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ABSTRACT

Ocean plastic waste is a burning problem for the environment in general and the
marine environment in particular. It seriously affects the habitat and the survival of
wildlife. Protecting the ocean, reducing waste, especially plastic waste is an effec-
tive solution to protect the future living environment of humanity. Vietnam is a coast-
al country with a coastline stretching
over 3,200 km that brings many eco-
nomic benefits from tourism, mining
of minerals and seafood. However,
people's awareness of marine environ-
mental protection is not enough. Viet-
nam is one of the countries with the
largest amount of plastic waste in the
world and ranked 4th out of the top 20
countries, with about 730,000 tons of
plastic waste being dumped into the
sea every year. The main reason lead-
ing to Vietnam's huge amount of waste
discharged into the ocean is due to the

production method of goods, the man-

agement method, the capacity to han-

dle plastic waste and the awareness



of people and businesses. Recognizing this issue, the Prime Minister issued Decision
No. 1746/QD-TTg on "Issuing the National Action Plan on ocean plastic waste man-

agement to 2030".

Accordingly, the overall goal of the project plan is to effectively implement Vietham's
initiatives and commitments to the world in dealing with plastic waste problems, with
a focus on ocean plastic waste, ensuring the prevention of plastic waste, preventing
the discharge of plastic waste from waste sources on land and activities at sea, striv-

ing to make Vietnam a pioneer in the region in reducing ocean plastic waste.

To prevent ocean plastic pollution, government, management agencies, and local au-
thorities are coordinating with international organizations to launch projects and ac-
tion programs. One of the key solutions is to change awareness, help people better
understand the harmful effects of ocean plastic waste, and understand more about

the government's policies and regulations on this issue.

In order to raise awareness and call for action of all Vietnamese people, the Director-
ate of Seas and Islands, in collaboration with WWF and many other parties, decided
to conduct communication with the project "Reducing Marine Waste In Vietnam". to
join hands with everyone to repel plastic waste into the environment, helping not only
improve the living environment, but also help the natural environment become more

beautiful.

During the implementation of the campaign, the project implementers faced many
difficulties: Information can sometimes be overlooked, misunderstood and not meet
expectations in terms of interaction. But most mportantly, this project can help raise
awareness about plastic waste and create motivation to convert plastic to more envi-

ronmentally friendly utensils

Our team, Hat Mem Team (Multimedia students K14, FPT University) participated as
interns in the project "Reducing Marine Waste In Vietnam" from December 20th, 2021
to February 14th, 2022 of MDI in cooperation with VASI. Based on the multimedia com-
munication background learned at FPT University, we have the opportunity to apply

our knowledge to specific works. The results of the communication campaign were

recorded during the campaign from December 20th, 2021 to February 14th, 2022. In

this campaign, we participate in the following activities:
* Interview, survey, provide information and knowledge about plastic waste
* Online newspapers
« Social media product

In general, the campaign results were successful, especially we received positive
feedback from the VASI, partners and above all from the public. Although there are
some shortcomings in the implementation process, for us, changing people's thinking

about protecting the marine environment, limiting plastic waste and learning from the

shortcomings to improve ourselves is the most important thing.
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1. PROJECT INTRODUCTION

1.1. NAME OF THE CAPSTONE PROJECT

WWF

The International Organization for

Conservation of Nature

Vasi

& ‘\‘.\ b4
Y~ K
Vietnam Association for Sup-

) ) E
porting Industries Y, N,

M .,

"Ranon oF ©

Federal ministry

% Federal Ministry

_ , Is a cabinet-level ministry of the
for the Environment, Nature Conservatio
and Nuclear Safety

Federal Republic of Germany
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English name:

“Reducing Marine Waste In Vietnam”

Tén Tiéng Viét:

“Giam Thi€u Rac Thai Nhua Pai Duong Tai Viét Nam”

1.2. PROJECT INTRODUCTION

The sea and ocean are an incredibly crucial supply of existence and survival area
for people and an essential basis for sustainable development, however the sea and
oceans in Vietnam are going through many extreme problems, maximum significantly

pollutants because of waste.

It's generally plastic waste. Plastic and plastic merchandise have added many utilities
and features grow to be an imperative part of existence. The unsustainable manufac-
turing and intake of plastic merchandise has grown to be a massive risk to ecosys-
tems and the surroundings on land, coastal regions in addition to oceans. Interna-
tional research displays that Vietnam is one of the nations with the best quantity of
plastic waste withinside the global and ranks 4th out of 20 nations on the pinnacle
with approximately 0.3-0.8 million lots according to year. The predominant cause for
Vietnam’s massive quantity of waste into the sea is because of the manufacturing of
goods, the manner of management, the capability to address plastic waste and the
cognizance of humans in addition to businesses. (GEF 6, 2018)

Plastic accounts for 64% of materials used in Vietham’s packaging industry and is
expected to continue to increase. Meanwhile, only about 14% of plastic waste in Viet-

nam is collected and sorted, mainly by scavengers and recycled by small businesses.

(MONRE, 2019)

According to a report by the United Nations Environment Program (UNEP) in collab-
oration with the Government of India, “Only 9% of the world’s 9 billion tons of plastic
produced so far is recyclable. The rest ends up in landfills, open dumps or thrown into
the environment.” (UNEP, 2018)

At the current rate of plastic use, an additional 33 billion tons of plastic will be pro-
duced by 2050 and a large part of that will end up in the oceans where it will stay for
centuries. With its sustainable characteristics in nature, plastic waste (plastic bottles,
plastic bags, food containers, cups ...) along with other environmental pollutants have
been negatively affecting the environment and economy, social and human health.

Plastic waste becomes a big challenge for the community and society. (UNEP, 2018)

The project “Reducing Marine Waste in Vietnam” is funded for Vietnam by the German
Ministry of Environment, Nature Conservation and Nuclear Safety through the WWF
- Vietnam International Organization for Conservation of Nature. The Ministry of Nat-
ural Resources and Environment assigns the General Department of Seas and Islands
of Vietnam to be the project owner. This is the first national-scale project to be coor-
dinated between ministries, sectors, localities and international donors. (VASI, 2020)

This communication campaign targets an audience within Hanoi city, with the desire
to spread the word so that everyone can join hands in protecting the living environ-

ment, contributing to the protection of blue and sustainable oceans.

1.3. REASON WHY CHOOSE THIS PROJECT

First and foremost, among this communication campaign, we have an opportunity to
be interns of a communication agency, which is ideally helpful for our future career.
Being senior college students of FPT University, we passionately are willing to utilize
what we have learnt from the Multimedia Communication Program in this capstone
project, as a result for the past 4 years studying. Furthermore, our team consists of 5

enthusiastic members, each of us has our own strengths, and we hope to contribute

13
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as much as possible for the common goal. Through this campaign, we feel honored
and feature excessive expectancies of growing non-public multimedia communique
talents and amassing revel in from operating with skillful people withinside the enter-

prise of communique and journalism.

Secondly, Media and Development Initiatives (MDI) is a non-profit media development
centre which produces various meaningful media projects that bring positivity to the
community. This is what makes the team members enjoy working in MDI, where ev-

eryone can work together to make the world a better place.

And thirdly, the specific field that we chose for our project is about protecting the en-
vironment - an issue that is currently receiving much attention in Vietnam, especially
in Hanoi, where all members of the team, with people we care about, are living. When
it comes to environmental problems, the situation is always warned daily in newspa-
pers as well as the media about the level of air pollution, waste, and gas emissions, ...
In the last months of 2021, the untreated waste backlog in most places in Hanoi city
makes the pollution in Hanoi become even more serious, and it is people living in Ha-
noi who have to bear the consequences. Because we are also people who live in and
be a part of Hanoi, we consider this background as an extremely dangerous situation
that causes a polluted image for the city itself, under the eyes of people in Hanoi, peo-
ple in Vietham and especially our international friends. Therefore, with warm hearts
and high passion of hoping to create a meaningful and contributive communication
campaign, we look forward to being a part of a big picture by MDI, Vietham Admin-
istration of Marine and WWF Vietnam - project “Reducing Marine Waste In Vietnam”.
Through this project, we hope to change people’s perception of plastic waste, contrib-

ute to creating a better environment.

1.4. PROJECT OVERVIEW

1.4.1. THE CURRENT PROJECT

Background: Vietnam is in a period of economic development along with the impact

of Covid pandemic which is leading to a strong explosion of fast food delivery meth-
ods. This also leads to an increase in the amount as well as the volume of waste.
These waste are not disposed of properly and are discharged directly into the natural
environment such as dumping single-use plastic waste into the ocean,.. The problem
lies in people’'s low awareness of waste, especially single-use plastic waste. For that
reason, the Vietnam Administration of Seas and Islands together with WWF in collab-
oration with MDI created a communication campaign to raise awareness for every-
one, especially in the target of restaurants, eateries, hotels, about the issue of plastic

waste and especially single-use plastic waste.

1.4.2. THE PROPOSED PROJECT

« Produce and publish 3 articles on mainstream online newspapers

«  Produce and upload media products on Media Climate Net's Facebook page

with hashtag

« Make online/offline interview & survey at 15 business units in the field of Food

and Beverage

« Run advertising for Facebook page (if necessary) to increase reach, promote

interaction as well as communication effectiveness for the campaign

1.4.3. BOUNDARIES OF THE PROJECT

In the harsh conditions of the Covid epidemic situation, direct communication is diffi-
cult to do widely. Therefore, the boundary of the project is to communicate directly to
a small number of businesses and use the product on social networks to spread the
project’s message to raise awareness of sellers and buyers. In addition, the epidemic
made it difficult to use a variety of spaces to produce products, so the project’s prod-

ucts were only made in the studio.



16

2. THEORIES

After having done our background research, getting a clearer understanding of our
audience, we move on to define theoretical models from which we would build our
communication strategy. Theoretical models are essential when developing any com-
munication strategy because they provide a systematic way of understanding any sit-
uation or problem. Communication theories are constructed from clear frameworks
and supported by empirical evidence to show fact-based correlations between vari-
ables. When applied to practical situations, theories help to make sure that the strat-
eqgy is logical, based on actual evidence and proven methods, not just based on pure
guesswork or intuition alone. This, in turn, makes the plan have a higher chance of

achieving its desired objectives.

2.1. LITERATURE REVIEW

2.1.1. Researches of marine waste in Vietnam

Vietnam is one of the countries with the largest volume of waste released into the
ocean. The World Bank'’s study revealed, in 2018 alone, the volume of domestic waste
and plastic waste generated in Vietham was estimated at over 31 million tons and 5
million tons respectively. Plastic has a share of 64% in packaging materials and looks
destined to increase its presence. Only 14% of plastic waste is collected, primarily by
the waste collectors, and recycled, by small businesses. The remainder is left at open
landfills or dumped directly into the environment. The fact that only 20% of the waste
is buried at sanitary landfills makes the matter even worse. While most of Vietnam'’s
landfill sites have overrun their capacity, incinerators have retained simple and outdat-
ed technology, failed to control air quality and even faced a high possibility of being
damaged by unsorted waste. (VASI, 2018)

2.1.2. Researches about media campaign

Interview & Survey: These surveys are ideal for information that is to be used for a
current project or to reflect current public opinion.(Billiet & Loosveldt, 1988; Groves,
Cialdini, & Couper, 1992)

Word-of-mouth (WOM): WOM is widely regarded as one of the most influential fac-
tors affecting consumer behavior (Daugherty and Hoffman, 2014). This influence is
especially important with intangible products that are difficult to evaluate prior to con-
sumption, such as tourism or hospitality. Consequently, WOM is considered the most
important information source in consumers’ buying decisions (Litvin et al., 2008; Jalil-

vand and Samiei, 2012) and intended behavior.

Online newspaper: High topicality. Instant information, almost instantaneous. Online
newspapers have the ability to break the limits of communication methods. Barriers
to communication in space and time are limited. Not dependent on geographical dis-
tance. If the technical conditions are met, the public can immediately read the newly

issued issues wherever they are.

Social media (communication video): “Social media has allowed the individual user
to bypass gatekeepers to formulate their own media channel. We are able to share
content and connect with people in real-time and break down the traditional barriers
of communication that have been around for decades. While there are lots of great
opportunities that make social media powerful, we also have to consider the chal-
lenges it has raised and how it is a powerful, and sometimes dangerous, platform and
community. It's about understanding the balance of what makes social media power-

ful—the positives and the negatives.” (Karen Freberg, Ph.D)

2.1.3. Researches about the influence of the media

The purpose of journalism as Bill Kovach and Tom Rosenstiel claim in " The Elements
of Journalism”, is “not defined by technology, nor by journalists or the techniques they
employ.” Rather, “the principles and purpose of journalism are defined by something
more basic: the function news plays in the lives of people.” The purpose of journalism

17
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is thus to provide citizens with the information they need to make the best possible
decisions about their lives, their communities, their societies, and their governments.
(The Elements of Journalism, 2007)

Shrestha Lucky (2013) describes that social media is a means of connection among
people in which they exchange, create and share info and thoughts in virtual commu-
nities and networks. It has many advantages on the same channel such as commu-
nicating, texting, images sharing, audio and video sharing, fast publishing and linking
with all over the world. As the youth rate of using social media is becoming high so
as the impact of social media on youth is also going to be high day by day. Due to the
extensive involvement of social media in youths' life, it is affecting human behaviours
and their lifestyles. (Scientific Research, 2020)

2.1.4. Researches about media audience

The average age of social networking platforms users and online newspapers readers
is around 18-34 years old. This is the age of generation Z and generation Y. People
use social networks for the primary purposes of keeping in touch with friends, family,
people they care about, of watching breaking news and of catching up with what is
being talked about. (Digital, 2022)

Readers are very interested in information on newspapers and up to now, the number
of readers using online newspapers instead of paper newspapers has increased sig-
nificantly, specifically, it can be seen that the number of visitors to the most popular

websites in Vietnam is mostly online newspapers sites. (Digital, 2022)

2.2. METHODOLOGY

2.2.1. Qualitative Research

Qualitative research, as a way of understanding consumer reactions, is the process of
collecting, analyzing and interpreting non-numerical data, such as languages. Qualita-
tive research can be used to understand how an individual subjectively perceives and

gives meaning to their social reality.

Qualitative data is defined as non-numerical data, such as text, video, photographs or
audio recordings. This type of data can be collected using diary accounts or in-depth
interviews, and analyzed using grounded theory or thematic analysis.(Simply Psychol-
ogy, 2019)

Having a unique place in the mix of research analyst tools, qualitative research has
its own purposes. The main purpose is to develop a deep understanding and insight
into the habits, behavior and awareness of using plastic waste of what represents our
target. This understanding can be used to guide decisions regarding modification and
the development of communication strategy, including objectives and messaging. Be-
sides, in later study, as an exploratory tool, qualitative research can also help us find
out what questions to ask. We conduct research to identify items that can be used

later in quantitative copy testing, which is the next theoretical model.

