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1. INTRODUCTION
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1.2.4. Project overview

EXECUTIVE SUMMARY

COVID-19 pandemic is believed to be one of the main factors that lead people to spend
their time at home more than ever before. As a result, “home” becomes a different concept
compared to how it was in the past. The increased indoor activities has led people to be more
aware of the importance of a clean space, and at the same time, to pay more attention to
environmentally friendly products or products which bring less environmental impact than
others in the same segment. According to E.ON, consumers are dactively seeking more
sustainable products and services dfter the appearance of the COVID-19 pandemic. Research
confirms that COVID-19 has changed human shopping patterns and lifestyle, needless to say,
the concept of green consumption and green living have increasingly become a major concern
to sustain our life.

Acknowledging these issues, DACHL team joined VietCup, a part of a green business, to join
their project as media collaborators, to propose and lead the project with the main purpose of
increasing brand awareness for young audiences. Knowledge of multimedia communication has
been learned at FPT University, we have the opportunity to apply the knowledge to a real project.

VietCup®

PROJECT OWNER
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1.1. CONTEXT ANALYSIS

Keeping yourself healthy every day has been a trend around the world in recent years,
and the emergence of the COVID-19 pandemic has partly accelerated this trend. Protecting
and promoting health is increasingly shown to be important in life as people are aware of
protecting their own health and that of their families (Sanofi).Since then, a healthy lifestyle is
also interested in improving health and spirit.

1.1.1. THE IMPORTANCE OF A HEALTHY POSITIVE LIFESTYLE

A healthy lifestyle is an important and meaningful part of everyone's life. A healthy positive
lifestyle is defined differently for different individuals. It simply means doing things that make you feel
happy and healthy. Living a healthy active lifestyle can prevent chronic diseases, reduce the incidence
of stress-related problems, and most importantly, improve quality of life.

Besides, a green lifestyle is also a way to help improve the quality of life. Green living (or
sustainable lifestyle) are thoughts, habits, and actions to reduce carbon footprint such as avoiding
food waste, reusing things, and changing transportation methods to reduce emissions. A green
lifestyle that protects the environment is a symbol of a commitment between ourselves and
sustainable development in the future.

A healthy positive lifestyle or green lifestyle can help you feel so much better in your daily life.
A few small changes can also lead to an improvement in quality of life. When a small change is made,
it can motivate you to keep making more positive changes.

1.1.2. CONSUMERS’ RISING CONCERNS ABOUT GREEN LIFESTYLE

According to BUPA, there has been a 418% surge in Google searches for climate anxiety, with
eco-anxiety also increasing by 238%. While the fear of environmental doom is a very real feeling, 2022
is all about letting it fuel us to do better., so the formation of the green consumption trend and
sustainable living is a necessary need to contribute to the effective implementation of the goal
"Sustainable Development”.

Statistics from the World Health Organizations report that 13 million deaths annually and almost
a quarter of all diseases worldwide are due to environmental causes that could be avoided or
prevented. These health issues include asthma, chronic obstructive pulmonary disease (COPD),
cardiovascular disease, and stroke. According to the CDC, when we make sustainable food choices,
use alternative transportation, purchase eco-friendly products, and recycle, we are helping to curb the
pollution causing these diseases.

Food safety, plastic waste, water pollution, insecticide/fertilisers, and air pollution are among
the top 5 concerns of Viethamese people. During unplanned shopping occasions, it is not convenient
for consumers to bring their own bags/cups/baskets for shopping, thus increasing the demand for free
plastic products even though they are aware of its negative impact on the environment. As a result,
consumers show a preference for easier and more convenient solutions such as 100% recyclable
plastic packaging or alternative biodegradable packaging.

Because of those concerns, the green product manufacturing industry is increasingly gaining a
foothold in the market.
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1.2. OVERVIEW
1.2.1. OUR FIRST STEPS ON THE PROJECT JOURNEY

At the beginning of the project implementation period, from January 2022, we had the opportunity
to work with Vietham government agencies, namely the Ministry of Health and the Department of
Preventive Medicine.

MINISTRY OF HEALTH (15/12/2021-29/12/2021)
To increase awareness and provide a strong message to

young children in two age groups, 5-11 and 12-17 years old,
about the benefits of COVID-19 vaccine, the research team
proposes a campaign - a communication plan called “Con da
tiem vacxin®, to arouse the spirit of initiative, confidence and
peace of mind in getting vaccinated and taking children for
vaccinations of children and parents. Accordingly, the
communication campaign will be implemented within 3 months,

with the outstanding activity being the launch of a series of

promotional videos based on true stories of children during the /SII?Y OF \,\(;
epidemic season. Build content from genuine, close, and settled

emotions, allowing the audience to experience the message.

In addition, the campaign also has practical activities such as building the image of a companion
mascot, a painting contest for children, collaborating with famous families and experts to strongly
spread the value of responsibility for health. children in particular and the health of the community in
general.

Accompanying the vaccination activity of the Ministry of Health, the communication campaign
will include two main keywords #consetiemvaccin and #condatiemvaccine, emphasizing the message
of helping children and parents confidently participate in vaccination, thereby evoking the feeling of
pride and accomplishments from children when they have been protected by a “double shield” named
COVID-19 vaccine.

DEPARTMENT OF PREVENTIVE MEDICINE (31/12/2021-10/3/2022)

Our main role is redesign the website's images and content, in BO YTE

addition to building communication channels on social networking Q’g‘iﬁ Du,o},%
platforms to raise people's awareness on prevention of infectious '
diseases, providing information on the Covid-19 epidemic and ?
methods of improving health. Besides, our group also plans to |
deploy communication activities to help people identify the image
of the Department of Preventive Medicine more clearly.

VIETCUP

However, at the beginning of March, due to the rapid spread of COVID-19 and the changing
system of the Ministry of Health, our mentioned projects were postponed. Being aware of the limited
time for the Capstone Project, we decided to stop the ongoing project with the two sides of the Ministry
of Health and the Department of Preventive Medicine. In this section, we will explain the origins of the
team'’s project and why we think it's worth contributing to society. At the current time, products that are
environmentally friendly and safe for users’ health are increasingly concerned, especially during the
epidemic period. VietCup is a brand with the mission of accompanying quality of life. We aim to build
our final capstone communication project which can have a positive impact on society, and as such,
we were grateful when being given the opportunity to work with a green organization on this project.
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1.2.2. ABOUT OUR PROJECT'S CLIENT: VIETCUP

In 2001, with the initial scale of an advertising shop on De La Thanh street, Ba Dinh district, Hanoi,
painter Duong Quang Huy and some other of his classmates built up the brand “ADP Design”. Providing
market services in consulting, advertising, design & printing. With brand awareness playing an
important role in development, he and his colleagues have built a professional & detailed identity. After
1 year, the store has built a large number of customers and created a position in the Hanoi printing -
advertising market.

The company focuses primarily on branding consulting & communication services (Design -
Graphics - Event - Advertising). With the position of one of the leading media companies, HUYLINH has
built a large and professional customer system such as Vietinbank Industrial and Commercial Bank;
Bank for investment and development of BIDV; Unicef Organisation, World Health Organisation WHO;
Ministry of Health; Department of Preventive Medicine; National AIDS Prevention Committee; National
expansion program of immunization, Institute of hematology and blood transfusion; Hanoi National
University, National Economics University, Hanoi Medical University, World Bank, Garment Corporation,
BP Group, Vietham Oil and Gas Corporation, Lifan Group, etc. The company has consulted to build
many successful brands such as Tam Kim Group, Tostem Window Vietnam, Nippon Vietnam Paint Joint
Stock Company, NCC Group, VLine Vietham, Quoc Hung HP...

COMPANY OVERVIEW

VietCup Company is brands of Huy Linh Group Corporation. Born in 2009 up to now, VietCup has
been constantly developing recycled paper products, offering convenient and long-term solutions for
the environment and for people. VietCup’s products include paper cups, paper bowls, paper plates,
bags, and disposable packaging made from paper with a full range of sizes and types, and diverse
models. All products have food safety standards and are easily biodegradable. With more than 10
years of establishment and development, VietCup is proud to be the pioneer company in developing
paper cup products in the Viethamese market. With the strategic thinking of the leadership and the
support of the market, Vietcup step by step built a professional and strong model to bring to the
market the products with the great quality, safety, and environmental protection.

VietCup’

www.cocgiay,com * www.lygiay.net
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BRAND IDENTITY

Logo

VietCup®

The logo consists of two letters Viet and Cup as the “Viet” represents the country of
Vietham. The meaning of the whole hame means that the cup of the Viethamese, used by the

Viethamese, is produced by the Viethamese.

Slogan

|“
[ ]

“pong hanh chét luong sdng

Each product created by VietCup is always strictly tested with the expectation that the
quality will always be the best in the hands of customers. At the same time, these are products
that want to reduce environmental problems, thereby improving people's quality of life and

accompanying people in all situations in life.

Color

These two colors are inspired by the colors of the corporation that owns VietCup paper

cup company, Huy Linh Group.
The red color represents enthusiasm and freshness. In addition, the red color also
represents the national flag of Vietham and the flow of life of the Viethamese people.
The dark grey color represents modernity and elegance. VietCup’s desire is to create a
product suitable for the current taste.
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Facebook

Coc giay VietCup
up - Cong ty

@ G tin nhan

Instagram

vietcupvn  Messge [l -

®
| Vietc u p 74 posts 701 followers 1,541 following
VIET CUP
Cham cSc cadm cdu chuyén &
L Web: www.cocgiay.com
& TikTok: chuyen_vietcup
#shareyourcup #acupstory

www.facebook.com/VietCup

Followed by ph2.fhank, 1cas0312, meinie bwi +6 more

Website

<™, -

Trangchi  Gidithiéu Tintrc  Sanphaém  Khach hang  Chinh sdch & Bdogia  Thwviénanh  Tuyéndyng  HuyLinh  Lién hé EBE=E

bﬁ*wl = }

San pha:im - Cée gié-n:.r cdc loai va mip
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MISSION, VISION, CORE VALUES

VISION

With the goal of becoming a leading media company - manufacturing & supplying paper
cups in Vietham and becoming a professional supplier in the region in the next decade. With the
vision becoming multi-function, combined with the economic market, well-implemented the motto
“No fastidious customers - only unprofessional suppliers”.

e

No fastidious customers -
only unprofessional suppliers

b

MISSION

Minimize the harmful effects of plastic waste on the environment, and adversely affect people.
From there, improving people’s quality of life. Bring convenient choices in shopping, help people feel
secure when using the product.

CORE VALUES

* Continuous development to perfect products targeting many customers.
* Highlight the safety and convenience of the product.
* Continuing to pursue its development goals in both domestic and regional markets in years to

come

Accompanying the quality of life

1.2.3. OUR GROUP'S ROLE IN THE PROJECT
OUR GROUP'S ROLE

VietCup has been known as one of the leading reputable paper cup suppliers in Vietham.
However, VietCup's initial customer base is mainly B2B wholesale businesses. Currently, VietCup
wants to expand its customer base to B2C files, mainly Gen Z - young people and Gen Y who will
become potential customers in the future. The members of the group are all in the age group of Gen
Z and have a certain understanding of this customer. Therefore, our team cooperated with VietCup
to propose, develop and implement a communication project to increase brand awareness for the
Gen Z audience.

VietCup is a brand that is initially successful in building emotional branding. As mentioned
above, concern about a healthy lifestyle with eco-friendly products is increasing. The presence of
VietCup - a green organization, with typical emotional advertising and storytelling such as "My Gu is
a paper cup” has attracted the subconscious of consumers and created an emotional connection
with the closeness of the brand. To continue building emotional branding that resonates with
consumers, our team proposed the project.

CAPSTONE PROJECT DOCUMENT | DACHL - SPRING 2022
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OUR GROUP’S AIM AND OPPORTUNITIES

Education and training associated with the practice is an indispensable requirement for
students, especially in the context of knowledge economy development and international integration.
To do this well, we would like to have the opportunity to develop in a corporate environment.
According to Hager and Gonczi (1996), the theory is the summary of practice, which is formed and
gradually enters the system when people perceive the objective world. Unlike theoretical knowledge,
practical competence is often summarized and described in the form of processes, such as planning
process, implementation process, control process, decision-making process, and activities. practical
action (Kieran Setiya, 2009). That is why it is a good opportunity for us to conduct a real project while
applying learned theories to reality at the same time.

In addition, through the project, we also accumulated a lot of experience when working directly
with businesses. They will participate in the process of evaluating, fostering, and further training us in
terms of practical knowledge, improving practical capacity and soft skills for students.

At the same time, our team hopes that the project, when combined with VietCup, will bring a lot
of social values to the community, spreading positive energy to the people around, especially the
target customer group.

1.2.4. PROJECT OVERVIEW

To spread the brand through new touchpoints to reach a
group of potential customers: Gen Z and Millennials, our team
proposes a campadign - a communication plan called "Touch to
share your cup” helping consumers have a new and more
emotional perspective on paper cups and bowls. From there -
identify the mission and increase awareness of a brand named Touch to
VietCup. In addition, the campaign objective also focuses on
boosting the awareness of the main product lines that the business
is developing in order to achieve future levels of brand loyalty.

share

The communication project will be implemented in the period your (os ¥ | p"
from March 2022 to December 2022. However, in order to match the
completion of the graduation thesis, we will accept the
communication results at the end of April 2022.

The main activity is to create a habit of caring more connected
with paper cups, as a product associated with your daily life, and
sharing each special moment of your life.

In addition to building content on social networking platforms, practical and contagious activity is
also carried out with the name: A Cup Story - Tell your story with our cup. This is a practical activity
through tree donation to send green sprouts planted in paper cups. It is also a word of encouragement
and thanks to everyone for the values they create and their daily efforts.

Accompanying the communication project with the main keyword #shareyourcup, emphasizing
the message to build a green lifestyle with VietCup, to be freely express the lifestyle while helping the
brand increase its popularity and friendly consumers.

CAPSTONE PROJECT DOCUMENT | DACHL - SPRING 2022
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2.1. COMPANY INSIGHT AND MARKET RESEARCH
2.1.1. Company insights
2.1.2. Market research
2.1.3 Social media use in Vietnam

2.2. THEORIES
2.2.1. Brand voice
2.2.2. Product branding
2.2.3. Ethical consumption
2.2.4. Emotional branding
2.2.5. Storytelling effect
2.2.6. Stakeholder theory

In the research part, we focus on analyzing the
consumption trends, communication activities
of competing brands in the market and

especially the channels that the brand is
building from which to choose the platforms,
social network in line with the goals of the
current project.
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RESEARCH

COMPANY INSIGHT

TRENGTHS PPORTUNITIES

A brand has a long history of development experience e The paper cup market has potential for development
Product designs are rich and diverse e The consumer trend is growing
Finally, there are many big customer e The green lifestyle is being interested in consumers.

EAKNESSES HREATS

The business website design is not eye-catching, Paper cup brands have not had the attention and in-

Communication channels have not been fully developed depth research for B2C customer

The brand's product line has not had a breakthrough Paper cup brands have not been chosen by consumers
when shopping.

MARKET RESEARCH

Trend of using eco-friendly products in Vietham Competitors analysis

Kleur Minh Duc Green Ly Giay Viet Nom
According to a survey conducted in June 2021 in

Vietnam, 81 percent of respondents stated that they PO, "

had the intention to purchase more biodegradable or Kleur

eco-friendly products. MINH DUC GREEN VI HANH TINH XANH

SOCIAL MEDIA USE IN VIETNAM

Internet Social Media

N 006

68.72M internet users in 72.00M social media users in
Vietnam in January 2021 Vietnam in January 2021

CAPSTONE PROJECT DOCUMENT | DACHL - SPRING 2022
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2.1 COMPANY INSIGHT AND
MARKET RESEARCH

2.1.1. COMPANY INSIGHTS

KEY DEFINITION

SWOT (strengths, weaknesses, opportunities, and threqts) analysis is a framework used to evaluate
a company's competitive position and to develop strategic planning. SWOT analysis assesses internal
and external factors, as well as current and future potential. A SWOT analysis is designed to facilitate a
realistic, fact-based, data-driven look at the strengths and weaknesses of an organisation, initiative, or
within its industry. The organisation needs to keep the analysis accurate by avoiding pre-conceived
beliefs or grey areas and instead focusing on real-life contexts. Companies should use it as a guide and
not necessarily as a prescription.

Using internal and external data, the technique can guide businesses toward strategies more likely
to be successful, and away from those in which they have been, or are likely to be, less successful.
Independent SWOT analysis, investors, or competitors can also guide them on whether a company,
product line or industry might be strong or weak and why.

Strengths
Strengths describe what an organisation excels at and what separates it from the competition: a
strong brand, loyal customer base, a strong balance sheet, unique technology, and so on.

Weaknesses

Weaknesses stop an organisation from performing at its optimum level. They are areas where the
business needs to improve to remain competitive: a weak brand, higher-than-average turnover, high
levels of debt, an inadequate supply chain, or lack of capital.

Opportunities
Opportunities refer to favorable external factors that could give an organization a competitive
advantage.

Threats
Threats refer to factors that have the potential to harm an organization

CAPSTONE PROJECT DOCUMENT | DACHL - SPRING 2022
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IMPLIED IN OUR PROJECT:

Strengths of VietCup

e A brand has a long history of development experience in the paper cup manufacturing sector.
* VietCup also has a great reputation in the B2B paper cup market.

* Product designs are rich and diverse, with rich uses.

* Product quality has been confirmed in the paper market.

* Finally, there are many big customers: SunWorld, Vietcombank, and Vietinbank.

Weaknesses of VietCup

* The business website design is not eye-catching, organisations can market tastes.

* Product images are monotonous, unattractive, and blurred. Website access speed is slow.

e Communication channels such as social networking platforms like Facebook, and Instagram have
not been fully developed and have little interaction with consumers, especially retail customers,
about TikTok channel, the brand channel has not been built.

* The brand's product line has not had a breakthrough, the design has not been more special than the
design and production brands of paper products on the market.

Opportunities of VietCup

* The current paper cup market has not shown signs of saturation, has potential for development in
Vietham

* In addition, the consumer trend is growing towards their paper products due to convenience, ease of
decomposition, and recycling

* |n particular, the green lifestyle is being interested in consumers

Threats of VietCup

* Paper cup brands have not had the attention and in-depth research for B2C customer

* Although consumers have market awareness of environmentally friendly brands and are concerned
about mental health, however, Brands producing paper utensils, especially paper cup brands, have
not yet been chosen by consumers when shopping.

PPOR RTUNITIES
\ b
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2.1 COMPANY INSIGHT AND
MARKET RESEARCH

2.1.2. MARKET RESEARCH

RESEARCH METHODOLOGY

Since this is a small-scale and time-limited project, we decided to use secondary research as the
research method. Secondary research is collected from pre-existing market sources, by government
organisations, chambers of commerce, trade associations, and other organisations. Secondary market
research is fairly easy to find, and most of the information is either free or low-cost. Second research is
an important first step to better understanding the current situation and is commonly used in many
fields of research such as legal research, market research, and even scientific research. Therefore, we
have selected studies that have been done and analysed by different market researchers to get more
accurate figures.

MAIN SOURCES

statista s Pormamon <> Nielsen

TREND OF USING ECO-FRIENDLY PRODUCTS IN VIETNAM

Consumption today not only requires intelligence about product quality but also requires a deep
understanding of the sociality and humanity of each product. In the context of the Covid-19 epidemic,
people and investors have gradually shifted their shopping habits to “green” consumption channels
and prioritised health protection and renewable energy. (MOIT, 2021)

According to a survey conducted in June 2021 in Vietham, 81 percent of respondents stated that
they had the intention to purchase more biodegradable or eco-friendly products. In the same survey,
around 89 percent of them would choose products with traceable and transparent origin.

Agree 81%

Disagree

0% 25% 50% 75% 100%

Figure 2.1.2.a: Intention to purchase more biodegradable or eco-friendly
products among people in Vietnam as of June 2021 (Statista, 2022)

CAPSTONE PROJECT DOCUMENT | DACHL - SPRING 2022
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Green consumption is the purchase and use of eco-friendly products that are harmless to human
health and pose no threat to natural ecosystems. This is a concept that was introduced and mentioned
directly or indirectly in international conferences after the trend of production and consumption relying
mainly on resources leading to the depletion of resources, and the gradual loss of biodiversity learning
and the environment has become a major concern of many countries around the world.

The convenience of organic, natural products is a major trend these days. Especially biodegradable
organic products are dominating the market and the trend will continue to lead in the future. Green
buildings, green parks, and green product consumption trends are always pioneered and well-received.

A series of paper products have been introduced to replace plastic such as paper straws, paper cups,
paper bags, paper food boxes, paper bowls, paper trays, etc.

Paper cups are still popular today when they were born early and faced with the situation that the
beverage industry has been on the rise, accounting for a high proportion of sales. The fast-food and
takeaway food industry is also a potential market for paper products to develop. Using paper products,
businesses will easily promote their brand when it comes to green product consumption trends.

