and sustainable development in

Vietnam (CIGQ)
2 Ministry of Planning and

Investment

3 Embassy of the Kingdom of | Walk the Talk! Sustainable fashion show
the Netherlands

4 World Vision Vietnam Building “Hope in class” to end violence
against children at school - 2021

Table 1- Some feature clients and projects of CREATIO




3. Project choosing reasons

Purpose of the team when participating in the project:
e Completion of Graduation Project

e Accumulate experience from reality

Strengths of the team:
e Have strengths in content writing
e Learned how to build a media campaign.
e Capable of producing many types of content such as content, video,

graphics...

Purpose of the client when selecting the project:
e Demonstrate that the organization's vision, mission, and core values
are on track.
e Show social responsibility.

e Attract potential supporters.

4. Project overview

4.1. The current project
To ensure children's rights through increasing parents' awareness and
knowledge of different aspects of their children's lives, UNICEF will provide a
value exchange bulletin where anyone can sign up to receive helpful weekly
resources on children's issues, such as nutrition, safe environments, learning
and development for children during COVID-19 and parenting/caregiving
skills.
The project is divided into 2 phases:
e Phase 1. 10 weeks (September 2021 - December 2021): Caring for
children and parenting during the COVID-19 pandemic.
e Phase 2: 10 weeks (December 2021 - January 2022): Caring for children
and parenting after the COVID-19 pandemic.
Our campaign is on phase 1. 10 week (September 2021 - December 2021):
Caring for children and parenting during the COVID-19 pandemic. Purpose of



the campaign is to provide information for parents during the pandemic and

motivate the target audience to donate to UNICEF afterwards.

4.2. The proposed project

The proposed project focuses on developing a communication plan to
increase parents and supporters knowledge of parenting with a combination
of email bulletin, video and podcast. Target audience will be officers living in
Ha Noi, Ho Chi Minh and Da Nang.

4.3. Boundaries of the project

Due to the fact that social distancing ended earlier than expected, we had to
change content to parenting after the pandemic and general parenting
techniques.

Key activities include email bulletins, podcasts and videos posted on

YouTube, 2 Facebook videos, Facebook posts and ads.



Il. THEORIES

Use the theories from different subjects: Integrated Marketing
Communications, Public Relations Principles and Strategies, Media Writing,
New Media Technology, etc.

Some focused theories:

1. Communication campaign definition

Ronald and Charles (2011) stated that public communication campaigns can
be broadly defined as purposive attempts to inform, persuade, or motivate
behavior changes in a relatively well-defined and large audience, generally
for noncommercial benefits to the individuals and/or society at large,
typically within a given time period, by means of organized communication
activities involving mass and online/interactive media, and often

complemented by interpersonal support.

2. Components of a communication plan

Larry, Donald and Kim (2015) found that there are 10 components to the

communication plan. The following are brief descriptions of each element.

2.1. Executive Summary

An executive summary focuses management on the link between the
marketing objectives and strategies and the communication objectives and
strategies. From a management viewpoint, it is crucial to understand how
communication is tied to the business goals of the brand. Management will
also want to understand the strategic nature of the plan and the budget
necessary to implement it. All of that information is contained in the

executive sum mary.

2.2. Situation Analysis

The situation analysis forms the context for the plan. It should contain a
marketing/brand analysis as well as a communication analysis. A marketing
analysis contains a review of pricing, distribution, resources, and product

differentiation compared with competing brands in the category. A brand



analysis should contain measures of brand awareness, brand usage, and
perceptions of the brand. A communication analysis contains message, copy,
and communication channel comparisons with competing brands in the
category. All of these analyses should roll up into a strengths, weaknesses,

opportunities, and threats summary, better known as a SWOT analysis.

2.3. Marketing Objectives/Strategies

All communication plans derive from a marketing strategy. It is paramount
to recap the marketing objectives and strategies in your plan. These
objectives and strategies should have two focal points: (1) business-related
aspects, typically defined by number of customers and sales, and (2)
brand-related aspects, which may be defined by specific brand attributes

such as quality or value.

2.4. Role of Communication

The role of communication defines how communication is going to solve the
marketing challenge or meet the objectives—in other words, how the brand
will communicate with its consumers. Some typical roles of communication
are to increase awareness, change perceptions, announce new “bulletins,”
and associate the brand with quality perception. Within this section is the
overall communication idea that leads into the creative strategy. This is the

foundation for the commmunication plan.

2.5. Communication Objectives

The Big Four communication objectives are target segment, geography,
seasonal/timing, and reach/frequency/continuity, which respectively address:
(1) the target audience for your message, (2) where you are targeting, (3)

when you are targeting, and (4) how much pressure you plan to apply.

2.6. Communication Strategies

Communication strategies are the methods you'll use to achieve your
objectives. Each objective should have a corresponding strategy. There are
two major strategies for a communication plan. The first is the

communication mix—the blend of communication channels you plan to use.



This is where you address the weight given to paid, owned, and earned
media. The second is scheduling—that is, when you plan on deploying each

channel.

2.7. Communication Tactics

Communication tactics reflect the details of the strategies. For example, if a
strategy to support a specific local market contains print and radio, then the
tactics would be which print vehicles and radio formats or stations to
recommend. Tactics are the specifics of the plan that include supporting
rationale. They should address each vehicle recommended, the creative unit,

costs, and the impressions that the vehicle will deliver.

2.8. Communication Budget

The communication budget is a recap of the dollars allocated to each
communication channel and not to the specific vehicle. For example, funds
would be allocated to magazines as a category—the broad communication
channel, not Vanity Fair, Wired, and GQ individually. Communication budgets

include dollars by channel and also a recap of dollars by month.

2.9. Communication Flow Chart

A communication flow chart is a schematic of the plan on a single page. It
contains a weekly schedule of activity, a recap of dollars by vehicle and
category, a recap of impressions by vehicle and category, and a
reach/frequency analysis. The communication flow chart is a summary of all

activity, scheduling, and costs.

2.10. Testing and Campaign Measurement/Evaluation

Testing is an optional aspect of a communication plan. Many communication
plans have test programs. A test program may be used to see how an
increase in media pressure might impact a specific market, or it may be a
way to try out an emerging medium. Any test would be covered in this
section. The other aspect of this section is how to evaluate the success of the
plan. This may involve a recap of a research method or a recap of the

measure and methods to ensure that the communication plan meets the



overall campaign objectives. A second part of the evaluation process
measures whether the overall plan and each tactic reach their impression

objectives.

3. Measurement

Most brands measure their overall success through some form of awareness,
attitude, and usage (AA&U) research study. There are two basic ways to

conduct an AA&U study. (Larry, Donald and Kim 2015)

One method is to conduct a pre-measure and post-measure study. A study is
conducted prior to a campaign’s launch. Then, a second study is conducted
after the program has been in the marketplace. The two studies are
compared to measure the differences or movement of key objectives. Brand
managers can determine if the campaign did indeed increase awareness,
improve perceptions of the brand, and increase brand consideration,

purchase, and/or loyalty.

The second method of conducting an AA&U study: the continuous tracking
method. Rather than picking a point in time to conduct research, the brand
continually measures consumer sentiment on a weekly basis. Typically, the
brand aggregates the weekly information into a monthly report. By always
having a research measure in the market, the brand manager can analyze
what may be affecting the brand in the short term and adjust the campaign

accordingly.

4. Message

Dennis, Glen and Bryan (2015) stated that a number of techniques can make
a message more persuasive. Writers throughout history have emphasized
some information while downplaying or omitting other pieces of
information. Thus, they address both the content and the structure of
messages. Expert communicators continue to use a number of devices,
including (1) drama, (2) statistics, (3) surveys and polls, (4) examples, (5)

testimonials, (6) endorsements, and (7) emotional appeals.



Weibacher (1984) noted that in marketing communications, marketers utilize
message appeals to attract customers’ attention, persuade them to like the
products or services and influence them to make a purchase. The appeal is
the “underlying content” of the messages marketers try to communicate to
its audience and it has the power to move them toward communication

objectives.

Two types of message appeals are rational and emotional appeals. Rational
appeal motivates the consumers through the use of reasons, facts and
information which respond to the need for cognition and logic of human
being. It intends to provide reasons to convince the consumers that the
attributes and benefits of the products or services can satisfy their needs.
Therefore, rational appeal generally includes information about prices,

attributes, benefits, competitive advantage, product popularity, etc.

On the other hand, emotional appeal utilizes feelings and emotions to
respond to social and psychological needs of the consumers (Cutler and
Javalgi 1993). Agres (1991) contends that emotional appeal is useful when
rational appeal becomes less interesting or when it is difficult for marketers
to use reasons or information to differentiate the products or services. Then,
emotional appeal is more favorable as it influences the feelings of the
consumers. These feelings can be further classified into positive and
negative ones, as both can also result in consumer response. Positive
emotional appeals include humor, love, pride, joy, happiness, etc., while
negative ones utilize guilt, fear, anger, embarrassment, etc. (Taute, McQuitty

& Sautter 2011).

5. Paid, Owned, Earned media

5.1. Paid media

This is the history of media planning. In this case, the brand pays to leverage
a media channel. It could be buying an ad on Facebook, a banner on Yahoo!,
or a television schedule across a variety of networks. Regardless of the

purchase, the key to paid media is that the brand is directly paying a media



company for access to their audience in the hopes of turning that audience

into brand buyers. (Joep 2004)

5.2. Owned media

In this case, the brand controls the channel. Brands have become a medium
in today’s marketplace. Most companies and brands have their own website.
This channel is totally controlled by the brand. In many cases, a brand’s
website becomes a consumer hub where customers can comment on a
brand, get promotional discounts, and engage in contests or other
promotional events. In our Facebook example, a brand can create its own
Facebook page to interact with consumers. Brands have many opportunities
to create their own media. Later in this textbook, we devote a complete

chapter to owned media. (Joep 2004)

5.3. Earned media

This is where consumers and/or companies become a channel for the brand.
Earned media has become a quest for many brands, since the benefit of
earned media is a lot of brand exposure for no money. Earned media
includes publicity that is initiated by the brand. The broader area of earned
media also includes any activity regarding the brand stimulated by the
consumer and/or other companies. In our Facebook example, the brand is
developing or initiating a contest to stimulate consumer-shared stories. The
goal is to seed a conversation that grows on its own. Brands have embraced
this media type. Just as we devote an entire chapter to owned media, we also
dedicate one to earned media for a more extensive view of how marketers

are using this media type. (Joep 2004)

6. Issues management (Risk management)

Essentially, issues management is a proactive and systematic approach to (1)
predict problems, (2) anticipate threats, (3) minimize surprises, (4) resolve
issues, and (5) prevent crises. Martha Lauzen, a professor at San Diego State

University, says that effective issues management requires two-way



communications, formal environmental scanning, and active sense-making

strategies. (Dennis, Glen and Bryan 2015)

The basic idea behind issues management is proactive planning. Philip
Gaunt and Jeff Ollenburger, writing in Public Relations Review, say, “Issues
management is proactive in that it tries to identify issues and influence
decisions regarding them before they have a detrimental effect on a
corporation.” See the Insights box on page 288 for a matrix on how to

evaluate an issue’'s importance.

Gaunt and Ollenburger contrast this approach with crisis management,
which is essentially reactive in nature. They note, “Crisis management tends
to be more reactive, dealing with an issue after it becomes public knowledge
and affects the company.” In other words, active planning and prevention
through issues management can often mean the difference between a
noncrisis and a crisis, or, as one practitioner put it, the difference between
little or no bulletins coverage and a page-one headline. This point is
particularly relevant because studies have shown that the majority of
organizational crises are self-inflicted, because management ignored early

warning signs.

Public relations counselors W. Howard Chase and Barrie L. Jones were
among the first practitioners to specialize in issues management. They
defined the process as consisting of five basic steps: (1) issue identification,
(2) issue analysis, (3) strategy options, (4) an action plan, and (5) the

evaluation of results.

7. Non-profit organizations communication

The main purpose of nonprofit organizations is to serve the public interest.
By definition, nonprofit organizations do not distribute monies to
shareholders or owners. This is not to say that nonprofit organizations cannot
generate income or hold assets, but there are a number of restrictions
regulating how their income may be generated and how these funds may be

used to support the organization’s stated objectives. From the public



relations perspective, nonprofit organizations are often represented as

fostering goodwill, and as beacons of social responsibility.

Competition among nonprofit agencies for donations is intense. For many
nonprofit groups, fund-raising of necessity is their most time-consuming
activity. Without generous contributions from companies and individuals,
nonprofit organizations could not exist. The scope of philanthropy in the
United States and the amount of money needed to keep voluntary service

agencies operating are staggering.



Il1ll. COMPANY OVERVIEW
1. About UNICEF Viet Nam

UNICEF Viet Nam is one of more than 190 offices of the United Nations
Children’s Fund globally and part of the United Nations system in Viet Nam
working in close collaboration with all UN agencies in the country. Guided by
the Convention on the Rights of the Child, UNICEF has a universal mandate
to promote and protect the rights of all children, everywhere — especially

those hardest to serve and most at risk. (UNICEF, 2021)

2. Vision, Mission, Core value

Vision: “To create a world where the rights of every child are realized.”

Mission: “UNICEF’s mission in Viet Nam is to make sure every child in the
country is healthy, educated and safe from harm, therefore having the best
start in life and a fair chance to reach her or his full potential and benefit
from the country’'s prosperity. We believe children have a right to live in a
more equitable society, where their voices are heard and needs met as a
matter of priority in line with the Sustainable Development Goals. UNICEF
helps build a world where the rights of every child are fully realized. It is our
conviction that nurturing and caring for children are the cornerstones of
human progress. UNICEF was created in 1946 to work with others to
overcome the obstacles that poverty, violence, disease and discrimination
place in a child’s path. It has global authority to influence decision-makers,
and a wide variety of partners at grassroots level to turn the most innovative

ideas into reality.”

Core value: “UNICEF is driven by five core values: care, respect, integrity, trust
and accountability. A range of initiatives has been established to ensure
these values form the basis of UNICEF operations and guide the world's

leading organization for children and young people.”



3. Brand identity

unicef&®

Vi moi tré em

Figure 2 - UNICEF Viet Nam logo

The UNICEF Viet Nam'’s logo is their most powerful symbol. It is their
guarantee of quality, trust and integrity. It is the most consistent element in
their communications. This symbol brings to life UNICEF’s positioning as the
world's leading organization for children. It also represents the organization's

enormous scope, impact, and influence.

By including the tagline “Vi moi tré em”, the organization is ensuring that

people know what they do and who they stand for.

Symbolism: UNICEF is more than a name, and their logo is more than a
graphic design. In their logo and images, a parent lifting a child symbolizes

the hope, security, and joy that our work brings to parents and their children.

4. Activity
Hung (2014) summarized that UNICEF has supported Viet Nam for more

than 50 years and has been officially present in Viet Nam for over 30 years.
Over the past time, UNICEF has actively contributed to the development of
Viethamese children by mobilizing international humanitarian organizations,
benefactors and more to support Vietnam with a total of over 500 million

USD for children's rights activities.

UNICEF's achievements in Viet Nam include: eradicating polio in 2000;

eradication of measles and tetanus in infants by 2005; vaccination rate for



children reaches 99%; reduce the rate of malnutrition among children to one

third; reduced the under-5 mortality rate by one third since 1960

UNICEF also contributes to the Government of Vietnam in making
progressive policies in maternal and child health care, such as the 2012 Labor
Code (amended) increasing maternity leave. of women, the Advertising Law

promotes breastfeeding.

During the 5-year period (2012 - 2016), UNICEF continues to carry out many
activities in Vietnam with efforts to enforce children's rights. In 2013, UNICEF
launched the program “Believe in Zero” for Vietnamese children. According
to UNICEF, more than 100 children die every day in Vietnam from
preventable causes such as pneumonia, diarrhea, drowning, traffic accidents,

etc.

Since 2010, when Vietnam became a middle-income country, achieving
impressive economic achievements has also decreased the support of
international organizations for Vietnam. Therefore, in order to implement the
"Tin vao s6 0" program most effectively, UNICEF in Vietnam has called for the
mobilization of domestic resources to compensate, accompanying UNICEF's

efforts to reduce the rate of child mortality to zero.

In Vietnam, UNICEF also works to help the most disadvantaged groups of
children, especially children in ethnic minority areas, poor children in urban
areas and children with disabilities. From 2012 to 2016, UNICEF has
implemented many special programs in 8 provinces where children need
the most support such as Lao Cai, Dien Bien, Gia Lai, Kon Tum, Ninh Thuan,

An Giang, Dong Thap and Ho Chi Minh.



REPORT 2: IDEA DEVELOPMENT & PRE-PRODUCTION
I. IDEA DEVELOPMENT

1. Situation analysis

UNICEF (2021) compiled some noticeable information about the situation.
The report highlighted that COVID-19 pandemic had become more
complicated from April 2021 and led to several restrictive measures. Schools
and universities have been closed at the end of April , and starting from May,
a quarantine measure became necessary leading to a general closure of

almost all public businesses and work activities.

The World Health Organization reported how the lockdown had negative
consequences on psychological well-being, especially for children. Children
and families have been deprived of their educational, work, and sport
activities, but also from all their friendship and relational contacts. Suddenly
parents had to manage their children at home from school 24h a day and, at
the same time, most of them had to start smart-working from home, still
carrying out their children’s school commitments. Many parents also had to
manage difficulties and pain related to having sick or dead relatives, having

had wage reductions, or in some cases, having lost their work.