2.2.2. Quantitative Research

Quantitative research is described as a systematic analysis of phenomena through
the collection of measurable data and the application of statistical, mathematical,
or computational methods. Quantitative research gathers data from current and po-
tential consumers by employing sampling methods and sending out online surveys,
polls, questionnaires, and other forms of data collection, the results of which can be
represented numerically. After gaining a thorough understanding of these figures, you
may forecast the future of a product or service and make modifications as needed.

(Simply Psychology, 2019)

Making big decisions on a whim, a hunch, or a best guess isn't enough for a com-
munication plan. It is now a necessity to have evidence in the form of numbers that
helps guide these decisions with confidence and certainty, specifically quantitative
research. During the first period, conducting quantitative market research provides
us the evidence needed to be more confident in our target audience demographics,
about the reality of using single-use plastic waste among the interviewed units as well
as their actual awareness. With the help of data-driven insights about the target audi-
ence for our campaign, we can be more certain of who we should direct the messages

to and the best way to communicate with them.
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2.2.3. PESO Model

PESO stands for “paid, earned, shared, owned” and serves as a means of segment-
ing all of the marketing channels at a brand'’s disposal into discrete groups. It allows
us to look at our efforts through any one of these four lenses (paid, earned, shared,
owned), to see if there are opportunities to integrate additional channels into our new
or existing programs. The model also allows us to make sense of and to organize the

channels in which we are currently investing. (Brilliantmetrics)
+ Paid: Exchanging money for distribution, whether an ad or content
- Earned: Trading valuable content for an established authority’s audience
« Shared: Amplifying content through your own audience

« Owned: Aggregating an audience that seeks you out for content and then dis-

tributing your content to that audience

In order for the campaign to increase reach most effectively, we use the PESO model.
Having positive effects on the campaign, by using this model, it is possible for us to
make cost-effective communication methods with the target audience; increase peo-

ple’s awareness and deliver the campaign’s message more optimally, shareably.

2.2.4. SWOT

SWOT is an acronym for Strengths, Weaknesses, Opportunities, Threats. Occasional-
ly, it may also be found as a ‘WOTS up’ analysis or the TOWS analysis. The technique
is credited to Albert Humphrey who led a research project at Stanford University in the
1960s and 1970s using data from leading companies involved in long range planning
processes.(SWOT, 2021)

A SWOT analysis process generates information that is helpful in matching an or-
ganization or group’s goals, programs, and capacities to the environment in which it

operates. The ‘SWOT itself is only a data capture exercise - the analysis follows later.

The use of SWOT in the campaign helps us to assess the strengths - weaknesses - op-

portunities - challenges of organizations and individuals in the project and the media
we choose to use, thereby making recommendations. strategies, as well as assess

risks during project implementation.

Strengths:
Positive tangible and intangible attributes, internal to an organiza-

tion and within the organization’s control

Internal factors within an organization’s control that detract from the
organization’s ability to attain the desired goal. Which areas might

the organization improve?

Opportunities:

External attractive factors that represent the reason for an organi-
zation to exist and develop. What opportunities exist in the environ-
ment, which will propel the organization? Identify them by their ‘time

frames’.

Threats:

External factors beyond the organization’s control which could place
the organization mission or operation at risk. The organization may
benefit by having contingency plans to address them if they should

occur. Classify them by their severity and probability of occurrence.

21



22

2.2.5. PESTEL Model

A PESTEL analysis is a framework or tool used by marketers to analyze and monitor
the macro-environmental (external marketing environment) factors that have an im-
pact on an organization, company, or industry. It examines the Political, Economic,
Social, Technological, Legal, and Environmental factors in the external environment.
A PESTEL analysis is used to identify threats and weaknesses which are used in a
SWOT analysis.(Washington State University. 2022)

Political factors include government policies, leadership, and change; foreign trade
policies; internal political issues and trends; tax policy; regulation and de-regulation

trends.

Economic factors include current and projected economic growth; inflation and inter-
est rates; job growth and unemployment; labor costs; impact of globalization; dispos-
able income of consumers and businesses; likely changes in the economic environ-

ment.

Social factors include demographics (age, gender, race, family size); consumer at-
titudes, opinions, and buying patterns; population growth rate and employment pat-

terns; socio-cultural changes; ethnic and religious trends; living standards.

Technological factors affect marketing in new ways of producing goods and services;
new ways of distributing goods and services; new ways of communicating with target

markets.

Environmental factors are important due to the increasing scarcity of raw materials;
pollution targets; doing business as an ethical and sustainable company; carbon foot-

print targets.

Legal factors inc)lude health and safety; equal opportunities; advertising standards;

consumer rights and laws; product labeling and product safety.

The use of the PESTEL model helps us guide the implementation of campaign con-

tent. From the current economic, environmental and social contexts of Vietham, we

can get the general overview of plastic waste awareness issues, thereby it can be
used as a reference for the survey data carried out during the campaign. Moreover,
using the PESTEL model helps us understand the context of the overall market, then

it is possible for us to create a suitable and highly effective campaign.

2.2.6. SMART

SMART is an acronym that stands for Specific, Measurable, Achievable, Realistic, and
Time-Bond. As a result, a SMART goal combines all of these factors to help you focus

your efforts and boost your chances of success (SMART goal, 2016)

SMART goals are:

Specific: goals have a far better chance of being achieved. The five “W”
questions must be examined while making a goal specific:

What am | looking to achieve?

Where is this goal to be achieved?

Specific

Who is involved in achieving this objective?
When do | want to achieve this goal?

Why do | want to achieve this goal?

Measurable: It's critical to set measurable objectives so you can measure
your progress and stay motivated. Assessing your progress can help you
stay focused, fulfill your deadlines, and experience the thrill of coming clos-

er to your objective.
How many/much?
How will | know when I've accomplished my goal?

What is my measure for success?
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: To be effective, your goal must also be practical and reachable.
To put it another way, it should push your talents while still being achiev-
able. You might be able to find previously unnoticed chances or resources

that can help you get closer to your goal if you set a realistic target.
What is the best way for me to reach this goal?

Have others done it successfully before?

Relevant: This stage ensures that your objective is important to you and
that it is aligned with other important goals. We all need help and sup-
port to achieve our objectives, but it's also crucial to maintain control over
them. As a result, make sure that your strategies drive everyone forward
while also ensuring that you accomplish your own objectives. These ques-

tions can be answered “yes” by a relevant goal:
Does this appear to be worthwhile?
Is this the appropriate time?

Is this in line with our other efforts/needs?

Time-bound: Every goal should have a target date so that you have some-
thing to aim toward and a deadline to focus on. This part of the SMART
goal criterion keeps your daily tasks from taking priority over your long-
term objectives.

Does my goal have a deadline?

By when do you want to achieve your goal?

Time Based

By using the SMART goal model, we are able to determine for ourselves what results
are needed and achievable in this campaign. Besides, the SMART model has helped
us find the most optimal and effective strategies and methods of management and

implementation in the project.

2.2.7. SURVEY

Survey research is used: “To answer questions that have been raised, to solve prob-
lems that have been posed or observed, to assess needs and set goals, to deter-
mine whether or not specific objectives have been met, to establish baselines against
which future comparisons can be made, to analyze trends across time, and generally,

to describe what exists, in what amount, and in what context.” (Isaac & Michael, 1997)

Kraemer identified three distinguishing characteristics of survey research. First, sur-
vey research is used to quantitatively describe specific aspects of a given population.
These aspects often involve examining the relationships among variables. (Kraemer,
1991)

Second, the data required for survey research are collected from people and are,
therefore, subjective. Finally, survey research uses a selected portion of the popula-
tion from which the findings can later be generalized back to the population. In sur-
vey research, independent and dependent variables are used to define the scope of
study, but cannot be explicitly controlled by the researcher. Before conducting the sur-
vey, the researcher must predicate a model that identifies the expected relationships
among these variables. The survey is then constructed to test this model against ob-
servations of the phenomena. In contrast to survey research, a survey is simply a data
collection tool for carrying out survey research. Pinsonneault and Kraemer defined a
survey as a “means for gathering information about the characteristics, actions, or
opinions of a large group of people” (Pinsonneault and Kraemer, 1993). Surveys can
also be used to assess needs, evaluate demand, and examine impact (Salant & Dill-
man, 1994). The term survey instrument is often used to distinguish the survey tool

from the survey research that it is designed to support.

Using the survey research method in the project helps to prove that the state of plastic
waste is really in line with the predictions collected before the survey is carried out.
The survey also helps to evaluate the effectiveness of communication to people, to

make adjustments in accordance with reality.
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3. GCOMPANY AND CLIENTS
OVERVIEW

3.1 THE PROJECT OWNER: VASI - Vietnam
Administration of Seas and Islands

Figure 1: Logo of Vietnam Administration of Seas and Islands

Vietham Administration of Seas and Islands is an agency directly under the Ministry
of Natural Resources and Environment, performing the function of advising and as-
sisting the Minister of Natural Resources and Environment in general management of
natural resources and protection marine environment and island; manage and orga-
nize the implementation of public service activities within the scope of state manage-
ment of the General Department in accordance with law. The Vietham Administration
of Seas and Islands was established on April 27, 2008. (VASI, 2019)

The Vietnam Administration of Seas and Islands has 3 main tasks and powers:

- To submit to the Minister of Natural Resources and Environment law projects, draft
resolutions, ordinance projects, strategies, master plans and long-term, medium-term
and annual development plans; programs, projects, schemes and tasks; national stan-
dards, national technical regulations, economic - technical norms under the manage-
ment of the General Department.(VASI, 2018)

- Performing state management functions on:
Basic investigation of resources and environment of sea and islands.
« General management of marine and island resources.
« Control resources, protect the marine and island environment.

General monitoring, supervision and information system, database on ma-

rine and island resources and environment.

- Perform other tasks assigned by the Minister of Natural Resources and Environment.

3.2 THE SPONSOR

3.2.1. BMUYV - Federal Ministry for the Environment, Nature

Conservation, Nuclear Safety and Consumer Protection

The Federal Ministry for the Environment, Nature Conservation, Building and Nucle-
ar Safety, (German: Bundesministerium fiir Umwelt, Naturschutz, Bau und Reaktor-
sicherheit), abbreviated BMUB, is a cabinet-level ministry of the Federal Republic of
Germany. It has a branch office in Berlin and is headquartered in Bonn. Barbara Hen-
dricks, the current Minister of the Environment, took office on December 17, 2013. In
reaction to the Chernobyl accident, the ministry was founded on June 6, 1986. The
Federal Government planned to unite environmental authorities under a new minister
so that it could more effectively address new environmental concerns. Prior to this,
environmental responsibilities were split between the Interior, Agriculture, and Health
ministries.(TETHYS)
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Federal Ministry
for the Environment, Nature Conservation
and Nuclear Safety

Figure 2: Logo of Federal Ministry for the Environment, Nature Conservation, Nuclear Safety and

Consumer Protection

In “Reducing Marine Waste In Vietnam * project, BMUV has approved the WWF -
Vietnam International Organization for Conservation of Nature to sponsor Vietnam to
successfully complete the project, helping the environment in Vietham become better
and greener.(VASI, 2020)

3.2.2. WWF - World Wide Fund for Nature

Around the world, people are waking up to the growing danger of natural loss. There
is growing recognition that nature is our life support system and cannot escape the
effects of its loss. Founded here in 1961, WWF is an independent conservation orga-
nization operating in nearly 100 countries working to protect the natural world for the
benefit of people and wildlife. They are part of a growing coalition policy that requires
world leaders to guide nature on the path to recovery by 2030. This is a New Deal
for nature and people as comprehensive as the Global Climate Change Agreement.
WWEF works with many others, from individuals and communities to businesses and
governments, to protect and restore natural habitats, and prevent mass extinctions of

wildlife. We are making urgent efforts to realize this method.

WWF

Figure 3: Logo of World Wide Fund For Nature

WWF missions is to stop the degradation of the earth’s natural environment and to

build a future in which humans live in harmony with nature by:
« Conserving the world'’s biological diversity.
« Ensuring that the use of renewable natural resources is sustainable.
« Promoting the reduction of pollution and wasteful consumption.

World Wide Fund for Nature in Viet Nam is recognised as the leading conservation or-
ganization in the country, bringing solutions and support to the government and other

key players to meet the country’s development challenges.(WWF-Viet Nam)

3.3 AGENCIES

3.3.1. MDI - Centre for Media and Development Initiatives

Centre for Media and Development Initiatives, or MDI for short, was established in
2014, under the leadership of Ms. Tran Le Thuy, the centre’s director, who holds a Mas-
ter of Science in Development, University of Oxford, UK, and a bachelor’s degree. The

University of Journalism, Academy of Journalism and Communication. She has 20
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years of experience as a domestic and international journalist at Vietham Economic
Times, Saigon Economic Times, Tuoi Tre Ho Chi Minh City, VnExpress, and Reuters

News. MDI is a unit with goals for the community including fields of activity.

MDI

CENTRE FOR MEDIA &
DEVELOPMENT INITIATIVES

Figure 4: Logo of Centre for Media and Development Initiatives

Responsible communication: contributing to the enhancement of the legal framework
and professional quality of the press and media; Sustainable development: using the
power of media and the press to promote sustainable development goals; Technol-
ogy and innovation: participate in, support capacity building and develop technology
and creative industry strategies. These are the areas MDI is working with partners, the
centre not only wants to bring solutions to help partners, but MDI strives to become a

bridge to bring current communication and development initiatives great to Vietnam.