According to a survey on environmental activities in Vietnam, 19 percent of urban respondents said
they preferred to prioritize buying products from green businesses in the future. Other measures
included bringing eco-friendly bags when going to the supermarket and using paper or rice straws.
(statista, 2020)

Prionritizing bying products from green business 19%

Bring eco-friendly bags when going to the supermarket 18%

Using paper/rice straw instead of plastic

18%

Bringing your own bottle to a coffee shop 18%

Eating locally grown produce

0

S

b 5% 10% 15% 20%

Figure 2.1.2.b: Preferred environmental activities in the future among urban
generation Z in Vietham as of September 2019

Besides, according to a survey about actions taken to support green businesses among urban
generation Z in Vietham 2019, 67 percent of respondents stated that they would buy from the brands
which were green businesses more frequently. Other actions taken to support these businesses were
also to follow the brand on social media and share brand posts on Facebook. (statista, 2020).

The team selected these two demographic groups because they are the most accessible to many
forms of online media. Moreover, when they interact and use online media, it also means that they are
willing to share their own stories and help brands create a community of content closer to them.

According to statistics, in Vietnam, Millennials (25-38 years old) and Gen z (18-24 years old) or
collectively known as Millenialz currently account for 47% of the country's population (45 million
people). mainly related to healthy nutrition, mental health, and a balanced lifestyle (Nielsen data 2015).

CAPSTONE PROJECT DOCUMENT | DACHL - SPRING 2022
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COMPETITORS ANALYSIS

Kleur

Product

* The product is diverse in size and has many eye-catching designs.

* There are additional products that come with additional utility features to serve consumers such as
paper cup dispensers, paper cup holders, etc.

Communication

* The website is eye-catching, easy to find information, and creates trust for customers through posts
about product quality certification. Not only that, Kleur also has an English website section. The
website is good to interact with, easy to find information, and creates trust for customers through the
news about products quality certification. However, Kleur does not put reference prices on the
website.

* The communication channels are well built, there are many posts that interact closely with
customers.

Ly Giay Viet Nam

Product

* Mainly provide cups, paper cups. The designs are not too diverse, focusing on textures rather than
minimalism.

Communication

* There are many big partners such as Jetstar, Pizza Hut,..

* Simple website interface

® Social media interaction is extremely low

Minh Duc Green

Product
* Products are diversified, modern design, providing complementary products for the main product.

Communication

® Only using the Website as the main communication channel, the remaining social networking
platforms interact very poorly and have almost no interaction. Hard to reach retail stores

* Website provides full product information, contact information, news updates.

MINH DUC GREEN

VI HANH TINH XANH
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2.1.3. SOCIAL MEDIA USE IN VIETNAM

Vietham is among the countries with the most internet users in the Asia Pacific region. As of
January 2021, out of its population of over 96 million people, the humber of internet users reached
approximately 69 million. Internet usage in Vietham is predominantly mobile-based, thanks to the high
smartphone penetration rate. Using the internet has become a daily habit among many Viethamese
people, with multiple purposes including work, study, entertainment, and more.

At the request of VietCup is to develop communication projects on 3 social media platforms:
Facebook, Instagram, TikTok. Therefore, we mainly focus on researching these platforms.

INTERNET

* There were 68.72 million internet users in Vietham in January 2021.
* The number of Internet users increases steadily every year

* Average increases by 550 thousand (+0.8%) each year.

* Internet penetration in Vietham stood at 70.3% in January 2021.

80 75.7

60

40

20

2017 2018 2019 2020 2021 2022 2023

Figure 2.1.3.a: Number of Internet users in Vietnam from 2017 to 2023
(statista, 2020)

Vietnam / Intemet users

70.3% of the population (2020)

Cambodia
78.6%
(2020

* \igtnam
T70.3%
(2020)

Philippines

Figure 2.1.3.b: Percentage of Internet users in Vietham

CAPSTONE PROJECT DOCUMENT | DACHL - SPRING 2022
19



According to statistics from WeareSocial and Hootsuite, Viethamese users spend an average of 6
hours and 42 minutes a day participating in Internet-related activities. 94% of Internet users in Vietnam
use the Internet daily, the remaining 6% use the Internet at least once a week.

6-14 years 17%

15-24 years 23%

25-34 years 28%

34-44 years 20%

45-54 years

55 years and older 4%

%

0 10% 20% 30%

Figure 2.1.3.c: Number of Age distribution of internet users in Vietham
(statista, May 2019)

The percentage of people using and accessing the internet the most is Millennials: 25 - 34 years
old (28%) and the second one is Gen z (15 - 24 years old) (23%).

SOCIAL MEDIA

In the past few years, social media has become integrated into the daily life of most Viethamese
alongside Vietnam’s increasing smartphone and internet penetration rates. Thanks to its highly
connected and young, digital-savvy population, the country has been among the nations with the
highest humber of social media users worldwide. Since their appearance, the usage of these networks
has been extended from staying in touch with friends and family to being powerful tools employed by
brands to reach their consumers both domestically and internationally. As a result, in a market with
heavy social media usage like Vietham, social-media related strategies such as social commerce and
influencer marketing are vital to winning over the market.

® There were 72.00 million social media users in Vietham in January 2021.

* The number of social media users in Vietham increased by 7.0 million (#11%) between 2020 and 2021.

* The number of social media users in Vietham was equivalent to 73.7% of the total population in
January 2021. (DataReportal,2021)

* The number of people accessing social networking platforms is also predicted to increase steadily
over the years (2017 -2023)
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Figure 2.1.3.d: Number of Social network user penetration in Vietham from
2017 to 2023 (Statista, 2020)

The following section shows the number of users on popular social platforms in Vietham, including
Facebook, Instagram, Tiktok.

FACEBOOK

75

63.28 65.59 65.56 65.03 64.51 64.12 63.9

50 45.03

25

2017 2018 2019 2020 2021 2022 2023 2024 2025

Figure 2.1.3.e: Facebook users in Vietham from 2017 to 2025
(statista, 2020)

According to the data, the number of Facebook users in Vietham will increase enormously from
2017 to 2020 and will show a slight decrease continuously for the following year. In 2020, Vietnam will
have 65.89 million Facebook users, accounting for 68% of the total population.

Facebook users in Vietham are mainly 18 to 34 years old (accounting for more than 23 million
people); 50.7% are men, and 49.3% are women. Users mainly engage with video and photo posts or use
Facebook Messenger to message friends or purchase online. There are many reasons why the number
of users plummeted. According to Nielsen research, the humber of virtual accounts created but never
used or having multiple accounts can decrease the actual number of user accounts.
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INSTAGRAM

15

10.93

2017 2018 2019 2020 2021 2022 2023 2024 2025

Figure 2.1.3.f: Instagram users in Vietham from 2017 to 2025
(statista, 2020)

Instagram is the best social network for brands that want to find fashion and lifestyle followers in
Vietham. On Instagram, users love inspirational and humorous content. 60% of Instagram users are
women and mostly 18 to 30 years old. According to the report, there will be an estimated 10.93 million
users in Vietham in 2025. This humber in 2020 was 7.13 million users. The number of Instagram users in
Vietham increased steadily through the years from 2017 to 2025.

Forced to respond to what is a global trend, Facebook-owned Instagram has launched another
copycat product (remember that Stories was its response to Snapchat in 2016), this time called ‘Reels.

Reels is a clear attempt to keep its valuable Gen Z audience scrolling longer, and to avoid Gen Y
and Gen X from turning off altogether.

=5 pecilen Lab
Zalo, TikTok and Twitter surge among Gen X and Gen Z,
Instagram holds on to GenZ but losing popularity among Gen X

and Gen 'Y
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Figure 2.1.3.g: Instagram holds on to GenZ but losing popularity
among Gen X and Gen Y (Decision Lab, 2020)

Much like TikTok, Reels allows users to record, edit and then share 15-second videos to their Feed or

Stories. Instagram officially launched ‘Reels’, a new way to create and discover short, entertaining videos
on Instagram for Viethamese users on March 31, 2021
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This new experience gives anyone the ability to create and edit up to 30 second short-form videos
and the opportunity to be a creator on a global stage. Viethamese people can now find Reels on their
Instagram camera and film videos directly on Reels or use a saved video from their camera roll to use
the creative tools to freely edit. Reels can be discovered, watched, and interacted with in the Explore tab.
It offers various tools to produce creative and fun videos, such as Speed, Timer and Countdown, Timed
Text and Stickers, Align, and Touch-Up.

TIKTOK

Officially launched in Vietham at the end of April 2019, TikTok quickly became one of the most
popular social networks among users. According to the Mobile Apps 2021 report released by Appota,
TikTok Vietham has proven attractive when recording 16 million downloads and achieving a growth of
160% downloads on iOS in 2020. In terms of app rankings recently popular in the Vietham market, TikTok
has quickly taken fourth place right after Facebook, Zalo, and Instagram.

20

16.69 17.06 17.23 17.33 17.42

2017 2018 2019 2020 2021 2022 2023 2024 2025

Figure 2.1.3.h: Tiktok users in Vietham from 2017 to 2025
(statista, 2020)

The data from Statista show a substantial increase of Tik Tok users in Vietham from the first time
they were launched in 2017. In 2017, there were 1.04 million Tiktok users and rapidly increased to 6.16
million users in the next few years. The number of Tiktok users doubled in 2019, reaching 12.88 million
users. From 2020 to 2025, the report predicts that there will still be a steady growth over the years.

Seduced by the app’s easy scrolling and karaoke-style sing-and-dance-alongs, TikTok, which hit 2
billion downloads globally in April, has overtaken YouTube in Vietham as the 2nd most popular platform
behind Facebook for short video content amongst Gen Z users.

TikTok surpassed YouTube as the 27 most popular platform
for short videos among Gen Z

Gen X GenY Gen &
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Figure 2.1.3.i: TikTok surpassed Youtube as the 2nd
most popular platform for short video among Gen Z
(Decision Lab, 2020)
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It's worth noting that TikTok’s popularity rose for Viethamese of all ages. Among Gen Z users, TikTok
made the whopping jump of 13% points, with 50% of Viethamese Gen Z now using TikTok for short-video
content. The growth rate of TikTok’s popularity is slower for older generations. TikTok gained 2% and 4%
for Gen X and Millennial users respectively.
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Figure 2.1.3.k: TikTok quickly grew to be Viethamese Gen
Z's favorite short-video platform (Decision Lab, 2020)

CONCLUSION

Viethamese consumers are interested in green lifestyle. In the

case of convenience, people prefer to use paper products over
plastic products.

About social media, Facebook, Instagram, and TikTok are 3 social
networking platforms to implement communication projects. In
which, TikTok will be the main platform for development.
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THEORIES ANALYSIS

BRAND VOICE PRODUCT BRANDING

It sets the brand apart from the rest This is the basic form of Brand Architecture.

||||I. It builds trust @ The most important point in the product line
architecture form is that each product line
It can be used to influence and persuade is considered independent

ETHICAL CONSUMPTION EMOTIONAL BRANDING

+ a
O Ethical consumption is the consumption @ Using emotional branding is an effectiye
behaviour that is placed under the way to engage customers. Brand |qent|ty
perspective of considering the .o from logos, slogqps, or user experiences
( community in life. can qll be optlm'lsed through emotional
branding to establish loyalty between users

and brands.

STORYTELLING EFFECT STAKEHOLDER THEORY

Stakeholders are generally defined as

. : individuals or organizations that are actively

a Storyteling is a powerful form of involved in or interested in a project and

P communication.  This  method s whose interests in the project may be
spreading the story about the brand,

! performance.
product, service or brand name.

expressed  through  building and ,L affected by the extent of the project's

Influencers and KOLs (Key Opinion Leaders)
will be the stakeholders in this project.

Theoretical models are an essential element when building and developing any communication

project because of the systematic approach to problem-solving and problem-solving. In addition,
theoretical frameworks are also supported by experiments to demonstrate fact-based correlations.
With the project "Touch to share your cup’, the ultimate goal of the group is to raise awareness and
increase the love level for the VietCup brand. Therefore, we base our decision on the following six main
theories: Brand Voice, Product Branding, Ethical Consumption, Emotional Branding, Storytelling Effect,
Stakeholder Theory.
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2.2 THEORIES ANALYSIS

Since this is a small-scale and time-limited project, we decided to use secondary research as the
research method. Secondary research is collected from pre-existing market sources, by government
organizations, chambers of commerce, trade associations, and other organizations. Secondary market
research is fairly easy to find, and most of the information is either free or low-cost. Second research is
an important first step to better understanding the current situation and is commonly used in many
fields of research such as legal research, market research, and even scientific research. Therefore, we
have selected studies that have been done and analyzed by different market researchers to get more
accurate figures.

2.2.1. BRAND VOICE

THEORY EXPLANATION

A tone of voice both embodies and expresses the brand’s personality and set of values. It's about
the people that make up the brand - the things that drive them, their loves and hates, and what they
want to share with the world.

* |t sets the brand apart from the rest

A brand’s tone of voice should be distinctive, recognizable, and unique. This may seem like a tall
order until we consider the use of our own language in everyday life. We all employ language - both
written and spoken — in our way. Brand tone of voice helps businesses stand out from the rest In the
Sprout Social Index, consumers surveyed have reasons why some brands stand out more than others.
40% said the content was memorable, 33% said it had a distinct personality, and 32% said the
storytelling was engaging. In all three of these aspects, the brand voice plays an important role.

* It builds trust

As described in such texts as ‘Influence: The Psychology of Persuasion, there is a strong link
between familiarity and trust. Because something familiar requires little effort to process mentally, we
are more likely to feel at ease around it. Thinking along these lines, a company must be consistent in its
use of language so that its writing becomes familiar to the customer. Creating a specific tone of voice,
then, plays a crucial part in this.

* It can be used to influence and persuade

As American author Maya Angelou once said, ‘People don’t always remember what you say or
even what you do, but they always remember how you made them feel.” It's often the way we say
something that breeds a certain feeling. People can be very sensitive to language, forming impressions
of people as soon as they begin to hear or read their words.

IMPLICATION FOR OUR PROJECT

With the project "Touch to share your cup’, determining the Brand voice for the brand will be an
accumulation process from the core elements. To contribute to the improvement of content orientation
on social networking platforms such as Facebook, Instagram, and TikTok, starting from the campaign
goal of building stories and spreading positive values, VietCup was able to Use the brand Voice to
attract customers’ attention and connect emotionally through small but subtle touchpoints.
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Steps to redefine Brand Voice of VietCup

Step 1: Declare the mission, meaning, and core values of the brand and project
The project "Touch to share your cup” freely expresses lifestyle and spreads meaningful moments from
simple things. Emphasizing the brand role, VietCup is proud to accompany with quality of life.

Step 2: Control the content produced on social media platforms
Test and evaluate the brand's previous advertising content, old posts, language, and tone analysis and
performance, so that the brand can evaluate the content that has attracted attention. ideas and
content that is less attractive to readers

Facebook: Simple promotional posts, poor interaction, need to add a variety of content
Instagram: Posts with interesting content are stories with Storytelling elements
TikTok: Brand new content, need to be content-oriented

Step 3: From the previous content, all three foundation channels need to have a unified set of
language and tone including the following: Positive, youthful, gentle, and meaningful. The content on the
platforms is arranged in order, ensuring the level of tracking and customer interest.

2.2.2. PRODUCT BRANDING

THEORY EXPLANATION

"Product branding” is a product marketing model, in which the role of the brand is “inside the
product’.It can be said that this is the basic form of Brand Architecture. The pioneer consumer goods
groups that pioneered the concept of Brand Architecture were P&G and Unilever and a number of
pharmaceutical companies later used this form in the second half of the 20th century.

The most important point in the product line architecture form is that each product line is
considered independent, unrelated to the other product lines. This mindset arose from what is known as
the “product marketing era”. The formation of brands is seen as giving each product or product line “a
name”, rather than creating a brand concept - the finished product for each target customer group.

IMPLICATION FOR OUR PROJECT

The Product Branding element is used in the project to humanise the image of a paper cup - the
main product line of the brand to increase the level of friendliness and intimacy with young customers.
This is a stand-alone product that will not affect other product lines. As a result, customers will be
impressed with the stories built around that product. This is clearly shown in the Video Key of the
campaign (Journey of a paper cup - a little girl has witnessed everyone's stories, from which the brand
image will have a secret relationship. for customers and consumers).

2.2.3. ETHICAL CONSUMPTION

THEORY EXPLANATION

According to the summary of the Study of Ethical Consumption, ethical consumption is the
consumption behaviour that is placed under the perspective of considering the community in life.
Thereby, consumers themselves consider social issues for themselves and each person in society and
conduct consumption activities based on the view of bringing equitable benefits to the whole society.
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In a more understandable way, a consumer engages in ethical consumption behaviour when
purchasing goods that are produced ethically and are not harmful to the environment or society. A
simple example of ethical consumption behaviour is when consumers refuse to use products created by
businesses that exploit workers.

Objects in the reference system of ethical consumption include: People (Products with support for
people with disabilities,...), Society (Products that are fair in online trade,...), Environment (Eco products,
recycled products, certified products for environmental protection,..), Region (Local production,
products in areas affected by natural disasters, ...) The product has not been tested on animals, etc.).

“Ethical consumption” is also assessed as one of the actions committed to the United Nations
Sustainable Development Goals (SDGs), more specifically expressed in the goal “Ensure accountability
in production and consumption”. The content "17 goals to change the world" has been agreed to be
resolved by 2030, the SDGs are aimed at all developed and developing countries, with the spiritual
keyword “Leave no one behind".”, the SDGs aim to transform into a sustainable and poverty-free society.

IMPLICATION FOR OUR PROJECT

For VietCup's current customers, using ethical factors in building communication content will be a
stepping stone to help customers have a positive view of the brand. Consumers will tend to use
products with a humane and positive nature such as: VietCup wishes to emphasize sustainable values,
green, safe and healthy lifestyles in the community. In addition, the content conveyed has the nature of
spreading the story and lasting meaning.

2.2.4. EMOTIONAL BRANDING

THEORY EXPLANATION

According to Entrepreneur magazine, branding is “The marketing practice of creating a name,
symbol or design that identifies and differentiates a product from other products.” Emotional branding
then, is creating an emotional connection to one company that separates it from the rest, creating
brand loyalty over time.

In the highly competitive business market, brands struggle to differentiate themselves from
consumers. Using emotional branding is an effective way to engage customers. Brand identity from
logos, slogans, or user experiences can all be optimised through emotional branding to establish loyalty
between users and brands. It links the brand to the customer, makes the customer identify with the
brand, and makes the brand more trustworthy in the eyes of the customer. Simply defined, emotional
branding is meeting people’s needs. Thereby, emotional branding is explained by four factors: Trust,
Lifestyle, Personality and Relationship (Kristianstad University College, 2009).

Consumers view a brand as an important part of a product, and branding can help to differentiate
a company’s product from that of its competitor's product (Kotler, 1996).

According to a survey among urban citizens in Vietham in 2019, around 43 percent of respondents
stated that green companies led to positive feelings and good impressions towards the brand and its
business. Additionally, around 19 percent of respondents stated that they liked the brand and felt closer
to the brand. (Statista, 2020)
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IMPLICATION FOR OUR PROJECT

Applying the above theory, emotions are a key factor for effective communication. Because, we
focus on emotions through communication products, such as images, video, audio, and text.

In this project, we focus on producing short videos with diverse content collected from real-life
stories and real people. Not only that, but we are also the ones who directly collect stories of daily life
(Iove of family, efforts, optimism, love of Iife,...) From there, we bring a sense of sincerity and convey a
sense of sincerity. humanistic meaning, helping the brand closer to consumers.

Therefore, not only is the exchange relationship between buyers and sellers, but VietCup also
wants to create close relationships with customers. Create a brand connection with consumers, giving
them a positive feeling about the brand. From there, helping brands improve their brand loyalty index,
even enhancing customer lifetime value.

2.2.5. STORYTELLING EFFECT

THEORY EXPLANATION

Storytelling is a powerful form of communication. This method is expressed through building and
spreading the story about the brand, product, service or brand name. From there, build and develop the
brand in a smart way, closest to customers.

A well-regarded brand always needs to build core, specific and important values to receive
feedback, touch emotions, and contact customers. Once the customer's emotions are captured, the
brand can easily go far in the market, the trust of users. Therefore, in communication methods,
Storytelling is the key to inspiring and creating conditions for potential customers to have an insight into
the value that the brand wants to convey.

IMPLICATION FOR OUR PROJECT

With the goal of bringing the image closer to consumers, and turning the brand into a companion
for customers. The project focuses on developing close, everyday stories with positive meanings,
thereby conveying elements containing many emotions, making viewers feel the value of the message
naturally and deeply, and sharply.

Use storytelling elements through images and content to engage with target customers, especially
young people. Because Gen Zs are clearly different from previous generations of consumers. It is true
that they are often noticed by shorter pieces of content, but if they feel something specific is relevant
and valuable to them, they will continue to follow, even if it is long content.