As a consequence, children were showing signs of mental illness. In fact,
both international and domestic studies showed that, during the lockdown,
children exhibited several problems, such as insecurity, having nightmares,
anxiety, decreased appetite, sleep disturbance, fear of losing relatives,

decreased attention span, and irritability.

When developing interventions, it should be noted that the impacts of the
pandemic on children are not the same. Undernutrition, long-term absence
from school can leave long-term effects — and this not only destroys the
children themselves, but also the generation that will dominate Vietnam's

economy in the future.



2. SWOT of the project

2.1. Strength

UNICEF is the global leader on promoting and protecting children’s
rights (UNICEF 2021)

UNICEF has a worldwide reputation: trusted, strong, world-wide brand
image, high popularity among parents and supporters.

Cooperated, influenced and have close working relations with
governments, NGOs and civil society.

Effective fundraising, with a growing total income from multiple
sources of different types (UNICEF 2004)

Experienced professionals and experts in the field of children

development and children’s rights protection.

2.2. Weakness

Since UNICEF is a reputable international organization, every
information given has to be approved in many steps, leading to a
potential delay in the timeline.

Staff resources (time and skill) have been wasted on overly complex

internal processes.

2.3. Opportunities

Due to the COVID-19 pandemic, parents have to manage with their
children staying at home. Therefore, content about raising children is
preferred.

Besides traditional education, other aspects related to children raising
such as healthcare, nutriation, soft skills,.. are also increasingly

concerned.

2.4. Threats

Many organizations and brands are also creating similar contents
during the pandemic
Contents about children require in-depth researches, otherwise it will

easily be criticized and even create a crisis



3. Research

3.1. Target audiences

3.1.1. Information from UNICEF research and other resources

Mental health

UNICEF (2021) reported that the COVID-19 pandemic that the COVID-19
pandemic has raised significant concerns over the mental health of an entire
generation of children and young people as well as parents and caregivers.
The report shows that interventions in areas such as health, education and
social protection have been shown to be effective, such as parenting

programs and those in schools.

According to the latest estimates, more than 1in 7 adolescents aged 10-19
globally has been diagnosed with a mental disorder. Each year, nearly 46,000
adolescents commit suicide, making it one of the top five causes of death in
this age group. Meanwhile, there is still a big gap between mental health
needs and mental health support funding. The report shows that around 2%
of government health budgets are allocated to mental health spending

globally.

UNICEF also highlighted that at least 1 out of every 7 children globally is
directly affected by the blockades. More than 1.6 billion children suffer certain
losses in education. Disruptions in activities, education, entertainment as
well as concerns about family income and health are leaving many young

people in a state of fear, anger and uncertainty about the future.

Lé Anh Tu (2021) noted thay around the world, many pediatric hospitals have
reported a 100% increase in hospitalizations for mental health problems, a
200% increase in hospitalizations for substance use and suicide attempts. A
global study of 80,879 children and adolescents (published in August 2021 in
JAMA Pediatrics) found that 252% and 20.5% of children experienced
symptoms of depression and anxiety. This rate has doubled since the

pandemic began.



Employment and income

UNICEF (2020) reported that as of the end of June 2020, an estimated 30.8
million Vietnamese people have been negatively impacted by the COVID-19
pandemic, and 53.7% of workers face reduced income. This poses a real
challenge for groups of people with financial instability, excessive housing
costs, high demand for health care services, low-income workers and people
with jobs. Informally. Also due to the pandemic, more than half of
respondents (57%) are out of work and a quarter (25.7%) got paid less. Less
than half (44%) of the respondents said they had no income and 40% had a
lower income during the period of social distancing. About a third (30%) of
the participants made early withdrawals from a savings account and half
had to borrow from relatives and/or banks to cover living expenses. Some
interviewees also took out bank loans to invest in the recovery of agricultural
activities after social distancing. Therefore, the spending on raising children

also got limited.

60%
40%
20%
0%
Cut of work Had a lower Had no income Made early
income withdrawals from
a savings
account

Chart 1- The data of work and income during the pandemic

Access to nutrition services
The nutritional security of many households was seriously affected and the

nutritional quality of each family also declined. Many mothers in the



qualitative study shared about the reduction in the frequency of their
children's meals compared to before the school was closed. About 70.4% of
study participants living in urban areas said that their children eat fewer
meals a day, while this proportion in rural areas is 29.6%. Besides, about 34.5%
of interviewees also said that the quality of food has decreased significantly
and they have to buy food at higher prices than usual while many parents
have lost their jobs or reduced their income which is already at the living
wage. (UNICEF 2020)

Care and protection of children

More than half of the Vietnamese population spends a lot of time online. 82%
of parents said they spend more time with their children with their new
routine. Parents and carers have tried to use information, guidance and care
to protect their children from the risks of COVID-19. However, parents (mostly
mothers) are forced to take time off work, have their pay cut or even quit
their jobs to take care of their children. Some parents have asked
grandparents, relatives or older children to look after their young children at
home or even send them back to their hometown to reduce care costs.
(UNICEF 2020)

\  18-34 tudi

Lwét web va mang X3 hoi 99% 100% gz W 35-55 tudi
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Lam viéc trwc tuyén 60%
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Hoc ki ning mdi 20% II 0% -
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Tip thé duc 15% .. .-

/ Lw&tweb va Lam viec Cham séc Hoc k¥ ndng Tap thé duc
mang x3 hdi trwec tuyén ban than va mi
gia dinh

Figure 3 - Cl Research survey on consumer behaviour (6th — 9th/2021)

A study by Cl Research (2021) shows that the activity “Take care of yourself
and your family” has a significant difference with 51% in the 18-34 year old
group and 90% in the 35-55 year old group.



Education

51.4% Children spend less time studying or do not study at all. 9% Children do
not have information technology (IT) equipment or poor IT infrastructure
37.9% Children experience problems with technology when learning online
(no video, no audio, internet interruption,etc.) 22.7% Children have some
problems with their school habits (such as blurred vision, health problems)
related to changing study habits, hearing problems, back and neck

problems, etc.)

60.00%
40.00%
20.00%
0.00%
Spend less time Do not have Problems with Problems with their
studying or do not information technology when school habits
study at all technology (IT) learning online
equipment or poor IT
infrastructure

Chart 2 - Difficulties in online learning for students

In October 2021, World Vision published research on the enormous impact of
the pandemic on children's mental health. The study was conducted from
April to June 2021, with the participation of 5500 children from eight Asian

countries, including Vietnam.

The report shows that 55% of children do not have access to distance
learning after school has closed; 1 in 5 children between the ages of 5-15
cannot continue their education in any way. Moreover, 13% of adults have
reported cases of violence against children in the family; 26% reported some

form of emotional violence.



3.1.2. Research via quantitative survey

After completing the survey form, we sent the form back to UNICEF for
review and then UNICEF distributed the questionnaire to get the results in
Ha Noi, Ho Chi Minh and Da Nang.

Form: https://forms.gle/AYay4MVI8518npOm8

B Khiositvivindénudidaycon X+
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Viéc gilf tinh than lac quan, tich cuc cling nhu tim ra mét phudng phap giao luy,
nuéi day con cai déi véi nhitng quy vi phu huynh trong thdi gian gian cach hién
nay la mot digu khéng hé dé dang. Nhitng déng gép clia céc ban trong viéc hd
trg chuing téi thuc hién khao sat nay s& gilp ching téi cung c&p dude nhimg
théng tin, y tudng va ngudn luc t&t nhat dé cing gia dinh cac ban vugt qua khé

khan nay.
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Figure 4 - Survey form about parenting during pandemic


https://forms.gle/AYay4MVJ8518npQm8

Result: The survey received 310 responses

Question 1: How old are your children?

The most popular age of respondents children was 6 to 14 years old

accounting for 49%. More than two-fifths of respondents were having 3to 5

years old children. Occupy the least percentage, the proportions of

respondents having 15 to 18 years old children was 30,6%.

Con clia ban dang & trong dé tudi nao?
310 céu tra loi

3 -5 tudi 128 (41,3%)

6 - 14 tudi 152 (49%)

15 - 18 tudi 95 (30,6%)
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Chart 3 - The age of survey participants' children

Question 2: What parenting topics are you usually interested in?

Learning is the most concerned topic with 79% of respondents interested.

The percentage of respondents interested in the health issue is 73.5%,

making this topic the 2nd most concerning. Soft skills, communication with

children, art and entertainment are the topics that receive less attention,

respectively accounting for 49.4%, 48.4%, 38.7% and 37.7%.

Ban thudng quan tdm dén nhing ch dé nudi day con nhu:
310 cau tra |oi

Strc khoe

Nghé thuat 120 (38,7%)

Hoc tép
Giao tiép voi con 150 (48,4%)
Ky ndng mém 153 (49,4%)
Giai tri 117 (37,7%)

0 50 100 150 200

228 (73,5%)

245 (79%)

250

Chart 4 - Parenting topics that parents are interested in




Question 3: Please rate how difficult it is to raise children during the time
of separation compared to normal.

1is the least difficult and level 5 is the hardest.

In the 310 survey participants, the majority of parents feel that parenting
during the pandemic has become much more difficult than in
pre-pandemic times. Level 4 with 35.2%.

In which, the highest rate of assessment of extreme difficulty belongs to
parents with children aged 6-14 years old (25.7%) and followed by 3-5 years
old (24.2%). Up to 46,9% of parents with children from 3 to 5 years old feel
many difficulties and 30.3% of parents with children aged 6-14. Only 2.3% of
parents with children aged 3 - 5 feel there is little difficulty and 3.2% of

parents with children aged 6 - 14 feel the same.

Ban hay danh gia muc do kho khan trong viéc nudi day con trong thdi gian gian cach so vdi thdi
gian binh thudng:
310 cau tré loi

150

100

50

1 2 3 4 5

Chart 5 - Parenting'’s difficult rate during distancing compared to normal

35,5%

®1 @2 3 @4 @5 o1 @2 394 @5

Parents with children aged 3-5 Parents with children aged 6-14



Question 4: During the time of separation with your children, what
difficulties do you have?

Most people had a hard time raising children during the lockdown. Only 1.3%
stated that they had no problems. The two most cited difficulties are the
excessive time spent on electronic devices of children and the difficulty in
controlling emotions with the chosen of nearly 70% of respondents. Issues of
time management and family conflict were also raised by many people,
accounting for around two-third of responses. The least cited difficulties are
the disturbance by children while parents are working and children's

difficulties in online learning with the citation of over a half respondents.

Trong thdi gian gian cach & nha vai con, ban cdm thay co nhimng kho khan gi?
310 cau tra Ioi

Con danh thoi gian qua nhidu c... 215 (69,4%)

Khoéng can déi dwoc thoi gian... 193 (62,3%)

Con lam phién khéng cho bé m...

)
Con gé&p nhiéu khé khan trong... 181 (58,4%)
Xung dét gia dinh khi & nha qu... 199 (64,2%)
Kho kiém ché dwoc cadm xuc, d... 211 (68,1%)

Khéng cé kho khan gi

Chart 6 - Parents’ difficulties in the pandemic distance

Question 5: You are often attracted to content conveyed by

The most attractive form of media chosen by the survey respondents is
illustration with the rate of 83.5%. Video was the choice of 66.5% of
respondents. The percentage of respondents attracted by sound and text are
59.7% and 56.5%.

Ban thudng bi thu hut bdi ndi dung truyén tai bang:

310 cau tra loi

Hinh anh 259 (83,5%)

Bai viét, bai nghién ctru 175 (56,5%)

Video 206 (66,5%)

Am thanh 185 (59,7%)

0 100 200 300

Chart 7 - Media forms that attract parents



Question 6: How often do you check your email?
Over a quarter of respondents check their email every day and 61% stated
that they check on a regular basis. The percentage of respondents rarely use

email is 11.6% and just a small minority do not use email.

Tan suat ban kiém tra hom thu trong email?
310 cau tra loi

@ Kiém tra mdi ngay
@ Thuong xuyén

@ Hiém khi

@ Khoéng s dung

Chart 8 - Pie chart of the email checking frequency survey result

Question 7: What time do you usually check your email?
84.7% of respondents claimed that they check their email in the morning,
79.4% check in the afternoon. Half of respondents check email in the evening

and just under a fifth check at lunch time.

Ban thudng sur dung email vao thdi gian nao?
310 cau tra 1oi

Budi sang 271 (87,4%)
Budi trwa 57 (18,4%)
Budi chidu 246 (79,4%)
Budi ti 155 (50%)

Khéng st dung

0 100 200 300

Chart 9 - Email-using schedule graph



3.1.3. Conclusion
According to statistics and surveys, we can determine that the COVID-19
pandemic has led to many difficulties in the lives of children and parents,

especially family conflicts that could easily be occured during this time.

There are many difficulties in online learning such as infrastructure,
equipment, changes in habits, etc. Changing study habits and staying at
home for a long time and the fact that children use electronic devices for too

long have become one of the top concerns of parents during this time.

While social distancing makes parents stay at home and spend more time
with their children, parents get a reduction in income, leading to a limited
child care budget as well as meeting their children’s needs becomes more

difficult than ever before.

Especially, this long period of distancing makes the rate of children suffering
from mental health problems increase rapidly. This will lead to serious
consequences like depression and suicide at children. However, this is a

problem that has not really been noticed by many people

For most parents this is not an easy period. They also face many difficulties
with work pressure and childcare. These pressures cause difficulties in
controlling emotions and lead to conflicts between them and their children.
During this time, soft skills, entertainment for children were also noticed
more by parents besides searching for children's studying and healthcare

resources.



3.2. Competition
In this competitor research, we divided into 3 main groups to conduct

research: Organizations, projects and general online resources.

3.2.1. Organizations

These are some non-profit organizations that are always in competition with
UNICEF in fundraising and implementing works for children. Although they
may not run any project that competes directly with UNICEF currently, we
should still be aware of them since their contents usually provide raising

children knowledge.

World Vision Vietham

World Vision is a religious non-profit organization founded in 1950, by
American Christians. In 1977, World Vision was restructured to be an
international organization focused on children and launched in Vietnam in
1988. Since then, World Vision has worked alongside supporters,
governments, stakeholders, families and communities to positively impact

the lives of 200,000 vulnerable children in Vietnam.

world Vision

Figure 5 - World Vision Viet Nam logo

Save the Children in Vietnam

Founded in 1919, Save the Children is an independent global organization for
children with a network of activities in 120 countries around the world. In
1990, Save the Children started their work in Vietnam, focusing on six key
program areas. Education, Health and Nutrition, Child Protection, Child

Rights Governance, Child Poverty, Disaster Risk Reduction and Emergency

@ Save the Children

Figure 6 - Save the Children logo

Response.



MSD Vietnam

The Research Institute of Management for Sustainable Development (MSD)
is @ member of the Association for Scientific Research on Southeast Asia -
Vietnam. As a local NGO, MSD strives to promote a favorable development
environment for the development of social organizations and promote the
realization of rights of marginalized and vulnerable community groups,
especially children, young people, women and people with disabilities in

Vietnam.

¥

<
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Figure 7 - MSD logo
3.2.2. Projects

At our launching moment, some projects providing similar content with

UNICEF's expected works have also been implemented.

Lan téa yéu thuong (MSD x Save the Children)
“Lan tda yéu thudng” is an annual campaign since 2017, chaired by the
Research Institute for Sustainable Development Management and Save the

Children International in Vietnam.

Cuc Tré Em *, Save the \ CKK

RIGILY Children

_ CHIEN DICH
LAN TOA YEU THUGNG 2021

™ 'CIA0DUCKHONC BAOLUC >
ey Thai gian: 16/10 - 15/11/2021 ) 4
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#khéngdanhcon #cungcontimgidiphap #khdongquatmangcon #donghanhcingcon  #giaoducbingyéuthuong  #yéuthuongdayliibaoluc

Figure 8 - Lan tda yéu thuong (MSD x Save the Children)



In 2021, “Lan tda yéu thudng” has been implemented with the theme “Love
repels violence” to spread the message "Join hands to ensure the
implementation of children's rights, protect children in the context of the
COVID-19 epidemic; end forms of physical and mental punishment of
children and create a healthy and favorable environment for the holistic

development of children".

The campaign has launched on Facebook from the middle of October to
November 2021, providing contents about positive education in forms of

graphic post, webinar, minigame, challenge and animated video.

Mental health care project for children affected by COVID-19 (Healthy
Mind x Bitis)

The project implemented by Healthy Mind and Bitis launched in November
2021, with the purpose of promoting mental health care for children since

they were affected by COVID-19.

Main activity of this project was conducting a series of free webinars on how
to take care of children's mental health in the COVID-19 pandemic situation.
The first webinar on helping children to have an efficient learning habit at

home attracted 10,000 views on Facebook.

DPON V| TO CHUC:

Chubi Webinar - CHAM SOC SU'C KHOE TINH THAN CHO TRE CHIU ANH HU'GNG BG&1 COVID

Giup tré tao thoi quen
hoc tai nha hiéu qua

Thr7,27.11.2021  (3) 09 am-11am

bang ki ngay

f fb.com/healthymindvn > = https://www.youtube.com/healthymindvn

Chuyén gia tam ly [am sang

Figure 9 - Mental health care project for children affected by COVID-19 webinar



At the same time, Healthy mind also conducted a series of Facebook posts
sharing helpful information on children’s issues. The first 5 posts attracted

about 70 reactions in total.

LAM THE NAO DE DAY TRE CHU DONG CHAM
SOC BAN THAN?

®

Healthy Mind

Figure 10 - Post series provide parenting information in Healthy Mind Page

3.2.3. General online resources
In addition to the specific organizations and projects mentioned above, the
l[imitless resources on children’s issues that can be found online should also

be concerned.