Humans of MDI are personal individuals with skills and experience in the field of jour-
nalism and communication. MDI’s staff is always looking for new experiences and
knowledge to be able to apply and create creative content in every project. MDI feels
proud of its achievements in the field of media and journalism when it is a partner of
many domestic and foreign agencies and organizations; non-governmental organiza-
tions; enterprises and companies such as the Embassy of Denmark on responsible
investigative journalism development in Vietham, Research and consulting partner

of Care International, the World Bank. IUCN Imaging Partner, Friedrich-Ebert-Stiftung,

UN; major news agencies such as CNN, AFP and Al Jazeera. With MDI’s extensive ex-
perience in journalism and communication with quality products, MDI is expected to
help this project in conjunction with the Vietham Administration of Seas and Islands

this time achieving many positive points. strongly with the community.
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Figure 5: Production Team of MDI
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3.3.2. ICT - Informatics - Trade - Technology and Consulting

Company

Figure 6: Logo of Informatics - Trade - Technology and Consulting Company

Informatics - Trade - Technology and Consulting Company, The company’s main field
of activity from 1993 to now is trading in production materials - consumer materials;
direct production and import-export business of scientific and technical equipment
in the following industries: Healthcare, Building materials, Environment, Information

technology, Industry, Agriculture, Construction, Transport, Marine...(ICTCO)

Since 2004, the Company has expanded into consulting activities, including: con-
sulting for project formulation, basic design, detailed design, planning, preparation
of bidding documents, evaluation of bids, Project monitoring, project management
organization... in diverse fields such as: Healthcare, Building materials, Environment,
Information technology, Industry, Agriculture, Construction, Transportation, Marine...
especially projects using ODA capital from the governments of France, Italy, Korea,
Finland, Spain, Kuwait, and World Bank, ADB, AFD, JICA...(ICTCO)
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1. RESEARCH & ANALYSIS

1.1. Current situation analysis

1.1.1. COVID-19 Pandemic

The COVID-19 pandemic has increased the demand for plastic bags and plastic pack-
aging (single-use plastic waste), etc. Even for businesses that are inclined to trade
and process organic and environmentally friendly products, there is still a need to use
plastic packaging. This is the assertion of the World Wide Fund for Nature (WWF) in
the survey report “Effect of the COVID-19 pandemic on the consumption of single-use

plastic products in Hanoi and Ho Chi Minh City”.

The results of WWF survey in 2021 show that most of the food processing and trad-
ing units in Hanoi and Ho Chi Minh City use single-use plastic packaging and oth-
er products. The most popular are plastic bags (accounting for 94.4%), followed by
food wrap, plastic gloves (accounting for 83.3%), the rest are plastic cups, straws and

spoons.

In addition, when surveying about the amount of plastic packaging used since the
COVID-19 pandemic, 27.8% of the respondents said that this demand has not changed;
while 44.4% of respondents confirmed that the consumption of plastic packaging and

products has increased compared to before the pandemic.

The arrival of the pandemic seemed to not only bring a threat to public health, but also
quell a trend of “going green” that had been on the rise throughout the previous year.
The fact that 1,8 million tons of plastic is emitted every year in Vietnam while only 27%
of it is recycled (according to the United Nations Food and Agriculture Organization),

makes Vietnam become a country named on the list of countries that contribute the

most to worldwide plastic pollution.

Moreover, the prolonged distance makes the need to use social networks for the pur-
pose of connection, entertainment and news updates. Online behavior in general has

been heavily impacted by the pandemic.

The proof is that, in a Q&Me report, the level of interaction on social networks has
increased by 61% since the first wave of the pandemic. Also, 54% of users have in-
creased the amount of time using social networks during the lockdown. This rate
tends to be higher in people over 20 years old. In general, people increase their time
using social networks because they have more free time and have a need to know

what their relatives and friends are doing online. (Q&Me, 2021)

From the subjective impacts (social network trends, users preferences) and objective
impacts (COVID-19 pandemic), Vietnam Administration of Seas and Islands and WWF
Vietnam decided to work with the outsourcing media team from two partners: MDI
and ICT. Together, our team combined with the MDI team leveraged both the impact
and produced various content throughout the “Reducing Marine Waste In Vietham”
campaign on multi-channel media, and got a lot of attention from the public, as well

as created a certain influence.

1.1.2. PESTEL Analysis

POLITICAL

In recent years, the Government of Vietham has made very important observations
and actions on environmental protection. At the COP 26 summit in 2021, the Vietnam-
ese government is well aware of its responsibility in implementing solutions to slow
down the rate of global warming with strong commitment and determination. (Pang
Cong San Viét Nam, 2021)

* Firstly, responding to climate change and natural recovery must become the
highest priority in all development decisions, the highest ethical standard of all
levels, industries, businesses, and people.

« Second, Vietnam will develop and implement stronger measures to reduce

3
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greenhouse gas emissions with its resources, along with the cooperation and
support of the international community, both financially and in terms of transi-
tion. Technology transfer, including implementing mechanisms under the Paris

Agreement, to achieve net-zero emissions by 2050.

* Third, climate finance, technology transfer, and capacity building are critical
to the successful implementation of the Paris Agreement. Vietnam also leg-
islates climate change response issues such as the Law on Natural Disaster
Prevention, the Law on Irrigation, the Law on Water Resources, the Law on Eco-

nomical and Efficient Use of Energy, and the Law on Environmental Protection.

In 2020, a new Law on Environmental Protection was approved by the National As-
sembly, this is an amendment and supplement from the environmental protection
laws of 1993, 2005, 2014. The law took effect on January 1, 2022, including 16 Chap-
ters, 171 Articles with many breakthrough contents. One of the important principles
of the Law is that environmental protection must be placed at the center of devel-
opment decisions; the environment is not only a living space for people but also a
condition, foundation, and prerequisite for sustainable socio-economic development;
ensure harmonization of interests, create motivation to encourage stakeholders to
participate in environmental protection. In the Law on Environmental Protection, the
business community is identified as a factor that plays a very important role in the
cause of environmental protection. Therefore, the Law has many new regulations,
changing the method of environmental management for environmental protection.
with investment projects according to environmental criteria; drastically reforming ad-
ministrative procedures, contributing to reducing the compliance costs of enterprises
through the provisions specified in the Law. The good implementation of environmen-
tal protection is not only the responsibility of enterprises but also helps businesses
improve competitiveness, penetrate international markets and ensure sustainable de-
velopment. Therefore, promoting the role of businesses in environmental protection
is the key solution to solve current environmental pressures. (Pang Céng San Viét
Nam, 2021)

From the above factors, it can be seen that the policies and laws of the Viethamese

government have helped promote environmental protection activities, as well as prop-

agate and encourage the participation of businesses and people.

ECONOMIC

Gross domestic product (GDP) in the fourth quarter of 2021 was estimated to in-
crease by 5.22% over the same period last year, although higher than the growth rate
of 4.61% in 2020 but lower than the growth rate of the fourth quarter of other years.
2011-2019. In which, the agriculture, forestry and fishery sector increased by 3.16%;
industry and construction increased by 5.61%; service sector increased by 5.42%. Re-
garding GDP use in the fourth quarter of 2021, final consumption increased by 3.86%
over the same period last year; accumulated assets increased by 3.37%; exports of
goods and services increased by 14.28%; imports of goods and services increased by
11.36%. (General Statistics Office, 2021)

It is estimated that GDP in 2021 will increase by 2.58% (in the first quarter, by 4.72%;
in the second quarter by 6.73%; in the third quarter by 6.02%; in the fourth quarter
by 5.22%) over the previous year due to the COVID-19 epidemic. COVID-19 serious-
ly affected all sectors of the economy, especially in the third quarter of 2021, many
key economic localities had to implement prolonged social distancing to prevent ep-
idemics. In the general growth rate of the whole economy, the agriculture, forestry
and fishery sector increased by 2.9%, contributing 13.97% to the growth rate of total
added value of the whole economy; the industry and construction sector increased
by 4.05%, contributing 63.80%; the service sector increased by 1.22%, contributing
22.23%. (General Statistics Office, 2021)

The complicated development of the COVID-19 epidemic since the end of April has
seriously affected commercial and service activities. The negative growth of some
service industries accounted for a large proportion, reducing the overall growth rate
of the service sector and the whole economy. The wholesale and retail industry de-
creased by 0.21% over the previous year, reducing 0.02 percentage points in the growth
rate of total added value of the whole economy; the transportation and warehousing
industry decreased by 5.02%, decreasing by 0.3 percentage points; the accommo-
dation and food service industry dropped sharply by 20.81%, down 0.51 percentage

points. The health sector and social assistance activities achieved the highest growth
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rate in the service sector with an increase of 42.75%, contributing 0.55 percentage
points; financial, banking and insurance activities increased by 9.42%, contributing
0.52 percentage points; information and communication industry increased by 5.97%,

contributing 0.36 percentage points. (General Statistics Office, 2021)

Regarding GDP use in 2021, final consumption increased by 2.09% compared to 2020;
accumulated assets increased by 3.96%; exports of goods and services increased
by 14.01%; imports of goods and services increased by 16.16%. (General Statistics
Office, 2021)

Labor productivity of the whole economy at current prices in 2021 is estimated at
171.3 million VND/worker (equivalent to 7,398 USD/worker, an increase of 538 USD
compared to 2020). At constant prices, labor productivity in 2021 will increase by
4.71% due to improved qualifications of workers (the proportion of trained workers
with diplomas and certificates in 2021 will reach 26.1%, higher than the 25.3% of
2020). (General Statistics Office, 2021)

The average population of Vietham in 2021 is 98.51 million people. Population quality
has improved, fertility has decreased, and replacement fertility has been maintained
since 2005. Besides, the mortality rate remains low, the average life expectancy is in-
creasing. The labor and employment situation in the fourth quarter of 2021 improved
compared to the previous quarter, but due to the impact of the COVID-19 epidemic,
the unemployment rate and the underemployment rate in general in 2021 were higher
than the previous year while the number of people with employment jobs, wages of

salaried employees are lower than the previous year. (General Statistics Office, 2021)

The average population of the whole country in 2021 is estimated at 98.51 million peo-
ple, an increase of 922.7 thousand people, equivalent to an increase of 0.95% com-
pared to 2020. Of the total population, the urban population is 36.57 million people.
, accounting for 37.1%; rural population 61.94 million people, accounting for 62.9%;
men 49.1 million people, accounting for 49.8%; women 49.41 million people, account-
ing for 50.2%. The sex ratio of the population in 2021 is 99.4 males/100 females.
(General Statistics Office, 2021)

The country’s labor force aged 15 and over in the fourth quarter of 2021 was estimat-

ed at 50.7 million people, an increase of 1.7 million people compared to the previous
quarter and a decrease of 1.4 million people compared to the same period last year.
In general, in 2021, the labor force aged 15 and over is 50.5 million people, down 0.8

million people compared to the previous year. (General Statistics Office, 2021)

Employed workers aged 15 and over in the fourth quarter of 2021 are estimated at
49.1 million people. In general, this year, laborers aged 15 years and older are working
49 million people, including 14.2 million people working in agriculture, forestry and
fishery, up 0.3% compared to the previous year. ; the industry and construction sector
was 16.2 million people, down 1.5%; service sector was 18.6 million people, down
4.1%. (General Statistics Office, 2021)

In general, in 2021, the unemployment rate of working age workers is 3.22% (2.42% in
the first quarter; 2.62% in the second quarter; 3.98% in the third quarter; 3 in the fourth
quarter). 56%), of which the unemployment rate in urban areas is 4.42%; rural area is
2.48%. The youth unemployment rate (from 15-24 years old) in 2021 is estimated at
8.48%, of which the urban area is 11.91%, rural area is 6.76%. The underemployment
rate of working-age workers is estimated at 3.10% (2.20% in the first quarter of 2021;
2.60% in the second quarter; 4.46% in the third quarter; and 3 in the fourth quarter).
37%), in which the underemployment rate in urban areas is 3.33%; the underemploy-

ment rate in rural areas is 2.96%. (General Statistics Office, 2021)

TECHNOLOGIES

The more developed the country, the more attention is paid to science and technol-
ogy. Information technology in general and the Internet in particular in Vietnam has
developed and is applied in many fields such as healthcare, business, etc, helping
Vietnam develop more and more. Vietnam in 2021 with a population of 98.02 million
people with an urbanization rate of 40.4% and the number of internet users in 2021
has reached nearly 70 million users (accounting for more than 70% of the popula-
tion). With an increase of nearly 10 million people within a year compared to 2020,
Vietnam will easily enter the top 10 countries with a high percentage of Internet users.
This is entirely possible by 2030 compared to Vietnam'’s current level of development.
(DataReportal, 2021)
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USE OF SOCIAL NETWORKS AND MESSENGER SERVICES, WITH DETAIL FOR MOBILE SOCIAL MEDIA USE

SOCIAL MEDIA USE *

A. DATA ARE NI MPARABLE WITH PREVIOUS REPORTS DUE TO CHANGES IN DATA SOURCES. USER NUMBERS MAY NOT REPRESENT UNIQUE INDIVIDUALS.

ESSENTIALHEADUMNES FOR MOBILE, INTERNET, AND SOCIAL MEDIA USE AROUND THE WORLD
INTERNET USER NUMBERS NO LONGER INCLUDE DATA SOURCED FROM SOCIAL MEDIA PLATFORMS, SO VALUES ARE COM WITH PREVIOUS REPORTS

TOTAL NUMBER OF SOCIAL MEDIA USERS ANNUAL CHANGE NUMBER OF SOCIAL PERCENTAGE OF TOTAL
ACTIVE SOCIAL AS A PERCENTAGE OF IN THE NUMBER OF MEDIA USERS ACCESSING SOCIAL MEDIA USERS
MEDIA USERS THE TOTAL POPULATION SOCIAL MEDIA USERS VIA MOBILE PHONES ACCESSING VIA MOBILE

& (=

72.00 73.7% +10.8% 71.14 98.8%

MILLION +7.0 MILLION MILLION

TOTAL UNIQUE MOBILE INTERNET ACTIVE SOCIAL
POPULATION PHONE USERS USERS* MEDIA USERS*

7.83 5.22 4.66 4.20

BILLION BILLION BILLION BILLION

URBANISATION: vs. POPULATION: vs. POPULATION: vs. POPULATION

56.4% 66.6% 59.5% 53.6% Figure 8: Social Media Use in Vietnam 2021
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Social | Hootsuite Many people own many different mobile devices to access the internet. The most

popular devices are smartphones (97%), followed by laptops / desktops (72%), tab-
Figure 7: Essential Digital Headlines in Vietnam 2021 lets (43%), and finally smart TVs / Internet TVs (43%). (DataReportal, 2021)

Nowadays, most people get information on social networks. By 2021, our coun- In January 2021, Vietnam had 154.4 million mobile subscribers. The number of mo-

try has 72 million active users, social network users increase by more than 7 million
from 2020 to 2021. (DataReportal, 2021)

bile subscribers in Vietnam increased by 1.3 million (+ 0.9%) from January 2020 to
January 2021. (DataReportal, 2021)

The number of social network users in Vietham in January 2021 is equivalent to 73.7%
of the total population. Account for more than 90% of Internet users. Only in the social
network Facebook, Vietham ranks 7th among the countries with the highest number

of users with 69 million users in 2021. Tiktok social network surpassed Facebook in

JNE

terms of downloads in Vietnam. (DataReportal, 2021) :
] .
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Figure 9: Mobile Connection by Type in Vietnam 2021
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With such a large number of people using their phones, online communication will be
very effective in a communication campaign during a pandemic like today.. According
to Data Reportal, average time per day mobile usage has grown in 2020 by 25%, from
4 hours/day to 5.1 hours/day. The biggest reason for this increase is that the impact
of COVID-19 and the previous period of social distancing has changed habits and
increased time spent interacting with the world through smartphones. (DataReportal,
2021)

SOCIAL

Socio-cultural factors have a slow but profound effect on people’s awareness of plas-
tic pollution. Those are the factors of customs, lifestyle, people’s intellectual level,
religion, beliefs... Through this factor, it is possible to learn more about individuals
and businesses with different levels of understanding. on this issue, thereby choosing
appropriate communication methods. In addition, the level of education also has an

influence on the perception of using single-use plastic.