The project chooses to convey stories with elements of community values and positive lifestyles.
From there, it not only brings a friendly feeling but also spreads positive energy to the target customers.
Because of Gen Z, they also pay attention to superior brands, not just selling products. They connect
instantly with brands they feel socially and socially conscious of.
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2.2.6. STAKEHOLDER THEORY

THEORY EXPLANATION

Stakeholders are generally defined as individuals or organizations that are actively involved in or
interested in a project and whose interests in the project may be affected by the extent of the project's
performance. Key stakeholders can claim a certain degree of influence over the project as they are
often able to mobilize resources such as money or human resources to influencing the outcome of the
project. Stakeholder engagement is the activity of influencing project outcomes through consultation,
communication, negotiation, compromise, and relationship building with project stakeholders.

Stakeholders include all members of the project team as well as all interested entities that are
internal or external to the organization. The project team identifies internal and external, positive and
negative, and performs and advises stakeholders in order to determine the project requirements and
the expectations of all parties involved. The project manager should manage the influences of these
various stakeholders in relation to the project requirements to ensure a successful outcome.

So, Influencers and KOLs (Key Opinion Leaders) will be the stakeholders in this project. Because
they are the most influential consumers in the market, they will influence the perception and decisions
of customers. For KOLs, this is a very familiar term used in media campaigns to talk about influential
figures in the online community who are hired to review products and brands and participate in events.
events to create awareness and trust among consumers.

IMPLICATION FOR OUR PROJECT

In this project, Influencers are considered the main stakeholders because their large number of
followers is the target customer file that the brand is targeting. Influencers are easily accepted by
customers because they are practical and not promotional for any brand. From there, increase the
popularity and reputation of the brand and change the purchasing behavior of consumers.

On social networking platforms, TikTok is a prominent website for young people, especially Gen Z.
Moreover, Influencers are also very active and active on this platform. The content they build is very
diverse with short videos such as storytelling, humor, creativity, contemplation,... Taking advantage of
this advantage, the project has selected Influencers to become the main development stakeholders for
a project.
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3. PROJECT PLAN

3.1. OUR GOALS
3.1.1. Goals
3.1.2. Smart objectives

3.2. TARGET AUDIENCE
3.2.1. Target audience
3.2.2. Audience insights

3,3, BIG IDEA
3.3.1. Creative idea
3.3.2. Message
3.3.3. Key Visual

3.4. PROJECT CHANNEL
3.4.1. About Owned Media
3.4.2. About Paid Media
3.4.3. About Earned Media

3.5. KEY ACTIVITIES
3.5.1. List of Activities
3.5.2. KPI for Key Activities

3.6. ESTIMATE BUDGET

3.7. RISK MANAGEMENT
3.7.1. Crisis management process
3.7.2. Crisis Classification

After completing the research and selecting the
suitable theory model to apply to the project, We had
ideas to develop a communication project. Our plan
was conceived from March 11, 2022 to March 16, 2022

and has been revised during the implementation
process. The project plan will include all the

information and expected implementation steps that
our team has compiled.
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PROJECT PLAN

OUR GOAL TARGET AUDIENCE

Increase brand love

z J L
Increase brand awareness Q

Brand Positioning
Gen z (18-24) Millennials (25-38)

BIG IDEA MESSAGE

Cham céc cdm cau chuyén - Touch to share your cup #Shareyourcup

PROJECT CHANNEL KEY ACTIVITIES

_ 2 | |/ Content format “‘ “‘Keyvideo

Paid Media Owned Media Earned Media

| Cooperation with

L/ influencers L/ A Cup Story

ESTIMATED BUDGET RISK MANAGEMENT
>

Pre-crisis Phase Crisis Response Phase Post Crisis Phase

Costs range from 69.300.000 to 80.300.000
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3.1. OUR GOALS

3.1.1. GOALS

The project "Touch to share your cup” sets three main goals based on the long-term vision of VietCup.
After effectuate analysis and research, we could identify the main objective of the project including

LONG-TERM GOAL

* Increase brand love
Towards building a community that loves the brand and is willing to support through spiritual
connection, lasting benefits.

COMMUNICATION OBJECTIVES

® Increase brand awareness

Spreading VietCup's outstanding brand image and product line through new touchpoints on social
networking platforms, helping the brand get closer to young audiences, especially Gen Z (18) -24 years
old) and the secondary target is young parents (25-38 years old)

® Brand Positioning
VietCup brand positioning is associated with the image of "Green environment - Sustainable
development - A reliable companion®.

3.1.2. SMART OBJECTIVES

KEY DEFINITION

SMART goals are essentially established principles to shape and accomplish goals in the future. We
will know what our abilities can do and build specific plans for them. So we used the SM.AR.T goal
setting method to define clear goals for this project

S - Specific: The goal must be planned in a specific and clear way. The more specific and clear the goal,
the clearer the determination and effort to implement it.

M - Measurable: Goals must be associated with numbers to ensure that the goal has weight, and can
be weighed, measured, measured, and counted.

A - Achievable: Attainable is also a very important factor when making a goal. The goal is realistically
achievable with the resources available to the team.

R - Relevant: The goal set must represent the outcome that is consistent with the original goal of the
project. In the process, we will know where we are going in the journey and make timely adjustments

when necessary.

T-Time: The goal should be set within a definite timeline.
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SMART Objectives

Goals

Brand Awareness
Brand positioning

Time

Facebook

Unit

Total Like/Page’s
followers

KPI

Increase 200

26/03 - 20/04

Total Reach

Increase 15.000

Total Engagement

Increase 2.000

TikTok
4 Total Follow 500
5 Brand ch'ir.ent'ass 26/03 _ 20/04 Total Like 1.000
Brand positioning
6 Total view 20.000

7 Total Follow Increase 100

3 Brand Awareness T— h | 5.000
Brand positioning 26/03 - 20/04 otal keac neredase .

9 Total Engagement Increase 1000

Table 3.1.2. SMART Objectives for project

Specific Measurable

CAPSTONE PROJECT DOCUMENT | DACHL - SPRING 2022

34



3.2. TARGET AUDIENCE

3.2.1. DEMOGRAPHICS

VietCup wants to provide healthy value to customers, the product is mainly focused on the age
group of 18-38 years old who are often concerned about their health and their families are potential
dominated customers. Not to mention, It is also suitable for healthy development and the
environment.

In addition, in this project, our team also wants to promote communication activities aimed at
B2C retail customers.

AGE: VIETNAMESE MILLENNIALS AND GENERATION Z AGED 18-38

Gen Z is the generation of people born between 1997 and 2012, right after Gen Y. They were born in
the age of the Internet and were exposed to the media network earlier than Gen Y. Therefore, they are
very comfortable with new technologies, the Internet and social media platforms. For Gen Z, new
information is always at the touch of a button and they are always up to date with the latest trends.

Millennials (or millennials) are those born between 1980 and 1996. This generation was introduced
to technology at an early age and witnessed the rapid development of technology over the years,
from when technology was still a new concept to the masses until the technology has been widely
integrated into every aspect of daily life. Millennials adapt to changes and have a vastly different
mindset and way of life than previous generations.

GENDER

We are not targeting any specific gender in this project because raising awareness about a green,
healthy, active lifestyle is a message for all genders.

LOCATION: VIETNAM, MAINLY URBAN AREAS AND MAJOR CITIES

As Vietnam is developing rapidly, many problems related to mental health, psychology, and life
balance suddenly appear as part of a modern busy lifestyle.

Urban adults are at the forefront of this development because they live in the most developed parts
of the country, and they face growing anxiety about maintaining a healthy balance in their lives. their
life.

“‘Mental health challenges are a sad characteristic of Generation Z, which has been referred to by

some as the “loneliest generation,” as their endless hours spent online can foster feelings of isolation and
depression.

CAPSTONE PROJECT DOCUMENT | DACHL - SPRING 2022

35



The lingering social effects of the Covid-19 pandemic are also the reason why increasing anxiety
and stress make it more difficult to find a balance between personal and professional life. Mental health
and public concern also declined.

For this reason, we want to target this demographic to build driven content that provides meaningful
motivation and value to develop the mental health of these two audiences.

According to the research, young people are students, especially young parents who are interested
in nutrition for their children. The target audience at this age wants to lead an active life, tend toward a
healthy lifestyle, and care about sustainable values, protecting the living environment of themselves and
the community.

A special communication project aimed at building a brand image with young people aged 18-24
years old and identifying a prestigious product line with an older customer group from 25-38 years old.
These are the two target groups that the VietCup needs to spread its image, which are considered
potential customer groups with great influence in society.

3.2.2. PSYCHOLOGY

GEN z (18-24) MILLENNIALS (25-38)
Healthy lifestyle, mental health, community Interested in a healthy lifestyle,
concerns value, awareness of environmental physical and mental condition
protection, and reduction of plastic waste. for themselves and their family.
Hlelifes Health effects factors, environmental pollution, mental health
Parents, friends, social media, Influencers, Parents, friends, co-workers, Just like
Gen Z trusts information from Influencers | Gen Z, traditional advertising media and
S more than celebrities (66% trust brands celebs are losing influence over gen'y,
rus more after seeing an Influencers post opting to follow emerging Influencers
related content, 38% buy a product instead from the internet for more active
advertised by an Influencers at least connection
once)

Table 3.2.2.: Psychology of Target Audience

CAPSTONE PROJECT DOCUMENT | DACHL - SPRING 2022




3.2.3. AUDIENCE INSIGHTS

GEN z (18-24)

* Gen Z was born in the era of information explosion, and a lot of trends were imported from abroad, so
Gen Z is very smart, sophisticated, and has access to many information sources (info—rich).

* They are driven by content, not platform. While most respondents report that they receive
information on brands and products from social media, more obtain this information from their
friends’ newsfeeds than from the brands they follow themselves. This is because they are very
selective about the brand pages they follow. Gen Z is more likely to follow a brand’s page if it posts
interesting news updates, much more so than for any other factors such as brand loyalty, product
updates, discounts, or peer influence. And at least half of the respondents frequently watch some sort
of video content.

e Rarely have brand loyalty. Up to 41% of Gen Z are willing to try a new product. (Consumers of
Tomorrow, Niesel)

* Although born in modern society, Gen Z is still very supportive of Viethamese cultural values, with
timeless classic elements. Along with that, they are also interested in issues of social responsibility
and equality. (Consumers of Tomorrow, Niesel)

They are especially interested in the issue of “personalization” and community values, besides, Gen Z
is also a wise consumer when they have a lot of multi-dimensional information “fastidious” and have
high requirements for products and services of brands in the market (especially for a brand with
sustainable value like VietCup compared to other paper cup brands, the production content must be
quality, attractive, aesthetic, multi-channel distribution, cross-platform, certified product and service
quality to be able to attract their attention.

MILLENNIALS (25-38)

¢ Millennials love to find out information about products and services through social networks. Because
more than 90% of Millennials own a smartphone (According to Pew Research). In which, up to 90% of
millennials can be found on Facebook (Hubspot).

¢ Millennials do not have the habit of buying advertising products traditionally. 84% of them don't trust
traditional ads (Hubspot)

* When shopping, they tend to trust recommendations from friends and family more than brand
claims. This number accounts for 89% according to Kissmetrics statistics

¢ Millennials are more likely to trust experts who “accidentally” be strangers than are likely to be
influenced by blogs or social networking sites (44% higher) (Hubspot)

This group will often pursue a healthy lifestyle towards a sustainable future. Specifically, the group of
young pdrents with young children in their age group, the issue of trust is very important to them, so
choosing reputable influencers can also give them a sense of reassurance. Therefore, values related to
family care coming from brands with sustainable reputations will be the right choice for them. Currently,
on the market, many products contain food products that are rampantly produced, of poor quality, and
harmful to health. Therefore, they pay great attention to product quality, origin, and community values
that the brand builds.
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3.3. BIG IDEA

3.3.1. CREATIVE IDEA

=

CHAM COC CAM CAU CHUYEN
TOUCH TO SHARE YOUR CUP

b

To connect with the audience with emotions, our project aims to direct people’'s awareness about
the importance of using paper cups instead of plastic cups through the stories.

Storytelling is applied with a wide range of emotions which are about a couple's love, about hard
workers early in the morning, about colourful experiences when we were young. To be seen, happiness is
when we know how to appreciate everything around us, toward a healthy sustainable lifestyle.

Each individual can have different stories with paper cups, with all kinds of memorable emotions.
When we hold a paper cup in our hand to sip a drink, we will inadvertently find that the feeling is so
strange compared to when we hold a plastic cup. That is the moment when we feel the stories of daily
life.

3.3.2. KEY MESSAGE - HASHTAG

=

#SHAREYOURCUP

b

The project "Touch to share your cup” calls on everyone to create meaningful values in life from
small things. Let's start changing healthy living habits, taking care of people and the environment
around us, thereby spreading the message of environmental protection. Through these meaningful
actions, our world will gradually become a better place in the future.

3.3.3. KEY VISUAL

One of the main goals of the project is to orient a fresh image of Green Environment -
Sustainable Development - A reliable companion, from which we re-orientated the key visual for the
whole campaign

STYLE ORIENTATION

Good visual style includes all the little things that make up a brand's unique and distinctive
identity, like colours, backgrounds, retouching, and shading. Using consistent style photos across
platforms will help them understand the brand, and help them identify products and brand goals.
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Here are 3 brand characteristics that we want to convey to our audience:

* Freshness: In our posts on all platforms, we always use dominant images such as leaves combined
with warm tones to spread fresh energy to the audience.

* Youthful and inspirational: Because the goal of the project "Touching the cup of love" is aimed at
young people and young parents, the posts always include smiling images of inspirational young
people. excitement to the viewers'

* Positive energy: The project uses images to integrate meaningful stories inside such as images of
friends sharing stories with the shopkeeper, images of giving trees, motorbike taxi drivers holding
trees.... from there spreading positive energy stories to everyone.

3.4. PROJECT CHANNEL

The communication channels used to convey the message influence how the audience will perceive
the message. According to the studies above (2.1.3), we decided to choose 3 social networking
platforms to widely convey the message, including Facebook, Instagram, and TikTok.

In order to effectively promote the 3 development platforms, we use the Paid - Owned - Earned
Media (POEM) model. This is known as a solid "tripod” as a launching pad for the success of the project.
This is a combination of 3 media:

* Paid Media
e Owned Media
e Earned Media

3.4.1. ABOUT OWNED MEDIA

Owned media refers to marketing content the brand own - content we can publish for free. It
includes content you publish on your website and blog posts and your social media channels (not
including social ads). It also includes email marketing. Generally speaking, owned marketing content is
free and we can fully control who sees it. That makes it a powerful tool in our content strategy. We have
to put the budget behind paid, and we can't control earned, but can always create content with the
hope of reaching our audience the organic way.

Currently, in addition to the website, VietCup has been developing two communication channels,
Facebook and Instagram, as channels for contact and sales advice mainly for B2B customers. With the
goal of changing brand awareness and values to young people, the team planned to propose building
a TikTok channel. bringing the brand closer to the target customer group, with the main form of short
video production.
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VIETCUP OWNED MEDIA CHANNEL

VietCup®  Cac giay VietCup

(A= Ciwhimg ~ finh Kem lhim ple 026 teich o

Gioi thieu o £ BB VIET £k GHIM

Facebook: Coc gidy VietCup - Home | Facebook

vietcLupvn Chinh sira trang i nhdn O
viE‘tC u p. 73 bidi vidft 655 noudi theo ddi Bang theo ddi 1,321 nouds dung
VIET CUP

Cham ofc cdm cu chuyén Yy
¥ Web: www.cocgiay.com
¥ TikTok: chuyen_vietcup
#shareyourcup Faoupstony

wwews facebook.comVietCup

#Shareyour... Products

Gurewn Lite Customers

Instagram: VI ET CUP (@vietcupvn) « Instagram photos and videos

| “::“ chuyen_vietcup 2
b-j!.‘l Chuyén VietCup
-

23 bang Follow 1393 Follower 1332 Thich

Cham céc cam ciiu chuyén
f#tshareyourcup

BhPu%

¢ www facebook.com/VielCup

Tiktok: https://www.tiktok.com/@chuyen _vietcup
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3.4.2. ABOUT PAID MEDIA

Paid media incorporates any marketing that a brand can’t execute for free. This can include
traditional advertising - think print, radio, and TV ads, or billboards. Online, it includes ads on social
media, ads on search engine results pages, and display ads on websites. Paid media: Due to its
advanced targeting options, paid marketing content is a great way to reach our desired target

audience in digital marketing.

In order to increase the number of consumer visits, we use paid media by Facebook Ads and
booking Influencers for the construction of Tiktok hashtags.

* For Facebook Ads, we choose to run ads on key posts to ensure reach and engagement rate

* For the TikTok hashtag #shareyourcup, we booked Inluencers to create a community that spreads
positive values and conveys the brand's message.

3.4.3. ABOUT EARNED MEDIA

Earned media is essentially online word of mouth, usually seen in the form of ‘viral' tendencies,
mentions, shares, reposts, reviews, recommendations, or content picked up by 3rd party sites.

Through project activities, we expect to receive consumer feedback, evaluations and contributions.
While earned media is a very difficult medium to control and measure, it can even be damaging to a
brand by negative user content. Therefore, to optimize the effectiveness of the communication project,
we integrate all 3 types of media: Reach a diverse audience through Paid Media, create engaging,
customer-oriented content and solve customer problems. them on Owned Mediq, then encourage them

to share, rate, or support the brand.
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3.5. KEY ACTIVITIES

The project (within the graduation project) runs from March 12, 2022 to April 20, 2022, including 3
phases:

PHASE 1: TRIGGER AWARENESS (27/03- 03/04/2022)

Phase 1 of the “Touch to share your cup” project starts from the second week of March to the end of
the first week of April (including the time to prepare and run the campaign).This phase focuses on
pushing awareness to the audience and bring the project's message to the target audience.

PHASE 2: LET'S SPREAD TOGETHER (04/04-13/04/2022)

Phase 2 of the campaign starting from 4/4/2022: This phase focuses on spreading positive energy
through influencers, by building the hashtag #shareyourcup, each stories will be spread widely.

PHASE 3: CONNECT AND EMPATHIZE (15/04- 20/4/2022)

Phase 3 of the campaign begins on April 15. This phase focuses on building cohesion and empathy
in the community. "A cup story” captured all the simple and meaningful moments of life, and we prints
the image on the paper cup. It would be a surprise gift to encourage and give love to strangers. The
plants cup represented for the enduring vitality and youth.

3.5.1. LIST OF ACTIVITIES

CONTENT FORMAT

With 3 phases above, the project communication content will be developed in the direction of
storytelling. A strong brand must be built on clear values and have an emotional connection with
consumers. Through stories, consumers can somewhat understand the personality and direction of the
brand. The unique and distinctive features will be what make customers come to and remember the

brand longer.

The project “Touch to share your cup” mainly tells the story in the form of Visual storytelling -
Storytelling through images, videos or illustrations combined with graphics, sound, voice,.. From there,
we would build an appropriate content and images, videos, articles for the project
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CONTENT FORMAT

"TOUCH TO SHARE YOUR CUP" CONTENT FORMAT

Brand Tone Young, fresh, and gentle. Sometimes deep, empathetic, emotional and
conveys a humanity meaning

Emphasize key word Energy, positivity, spread, honesty, sharing, stories, cups, touches, emotions
Avoided keyword Environmental protection, buy, sell, price
FACEBOOK
NO. CATEGORIES TOPICS FORM REQUIREMENT
. Reveal, leak information about
1 Project reveal Image , " ]
the project, Curious topics
Touch t . Project name, key m
2 ouch to Product launch Image/ Video oject hame, key message,
share your hashtag
cup
Emphasizing the meaning of the
3 Project meaning Image project, meaning of hashtag
participation
VietCup's Moi nguGi hudng irng ' o
4 Stor #shareyourcup nhu Image/ Video Merge Influencers’ video keys
y thé ndo?
B List of 3-4 people
5 Nhimg Influencers Image Brief summary of lifestyle,
c0 16i song xanh outstanding characteristics
Healthy
Lifestyle
S6ng xanh sao dé
6 9 Funny content
khéng xanh sao? Image Y
Collecting real life stories with
7 A Cup Story Image/ Video meaning, spreading values and
positive energy
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Revedl, leak information about the #Shareyourcup
] Touch to sh Photos, Videos project #Chamcoccamc
ouch to share your cup (Reels), story Emphasizing the meaning, the auchuyen
message conveyed by the project #VietCup
#Shareyourcup
2 Moments with VietCup ReelS, story Moments with VietCUp going #Chamcoccamc
everywhere auchuyen
#VietCup
. . . . #Shareyourcup
i Collecting real life stories that brin
3 A cup story P, YEOE:s g 9 #Chamcoccamc
(Reels), Story meaning, spread values and SR
ositive energy to the community. .
P 9y y #VietCup

Revedl, leak information about the #Shareyourcup
] e e el Video project #Chamcoccamc
ouch to share your cup Emphasizing the meaning, the auchuyen
message conveyed by the project #VietCup
#Shareyourcup
2 Moments with VietCup Video Moments with VietCup going #Chamcoccamc
everywhere auchuyen
#VietCup
Collecting real life stories that bring ;?:;fgggég:fc
3 A cup story Video meaning, spread values and
ositive energy to the community auchuyen
P ’ #VietCup
Table 3.5.1.a: Content Format
KEY VIDEO

Video is a highly effective form of content and its popularity has gone hand-in-hand with the rise
of social media. In 2020, 92% of marketers say that video is an important part of their marketing
strategy. (Hubspot. 2020) This has grown from 78% in 2015, showing that the importance of video is

only growing.