One of the feature resources comes from online newspapers, magazines or
blogs. There are uncountable articles on parenting topics published
individually on the internet including articles relevant to the pandemic
context. These resources are often turned to when parents have a specific
problem with their children or may be read by the newspaper or magazine

followers.

Modern parents also join Facebook groups to share and learn parenting
experiences from others. There are two main types of groups they usually
join: spontaneous groups and groups conducted by enterprises. These

groups can be classified by children’s age, topic (education, nutrition) or

geography.

3.2.4. Conclusion

Due to the specificity of the social work industry, the above organizations,
projects and resources can be both competitors and potential partners in
conducting community service projects. Moreover, despite the similarities in

the nature of the projects, there is no other organization or project that can



directly compete with UNICEF in terms of reputation, credibility and
followers. Newspapers or parenting groups that parents trust quite a lot. If
the evaluation of the campaign on these groups is good, UNICEF can attract
a large number of interested people. However, if there are bad comments,

we will also have to pay close attention.

3.3. Channels and tools

3.3.1. Channels

Facebook

According to Tongluc.com (2021), every minute, in Viet Nam, there are 400
new people joining Facebook. There are 2/3 of internet users (60.6%) have a
Facebook account. One typical user spends 585 minutes per day on
Facebook. On Facebook, when uploading videos instead of text or photos,

engagement increases by 600 percent.

\ Facebook users in Viet Nam ﬁ
September 2021
50.6% 49.4%
women men
16% 15.6%
131%
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519%
i 46/ 47/
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92% 251% 31.6% 177% 9.4% 21%
‘_0_5 NapoleonCat. Source: NapoleonCat.com

Figure 11 - Statistic of Facebook users in VietNam by age group and gender

NapoleonCat (2021) reported that the most common age group of Facebook
users in Viet Nam is between 25 - 34 (about 32% of total users) and the
gender difference is negligible (49.4% of male users and 50.6% of female

users).



YouTube

There are more than 1 billion hours of videos watched every day on YouTube.
Also, Youtube has more than 1.9 billion monthly active and logged in users.
(Gem Digital 2019)

How long they watch YouTube in a day

Vietnamese spend around 2 hours per day for watching
YouTube.

28%
26%
16%
12%
B
5%
2 .

Lassthan 31-60mn 1-2hows 2-3hours 3 -4 hours 4 -5 hows Mo than 5
30 min hours

Figure 12 - Time that Vietnamese people spend on Youtube in a day

According to Q&Me (2021), Vietnamese spend around 2 hours per day
watching YouTube. In which, the most popular amount of time that is spent

on YouTube per day is 1to 2 hours, accounting for 28% of responses.

Email

Email marketing is still one of the most effective solutions to promote
businesses, especially in the pandemic context. GetResponse (2021) reported
that the average open rate of emails from July 2019 to June 2020 in VietNam
is 22% and CTR is 0.77%. The report also shows that in all industries,
Non-profits get the highest open rate at 30.85%, and also highest CTR at
3.60%.

Regarding pandemic context, Campaign Monitor (2021) reported that in the
dawn of the COVID-19 outbreak, there was a 16% increase in email opens.
Between March and April, there was a 32% year-on-year increase in the open

rates.



3.3.2. Tools

Facebook advertising

Radd Interactive (2021) highlighted that the audiences can be
micro-targeted that are best for business. Ads can be created to narrow
down the target audiences for segments under: Gender, age, location,
spoken languages, interests, education level or history, job title, income,etc.
Facebook's ads allow for extremely precisely targeted options. There are
multiple types of ads to choose from for Facebook business advertising:
Photo, video, stories, messenger, carousel, slideshow, collection. Facebook’s
Ads Manager gives businesses a wide range of performance insights and

aggregate data. Each ad created can be measured through their ad tools.

Moosend

Rebekah (2021) reviewed that Moosend offers a wide range of support
services. It has marketing and lead generation integrations. Furthermore, it
offers a flexible choice of price plans that are far less expensive than some
alternatives, as well as excellent delivery rates and a large number of
template options. In addition, Moosend provides a free plan for newcomers.
3.3.3. Conclusion

Based on the information above, we can combine many channels together in
order to increase the effectiveness of the campaign. Facebook will be the
main media channel to run ads for the campaign while detailed contents will
be sent by email to update the latest information for subscribers. Based on
the email-checking habits of subscribers, email will be the most focused
channel in this campaign. And in order to maximize all the uses of email,

Moosen is the perfect tool for it.



Il. PROJECT PLANNING
1. Goals and objectives

1.1. Goals
UNICEF will work closely with CREATIO to ensure the technical content is
accurate and engaging to convey the right messages, with an aim to:

e Strengthen the brand image of UNICEF as a trustworthy NGO that
always cares about children's lives.

e Reach and meet families' needs during this difficult time and support
them with knowledge and skills to overcome the challenges.

e Generate new subscribers, supporters to earn donate

1.2. SMART Objectives
For 10 weeks:
e GCenerate 10,000 leads to UNICEF base of supporters
e Increase by 30,000 the number of UNICEF base of supporters, friends,
advocates and followers on social media

e 80% asked leads think the campaign was helpful and can be applied



2. Targeting

Often update information through local
news sites, online newspapers.

Their major concerns when using social
networks are education, economy, politic
and pandemic situation.

Having trust in the information from
official sources or experts, then their
friends and family.

Love to read short articles that are
straight to the point with accurate
information, accompanied by pictorial or

video with specific descriptions.

Primary Secondary

Parents/ Caregivers Parents/ Caregivers General supporters
Age 30 - 40 25-30 N/A
Children’s |6-14 3-5 N/A
age
Job Office worker N/A
Geography | Ha Noi, Ho Chi Minh, Da Nang
Habit e Usually check email for bulletins e May have a basic

interest and
understanding
of issues that
affect children’s
life.

Interested in
contents about
supporting and
helping children,
especially
during the
COVID-19
pandemic.
Often notice or
interact with
UNICEF's social

media activities.




Paint

point

e They do not know how to teach their

children to study at home.

Limited time. Difficult to balance
between taking care of children and
working from home. They have to work
from home and also take care of their
children so they easily get tired and
become stressed.

Don't really know how to become closer
to their children because of their busy
work schedule, so when social distancing
happens, they get confused and have
difficulty improving the relationship
between themselves and their children.
With no income, parents have to struggle
to provide nutritious meals for their
children, ensuring that their children’s
health develops in both mind and bodly.
This difficulty will adversely affect
children's ability to study, earn and

become effective citizens in the future.

e \Worrying about
children's life
during the

pandemic.

Table 2 - Target audiences analysis




3. Strategy and tactics

3.1. Communication strategy
e Multimedia Communication: Using various form of media such as text,
graphics, animation, podcast and video to transmit information

e Using both rational and emotional appeals in producing products.

3.2. Communication tactics

Various topics

Content on different topics will be provided by UNICEF for adaptation into
the bulletin, dividing into topics: Home entertainment, nutrition, exercises,

mental health, learning & development and other UNICEF works related

topics

Multimedia Communication
e Visual: Create distinctive key visual assets for the weekly bulletins and
visual identity for promotion on social media.
e Sound: Besides information conveyed by text and graphic in email

bulletins, weekly podcasts are produced to attract audiences by sound.

Message appeals
e Rational appeal: The bulletins are compiled from information of
UNICEF experts and written in informational style.
e Emotional appeals: Emotional appeals are also applied in production.
The most directed emotions are fear, pain and love
The communication products are made in the combination of both kinds of
appeals above. For example, we use statistics to highlight problems, create
fear or point out target audiences’ pain points. After that, we give
instructions to solve the problems in a professional but friendly voice.
Another method is leading them to an imagination full of family love to

increase their desires, motivating them to follow our instructions.



4. Big Idea

Create value exchange bulletins providing helpful resources on children’s
issues, such as nutrition, safe environment, learning and development for

children during COVID-19, and parenting/care-giver skKills.

4.1. Campaign message

“Dé bién nhiing gidy phut bén con trd nén nhiing khoanh khac vang”
“Make every minute with your child a golden moment”

4.2. Hashtag

#KKVBC #Khoanh_Khac_Vang_Bén_Con #GoldenMomentwithyourchild

4.3. Key visual

unicef &

vimoitréem

Figure 14 - Key visual 2



5. Media channel

5.1. Owned media
Official Facebook page:

Link: https://www.facebook.com/unicefvietham

Posting introduction posts, publishing promotion videos and running ads.
Using Facebook ads as a subscription form to target audience. Posts must

include captions with videos, pictures or links.

YouTube channel:

Link: https://www.youtube.com/user/unicefvietnam

Posting videos and informative podcasts. Podcasts will have educational
contents narrated by MC or stories shared by influencers as guests. Contents

will relate to the topic of bulletin emails.

Official website UNICEF Viet Nam:

Link: https://www.unicef.org/vietham/vi

Posting campaign introduction post and bulletins subscription form for

users.

5.2. Earned media

5.2.1. Influencers

We will invite influencers to participate in videos, podcasts and share
campaign posts on social media. They will share information about both
their experiences as well as sharing about the project to the community to

help the project go viral.

Influencers engagement plan: as per policy, UNICEF does not pay for
influencer's engagement. UNICEF has had a pool of influencers to work on
these topics, including food bloggers, celebrity parents, singers etc. For this
type of engagement, we target to have the participation from influencers on
how to turn home into a playground, with entertainment activities and
artworks using available resources and household, as tips for families to

organize and spend time together.


https://www.facebook.com/unicefvietnam
https://www.youtube.com/user/unicefvietnam
https://www.unicef.org/vietnam/vi

We select influencers with the following criteria:
e Family influencers
e Experienced in taking care of and teaching children
e Agree to collaborate for free with UNICEF
e Not violate UNICEF's influencers regulations: bad reputation and

advertising supplements or infant formula

5.2.2. Supportive partners
We will cooperate with a number of academies, organizations experienced in

training children to provide useful information for followers.

5.2.3. Group Facebook share:
We will ask Facebook groups admins to share about the campaign.
We select Facebook groups with the following criteria:

e Groups for parents to share about raising children

e Significant number of members

e High level of community engagement

5.2.4. Word of mouth:
We encourage people to share their experiences with the project to their

friends and relatives. The call to action is mentioned in the podcast.



6. Risk management

We divided risks into 5 main types: Force majeure, Influencers, Content, Work procedure and Technical. Details of each

risk and their solutions are listed in the table below:

Possibil- Level Problem Prevent Solution
ity (before it happens) (after it happens)
Force High Low Distancing policy e N/A e Adjust the content
majeure changing appropriately and timely
Influencers | Low High Scandals e Replace other influencer e Remove posts that feature

the influencer
e Follow up and make a
statement if it affects the

client

Medium | Low Overlapping e Meet and schedule in advance e Have an alternative plan

schedules with influencers

e Askthe influencer to confirm the
schedule 3 days before the

shooting session

Content Medium | Low Controversial e Write and review content by e Seeding good opinion




information

specialist
Keep track of the recipient's
reaction and take action when

new controversy arises

e Remove controversial posts
e Prepare posts with corrected

informations

Low High Copyright Hiring copyright specialists to e Immediately contact the
solve the problem author to solve the issue
Cite source and contact for e Remove related posts and
permission (if any) post apologies (if not
Using UNICEF's own source as the resolved with the author)
main source
High Medium | Unsubscribing Make a survey for subscribers about the project to have well-timed
number increases changes
Work Medium | High Misunderstanding All meetings must have all meeting documents
procedure between agency Assign someone in charge to work directly and report the progress
and client between the two parties regularly
Products must comply with the meeting documents
High High Low progress due to Finish products early for client to e Delay posting schedule

client’s long review

process

review




Technical

Medium | Medium [ Lacks of Assignh someone in charge to work directly and report the progress
communication between the two parties regularly
Schedule a regular meeting
High Medium | Emails got Change email structure, images and subject lines
misdirected into Tutorial on how to change email destination into the main folder
promotions box
Low Low Some may miss one List and split email lists then send Create a bulletin bank
or more emails Resend a second time to
subscribers who didn't
receive the first email
Low Medium | Links error Check the registration link Contact to reopen the link
regularly Renew, replace the old link
Low High Raw Video lost Save the recording file in the Recontact the Influencer to

backup memory card

remake the TVC

Table 3 - Risk management




7. Estimated cost
UNICEF is a nonprofit organization dedicated to the community, especially
children, so that UNICEF hopes that influencers will voluntarily cooperate

without being paid. The expected budget included running Facebook ads

and media projects: graphic design, influencer video and animation video is

720 million VND (tax included).

Description Amount (VND)
PROMOTION

Facebook ads 500,000,000

Coordinate with influencers 0

IIl. CREATIVE CONCEPTION AND EXECUTION

Graphic design (key visual + bulletins design) 30,000,000
Influencer video 50,000,000
Animation video 30,000,000
INCURRED COST (10%TOTAL) 60,000,000
VAT (10% TOTAL) 60,000,000
GRAND TOTAL 720,000,000

Table 4 - Estimated budget



8. Distribution

LEADER

A
Team Planning Team Digital Team Design Team Production
v v v v

Receiving Develop timeline  Build concept and Produce bullteins,
requests from and content for design videos & podcasts
customers and Social media
build channels
communication
plan

Table 5 - Organizational structure of team



lll. PRE-LAUNCH/ PRE-PRODUCTION

1. Timeline

According to the original schedule, the preparation progress will begin from early September and finish in
mid-September and videos will be finished mid-October. However, due to the delay of the review process, the time to
finish the products took longer than expected. Design products were finished in the 3rd week of September while 2

videos were finished in the 4th week of October and the 3rd week of November.

SEPTEMBER OCTOBER NOVEMBER

START FINISH w1 w2 W3 W4 W1 W2 W3 W4 W1 W2 W3 W4

Creative meeting - agree on logo and language | 01/09/2021 | 01/09/2021

standards

Video 1 - Animation

Idea & Draft Script 01/09/2021 | 10/09/2021
Detail Script 11/09/2021 | 17/09/2021
Storyboard 18/09/2021 | 01/10/2021
Demo 02/10/2021 | 22/10/2021

Finalize 23/10/2021 | 29/10/2021




Video 2 - KOLs endorse video

Script 01/09/2021 | 08/10/2021
Contact KOL (MC Trang Moon) 11/10/2021 15/10/2021
Contact Supplier 11/10/2021 | 15/10/2021
Shooting 16/10/2021 | 16/10/2021
Demo 18/10/2021 14/11/2021
Finalize 15/11/2021 26/11/2021
Key visual

Conceptualize and design key visual 01/09/2021 | 10/09/2021
Feedback 11/09/2021 15/09/2021
Finalize 16/09/2021 17/09/2021
4 Facebook ads images

Design 01/09/2021 | 10/09/2021
Feedback 11/09/2021 15/09/2021
Finalize 16/09/2021 17/09/2021

Table 6 - Preparation timeline




2. Communication designs

2.1. Key visual

This is the main key visual of the campaign with the image of a happy family
in the context of the pandemic. Key visual will be used in all the posts in the
campaign. Campaign has 2 key visuals becauses after a while of running and
email got sent into the promotion box, we had to fix the issue so that emails
will not be marked as “advertisement” and sent directly into the main inbox.
One of the ways to do it is changing the picture at the opening of the mail

which is the key visual.

unicef @

vimoitréem

Khoanh ’ %@

-

NP k\noc )

2~ bén c,on

Key visual 1

Khodnh
":@3\3 k\nao )

I
"' benc,o

Key visual 2



2.2. Facebook advertising designs

The 4 advertising designs below will be advertised on Facebook with a

subscribe link for the target audiences.

Figure 15 - Facebook ads design



3. Animated TVC:

3.1. Script

Video began with the context of a family: a father is working at home with his
son playing next to him. The son bothered the father and made him angry so
he shouted at the kid and told him to go away. This action of the father
makes the son very sad. The father continues working then receives a
bulletin email of the “Khoanh khac Vang bén con” campaign. While reading
the bulletin, he imagined a scenario in which parents together with their
children learn and play. Suddenly the son breaks the flower pot causing a
loud noise, bringing the father back to reality. The TVC ends with the scene:
Mother and father appeasing the crying son, and say: "Do not worry son, we
will clean this with you” and then the outro with the logo of UNICEF and the
key visual of the campaign appear.

Link:
https:/docs.google.com/document/d/11XgIM6fwNbjiiZMOTbMuaGU-5QA-629s

- Video: Giéi thiéu cim nang Khoanh khic vang
- Théi lwgng: ~30s

Canh Théi Hinh dnh mé ta Luwu y phin
legng Néi dung Text Hinh inh cinh

Toan canh ngdi bé dang ngdi st
dung may tinh trén ban lam wviée,
va dvra con thi dang chot mot
minh.

11

Drta tré trd nén chin nan va chay
12 lai cho bd ngdi, t6 ¥ mudn bd clng
choi vé minh.