People and businesses use plastic items every day for convenience. Everyone uses
plastic in some way: for instance, in car seats, computers, and home decorations. Eve
Andrews, climate change researcher, writes “plastic causes harm to the human body...
Studies have shown that small traces of plastic are found in the human food chain.”

(Environmental Volunteers, 2022)

The basic traditional cultural values are very stable, difficult to change, very consistent
and passed on from generation to generation. It regulates the attitudes, daily behav-
ior and consumption behavior of the population. Diversification and interference of
ethnic and religious cultures make communication activities to overcome barriers of
language, customs and rituals to survive and develop. Research and analysis of cul-
tural and social factors will help the implementing unit have the right orientation in the

strategies to convey its message to the target public.

Social and cultural changes will change psychology and lifestyle. The implementing
unit should consider the cultural and social characteristics when researching the mar-

ket. Social factors will divide the community into customer groups, each of which has

different characteristics, psychology, income, etc., according to:

« Average life expectancy, health status, nutrition, eating: The change in the age
structure of the population will lead to a change in the structure of potential

according to age and different consumption structure of products and goods.

« Average income, income distribution: Income has an effect on product choice

and response quality

« Occupations and social classes influence attitudes and behavior in the market-

place
- Lifestyle, education, views on environmental protection, quality of life

 Ethnicity, race, ethnicity, religion, culture reflect attitudes and ways of using
products, both requiring the individuality of needs and providing opportunities

for diversification of business for needs

« Living condition

ENVIRONMENT

Vietnam is facing many serious environmental problems. With a population of nearly
100 million people, it poses serious problems in terms of people’s livelihood, living
standards, income growth and environmental protection. Currently, ecological haz-
ards in our country are under the influence of industrialization, modernization and cli-
mate change, especially the contradiction between development and backwardness,
due to the heavy influence of traditional thinking, habits of smallholder farmers are
not yet perfected. Some specific manifestations of environmental problems in Viet-

nam today can be seen as follows: (HDLL, 2021)

« Our country’s nature, besides being affected by the impact of wars in the past,
is now also damaged by unconscious activities, arbitrary and irresponsible at-
titudes, lack of planning in the exploitation and use of natural resources. Ac-
cording to statistics before 1945, forest coverage accounted for 43.8%, now it
is just over 28% (ie below the alarming level of 30%). The area of arable land

that is being eroded has increased sharply to about 13.4 million hectares. The
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main cause of this situation is shifting cultivation, illegal logging, traffic expan-
sion, hydropower construction, etc. not according to the unified planning. The
problem of unreasonable land use planning is wasting this valuable resource

of the country.

Increasing ecological pollution is a difficult problem today. Many factories dis-
charge industrial and daily-life wastes and toxic substances from the produc-
tion process that are not treated seriously, but are put directly into the environ-
ment, causing ecological pollution and causing diseases to people. According
to statistics of the Ministry of Natural Resources and Environment, the country
now has more than 5,400 craft villages, Hanoi alone has more than 1350 craft
villages, but 95% of production activities pollute the environment, more than
50% cause serious pollution. These are small-scale enterprises and production
facilities, with generally outdated technology, and have not invested adequately

in the treatment of environmental pollution and waste.

Dust concentration in urban areas exceeds many times the allowable norm. The
concentration of CO2 emissions, especially in big cities and industrial zones,
exceeds the allowable standard by 1.5 to 2.5 times. Moreover, noise pollution

is also a problem for residential areas.

In addition, the problem of mining, building materials, gold and gems, etc. offi-
cial and free has also been destroying the ecological environment. The use of
mines in many fields is disrupting the balance of the ecological environment.
(HDLL, 2021).

Vietnam is currently facing many serious environmental problems such as
deforestation, soil erosion, over-exploitation of coastal resources threatening
ecosystems, biodiversity and genetic depletion. This environmental situation,
coupled with climate change and sea level rise, are posing hot issues and chal-

lenges for Vietham's rapid and sustainable development in the near future.

LEGAL

The Law on Environmental Protection 2014 regulates the collection of solid waste in
general, there is no separate regulation on the collection of plastic waste. The Law
on Environmental Protection 2020 has specific regulations on the collection of plas-
tic waste from different sources. Specifically, the Law stipulates that plastic waste
arising from tourism and marine services, maritime economy, oil and gas exploitation
and marine mineral resources, aquaculture and fishing must be collected, stored, and
stored. kept and transferred to a facility with a recycling and disposal function. Plas-
tic waste must be collected, classified for reuse, recycling or treated in accordance
with law; non-recyclable plastic waste must be transferred to a facility with a pre-
scribed disposal function; Plastic waste generated from economic activities at sea
must be collected for reuse, recycling or treatment and must not be discharged into
the sea. Organizations and individuals are responsible for limiting the use, minimiz-
ing, classifying and disposing of single-use plastic products and non-biodegradable
plastic packaging according to regulations; Do not dispose of plastic waste directly
into drainage systems, ponds, lakes, canals, canals, rivers and oceans. (Tap chi Moi
truong, s6 8/2021)

In addition, the Law on Environmental Protection 2020 also has a new regulation on
the responsibility of collecting plastic waste after it has been lost into the environment
to solve the situation of plastic waste pollution in the environment. Specifically, the
People’s Committee of the province is responsible for directing the organization of
collection and treatment of plastic waste in the area; propagate and advocate for the
restriction of the use of non-biodegradable plastic packaging and single-use plastic
products; propaganda about the harmful effects of disposing of fishing gear directly
into the sea, Plastic waste on the ecosystem. (Tap chi Méi truong, s6 8/2021). From
the above, we can conclude that the government is trying to raise people’'s awareness
about plastic waste and reducing plastic waste to the ocean by adding more laws to

restrict people and facilities.
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1.2. SWOT analysis

1.2.1. Strength

« The participation of governmental and non-governmental organizations cre-
ates prestige: The General Department of Seas and Islands is a unit under the
Ministry of Natural Resources and Environment; Together with WWF, these are
experienced units, directly implementing many projects in environmental pro-

tection issues in Vietnam. This is a very important companion for this project.

« There is no direct competitor.

1.2.2. Weaknesses

« The social networking site for conveying messages has not been strongly de-

veloped.
« There is no diversity in terms of social media sites.

« The link between the units participating in the project is not tight.

1.2.3. Opportunities

« The issue of environmental protection is always a matter of concern to every-

one, so it will have great attraction.
« Create novel content that is relevant to the audience on social media platforms.

* Due to the COVID-19 epidemic, the number of internet users will increase, so

that the campaign message will reach more people.

1.2.4. Threat

Because the number of COVID-19 cases in the community increased rapidly and was
difficult to control, the project had many difficulties in moving as well as it was difficult
to follow the planned timetable, along with the selection of locations. to carry out the

campaign is limited and only encapsulated in 1 place.

1.3. Customers insights

Consumers and businesses, food service shops, hotels nationwide, focus main me-
dia activities in Hanoi city - the city with a large number of businesses and users of
food services, large hotels across the country, especially where many headquarters of
chain businesses are located, have a certain influence on their establishments across

the country.

The target group of this project includes consumers and food service businesses, ho-
tels. In particular, consumers who do not really care/understand the problems related
to single-use plastic such as the bad reality of plastic waste today, bad impacts on

health, environment, reduction of plastic waste. and sorting plastic waste, etc.

Catering and service businesses, hotels are objects that use single-use plastic pack-
aging and products. This is a group that doesn't really care and focus on promulgating
policies related to plastic waste, but considers this an activity to increase brand sym-
pathy, because economic benefits are always the most important thing. As a result,
an enterprise’s single-use plastic operations are typically short-term systems and ze-

ro-count systems.

1.3.1. Qualitative Research

First, to understand the actual situation of plastic waste, the research team conduct-
ed an online survey at food service establishments, restaurants, and hotels. The study
asked 15 businesses about their awareness of limiting the use of plastic. And the re-
sults showed that up to 73% of shops answered that they were aware of the problem
of plastic waste when asked “Does your establishment know the current situation
of plastic waste?”. However, 90% of establishments use medium and high levels of

plastic.
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1.3.2. Quantitative Research

By taking surveys and collecting data, the research team has received some results
on the management and use of food and beverage establishments, restaurants and
hotels. From there, we can grasp the wishes and aspirations of the facilities on the

issue of using plastic.

The number of plastic products used by establishments ranges from 20 to 1000 plas-

tic products/week. All establishments are using plastic products.
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Figure 10: Survey data on actual awareness about the current situation of PW of 15 units

From the two things above, it shows the paradox here when the awareness rate about
the problem of plastic waste is quite high but it does not reduce the use of plastic.
Since then, the research team performed additional questions to be able to know the
cause of the problem. The use of plastic waste substitutes is causing difficulties for
establishments as well as consumers when the cost of current replacement products
is still too high and together with the impact of the COVID-19 pandemic. Many busi-
nesses are facing economic difficulties.Along with that, the quality of these replace-
ment products is still not really good, leading to not really good experiences for users,
which may affect business establishments. These are the reasons why people have
had certain awareness about limiting the use of plastic but have not been able to do
this.This is a difficulty and the project team has propagated directly to the surveyed
establishments about the harmful effects of the environment and helped them raise
awareness about plastic waste to have recyclable plastic options and avoiding health

risks, along with the commitment to use plastic substitutes in the near future.
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10| My Long 49 N/A
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My
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Figure 11: Actual situation of plastic use of 15 units
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Most establishments have the same desire to replace plastic with environmentally
friendly products, in addition, there are a few establishments that have desires such
as improving the cost and quality of products. environment-friendly, develop alter-
native products, change the perception of consumers and sellers, and have a waste
separation mechanism.
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Figure 12: The wishes of 15 units

The aspirations of the establishments are recognized as reducing product costs and
other suggestions such as improving the quality of products, etc.
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Figure 13: Proposed aspirations of 15 units

The overall assessment found that the majority of institutions shared the same aspi-
rations for the proposal. This shows that in Vietnam, the current problem is that the
cost of green products is too high compared to the average price of plastic products,
so most establishments have to maintain their business and make a profit by using

low cost products made of plastic.
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2. PROJECT PLANNING

2.1. Goals - Objectives

2.1.1. Goals

Research in the International Union for Conservation of Nature and Natural Resourc-
es (IUCN) on the assessment of the amount and volume of litter on 30 beaches in 10
marine protected areas of Vietnam shows that, through two surveys in the dry season
and the rainy season, 86,092 pieces of waste of different sizes were collected, with
the weight ranging from 13 to 3,168 kg. On average, per 100m of beach length, there
will be 7,374 pieces of garbage and 94.58 kg of waste. Worryingly, in plastic waste, the
type that accounts for the largest proportion in terms of quantity is foam floats and
ropes, small nets, the total number of these products accounts for 47% of the amount
of garbage and 46% of the volume of garbage waste. Next is disposable plastic waste

such as food containers, plastic bags. (MOIT, 2021)

According to experts, there are many reasons why Vietnam's sea is facing the risk
of serious pollution. The main sources of pollution are waste sources on land and
sources at sea (sea transportation activities, fishing, natural incidents, waste floating
at sea, and other activities). With that, the current legal regulations and supervision of
the implementation of regulations on marine environmental protection are still limited;
the coordination between ministries, branches, and localities in responding to marine
environmental incidents has not yet created a close relationship; People’'s awareness

and responsibility for marine environment protection are still limited, etc.

From the collected data on the status of sea and ocean pollution, along with the imple-

mentation of the National Action Plan on ocean plastic waste management to 2030
in Vietnam, the communication objective is to influence the audience’s awareness to
contribute to reducing ocean plastic waste pollution in our country, through organizing

communication activities, capacity building and awareness raising for plastic waste.

2.1.2. SMART Objectives

Accomplish the goal in 1T month (07/02/2022 - 07/03/2022). This is the ideal time to

promote the most specific and detailed communication and audience targeting.

« Implement communication activities to raise awareness and attitudes towards

plastic waste among consumers and food service and hotel businesses;

- Build a list, evaluate (including accessibility, and raise awareness), and recom-

mend available communication channels for future campaigns.

- ldentifying the media as the key, has been contributing to the creation and ori-
entation of society, changing the perception and behavior of both the business

community and the people.

«  45% interviewed & surveyed units commit to participate in plastic waste reduc-

tion practices.

+ Media product on Media Climate Net's Facebook page (communication video)

reaches 1000 views.

« 3 articles on mainstream online newspapers reach 50000 views.

2.2. Target Audience

According to Mr. Ta Anh Tuan - Communication Manager of Project Reducing Marine
Waste In Vietnam: “In the food service industry, the service of actors that promote
the use of disposable plastic behavior due to an increase such as the requirement
to use single-use drinking cups, food containers instead of using reusable cups and

containers. Social distancing also increases the need to order food, take away food,
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shop online, etc., from which the amount of plastic waste used mainly in packaging

and transportation increases”.(VTC News, 2021)

Indeed it is, according to a survey of Food delivery demand after Covid-19, conducted
with 840 people in Ho Chi Minh and Hanoi in April 2020, showing that 75% of people
used a food delivery app, Among those who are using the service, the level of service
usage increased after 60 days from the date of the survey by 70%, possibly due to the
impact of the COVID-19 epidemic. Increased consumer demand leads to an increase
in the supply of restaurant services and food establishments. Since then, disposable

plastic products have also been used more and more often. (Q&Me, 2020)

The interview The worry of plastic waste when the food service is maintained for take-
out raised the problem that for every takeout order, there is an average of at least 5
solid plastic waste. But the restaurants are reopened after a long time without count-
ing every day how many plastic bags have been used at once. This makes the already
large amount of plastic waste even more. (VOV Traffic, 2021)

Since then, we have set out the target audience of this campaign including: Consum-
ers and businesses, food service shops, hotels nationwide, focus main media activ-
ities in Hanoi city - the city with a large number of businesses and users of food ser-
vices, large hotels across the country, especially where many headquarters of chain
businesses are located, have a certain influence on their establishments across the

country.

Audience 1: Businesses, food service establishments, hotels

Catering and hotel service enterprises are objects that use disposable plastic prod-
ucts and packaging in business activities to bring consumer products and services to
consumers. This is a group that has not really paid attention to and focused on issu-
ing policies related to plastic waste, but only considers these activities as activities to
increase brand sympathy, because economic benefits are always the most important
thing. As a result, businesses’ disposable plastic activities are often short-term and

not systematic.