Whether it is a six-second bumper ad or a multi-minute compilation; video advertising has
become one of the most popular and effective ways to reach online audiences. As video content has
the ability to engage both large and selected groups of people on a substantial level, video
advertising continues to be a key driver of digital ad spend around the world. (Statista, 2020)

Vietnam is one of the top countries where people are very likely to watch video advertising to
completion on both desktop and mobile platforms. (Adsota, 2018). On the mobile platform specially,
Vietnam is one of 4 nations where mobile users are more willing to watch video ads than anywhere in

the world.
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Video Ads Completion Rates

Top Asia-Pacific Countries
Japan m 59% D a1%

=
]
5
g
E
---@

Thailand mmm

]
m | A p— ’ Philippines
0% DES% ! i

Malaeia B S §
alaysia = %_& = A Singapore
532% D 350 ; D D
60% 458
Indanesia "'

D 49% D 3%
1
a.ﬂxustralia : r -

mu% Dslm [
' Mew Zealand
I

Figure 3.5.1.a: Video Ads Completion Rates

Is video an important part of your marketing strategy?

o1% 22%
88% 2% 85%
?sx I I I I I
2015

2018 Flo b 208 2018 2020

Source: Wyzowl State of Video Marieting Survey 2020

Figure 3.5.1.b: Wyzowi State of Video Marketing Survey 2020

Advertisers can use digital video advertisements for data collecting, brand exposure, enhanced
targeting, and customisation, all of which are features that traditional TV ads lack. Because digital
video advertising allows advertisers to communicate with people in a format that they prefer, they are
the way of the future.

More than 50% of consumers want to see videos from brands — more than any other type of
content (HubSpot, 2017).
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For brands, video content is preferred

What kind of confent do you wan! lo see from a brand or busmess you supporf?

54y
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newslettars

Social images

Ease: 3,040 consumers in the US, Garmany, Colomb@e, and Mexcs

Sourod HubSpot Contant Trangs Sursenyg, 032 2017

Social vidieas

Blexg articles

Contentin

POF form to
download
and read later

HutsSg Resaarch

Figure 3.5.1.c: HubSpot Content Trends Survey Qg3, 2017

= Trang phies: T chon

VIDEO SCRIPT

KICH BAN CHUP ANH VA QUAY PHIM DU AN
“ CHAM cOC CAM CAU CHUYEN"

{Thisi luong: 3 phiit)

= Difn vién: Thinh vign nhém, ngui dan xung quanh

- Chuy phiin méu séc chi dao
CHAM B cAM CAU CHUYEN
Bai canh Phéin canh Gée quay Text/Voice MNhae
MS dbu Chide e8¢ & cHng vidn = Gdcedn Minh L& mét ngudi rdt thich “héng” | https: fdrive |
{Chiéc cfc mdt minh) - Gdictoon chuyén nhung it nhién lokhéng | e.com/fils/d/1-5q
Khuan mdt; hdng chuyén th bling nhang bé hang xdm e, | U bETCyTRG,
Théi dia ddy, minh thich lang 47 Frewrra_ i
Mghe, Guan Sat v dé rung déng WHISE=5hnng
ngay trldn... cham ddu tidn, Bing
rdi, cham nhe, cham od tdi thm
hén. £4 minh ké cho ban nghe
nha.
Butng phd | Busing phd chung chung = Géctodn Khi duge chu du khdp noi, minh
(ambient it nhdt 3 canh - Gdctréncos nhin midi hid réing m&i nguéi ching ta
sound ) xudng déu cb nhimg cdu chuydn rigng
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Previously, VietCup have not focus on promoting videos on Facebook and Instagram. Our team
realizes that it is necessary to have quality communication products to enhance the image of VietCup
in the eyes of users and upgrade the image of VietCup fanpage and website.

For the above reason, we have decided to produce a Key video with 2 formats of horizontal
(4:3) and vertical (9:16) to suit all 3 social networking platforms Facebook, Instagram, TikTok.

Video with content humanizing the image of a cup becomes a companion of consumers in
every journey and story from which to empathize and listen to their feelings. This is also an indirect
message, emphasizing the core price of VietCup, accompanying the quality of life of customers.
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COOPERATION WITH INFLUENCERS

One key touchpoint that the team wants to use to get closer to the project's target audience
is the use of influencers, specifically KOLs (Key Opinion Leaders). Influencers are characterized by
exceptionally high network size and persuasiveness. Through their recommendations on social media,
they are able to activate communication layers that influence success in the marketplace. market of
brands and products (Castulus Kolo, 2015).

Ty lé tuwong tac cua cac nhém influencers

0% 1% 2% 3% 4% 5% 6% 7% 8% 0% 10%

Celebribes (> 1M followers

M acro nfluencers (250k-1M followers) -

Power midde influencers (10k-250k followers) I

Micro nusncers (1k-10k fotlowers) T

sEngagemeni rale wLikerate = Comment rate Share rale

Figure 3.5.1.d: Influencers Marketing Report 2017, Hiip.asia
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Nowadays, customers have many options. They are all careful when deciding to buy a product.
They will learn from previous customer reviews, which is also the springboard for the generation of
Influencers to be born. Influencers are followed because they actually have a real-life relationship or
share a particular interest in a certain life topic. Their sharing is also the exact experience of a nhormal
consumer, so the level of trust is very high.

The communication plan promotes content development on the TikTok platform, while
connecting to other social networking platforms including Instagram Reel, Facebook Video. In order to
ensure the viral factor and emphasize the brand image of VietCup on TikTok, activities would be
developed by Influencers according to 4 main themes:

* Cooking Tutorial
Guide, share recipes, use convenient paper cups and bowls to store finished products

¢ Sharing the moment

Capture moments with family and friends. Go to picnic, use paper cups and bowls for convenient. Or
cook at home during stressful times of COVID-19 epidemic, ensure safe eating utensils with bowls and
paper cups so that FO can be easily collected to ensure hygiene and avoid infection.

¢ Trending

Catching TikTok trends is a way to create videos that have a great nfluence on the TikTok community.
Catching a trend will make the video easier to understand, so Influencers can take advantage to
integrate products naturally without causing discomfort to viewers.

* Tips for parents who have kids

Currently, parents with young children are very interested in tips on social networks to apply to child
care and education. From there, accumulate knowledge and experience to take care of children in a
scientific and convenient way. So choose content sharing tips for parents with young children,
including using paper cups and bowls is a suitable topic.

KOLs based on the above 4 themes to develop creative content, integrate natural products and
match the image that the TikTok channel is building. In addition to the channel hashtag in use, the
hashtag #shareyourcup is required.

These are the 4 types of content that young people love on the TikTok platform. Accordingly, the
video will share life lessons, spreading positive energy true to the spirit of #shareyourcup. In order to
spread the hashtag widely but still ensure the positive factor, convey the right value of the message,
the project carefully selects influential Influencers on TikTok. Tiktokers will focus on cooking (cooking
tutorial, food reviewer), have a healthy lifestyle (eat clean, healthy lifestyle), have fun, be positive, full
of energy.. The project “Touch to share your cup” aims to target age group of 18-38 years old, we has
come up with a list of current KOLs/Influencers who are attracting great attention and influencing the
lifestyle of young people, thereby can bring the project's message to a wider audience and encourage
them to participate in the brand's activities.

INFLUENCERS COLLABORATION LETTER

VietCup  THU MO
HOP TAC

1 DU AN TRUYEN THONG
‘ “CHAM COC CAM CAU CHUYEN"
| B
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RECOMMENDED INFLUENCERS

STT Nén tang Tén KOLs Lwot Follow/Subcribes Link Profile Ghi cha
1 Tiéu Man Théu 2,5M tikiok.com/@tieumanthaune?  Lién lac |y bao gia nha em
2 Tun Pham 2,8M https:/fwww.tiktok.com/@tung
3 Tiktok Khanh Vy 1.3M https: //www.tiktok.com/@kha Hoi khé
4 Lé Thuy 2.5M hitps:/fwww.tiktok.com/@thuy khang phi hop 1§m
5 An Den 976.3K https://www.tiktok.com/@and
6 Ph2.fhank 110,5K hittps:/fwww tiktok . com/@ph2 oke dang iu
Khéng phu hep. Nén Iya chon
7 VietAnhpipo 681.8K https:/fwww tiktok.com/@vietq nhirng Influencer quan tam tei
healthy lifestyle
8 Tiktok tré Ngoc Khanh 571.3K hitps:/fwww.tiktok.com/@ngod
9 Pu Giam Cén 217.6K https:/fwww.tiktok.com/@pug
10 j.corner83 449, 3K https:/fwww.tiktok.com/@j.cor
1 Trang Tam 304K hitps://www.tiktok .com/@tran Khéng phi hgp 1dm
12 Happy Hidari 777K https: /fwww.tiktok.com/@hap tot
13 mechanh 227k https://www.tiktok.com/@med
14 AnNhign  BbIBSI 8.5M hitps:/fwww tiktok, com/@ann
15 Chuyén nha Linh Bi 194.8K https:/fwww tiktok com/@chu
M6t sé acc trong day co ndi
16 Lucas family 142.2K dung dinh huéng giéng nhau.
Em Iwa chen mét vai nguéi pha
Tiktoker me bim hep thdi nha.
17 Vuong Meo Meo 30.3K /ivm.tiktok.com/ZSdd4
18 mam non gidi tri 46.9K https://vm.tiktok.com/ZSdd4y
19 Kawasaki Huy Nam 68.2K https:/fvm tiktok.com/ZSdd4y
20 bebe gao 36.5K vsuvmtiktok.com/ZSdd4x6t
21 Lé Thi Kiéu Trang 1.6M Céac acc & trén 1a dd rbi.
22 Hé1 Cookingk 994K https://www tiktok com/ - Khéng phi hop ldm
23 hanhchipp97 44.9k b:/iwww.tiktok.com/{@hanhchig
24 truonghoainamdl 48.1k www tiktok. comi@trucnghoail
25 littlernealprep 96.3k fhwww.tiktok.comi@littletmeal
26 Tiktok challenge lyhealthy 23.7k s:/www.tiktok.com/@lyhealth|
27 stayhealthyeasy 182.3k fwwow tiktok com/@stayhealth
28 Huong Ly 808.5k https:/iwww tiktok. com/@lyth
29 Chéng ngoan 258.8K https:/iwww tiktok, com/@choy
30 Tan Pon ( ) 507.7K https:/iwww.tiktok  com/@tant
3 Eat clean héng - Thu Nhi 605.3K https: tiktok.c il
32 Tiktoker diwr phong & NHA LA CHILL 51.5K https:/fwww tiktok com/@mai
33 ngan 265.6K https:/iwww tiktok.com/(@anb
34 Udng nuére khum? 225.3K hitps://www tiktok.com/@uon

Table 3.5.1.b: Suggested list of collaborate influencers
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A CUP STORY

A Cup Story is an activity that contributes to spreading life's moments, thereby emphasizing the
beauty and unique nature of Vietham. It can be the story of the livelihood of people or the story of the
dreams and ambitions of young people, sometimes it is also a beautiful love story. All are strokes that
create an idyllic moving picture of Vietham. Each cup will be pasted with photos capturing everyone's
moments and the green sprouts inside the paper cup would be a gift to thank them for the value they
create and for the efforts they put in every day. This is also a word of encouragement after a long
tiring day. Sometimes small surprises can create magical moments.

The activity will exploit real-life, meaningful stories and will be deployed on TikTok platform and
connected to the remaining 2 social networks: Facebook, Instagram Reels. Stories will be produced for
less than 3 minutes to accommodate short video platforms.

Amidst the chaos of life, people are suddenly attracted by simple and rustic moments. The details
seem to be simple but easy to empathize with the viewer. “The love you give is the love that lasts
forever®’, and the beautiful moments would remain with time. This is also a source of motivation and
inspiration for many young people.

SCRIPT

KICH BAN A CUP STORY
MSI CHIEC cEC MOT CAU CHUYEN

1. HOAT BONG A CUP STORY
¥ nghia efiu chuyén: Cua |31 k& cia nhimg ngudi xa kg, vdi nhimg céu chuyén chiza dung ¥ nghia, ching ta phén ndo déng cam khéng
chi wdi mhiimg khd khan, thir thdch trong cude s8ng mé cbn wai nhimg hanh phie, nidm vui ¢lo ho. He gidng nhu nhimg mdm chéi
non bén trong obc gidy, di cde of nhd bé dénmdy. nhung chéi non dy luén cf gdng ddm chdi ndy téc cho dén mai sau.

Hinh énh tugng trung: Nhimg chife e gify giding nhar m$t bé phéng giip cho chy sinh $6i, seu khi trd ndn cing cop, 10 rdng xudng
mat dét Lai cd thé dam chél mé trd nén coo Ldn. Cing gidng nhu con ngudi, khi dude buo boe trong vang tay el nhimg ngusi thudng
yéu. ching ta ludn cdm thdy am lang, nhung khi va wip vdi nhifng khé khén ciio cubdc sdng, ching ta cing nhi nhirng hai dm tinh yéu
% méa vimg bude trén con dudng mid bam thén dé lua chon.

2. cHOBE

= Chuyln dbi thuding Cou chuyén clia cée be, ng bl 1dn tdi bdn hing rong L& duling, bdn hang tir thign, Lau ndm, quét
raE.. Ho tam su nhing cou chuydn cho cude s8ng 08 thulng, AhiEng khé khdan, vat v véi cuds 560G muu sinh, Nén chon
nhiing nhéan wit ¢ nghé nghiép lién quan dén béo wé mai trubing { quét rac, bde bao v tudi cdy)
Chu chuyén clia ngudi HiMSi {nhitng bdc chup dnh, bdn td he trén phé, nhitng ngudi win gidr nhitng nét vin héa truyén thing,
&6 kink c0a Hé NG rmong mudn duac cham dén gidi tré

* Chuyén ngubi tré (Chu chuyén vé nhimg cb bé, chu bé nhé wedi nhung thae vat, chim chi Lam vide hing ngdry, ¢4 ude ma
tuang Lai, hodi bio, hode niiing ude mo dang o)

» Chuyén tinh yéu (Cau chuyén ti nhiing cfip d8i vé hanh trinh ho dén véi nhaw, gén bé nifm vui, hanh phiic, ti & lon téa y
nighia tich cuc cla tinh yéu d&n maoi ngu.

Nhin it Ctiu hi che nhin vt

Chuyén ddi thuing Chiu chae bée, ban ndy chau cé chup duge mat bie anh rdt La
dep cla bdc, nén chdu xin gl 1ing bdc clmg mion gqué nho nhb
a

Baéc lé ngudi & day o

Bac lam chng vide nay lau chua a?

B oo nhigu Tud il a7

Thé od nhigu khéch guen khdng ha bac?

Con o néim nay bao nhigu tud a7

Hang ngéry bde ban hiing & day tir médy git dén mdy gid
a7 ( k€ wé hisnh trinh vl cube a3 ha)

chiing chdu cim thiy rit nguing md, va trong Wic bdc dong
L vide thi d& chup hinh bic vé in ra dan Lén cdc chy nay. Dy
chi 1 mén qub ahd, nhung ching chéu mong ob thé khich 1&
tinh thin bae. Ching chau cam an bae vi da chia sé ofu chuyén
el minh wi mong bao ludn ludn khde manh wh wi tugl,

Chisyén tinh yéu Chéio hai ban, 2 bon (b chil) d thé cho mink Lbam phi&n chit
dudc khing?

2 banquen nhau ldu chua?
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3.5.2. KPI FOR KEY ACTIVITIES

Activities Platform

Total Post 10
Facebook
Total Video 5
Post 15
1 Content Format
Instagram
Story 20
Reels 5
TikTok Total Video 15
Reach 1.500
Engagement 500
Facebook
26/03 -
20/04/2022 .
Likes 100
Key Video
5 .
(Orgqnlc) Views 1.000
Views 10.000
TikTok
Likes 200
Views 3M
3 Coc?peratlon with TikTok
influencers
(#shareyourcup) KOLs 30
Video 5
Tiktok
4 A Cup Story Likes 1.000
Views 5.000

Table 3.5.2: KPI for Key activities
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3.6. ESTIMATED BUDGET

ESTIMATED BUDGET

u Category Unit Quantity Cost (VND) “

A. HASHTAG TIKTOK #SHOWYOURCUP

1 Booking cost Influencers Video 30 6.000.0000
2 Package cost Product 30 200.000
3 Delivery costs Product 30 900.000

61.000.000

B. FACEBOOK ADS & INSTAGRAM ADS

Reach 100.000
1 Facebook Ads 6.000.000
Engagement 5.000 Suggested,
not required
Instagram Ads Reach 10.000
2 Engagement 3.000 5.000.000

11.000.000

C. A CUP STORY ACTIVITIES

Sticker Piece 20 5.000 100.000
1 Printing costs
Picture Picture 20 15.000 300.000
Soup Bowl 20 25.000 500.000
2 Gift
Succulent
Tree 20 0 0}
plant
900.000
Costs Incurred 10% 7.300.000

TOTAL COST FOR THE FULL CAMPAIGN (VAT NOT INCLUDED) 80.300.000

THE MINIMUM TOTAL COST OF THE ENTIRE CAMPAIGN ONLY
. - 69.300.000
(Does not include suggested activities + sponsored fees)

Table 3.6: Estimate Budget
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3.7. RISK MANAGEMENT

A crisis is any situation or sequence of events that push a group, team, or organization into a
downward spiral, by threatening to harm people or property and negatively impacting and causing
damage to the organization. Organizations, stakeholders, or even the entire industry, if not handled
effectively and efficiently, are characterized by “high consequences, low probability, uncertainty, and
pressure on decision-making time” ( J. Hale, Dulek, and D. Hale, 2005), and always pose three
interrelated threats: public safety, financial loss due to operational disruption and loss of market share,
and the inevitable loss of reputational damage, as it reflects poorly on an organization (Coombs, 2011).
Such events and conditions are called project risks. To ensure project success, project risks need to be
managed.

Negative risks, when occurring, will cause losses to the project, affecting the goals that the project
needs to achieve, while the project participants all want to take advantage of the opportunities created
by the project. positive risks. Therefore, the identification of risks, clarification of risk management
methods, and risk response strategies for the project are essential in order to improve opportunities and
reduce risks to the project's objectives.

3.7.1. CRISIS MANAGEMENT PROCESS

Post-crisis

the post-martemn phase when companies look for ways to better improve
preparations for the next crisis as well as fulfil commitments made during
crisis response.”

Stages of Crisis
Management

(Figuers 3.7.1. The Stages of Crisis: Understanding the Crisis Management Lifecycle)

PRE-CRISIS PHASE

The pre-crisis phase aims to prevent a crisis through a risk assessment. When there are
signs of a crisis occurring, it is essential to manage crisis communication. A guiding principle in
crisis resolution is fast, accurate and consistent information. To do this, we need to be a key
team in planning, implementing, guiding, and executing. The following is a summary of the
duties of the crisis communication team:

 I|dentify the cause of the crisis: We have thoroughly examined every detail and activity in
the project to anticipate and analyze any factors that may have caused the crisis.

» Assess the situation, scope, and impact: After determining the cause of the crisis, we assess
its spread and impact at different times to make timely adjustments. Time for a
communication plan, from which to have appropriate coping strategies for the situation.
From there, the right planning, and right focus helps to solve the crisis to maximise
efficiency and minimise losses.
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e Detailed planning: The crisis communication team meets and develops a detailed plan that
includes specific goals, strategies, timelines, methods, and specific responsibilities for each
department or individual for the time being. crisis resolution. Prepare detailed crisis
management plans: who are responsible for implementing this plan, the specific work of
each person, who will be the first contact when there is an emergency. incidents occur,
order of priority to provide information...

CRISIS RESPONSE PHASE

When avoidance efforts fail and a crisis is triggered, the organisation enters “crisis mode”
and enters the response phase, characterised by short, complex, and uncertain decision times.
Obviously, the risk of immediate damage still exists. So here's a must-do stage of loss
prevention:

Working with the media: During a crisis, the media can be a double-edged sword, which
largely depends on how you react to and handle the crisis. Therefore, working with the media is
to provide information related to the company's crisis to the media. Let them help the
company bring accurate information about the incident to the pubilic.

POST CRISIS PHASE

After controlling the information, the crisis has passed, it is necessary to declare the end of
the crisis to start a new phase, the recovery phase. It is necessary to widely announce in the
media and be able to give directions and solutions to the company in recovering from the
crisis.