Figure 16 - Script of Animated TVC


https://docs.google.com/document/d/1lXqJM6fwNbjiiZM01bMuaGU-5QA-6z9s/edit?usp=sharing&ouid=112786630744162511163&rtpof=true&sd=true
https://docs.google.com/document/d/1lXqJM6fwNbjiiZM01bMuaGU-5QA-6z9s/edit?usp=sharing&ouid=112786630744162511163&rtpof=true&sd=true

3.2. Storyboard
Link:

https://drive.google.com/file/d/1IKOLiYRVIOM3hi4BppflLrJFL6Rz8eVLa/view?u
sp=sharing

Jd%L

.3

Btz

Figure 17 - Storyboard of Animated TVC
3.3. Video
Link:

https://drive.google.com/file/d/1iBjVIcegOszyFVI8HIOCdSssLDu2ssPMQview?
usp=sharing

Figure 18 - Final video product of Animated TVC


https://drive.google.com/file/d/1K9LiyRVfOM3hi4Bppf1LrJFL6Rz8eVLq/view?usp=sharing
https://drive.google.com/file/d/1K9LiyRVfOM3hi4Bppf1LrJFL6Rz8eVLq/view?usp=sharing
https://drive.google.com/file/d/1iBjVJcegOszyFvT8H9CdSssLDu2ssPMQ/view?usp=sharing
https://drive.google.com/file/d/1iBjVJcegOszyFvT8H9CdSssLDu2ssPMQ/view?usp=sharing

4. Influencer TVC

4.1. Script

The Influencer TVC mainly focuses on the influcener's family playing
together scene, combined with the soft music with the influencer's
introduction about the campaign. Outro has the logo of UNICEF and the key
visual of the campaign.

Link:
https://docs.google.com/document/d/13vIOgVOVLI2VLIE_AHCK_7_4VU-PPnm

- Video: Gi6i thién cim nang Khoinh khie vang
- Thoi lugng:

Canh Hinh aoh mé t Luuy phan canh
Ngi dung Thoai
Lin oot rinh chiéy ahing hinh ach ca gia dich cbog | M TN 0N (8100 a0 13 1 13 nghiém et v,
wiak bial diak 5 chame, ban cé thé lam duere rat nhidu digu d&

1 choi dia vui v véi nhau tai nha: cing ndv n, tap thé

t
duc, choi trd cho. "

minh

Chuyén canh ca gia dinh ngdi trudc camera, ngudi bg | VA tBNg CLONg sur gAn ke, kha nang hoc t8p va sur
va ngudi me 1an heot chia sé nhing khé khan ma hai | phat trién toan dién cia con tré

ngubdi gap phai trong qud trinh cham séc con mia
gitn cach Covid

UNICEF biét 16 con ban can gi d& phat trién khoe
Newoi bd/ngudi me chia sé vé viéc duoc gidi thigy | ™" ¥A hanh phic.
& Cim nang: Khoinh Khdc vang bén con cila

UNICEF ciing sh trai nghiém khi dp dung nhing

UNICEF cling hiéu réng lam cha me déi khi la cang
! rén do
1ips ti¥ cac ban tin vo cudc séng thudng ngdy.

vige kho kha

3n nhit

K - Vil Vay, 16i 43 tham gia cung UNICEF va nhigu cha me
Ca gia dinh ké v¢ nhimg thay @i tich cuc 42 dat khac d& hoc hof kinh nghiém tir cac chuyén gia hang
4 duoc sau khi dp dung cac bai hoc tir Cimnang cia | §au v& nudi day con cai, va nhi2u kién thirc khac

UNICEF ngay nhé!

Figure 19 - Script of Influencer TVC

4.2. Video
Link:
| Jidri | file/d/1-0i A

2usp=sharing

To learn top tips from experts on parenting and so much more

Figure 20 - Final video product of Influencer TVC


https://docs.google.com/document/d/13vJOgV0VtI2VL1E_AHcK_7_4VU-PPnmg/edit?usp=sharing&ouid=112786630744162511163&rtpof=true&sd=true
https://docs.google.com/document/d/13vJOgV0VtI2VL1E_AHcK_7_4VU-PPnmg/edit?usp=sharing&ouid=112786630744162511163&rtpof=true&sd=true
https://drive.google.com/file/d/1-I2iGJhQZeMhRerCXLDRGrnMN5czSD7b/view?usp=sharing
https://drive.google.com/file/d/1-I2iGJhQZeMhRerCXLDRGrnMN5czSD7b/view?usp=sharing

5. Influencers

5.1. List of influencers

We chose to cooperate with 7 influencers meet the Influencer criteria:

SOW

Information

No. Name

MC Trang MC VTV, hot mom on Facebook, Join TVC, share
Moon has 4 daughters campaign
information
Hana Hot vlogger about fitness and Join
Giang Anh | lifestyle, posting videos of taking podcast/bulletin,
care of her son is of great interest _ _
to many people share information
- about campaign
Ha Anh Teacher in the top 50 excellent 6 i
Phugng teachers globally in 2020, teacher information
at Huong Can High School, Phu
Tho
Nguyén Single mom, MC of the
Diép Chi educational program Road to
Olympia
Regularly share tips for taking
care of and educating young
children and everyday moments
with Sumo's daughter (cooking,
beauty, studying,...).
Thanh Bui | Singer, principal of Soul Music &
Performing Arts Academy
Duy Khoa Singer, has a son
B3o Thanh | Famous actor, has 2 children

Table 7 - List of suggested influencers




5.2. Invitation letter from UNICEF

After having a list of influencers and getting approved by UNICEF, letters will
be sent to influencers. We will send these letters using Email and Facebook.
The letters will describe the project, the purpose of the letter as well as hope
for the willingness to cooperate with influencers.

Link:

https:/drive.google.com/file/d/13eXGOhdCv-AgPycL P4QLTVYtVrmXBorj/view

& for every child

Date: 29 September 2021

Dear Ms. Ha Anh Phuong,

Subject: Invitation to join hands with UNICEF in support of children and families
during COVID-19

| hope this finds you and your family well.

The 2021 COVID lockdown period has beenreally tough for usall and especially so for
poorer families. In addition to supporting the delivery of vaccines, fridges, syringes and all
kinds of protective gear and treatment egquipment, we have beenworking to address the
rights of children separated from their families, introducing approaches for the protection of
women and children in quarantine facilities; supporting better quality and much stronger
reach of digital education — justto name a few areas that are keeping us very busy.

But we want to do more to better support all the parents and caregivers who remain at home
—and we would love you to join us in this work. The goal is to give parentsideas,
tools, activities and support as they try to positively embrace the challenges of lockdown; of
on-line learning, of managing their children's isolationand fears while managing their
own stress and uncertainty created by this pandemic. In the *Golden Moments with your
child” campaign, we will invite people to become ‘Friends of UNICEF'. Friends will benefit
from aweekly bulletin filled with helpful information, ideas andresources designed for
parents to enjoy with their children.

It will help parents nurture the happy family environmentthat we are all working so hard to
maintain and give ideas and approaches that seek to ensure there is no long-term impact of
this pandemic on children's bonding, learning and development. Will you join us to uplift and
fuel the energy of parents during this challenging time?

UNICEF would like to ask for your supportin the form of collaboration on messaging and
digital assets and any other ideas that you have. Your positive example and trusted voice
are more important for our community than ever before. Therefore, we look forward to your
partnership with us.

Thank you for your consideration.

Sincerely,

Vivien Maidaborn
Resource Mobilization Manager

UMICEF Viet
Tel: (+84 4) 3
Follow us on:

nfunicef_vietnam

Figure 21 - Invitation letter from UNICEF


https://drive.google.com/file/d/13eXGOhdCv-AqPycLP4QbTVYtVrmXBorj/view

6. Supportive partners
The 2 partners working with UNICEF are STEAM for VIETNAM and Soul Music
& Performing Arts Academy:

SOW Link

Information

No. Name

1 STEAM for STEAM for Vietnam e Joina https:/Avww

music and
performing arts
education in
Vietnam to a new

level.

VIETNAM isa U.S. non profit podcast and |.steamforvie
organization bulletin in tnam.org/en
founded and the bulletin
operated by series
Viethamese e Course
professionals and provides in
students all over the bulletin
world.

2 Soul Music & | Soul Music & Join a podcast https://smp
Performing | Performing Arts and bulletin in the | aa.edu.vn/a-
Arts Academy (SMPAA) is | bulletin series word-from-
Academy focused on raising our-founder

[

Table 8 - Supportive partners



https://www.steamforvietnam.org/en
https://www.steamforvietnam.org/en
https://www.steamforvietnam.org/en
https://smpaa.edu.vn/a-word-from-our-founder/
https://smpaa.edu.vn/a-word-from-our-founder/
https://smpaa.edu.vn/a-word-from-our-founder/
https://smpaa.edu.vn/a-word-from-our-founder/
https://smpaa.edu.vn/a-word-from-our-founder/

IV. MEETING MINUTES

In the early stages of project planning, we conducted internal meetings
constantly to complete the plan and prepare the media kit for the projects.
The meetings with client representatives were in charge of the team leader,
which is scheduled twice a week in the planning month. In this period, the
meetings with suppliers were also conducted to follow and join media

production.
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nhin kha gwong va tréng nhi cat ghép), chinh lai trai tim

bén trai
Catchup véi  edit graphic Gdlréng cly: tay bé tay con cinvé lai cho cé cacngén  Others
chi Van designs tay, co thé bé gai & phan dudi dy roi phong ra, chén  bé hét hashtags ra

phaéi ciia bé trai ix mau va 1dn 6n hét ca. chinh lai
khuén mét ciia bé trai cho can ddi hon véi than hinh
(ma&t bé con to hon ca ngudilén) nén cla image cé thé
1a sén thugng hodc ban cdng, chinh lai dung cu lam
vuén cia bd sang loai nhé gon hon

- sira hinh &nh roi coc > roi lo hoa

- s(r dung cac hinh &nh 2 bé con hoat déng trong nha

video

Welcome email
First bulletin ndung dang trén fb
email template
sir dung ndi dung khac tir
unicef dé lam podcast

c6 thé sir dung ngudi clia unicef dé doc podcast (chi

podcast di theo chi de bulletin chuyén sang san xuat & ngoai HN Van lién hé)

Podcast
chii d¢ tuan dau: learning and development. k sit dung
chii @& cudn sach nira

Figure 22 - Pre-launch period meeting minutes



REPORT 3: PROJECT EXECUTION
I. OVERVIEW

1. Timeline
Phase 1 of the campaign “Khoanh khac Vang bén con” will start from the first
week of September to the end of the first week of December (include

preparation and running time of the campaign)

Pre-production time has been mentioned in detail at Timeline. During the
running of the campaign, bulletins will be sent by email while podcasts will
be uploaded on YouTube weekly on Thursday from the end of September to
the first week of December. During this time, in order to increase the
approaching number of people to subscribe, the third week and the fourth
week of September will focus on running ads on Facebook toward target
audiences. The following weeks will post information on the official page of

UNICEF and influencers’ posts.

After the first week of December, phase 1 of the campaign will end, the

second week will be the time for finishing all the reports.

September October November December

1 2 3 4 1 2 3 4 1 2 3 41 2 3 4

| [Before the campaign

1 Pre-production

Il |In the campaign

Weekly bulletins &
podcasts

Communication on
Facebook

Il |After the campaign

5 Phase 1 report

Table 9 - Overview timeline



2. Budget
While the expense on Facebook ads is permanent, the expense on creative

conception and execution has had some adjustments. In fact, the actual

budget had a light reduction compared to the expected budget. The total
expense is 607,860,000VND (included 10% tax)

Description Amount (VND)
PROMOTION

Facebook ads 440,000,000

Coordinate with influencers 0

II. CREATIVE CONCEPTION AND EXECUTION

Graphic design (key visual + bulletins design) 35,000,000
Influencer video 42,000,000
Animation video 35,600,000
TOTAL 552,600,000
VAT (10% TOTAL) 55,260,000
GRAND TOTAL 607,860,000

Table 10 - Actual budget



Il. COMMUNICATION REPORT

1. Overview

Project: Golden Moment with your child

Duration: 30/09/2021 - 02/12/2021

Objectives: Generate 10,000 leads to UNICEF base of supporters

2. Timeline

2.1. Communication journey

For the posts on Facebook, the 3rd and 4th week of September will focus on
running ads. In October and November, posts introducing the campaign and
podcast will be posted on UNICEF Viet Nam Page and influencer's personal

profile.

Due to the delay in the producing and approving progress, the posting date
of the 2 videos will be delayed from late October to late November and to the

2nd week of December for the KOLs endorsement videos.

September October November December

1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4

Publish
animation

Publish
KOLs
endorse
video

Facebook
post

Facebook
ads for
registration

Table 11 - Communication journey



2.2. Influencers sharing journey
Influencers partnered with UNICEF have posted information about the
project on their profile page, the details about the time and contents are

listed in the table below.

Influencer Date Links

Bao Thanh 05/11/2021 | https://www.facebook.com/baothanhofficial90/
POSts/411402243674117

MC Trang 05/11/2021 | https:/Mww.facebook.com/trangmnguyeni32/p
Moon 0sts/4621153927936619

21/M/2021 | https:.//www.facebook.com/trangmnguyenl32/p
osts/4773006452751365

09/12/2021 | https://www.facebook.com/trangmnguyenl32/p
0sts/4831862256865784

Duy Khoa 08/12/2021 | https:/Mww.facebook.com/duykhoacasi/posts/4
34965204750257

Table 12 - Influencers sharing journey


https://www.facebook.com/baothanhofficial90/posts/411402243674117
https://www.facebook.com/baothanhofficial90/posts/411402243674117
https://www.facebook.com/trangmnguyen132/posts/4621153927936619
https://www.facebook.com/trangmnguyen132/posts/4621153927936619
https://www.facebook.com/trangmnguyen132/posts/4773006452751365
https://www.facebook.com/trangmnguyen132/posts/4773006452751365
https://www.facebook.com/trangmnguyen132/posts/4831862256865784
https://www.facebook.com/trangmnguyen132/posts/4831862256865784
https://www.facebook.com/duykhoacasi/posts/434965204750257
https://www.facebook.com/duykhoacasi/posts/434965204750257

3. Influencers

5 influencers participated in project:

Golden Moment with your child - Phase 1

No. Name SOW Link

1 MC Trang Join TVC, share information about https:/www.facebook.c

Moon campaign on personal Facebook om/trangmnguyenl32
page
2 | Hana Giang | Join a video in the bulletin series https.//www.facebook.c
Anh om/hanagianganh

3 | Thanh Bui [Join a podcast in the bulletin series

4 | Duy Khoa Join a podcast in the bulletin series, | https://www.facebook.c

share information about campaign | om/casiduykhoa

on personal Facebook page

5 |Bao Thanh |Share information about campaign | https:/www.facebook.c
on personal Facebook page om/baothanhofficial90

Table 13 - Five influencers participated in the first phase of campaign

4. Supportive partners

No. Name SOW Link
1 | STEAM for e Join a podcast and bulletin in | https:/www.stea
VIETNAM the bulletin series mforvietnam.org/
e Course provides in bulletin en

2 |Soul Music & |Join a podcast and bulletin in the | https://smpaa.edu

Performing bulletin series vn/a-word-from-o
Arts ur-founder/
Academy

Table 14 - Partners participated in the first phase of campaign


https://www.facebook.com/trangmnguyen132
https://www.facebook.com/trangmnguyen132
https://www.facebook.com/hanagianganh
https://www.facebook.com/hanagianganh
https://www.facebook.com/casiduykhoa
https://www.facebook.com/casiduykhoa
https://www.facebook.com/baothanhofficial90
https://www.facebook.com/baothanhofficial90
https://www.steamforvietnam.org/en
https://www.steamforvietnam.org/en
https://www.steamforvietnam.org/en
https://smpaa.edu.vn/a-word-from-our-founder/
https://smpaa.edu.vn/a-word-from-our-founder/
https://smpaa.edu.vn/a-word-from-our-founder/

5. Results
5.1. Facebook Ads

Ads are advertised toward the target audience and followers of UNICEF.
Facebook ads have approached 52 million people in 16 days with a total
11,864 leads.

UNICEF Viet Nam - Quy Nhi Pong Lién Hgp Quéc @
Sponsored -

Dang ky nhan ban tin "Khoanh Khac Vang Bén con" hang tuan tir UNICEF!

unicef &

vi moi tré em

Kihoanh

EOPN kh&'c,a

'Z'.@ I'_ .L.

. bén C,on

FORM ON FACEBOOK
UNICEF sé hé trg ban cham séc con yéu, véi cac bi quyét Sign Up
hang tuan khi ban dang ky nhan ban tin ngay hém nay!

OO Nguyén Hoang, Thanh Huong and 140 others 3 Shares

o Like (D Comment ~> Share a-

Figure 23 - Facebook Ads



5.2. Facebook Post

5.2.1. Types of Facebook Post

Introduction post

Introduction post is published on 2nd October 2021, attached the link to a
detailed introduction post from the website. The website post will be

described in the Website post section.

UNICEF Viet Nam - Qui Nhi Péng Lién Hdp Quéc @
2 October - QY

[English Below]

UMICEF trdn trong méi cac ban, cdc bac cha me va ngudi cham soc tré
dang ky nhan ban tin hang tudn "Khoanh khic Vang bén con” cha ching
t6i, vdi nhitng théng tin, ¥ tudng va ngudn tu lidu hitu ich d&€ bién méi gidy
phat bén con céi trd nén nhitng Khodnh khic Vanag.

& Truy cap dudng link bén dudi d€ biét thém théng tin.
#KKVBC #Khodnh_Khic_Vang_Bén_Con #GoldenMomentwithyourchild

UNICEF.CRG

Dé bién nhirng gidy phat bén con trd nén nhitng khoanh khac
vang!

00 111 2 comments 9 shares

Figure 24 - Introduction post



Podcast sharing posts

4 posts sharing YouTube podcasts from episode 1 to 4. Podcasts will

discussed in the Podcast report section.