Audience 2: Consumers

In particular, the group of consumers who do not really care / understand the prob-
lems related to single-use plastic such as the bad situation of plastic waste today, bad
impacts on health and environment, reduce Minimizing and classifying plastic waste,

etc.

2.3. Campaign message

Through this campaign, on the one hand, we hope from the implementation of the
campaign to help change awareness and raise awareness for businesses and con-
sumers about plastic waste. On the other hand, from conducting research in the cam-
paign, providing specific data for assessing the status quo as well as providing data
for the project implementation process. From these points, we came up with the mes-

sages for this campaign.

2.3.1. Message

“Cung chung tay nang cao nhan thirc, thay doi thai do, hanh vi str dung nhua 1 lan.
Day khong chi la cac hoat dong thé hién Trach nhiém xa hoéi cta doanh nghiép, xay
dung thuong hiéu, ma con nham dép (ng nhu cau cua khach hang, ddp ng xu thé

tiéu dung méi.”

“Let’s join hands to raise awareness, change attitudes and behaviors of single-use
plastic. These are not only activities that demonstrate corporate social responsibility
and brand building, but also aim to meet the needs of customers and meet new con-

sumption trends.”
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2.3.2. Slogan

“Khéng nhua mét lan, bot rac thai. Thém nhua mét Ian, bot

tuong lai”

2.3.3. Tagline

“Xu huong mdi, thoi dai maoi, hay néi khéng voi nhua dung

mot lan.”

2.4. Strategy and Tactics

2.4.1. Strategy

Focus on quality VISUAL communication:

Visual communication is more impactful and engaging. The reason is that people
only remember 10% of what they hear, 20% of what they read and approximately 80%
of what they see. Therefore, attractive visual forms of advertising play an important
role in expressing ideas or convey the message to the customers. (Creately, 2021)

Choose media allowing IMMEDIATE interaction:

Consumers are encouraged to actively engage in the marketing communications
themselves to input feedback, neglect irrelevant elements and absorb content that
appeals to them by interactive advertising. Therefore, by interactive and immediate-re-

sponse advertising, customers will remember better what they see.

WORD OF MOUTH is significantly essential:
People are connected in a social network, they hear and care about others, some-
times, they are even influenced. Consequently, it is extremely vital to create favorable

opinions from various sources.

About INTERVIEW and SURVEY:

Using documents and factual information to spread and propagate the campaign’s
message, raise awareness and attitudes about single-use plastic waste among the
target audience; Make a simple, concise, easy-to-understand interview & survey ques-

tionnaire.

2.4.2. Tactics

Focus on developing contents on media platforms (Facebook fanpage, online

newspapers).

* Interviews & quick direct surveys of businesses in order to improve the respon-
sibility of businesses to contribute to the circular economy and reduce plastic
waste, and in addition to propagate to change management and treatment ac-

tivities. plastic

2.5. Media channel

2.5.1. Owned media: Media Climate Net’s Facebook page

The primary media channel in this communication campaign is Facebook, which is a
potential platform which can reach a huge number of users. According to Data Repor-
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talin 2021, Facebook is one of the most used social media platforms in Vietham after
Youtube. (Data Reportal, 2021).
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Figure 14: Media Climate Net's Fanpage

2.5.2. Paid media

In this campaign, we use various online newspapers to communicate the status of
plastic waste and integrate communication messages to reduce plastic waste pollu-
tion. Online newspapers are an important source of information for Vietnamese peo-
ple. These e-magazines can be considered more trustworthy by the viewer, and can
also target a more specific audience with the same interest. Many news sites are now
also active on social media, allowing them to reach an even larger audience. Accord-
ing to Q&Me’s Viethnamese news reading habit research in 2015, people tend to read
news almost everyday and the most used channel to read news is online newspapers.
(Q&Me, 2015)

2.5.3. Earned media

Word-of-mouth can be considered as a form of free advertising generated from the
impressions, feelings and thoughts of the speakers. We recognize that word- of-mouth
is substantially important since it can create a significant spreading effect among
people.

3. TIMELINE - RISK
MANAGEMENT

3.1. Media plan

: " : Media _
Categories No Activities Details Timeline
channel

Communication Department

Objective 1: Interview, Survey, Provide information and knowledge

about plastic waste within 15 catering establishments, hotels in Hanoi

Core

o Objective 2: Online newspapers (3 articles)
missions

Objective 3: Social media product (communication video on Media

Climate Net's Facebook page)
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Offline

media

Interview,
Survey,

Provide

Search, select 15 survey
subjects & interview - 15 food
establishments and hotels in
Hanoi. => Report back to the
Vietham Administration of Seas
and Islands for to review the
survey sites

Interview & direct survey of
selected units.

Collect data to report to the VASI
and evaluate the results.
Convey the impact of plastic
waste on the environment,
consumer health, the current
situation of plastic waste

and recommendations on the
classification and use of plastic.
At the final period of the
campaign, reapproach
businesses and establishments
that have been interviewed

& surveyed before, with the
purpose of receiving their
commitment on the contribution
of reducing plastic waste.
Develop an interview & survey
questionnaire, including
questions about the status

of using single-use plastic
products, and actual perceptions
about the management and
treatment of plastic waste; units

to the government about

SUulljO

¢202/c0/vL 'CL/92-0C

products to replace single-use

plastic

Online

media

Select reputable newspapers
that have great influence on

the community, suitable for the
content you want to convey,
which is propaganda and raising

awareness about reducing
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Online Create content ideas for 3 — '[:)’
-
articles < £
C@» —_
Produce content for 3 articles on P
O
the current state of plastic waste | 2
and spread media messages é'—
to reduce plastic pollution §
to be published in selected
newspapers.
Choose the right platform:
Facebook
Create content ideas for media
products
Proposing and presenting ideas %_';'
Social to the General Department of % %’
media Seas and Islands of Vietnam, ~ N
Q
product waiting for censorship, receiving § S
®

comments and editing to agree
on the final idea.

Producing media video products
to post on Media Climate Net's

Facebook page
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3.2. Media timeline

Media timeline within 2 month (20/12/2021 - 14/2/2022)

Week

Media Week Week Week Week Week Week Week

No

channel 1 p

Offline
1 | interview

& survey

3

2 | Online

7

> ° (Tet)

3.3. Risk management

Technical

problems such as

Follow the timeline of

Risk Description Level Solution
Follow the news to set a
COVID-19 suitable timeline;
impeded the High In the worst case scenario,
Production | filming progress change the plan to evaluate
Progress through an online platform
Weather issues
Follow the news to set a suitable
can delay the High

filming progress

timeline

o _ High implementation to carefully check
missing voice off
all sources and back ups
or error footages
o Push the timeline faster;
Timeline is .
Shorten the duration of
delayed because Low
each screen and remove
of heavy traffic
unnecessary screens
Staff is ill and not . .
_ Prepare a checklist of interns to
healthy enough to High
call for
afford workload
Contacted units _ . .
Medium | Find and contact the other units
do not corporate
Communication High Follow the news to set a suitable
. I9 . L
Crisis survey & interview timeline & area
Received mixed
. Carefully follow and reply on
and negative Low .
negative comments
comments
Ask permission from the owner
of the song for background
Mmusic purpose;
o . Check by posting on a personal
Copyright issues Medium o .
page to see if it is copyrighted
or not. If yes, the song needs
to be changed to ensure video
quality and credibility
Does not meet the . Set a reasonable release time
Medium

estimated reach




~ Excutlion

1. INTERVIEW & SURVLEY 15
CATERING ESTABLISHMENTS
& HOTELS IN HANOI

1.1. BRIEF AND PROPOSAL(S)

Our research team conducted an offline survey at food service establishments, restau-
rants and hotels. The team interviewed & surveyed 15 businesses about their aware-
ness of limiting the use of plastic. By taking surveys and collecting data, the research
team has received some results on the management and use of food and beverage
establishments, restaurants and hotels. From there, we can grasp the wishes and as-

pirations of the facilities on the issue of using plastic.

1.2. OBJECTIVE & GOALS

The interview & survey was conducted with the main purpose of understanding the
level of awareness about single-use plastic. We aim to raise awareness to all chosen
businesses, about 30 units. Besides, we also aim to reach and receive the answer

from at least 15/30 of those businesses.

1.3. TARGET AUDIENCES

The main objects of propaganda and survey of the project are hotel, restaurant and

food service establishments in Hanoi.
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1.4. MESSAGES

The primary message that we want to convey to hotels, restaurants, and food service
businesses is to raise awareness about the current situation of using plastic waste
and impacting changes in plastic waste management. In addition, it also enhances
the responsibility of businesses in contributing to the circular economy and reducing

plastic waste.

1.5. QUESTIONS & LAYOUT

In order for the survey to be conducted smoothly and efficiently, we together with our
workmates in MDI made a list of questions and layout of the survey report to suit the
respondents. In addition, the minutes are interwoven with propaganda information on
reducing plastic waste as well as on how to recognize some frequently used plastic
items to raise awareness and health for people, and at the same time protect the liv-

ing environment.

Questioning is clearly divided by the team as well as by everyone in the MDI so that

issues can be clearly explored and they can be drilled deeper.

GROUP OF QUESTIONS 1
QUESTION
1 Does your facility know the current state of plastic waste?
) Is your facility aware of the challenges of single-use plastic
recycling?
3 Does your facility know how to classify and use plastics?
A Does your facility understand the environmental impact of
plastic waste?
5 Does your facility understand the health effects of plastics?

With the first group of questions, it was asked to exploit the perception of plastic
waste businesses about the current reality of waste at the present time and their un-

derstanding of their harmful effects on the environment and human health.

GROUP OF QUESTIONS 2

QUESTION

Does your establishment often receive feedback from customers
about the use of plastic in products/services provided?

Has your establishment ever noticed the trend of Green

Consumption?

Has your establishment ever intended to switch to disposable

plastic alternatives?

Has your establishment ever explored sustainable products/

disposable plastic alternatives on their own?

Does your establishment have a plan for the use of sustainable/

alternative products for single-use plastic in your facility?

The second set of questions is asked to elicit and orient establishments to have a
better view of reducing plastic waste and encourage them to make the switch to us-
ing eco-friendly products. school as well as health. In addition, it helps to exploit the
outstanding problems or difficulties that have not actually been solved or that they

themselves do not really want to change.

1.5.1. SURVEY

We have conducted a survey and interviewed 15 food and beverage businesses and
service establishments in Hanoi, mainly in areas which have a strong growth in food
and beverage business such as Ba Dinh district, Tay Ho district, Cau Giay district, Gia

Lam district, Hoang Mai district and Thuong Tin district.
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The facilities that are approached and mobilized are those that use or regularly use
common single-used plastic products such as plastic cups, plastic boxes, plastic
straws, plastic bags... Of which, 80% of establishments mobilized using plastic straws
and 73.34% of establishments were mobilized using plastic cups/boxes. From here,
it shows the overwhelming dominance of plastic utensils compared to other envi-
ronmentally friendly items, along with the current status of awareness about plastic
waste pollution as well as the conversion to using Environmentally friendly products

of business establishments are still not really good.

However, after a process of research and mobilizing, establishments have shown a
desire to replace single-use plastic products when 100% of establishments have the
intention and plan to switch to using alternative products. However, they have not yet

set a specific time for change and a clear goal of the change.

Furthermore, the survey, interview and advocacy are also an opportunity for business-
es to voice their difficulties in the transition from single-use plastic to eco-friendly and
more sustainable alternatives. Most of the enterprises interviewed had major difficul-

ties including:
« High cost of substitute products
« The quality of the replacement product is not good
« The range of substitute products is not diversified
« Customers' habits of using plastic products

« Economic difficulties during the Covid pandemic cause anxiety when investing

a larger amount of money for environmentally friendly products
+ Lack of options in sorting and treating plastic waste

« Additionally, facilities also made a number of recommendations to reduce sin-

gle-use plastic:
+ Reduce the cost of disposable plastic products

« Improve the quality of disposable plastic products

« Raise awareness of both sellers and consumers about reducing plastic waste
« There must be a sanction for the use of single-use plastic

« Measures must be taken to separate types of waste

* No restrictions on on-site sales

Regarding the collected results, after analyzing, it can be concluded that establish-
ments, restaurants, and food services are aware of the problem of needing to reduce
plastic waste, but the motivation to bring them to the action is not big enough, the
way of management and implementation is not really satisfactory. From here, the
team can determine the actual status and conditions to conduct, adjust the approach
as well as the content of the campaign in the next stages, to make it most effective,

reach the target audience and motivate them to perform.

1.5.2. COMMITMENT

This is a commitment between the two sides, which are business establishments,
restaurants, catering services and campaign organizers: Vietnam Administration of
Seas and Islands in collaboration with the World Wide Fund for Nature (WWF) in Viet-
nam. The commitment is meant to promote the process of mobilizing establishments,
restaurants, and food service establishments to coordinate with the organizers to
contribute to the protection and preservation of a green, clean and beautiful environ-
ment in Vietham. With the support from the organizer, establishments, restaurants,
and food services will have the opportunity to participate in the practice of reducing
single-use plastic waste so that they can contribute in the process of reducing plastic

waste pollution in Vietnam.

The commitment is a transition step after conducting surveys, interviews and pro-
paganda about the status of plastic waste. Businesses selected for survey and pro-
paganda will be mobilized to commit to join hands to reduce plastic waste. With the
participation of 4/15 establishments, 26.67% of establishments agreed to participate
in plastic waste reduction practices within the framework of the project "Reducing

ocean plastic waste in Vietnam" implemented by Vietnam Administration of Seas and
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Islands (Ministry of Natural Resources and Environment) and WWF Vietnam. In ad-

dition, the commitment advocacy also reflects the fact that food service businesses

still tend to hesitate to switch to environmentally friendly products for a variety of

reasons, but the most important issue is still about cost and usability.