After the crisis, there should be a general inspection and assessment of weak aspects for
enterprises to amend. This is the best time to get customers’ opinions on the company's
activities.

TARGET:

e Ensuring business operations after the crisis

e Settle the interests of customers

e Maintain corporate brand image

e Continue to maintain and control the business activities of the enterprise
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3.7.2. CRISIS CLASSIFICATION

RISK MANAGEMENT

Type of risk m Stakeholders Crisis Response Phase Post Crisis Phase

The team always attends when needed

The content does not meet the

Consensus content before production

skills and quality assurance

Anticipate the possibility that it will be
done

requirements of the client Sabject bigh Vistup Check the content before posting Edit.the postimmediataly
Or update a backup post
There is an initial agreement to ensure
video quality
The team has a clear script direction C;I;I::luencers taldg
Influencers post misleading L - Remind content
. Objective High Influencers : 3 :
production content Ask Influencers to send scripts and orientation for Influencers
2 Ask Influencers to re-
demo videos 7
preduce the video
The person in charge of monitoring and
supervising the video is up
Set KPlIs in line with teammate capacity
Actively research and consult relevant
documents " o i .
Content does :;t meet the set Subject High VietCup fhoenhg;e to invite people to participate and engage with
Invite friends and relatives to like, P
engage with content
Quality assurance of content
There is an original agreement that
guarantees video quality
R t
The team has a clear script direction emove comments "
Gecun < = — . Learn from experience and
KOL's video received negative Objective - VietCup . :
E 5 High _ Create solutions with choose carefully
feedback from viewers /Subject Influencers | Ask Influencers to send scripts and i
i Influencers to deal with Influencers
demo videos :
negative comments
In charge of monitoring and supervising
the uploaded video
Influencers’ TikTok channel . . . : g o
: i A Subject Medium Inluencers Check channel content before booking | Cancellation of cooperation and original agreement
violate community guidelines
h e filmi See the weather forecast before the
i pro_ Hie-onipracess, T ming shooting date Postponing filming until the weather gets better
and taking photos encountered s : 2
il i Objective Medium Project group
difficulties (cannot rent filming ’ : :
5 Have a backup location before each Set-up anindoor shooting scene
equipment, bad weather,... . ;
shooting session
Consensus content before production | Team always attend when needed
The product is unsatlsfuct?ry Objective Medium VietCup Send shooting script, capture Edit the script or make a new one
and not approved by the client
Send demo images, demo videos Or use backup post
Research and refer the product that will
Insufficient video producti record
et ks Objective Medium VietCup Qutsource video production

Content production persennel
did not keep up with the

There is a specific production schedule

Send demo 1-2 days before posting
schedule

Personal review and

and affects the client’s
account

Use 2 communication channels to
prevent risks

Subjective Medium VietCup Team leader oversees and manages the |Use backup posts o
progress on the platforms, experience
e g schedule
missing the original content
Team members raise morale and
responsibility
Unanimous opinion
Team members have The team leader reconciles and quickly finds a solution
controversial issues, leaving L . = Working in solidarity
the project directly affecting Stiblective e Projact group Help members exchange and find a common voice
the project Team leader connects members
E Build 2-factor security for each Detect hacked members
‘Among the members in charge " i
i member immediately
of channels, there is a member . i
- S = . Check to see if there is
whose nick has been hacked Objective High Project group

Revoke admin rights of the
hacked person

any damage to the page

Table 3.7.2. Crisis Classification
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4. PROJECT EXECUTION

4.1. PROJECT TIMELINE
4.1.1. Project Overview
4.1.2. Project Timeline

4.2. MEDIA PRODUCTION
4.2.1. Production Schedule
4.2.2. Media Product

4.3. PROJECT BUDGET

4.4 PROJECT MANAGEMENT PROCESS
4.4.1. Human Resources Management
4.4.2. Task Management
4.4.3. Team Communication

4.5. STAKEHOLDER ENGAGEMENT
4.5.1. Stakeholder Identification
4.5.2. Stakeholders Communication Channels
4.5.3. Engagement Process

The “Touch to share your cup” project execution
started from 3/2022 to 12/2022. This part of the report will
present the overall progress of the project as well such
as publication production schedules and media
schedules throughout the implementation phase. We

will then explain in detail the Human Resource
Management and Stakeholder Engagement processes,
which are the two main functions our team must
perform when the project is done.
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PROJECT EXECUTION

PROJECT TIMELINE MEDIA PRODUCTION

Ideation, planning: 10/2 - 26/3 PRODUCTION SCHEDULE

Project implementation MEDIA PRODUCTION
on social networking platforms (27/3)

Implement the #shareyourcup (28/3)

Deploying the project A cup story (15/4) social Taking Tl
media picture Influencers cup story

PROJECT BUDGET

TOTAL BUDGET FOR PROJECT: 18.306.400

PROJECT MANAGEMENT PROCESS

g = )

Team Communication
Human resources management Task management

STAKEHOLDER ENGAGEMENT

VietCup: Project owner, project supervisor and sponsor
Chairman of Huy Linh group, general director of VietCup - Duong Quang Huy: Representative of VietCup directly

supervises the project

Sales and Marketing manager - Anie Duong: Representative of VietCup directly supervises the project and approves
the posted content.

Influencers: Booking for hashtags on TikTok
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4.1. PROJECT TIMELINE
4.1.1. PROJECT OVERVIEW

(1) §
02

03

‘O
e

Ideation, planning (March 10 - March 26)

Develop a communication plan, main message, key image, and implementation plan.

Project implementation on social networking platforms (March 27)
Provide guidance and provide content information to educate the target audience.

Implement the Share your cup project (March 28)

Building a community to share stories and positive energy. Thereby helping people to
clearly perceive the brand.

Deploying the project A cup story (April 15)
The activity contributes to spreading life's moments, thereby emphasizing the beauty
and uniqueness of each person
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4.1.2. PROJECT TIMELINE

FACEBOOK

FACEBOOK

KE HOACH TRUYEN THOMG VIETCUP

: . . . NER TANG FACEBOOK
Prein cing .
5T Gl dagn %3 gang smE Thet gian hupln T Cha i b bal Tredi ik Wik by R g g
Faadraza ‘ Wi Frybrach | Wi
Dadang
b DA dang
Trigger
Tao rkon thic
) ¥ B dang
[ .
- 1 T ey |1 i
.m-a:::n'. e ll“.':-\;l:lu.-. | e Fram P :-.:I; .-_...1,1. =1 s T madang
s v, F2i b : .
Hashiag TikTok | | 1
& chareyouroup Mhusg ctegEughE |
L TR N . . & cat oz gty
Tushr | bhirg & r—— . L L i ol oy
AN TS - 13 AT
¥ 1
TP
s ral = iy
Cundg lan b
}
i v o i kg
L]
i
} i } ] ]
"
il i g
" ¥ .“
]
gl vy
i e
an b i . L L 5 g
dﬂllv:ﬁ"ﬂ )
B an | h 1 | | i yakd
& Cup BEary [T A NI A1gag By P P N kb it . o
p Btary e i e ey e i L
¥ ¥ 1 1
" I| o :_" . [ |:-|'.I i . . h |
¥ 5 .“
d)= L :-ll . : ¥ ¥ L

Table 4.1.2.a Facebook timeline
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4.1.2. PROJECT TIMELINE

INSTAGRAM

INSTAGRAM

KE HOACH TRUYEN THONG VIETCUP

NEN TANG INSTAGRAM
5T Giidean N dung chinh Thii gien: chi i firibai ul.rhhrnpd]-.m ThEzkE
| ) i Fhu trach hyarach T o oy
- . He 1. o thang i
1 oz [cHurEnwEToLF] 1 D LEFT (b vidt, stor) 0 ¥ulin Thang Fham Phuang Anh dugn
5y b ma
R B o TeEnduan
1 8032022 Anhikhdiding dudn Duhng ThanhTam L& ChiMgi Théng ditg, Fghla
Hasttng
[ : | “illl!B' I . [ [ ¥ g ol cunAL
M Tao nh_ﬂn thie 3903022 o CHEM 0OC | post) Fham Phuong &nh Thing dia Iy én 13
CHAMCHC Chl CAU CHIRER
1 303202 CiM ipost) NI 0 Thing L& Chikigi Thpga e ol e
B Wiz T CHIPIEN cpost DuraThTm | phodizcm et
|
B Liafames Choo thang 4 Ul ey Thisrg Fham Phueng &nh
Ll LIty ) m%mlim W0 Ky Thisegg Fham Phueng Anh
m mwi 347032 T i 0 Ky T N Xt THng
{73200 - NE4 Ty Feslz
Hoshtog TikTok . :
n #shareyourcup Tuin thing & 443002 “Mﬁ?m'# 0 sk Thiseg LE Chi Mol
(e a0z ¢
n/4fz023)
EFER g4z |.'|rf4:'r.an|1=3m L3 Fram Friong &nh Fham Phusng &th
| 1 cing lon téa | Heitny Litesyle | |
0042032 Paghi L& ciing el Cup W0 ¥ulin Thang LKt Thing
- T Moi nguti hudng,ing share your ChiNg
== 14502 : Pirolis il L& ChiMsi L& ChiMgi
Dl stng sanh 1t cho
=t b wiling g mdi
Truangahng comidl
:ﬂm‘:?"‘rﬁ_gw
I “Eiéing xonh” 00 54 thing xmnh = niing
1304200 WO Xuan T Dudineg Thanh Toy chin i 50
o m? hang g m %Tm\ar ﬂ;&l
riadng i) cu; doan
vameg 50 oo ih oly
haby L8 cha niidng
INgUni g KON
. T duan
a0 Annikhdidng dudn W0 ¥ulin Thang L& Ching Thing ik, ¥ nghia
Hoshing
: . VideodiIgngoty S
=8 . 1ninr|:lrE|:1lnbﬁ|iEn. Fram Frizong Anh L& Chi i
| — tofhom
s ) VigtvE cuchuytn
.. Hoatdangz B 16 e gt W0 ¥uan Thang FhamPhuenganh | oo nhing nhan it
. (10142023 -Z4 4 200z
@n ket o e TMali chifctie 13 milt oy LT
| ding cam . “‘4“9"3 '
D an
A Cup Story 18800 pherEod iy FramFrong aoh L& Ci N
Tutn 3+4 hang 4
5 (%ﬂ"‘t inh T Hutin Théng L& Cti N
FFEF] Lk i O Cuging ThanhTam Fham Phuang Anh

Table 4.1.2.b Instagram timeline
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4.1.2. PROJECT TIMELINE

7T

TIKTOK

TIKTOK

G TIETOK
Gilai doan #agi dung chinh Thii gian Chasyln mue crigdunbal | Thist ke | Vit bai o Link wideo Trong the
Fhu trcsch Tty Phustrsch Vou e =
Trigger 0 I, Hey o i = :
Tae nhén 2002 i g lugrg ich: »hin ek .y wiwiean el g
thise VS a " i
=1 ]
84 dang
i
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wiharepsreup s
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g8 dang
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r dddang
= g
Hoat ding 2
Gén két, 21043023 y : - e
ding cam e s { S o .
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A Cup Stery
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Table 4.1.2.c Tiktok timeline
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4.2. MEDIA PRODUCTION
4.2.1. PRODUCTION SCHEDULE

Week 1 Week 2 Week 3

KEY VISUAL
Brainstorming idea 13/03
1 Drafting 15/03 - 24/03
Final 26/03
Concept selection 16/03
Final concept 17/03
’ On set 19/03 26/03
Final product 24/03 28/03
Write script 01/04
On set 03/04
’ Edit video 04/04 - 06/04
Final video

08/04

Writing letter of invitation

to cooperate 17/03
Find influencers 18/03 - 01/04
Sending proposal 20/03 27/03 04/04
4 Confirm participation 20/03 - 10/04
Influencers send script 21/03 - 11/04
Video demo 23/03 - 15/04
Fina video 24/03 -17/04
Script 09/04
Record video 13/04 - 14/04
° Edit video 15/04 - 18/04
Final video 15/04 - 18/04

Table 4.2.1. Production schedule perform project



SOCIAL MEDIA

The social media platforms we used in this campaign are Facebook, Instagram, TikTok.

Facebook

Previously, VietCup's Fanpage had the main target of small and medium-sized businesses that
wanted to use paper products for their businesses. They use Facebook as a platform to view the
company's products, as well as contact the sales department directly to hear them advise on products
and inform product prices, shipping policies. Therefore, the image and color of the Fanpage are still
monotonous and not trendy. Therefore, to make the Fanpage interface more accessible to Gen Z and
young parents, we have re-directed the image and content.

Old interface

VietCup® cCac gidy VietCup
E ENiEtCup - CHng Ly

Trang chi Gidi thiéu Cia hang Anh ¥em thém =

New interface

VietCup®  Céc gidy VietCup

ﬂ @yiettup - Cong oy

# Chinh slia hanh déng G tin...

IN5MIEN PH 2

e ” VietCup®

# Chinh siia hanh ding Gii tin.,

Trang chu Gidi thidu Cira hing Anh Hem thém + m (=}
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SOCIAL MEDIA

The social media platforms we used in this campaign are Facebook, Instagram, TikTok.

Instugrqm

VietCup has built an Instagram platform, but the operation is not regular, the design style is not
suitable for this platform. So we changed the image to make Instagram more artistic, in sync, and on-
trend. The photos will feature articles about healthy living and being environmentally friendly. The way of
addressing will be somewhat more relaxed, the language is also more youthful and creative. Besides, we
choose to add a new Instagram feature called Reels to deploy.

Old interface

\;‘i%‘f‘.][‘t-'-fl‘u Chinh st trarg i nlin D

VietCup® E7héivist  BOS aquititheo dai ang theo dis 1487 nguiti ding

VIETCUP

Can I imis b W

Wi céy of hoa L3 va nkding disu nhd bé quanh ta &
I'"I wetcupiigmal.com

B wercotgay.com

#greeniifestyle

Fpaparcup

www facehank.com/ViatCup

Customers

New interface

Mii chiée cae

vietcupvn  Mesage [ -
74 posts 701 followers 1,539 following

VIET CUP
Product/service

Cham cdc cdm cdu chuyén w
L Web: www.cocgiay.com
£ TikTok: chuyen_vietcup
#shareyourcup #acupstory
www .facebook.com/VietCup

Followed by ph.fhank, tcas0312, meiniebwi +5 more = il .
. -

(e TE Y

Customers #Shareyour... Products Events Green Life
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SOCIAL MEDIA
The social media platforms we used in this campaign are Facebook, Instagram, TikTok.

TikTok

Previously, VietCup had not used TikTok to promote the brand, so the team came up with a strategy
for this platform. Not only using Influencers to develop the #shareyourcup community, the group also
created a TikTok channel “VietCup Stories”. On this channel, we would post funny, positive, trending
TikTok videos and videos of A Cup Story activities.

AR ehyven _vieteup g
Ih_ . Charpin ViatCug

. Lt e T -'-'.
8 Felowicg &M 1248 Lk

::'-:'-'_-I;uqren_v't&,tmp
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KEY VIDEO

In the project "Touch to share your cup’, the team has chosen to produce key videos with 2 formats
horizontal (16:9) and vertical (9:16) to deploy on all 3 platforms Facebook, Instagram and TikTok.

KEY VIDEO 4:3

LRg rof-cham nhe, ¢
BE migh ké cho ban nghe nha.

Figure 4.2.2.d: Horizontal Key Video

KEY VIDEO (9:16).

Figure 4.2.2.e: Vertical Key Video
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https://drive.google.com/file/d/10rvOR5MutFgUnGnzgzEh785Kc8PYJdQN/view
https://drive.google.com/file/d/1n3Ul5B-xGQWtdil2ZtIlpIq9ZmWtaWVg/view?usp=sharing

TAKING PRODUCT PICTURES

DACHL team made a series of photos to use as material for the project as well as to post on social
networking sites, as well as the company's website in the future. The image mainly has fresh, youthful,
gentle colors but does not forget to be close to bring a feeling of closeness to people. In addition to
images showing product features, the team also added images that touch emotions.

Figure 4.2.2.f: Product Photos
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VIDEO INFLUENCERS

We have selected Influencers with diverse interactions on the TikTok platform to spread the
#shareyourcup hashtag widely while ensuring that the right message is conveyed. Here are the
Influencers that have been selected and uploaded to the video.

TIKTOK'S FOLLOW/
LINK NOTE
ID LIKE
. . 38.K Followers
trangheothi trangheothi 280K Likes
Key Influencers
phamtrang.2401 is a TikTok channel
with attractive cooking instructions,
Cookin a way to get insight into the
TUtOI‘iGgl phqmtrqng_240'| Pham Trang 251.2K Followers audience USing Tik Tok (natural,
6.7M Likes funny, empathetic). This is the
channel with the highest number of
followers and likes under the topic
“Tutorial Video”
Vy Vui Vé Vy Vui Vé 30.7K Foll9wers
- 841.2K Likes
Key Influencers
j.corner.93 is a channel to build
content and images that are
3 Qs 467.5K Followers | suitable for the target audience.
j.corner93 (@j.corner93) 15.9M Likes With a bright, simple image
- - concept, j.corner.93 is currently one
of the lifestyle Influencers with high
engagement.
Nawincolen @nawincolen 17.8K Followers
' 1.IM Likes
‘ 17.8K Followers
i sia eue
suahbi 1M Likes
Sharing
moment
X &per Gon 229K Followers
Supergirlhealthy Heo Thy Thy 376.3K Likes
p oy 6791 Followers
Khitg 25 Khitg 25 75.8K Likes
. _ 30.7K Followers
huyhoanghjhj | @huyhoanghjhj 1.6M Likes
Stay Healthy 186.6K Followers
Stayhealthyeasy E_as—y_ 1.8M Likes

Table 4.2.2: Selected List of Collaborative Influencers
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https://www.tiktok.com/@stayhealthyeasy
https://www.tiktok.com/@stayhealthyeasy
https://www.tiktok.com/@stayhealthyeasy
https://www.tiktok.com/@j.corner93
https://www.tiktok.com/@j.corner93
https://www.tiktok.com/@j.corner93
https://www.tiktok.com/@j.corner93
https://www.tiktok.com/@j.corner93
https://www.tiktok.com/@j.corner93
https://www.tiktok.com/@j.corner93
https://www.tiktok.com/@j.corner93
https://www.tiktok.com/@j.corner93
https://www.tiktok.com/@j.corner93
https://www.tiktok.com/@doanmainhi97
https://www.tiktok.com/@doanmainhi97

TIKTOK'S FOLLOW/
LINK NOTE
ID LIKE
S 218.6K Followers
Ngoc Ha 5
E Ngoc Ha 8.7M Likes
Tri day truyd 259.4K Followers
10M Likes
. x . 840.3K Followers
Ly Nguyén Nhi nhyyn
y oty @nhyyng. 12.5M Likes
: e - 30.6K Followers
Trending Tit ¢ trén Tiktok @cdqtit99 693.6K Likes
Key Influencers
With the theme of capturing
trends, and humor, camthao is a
c Tha th 353.9K Followers channel loved by children
am thao @ccamthao 10.9M Likes because of grace, wit, and
courtesy when creating content.
The produced videos are also
considered natural and close to
the viewer.
AN NGON CUNG | 25.6K Followers
mechanhl

BE CHANH 18M !

259.5K Likes

% mam non

59K Followers

Key Influencers
Regarding the last topic "Tips for
parents”, mamnOngiaitri is the
representative channel for using
the brand's products. In addition

Tips for mamnongiaitri I 1.5M Likes . L
pareF:\ts e 9 giai tri % to sharing methods of raising
have kids children, moments of going out,
and experiencing products with
children is also a content that is
interested by the target group.
52.6K Followers
v
Nhung kol Nhung kol 305.1K Likes
52.5K Follower
Podn Mai Nhi Podn Mai Nhi

1.3M Thich

Table 4.2.2: Selected List of Collaborative Influencers
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https://www.tiktok.com/@.nhungkol
https://www.tiktok.com/@j.corner93
https://www.tiktok.com/@j.corner93
https://www.tiktok.com/@j.corner93
https://www.tiktok.com/@j.corner93
https://www.tiktok.com/@j.corner93
https://www.tiktok.com/@j.corner93
https://www.tiktok.com/@doanmainhi97
https://www.tiktok.com/@doanmainhi97
https://www.tiktok.com/@doanmainhi97
https://www.tiktok.com/@doanmainhi97
https://www.tiktok.com/@doanmainhi97
https://www.tiktok.com/@doanmainhi97
https://www.tiktok.com/@doanmainhi97
https://www.tiktok.com/@doanmainhi97
https://www.tiktok.com/@doanmainhi97
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Figure 4.2.2.g: Influencers’s TikTok videos
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HSHAREYOURCUP

6.4M

#shareyourcup 2o e

6.4M views

Thich ndu &n nhifng ghé...  di plcnic dilii #fyp 3 #sh... 1chuyén di cheti khéng d... My cal ly ¢é chan né ch..  Xem dén ci dé thy tén... ndi niém editor @ #typ ...