UNICEF Viet Nam - Qui Nhi Péng Lién Hop Quéc @
27 October - 3

Xin chao mUng quy vi va cac ban da @én vdi chuyén muc podcast "Khoanh
kh&c ving bén con” ciia UNICEF - ndi cung cp nhifng théng tin va ¥ tudng
hitu ich dugc thidt k& ridng cho cic bac cha me va cic gia dinh trong tinh
hinh mdi, dudi tic déng cia dai dich Covid 19, Cing UNICEF bigén méi phut
gidy bén con trd thanh Khoanh khic Vang quy vi Phu Huynh nhé! V3 ding
quén chia s& ban tin hang tudn nay t4i ngudi than va ban bé cla quy vi!
Chuyén muc tudn nay, ching ta s& dén vdi ndi dung "bac dam an toan cho
tré em v ngudi chua thanh nién trén méi trudng mang”. Xem thém video
tai: https://bit.ly/3pDEBJK

D& bién méi phut gidy bén con trd thanh Khodnh khic Vang, dang ky nhan
ban tin cba chdng tai: https://uni.cf/3f0U)

#KKVBC #Khoa nh,Khﬁc,Véng,BénﬁCon #GoldenMomentwithyourchild

unicef &
vimoi tréem

YOUTUBE.COM
Cling con gill an todn trén mang
Xin chae mirng quy vi va cic ban da dén vdi chuyén muc podcast "Khea...

Q0 141

3 comments 4 shares

UNICEF Viet Nam - Quj Nhi Déng Lién Hop Quéc @
3 November -

[Contant in Vietnamese only]

(JPODCAST 2: Chuyén muc Phat thanh tuiin nay xin gl d&n quy vi va cac
ban cach thic cham séc sifc khde tdm than cda ban than va con ban trong
mua dich nay nhé. Khi chiing ta pha v& su im ldng xung quanh van dé siic
khée tam thin, ching ta s& d&i mat d€ gidi quyét ching tét han.

Xem thém cidc podcast khac taithttps://bitly/3bkcZHK

-Bang ky nhan ban tin cda ching téi tai: https://uni.cf/3fDU]

#KKVBC #Khodnh_Khic_Vang_Bén_Con #GoldenMomentwithyourchild

unicef @

vimoi tré em

YOUTUBE.COM

UNICEF Viét Nam | PODCAST 2: Duy tri sifc khde tam than va
thé chat téi vu nhat cho con cua ban

@O Mai Lién, Tran Khanh Huyén and 69 others 6 shares

UNICEF Viet Nam - Qu§ Nhi Ddng Lién Hgp Quéc @
13 November at 12:00- @

[Content in Vietnamese only]

EIPODCAST 3: Chuyén muc tuin ndy xin gifi dén quy vi va cc ban thuc
trang va gidi phap cho tinh trang thifa can, béo phi & tré em va thanh thigu
nién Viét Nam, nhat 13 & khu vuc thanh thi. Chuyén gia cda UNICEF khuyén
c4c cha me h3y n&u &n tif ngudn thuc phdm tudi tai nha, nhdm thuc hanh
théi quen an udng lanh manh va duy tri dudc su gén két cho ca gia dinh.
Xem thém cac podcast khac tai: https://bitly/3pFgNoG

~DE bign méi phiit gidy bén con trd thanh Khoanh khic Vang, dang ky
nhén ban tin cla chdng téi tai: https://uni.cf/3fDUj

#KKVBC #Khoanh_Khic_Vang_Bén_Con #GaldenMomentwithyourchild

unicef&®
vimai tréem

Khodanh

oW khac,

YOUTUBE.COM
UNICEF Viét Nam | PODCAST 3: Cach nuéi dudng con lanh
manh nham phéng ngira thira cdn va béo phi

oo You, Mai Lién and 55 others 1 share

UNICEF Viet Nam - Qu§ Nhi Béng Lién Hop Quéc @
24 November at 20:00 - @&

[Content in Vietnamese only]

[ZJPODCAST 4: Chuyén muc tuan ndy xin gifi d&n cich ti€p can gilp cha
me xdy dung mdi quan hé tich cuc vdi con va day con cac kf ndng nhu y
thirc tréch nhiém, tinh thin hdp tac va tinh ky ludt tu gidc. Xem thém cac
podcast khac tai: hitpsy/bit.ly/2ZqjpTo

D€ bign méi phut gidly bén con trd thanh Khoanh khac Vang, dang ky
nhan ban tin cda ching téi tai: https://uni.cf/3DU]

#KKVBC #Khoa nh_Khé’(_Véng_Bén_Con #GoldenMomentwithyourchild

unicef &
vimoitréem

YOUTUBECOM

UNICEF Viét Nam | PODCAST 4: Ky luat tich cu'c d&€ mang lai
tudi tha hanh phtic cho tré

Q0 %

1 comment 11 shares

Figure 25 - Podcast sharing posts on Facebook

be



TVCs Publishment

2 video posts for publishing TVCs. TVCs will be analyzed in the Animated TVC

Report and Influencer TVC Report sections

UMNICEF Viet Nam - Quj Nhi Béng Lién Hop Quéc @
28 November at 20:00 - Q&

[English below] T3t ca ching ta d&u mudn nhitng gi t6t nhat cho con minh,
nhuing lam cha me khéng phai liic n3o ciing dé dang trong bdi canh dai
dich COVID. Tham gia ciing UNICEF d€ bién mdi gidy phiit bén con trd
thanh nhifng Khodnh Khic Vang cho sy phat trién t8i uu cia tré!

Ban h3y ding ky nhan ban tin kj nang lam cha me hang tuin tir UNICEF
ngay hém nay nhé: https://uni.cf/3fDUj

‘We all want what's best for our children, but being a parent isn't always
23s.. See more

Bantin cla
unicef

?

P 0:10/033

Q0 262

38 comments 146 shares

UNICEF Viet Nam - Quii Nhi Déng Lién Hgp Quéc @
9 December at 12:00 - @

Lam cha me, ban c6 thé lam dugc rdt nhigu didu dé tang cudng su gén két,
kha ndng hoc tap va suf phat trién toan dién cla con tré.

MC Minh Trang v nhiéu cha me khac 3 déng hanh cung UNICEF trén
hanh trinh 1d3m cha me. Cén ban thi sao? Dang ky d& nhan cac bi quy&t va
k¥ ndng lam cha me ngay ban nhé: https://uni.cf/3[fDU]

There's a lot that you can do as a parent to promote your child’s bonding,
learning and development.

MC Minh Trang and many parents have joined with UNICEF in their
parenting journey. What about you?

Sign up now to receive our parenting bulletin https://uni.cf/31jfDUj

30 comments 109 shares

Figure 26 - TVCs Publishment

5.2.2. Engagement results

The TVCs publication posts got the highest engagement. The Animated TVC

attracted 546 engagements in total and the Influencer TVC got 648

engagements. Other posts attract about 50-150 reactions and small amounts

of comments and shares. Average engagement of Facebook posts is about

244 per post.



5.3. Earned media

5.3.1. Influencer’s sharing post

According to contents agreed with Influencers, Influencers will share posts

about the campaign as well as call people to subscribe based on the time

and schedule of Influencers sharing journey.

Trang Minh Nguyen ©
9 Decemberat 1327.@
LAM CHA ME I3 mét ngh# chua bao giés dé dang. ching c6 ngay nghi. cling khong c6 truéng I6p nao.

@3 tao, cip bing... Nhuing 66 lai 3 nhifng thif ching ta lam hing ngay, véi tit c3 tinh yéu thudng va
i tim rong md.

Vay nén Onéu c6 bat k khodng the gian n3o sudt hanh tinh that dai va nhizu khG khan y. ban cam
thy b3i 161, hoang mang, st niém tin, can s gidp dd.. thi diing ngan ngai diing lai,chia sé va 4é moi
ngui xung quanh ciing gidp ban nhé!

Minh may mén va tu ho @uge dBng hanh v6i UNICEF Viet Nam - Quj Nhi Bng Lién Hop Qué. trong
chién dich KHOANH KHAC VANG BEN CON. mang ti 1 cénh tay nho nhd, g cic cha me tiép cin da
dang théng tin, § tuéng v ngudn tu liéu hifu ich aé thai gian bén con méi ngay tré nén vui vé, tich cuc
V61 da dang c&c hoat déng giditf lanh manh va c6 tinh gido duc cao!

Chi can 6é i thang tin co b&n gom dehi email clia ban. Unicef s& d&u a3n gl ti hom mail cla ban goi
§ ¢ hoat dang thé chit. gid tr ta nha, gido duc va phit trién cho tiing do tud, c cac théng tin tham
Khdo hisich v stic khod tham than va dinh duing nia! Link déng ky tai day nhé: httos//uni cf/35fDUj

Duy Khoa ©
8 thing 12 lic 19:15 - @

Chia s& nho nho ctia Duy Khoa v& kinh nghiém danh thai gian cho
con

Khéng b3 me nzo hoan hdo ca. Ching ta thay i nhan thic va hanh
dong méi ngay @€ trd thanh nguai cha me t6t han ting chat mdi
ngay va con céi cing dude hanh phic hon tiing ngay.

Cam dn UNICEF Viet Nam - Quy Nhi Dang Lién Hop Quéc da danh c6
hoi cho Duy Khoa chia s¢ @@

Bao Thanh
@ e

Chung ring dai dich C e
e tong 26 v vy g g ong the g tung ucc e g.u s m!n e
 g3p g0 ban b,
oy T o K 260 € i, ONICE Vi N mong i cong o 1 35
tuing, va ngudn Iuc 16% At € cing cic ban va cic bic ph huyrh 1 e tao nén nhing
Knoanh khéc Vang bén con. Khi gang Kfahan thang tin is “UNICEF, ban 2 cing cac bac cha me.
Khéc tham gia véo mang 1461 “Ban cda UNICEF” nham chia s&, hoc hdi cic K nang lam cha me,
cing phu doe cap a1 2 c cong viec cla UNICEF ta Vet Nam

Hay bit diu hanh tinh nay vei ¥UNICEF, G nudi cudng mét méi ruang gia inh hanh phc
Cang nhau chung ta Gém bio rang knang A daidich nay 120 ra tac dong lau dai dn sy gén bo
trong gia dinh, knd néng hoc tdp v phit tiéh cia con em ching t

C #Khodnh_Khc_Vang_Bén_Con #GoldenMomentithyourchild #BaoThanh

#BaoThanhFamily

©O You, Tran Khanh Huyén and 1.9K others

Vimoitréem

YOUTUBE.COM
sy Duy Khoa

63 comments 61 shares Q0 26

Khoanl‘\

PODCAST 7: Nuéi day con trong miia dich — Chia sé tir ca

unicef @
Vimoitréem

4 binh luan 1 Iugt chia s¢

binh luan

Trang Minh Nguyen ©
5 October - @

Ban nao d sinh con va nudi con nhd, chic chén s thim thia cam gidc phéi & tiét trong nha, gita 4 biic
tudng 1 vai tudn, tham chi 1 vai thang lién tuc, véi d moi cam xiic vui budn, mét méi. cang thing, tham
chitram cam...

ot Covid méy tran vita i nhiéu . b6 me & nha cing céc ban nhé 24/24 lién tuc ch 3-4 thing, that 13
nhigy thir thich v& di moi mat, chi don gian nghi xem chai gi, hoc gi, 13m gi, &n gi
knéng ndi néng, khong quat méng con. 13m a0 a& dam bao sdc khod tam than cia c3 nha, thyc su
khong dé da 5

L& khuyén ctia minh

-Bling ngan ngai chia sé/ndi ra nhiing kho khan ma ban dang g3p phai khi phai & nha ciing con 1 thdi
gian dai nhy vay

~Biing géng suc qua dang. Hay nghi kh thay mét, tim kiém gidp & khi can.

-Ngoai nhiing ngu®i & gan bén canh nhuf vo/chdng, &ng ba, ho hang, hang x6m. ban luén c6 thé tim
kiém sy gitip a8 cic t6 chic chuyén mén nhu:

+ Bung day nong 111: Téng dai Quc gia bio vé tré em chuyén tw vin tam I, chinh sich. phap lust v&
tré em cho t3t ca moi ngudi. T nhiing viéc don gian nhu 8n dinh tam  cho tré trong dich bénh, téi
x3m hai, b30 Iy, mua ban, b3 o tré em... ban déu cd thé nhan GG hG trd truic tigp tir Téng dai 111,
hoan toan mién phi, 24

+ CyberKid Vietnam ~t6 chic phi chinh phis cla Viét Nam, v csc hoat déng ddm bao su an todn ciia
tré em Viét Nam trudc cac mdi de doa an ninh mang khi tuang tic trén Internet. Ban co thé tim kiém cic
thng tin hitu ich gidp con ban an toan hon trén mang + nhet hé tro/tu vén néu c6 nghi nge qua su gidp
a3 cia cac ban TNV clia Cyberkid. Website: httpsy//cyberkidyn

+ UNICEF - Quy nhi 6ng Lién hap quéc tai Viét Nam viza trién khai 1 hinh thiic hd trg rét thiét thuc
danh cho cha me, do chinh 13 Ban tin hang tuln "Khoanh khic Vang bén con’. Chi can aé ai théng tin co
bin gom dchi email clia ban, Unice sé d2u d3n g 16 hom mail ca ban nhiing thong tn.y tng va
ngudn tu liéu hitu ich dé thei gian bén con mdi ngay trd nén vui vé, tich cuc. da dang cac hoat déng gidi
trilanh manh va co tinh gido duc cao. Cac  téng va théng tin ban 52 nhan duioc gom: Cic hoat dong
théchét gii i nhd, gido duc va phittin cho ting 6 tuSi, sc Kho thim thin va dinh cuong, Link
dang ky tai day nhé; K on

Minh v& Mm Nho rét vinh dy vi duoc ddng hanh vai hoat dang y nghia nay cia UNICEF tai Viét Nam.
Thai gian t6i, minh s& tham gia cic podcast (bén tin dang am thanh) cing UNICEF dé gli t3i ban nhiing
chia sé hitu ich v& chis d& 1am cha me tich cuc trong nhiing ngay thang gian cich + bt dinh do dai dich.
Néu ban c6 dang ky nhan bin tin tir UNICEF, chic chén ban cing & nhan duac nhiing ban podcast nay
ao!

*Anh minh hoa 13 1 hoat d8ng yéu thich cia dan con minh, tuy khién me hoi "dau 3u” nhung cic con
lai Gugc "ban rén” ca tiéng ddng hd khong chan, @6 chinh la BUOC TOC, TET TOC, LAM DU MOI THU
VOI TOC CUA ME!! Don gidn - khong can chusn bi phic tap - hiéu qud - ai ciing happy. ding tiéu chi 1

hoat adng phis hop cho nhirng chudi ngay & bén nhau 24/7 can kiét ngudn y tudng ntn... &

@O Tran Khanh Huyén and 1.8K others

24 comments 31 shares

Trang Minh Nguyen ©
@ 21 November t 1929 @ )
Minh trd chuyén véi nhigu b& me. thdy moi ngusi lo Iing nhigu v& viéc con bi ANH HUONG/GIAN
DOAN VIEC HOC do dich bénh, nhung hém qua, doc béo cio mdi nhat clia UNICEF, minh nghi c8 mot
van d& dang o ngai hon rét nhizu, d6 13 &nh hudng 13u dai va SUC KHOE TINH THAN (mental health) véi
cac ban &y.
Theo théng ké mdi nht trén toan the gi6i c(r 7 tré th s& 6 trén 1 tré trong d6 tudi 10-19 tudi dang
phéi chung sdng vGi cic chiing 161 loan tam Iy. Cac bé nhd tudi hon thi g3p phai cic van dé ve stress
gidm van déng do phii & trong nha thai gian dai, cing vGi cc Anh hudng tam Iy tieu cue tif nhing
gUBi 16n trong gia dinh do khé khan v& t3i chinh, sinh hoat, tam Iy gay ra béi dai dich.. Tuiec thyc
trang nhu vay, nhigu chuyén gia v dinh dung va tam Iy cing d& nhan manh tam quan trong cia viéc
thiét 13p ché 0 sinh hoat, hoe tap va van 4ng can bing adi vGi c stc khde thé chit va tinh than cia
tré nne.
Vay nén khng chi ngudi 16n cin gidp 06 v& mat tinh thn du, tré con cling rdt rat can c6 sy ddng hanh
vatam y sy al
Mot s6 céch don gidn ma ban c6 thé am ngay tai nha cing con nhé:
@ 86 sung “itamin yéu thuong" bing cach tang cuding cac cl chl da k& da, nhiing 161 ndi tich cutc, yéu
thuang, dong vién. an gidn Im. chi 8 mot csi hon 1én ma, rdi om that chat aé danh thic con ddy vao
budi sang va chic con ngi ngon méi t8i, rdi néi “B&/me yéu con rit nhiéu”.
@ Lén the gian bidu hap Iy, xen k& cac hoat 86ng hoc tap, van d6ng, gidi han thi gian st dung cAc
thiét bi dién tf theo tiing d6 tu6i.
@ Danh 1 khodng thdi gian nht dinh trong ngay dé trd chuyén, léng nghe con va choi cing con, theo
CACH MA CON MUGN.
@ Danh 1 bugi trong tusn 6é chai/lam mét hoat d6ng g 46 that dsc biét va thi vi hon thusng ngy
Iam banh, dung I2u tif chan g6i dé c4m trai tai nha, xem la album 4nh hoi bé clia b8 me con c4i, cing
nhau ndu 3n, t8ng vé sinh nha cfa..)