1.6. TIMELINE

Number

Unit name

Address

Manager

Working

form

Working day

43 Nguyen
Phong
] Trinh Van
1 Cafe Bao Sac, Dich \ Offline | 03/01/2022
am
Vong Hau,
Cau Giay
110 Hoang
Ngan, Tran Thi .
2 Cafe Home . Offline | 03/01/2022
Trung Hoa, | Minh Anh
Cau Giay
229 Trich
O'Rey Dinh Trung
3 Sai, Buoi, Offline | 03/01/2022
Coffee Duc
Tay Ho
Kiot no.1,
Tiém Tra Phung '
4 . Van Quan, Offline | 03/01/2022
Pho Duc Hau
Ha Dong
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95 Quan
Villa des Thanh,
Cao Thanh
Fleurs Quan i Offline | 03/01/2022
ien
Bistro Thanh, Ba
Dinh
3, Alley
135
Nguyen Mai Thanh
Mai Cafe Offline | 04/01/2022
Van Cu, Bo Tuan
De Em Be,
Long Bien
65 Hang
" Bun, Quan | Pham Gia .
Ay Lounge Offline | 04/01/2022
Thanh, Ba Dat
Dinh
13, Kho
Tran
LeGatia Gao, Tia,
Hoang Offline | 04/01/2022
Coffee Thuong
_ Nam
Tin
Vincom
Mega Mall
. Le Thanh .
My Long Ocean Offline | 03/01/2022
Tung
Park, Gia
Lam
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T05A, B9

Quan Qua Guillaume
To Hieu,
10 Vat Kitty . dela Offline | 03/01/2022
Nghia Tan,
Snack _ Biche
Cau Giay
16 Cau
Ga Ran . Nguyen _
11 Giay, Cau Offline | 03/01/2022
Ririmimi _ Ba Luong
Giay
65 Hang
. Bun, Quan | Pham Gia _
12 Ay Lai Zai Offline | 04/01/2022
Thanh, Ba Dat
Dinh
2 Alley 37,
Tran Quoc
Tap Héa Lai Anh
13 ] Hoan, Dich Offline | 03/01/2022
Tuan My Tuan
Vong Hau,
Cau Giay
GZ Store CT31.2.1,
Simplify Alley 885, | Chu Minh
14 Offline | 04/01/2022
Your Tam Trinh, Hieu
Lifestyle | Hoang Mai
3 Kho
Lagom Tran
Gao, Tia,
15 Coffee & Hoang Offline | 04/01/2022
Thuong
Tea _ Nam
Tin

Figure 15: Interview & Survey Timeline

Figure 17: Interview at Ga Rdn Ririmimi
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1.7. HUMAN RESOURCES

- MDI will be in charge of distilling and synthesizing information to share knowl-
edge about single-use plastic waste, as well as make a list of questions for the

survey & interview.

«  Members of our team will be the surveyors and interviewers: Linh, Hoang, Nhan,

Ky Anh, Son.
1.8. ESTIMATED COST

| No Categories Price

- : 1 Travel 270,000 VND
Figure 18: Interview at Cafe Bdo

2 Lunch 450,000 VND
Cost 720,000 VND
Cost incurred 10% 72,000 VND
Total 792,000 VND

Figure 20: Estimated cost of INTERVIEW & SURVEY

o !

Figure 19: Interview at Qua Vat Kitty Snack
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2. ONLINE NEWSPAPERS (3
ARTICLES)

2.1. BRIEF AND PROPOSAL(S)

Despite the appearance of many new mass media channels, newspapers are still one
of the most prestigious and reliable information channels. Particularly, in Vietnam at
the present, online newspapers are an important source of information. Newspaper
sites are considered more trustworthy by viewers and can also target a more specific

audience with similar interests.

In this campaign, we use 3 different online newspapers to convey information about

plastic waste as well as messages to reduce plastic pollution.

From doing survey at the early stage of the project, we found that people's awareness
is not really high about the harmful effects of plastic waste on the environment. The
three articles in which the group contributed ideas will guide the public by providing
information and calling for action from the public, especially food service businesses,

restaurants, and hotels join hands to reduce plastic waste into the environment.

2.2. OBJECTIVE & GOALS

Through the articles, we hope to spread motivation for everyone to join hands in pro-
tecting the environment, contribute in protecting the ocean by reducing plastic waste.
Therefore, these articles need to reach the target audience as much as possible, in

the range of 1000 - 3000 views for each article.

2.3. TARGET AUDIENCES

When using online newspapers, the target audience are the mass audiences, as well

as the owners of businesses, especially restaurants, hotels, food services.

2.4. MAIN CONTENT

In the articles, the research and implementation team has distilled information to

speak up about the status of plastic waste pollution and integrated communication

messages, to contribute to the reduction of plastic waste pollution.

2.5. TIMELINE
. Posting
Name of article Work Content
Platform
03/01/2022
Choose reporter
For the prevention _ 04/01 -
Survey, Interview
and control of 09/01/2022
1 . Online
plastic waste to
, Analyze data, 04/01 -
be really effective
Write articles 09/01/2022
Publish 11/01/2022
Choose reporter 03/01/2022
i 06/01 -
Disposable Survey, Interview
plastic bags - high . 12/01/2022
2 . . Online
convenience with Analyze data, 12/01/2022 -
great pollution Write articles 17/01/2022
Publish 21/01/2022

7
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Choose reporter 03/01/2022
S ntervi 06/01 -
urvey, Interview
Hotels need to Y 12/01/2022
3 join hands to fight Online

plastic waste Analyze data, 12/1/2022 -
Write articles 19/01/2022
Publish 24/01/2022

Figure 21: Online newspapers timeline

2.6. HUMAN RESOURCES

MDI's press production team works with ICT to select quality journalists and

collaborates with these journalists to generate ideas for articles.
Selected journalists: Bao Anh, Thanh Huong, Dinh Van Luyen.

Working directly with the media agency in charge of ICT, MDI is responsible for

supporting opinions and providing information.

2.7. ESTIMATED COST

Price

No Categories

Online newspapers Lao déng thu

1 45 5.000.000 VND

2 Online newspapers VTC News 5.000.000 VND

3 Online newspapers Cong thuong 5.000.000 VND
Total 15.000.000 VND

Figure 22: Online newspapers cost

3. SOCIAL MEDIA PRODUCT
(COMMUNICATION VIDEO
ON MEDIA CLIMATE NET'S
FACEBOOK PAGE)

3.1. BRIEF AND PROPOSAL

Using video for media campaigns is no longer a novelty and is widely accepted by
the public. MDI realizes that video is also an ideal tool to convey information and
messages for the project. With the production orientation of MDI, the video will have
a youthful and novel nature, thereby cleverly conveying the campaign's message in a

closer and more vivid way, contributing to increasing the appeal of the campaign.

Along with that, in the complicated situation of the Covid-19 epidemic at the time
of the campaign implementation, difficulties in offline communication activities are
inevitable. Therefore, choosing the form of online communication as video on Media
Climate Net's Facebook page is a flexible decision with the circumstances, while op-

timizing the spread of the campaign.

With this communication video, we have thought and researched a lot about the ori-
entation as well as the most appropriate and effective way to approach, express and

convey the message. Since the target audience is young people, with the purpose of
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calling for action to change from young people, the implementing unit has used young VIDEO SCRIPT: "Bio vé mbi trwong xanh"

Bon gian, dd hidu, dd nhd: co yéu o giai o, vui v nheng vin dam bao dnh giso due va nhan van.

resources to have empathy and understanding in psychology, then find the most hon- Brizht, simple, showing closeness, authenticity. There is an element of humor
est, closest expression. The style of the video's content is also new and different: All
SETUP SHOT SUBIECT A SHOT SIZE FRAMING AANGLE A MOVEMENT SOUNDS DESCRIPTON
is shown through the lens of young people. 11 ICU  |CLEARSINGLE | HIGHANGLE |  STATIC BOOM  |Description of the phone Iying an the table top
12 M5 CLEARSIMGLE | EYELEVEL STATIZ B0 Linh satup to check the calendar
1 EITCHEN

Over-the-shoulder specifying the calendar content

3.2. GOALS - OBJECTIVE: o |omwwes] o | sme | oo [opm

L4 M5 CLEARSINGLE | EYELEVEL STATIC BOOM Link got out of bed and out fame
From the original destination of the campaign, the video was made to spread the 2 IN-DAY PAGES 2
SETUF # SHOT = SUBIECT A SHOT SIZE FRAMING AANGLE A MOVEMENT SOUNDS LDESCRIPTON
message of raising awareness about the status of plastic waste pollution, calling on 2 s SNGlE | FELEVEL | smmc | soow | smetemismmezed
12 S CLEAR. EYELEVEL STATIC SO0M Link went inso the kitcher to look at the ple of
SINGLE things on the t2hle and brushed them all away.

everyone to join hands to reduce and replace single-use plastic. e S St

; 23 s ECTU SINGLE EYELEVEL TAN B0 the tble by e sparit
. . . . . . 14 F5 %{%ﬁ EYELEVEL STATIC BOOM Link paxt the thinsz she fust 1aid out in the bag
In terms of production purposes and goals, this is a media video that creatively con- : - T p— O ——
veys the campaign's message, expressed through the small actions illustrated in the 15 s SNole | FYELEVEL | SHEmC | sooM | mesmemmmstemmimmon
3 SCENE IN-DAY PAGES 3
video, but contributes a large part to the journey to eliminate plastic waste. The con- o HECEE S S SUREET Mo SHUT ST | e Ry 3 S ] AR BN ST RS I :
3l F3 FOUF. SHOT EYELEVEL STATIZ =10 L Linhk inframs and put the boardzame on the t2bls
. . . . . . . 12 F3 DIETY SHOT EYELEVEL STATIC B0 Insert flyins books.
tent will show daily life situations, close to the real circumstance of single-use plas- - - CrT ) ——— R T
tic, so that viewers can see themselves in it. Also, the video also offers solutions to 34 U | EHREESHOT | EYELEVEL | PN il
1 LIVING ROOM
replace seemingly difficult and complicated disposable plastic products, but become 35 ECU Snole | EVELEVEL | smme SOOM  |Specificaions f te suction pipe plug
simple and easy through a more youthful and novel expression method. = CL IR S, L S e T L T
37 F5 FOUR SHOT | HIGHLEVEL STATIC SO0M I;f,a": :“mﬁ?;ﬂigﬁ T
4 OUT-DAY PAGES 4
In detail, the objective for this media product on Media Climate Net's Facebook page SETUP= SHOT= | SUBECT [ ASHOTSIZE | FRAMING | AANGLE [AMOVEMENT| SOWDS [DESCRETON
. . . . . 41 F5 %ﬁ EYELEVEL BAN BOOM Link infams and interact with frisnds at the picmic
(Communlcatlon VldeO) is to reach 1000 views. 42 S FOUR.SHOT | EYELEVEL STATIC SO0 | Croup of iends heppily chesting with 2ach afuer
43 ECU  |DIRTY SINGLE | HIGHANGLE |  STATIC BO0N ﬂﬁ;*ﬁzﬂﬁfﬁﬁﬁffﬁt
1 44 PICNIC i SER | mvELmvEL | smame SOGHE | Lomened e el et Sooet et ey

CLEAR

3 3 T RGET UDIENCE S 45 co SINGLE EYELEVEL STATIC BOOM Link dos: magic with built-in sating utensils
ee e L & L k 44 M5 THREE SHOT | EYELEVEL STATIC BOOM

Appreciating expressions of 3 fisnds.

o - - = E Papple eating and tzlkins keppily (Bl ouat 2nd
4 Fs FOUR. EBHOT EYELEVEL STATIC BOOM pap up ey mazsass)

The video is aimed at the general public who have been using single-used plastic Figure 23: Video Shotlist

waste and in addition, to young people and students.
*Note: ECU: Extreme Close Up, CU: Close-Up, MS: Medium Shot, FS: Full Shot,

OTS: Over-the-shoulder shot.
3.4. SCRIPT

3.5. HUMAN RESOURCES

- MDI will be in charge of writing scripts, directing and producing the final prod-

uct.



+ Participants in the video are members of our team: Linh, Hoang, Nhan, Ky Anh.

« Nguyen Tuan Minh is a famous photo director, camera operator in Hanoi,with
experience in producing many music videos, along with TVCs, press reports
with products that have collaborated with MDI and other parties such as the
MV "First Day" by singer Duc Phuc, The MV "Tinder" by rapper Wxrdie, or the
project on pangolin protection in collaboration with MDI and many other large
and small projects.

« Ms. Tran Le Thuy is a director of MDI who has many years of experience in vid-
eo production and has been a video producer for major news agencies such as
CNN, AFP, Al Jazeera. In particular, the film produced about the pangolin pro-

tection project was nominated at the New York Film and TV Festival awards.

3.6. SETTING UP AND BEHIND THE SCENES JOB
DESCRIPTION

ROLE PARTICIPANT JOB DESCRIPTION
Executive Producers Ms.Tran Le Thuy, Nguyen Nam '(')rgamzf: e dlieee ey 1_'0duct10n"of the video
Protecting the green environment
Support Le Hong Son, Quang Anh, Lang Lan |Support during the video production implementation
Vu Trong Nhan, Nguyen Huy Hoang, i
Characters @5g KepAnt Dien L inh Acting
The director of visual and the person who shot each
Cameraman Quoc Trung
scene
ibespes Mr. Nguyen Tuan Minh, Ms Tran Le
Thuy Direct the acting and visuals for the video
Post-production Quoc Trung BT TG

Figure 24: Video 7D
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Figure 26: Behind the scene - Main character



Figure 27: Board game scene setup

Figure 28: MDI crews

Figure 29: Picnic scene selup

Figure 30: Character number 1
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Figure 31: Character number 2

3. 7. TIMELINE

STT

—_

CATEGORIES

Develop a detailed scenario based on existing information on
the topic of reducing plastic waste

TIME

23-29/12/2021

2 Read, browse and comment on the script 30/12-5/1
3 Edit script (up to 2 times) 6/1-9/1
4 Filming 10/1

5 Post-production and editing 11-18/1
6 Submit first draft and get comments 18/1

i Lst edit 19-20/1
8 Submit a second draft and get comments 211

9 2nd edit 22-23/1
10 Review and finalize the final version 24-271
1 Publish 7/2

Figure 32: Social media product timeline

3.8. ESTIMATED COST

CATEGORIES QUANTITY PRICE PERITEM
CONTENT
1|Concept, Idea 3.000.000 VND 3.000.000 VND
2| Script 2.500.000 VND 2.500.000 VND
3| Actor 1.000.000 VND 4.000.000 VND
FILMING
1|Camera 3,000,000 VND 3,000,000 VND
2| Studio 4,000,000 VND 4,000,000 VND
3| Logistic 500,000 VND 500,000 VND
PRODUCTION
1|Background music 500.000 VND 500.000 VND
2 |Post-production and editing process 2,000,000 VND 2,000,000 VND
COST 19,500,000 VND
COST INCURRED 10% 975.000 VND
TOTAL 20,475,000 VND

Figure 33: Communication video cost



04.

1. MEASUREMENT &
EVALUATION

1.1. CAMPAIGN EVALUATION

1.1.1. INTERVIEW & SURVEY

In general, the survey and interview results achieved good results. The implementa-
tion team approached and mobilized the set targets of 15 establishments, restau-
rants, and food services. Apart from the problem of the COVID-19 epidemic affecting

travel during work, everything went according to plan.

However, more research and propaganda can be done to help the project spread as
much as possible but still have a certain safety, the project team has not fully devel-
oped its full potential to reach out to the public. If possible, the group can focus more
on large chain business service groups to have a more general view of how the plastic

waste situation is happening in reality, for a more robust approach.