~ SINH NHAT DI CHOI XA
i THicHOIGI?

‘ﬁ! tiangheothi

Ché an mét con ga mai ... Khum bao gié/ Ia qua s&... Banh healthy hay fan ma...  mét budi 1di blng 16 @.. Cam on 18 théi tiét hém .. rét 13 di lam #fypis #sha...

.';;.'q@ -

Fiw

khién ching ta

L Tai sao lufit hip din
gitip minh GIAM CAN ? _"

slcar?

| tienvu.25 ph2.fhank ;‘ nhyyng

Déu hidu clia s ruding ... nhifng chuydn disélam... O nha chi em vy mdi d...

Figure 4.2.2.h: Influencers’s TikTok video list
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A CUP STORY

Through stories, VietCup has shared with everyone useful things about a green
lifestyle, energizing positive energy and creating meaningful moments “touching
emotions’. We always appreciate the values conveyed and are honored to listen to
everyone's stories.

o TikTek

Wchuryen_violsi

Figure 4.2.2.i: A Cup Story's TikTok videos

Thank you - A Cup Story Video
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https://drive.google.com/file/d/19HkHU1tId-bcpXb3Vxd1ctkS0EebaKtU/view?usp=sharing
https://drive.google.com/file/d/19HkHU1tId-bcpXb3Vxd1ctkS0EebaKtU/view?usp=sharing

4.3. PROJECT BUDGET

PROJECT BUDGET

N I I

HASHTAG TIKTOK #SHAREYOURCUP
BOOKING STAGE 1

1 j.corner93 500,000 Paid
2 Boan Mai Mhi 500,000 Paid
3 Hoeng thigu mudi 500,000 Paid
4 Vi Thay Tién 300,000 Paid
5 \y Vui Vé 500,000 Paid
& Booking cost Nhung kol « 400,000 Paid
7 nawin 300,000 Paid
8 phamtrang.2401 2,000,000 Paid
9 trangheothi 300,000 Paid
10 tit & trén tiktok 300,000 Paid
11 Ngoc Ha 700,000 Paid
12 Dietismny Stage 1 Express 4 30,000 120,000 Paid
costs
13 e procftt;c:i* i Roll h | 164,000 164,000 Paid
Package cost
14 Paper bags Piece 70 770 53,900 Paid
TOTAL STAGE 1 6,637,900
1 Cam Thdo 3,300,000 Paid
2 mechanhl 500,000 Paid
3 mamnOngiaitri 500,000 Paid
4 ) Tri déy 1,000,000 Piidl
5 DZI;\;:;V Supergirlhealthy 200,000 Paid
-] Sda hoc bai 500,000 Paid
7 Stayhealthyeasy 1,500,000 Paid
8 Ly Nguyén Nhi 800,000 Paid
9 Nhu Flop 300,000 Paid
10 Delivery A Express 3 30,000 20,000 Paid
11 costs Delivery 2 30,000 60,000 Paid
TOTAL STAGE 2 8,750,000
A CUP STORY
il Succulent Tree 15 20,000 300,000
Soil Bag 2 20,000 40,000
Mobile photo CANON SELPHY 300 Machine 2 300,000 600,000
printer rent :
4 fees Ink+ Paper Piece 2 200,000 200,000
TOTAL 1,140,000
1 cafe cup 5 245,000 |
2 ) Salad Bowl 1 40,000
3 g Vld?o Gift for strangers Partion 186,000
Properties
4 lce-cream Cup 1 30,000
5 Soup Bowl 77,500
TOTAL 578,500
=iele AL H
1 Facebook Package 2 600,000 1,200,000
TOTAL 1,200,000

TONG KINH PHi TOAN CHIEN DICH 18,306,400

Table 4.3: Project Budget
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4.4. PROJECT MANAGEMENT PROCESS

A process is d set of interrelated actions and activities performed to produce a product, service, or
result. Each process is characterized by its inputs, the tools and techniques that can be applied, and the
outputs.

Project management is the application of knowledge, skills, tools, and techniques to project activities
to meet project requirements. The application of this knowledge requires effective management of
project management processes.

For a project to be successful, the project team needs to:

* Select the appropriate processes needed to meet the project objectives.

* Use a defined approach to meet requirements.

* Establish and maintain appropriate communication and engagement with stakeholders.

e Comply with requirements to meet stakeholder needs and expectations

* Balance competing constraints on scope, schedule, budget, quality, resources, and risk to create a
specific product, service, or outcome.

4.4.1. HUMAN RESOURCES MANAGEMENT

Project Human Resource Management includes the processes of organising, managing, and leading
the project team. The project team consists of people whose roles and responsibilities are assigned to
complete the project. Project team members can have different skill sets, can be assigned full-time or
part-time, and can be added to or removed from the team as the project progresses.

Although specific roles and responsibilities for project team members are assigned, the involvement
of all team members in project planning and decision-making is beneficial. . Involving team members in
the planning process add their expertise to the process and reinforces their commitment to the project.
The ultimate goal is to create an environment that allows the team to most effectively achieve the
project’s goals.

Active participants in the implementation of this project include our team of 4 and some of Vietcup's
staff. Therefore, our human resource management strategy includes managing the work of the team
and collaborating with Vietcup. This part of our report will go into detail on how these processes are
implemented.

4.4.2. TASK MANAGEMENT

Teamwork is increasingly becoming an essential requirement in organisations and projects with
the goal of assigning work and coordinating work. In fact, there are jobs that an individual is not
capable of solving or solving effectively, so choosing to work in groups is the most reasonable method
of doing the job. Accordingly, each team member will contribute to the group’'s common work content to
ensure the completion of the task for the problem and work requirements that the group is assigned.
Each member when receiving his or her work will be forced to interact with the work of other members
of the group. The division of work does not make up independent activities that are actually coordinated
assignments.
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WEEK 1 WEEK 2

A popular tool used to perform the assignment of responsibilities is to use a Gantt Diagram (also
known as a Gantt horizontal chart, Gantt chart) which is a type of diagram used to present tasks and
events according to time. The diagram will consist of two main parts: the vertical axis shows the names
of the jobs and the horizontal axis shows the timelines for those jobs. Looking at a Gantt chart, you can
easily capture the information of each task and the whole project.

Gantt charts include horizontal bars that are used to illustrate the timeline of a project or work.
Each bar represents a step in the process with length representing the amount of time that step takes to
complete.

After several meetings with VietCup representatives and our project proposal approved, we had a
better understanding of the project requirements. Our process of delegating work starts from the first
meeting of the team, where we share each of our skills, abilities, and responsibilities each of us can
contribute to the project. We then proceed to assign specific tasks to each member and create
communication channels, and task boards, and manage files with which we will work with the project.

The first thing we need to do is list all the work items needed to execute the project. When defining
the work items, we aim for the 3 goals outlined above and in turn outline the small goals to achieve
within it. Once the worklists are in place, the team determines the earliest time to start the project and
the estimated time to do it.

After we have the work item and the period time, we determine which tasks need to be completed
before the other can be done. These dependent operations are called “sequential” or “linear” jobs.

Other tasks will be “parallel” - meaning they can be done at the same time as other tasks. The
more parallel jobs, the shorter your project schedule.
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PROJECT CHAM COC CAM CAU CHUYEN VietCup
PROJECT MANAGER DACHL 11/3

WES TASK PCT OF TASK March April
BUMEBER TASK TITLE OWNER  START DATE DUEDATE  COMPLETE Week2 Week3 Week4 Week1 Week2 Week3 Week4
A Pre-Production
1 Resaarch Team 11/03/2022 13/03/2022
2 Bé xudt y tudng cho doanh nghiép Team 13/03/2022 13/03/2022
3 Hop véi doanh nghilp v mentor :::r:u; 14/03/2022 14/03/2022
4 Lén k& hoach thye hién diy an Team 14/03/2022 16/03/2022
5 Thiét ké ban dé xudt du dn Tearn 14/03/2022 16/03/2022
B Production
1
Hop ban dua ra dinh hudng hinh
11 anh Team 16/03/2022 18/03/2022
1,2 Chip dnh véi dinh hudng ré riing Team 19/03/2022 26/03/2022
1,3 Thiét ké Key visual demo Thang 20/03/2022 23/03/2022
1.4 Duyét v stia Key visual Team 23/03/2022 25/03/2022
2 Influencer
21 Vigt thu méi hop tac Tam 17/03/2022 17/03/2022
Tim kigm vé lién hé Influencer trén
2,2 Tiktok Tearn 18/03/2022 01/04/2022
2,3 Gl san phém tél Influencer Anh 26/03/2022 16/04/2022
2.4 Influencer gui kich béan Team 21/03f2022 11/04/2022
2,5 Duyét video demo Teamn 21/03/2022 11/04 /2022
3 N§i dung trén mang xa h§i
Lén ké hoach néi dung nén tang
31 Facebook Team 17/03/2022 24/03/2022
Lén k& hooch ndi dung nén tang
3,2 Instagram Team 17/03/2022 24/03/2022
Lén k& hoach ndi dung Youtube
33 Short Tam 17/03/2022 24/03/2022
L&n k& hoach ndi dung nén tang
3,4 Tiktok Team 17/03/2022 24/03/2022
Tearmn +
35 Hop véi doanh nghiép vé mentar  VietCup 24/03/2022 24/03/2022
3,6 Tao kénh TikTok Team 25/03/2022 25/03/2022
Chay quang cdo ndi dung trén
3,7 Facebook VietCup 26/03/2022 22/04/2022 80% |
38 Quan Iy ndi dung trén Instagram Thang 26/03/2022 01/05/2022 80%
3,9 Quan lf ngi dung trén Facebook Mai 26/03/2022 01/05/2022 80%
3,10 Qudin 1§ ndi dung trén TikTok anh 26/03/2022 01/05/2022 80%
4 San xufit video chi dé cho chign dich
4,1 Vigt kich ban video Teamn 25/03/2022 26/03/2022
4,2 Quay video vé hiu ki video dema Tam 26/03/2022 30/03/2022
43 Hep wdl doank nghili vh mantor ;::I:up 30/03/2022 30/03/2022
GQuay video v héiu ki video chinh T
4.4 thife 03/04/2022 09/04/2022
Hoat déng “A Cup Stary™
Lén ké hoach hoat déng A Cup
5,1 Story Teamn 13/03/2022 14,/03/2022
5.3 Mua cy + ddt Mai 05/04/2022 05/04/2022
Team +
5.4 Hop wéi doanh nghiép va mentor VietCup 06/04/2022 06/04/2022
55 Vidit kich ban video Team 09/04/2022 10/04/2022
5.6 Thué dgo cy + quay video Team 13/04/2022 14/04/2022
57 Héu kY video Anh 13/04/2022 17/04/2022
c Post-Production
Do ludng chi sé cu thé trén cée nén
1 téng MXH Team 18/04/2022 19/04/2022
2 panh gid higu qua Team 18/04/2022 19/04/2022
3 Vidt béo edo du dn gui cho VietCup Team 18/04,/2022 20/04/2022
Team +
4 | Hop rat kinh nghigm tidy an | VietCup | 20/04,/2022 | 20/04/2022

Table 4.4.2: Gantt chart of the project
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4.4.3. TEAM COMMUNICATION

Gantt charts are useful tools to help each team member keep track of their tasks and work on a
project. Specifically, the communication tool during group work will help members contribute ideas, help
and support each other when doing work. However, like any other workgroup, our team also needs
communication channels to exchange information about projects that need immediate feedback, send
important documents or sometimes just to chat. stories and develop a positive team spirit. Especially in
the early stages, the Covid-19 pandemic is still complicated, and due to the long distance between team
members making it impossible for us to meet face-to-face often, these communication channels are an
essential tool for teams to work together effectively. The table below will list all the communication
channels our team used for the project, their purpose, and the method of using them.

CHANNEL PURPOSE

Communicate with team Members can discuss, talk on the sidelines
members and brainstorm ideas
Facebook Messenger Small, time-consuming, and unexpected

Create small tasks .
tasks can be contacted via group chat

Update work progress, remind Leader and members will urge and remind
deadlines the deadline for each task
Arrange a meeting with the The team will arrange meetings with
business businesses every week on this platform
Google Meet
8 " Where the whole team can work and
Meeting with team members ; .
communicate with each other
Email Exchange files Use to exchange files with both groups and

businesses

Table 4.4.3: Team Communication
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4.5. STAKEHOLDER ENGAGEMENT

Stakeholder Identification is a process of identifying project participants and grouping them by
level. It includes the person’s level of involvement in the project, their interests, and influence. From there,
determine how to approach and cooperate with them throughout the process of participating in the
project.

There are two types of stakeholders: internal stakeholders and external stakeholders. Internal
stakeholders are part of the organization or project owner and external stakeholders are outside the
project owner's organization but have an interest in the project. Within the scope of this project, we
engage with internal stakeholders: VietCup; External stakeholders: Influencers

4.5.1. STAKEHOLDER IDENTIFICATION

The planning and implementation of the project received the participation of 3 stakeholders:

* VietCup: Project owner, project supervisor and sponsor

e Chairman of Huy Linh group, general director of VietCup - Duong Quang Huy: Representative of
VietCup directly supervises the project

* Sales and Marketing manager - Anie Duong: Representative of VietCup directly supervises the
project and approves the posted content.

¢ Influencers: Booking for hashtags on TikTok

4.5.2. STAKEHOLDERS COMMUNICATION CHANNELS

Communication channels show the way information flows between stakeholders. Throughout the
project’s planning and execution phase starting from March 13th, we maintained communication with
the stakeholders’ online channels. These include

COMMUNICATION

STAKEHOLDER PURPOSE
CHANNEL
. Introductory project
. . J Evaluate and approve project plan
Offline Meetings . Receive productions
. Receive funding for the project
. Exchange general information related project
VietCu Messenaer . Content Editorial
P 9 . Share information related to the project
. (documents, reports, images, videos)
e To develop the project, discuss important issues
Google Meet . Review and comment project process
. Update project progress
Ezr::;)il . Sending proposal
Influencers Messender . Exchange information related project
g . Exchange script and video demo
Instagram

Table 4.5.2: Stakeholders Communication Channels and Purposes
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4.5.3. ENGAGEMENT PROCESS

The project is mainly divided into 2 phases: Project proposal, and implementation. Each

stakeholder plays a different role.

* Proposed period (March 10, 2022 - March 17, 2022)

During this phase, we mainly work with VietCup to come up with a comprehensive development
proposal for the project.

Most of the work is communicated through Messenger Group chats and Google Meetings with
stakeholders. Weekly meetings are held to report the work progress, make assessments and set new
tasks for both sides, and learn more related content.

* Project implementation phase (March 18, 2022 - April 19, 2022)

STAKEHOLDER ENGAGEMENT TASK

March

Week 2

Meeting with VietCup to discuss the upcoming goals and
objectives in the communication plan.

Week 3

Develop and present project proposal
Present the detailed implementation plan
Evaluation of the project proposal
Search and contact Influencers

Week 4

Project implementation
Create a TikTok account and unify the TikTok channel name
Offer products to send to Influencers

April

Week 1

Continue searching and contacting Influencers
Meeting to evaluate and report on project progress
Get the Ist batch budget

Week 2

Meeting to evaluate and report on project progress
Get 2nd batch budget

Week 3

Meeting to evaluate and report on project progress

Table 4.5.3. Project implementation phase
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* Engagement with VietCup:
During the project implementation phase, Sales and Marketing Manager Anie Duong is the one who
directly communicates and supervises the work and through posts on social networks.

Weekly meetings are held to report on project progress, comment, evaluate and answer questions,
and define tasks for the following week.

During this period, there were issues that the two sides did not agree on. However, after careful
discussion, the two sides have found a common voice. Work content and documents are exchanged via
Messenger and Email groups.

* Engagement with Influencers:
To ensure video quality and convey the right message value, the team searched for Influencers
thoroughly through Booking KOL, Influencer, IDOL TikTok Groups.

After searching, the team sends out invitations, proposals and exchanges work with Influencers via
Email and social networks (Zalo, Instagram, Messenger).
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S. PROJECT EVALUATION

5.1. SOCISAL EFFECTIVENESS

5.2. ACTIVITIES EFFECTIVENESS

5.3. FEEDBACK

Project evaluation is an inevitable part of any
project management process. The benefits of
project evaluation range from optimized use of
budgets and resources to improved stakeholder
satisfaction. Furthermore, project evaluation at
every stage of the project reduces the risk of
changes to the project scope. To ensure our team
conduct project reviews during the pre-, ongoing,
and post-project phases of the project to
understand the defects and requirements.
Finally, we create a course adjustment strategy
after each project to create a benchmark for
future projects.

For our team, reviews help us evaluate our efforts
and figure out how we can improve on future
projects. Based on our communication goals, we
will evaluate the process, impact, results and
summary.
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PROJECT EVALUATION

SOCIAL EFFECTIVENESS

o like: +129 e Follow: +95 e Follow: 508
e Reach: 17.509 e Reach: 5.202 o like: 1.352
e EGM: 3.624 e EGM: 1.919 e Views: 19.153

ACTIVITIES EFFECTIVENESS

IMPRESSIVE NUMBER

?oe II 70 50 9 REACH ORGANIC

@ 'I'I.Gk VIEWS KEY VIDEO
# 6.4M  usuracviws
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5.1. SOCIAL EFFECTIVENESS

FACEBOOK PAGE

From the project start date March 26, 2022, the total page likes was 4,161 and increased by 129 to 4,290
likes until April 18, 2022

VietCup® Céc giay VietCup

@VietCup - Céng ty

Trang chu Gidi thiéu Cira hdng Anh Xem thém »

Giéi thiéu

Hem tit ca

o Nha san xudt va kinh doanh c8c gidy, ly gify, bat gidy,..
Vietcup. Thigt k€ va In dn logo thuong higu trén cc gidy -
Gidi phap Marketing higéu qua hié... Xem thém

) Trusa Ha NS Tang 1 Tod nha Ruby CT2 phd Phisc Loi, Long
Bién
* Mobile/zalo: 0915 06 02 04

+ PBH Thanh Xuén: 109 Trwdng Chinh, Thanh Xuan, Ha Ngi...
Xem thém

ple £.290 ngudi thich trang nay, bao gbm 13 ban bé cla ban

~82e0LlD

B 4219 nguai theo dai Trang nay

@ hitps/fwww.cocgiay.com/

Total number of people reached by the article from the end of March 2022 to the middle of April 2022:
The highest reach reached 2000 people using Facebook Ads and the highest reached more than 1500
people organic reach

S nguriei bl vidt tidp cén

S mgurini 0 oeem Bl K bai i e 008 Ban i nhil mdl ldn. Dy off 18 96 By wde tlinh

T nhién [ 546 Sanh bdn TIEW CHUAN
S0 sdnh hedu gua trung
banh Pl i Qlan

Figure 5.1.a: Total reach
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Tang 54 gt xem Theo phin i

Tang 56 gt xem

o

42
]
Thang X 2T Thang 3 20 Tharey 41 Tharsy 4 3 Thirsy 4 & Thiesy £ 2 Thiireg 2 10 Thaeg 4 13 Thirg 4 15 Thiesg 4 43
Figure 5.1.b: Total page view
Cam xuc, hinh lwdn, gt chia sé va nhirng hoat &ng heong 18c khac & Too ki vilt

Hhifng lkao Ee ndy =& grip ban bép cin SEm nhku rgue

= Cim wic Binh $n — Ll chia 58— KRdc TIEW CIUAN
En ganh hidu qud rung
binh theo thivi gan
Cam 2
Einh
Lirgrt chia
Kha

—

Figure 5.1.c Total Like, comment, share activities

About interaction: The average post/video likes from 50-100 likes and peaks at more than 150 likes.
Comments increased in mid-April 2022. Most posts running Facebook Ads will have reach from 4000 or
more, interactions over 200. For organic posts, reach will be from 200-1700, interactions from 50-200
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Figure 5.1.d: Post insight
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#Shareyourcup Key Video

Coc giay VietCup .
Mguoi ding: Pham Anh @ - 9 thang 4 lic 20:05 - 3
CHAM COC CAM CAU CHUYEN, LANG NGHE CAU CHUYEN CUOA BAN
L L 4

o= Vi VietCup, hanh trinh chu du 13 nhifng cdu chuyén dai ddi khi
khdng cd hdi két. Minh ludn mudn dudc ddng hanh vadi ban va cam
nhan tung chut mot qua tng anh mat, nu cudi va ol nhng can
“cham” nhe, d& cif thé moi cdu chuyén da maw déu dugc ching ta
thaw cam s3u sac.