Hbi thang trudc, minh c6 gthieu tdi cac ban mét cong cu hé trg b& me rét hiru hiéu do chinh Unicef Viet
Nam phat trién ma minh may mén c5 cg héi dong hanh, d6 I3 Bén tin hang tuan “Khosnh khic vang bén
con” véi cic email dinh ky gif t&
hilu ich dé théi gian bén con m;

tnyc tiép hom mail clia ban nhiing théng tin.  tudng va ngudn t lieu
ngay tré nén vui vé, tich cuc.

"Hom nay minh muGN G161 tgu 1 game N0 AKG, 1 thd thach via vur, vUa GIup (3G CUGng van 6ong
hop Iy, tham gia @3y i can c6 qua xinh xinh cho con nlal D6 13 “San Chai Nang Bang” v chuang trinh
tap luyén *7 Ngay Nang Dang” cia Milo ngay trén n&n ting Zalo, phi hap v6i cic ban tir 6-15 tudi, chi
an c6 1 chiéc dién thoai thong minh c6 cai app Zalo 13 c6 thé tham gia nha. Chuong trinh t3p luyén s&
bao gm:

- Chuang trinh t3p luyén 7 ngay: 5 ngay tap, 2 ngay ngh. bao gom 25 video video hudng din chi it cac
b t3p b3 trg cho 5 mon the thao ph bién: béng ds, béng 18, cau Iong, din kinh, da cau

- Tinh nang “motion tracking", bé visa tap vita c3m smartphone trén tay 13 Gt c6 thé dém ducc 8 dong
tac. tinh giérva c6 vi con trong qua trinh tap.

- Cung cip kién thic v& dinh dudng gidp duy tr su nang déng va déo dai cho cic ban nho

- Qua tang danh cho cac ban tham gia thi thich I3 tGi dung but khi hoan thanh 2 thi thich cia 2
ngay dau tién va ti thé thao khi hoan thanh day i va sém nhat 7 thir thich cho 7 ngay.

Minh thdy dy 13 gi § rét tuyét cho khodng thdi gian van 6ong cia cic ban nhd thém hao hung. lai ¢
muc tiéu 13 danh phn thuding nén ciing 12 ngudn ¢4 va rat tich cuc, hiéu qua nal C nha c6 the tham
gia bang céch quét ma QR trén v hop MILO phién ban d3c biét Viét Nam Nang Bong Khdp Noi hosc
truy cap vao link: https://nangluongmilo.brand.zing.vn/ nhé.

#MILO #ViétNamNangBongKhapNoi #5anChaiNangBngCungMILO

Q743 18 comments 27 shares

Figure 27 - Earned attention from Influencer post



5.3.2. Facebook Pages, Groups and Website
Facebook pages, groups and websites that shared information about the
projects mainly belonged to schools and education centres or parenting

groups.

These posts can be divided into 2 types: introduction posts and bulletin
reupload posts. Bulletin reupload posts are posts uploaded with the exact
contents copied from UNICEF's bulletins. These posts have potential

bringing both benefits as well as threads for the campaign.

@ Nguyén Thu Hang b Kinh nghiém nuéi day tré phat trién .

toan dién
26 October - Q
Thi¥ 5, 02/12/2021 | 12:01 AAAT | BB CUNG CON HOC VA GIU AN TOAN TREN MANG
Khoén h khéC Vang bén con Muia tuu truding n3m nay trong bdi canh dai dich COVID-19 ¢é thé khign

cac bac cha me cam thay ban khodn va lo ling. Nhitng budi hoc d4u tién

d3 duge thyc hign qua man hinh truc tuyén & nhigu dia phudng sudt mét
i Live 11 | srare | thang qua. Vdy con cdia ban ¢6 bt nhip véi nsm hoc méi va thich nghi véi
viéc hoc truc tuyén & nha khéng? Hay ciing UNICEF hé trg cac con va xay
dung méi truong hoc tap truc tuyén higu qué cho con bing cic meo sau
day nhéel

Cém on ... See more

Con yéu hém nay hoc
trige tuyn thé ndo?

» 0:00/0:33

Nguén: UNICEF VIET NAM - Qu¥ nhi déng lién hop quéc

[English below] T4t ca ching ta G&u muén nhifng gi tét nhét cho con minh, nhung 1am cha me khéng phai Iic ndo b todn 383 91,
ciing d& dang trong bdi canh dai dich COVID. Tham gia ciing UNICEF dé bién mdi gidy phit bén con tré thanh nhitng
Khodnh Khic Vang cho su phat trign t8i ru cla tré!

We all want what's best for our children, but being a parent isn't always easy in ihe context of the pandemic. Join
UNICEF today to find best ways to make every minute with your child a Golden Moment for their optimal development!

Téng s6 didm cla bai viét 13: 0 trong 0 danh gia
=) 8 8 & ¢ Click 3 danh gia bai viét @ Mai Lien, Giang Ngec Anh and 3 others 1 share

Figure 28 - Example of shared posts

Benefits:
Posts that share parenting information in bulletins of UNICEF on Facebook,
help spreading the knowledge wider to parents, this assists UNICEF

achieving the humanistic target.

Besides, all the posts have credited UNICEF and the keyword “Khoanh khac
Vang bén con”, along with images, key visual in the bulletins. As a result, it
still spreads the message of the information’s source, helping to build

UNICEF's reputation.



Theads:

Although those posts did credit UNICEF with the keyword “Khoanh khac
Vang bén con”, they did not fully introduce the organization and did not
show how to subscribe to email. This makes people only know the source is
from UNICEF but did not get the information about the campaign. Moreover,
these posts copied all the contents from bulletins in the email, so everyone
will only read those posts but do not want to subscribe to email, resulting in

losing a number of potential leads.

5.4. Communication metrics

After the first phase campaign, the number of page likes has increased by

54,299 (from 451,824 to 506,123).

unicef &
for every child

UNICEF Viet Nam - Quy Nhi
Pong Lién Hop Quéc ¢

tnam - Non-profit organisation

unicef &
for every child

UNICEF Viet Nam - Quy Nhi
Pong Lién Hop Quoc ¢

@unicefvietnam - T8 chiic phi Igi nhuan

About Events Photos More + Gigi thiéu Su kién Anh Xem thém v 1|

Gidi thiéu g UNICEF Viet Na
i O 4gis-Q

UNICEF is the world's leading
organisation protecting children’s rights.

Find out about our work in Viet Nam and

how you can get involved.

451,824 people like this, including 24 of
your friends

497,368 people follow this

[English below]

Lam thé nao dé co thé
ngudi than trong dai di
Cidng xem moét sG hudn)
phét trién tré em, Tién

BA BINH

Q

NGOC
KHANH

UNICEF is the world's leading
organisation protecting children’s rights.
Find out about our work in Viet Nam and
how you can get involved.

506.123 ngudi thich, trong d6 ¢6 15 ngudi la

ban ctia ban

552.634 ngudi theo d6i Trang nay

Figure 29 - Communication metrics

[English below] Bigu tra
Nam (SDGCW Viét Nar
khia canh trong cudc s§
Iinh vyc lan dau dugc tr
PE tim hiéu chi ti€t, mo
Poc ngay két qua digu

The SDGCW survey preq
the lives of children, inc

CHAM SOC SAU SINH




I1l. WEBSITE POST

Publish an article detailing the project with a registration link on the official
website of UNICEF Viet Nam. The posts mention the background,
introduction and contents that UNICEF provides and the call for subscribing.
Posts are written in both English and Viethnamese.

Link:
https://www.unicef.org/vietnam/Vi/kho%E1%BA%AZNN-Kh%E1%BA%AFC-v%C3
%A0Ng-b%C3I%AAN-coN

coviD-19 TIN MGTNHAT x
Crgish TEVE | N TosnCou | _igh st

AL ) (e el T T

Vigt Nam

CHUNGTOILAMGL  NGHIEN CUUVABAOCAD  CHUYEN CUACHONGTOL  HANHDONG QU

W

DE bi€n nhirng gidy phut bén con trd nén
nhirng khoanh khac vang!

Ding ky nhan thing tin tir UNICEF ngay hém nay

unicef @
Vimoi tréem

Gii tinh *
St 3

S6 dign thoai (tity chon)
+84 ]

Figure 30 - Website post


https://www.unicef.org/vietnam/vi/kho%E1%BA%A3nh-kh%E1%BA%AFc-v%C3%A0ng-b%C3%AAn-con
https://www.unicef.org/vietnam/vi/kho%E1%BA%A3nh-kh%E1%BA%AFc-v%C3%A0ng-b%C3%AAn-con

IV. EMAIL BULLETIN REPORT

1. Content plan

Project: Golden Moment with your child Phase 1 runs from week 1to week 10.

Contents are divided into 5 main topics: Learning & Development (5 posts),

Mental Health (2 posts), Nutrition (1 posts), Exercise (1 post) and UNICEF

works (1 post). We had focused on providing more contents about Learning &

Development va Mental Health which are the problems that many people

are struggling in and after the pandemic.

September

Week 2 (7/10)

How to control
your stress in
October . .
parenting during

the pandemic?

Week 6 (4/11)
How to talk

(L yls 4| aPpropriately

with your child

on COVID news?

Week 10 (2/12)
Role of the father

SEEC U EEE iR raising happy

children

Week 3 (14/10)
Healthy Eating

Habits.

Week 7 (11/11)
STEAM for every

child

Week 4 (21/10)
Dealing with

children's
inappropriate

behavior.

Week 8 (18/11)
World Children's

Day (20/1)

Week 1(30/9)
Online learning

support from
parents and online

safety.

Week 5 (28/10)
Physical activities

and exercise for
different ages of

children.

Week 9 (25/11)
Integrated Early

Childhood

Development.

Learning &
Development

Colour code

Exercise

Mental

Nutrition Health

UNICEF works

Table 15 - Bulletin content plan



2. Products
2.1. Welcome email

After a recipient fills a subscribe form successfully, we will send a welcome
email to their mailbox. All emails from UNICEF will be personalised by
adjusting the recipient's name with a key visual at the heading.

Template link:

https://docs.google.com/document/d/TACKkwNtCbPS3Gi279298tHPiICGXelbEISo
[edit

EMAIL TEMPLATE
(Suggested template’s name: Informational newsletter)
Subject: Ban di ding ky thanh cong Cam nang Khoanh khic vang bén con!
Preview Text: Xin cam on ban da dang ky nhan ban tin tlr ching toi.

1. Text: CHAO MUNG, #recipient:First Nam#!
Background Color: transparent
Font: Ariel, sz: 18, bold, center

2. Image: Key visual

unicef &

Vimoi tré em

Kihodnh ? @f?

o= knde

VVarn~:

Figure 31 - Welcome email template

Sample email:

Ban da dang ky thanh céng Ban tin "Khoanh khac Vang bén con"! insex =

UNICEF Vietnam =Vietnam@mail.unicef.org=

Tue, Sep 28, 11:32AM Yy 4
tome v

Xin cdm on ban & dang ky nhan ban fin t ching t6i

unicef &

vimoitréem

‘Khoan "@ @0

Thén glri Hrong

Cam on ban d& dang ky nhan "Ban tin Khoanh khéc Vang bén con” clia chiing
t6i. Tir bay gity, ban s& nhan duoc ban tin hang tuan vé& cac meo nudi day con
cai trong mia dich Covid-19 d& mdi phut bén con la mat Khodnh khac Vang, vai
5 chi dé chinh

Figure 32 - Welcome email


https://docs.google.com/document/d/1ACkwNtCbPS3Gj27g298tHPiGXe1bElSo/edit
https://docs.google.com/document/d/1ACkwNtCbPS3Gj27g298tHPiGXe1bElSo/edit

2.2. Bulletins

2.2.1. Weekly Bulletins

Weekly Bulletins provide helpful resources on children’s issues. Bulletins
contents will follow the content plan above and add some images to
illustrate the contents. Bulletins alway include key visual on top and a

podcast link at the end.

e e i =20 @ B 6 F & 0 @ =
Ban tin “Khodnh khéc Vang bén con” - Ciing con hoc va gii an toan trén mang e & Lam thé nao dé kiém soat sy cang thang khi chdm séc con mua dich? e x L)
UNICEF Vietnam <Vietran@nas uncet org- TS 02PN K N UNICER Vietnam <vsrsmgms vt oo Mooz sEe &
Chao mirmg ban &én v ban tin hang tudn cla UNICEF! MEO HAY TU UNICEF VA CAC CHUYEN GIAVE CAC KY NANG LAM CHA ME!

unicef@® unicef @

vimoitréem

e & ehang ohi i suoting
CUNG CON HOC VA GIF AN TOAN TREN MANG vt chinh v i rang dichbé c the i ching ta cing ting va i s g Uy
L e é nio aé im0t cim xic ci 13 i tn g nhong nguei trdn
Mua tuu trwong nam nay trong bdi canh dai dich COVID-19 6 thé khién cac bac i " :
cha me cam thdy ban knoan va lo lang. Nhiing budi hoc G4u tién 02 duoc thuc 0, 3 7 1 nang ga i yén i 3 nann Pk g o1 By
hién qua mén hinh truc tuyén & nhidu dia phuong subt mot thang qua. Vay con ém oncac cha me it
cla ban cd bét nhip voi nam hoc o va thich nghi vo1 viéc hoc tryc tuyén & nha 1 o1 0 <N2 e FEL

Kkhong? Hay cing UNICEF hd tro céc con va xay dung mdi trudng hoc tap truc
tuyén hiéu qua cho con bing cac meo sau day hél

Cam on céc cha me rét nhidul

1. TAO MOl TRUONG HOC THOAI MAI & AN TOAN

1. Quin 1y Gém X0 oia sha me
V Kiém soat nong giin
= Hay ngan chan con e g ngay 1 6w
Ching 12 g B cang thing @ ndi g vi g mot 3 o

/ 961 ¥61 118 dusi 5 i Cha me hay tao ra mdi truong hoc ma choi, choi ma -y
hoc . . .
o vay i i
« Taomai truong hoc an toan cho 16 nho an 661, nay luon<hc chin minh 31 ca g1 36 Néu cam thdy <o don by 1m
&p 6 dién, dang céc vat dung ndi thét che & sur gdp 6 e s 46
© Bit céc goc canh ban ghé béng cac miéng mit ém . <
« Tao méi trudng hoc hép dén tré, tir sach va dd choi, db ding sén c6 phat
trong nha, nhur vat dung nu bép (choi 6 hang), cac hop réng, chai lo st Ll
nhua (chor xép hinh, x8p ching 1én nhaw) quén do! 14t ca (choi ddng vai, = iy eght ) ) )
éng kich, lam 16 tay),thing cac-tong (iam nha, lam 6 to/thuyén/tau hda) © Kb i Wy e o, by el mioh ngubiong 20 g, T ra bt v

ehim 1 i e khi by 0 hode i g1

50 4én70cm - thin Wi ban o6 mit bhing gian an i i sing it & ngosi o1 Wy es
g OCRTN Pl

25-30cm T chim s bin thin

s
vanhiing nguoi ban thdy b taong
‘o Tim cach can bang gida i cham e6c con v3 ch 13 vig b ron. cham soc
v

i vic tal o L eban aén
1thd a1 g,

'hade tap trung vac céng viéc. Néu ben cf géng lam ca 2 viéc 1 lic, ban 58ty

nén céngindng buc b9 v Gan ban dng vy

iy xem vét cic ahu chu cla b thin | chen nghiém e Ban cdhé yéu ch

/ B4i voi ré Iira tudi tidu hoc tré len: Cha me hay sép xép cho con 1 géc hoc
1ap iéng tu, tap trung, ddng thor khuyén Khich tré don dep va trang tri mdi truong
hoc tép.

« BAm bao 00 cao ban ghé theo tiéu chudn, ngdi hoc ding tu thé dé trénh
bi veo cot séng, dau mdi vai gay va can thi

« DAm bao an foan dién
0 dién dam bao chét kuong; dy dién knong bi hé:
© Knong dé thiét bi va day dién trén giudng ngd, nhing chd d&
chay nd w.
© Knong dé nudc gan & cam dién va thiét bl dién tir
« Anh sang
o Anh séng phai 0 60 va thuan chidu, chiu tr bén réi sang.
 Chinh curdmg d6 dnh séng man hinh thit bi dién ti cho phi hop
© Bat ché 60 loc anh sang xanh trén thidt bi ién ti

« Kiém tra két ndi mang va céc thiét bi trudc gitr hoc dé tiét hoc knong bi
gidn doan
o Dam bao két néi mang cho tét hoc online
© Kiém tra camera va mic (microphone) trén thiét bi dién tir
© Cai dat, ta cac nén tang, cong cu duoc si dung cho visc hoc 18p.
qua mang ma nha trirong yéu cau nhur Zoom, Google Meet ]

Figure 33 - Bulletin week 1and week 2




2.2.2. Bulletin Library

Bulletin Library is a drive folder share with subscribers for new subscribers
and those who want to re-read past week bulletins:

Link:
https:/drive.google.com/drive/folders/1lu362goxPpljalm0OgKpUCnyllpa-17Bee

Shared withme > Thu vién ban tin UNICEF ~ 21 B @©

Files Last modified

NGAY TRE EM [RR—
THE GIO! s e 1
unicef &
s’ﬂ Ccung trai nghiém I3p trin... B8 Trang bi ki nang thé ky 2...

Khodnh
Kinde,

BB Meo hay dé tré thanh ngu... BB  Phuong phap &n udng lan... @ ciadinh hoa thuan, conftr.. B cac meodon gidn cho ch...