In addition, the group also obtained quite positive results when up to 4/15 establish-
ments agreed to commit to participating in the project to join hands to reduce plastic
waste, contribute to environmental protection for an Earth without plastic waste. A
good sign for the plastic waste problem is that when life is gradually stabilizing after
the COVID-19 epidemic and food service businesses have opened to sell and eat in,
their main financial problem has been minimized. So we can hope that in the near fu-
ture, many businesses will agree to participate in the project to contribute to protect-

ing the environment from plastic waste.



CAM KET THAM GIA THUC HANH GIAM RAC THAI NHUA
Dy an ‘Giam thiéu Rac thai nhya dai dwong tai Viét Nam’
PEé dong goép cho viéc bao vé va gin gitr moi treong tai Viét Nam, ching t6i — GZ Simplify your lifestyle dong y tham gia thuc hanh
giam rac thai nhya trong khudn khé dy an ‘Giam thiéu Rac thai nhya dai duong tai Viét Nam” do Tong cuc Bién va Hai dao Viét Nam
(B Tai nguyén va Mai trueng) phdi hop trién khai cling T6 chirc Bao ton Thién nhién Thé gidi WWF tai Viét Nam.

Chung t6i cam két thuc hién cac thwe hanh giam nhya sau:

- Khéng chi dong dua san pham nhura ding 1 13n cho khéch hang — chi dua cho khach hang khi cd yéu cau
Chiing t6i cam két nd lyc trién khai thuc hién nhirng hoat dong giam thiéu va tién t&i néi khéng véi cac san pham nhua dung mat lan

it nhat dén hét nam 2022.

Chu Minh Hiéu, Quan Iy

| QZ
| /
</7‘/ L

Figure s4: GZ Simplify your lifestyle’s commitment

1.1.2. ONLINE NEWSPAPERS

Within 1 month, from December 20, 2021 to January 24, 2022, the results of the arti-

cles were as follows:

Name of article Link article

1 DE& cong cudc https://laodongthudo.vn/

phong, chdng rac de-cong-cuoc-phong-chong- 940
thai nhua thuc su rac-thai-nhua-thuc-su-hieu-

hiéu qua qua-135502.html

2 Tui nilon dung 1 lan https://vtc.vn/tui-nilon-dung-
- tién dung cao di 1-lan-tien-dung-cao-di-kem-o- 3511
kem 6 nhiém Ién nhiem-lon-ar656619.html

90

3 Cac “ong Ién” https://congthuong.vn/cac-ong-
khach san can lon-khach-san-can-chung-tay- 2063
chung tay chdng chong-rac-thai-nhua-171214.

rac thai nhua html

Figure 35: Online Newspapers Measurement

The article “Céc “ong I6n” khach san can chung tay chong rac thai nhua” published in
Cong Thuong newspaper achieved 2963 views after 1 month period. The article on
VTC newspaper got better results when it got 3511 views, besides, the Lao Dong Thu
Do newspaper also gave approximate results compared to the Cong Thuong newspa-
per. With the pervasive of the online community, we can say positively, in addition to
the number of views in the newspaper, the number of people spreading through word

of mouth about reducing plastic waste will continue to increase.

Q' Bueng day nong: 0866.59.4498 - Thir nam 21/04/2022 01:11 E¥= ENGLISH EDITION  Nnap tir khda tim kiém

g €OGUAN NEON LUAN CUA BO CONG wgg
‘Dién dan cia gi0f cong thucg Viét Nam

$ - =
m KINH TE VIET NAM EJ VIETNAM ECONOMICS NEWS

{} THOISU CONGTHUONG24H QUANLYTHITRUING THUONGMAI CONGNGHIEP PHAPLUAT-DIEUTRA THITRUONG NANGLUONG HOINHAP-QUGCTE TIEUDUNG  BANDOC

X3 héi Moi truong

Cac “6ng 16n” khach san can chung tay chéng rac  2ecnhieu

théi nhu,a $6m chuan héa tram
" sac cho xe dién tai
céc do thi
Lo Thu Huong
Thu
Nhiéu hoat dong ¥
MOI TRUONG | THIYHAL 24/01/2022-22:27 Theo dai Congthuong.vn trén Google News &  nghia, thiét thyc

% hudng ng thang
‘Thanh nién nam

CongThuong Cac khach san I&n ludn di lién véi hé théng qudy bar, giai khat va nha
hang dit do. Tinh chét phuc vu khach “5 sao” luén doi hoi “chi dung mét 1an” nén 2022
day chinh la thach thirc v6 hinh trong viéc giam rac thai nhya néu cac “6ng Ion”

khéng vao cudc. Kinh té rac — Viét

OWOE®

Nam dang b6 15 diéu
Bét ddu tir chiéc khoa thé tir gi?
Mét chuyén gia tai chinh da tinh todn: Mét khach san 4 sao gdm 200 phong cé thé ding A Gios tréi ddt 2022: Tat
khodng 300.000 manh nhwa trong 1 thang néu né hoat dong hét cong suét va khong dau - ¢7 E:':lg:?fi:agmva

tu bét ky gidi phap thay thé vi méi triréng ndo. “Néu cét gidm duoc cling sé 14 khoan chi

Figure 36: Article 1: “Dé cong cudc phong, ché/ng rdac thdi nhya thuc su hieu qua”

01



uacNEWS @ Mgi nhat © Xemnhidu . Hotline: 0855911911  EIRSS  Thirtu, 20/4/2022, 22:41 (GMT+T) Tim kiém trén VTC News Q

Hor e caoe 10mg

Bang nhap

SEAGAMES 31 VIDEO KINHTE THETHAO THEGIOl GIAODUC PHAPLUAT VEANHOA GIAITRI SPCKHOE BOMSONG OTO XEMAY KHOAHOC CONGNGHE TRE VECHUNGTOI

Lignhé q

LLIEU PHAP TRON DI CHO DA DAY 2

Chuyén gia dau nghanh chi cach,

T ] Tui nilon dung 1 1an - tién dung cao di kém 6
CHO DA DAY emusn nhiém Ién

2 DOANH NGHIEP - DOANH NHAN  Thir Ba, 11/01/2022 152148 ~07:00 phc i Dha Dy Das T rand
H8 troy 1am gidm cac trigu chimg o
Facebook = :;L: «chua, budn nén, dau tic
L/ g - " - - PR ® Nbi théng knd ciia ba con da day dai tran
b (VTC News) - NhiPng chiéc tui nilon véi déc tinh khé phan huy dang la mai 9 i 9
witter 2 % = g —
de doa doi véi mbi tredng, hé sinh thai va sike khée con ngwoi. . ';éc"l‘ :0 tro giam dau do Da Day — ai Trang
anh ha
Chuy#n gia déu L . 5 . Y - " =
nghanh chi cach phuc Viéc gia tang tinh trang str dung do nhya dung mét lan trong nhirng nam qua da duocphamquoctemicel i tro thang tin
?r‘;'rzf 1yt khién Iwgng rac thai nhwa khong dugc quan Iy va thai ra mi trweng ngay cang
"HE tro 1am gidm cAc tigu Ién. O trong méi truwdng tuw nhién, nhura can vai trdm nam méi cé thé phan hiy =
chimg  hoi,..” hét.
;ﬂ_eodr«é\ lm_énfﬂuu ﬁ_@ Tham chi ké ca khi dwoc thu gom, nhing nhira dugc chén Iap khéng dang cach
lay don gian tal nha 2. 2 L. . N . L . . . . . . N
hodc @bt & ngoai méi trudng sé tao ra nhiéu loai khi ddc, trong do co6 dioxin va
Cube goi dinh ménh, furan 1a nhiing chét cuc ddc ¢6 kha nang gay kho thé, anh huéng téi tuyén ndi
niém vui tro vé ngurdi S s A . A L S Sl
Da Day- Bai Trang tiét, giam kha nang mién dich, roi loan chirc néng tiéu hoa, va ddc biét la ¢é nguy

co' gay ung thu.
NGi théng kho cia ba
con da day dai trang

Tuy nhién, v&i “uu diém” nhu tién loi, chi phi ré, lai co thé st¥ dung mot cach da
duocphamquoctemicel nang nhw dyng thirc an, lam mang boc thyc phdm, tai dwng vat dung... hién nay
tai nilon va nhiéu san phdm nhwa dung 1 1an khac dang la vat dung wa thich ctia
cac ba ndi tro.

XEM NHIEU

Pharmacity la chudi ban lé

1 dwee pham phat trién bén
virng trong kinh doanh
11:44 200472022

Chubi toa dam "Chi Din Dé":

Figure 37: Article 2:“Tui nilon dung 1 lan - tien dung cao di kem 6 nhiem lin”
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> Bt Chil tich Louis Holdings va Tang Biam doc Cang ty C 0006
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Figure 38: Article 3: “Cdc “ong lon” khdch san can chung tay chong rdc thdi nhia”
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Figure 39: Screenshot CMS of Article 1: “Pé cong cuge phong, chong rdc thii nhia thuc sy hidu qua”
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Figure 40: Screenshot CMS of Article 2: “Titi nilon dung 1 lan - tien dung cao di kem 6 nhiem ldn”
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Figure 42: Result of the video after 3 day posting

Figure 41: Screenshot CMS of Article 3: “Cdc “ong lon” khdch san can chung tay choA/ng rdac thdai nhya”
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1.1.3. COMMUNICATION VIDEO .. | T e

9,7K

After 3 days of posting, we obtained the following interactive results of the video on

Dudng cong 1y 1 gir
chén

the social networking platform Facebook:

Xem thém chi viét vé video

Figure 9: Result of the video after 3 day posting : fj v O B iin > chiase @)
Tiép theo
[\ [o] Categories Result .' ot
1 Reach 5200
Figure 43: Parameter of the communication video
2 View 1200
« As of April 10, 2022, Our video “Protecting the green environment” has very
Total: 54 positive data:
3 Like Direct: 22
From shared posts: 32 «  The number of views on the Facebook platform - the main platform we use for
this video has increased, reaching 2,500.

«  Number of reach to viewers has changed in an upward direction, from 5,200

after 3 days of video publishing to 9,700
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«  The number of interactions on the video has increased to 90 likes.
«  Minimum 3 seconds video view reaches 1,200

«  The number of comments is 9 comments, not to mention there are other shares
account, exactly 62 shares,, cling nhan dugc cac binh luan ang ho tich cuc t6i

du an.

« After a period of 2 months, the popularity of the video has decreased over time
due to the expiration of the validity of the Facebook ad package and a lot of
other content, especially entertainment - the content that attracts the most au-

diences, produced every day in cyberspace.

1.2. KPI

« The KPI will be evaluated based on the results recorded from the publish day to
24th January.

* In addition, the results must be organic.

Interview & Survey
1 b i L Lo Qualified
Commitments 4 4
Online Newspapers
Views of article 1 2540
2 Views of article 2 1000 - 3000 3511 Qualiied
Views of article 3 2963
Communication Video
5 Views 1000 1200 Qualified
Shares 100 10 Unqualified

Figure 44: KPI board evaluation

2. FEEDBACK

2.1. MDI'S FEEDBACK ABOUT COMMUNICATION
VIDEO

Ms. Thuy - director of MDI - is the one to lead and create opportunities for the team
to participate in the project implementation from the very beginning. In addition to
other activities, there was one activity that connected not only the team members but
also the team and MDI as well as Ms. Thuy, which was the day of video communica-
tion. And no one else, it was Ms. Thuy who discovered the acting ability of the team
members and encouraged and enthusiastically supported us during the production
process. The filming left a lot of emotions and memorable memories, in addition,
a very special product was born: The product in which the team members were in
charge and tried different roles in the movie. the process of making a communication
product. It can be said that we are very proud to have received a very sincere feedback
from her: "Very well done, good cooperation with the crew!" In addition, the product

also received a lot of feedback and sharing. positive share from the public.

Cam on t&t cd moi ngudi a3 tham gia hém qua nhe. Cic chau déng rat tat, hop tac
wdi doan quay cing 1ot 5

Figure 45: Ms. Thuy - director of MDI's feedback
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2.2. PUBLIC FEEDBACK

The video has received a lot of attention from education fanpages with a large num-
ber of followers. They have shared a video of the project to help spread the message
of reducing plastic waste more. The comments also show support for the message

and urge people to give up the habit of using plastic and use eco-friendly instead.

Regarding other activities that the group also contributed to implement, the achieved
results and positive feedback from the public have also satisfied both the agencies
(MDI, ICT) as well as the clients (VASI, WWF).

cac cach dé trd nén "COOL
" trong ndm 2022 I Top 1...

hi BieEn ddi Khi hdu va Nang hugng
1 .

T Top cic chch 8& trd nén "COOL NGAU" trong ndm
222 = Tn-|1 T Mhin =ang |1h.1| va l.‘l|-:r.\¢I thé san ph:i]

© Gui tan whadin

Figure 46: The response from the public on Facebook

3. EVALUATION &
REFLECTION

3.1. POSITIVE POINTS & NEGATIVE POINTS

3.L.L.POSITIVE POINTS:

* Young, dynamic and enthusiastic team is always ready for any situation
« The project cost less than expected
* New and creative video content suitable for young audiences

«  The campaign has contributed to building and conveying the message of re-
ducing the use of plastic waste to establishments, food services and consum-

ers, for a greener, cleaner and more beautiful environment.

3.1.2.NEGATIVE POINTS:

« The campaign has not really spread to the public yet.
«  The communication channels used in the campaign are not really diverse.

« The content of the campaign has not had any breakthrough creativity to attract

more publicity..
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3.2. REFLECTION & RECOMMENDATION

3.2.1. REFLECTION

Looking back, in addition to creating a certain level of spread about reducing plastic
waste 1 time - the No. 1 agent polluting the marine environment by showing quite
new and interesting, this campaign has left the Our team members have valuable ex-
periences and lessons that will help a lot in future projects. During the campaign, we
were directly involved in the stages from creating ideas and concepts for media video
scripts or articles, directly surveying establishments that use plastic waste. dispos-
able to something we never thought we'd be able to do, and that was acting in the very

media video that the team made.

In addition to the positive factors, during the implementation of the campaign, we also
noticed the limitation in reach as well as the subjective and objective factors leading

to inefficiencies when working remotely in the field. pandemic period. Can say about:

«  Working in groups, to complete the task, there needs to be a rhythmic com-
bination between the members; however, some people do not allocate work

efficiently..

« Communication and transmission methods are misunderstood, leading to

quarrels. Work efficiency is reduced.

*  When brainstorming ideas, the team often comes up with ideas that do not

match the actual situation as well as the project's resources.

+ In the first time, the members did not meet the deadline given because they
were not really proficient, had limited experience, had to constantly correct mis-

takes, which resulted in loss of time.