2 Cam dn ban da ddéng hanh cang VietCup trong du an "Cham obc
cam chu chuyén”. D€ lan tda nhifng khodnh khac vui vé, tich cuc va
tran day nang lugng, chan... Xem thém

1

-

—

-l - .

| -
E i

——-L‘—w.-_-_.— e L

'hi I | : | F‘r
} H|I‘|I‘I k& mik r.'l.l'l'.ll 8t Ehich “hang™ c LS s

A | .-nhm'l:;L!tnhlur-u kg th being rind ngL-dh'.—'n‘ru:ﬁrl'H‘EH

Sl e S R ol o o

Joi ik

1.739 497 3 S Vi

S8 ngudi tiép can dugc Lot tuang tac Quang cdo bal viét

OO Ban va 68 ngudi khic 12 binh luén 25 lugt chia sé
O Yiu thich (] Binh ludn & Chia sé

Total number of reach: 1.739 reaches
Total number of engagement: 497 engagements
Total number of like: 70 Likes
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A Cup Story Key Video

S Che qidy VietCup
el |
"-.___,a' Hguti ding: Pham Arn 8 . W thang & ldc 12:17 -

) - e
[A CLIP STORY - BOH CHIEC OO BAOT CALU CHLYEM]
o Mo dau cho hoat dong A Cup Story - MO chigc o5c mdt cau chupé
la md hanh |_Er:r':_| dep ¢ ka3 et cau ban tre
Y Ay lelp e _::".' trich sdudm ol ndrg @ nhung Ban win <an <ang
lam dep ba b Sn auid huana ala mink T khadnh kb nay, ban ay Ja

lam toa mivnndg giatn tot Gep Jén md nguo Bueng guanh, gog phan
qgin Qi redd trudng song oua chinh chung ta... Xem thém

) Vi thich L Bink luin e Chia sé

Total number of reach: 2.884 reaches
Total number of engagement: 1.549 engagements
Total number of like: 70 Likes
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INSTAGRAM

From the start of the project March 26, 2022, the total number of followers on the page is 606 and an

increase of 95 followers until April 18, 2022.

vietcupvn  Editprofie

VietCu p" 74 posts 701 followers 1,542 following
VIET CUP
san phdmyDicl
Cham e cdm ciu chuyén Y
IF Web: www.cocgiay.com
T TikTok: chuyen_vietcup
Eshareyourcup #acupstony
www.facebook.com/VietCup

30 ngay qua v 20 thang 3 - 18 thang 4

Téng quan vé thdng tin chi
tiét

So vdi 18 thang 2 - 19 thang 3, ban da nhan dugc
thém +95.850% |udt tudng tac vdi ndi dung.

Tai khoan tiép cén dugc 5.202 S
Lugt tudng tac vdi ndi dung

Téng sé ngudi theo dbi

Figure 5.1.e: Overview statistics from March 20, 2022 - April 18, 2022

Total number of reach: 5,202 reached (increased by 9%)
Total number of content engagement: 1,919 engagements (up 95%)
Total number of followers: 701 (up 7.3%)
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NGi dung tiép can ®

Feals

1 4.797

Bai viét

O 516

Video

I 106

Tin

Ll 94
& Mogud theo do & Mgudi khong theo do

Bai viét lién quan nhat 3

Difa trén s6 ngudi tiép can

el .:..1.

A1 thdng 3

Figure b.1.f: The interaction of each content item increased
sharply after 2 months of running the project

The interaction of each content item increased sharply after 2 months of running the project:
Total Reach of Reels: 4,797
Total Reach of Post: 516
Total Reach of Video: 106
Total Reach of Stories: 94
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Lu'dt tu'dng tac vdi thudc phim 675

g0 vai 18 thang 2 - 19 thang 3

Lucit thich g 3
Binh luan 12
Lufit Iuu 3
Lugt chia sé 17
Thude phim nai bat 3

a tren =0 ludt thich

-

Lu'dt tudng tac vdi video 176

20 wdl 18 thang 2 - 19 thang 3

Figure 5.1.i: Engagement with each content category on Instagram

Total Engagement of Reels: 675
Total Engagement of Videos: 176
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D tudi
trong sé ngudi theo déi ban

Tat ca Nam M

13 -17

[ ] 7,3%
18 - 24

z—————————]} 31,5%
25 - 34

e 28,6%
35 - 44

[ 15,7%
45 - bd

2] 8,8%
55 - 64

= 6,2%
G5+

B 1,5%

Figure 5.1.k: Summarize data on age, group of channel followers.

Gen Z is currently the group with the highest rate of following, interacting and accessing the
channel with 31.5%, followed by the age group from 25-34 with 28.6% and other age groups
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TIKTOK

Previously, VietCup had not used the TikTok platform to implement communication plans,
leading to not reaching new target customers. Therefore, we have built a TikTok channel in this
project. Within more than 1 month, the channel has received 508 Followers and 1,353 Likes.

AT

Echuyen_vietcup

19 508 1283

Elang Folbow Folloresal Thi

Hily ciineg chia s ndng kremg tich cue ciing #Sharegaurcup ngay him nay ban nhet 3 S8 F Y #vistCup #xubunng

TLBK LiiH xem  Fdd Lkt thich @ fich pldn 2 Chie sd

o al oan nhdr b bE OrgT & chr v Ang ba knum? B fuhareyourcup Svielcug Sfyp fmemonies

1292 Lt sem BB Lyni fhich 13 Mok kan 1 hia 58

R0 bvsdin iy ke o IhiFors o CHL Ba ". FERAEpGUrC D Femories Fauhung

1088 Lanot mam 147 LiRoL thieh 11 Bih udin @4 it

Khi mdl v con gi, Snh mdt chd triin ngao tnh yéu thikong #sharepourcup fxubuong froemornes
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The following gender group is mainly Male with 75% and female 25%, the famous tracking area is
Vietnam. The key video of the project is one of the videos focused on promoting interaction. The
video has garnered 11.6K Views, 744 Likes.

Gioi tinh Dia giém ndi bat -

Figure 5.1.I1: The following gender group is mainly Male with 75% and female 25%, the famous tracking
area is Vietham

iy clireg chils 52 ndng luomg tich oo chng #Shareyourcup ngey Bam nay ban nhél G ISHEE T Y Aietlup fohucng

FiLGE LM sive T LUPOR e & B C T TT S T

Hidu sudt video
Tﬁv'ql-&lgi.n:!rr. Thee qlan xem trang Bk
Lt L L 3.Iw
1HL G AT 4 O3y a4

Lurgrt wem video theo phﬁn

Figure 5.1.m: The key video of the project is one of the videos focused on promoting interaction. The
video has garnered 11.6K Views, 744 Likes.
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Description

SOCIAL EFFECTIVENESS

Actual result

%Result/KPI

Like/ Follow Increase 200 Increase 129 64,5%
Reach 15.000 17.509 17%
Engagement 2000 3.524 176%

Follow Increase 300 438 146%
Like Increase 1000 1.352 133.5%
View 20.000 19.163 94.765%

Follow Increase 100 Increase 95 95%
Reach 5.000 5.202 104%
Engagement 1.000 1.919 192%

Table 5.1. Media evaluation after implementing the project
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5.2. ACTIVITIES EFFECTIVENESS

Activities Platform Actual o b esult/KPI
result
1 Total Post 10 9 90%
Facebook
Total Video 3 5 100%
Post 15 13 87%
Content Format
Instagram Story 20 23 115%
Reels 5 6 120%
TikTok Total Video 15 12 80%
2 Reach 1.500 1.787 119%
Engagement 500 505 101%
Facebook
Likes 100 69 69%
Key Video
(organic) Views 1.000 802 80,2%
Views 10.000 11.6k 116%
TikTok Likes 200 744 372%
3 | Cooperation with Views 3M 6.4M 213.3%
influencers
(#shareyourcup)
TikTok Influencers 30 20 66.6%
4 Video 5 5 100%
A Cup Story TikTok Total Likes 1.000 1.226 122.6%
Total Views 5.000 4116 82.32%

Table 5.2. Activities evaluation after implementing the project
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5.3. FEEDBACK

The feedback below is the Feedback of the client from VietCup, specifically Ms. Anie Duong - the
representative of vietCup, direct supervision of the project. Feedback includes both negative and positive
sides, sometimes our team and the client have disagreements, thus encountering misunderstandings.
However, in general, Vietcup responded that the content assessment and the core elements of social
media do well, but some of the influencer's video content still has commercial elements, not really
emphasizing the healthy element of positive connection as the brand wants to aim for. However, this is a
good idea devised by the team, thereby creating a premise for VietCup's future project and strategy to
create a habit of connecting users with paper cup products.

FEEDBACK FROM VIETCUP

Cac em oi, cac Tiktoker lén kich
ban trudc khi guay cd gui lai cho
cac em k? C thay video cla b
Hoang nay md nhat, guay khéng
6 trong tam. Phan quay coc
Vietcup di sat man hinh va 1éng
ghép 16 lifu. Quan trong nhit 13,
tai sao cac ban ay lai |8y céc udng
nude dé ngdi &n 18u ma khing s
dung bat gidy? Sai muc dich sur
dung ¢ thiy hdi phan cam vé

video nay

T it e g i B
i g o gy 41
iy e P 7 e i

VietCUup® v

)

n

' L

2

Hi cac em, 2 bai dang vira rdi c
thay kha tot, tdi nay cé video khdi
doéng du an pk? cac e gui content
va video cho ¢ trudc nhé. Cac an
pham design céc em cho logo
Vietcup to han 1 chit gidp ¢ nhé.
Mét viéc nita Ia néu cdc em céan
glfi mau cho céc tiktoker khu vuc
ndi thanh Ha Ndi, bén c sé hd trg
guii truc tiép cho nhé.

https://docs.google.com/
document/d/11oSYYjTwN-
SIIT3SrMvRfMAIUK2hNdB-23...

Cac bandiccd1gdpynho nho la
clip nay minh dang lén cac phudng
tién mxh nén néu video ko thoai roi
thi nén chén thong diép hoac ndi
dung minh muén truyén tai vao I3
gi.Bung tir géc do cha 1 ng xem
thi ¢ sé ko ¢ kién nhan dé xem
hét 1 clip hodic cdm thay hut hang
néu cd xem dén cudi ma van ko
hi€u truyén tai gi ngoai cai coc.

v
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FEEDBACK FROM AUDIENCE

About the hashtag #Shareyourcup, the majority of feedback comes from Influencers’ comments
on the TikTok platform. According to the data and information recorded by the group, the comment
content includes conflicting elements. Regarding the positive comments, in the videos of healthy
lifestyle, cooking tutorial and tips for parents have kids, consumers tend to support the product, care
about the brand and want to use the product. Through the benefits that Influencer has built such as:
Convenience for outdoor picnics, sharing daily food for children and families, convenient utensils during
the epidemic time (Disposable utensils to avoid infection), most of them are on the trending section of
the TikTok platform and receive a lot of feedback from users.

* About the negative comments. With free and humorous content, it also received negative feedback
such as ‘“Irrelevant advertising content’, “Is the effect of paper cups really protecting the
environment?"... With all the comment on the product's features, the team also discussed with KOLs
to come up with the most suitable answer and help improve the consumer's experience with

VietCup's products.

* About the activity "A Cup Story": We received most of positive feedback because this activity contain
community value. With each individuals and organizations that VietCup has met, talked and spread
positivity and joy. They also left sincerely thanks and gratitude when receiving gifts from VietCup.

@ & NhungRose 0@ - Ticgia

Ban vao link trén tuding cla minh G bigt nhé

" Nhatbun91
& Uithé nay thitign quaemha @
@ & NhungRose @ P& - Tacgia
08098
l‘b Resier Tran dang & Rosier Fresh Tes & Coffee (Rosier Him Mghi)
A mgdy - Fb Mo -

Chp ola Viesoup gl ting cic bgn nhin viin v cing d¥ thvong &

lonlteafnang luonpltichicylouloes

soufmotngayllom; pi:!c

9 Khanh Linh
¥ Quag céo cde gidy nd c bi ke lién quan :))))))

% Stay Healthy Easy ® - Tac gia
Chia sé cho moi ngudi cach dé bao vé moi

trudng vs gilr an toan vé sinh, tranh lay lan covid

g

@ user9726274449071
&i, =p minh cn day rbi, cdm on mom d& théng tin

&% @& NhungRose &P - Taczia
D999

v CE% Giky ViECUR
Cam gn Rosier dd chia sé khodrh khic cling VietCup nha L

Thith Phan ki

= L gy VierCup
Cée gy VieCup gl chc ban mia chife clip luu galr khodnh khic gida VisCup
va Rosicr nha @
bt s 1l k. coe

" i
TIKTOE.COM
Chuyén VietCup on TikTok
T .
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6. REFLECTION

6.1. POSITIVE POINTS

6.2. NEGATIVE POINTS

6.3. RECOMMENDATIONS FOR FUTURE

The “Touch to share your cup” project has
proven to be a valuable learning experience for
our team members and we have had the
opportunity to learn unique lessons that will
surely come in handy as we go started building
our career in the media field after graduation.

The communication strategy for the project was
successful in terms of creating brand new
content to engage the audience. In particular,
some of the content has created a new
perspective for both types of target audience.

On the other hand, we encountered many
obstacles during the implementation of the
project. In this part, we will give a careful post-
project reflection showing our limitations
regarding the planning, management,
communication and risk management of our
project.
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6.1. POSITIVE POINTS

* This project gave us an opportunity to utilize knowledge from school in a practical way. Theories
of communication risk, management process, how to communicate with stakeholders,
collaborate with a different team and so on..This experience taught us that running a project
requires a certain amount of flexibility in order to achieve final results.

e With our creativity, we can create a variety of new content and videos on social networking
platforms, especially on Tiktok, Reels (Instagram) channels. The special thing about this project is
that all the ideas and content are considered and selected by us many times. Because we are
the target audience that VietCup is targeting. Therefore, we have a certain understanding and
creativity about content on social networking platforms, which can easily reach young
consumers.

* The members of VietCup business are very responsible, always ensuring the timeliness in
supporting our team to send products to Influencers. During the project implementation, to
contact influencers, select script for video topics and influencer orientation content, VietCup side
has created conditions to support our group and give straightforward suggestions. So the two
sides work more clearly and comfortably.

* Team members are responsible for assigned tasks, always ensuring quality content and timely
production. In each phase of the project, the assigned workloads are all noticed by the members
and completed on time. Although the task included not only the current project but also two
previous projects under the Ministry of Health, our team was still able to organize and systematize
the amount of work assigned to adapt and implement the project, ensuring guarantee according
to the progress

e Team members are proactive and flexible in our work. In our group, each member has different
strengths and weaknesses. However, in the process of participating in the ideation and
implementation of the project, all members were able to support each other and maximize ourr
abilities to make the capstone project as perfect as possible.

6.2. NEGATIVE POINTS

* The team has never worked together on a real project before. Due to limited experience, during
project implementation, the team still had difficulties in managing work division, measurement
and evaluation. Beside, the team has no experience in contacting Influencers, so there are many
obstacles in the process of working. Sometimes our group also encounters shortcomings in the
influencer booking process (inappropriate selection leads to book cancellation, not considering
booking price...). The evaluation of project KPIs is also not clear and coherent, leading to the
project progress sometimes being interrupted and affecting the resulits.

* In the first phase of the Project Period, the team lost a lot of time in implementing the proposal
with the Ministry of Health and the Department of Preventive Medicine. Therefore, the project
implementation time is urgent and limited.

* Due to the urgent deadline of the project (only lasts more than 1 month). Therefore, the results do
not meet the requirements and potential for development. The project needs time to spread in
the long run before it can reach the insight of young customers. Besides, the content does not
have outstanding unique elements to go viral on social networking platforms
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6.3. RECOMMENDATIONS FOR FUTURE PROJECTS

To develop other project in the future,, we have some recommendation:

* VietCup should focus on developing social networking platforms, especially short video platforms
like Instagram Reels and TikTok, Youtube Shorts

¢ Diversify content-oriented friendly, close, connecting with customers.

* Use paid media to enhance more the reach and engagement in every social platform

* When summarizing the current project results, we have completed the first phase of the project
with the goal of increasing awareness and spreading brand image. However, the project will
continue to last with the long-term goal of increasing the brand love level of customers.

* VietCup can expand the project's reach to a larger target audience and organize more social and
community activities to interact with people in a directly way and create love for the brand of
green, healthy and active lifestyle. That is our group’'s recommendations on the direction, project
can continue to grow further in the future and share the positive impact and human values come
to more young Viethamese

For ourselves, we will use the experience from this projects when working on other projects with
different teams in the future, from fine-tuning our project staff- management skills to get better
prepare for ourselves when working with other organizations.
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7. APPENDIX

1.PROPOSAL COMMUNICATION FOR MINISTRY OF HEALTH OF VIETNAM

|

& - MUC LUC
BAN BE XUAT

KE HOACH TRUYEN THONG
"CON SE TIEM VAC XIN"

BE XUAT BOI

ghién cu

1L VE BO ¥ TE VA BEI CANH HIEN NAY o

BOI CANH HIEN NAY

2 NGHIEN CU VA BANM GLA o7

Kinbo 8415 ki 538 pha iy v vibe m v xin eho trd nhés .
4 N Hoat dng truyén théng thp trung vho 3 muc titu

Ming ca0 nhn thiic (Increase awareness)

Coe théng tin duge eung edp 86 o ra quyst dinh

"CON SE TIEM

5.V TUGNG LON

1.VE BO ¥ TE VA BOI CANH HIEN NAY o

TONG QUAT =

ma
v xin. Ngo ra, nham o8 19N ngUBI thin. ngusi quen b
6 nh huang Lic b | Nhang nham A8 tucng muc tiéu ch

BO ¥ TE - CO QUAN CHINH PHU VE CHAM
€ VA BAO VE SUC KHOE TOAN DAN

2 NGHIEN CUU VA BANH GIA a6

Khia s § ki ciin phia Buynh w6 vide thim vie xin cha tré nhic

pRr20 -

hu cBu tibrm g vée xin v mu d6 chil dling tim kidm tin e v
eibem e chetre.

4 BOITUGNG MyC TIEY L3

CHAN DUNG DO| TUGNG MUC TIEU (NHOM 511 TUSI) |

7. BINH HUGNG CHIEN LUTC u 7. BINH HUSNG CHIEN LUGE 15

T, Xy chireg chis chubn chea chidin dich

"CON SE TIEM VAC XIN"
"CON SE TIEM VAC XIN"

3 thing dibp.
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7. DINH HUGNG CHIEN LUGC 1

EN LUDC

72 Che host d4ng chinh théu by

.22 Cude thivé tranh

7. BINH HUONG CHIEN LUGE =

72 Cae hoxt g chinh tiby biu

723, Video quing cio
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L = | como nisf
e | ot

Hinh deh min hea
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73 Timetine 73 Lich trinh truyén thang

731, W8l duung chifin dich 730, 1 chang chidn dich
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7. BINH HUGNG CHIEN LUGC 7, BINH HUSNG CHIEN LUGC El

T32. Lich trinh trupén théng 50 luce 7.4 D nut 361 e kit hop
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the

KINH PHI DU TRU
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unicef & K*
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V% THIEN LONG
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2. WEBSITE REDESIGN FOR THE DEPARTMENT OF PREVENTIVE MEDICINE

BOYTE

T

A CUC Y TE DUPHONG

=" GENERAL DEPARTMENT OF PREVENTIVE MEDICIME
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3. PROPOSAL PROJECT FOR VIETCUP

ot xukras: VietCup’

NHOM SINW VIEN TRUONG D41 HOC FPT

DE XUAT CHIEN DICH
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Binhvi thuong hiéu VietCup gén ién vai hinh nh
“Moi truing xanh - Phdt trin bén vang - Ngudi
ban 86ng hanh tin <3y

(G MUC BO TRUNG THANH VA YEU THICH
THUGNG HIEU (BRAND LOYATLY & BRAND LOVE)

el A e e
thanh, yeu mén thing hiéu va s3n sang Gng ho
e
1w,

(KPI 58 0V thiét p sou khi 0UGe su chdp thean)

-

L~

ST TRUYEN THONG

5. THONG DIEP - HASHTAG

#SHAREYOURCUP

£

ich “Cham c6c cam cau chuyén kéu goi moi nowdi cing tao
Ihiing diéu ho bé. Hay bit
i hay 861 Tl quen $6ng lanh g, quan A 61 el QP 43
mb trung séng xung quanh ta, t d6 lan téa théng diép bio vé méi
tnveng, T s nhang hbrh Gna§ 1okl by, té gl cbachang
ta 58 ddn tré nén 16t dep hon trong tang lai

6. DINH HUGNG CHIEN LUGC

6274 thiét ké hinh anh va ndi dung trén nén tang xa héi
(Facebook, Instagram)

L ]
Healthy Mind, Healthy Life ]“—Mw
& \lu.w\:w; N - \
S

o« 6)...00

Méu Instagram tham khdo

o HUONG CHEN LS 5

07 ek TRiINK TRUYEN THONG

7.N9i dung chich dich
72 Lish trinh truyén thong s¢ luoe

08 KINHPHIDUTRD

3001 T

Theo nghién <, gid

cuse

UGNG MU

moitrueng s0g

Dy n truyéin 1hong i bi Nudng 101 xéy dung hinh dnh thuang hiéu vl 9id tré trang
T o o B o g e et b
3 thuang hibu VierCup can lan