Figure 34 - Bulletin Library

2.3. Feedback
At the 5th week of the campaign, we will send email for feedback of
subscribers about the bulletins they received so that there will be

appropriate improvements for the following bulletins

Link: https:/forms.gle/a4Tm7nUlaNdWNKwe7

Danh gia Ban tin Khoanh khac Vang bén
con!

chting ti tran trong moi  ki€n clia ban va ludn nd luc hanh déng vi moi tré em Viét Nam.
Hay gitip chiing i cai thién dé dem lai trai nghiém tuy&t vai hon cho ban va gia dinh nhé!

Q giangngocanh278@gmail.com (not shared) Switch accounts @

*Required

1. Trai nghiém vita qua ctia ban v&i chung t6i nhu thé nao? *
(O nhutsiky vong
(O Hon ca i kj vong

(O Knhéng duge nhu tdi ky vong

Figure 35 - Feedback


https://drive.google.com/drive/folders/1u362goxPpLjaJm0qKpUCnyI1pa-17Bee
https://forms.gle/a4Tm7nU1aNdWNKwe7

3. Result

@ Recipients @ Cpen @ Clicks

15000
12750 12880 12022 12088 13002 13015 13058 13102 13141 13189

i 5

L 2 & *» o

10000

5000

Chart 14 - Number of weekly lead, email opening and link clicking in email chart

@ Openrate @ Clicks rate
50,00%
— 39.41%
40,00%
30,00%
: 2467%
2342% :
22.88% 2232% 21,55%
1807% 17,75%
20,00%
oo % 3,36% 473% 393y .
147% 2%0% [ gie 202% 1g2% s 271% 59O% 1,60% SR 268%
0.00%
S SN . S > £ il ®
& & & o o & & & & & & & o
T T U U U M U G S
& 9 S % S ¥ @ % &
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Chart 15 - Email opening and link clicking in email percentage per total lead



Through the final data sum up. We can see that the number of email lead
received are mainly from the first 2 weeks of the campaign, this is the 2
weeks that Facebook ads got focused on. The number of leads in the
following weeks is stable.

Average email opening percentage through each week is around 23%.
Bulletins related to parenting topics during the pandemic such as the 1st,
2nd and oeth week all reach the average opening percentage. The highest
rate is 40.76% which belongs to the UNICEF's work with the topic Universal
Children's Day, this is also the bulletin that UNICEF partnered with STEAM for
Vietnam sent to parents the course “Cung trai nghiém lap trinh - Chao mung
Ngay Tré em Thé gidi".

Each bulletin will have on average around 2.31% of the total lead clicked the

link to the podcast, video or survey attached to it.



V. PODCAST REPORT

1. Products

As noted above, bulletins usually provide a link to podcasts or videos related
to the weekly topic. In addition to related videos fromm UNICEF that have
been previously produced, we had conducted a YouTube podcast series

exclusively for the campaign.

There are 8 episodes produced in total, in which, 3 episodes featuring

influencers, 1 associated with a supportive partner.

Published .
eek Featuring
date
1 30/09/2021 [Podcast 1: Online learning safet N/A .
‘ B B MSZfViy2M
Podcast 2: How to care for your https://youtu.be/6B
2 Ryze children's mental health YA IAVZ1V--0
Podcast 3: How to raise healthy
. . https: tu.be/o7
3 14/10/2021 |children to prevent overweight and [N/A Sz
. veHXVTIc
obesity -
P 4: Positi iscipline f h : .be/hP
4 5110/2021 odcast : ositive discip ine for a N/A ttps://youtu.be/
happy childhood of your child DSI-YnzsQ
. , , Hana Giang |https:/voutu.be/3
5 28/10/2021 |Video: Workout with pop music Bl
WmAL Be6tcao
6 Previously produced video from UNICEF
7 1/1/2021 Podcast 5: 21st century skills and STEAM for |https://voutu.be/ZA
career orientation for children Vietnam uPaXQ7SLI
8 Previously produced video from UNICEF
9 25/11/2021 |Podcast 6: Creative education Thanh BUi Plpitbbal X
edmFeV4Rw
Podcast 7: Raising children during https://youtu.be/2e
1 2/12/2021 Duy Kh
0 nzize the pandemic Hyrhoa WXiRcdOCI
(o] [IVIA | earning & . e UNICEF
2 Mental Health [Exercise |Nutrition .
code Development video

Table 16 - Podcast content



https://youtu.be/4ImSZfViy2M
https://youtu.be/4ImSZfViy2M
https://youtu.be/6BIAyZ1V--o
https://youtu.be/6BIAyZ1V--o
https://youtu.be/o7sveHXVTlc
https://youtu.be/o7sveHXVTlc
https://youtu.be/hPDSI-YnzsQ
https://youtu.be/hPDSI-YnzsQ
https://youtu.be/3WmALB6tcao
https://youtu.be/3WmALB6tcao
https://youtu.be/ZAuPaXQ7SLI
https://youtu.be/ZAuPaXQ7SLI
https://youtu.be/1XedmFeV4Rw
https://youtu.be/1XedmFeV4Rw
https://youtu.be/2eWXiRcd0CI
https://youtu.be/2eWXiRcd0CI

First 4 podcasts produced as an audio form of the bulletins, have an average

length of about 7 to 8 minutes.

umceide

kel

UNICEF Viét Nam | PODCAST UNICEF Viét Nam | PODCAST
1: Clng con gilr an toan tré... : Duy tri strc khoe tam than...

580 views » 2 months ago 439 views = 2 months ago

urpeide

Kﬁmh "i“ @'l

= ..ikh"'

|I|-J“ﬂ

NICEF Viét Nam | PODCAST UNICEF Viét Nam | PODCAST
3: Cach nudi dudng con lan... 4: Ky luat tich cuc dé mang...

359 views - 1 month ago 433 views » 1 month ago

Figure 36 - Podcast

As a special treat for the exercise topic, we have retouched and uploaded a
20 minutes exercising video from a fitness influencer with permission. This

video provides workout exercises with pop music. The video was published in
the fifth week.

Khoan\n

L - khcc,

\/qu

tap thé au :

#KKVEC #Khodnh_Khac_Vang_Bén_Con #Goldeniomentwithyeurchild
UNICEF Viét Nam | C4 gia dinh ciing tap luyén véi HLV Hana Giang Anh!

765 views - Oct 28, 2021

5 33 GCH DISLIKE 2> SHARE =+ SAVE .




The fifth podcast is produced in the form of an interview with a
representative of STEAM for Vietnam, one of our supportive partners. The

podcast lasts more than 27 minutes, focuses on 21st century skills and career
orientation for children.

unicef&®

vimoi tréem

PODCAST 5: Trang bi ki nang thé ky 21 va dinh hudng nghg& nghiép cho con theo xu huéng thi trudng.
1,035 views * 11 Nov 2021

ry 58 GP DISLIKE 2> SHARE =+ SAVE

The next two episodes are also produced as an interview podcast with the
presence of an influencer and also representatives of our other supportive
partner: SOUL Academy. Specifically, the guest for the sixth podcast is singer,

musician Thanh Bui and the seventh podcast is singer Duy Khoa. These two

podcast episodes are about 15 to 20 minutes long.

M+ il L e ol

Khﬂanlﬁ_ 14&/’
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PODCAST 6: Gido duc sang

845 views = 2 weeks ago

tao cho tre trong tam tay ci...

PODCAST 7: Nudi day con
trong mua dich — Chia sé tir...

836 views - 7 days ago




2. Result

1250

1012
1000

750

View

500

250

Podcast 1 Podcast 2 Podcast3 Podcast4 Exercise Podcast5 Podcast6 Podcast7
video (featuring (with (with
STEAM) influencer) influencer)

The data is recorded on 10/12/2021
The first podcast gained 580 views up to the recorded time. Views of
following podcasts decreased and bottomed out in the 3rd week with 359
views. Although there was a sign of increasing in the 4th podcast with the
topic “Ky luat tich cuc”, we realised that there need some improvements for
the podcast to interest the audiences. Therefore, when it comes to the
exercising topic, we have uploaded exercising videos with fitness influencer
Hana Giang Anh, helps increase the views dramatically to 765 views. Next, we
have produced podcasts partnered with supportive partners and influencers.
The podcast video has the cooperation with STEAM for Vietnam is the most
popular episode with 1012 views. The two latest podcasts with influencer

Thanh Bui and Duy Khoa also got more than 800 views.



VI. ANIMATED TVC REPORT

After posting for a month, the video has reached 6,5k views with 362

reactions, 38 comments and 146 shares.

o & -

UNICEF Viet Nam - Quy Nhi
Dong Lién Hgp Quéc & -
28 November at 20:00- @

! Khoanh khac vang bén con

english below] 15t ca chung ta déu musn nhifng
gi 16t nhét cho con minh, nhung I3m cha me

Khéng phéi lic ndo ciing dé dang trong bGi cénh
Gai dich COVID. Tham gia ciing UNICEF ¢ bién

méi gidy phut bén con tré thanh nhitng Khoanh
Khic Vang cho sy phat trién 6i uu cia trél

Ban hay dang kf nhan ban tin kj nang 1am cha me
hang tuan tir UNICEF ngay hom nay nhé:
https://uni.cf/3fDUj

We all want what's best for our children, but being
& parent isn't always easy in the context of the
pandemic. Join UNICEF today to find best ways to

Ban t_in clia

make every minute with your child a Golden

Moment for their optimal development!

Sian up for our parenting skill bulletin today at v

See less

Q0 362 38 comments 65K views
Qlove O comment 2 Share @~

Up next

wwowgcosgro e Anh Tudn - 86 a8
BUDUGCSY TRATAN'967  du'gic s3i minh, ung...

P oa1/033 ———_—_——_ L « )] l .m

Figure 37 - Animated TVC on Page UNICEF Viet Nam

VII. INFLUENCER TVC REPORT

Few days after posting, the promotion video on UNICEF's page has gained
4.8k views with 509 reactions, 30 comments and 109 shares. Also, the same
video was posted by MC Trang Moon on her own Facebook and gained 19k
views with 1.9k reactions, 64 comments and 63 shares.

To sum up, the video gained a total view of 23.5k, more than 2.4k reactions,

94 comments and 172 shares.

@ o s -

@ UNICEF Viet Nam - Quf Nhi
Déng Lién Hop Quéc @ -

9 December at 12:00 . @
Hanbh trinh lam cha me - MC Minh
Trang
Lam c¢ha me, ban co the lam dugc rat nigu dieu de
ting cudng su gin két kha nang hoc tap va su phat
trién toan dién clia con tré.
MC Minh Trang va nhigu cha me khac da dong hanh
cung UNICEF trén hanh trinh 1am cha me. Cén ban
thi sa0? Dang ky &€ nhan cac bi quy&t va k¥ nang
14m cha me ngay ban nhé: https://uni.ct/34fDUj
There's a lot that you can do as a parent to promote
your child's bonding, learning and development.
MC Minh Trang and many parents have joined with
UNICEF in their parenting journey. What about you?
Sign up now to receive our parenting bulletin
https://uni.cf/3DUj
See less

OO0 508 30 comments 4.5K views
Qlove (I Comment 2> Share @~

Up next

¥ Nhiing van d& I6n can v
- nhiig gidi phap Ion.
e UNICEF Viet Nam - Qu .. @
6 hours ago - 1.1M views

Lam Cha me trong Phat ...

> 0067106

Figure 38 - Influencer TVC on Page UNICEF Viet Nam



VIIl. MEETING MINUTES

In the launching period, Creatio teams conduct internal meetings once a

week for progress updates. The meetings of client representatives and our

team leader were scheduled once a week for new updates.

Hop tién A6 dw an

Content cho

- Kich ban podcast (phén vai, thai

lrong,..)
Tham khéo content source
trén cac channel coa
UNICEFhub parenting,

STT _ Néi dung Téng hop Két luan
. . Linh I&n ndi dung (text + graphic)
Trao ddivéi  bulletins du A - trong ngay => ldy théng tin va - 1 graphic v& an toan trén khéng gian mang
chi Van tién Chi dé ve hoc tap clng con adapt théng tin fr website cla - CTA- dang kj + dé nghi TA chia 56 kinh nghiém tai nha
UNICEF - Héi chi Vdn vé qua tang, ndi dung
- Finalize phuong an st dung kénh - s8 Irong tam tinh: 14 phién - 30 phut/phién
odeast bém vao ¢ thé nahe duoe nga podcast - hinh &nh audio book la hinh anh tinh hugng
P 9 98y - Call to action” d& nghi TA dang ky - dé nghi TA tra I&i

cAu héi tinh huéng

nén bd bat di réi

cach dec, music background

cac bullstins video trén fb, youtube,
unicef global
- 03 optional proposal for email marketing: MailChimp,
GetResponse, MooSend => néu pros and cons cho
~ tirng platform
- Bd sung thém nut share - trdng hop TA unsubscribe == glri email v&i ndi dung
Distribution i (CTA) che TA - share Einalize quy trinh collsct data form tham do li do unsub. => follow tim higu thém théng
Jan D kien hop v&i KH ngay thir 3 - 14/09/2021 dudng link quéng céo cia email !er‘; fate tin néu quan tam A
P chién dich P - GUri UNICEF update news, va théng tin CTA vé vidc TA
d& quan tdm dén chuong trinh (khoang tir tuan 10-12)
=> e.g: donate, khao sat mic 46 quan tam.,... (tang
engagement clia TA)
- Nguy_én full-stream distribution plan (6 steps)
@Huyén: mid-turn follow-up emails
@Linh: Unsubscribe email
Communications Interns @Lién: end-turn follow-up emails
Distripution @Khénh: so sanh pros & cons cla cac email marketing
tools
S X Kich ban lién hé Fanpage
Key message KH dé xuat Bé m(;i gidy phat bén con déu tré thanh
¥ 9% nhitng khoanh khéc Vang
Hop tién d6 dw an ) )
STT _ Néidung Téng hep Két luan
g?p no'l bg tien Email Welcome email template OK
6 du an . )
1st week bulletin Eéeu chinh ngi dung + thist @ Vy: dich sang liéng Anh
@ Team FPT bsung néi dung
@Linh: template, 4 graphics
P, Lién hé c Van, deadline .
KOLs Thur gici thiéu 20-21/09 gii lai @Linh
Videos Video 1 D5, QUi ich ban, eh& PRAN g i
Yéu chu phan héi 20-21/09 @Linh
Video 2 Vy I&n kich ban chi tiét )
Podcast 2 link Kich ban Podcast @Comms intem: Kich ban tudn
1+2 (chuong 1)
Gri c Vén
Lién hé MCs Yic ¢ Van giri
Hop tién d6 di an . )
STT NGi dung Cl Tang hop Ket luan Reft e
. ~ vigc hoc va vui choinay sé  hiips /iwww unicef org/vi
R B& sung néi hién nay so lreng phu huynh c6 con nhd (0-5 woi} dang . nghién ciru cach dé integrate han che viéc bo me dua thiet  etnam/vilmh%E1%BB%
Trao daivdi dun cl?o 15t chiem s0 lrong nhigu, ma ban tin dau tién cia minh vé  Chot lai cdc email bulletin cgnlem cho nhém PH nég ‘ron bi théng minh cho tré dé st AFng-c%C3%A2u-chuy
chi Van Unicef bul\gtin Online learning cé vé& nhw chi &p dung ducc cho tré tlr 6 s& gl vao chigu thir 5 ban tin d4u tién na 4 9 dung khitré con qua nhé =>  %E1%BB%8Tn/h%E1%
tudi Y tham khao link tai liéu cla BB%8Dc-th%C3%B4ng
. . . unicef bén & reference -qua-vui-ch%CE%ATI
phan podcast, tap trung vao phan 2 théi, vi phan 1 Tham khéo cdc kénh: parenting Tu
Podcast chilalap lai cac thong tin d& co trong text va image Anh, Talk to teen - dé biet format, Ban dwroc KH chinh siva




Hop tién d6 dw an

STT _ Ngidung Chi tiét Két luan Reference
F Content cho
Trao doivSi g thai binh
Unicef = P
thurdng méi
Hubert .
Opening rate - - 17% on total Chuan bi form survey => survey
Cach thay ddi - need to have more openers => fo have a survey to ask email
subscriber about their feedback
St dung céu chuyén cla
Sir dung anh ngurdi that or KOLfinfluencers dua vao KOL/Influencers => chi chia sé tips
bulletin content and fb ads khang lam pr cho cac san pham
clia KOL/Influencers
Tao ra 1 library cho subcriber dé xem cac previous C;h‘ can s dung !(ey message, k
) can dua ca key visual vao 3rd
bulletin "
bulletin
Hop Unicef x Creatio: every 2
weeks
STT  Ngi dung Chi tiet Téng hop Két luén
F. thidt ké& v& th&m vai hinh minh hoa cho phan dau cia bulletin
Trao doi véi

chi Véan Unicef

Bullstin content 5iF dung Bulletin tudn 5 thay thé cho bulletin tudn 2

Podcast - KOL
(MC Trang
Moon)

hién chi c6 théy 3 hinh minh hoa cho phén tré choi quan Iy cam
xuc, nhung rat nhigu text bén trén thi chuwa cé hinh

hinh ¢8 thé minh hoa cdc yéutd tich cuc, VD nhw bé/me khuyu
gdi de ngang bang mat voi iré dé trao d0i voi iré (tré ding), tay
nam vao tay tré

¢ gia dinh quay quén an tdi (canh ngdi), gap db an cho nhau

Con podcast, chi s& phat trién cdu hdi theo 2 néi dung la
“ky ludt tich cwc” va “on dinh/dong hanh cing tam [y cla

b me, céc thuc hanh/liéu phép gitp bé me déng hanh
cting con tich cure, vui vé" dé gliri em va team minh gép

https:/idrive.goagle.com/drive/folders/1bC2FmUzXkO0yh8hATyb
FZhQIxRpl8yo9y?usp=sharing

§ tiép nhé. M&i podcast co dé dai khi hoan thanh khoang

10 phait

- Trao déi véi
UNICEF ve hinh
thire: trao ddi gitra
MC va KOL

- Thirc hién bulletin contents
follow theo ndi dung 2 bai
podcast KOL va giFi lai trong
ngay 12110 ~

- Bulletin nén chuyén sang
dang graphic cho ndi dung +
text. Hién giér text dang bi
nhiéq

- Nhac chung: nhiing gi co
trong bulletin roi thi khéng
nhac lai trong podcast == ndi
dung podcast nén bd tro thém
thang tin bulletin

Figure 39 - Project execution period meeting minutes




REPORT 4: POST-LAUNCH PROJECT & REFLECT

I. AUDIENCES' FEEDBACK

To check reactions and valuations of audiences, we will detect by using the

survey mentioned at the Feedback section and comments on social media.