3.2.2. RECOMMENDATION

+ Use a variety of other communication tools to optimize the spread of products

in the campaign as well as the campaign.
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«  When working in groups, it is necessary to find suitable and frank solutions in
the spirit of making progress together and completing tasks well. This helps to

improve work efficiency and friendship among colleagues.

« Should pay attention, focus on the research process, learn about insight of the
target audience as well as our client, thereby determining the most feasible

direction to develop content for media products in the campaign.

« Should hone and practice more knowledge and skills to be more active in work

as well as in group work.

« Should make a plan as well as establish a working schedule, and need to follow

it more strictly.

4. CONCLUSION

Looking back at the whole project, it can be said that this is a campaign that leaves
a lot of emotions.Under the evaluation of our supporting lecturers, the agencies as
well as the clients, the campaign has built a certain influence on the public, which is
the success of all members involved in the implementation of the project. In addition,
participating in a national project for the first time is a great honor for our team. This
is a quite impressive and unforgettable experience as well as bringing a lot of use-
ful lessons for us. This project is a milestone marking the maturity to a new level of
the team members so that each of us will be able to firmly walk on the next chosen
journey after graduation. We are passionately thank for the companionship of mentor
Duong as well as Ms. Thuy and the MDI team who have always helped the group over

the project.
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APPENDIX

Pitching campaign for MDI about the Communication Video on Facebook

Y tudng

Duw an: "Gidm thiéu rdc théi dai duong & Viét
Nam"

San pham truyén thong: Video chi dé "Gidm
thiéu rdc thdi nhua ding 1 1on & Viét Nam”

Thir lam nhirng diéu don gian.
Tai sao khong?

- Thoi lwong: 1 phut 20 gidy - 1 phdt 30 gidy
- Tinh chat: Bon gian, dé hiéu, dé& nhg, c6 yéu t6 gidi tri,
vui vé nhung van dam bao tinh gido duc va nhan van.
- Danh cho moi ddi tugng déu c6 thé xem va ti€p nhan
théng tin mot cach dé dang. (Ngudi tiéu dung va nha ban
hang)
- Ldy cdm hirng tir "biéu tugng cla sy don gian", hién
tugng mang xa hdi Khaby Lame. St dung dién vién
trung tam cé than thai, bi€u cam tao dwgc do giai tri,
hai huéc nhu Khaby Lame, hodc cé thé cover Khaby
Lame (khuyén khich sir dung dién vién ngudi Viét dé gan
gli hon vdi d6i tugng muc tiéu). Ngoai ra, video con lay
cdm hing tlr xu huéng lam video theo mo tip "1 2 3...
Nhin sang trai." trén mang xa hoi Tiktok.

(L Link tham khao:

18568197
https://www.tiktok.com/@toilathaivu/video/70326498390
15939354

https://www.tiktok.com/@khaby.lame/video/69506278425
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M®& t4, tai hién lai nhitng tinh huéng thudng ngay gan
3 & o glii, quen thudc, c6 sir dung dén dé nhua & d6 nhya
N OI d u ng y dung 1 lan (Tui nilon, cdc nhya, 6ng hut nhya, ...), sau
[ do khéo léo 16ng ghép va dua thong tin vé nhirng cach
gidi quyét, nhirng thi than thién vdi moi truong (tui

>
t u’dn i gidy, 6ng hut tre, c6¢ thly tinh, ...) c6 thé thay thé viéc
d str dung dd nhua dung 1 1an dé bao vé méi trudng.

- Muc tiéu:

+ C6 thé viral, ti€p can cang nhiéu ngudi trén mang xa hoi
cang tot.

+ Gidm dén 5-10% lugng rac thai nhyua dung 1 1an trong
vong 3-4 thang.

- Muc dich:

+ Ph@ bién thong tin cho ddi tugng xem.

+ Xay dung, chia sé nhan thirc cho moi ngudi vé bao vé
moi trudng xanh bang cach giam thiéu rac thai nhya dung
1 1an.

+ Cac clra hang, quéan an chuyén d8i sir dung d6 nhya 1
lan sang d6 hitu co hodc d6 nhya than thién véi moi

(YU truong.
5 e - Thong diép: "Thdr lam nhiing diéu don gidn. Tai sao
khéng?"

www.shutterstock.c com - 1523910629

- C6 khd ndng tao xu hudng trén cdc nén tdng mang
x@ hoi (phdi sinh cdc ndi dung dang video ngan).

- C6 thé lam cudc thi lam video ngdn trén cdc nén
tdng mang xd hoéi dé ting hiéu ing lan téa cda du
dn ciing nhu théng diép.

PHU'ONG THU'C THE HIEN

Nhip phim nhanh, ditt khoat, xen k& mot s& phan canh cham dé
nha@n manh cho thdng tin can truyén tai (nhitng phan canh chi
ra d6 nhya diing 1 1an cd thé thay thé bang nhitng do than
thién v&i moi treong.) Két hop sir dung am nhac va cach dyng
phim dé bé trg cho ndi dung hwéng dén.

MOOD AND TONE

Twoi séng, don gian, thé hién sy gan
giii, chan thyec. C6 yéu t6 hai hudc.

Pitching campaogn
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Below is the layout of our survey minutes and commitments. All minutes are used in

the process of serving the survey as well as the commitment between the two parties

are located at the link below:

Minute link:

https://drive.google.com/drive/folders/102bD_cDh-9vpQBYoTmfQw6f_K--xzcma?us-

p=sharing

Commitment link:
https://drive.google.com/drive/folders/1gv9ENaNyzrDOAUNsxQcOM-
M7hU82eTatA?usp=sharing

CAM KET THAM GIA THU'C HANH GIAM RAC THAI NHUA
Dy 4n ‘Gidm thiéu Rac thai nhua dai dwong tai Viét Nam'
D& déng gép cho viéc bao vé va gin gilt mdi truding tai Viét Nam, ching t6i — [ Tén doanh nghiép / Co' s&] ddng y tham gia thue hanh

giam réc thai nhya trong khuén khé du &n ‘Gidm thiéu Rac thai nhya dai duong tai Viét Nam” do Téng cuc Bién va Hai dao Viét Nam
(B Tai nguyén va Méi trudng) phédi hop trién khai cling T8 chitc Bao ton Thién nhi&n Thé gidi WWF tai Viét Nam.

Chiing t6i cam k&t thuyc hién cac thic hanh gidm nhua sau:

|:| Khéng st dung tdi nilong d& dung san phdm cho khach

|:| Mua hang trong géi lén dé giam rac tir nhigu géi nhad

|:| Béan cac mat hang thay thé cho san pham nhya

|:| Chia sé vé&i nhan vién LY DO va CACH THUC gidm thidu san phim nhuwa diing 1 [5n trén cac kénh/phuong tién truyén théng
|:| Chia sé véi khach hang LY DO v& CACH THUC gidm thifu san phim nhua ding 1 [3n trén céc kénh/phwong tién truyén théng
|:| Khuyé&n khich nhan vién gidm thiéu st dung hop nhya va tdi nhua khi mua d &n sang/trira/tdi va nuée uéng

|:| Khéng chi déng dua sén phdm nhya ding 1 13n cho khach hang — chi dwa cho khach hang khi cé yéu cau

Chiing t&i cam k&t nd I trién khai thyc hién nhitng hoat déng gidm thiu va tién téi ndi khéng véi cac san pham nhua diing mét [in
it nhat dén hét ndm 2022.

[Hovatén], Chirc danh
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Commitment Layout

CONG HOA XA HOI CHU NGHIA VIET NAM
Dée lap — Tw do — Hanh phuc
---0lo---
BIEN BAN LAM VIEC

Hoi......gio......ngay.....thing. ... .nam 2021

T oo e,

B at A1 G0

Vé néi dung: Giam thidu réc thai nhia
CAC NOIDUNG CHINH
1. Anh hwong cua rac thdi nhya

- Anh hwdmg toi méi trudme:

Réc thai nhya phai mét tir 300-500 nam, thdm chi 13 l4u hon niva d€ c6 thé phén hiy
hoan toan. Dy chinh 14 Iy do tai sao loai rac thai nay lai ¢ tic déng giy 6 nhiém

manh mé den vay.

Tuy nhién, khi phén huy, nhya bi phén rd thanh vi nhira, hoa 1an vio dat, ngudn nude
va tham chi 1a khong khi, gay 6 nhiém vi nhia trong cac mo1 trirdng nav.

- Anh hwdmg toi siec khde:

O nhidm do vi nhua 14 ¢6 thé gdy ra cde bénh ho hip, tim mach v thin kinh khi cac

hat nay len 14i vao co thé qua ngudn myée va thee pham.

Ngoai ra khi st dung nhiea ding mét 1an dé deng thue pham, cac chat doc giai phong
tir phan (ng cia nhya vé1 nguon nhiét 6 thé gay ra cac van dé stic khoe nghiém

trong, tham chi co thé dan téi ung the.

Survey Layout Page 1
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2. Thire trang rdc thdi nhiea hién nay
- Trén thé giéi:

Theo thong ké cia WHO, s6 lidu cho thay ngwdi dan trén toan thé gidi dang cé mike
tiéu thu d6 nhia v6 cing cao. Trung binh m&t nam, ngwedn dan trén toan the gidi thai
ra khoang 300 triéu tin rac thai nhya.

Luong tiéu thu céc d6 ding nhira trén thé gidi tinh dén nay da dat hon 8 tv tan. Trong
dd cd hon 6 ty tan 1a rac thai nhya.

C'4c nha khoa hoc du béo, néu tinh trang nay van 11'ép didn, vao nam 20350, lirong rac
thai nhya s& con nhiéu hon ca hrong cd & cac dai deong trén toan bé trai dat.

- Tai Viét Nam:

Céc nghién ciru quéc té chi ra, Viét Nam 14 mét trong nhitng quéc gia 6 lrong réc
thai nhya nhieu nhat thé gidi va ding thit 4 trén 20 quoc gia & top dau.

U'c tinh. mbi nim c6 hon 1.8 triéu tin réc thai nhwa dwoc thai ra tai Viét Nam nhueng
chi 27% trong s6 d6 dwoc tai che.

Suy ra, moi gidy tr6i qua, hon 57ke rdc thai nhya dwroc xa ra méi tredng, Moi phut
tré1 qua, leong rac thai nhiea loc nay d3 duo lap day mdt chiec xe tai of nha

Lwgng tiéu thy nhya tinh trén dau ngudi ¢ Viét Nam qua moi nim d3 tang manh ti
3,8kg 1én mirc 41, 3kg/ngurdr/'nam trong giai doan tir 1990 - 2018,

Nhua chiém dén 6_4% ty 18 vét liéu ding trong nganh bao bi cua Viét Nam va di
kién ty 1€ nay sé tiep tuc ting 1én.

- Tai cosor

+ Céac san phém c6 st dung nhwra mét lan:

+ Tén suét st dung nhirga mot ldn trung binh:

3. Téi ché nh wa dung mit lan:
a) Kho khan:

Tai ché nhua dung mot 14n 14 mot bitn phap dé giam thidu réc thai nhwa. Tuy nhién,
diéu nay khéng hé dé dang do céc trdr ngai dén ti:

- Thoi quen sinh hoat va v thitc cia ngudi ding:

+ Swtién loi cia nhwa ding mét lan

+ Noudi ding chwa nim bit dwoc tac hai cua nhea d6i v méi tredng va sie khoe
cta chinh minh

- Phan loai rac thai nhya:

+ Thiéu kién thize phén loai rdc thai nhwa

+ Co 50 phan loai nho 18, chwa cé quy mé

- Cor s& tai ché rac thai nhua:

+ Thifu nguyén liéu nhwa cd the téi ché

+ Diéu kién co s& vt chét

Survey Layout Page 1
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b) Khu}'én cdo phén loai, st dung nhya:

N D D
CIVFEENINED N ESD
e S

0 Dk

5. Nhu cdu tiéu diing Khong nhwa ding mgt lan

Hién nay, xu hedng tiéu ding xanh, co thé hiéu 14 viéc mua v st dung céc san pham
than thién véi mi trrdng, khéng gav hai cho sic khoe con ngudi, khong de doa dén
hé sinh thai te nhién va nd1 khong vé nhea ding mot lin dang dan 16n manh_ dac
biét la ¢ gidi tre.

Céu hoi Co | Khong

Co s& ctia ban ¢ thirdng nhén dwoc phan hoi tir khdch hang ve
viéc st dung nhwa trong san pham/dich vu cung cap?

Co s& cia ban cé time 88 ¥ téi xu hwéng Tiéu ding xanh?

Co s cua ban di bao gi ¢6 ¥ dinh chuyén sang s dung céc san
pham thay thé nhya ding mot lan ?

Co s0 cia ban d3 bao gio i tim hiéu cdc sin pham bén vitng/thay
thé nhira ding mét lan?

Loai nhwa C6 thé tai ché | Co thé tai sit dung

Nguy hai/
€6 nguy co' gay hai

Co o ctia ban co ke hoach cho viéc st dung cac san pham bén
vitng/thay thé cho ninra ding mdt lan tai co so cua minh?

v

v v

el Sy | | [ [ |

SIS

4. Hiéu biét vé rac thdi nhua

Sau qua trinh vin ddng, ban 6 nam dwge:

Cau hoi

Co

Khong

Mot phan

Co st cua ban co ndm dwge thuc trang ve rac thai nha
hién nav?

Co s0 ciia ban cé nam duoc cac kho khan trong vide
tai ché nhwra mot lan?

Co & cua ban cd nim degc cach phén load va st dung
nhwa?

Ca 30 cua ban c6 nim drgc anh hirong coa réc thai
nhwa dén mo1 tnromg?

Co s0 ctia ban cd ndm dwoc anh huong cua nhya dén
stec khoe?

Céc giai phép thay thé v cdc san pham bén vitng dang droc wa chudng thay cho db
nhwa mét lan nhw 6ng hit inox, hop dueng bang b mia, toi vai/gidy, ...

Vi véy, cac doanh nghiép, co s& kinh doanh nén nim bat xu thé tiéu ding nay dé giiF
chén cling nhw thu hit thém d61 twong khach hang tiém ning nay.

6. Dé nghi ciia don vi vé viée giam thizu Rac thdi nhwa dimg mgt lan
Mong muon:

Survey Layout Page 3

Survey Layout Page 3
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Co s¢ dong ¢ tham gia khao sat va cho phép Téng cuc bién va har dao, WWF s
dung ndi dung trao doi cho mét nghién ciu thude Dy an Giam thicu rac thai nhea
da1 deong ta1 Viét Nam, do Téng cuc bien va WWF 6 chize

Pai dién cic bén lam viéc

Dai dién bén A Dai dién bén B

Survey Layoul Page 6
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