1. Survey

Link: https:/forms.gle/a4Tm7nUlaNdWNKwe7

Result: The survey received 268 responses

75% of the respondents stated that their experiences with the projects were
as good as they expected. 18.7% said that the experiences were even better

than their initial expectations.

1. Trai nghiém vira qua cla ban vdéi chung téi nhu thé nao? |_D

268 cau tra lai

@ Nhw téi ky vong
@ Hon ca t6i ky vong
@ Khong duoc nhu toi ky vong

Chart 10 - Subscriber's experience rating table

Almost all the participants agreed that the bulletins were helpful.

3. Chién dich clia chung i ¢é hitu ich vai ban khéng? |_D

268 céu tra loi

®Co
@ Khéng

Chart 11 - Subscribers rate the usefulness of the campaign


https://forms.gle/a4Tm7nU1aNdWNKwe7

Nearly 80 people wish to get more tips about education and development,
more than 40 people want information about mental health, above 50
people would like to know more about Physical training and nutrition,
almost 30 people interested about life skills and tips to be friends with
children, other topics also got some attention such as sex education,

entertainment, etc.

5. Ban muén nhan thém ban tin v& néi dung gi?
@ Education and development
@ Mental health
Physical training and nutrition
@ Life skills and tips to be friends with children
@ Sex education
@& Entertainment
@& Other

Chart 12 - Content that subscribers want to receive more

About a third of participants chose the 3rd level for the question about

sharing frequency of the bulletins. 17.9% chose the lowest level and 17.9%

chose the highest.

6. MUrc dé chia s& Ban tin clia ban dén ngudi than va ban bé nhu thé nao?

268 cau tra loi

80

75 (28%)

60

52 (19,4%)

48 (17,9%) 45 (16.8%) 48 (17,9%)

40

20

1 2 3 4 5

Chart 13 - Subscribers’ sharing rate to other

Overall, audiences’ feedback about the bulletins are all positive. Most of them
said that their experience with the bulletins met their expectations. Contents
of education and development got a lot of attention from parents. The

frequency of parents sharing bulletins to others is at the medium level.



2. Social listening
Beside the feedbacks in the survey, we have gathered feedbacks on

Facebook and Youtube as follows. Basically, comments are all positive:

2.1. Facebook

Mguyén Linh Chi
cac bé xinh yéu qua !
Like - Reply - 1 d
Top fan
Nguyén Trong Tién
Chudng trinh rit y nghia! »
Like - Reply - 1 d

Thu Huong Pham

Like - Reply - 1 d

Liéu Linh Chi
Qua tuyét vai luén

i E
like - Reply-2d W0

Nguyén Chinh
Chudn luén @ -

Like - Reply - 1d

Top fan
Gidu Cam Xiic
1 chia sé rat bd ich cho cac béc phu huynh
-
Like - Reply - 2 d w1
Pha Le
Qua tuyét vai em di

=
Like - Reply - 11 h

Figure 40 - Comments on Facebook



2.2. YouTube

9

Khatule Ella 1 month ago
churang trinh hay qua admin ! Minh vira cho Bé di gidi m& Gen d& bit hang lugng dinh dudng can thiét cho Bé dé cé ché
db dinh dudng phit hop @ &3

o5 GA REPLY

Diép ngyén 11 days ago
Xin cam on HLV Hana Giang Anh, xin cam on Unicef d& gidi thiéu bai tap hitu ich trén

@y &7 REPLY

Ping Thj Hudang 1 month ago
Bai tap hay qua!

@y &7 REPLY

bang Thj Hrdang 1 month ago
Cam on!

@ GF  REPLY

Quoc Dung Nguyen 4 weeks ago
Hay qua cd Thiy ah!

@ 1 GF  REPLY

TRANG B0 THU 4 weeks ago

@ 1 §F  REPLY

anh dang minh 2 weeks ago

Pro wa cd oit

@3 1 §F  REPLY

Birc Nguyén Vin 3 weeks ago

Churong trinh hay qua. Cho minh héi ¢é thé hoc céc churong trinh STEAM & dau vay? Minh cdm on nhigu.

% GSF  REPLY

O 2 ¢ © € 0 0 &

Hudng Truong 4 days ago
Cam on chuong trinh va anh Thanh Bii. Ban than em cling dang rt mong mudn céi thién ban than va hoc héi qua séch
nhing phuong phap d& khai thac hét tai ndng clia con & giai doan tir 0-6 tudi a

oy GR REPLY
Ciic Nguyén 8 days ago

Cam on Nghé si - Nha gido duc Thanh Bli 3 chia sé théng tin hitu ich, va su tdm huyét cla anh clng su nghiép gido duc.
Chuc anh va gia dinh nhiéu sirc khde va thanh cdng trong cudc séng a. Cam on Unicef '

% P REPLY

Vuong Teresa 2 weeks ago
cam on chuong trinh va nghé si Thanh Bui

b5 GF REPLY

Figure 41 - Comments on YouTube




Il. PROJECT EVALUATION

1. Overview

1.1. Positive points

After conducting the survey, we received many responses believing
that the bulletins were very helpful

The final report show a low unsubscribe rate

The actual cost for promotion is much lower than the estimated

budget

1.2. Negative points

The plan is not optimized for cost and efficiency

Bulletins’ contents are quite common, they should be more specific
Social media posts almost showed no efficiency leading to low
engagement rate

Email sending schedule has not been synchronized

1.3. Problems

Social distancing ended earlier than expected, which resulted in an
urgent change in content plan and content direction. Content from
parenting during the pandemic has been changed to post-pandemic
parenting and general parenting methods.

The client's review process too is long, leading to the timeline being
delayed

Two promotion videos were forced to be edited many times, so they
were published later than expected

Because of concerns about copyright issues, the client has cut and
edited a lot of content and changed it continuously, leading to the
content plan not following a certain circuit.

Almost mails were sent to the promotion mailbox, not to the main

mailbox



Description

Actual result

%Result/KPI

4 | Number of page likes
increased
Podcasts
5 | Average views

(views/episode)

Animation video

30,000

400

54,299

658

1 | Total leads 10,00 13,189 131.9%

2 | Average email opening 20% 23% 115%
rate

3 | Average clicking rate 2% 2.31% 115.5%

Facebook page: UNICEF Viet Nam - United Nations Children's Fund

181%

164.5%

Influencer video

6 | Total views ,000 6,500 130%
7 | Total reactions 300 362 120.7%
8 |Total shares 80 146 182.5%

(UNICEF Viet Nam - United Nations Children's Fund + Trang Minh Nguyen)

9 |[Total views 20,000 23,800 1M9%
10 | Total reactions 1,500 2,480 165.3%
11 | Total shares 150 172 NM4.7%
Survey
12 | Percentage of people 80% 93.7% 1M7.3%
rating the bulletin “Nhu
to6i ky vong” and “Haon ca
toi ky vong”
13 | Percentage of people 80% 99.3% 124.1%
found the bulletins useful
14 | Average sharing level of 3 2.98 99.3%
the bulletins

Table 17 - KPI




l1l. SUGGESTION AND RECOMMENDATIONS

1. Content
e The contents should be produced with more detail and follow one
workflow
e Some suggested details:
https:/docs.google.com/spreadsheets/d/13H91ajAR-O1H-c7pACtpUafUAl
ySR7h_i0aMKOQQjYiY/edit?usp=sharing

Topics Contents CTA Topics C Detail CTA

Té chirc sinh
nhat maa Covid

Gido duc gidi tinh

M§ thuat = =1 [F

Home D choi DIY
Entertainment

Quan Iy thoi gian

Td séch & nha

Nhan biét tinh hinh x&
héi

Nhing tré gidi tri
tai nha

Learning & Development

Hai thao tai nha Tap lam viéc nha s

Exercises Tap thé duc mdi

ngay

Giai quyét mau thuin

Mhan biét dinh
duwdng

:
Lam chi ngén ngl¥ co

Nutrition the

Cling hoc ndu n

Figure 42 - Suggested content

e Use the table of contents at the top of the bulletin so readers can
follow easier

e Messages on urgent issues should be in priority: Homeschooling for
children, cautions when using the internet, money management for
children, making timetables during the epidemic season, health care
during and after the pandemic, tips when parents go back to work but
kids have not come to school yet,etc.

e The first demo for the detailed bulletins:
https://docs.google.com/document/d/TNMUzr9a0qtl SRBHOOQL73a8SSCmll
9-AeofNZnVjJjwsuQ/edit?usp=sharin


https://docs.google.com/spreadsheets/d/13H9lajAR-O1H-c7pACtpUafUAlySR7h_iOaMKQQjYiY/edit?usp=sharing
https://docs.google.com/spreadsheets/d/13H9lajAR-O1H-c7pACtpUafUAlySR7h_iOaMKQQjYiY/edit?usp=sharing
https://docs.google.com/document/d/11Uzr9aOqtLSR8H0QL7aa8SSGmI9-AeofNZnVjJjw5uQ/edit?usp=sharing
https://docs.google.com/document/d/11Uzr9aOqtLSR8H0QL7aa8SSGmI9-AeofNZnVjJjw5uQ/edit?usp=sharing

2. Communication

e Regularly post information about campaigns on Facebook

e Can combine posts interacting with followers on Facebook or parent
groups

e Seeding in groups, pages for parents:
https://docs.google.com/spreadsheets/d/1g41kagr893rgoVWZubtrum9a
W1jScUXS-4vujS7TyYE/edit?usp=sharing

. D6 tudi tré tap
So |I.PUI1§ trung

STT Tén cdng dong Link thanh
vién

Nghién ciru nhém

Lam cha me - Cdng |.com/groupsidiend Group cia pag|- Cac bai ding trang group cf twong tac kha that thudr 2hdidap

ddng cha me Viét - Gac ndi dung co lrot twong tac cao (=100) thurdng 13 |#am suw
Mam - Co the nhé quén tri vién 12 page Lam cha melViéI Man Zgidi fri
2 |Day ki nang séng vi pok.com/aroups/18 40.3K x ® Group cla con|- Cac bai viét chi yéu do quan tri vién ding Khdng
hinh thanh nhan - Céac bai viéttn:rt: tiép thuréng cb Iret treng téc cao
cach s&m cho con - Cac bai viet co gt trong tac cao (=100) thrdng 13
i + d4nh véo painpeint "Dav con cich (ng xiF khi bi b
3 |GIAODUC SOM- |ook.comigroups/3d  132.4K  |x ® Group cac phul- Gac bai viet co gt tirong tac cao la do cac thanh vil#giaoducsom
Phit trién ki ning - Ngi dung co It trong tac cao (=100} #tai_liéu_mién_phi_cho
cho tré. + Cac phwong phap day con khoa hoc dugc vit du #10phutchatiuongbenc
_ + Nhitno cau chuvén vé tim 17 con tré, fin tive thiee
4 |CONGEONG GIAD ook comfaroupsia 55.5K ® ® Mo giao v, of- Twong tac khdng cao nhung lwet binh ludn seeding|#giacducsom
DUC SOM VA NUGI - Lirort ddng bai: 258 trong thang trrdc #10phutchatiuongbenca|
DAY COM THONG - Cor ché hoat déng, cac bai dang chi yéu:
MINH + Cac phu huynh ding bai hai xin 13i khuyén vé van &
+ Cac gido vién f do m& I&p hoc, phu huynh dang cac)
& |Day con trong hanh |ok.comigroups/day 37.5K ® ® Group cla méf]- Cac ndi dung co lrot twong tac cao: #baiviétchiasé
phic + Storytelling, danh vao painpoint hodc ké kinh nghl#tinhhudng3_6tuéi
+ Cac ndi dung 1o khuyén vé nudi day con tré: "Vi S{#coaching
7 |©ONG HANH CUNG book comiaroups/5{  36.9K x Group nay ra d- Nhifng bai viét dwge phé duyét trong nham nay da phlgimgxdviicon
coN TudI DAY THI - Tiéu chi phé duyét: Khéng phé duyét nhieng dang |#rénluyénthéiguenchoc
+ NhiFng van de khdng lign quan dén muc fidu ciha gr|#vaitrdctachame
+ Mhirng bai viét quang cao #réemvathiéthicingngh

Figure 43 - Seeding suggestion

3. Other suggestions and recommendations

3.1. Working progress

e Agreeing with customers on the product and editing the whole
product at once instead of many separated times leading to a delay in
posting time

e Make sure the client has approved the content plan and writing
resources to follow and will only change when absolutely necessary

e Ask customers to approve deadlines and adjust suggestions to ensure
product quality and timeline

e Verify the source before making the product to avoid inaccurate

information or copyright issues.


https://docs.google.com/spreadsheets/d/1g41kagr893rgoVWZubtrUm9aW1jScUXS-4vujS7TyYE/edit?usp=sharing
https://docs.google.com/spreadsheets/d/1g41kagr893rgoVWZubtrUm9aW1jScUXS-4vujS7TyYE/edit?usp=sharing

e First podcast script demo that had to be changed due to copyright
reasons between UNICEF and the author:
https://docs.google.com/document/d/16Y8BawvaSYEFIIKgit3wg2RENU
dFaznhXBHOItrODLI/edit?usp=sharin

Podcast 1

Learning & Development
Ouline learning support from parents and online safety
Gia dinh I cing con hoc va giir an toan trén mang

2 MC: Xin chio mimg tit ca cac ban d8 dén véi chuvén muc podeast "BEN CON LA
VANG"

MC nie: Chuyén muc nay nam trong khuén khé Cam nang "Khoanh khac vang bén con” cla
UNICEF - noi cung cap nhing théng tin, ¥ twong va tai nguvén hitu ich dwoc thiét ké ridng
d& phiy hop véi tinh hinh méi, duéi tac déng cia Covid 19, véi muc tiéu bién méi phir gidy
bén con déu la Khoanh khic Vang. Dimg quén chia sé su hiry ich cta Cém nang nay tét
nguén than va ban bé cua ban nhé! Pudng link dang kf dueoc dinh kém trong phan mo ta
video.

Figure 44 - Podcast script demo

3.2. Email
Change email avatar when sending to increase recognition and credibility.
The time to send emails should be consistent in the morning when most
people check their mailboxes.
In order to prevent email from sorting into promotion box:
e |t was not an email full of images: If the email only contained images,
the email will easily get marked as spam. The best ratio between text
and images is 80:20
e Avoid copying directly from Microsoft Word, Excel, PowerPoint: When
you paste content from these softwares. Email content HTML wiill
contain spam symbols that you will not know. Therefore, it may be
transferred into the spam box. You should write directly in the email

software.

3.3. Dealing with bulletin leak posts

As said before, there are bulletin leaks on many Facebook pages and
websites. After receiving information, UNICEF should contact them directly
asking for the full description of the project, the register link and tell them to

only upload a part of the bulletin as a teaser.


https://docs.google.com/document/d/16Y8BqwvqSyEFlIKqit3wg2REnUdFqznhXBHOitr0DLI/edit?usp=sharing
https://docs.google.com/document/d/16Y8BqwvqSyEFlIKqit3wg2REnUdFqznhXBHOitr0DLI/edit?usp=sharing

SUMMARY

Being parents is not always an easy task, especially in the pandemic.
Understanding those worries, UNICEF Viet Nam has launched a campaign
called “Khoanh khac Vang bén con”, with the slogan “Dé mdoi phut gidy bén
con déu trad thanh nhing Khoanh khac Vang”. The campaign will provide
useful bulletins weekly to parents with many topics such as: Home
entertainment, Learning & Development, Exercise, Nutrition, Mental Health
and UNICEF works. In order to execute this campaign, UNICEF Viet Nam will
work with CREATIO - Creative Solution Consultancy

Weekly bulletins will be distributed using email as the main channel. Beside,
every bulletins will come with a podcast or a video about the main topic

produced by CREATIO and UNICEF Viet Nam.

The campaign will run throughout 20 weeks, divided into 2 phases, with the
main target is parents with children aged 6-14. Beside email, Facebook has
been chosen to be the main channel for social media with hashtags: #KKVBC

#Khoanh_Khac_Vang_Bén_Con and #GoldenMomentwithyourchild.

Beside bulletins and podcasts are being produced every week, this
campaign also include 2 promotional videos - one animation and one

influencer video being uploaded on Facebook

After 10 weeks of phase 1, the campaign has got 13,189 email leads with a total
budget of 607,860,000 VND. 99.2% survey participants responded that the
bulletin is helpful.
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