42538

g
i bin than va cong d6ng.

iy 13 ha nhom 6w

1 hay ahém e b 11 rhim 481 i s 860

téa

‘CHAN DUNG DOI TUONG MUC TIEU (NHOM 16-38 TUGH

Honé ngnitp

R T T —

Ko phsn it nganh nand

ing o9

Tovies | 051 50 o . v
o
6. DINH HUGNG CHIEN LUGC

aty manh i
i sang €ac. ndn thng mang xa hoi Knke bao gém Instagram Reel,

Voutube Short

D8 9 b Uk y6 0 gty ot i, e 80 et i ke g cla
Loisong

TiTk déng théi ket

inée,

w bim
thich tén nén ting TTok Theo 45, vided 55 ehia sb AhINg b3 hos cube 56na, lan 163

By 13 4 loai i

chatenge
snareyourcup

Neidung

4o ya chon

o HUONG CHIEN LGS

6. DINH

HUGNG CHIEN LUGC

Méu Instagram demo sau khi tdi thit ke

ERpe——

TONG QUAT

o1 muc aicn lan 15 thueng hidu thang qua cie
aém cham mai

2
£
H
£

g hi 55 tieh cue trung thanh v9! thusng
T tong wng

Treo dé, chibn dich truyén théng 58 8usk trién khai
trong vong 2 thing, v hoat Gong Gi Bit 1 tho.

ey 04t i ot 00 G f i 4 10
8t nguai idu dimg tr

Bén canh vise xdy dung 18I dung trén esc nén ting
fr9ns i 1 b i 1k i ot o
15 £0ng 9uge tinh Lok thye R v 160 g0 A Cup.
Sy, 1Ol e e £ crugn, Dy I
chubi host dong bao 6 viee tang ey nham a0
i mén qua ¥ nghia 13 nhing mam xanh d

bvo g6m cb bdo chi
Béing hanh cing chién dich truyén thing Vi ti

0P thuisng hiéu t3ng mu . ph bién, than thien
i nguai i dons

ToNGQUAT 3

03. DOI TUGNG MUC TIEU

CHAN DUNG DS TUGNG MUC TIEU (NHOM 10-25 TUSI)

Audience insight

BOTUHG M TEY

6. DINH HUGNG CHIEN LUGC

6. Challenge TikTok #SHAREYOURCUP

Méu video tham khdo

Nauén: Tiéu Man Théu Nauén: Honh Trén

Ngudn: Ho Thu Ngudn: Chuyén nha Link B1

o HUONGCHEN WoC "

06. DINH HUGNG CHIEN LUGC

Nhang csu
chupgn gian don

o HUNG CHEN oS

ching logi V6

1. VE VIETCUP VA BOI CANH HIEN NAY

Cong ty VietCup 13 mk h6 théng thudng hidu ban Iély gidy thude tap doan Huy Linn
‘Group. Ra 06 i nam 2009 cho dGn thoi dém hién ta. VietCup 33 knong nging phit
ign céc san phim i <hé bing eidy. cung <8 cac gidi phip én 10 v bu dai donih

s 10 nm binh thanh v phit tridn, VietCup tu hio 1 mét trong

Vit Nor.

Trong thal diém hidn tgsi muc tibu tép cin duce vl nhém khich hing tém ning
i

ng 1gu 1 161 4 16-38 Tudi, VietCup dang ting budc by UG 2 cung cO.
ang m

chogié e cong ddng. by g 53 by kék nécAm xic 1 kidch hang.

VEVIETCUS UA 501 N HOEN HAY

4.Y TUSNG LEN

"CHAM COC CAM CAU CHUYEN"

Nhim ket ndi vi khan gia bing cam
xic, ¥ tuéng “Cham cbc cam cau
chuyén” mudn hudng t6i sy nhan thic
Giia Moi NgUG Vé tam quan trong cua
vige st dung cBc gidy thay vi céc nhua
théng qua nhing méu chuyén xoay
quanh c6c giay. Cau chuyén vé tinh vy
o 2, vé nhing ngudi lao dong vat va
sém hém, vé nhiing trd
sdc Khi ta con tré. D6 dusc thay, hanh
phuc Ia khi chung ta biet tran trong moi
th xung quanh, hudng i 161 s6ng bén
viing lanh manh,

MBi ching ta déu c6 thé co nhing cau

b gidy, i a4 cung bac ¢m xie déng
nho. Khi cam chiéc coc gidy tren tay
nham nhi Mot thic uéng, ching ta & vo
tink thy rang, cam xtic dy that la thuding
50 V61 khi ta €m mot ehige ese nhua. D6
chinh la khoanh khc ta cam nhan duce
nhiing cau chuyén cuge séng thudng
nhat 18 nét nhat

Tt an

6. DINH HUGNG CHIEN LUGC

62 Tai thiét ké hinh anh va ndi dung trén nén tang xa hoi
(Facebook, Instagram)

o B 551095 G
it ing )
Mo din

Nénting in sl

tydosachon

O HUONG CHIEN LGS

06. DINH HUGNG CHIEN LUGC

6.3, Podcast: Nhing cau chuyén gian don

Dukién thuse hign voo thang cusi thang 5

Mau Podcats tham khdo

o HUONCCHEN Lo
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3. PROPOSAL PROJECT FOR VIETCUP

6. DINH HUGNG CHIEN LUGC

6.4. Chién dich A

A CUP STORY: M&i chiéc céc mét cdu chuyén

Chi lan tda syt v, nhi khic cua s6ng tJ 6 nhin manh
nét dep va chi 1iéng cia Viét Nam. D6 cé thé 14 cdu chuybn muu sinh ciia cic c& chi ban
hang 1ong, chup 4nh dao, . Hay cAu chuyén wé Ahng mo oc, hobi bao cila cac ban tré, dbi
Khi 66 con 1 nhang U0e Mo dang dd. Hay Ah(ng chu chuyén tinh yéu dep, hanh tinh ho.
@éin v nhau, nhang gidy phut he tral qua cung nhau.

Tét cd déu I nhing nét vé tao nén met biic tranh Viét Nam binh di nhung lay déng lang
ngui. Nhiing mém xanh biin trang c6c gidy hay nhiing bit chdo néng héi 58 nhu mét man
Qua cdm on vi nhing gid tri ho 1o ra va Vi nhing nd Iuc ma ho <6 ging mai ngay.

A Cup Story- M8
chidc s6c mot cau
ehuyin

Ngi dung

'DINH HUONG CHIEN LUGC

7. LICH TRINH TRUYEN THONG

7. N&i dung chién dich

Thai gian Thang thit nhat Théng tha hai

6. BINH HUGNG CHIEN LUGC

Mat trudec
Mat sau
Mdu céc gidy deme chién dich
BINH HUONG CHIEN LUGE

7. LICH TRINH TRUYEN THONG

7.2 Lich trinh truyén théng sd lude

Chién dich “Cham ctc cadm cdu chuyén” du kién chay
trang vong 02 thang (21/3/2022-15/5/2022).

TIMELINE TRUYEN THO

Thing thd nhit Thing the hai
i 12032022 - 7/4/2022) (187412022 - 15/5/2022)
5 n |2 B | n |7 | B | &
3 catmee anhinthic  Canglanto aéng cir
Facabook 0 X ’
+ Quing b san phir
- bing
nstagram + Tl thidt i gl ung bl viét tré Foedd
+ Quing b s3n phim (C6c € phé, <6< ding 1 lin,c6c dung chadl .
Quing ba sin phim
+ Caprnge .
ok + Chatienge Bshareyourcup ‘ + Chicn gchuihe ey Cua Stry il dich A Cup Story
. Froup video . Freup ko
b Chabene simaresourcus Chign@ich t4ng cly: A Cup Story ———
+ Biing tl, cap nnit hinh e v
ssoen eninder AGuge 1nie Tudn sust  Frequency
DIKH HUONG CHIEN LUGE "
8. CHI PHI DU TRU
BAN DE XUAT
KE HOACH TRUYEN THONG
DEXUAT BOI

CHI PHi DU TRU

TONG KINH PHI TOAN CHIEN DICH DAOC BONG:

75,790,000 - 86,790,000 VND

CHIBHI DY TR

Nhom nghién ciu
Trusing dai hoc FPT

CAM ON QUY ANH/CHI DA PQC VA XEM XET.
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3. INFLUENCERS INVITATION LETTER

L TONG QUAN DY AN

2L Myac dich, ¥ nghia

VietCup’ THUMOI
HOP TAC Ne—

Char chuydn®
oqu TRUYEN THONG wras i ; i
COC CAM CAU CHUYEN"
1o #ShareyBureup

3 KE HOACH TRUYEN THONG

L1 Challenge TIKTOR BSharayourcup

Tutaral Video

Healthy Lifestyle:

= Bt trena: B
1 cich THIU Vil DOANK NGhIlP Tips gdnh che ede g bim s

1g #shoreyouncup.

ashareyourcup

4. SOME ARTICLES ON SOCIAL NETWORKING PLATFORMS

/-j viebcupwn + Following
"‘ vietcupyn A CUR STORY - 1t it COC MOT
: CiL CHUYEM

Mm chlec coc

m Liked by beechimedi and 89 others
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o thuyen_viele
.7"‘ ehayen_vintcvg i L ] o Jseiom
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Finarsoep
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B Chuydn Viebup - Creater
»

@ Vot T Ouany

b View Anstycs

o TikTok

@chuyen,

a

Cham coc car
-~ cau chuyen.
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5. SCRIPTS

KICH BAN A CUP STORY
MAI CHIEC cOC MOT CAU CHUYEN

1. HOAT DONG A CUP STORY
¥ nghia céiu chuyén: Qua 1di k& clia nhitng ngudi xa la, véi nhimg céiu chuyén chifa dung ¥ nghia, ching ta phén nac déng cém khang
chi vdi nhilng khé khan, thir thdch trong cudc sdng méa con vdi nhitng hanh phic, niém vui cla ho. Ho gidng nhu nhirng médm chdi
non bén trong céc gidy, di ¢8c 6 nhd bé d&n mdy, nhung chéi non &y luén ¢d géing dam chéi ndy 16c cho d&n mai sau.

Hinh énh tugng trung: Nhimng chiée cée gidy giGng nhu mét bé phong gidp cho ety sinh séi, sau khi trd nén eling cdp, ta tréng xudng
mét dat lai ¢6 thé dam chédi mé tré nén cao Ldn. Cng gidhg nhu con ngudi, khi dude bao boc trong veng tay cla nhimg ngudi thuong
yéu, ching ta ludn cdm thdy an léng, nhung khi va vip vaéi nhimg khd khén cla cude séng, chung ta clng nhd nhimg hai dm tinh yéu
a6 mé viing bude trén con dudng mé bén than da lua chon.

2. CHUBE

s Chuyén dii thubng Céu chuyén clia ede bde, dng b ldén tudi ban hang rong L€ duding, ban hang tir thién, lau nam, quét
rée...Ho tdm su nhiing céu chuyén cda cube sbng dbi thudng, nhimng khé khan, vat va vdi cude sdng muu sinh. Nén chon
nhitng nhén vat cd nghé nghiép Lién quan dén bdo v& mai trudng (quét rdc, bdc bao vé tudi céy)
Céu chuyén clia ngudi Ha Nai (nhing bdc chup dnh, bdn td he trén ph, nhitng ngudi van gid nhirng nét van héa truyén théng,
¢ kinh clia Ha Ngi mong muén dugc cham dén gidi tré

» Chuyén ngubi tré (Cau chuyén vé nhitng c6 bé, cfiu bé nhd tudi nhung thdo vat, ch@im chi lam viéc hang ngay, cé udc ma
tuong loi, hedi bao, hodc nhimg udc mo dang da)

+ Chuyén tinh yéu (Cdu chuyén tir nhimng cdp déi va hénh trinh ho dén vdi nhau, gén bd niém vui, hanh phie, tir dé lan tda y
nghia tich cue cla tinh yéu dén moi ngusi).

Nhéin vat Cau hoi cho nhén vét

Chuyén dasi thudng Chau chao bae, ban ndy chdu co chup dude mét bic dnhrdt Lo
dep cla bde, nén chdu xin gl tang bac cing mon qua nho nha
a.

= Bdc la ngudi ¢ day a?

- Bac lam céng vige nay Lau chua a?

- Béc bao nhigu tudi réi a?

- Thé cé nhigu khéch guen khang ha bac?

- Concd nam nay bae nhiu tudi a?

- Hang ngly bac ban hang & déy tir may gid dén mdy gid
a? ( ké vé hanh trinh vé cude ddi ho)

Ching chdu cdm thiy rdt nguding md, va trong luc bac dang
lam viée thi da chup hinh bdae vé in ra dan Lén ce cay nay. Bay
chi & mén qué nhé, nhung ching chdu mong cé thé khich 1&
tinh thén bdc. Chung chdu cdm on bac vi da chia sé céiu chuyén
cla minh v mong béc ludn ludn khde manh vé vui tudi.

Chuyén tinh yéu Chéo hai ban, 2 ban (c6 chi) ¢6 thé cho minh lam phién chiit
duge khéng?

2 ban quen nhau lau chua?
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5. SCRIPTS

Quen nhau nhu thé nao?

Ai L& ngudi ngd L& trudc?

3 digu ban muén lam cling ngudi dy trong nam nay La gi?
3 tlr @& miéu ta dsi phuong.

Chang minh cdm thdy hai ban La mét cdp riit dang yéu nén da
chup lai khodinh khéc tu nhign khi hai ban dang...., vé tui minh
dé in ra dan trén chigc céc nay. Ching minh mong réng tinh yéu
clia cde ban sé ludn dong déy vér phdt trién nhu chi€e cay nhd
nay. Cam on hai ban da chia sé cu chuyén cta minh va chuc
cae ban ludn hanh phic

M6t ban sinh vién (nam/nir) Chéio ban, ban nam nay bao nhiéu tudi, dang hoc...

Ban di lam lau chua?

(A€ ban tu ké vé cdiu chuyén tulap cla ban thén vé trdch nhigm
vdi gia dinh, tinh than cdu tién...)

Chung minh cam théy rdt ngudng md ban khi ludn ¢é nang
lugng tich cuc Lam viée vé ¢f gdng, vi vty hdi ndy minh ¢o chup
dudc khodnh khdac ban dang ban hang, sau dé in ra va dan vao
chigc coc cay nay. By chi L&t mén qué nhd, nhung mé minh hy
vong cé thé gidp ban vui vé phén chéin hon nifa. Chie ban Wwén
théinh eéng vdi lua chon cla minh, cdm dn ban da chia sé cau
chuyé&n clng VietCup.

KICH BAN CHUP ANH VA QUAY PHIM DU AN
“ CHAM C8C CAM CAU CHUYEN”

{Thai lugng: 3 phut)
= Trang phuec: Tuchon
- Dién vién: Thanh vién nhém, ngusi dan xung gquanh
= Chdy phén méu séic chi dao

CHAM COC CAM CAU CHUYEN

Bdi canh Phéin cdnh G6c quay Text/Voice Mhac
M@ ddu Chigc cdc & cong vién - Goccdn Minh L& mét ngudi riit thich “héng™ | https: //drive. googl
{Chiéc cdc mét minh) - Gdctodn chuy&n nhung tét nhién la khéng | e.com/file/d/1-5g
Khuén mdt: héng chuyén thé béing nhirng bé héing xém réi. | UxuHIYbKTCy7Rou
Théi dua ddy, minh thich léing A2 1MvElewrrx_ i

nghe, quan sat vé dé rung déng w?usp=sharing
ngay ti Lan... cham dau tién. Buing
réi. cham nhe, cham cd tdi tam
hén. D€ minh k& cho ban nghe

nha.
pudng phd | Buding phd chung chung - Goctobn Khi duge chu du khép nai, minh
{ambient it nhdét 3 cdnh - Gdc trén cao nhin mdi higu réing mdi ngudi ching ta
sound) xudng déu cé nhimg cau chuyén riéng
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5. SCRIPTS

dudc viét nén bdi nhiing cung bic
cam xic khde nhau,

Qudn Cafe

Lam vige & qudan cafe

Cafe dudi HD mon

- Goe todn: zoom dan
tr efn (tirgde mat
hodic tircdc) sang
todin canh (chinh
dign)

Cde ban ¢é théy chang trai dang
ngdi canh minh gy khdng? Khi
anh @y “chgm” vae minh, minh cé
thé edm nhién duge ngudn nang
luong, su e8 géng khéng nging
nghi vi tuong lai cla anh dy,

Mgudi lao déng udng
nudc

Ngudi lae dong cdm cdc
ndi chuyén

- Goctrung
- Quay bigu cdm mat

Khéng chi rigng chéng trai 44,
minh cén ludn cdm thdy train trong
nhing gidy phat khi duce & bén
nhirng ngudi lao déng. Khi léng
nghe nhimg ¢éiu chuyén cla ho,
minh mdi nhén ra di cd tat bat vdi
nBi lo com do gao tién nhung dn
sdiu trong ho van La tinh than lac
quan, yéu ddi, trach nhiém cao ca
vai gia dinh.

Cap dbi tré di phd

- Goctrung
Quay chéo

D0 cho cube séng ndy cd vt va
bao nhiéu, thi chéc chén tinh yéu
s& ludn Lé thi gidp ta chia lanh
téirn hén. Khi duge ndm gon trong
tay cua mét déi tinh nhén, minh

cam nhan dudc rd net sy chan
thanh va ky digu trong tinh yau. K
la ghe!

Cong vién

Me vt cdc em nhd clng
nhau an kem trong bat

- Goctrung

Vé ban ¢é nhd Lan cudi minh di én
cing bd me Lix khindio?

Nhin théy hai em bé ngdi trén ghé,
dugc me an cdn dit dé an, béng
thély & sao mé guen thude. Minh
Ludn thay vui khi dude clng cac
em san sé nhimng hanh phiec nho
nhé mdi ngéy.

Két video

Chiéc coc § nai ddng ngudi
(Khudn mat: cudi tudi, hanh
phde)

- Goc zoom tirtodn
véio céin chigc cic: dg thiy
moil ngudi xung quanh Lam

cho chige cde théy hanh

phuc

Thét Long, mai khi duge moi nguéi
“chgm™ véio, minh Lai dugde cam
rhdn nhifng cau chuyén vo cing y
nghia. D6 ehinh & sirménh quy gid
mé minh ludn gin gilr, $& khéng chi
L& hdm nay hay ngay mai, ma
minh s& luén & day déng hénh vé
léing nghe nigm hanh phie trong
ban.

Héy cing minh - VietCup Cham
Cde Cam Céau Chuyén, ban nhe!

#shareyourcup
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6. INFLUENCERS'S VIDEO

il Viettel T 2:50 AM 7 R ® B 100% 4 2:50 AM

Q

VietCup =

——
anh pho Ho Chi Minh

) i 9 Q) 4 . -4-4 @truyd
#miniviag #picnic/ £ . { u(
> 1 chdyén di choi khéng dién thoai cla tui
See translation
254 minhhh 2 @ #shareyourcup #fyp.. See more
J1 MBER) "Love Ma

Seetsanslation

@) Playlist - & J3 mieMusic)eriginal sound

Add comment...

2:51AM il Viettel 3 7R @ E100% 4 Viettel = 2:52 AM 7 & @ W100% 4 7 & @ W00%

<

@tit & trén tiktok ff; - 54 ago
néi niém editor @ #fyp #quyhtit #schannel
#shareyourcup

See translation See translation

11 figinal Sound @t & trén 1 : 2 5 & All 4 Nething (fm S In

il Viettel = 2:52AM E: atl Viettel T 7R E 8100% 4 2:53 AM R @ 810

<

@Khi té 25 4.2
Dau hiéu cua su trud
Ia.. #shareyourcup #phattrienbant... See more

3 Bl C
o tio J1 Sound Boan Mai Nhi Or

<hitd 25 So -
<hi td 25 Original Sound 1B Playlist - Nha Dia di choi &
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6. INFLUENCERS'S VIDEO

7 & @ W 100% 4

2:55 AM

&
@ph2.fhank 88

B captut| Free video editor

o - . 1 3
@Sugél‘Gdn Pﬂ 4 g chuyén disé gl 3 ; @Ly Nguyén Nhi
B 1 #shareyourcup #VaCaiket #xuhuf
| kk #xingyue

Khém pha b lrﬁ ay ng . ; e
#supergirlhealthy See translation
See translation J3and. @elise Original Sounc

A usic Group  Past Lives - @ : i Love this video? Send a Gift to @ph2.fhank!

2:554M I 7R @ 8 100%r

i
[

By Healthy Easy g

auet \ygj a -3
y #5480 b shareyourelip-dj picnic trén bién

bnwilacay the? .. See more
See translation : E.

5 @Treesandiucy Skate

7 = @ B100% % all Viettel = 7R @ 8100%4)

wlll viettel =

<

@Hoeng thiéu mudi

Tra |i (@ Khongthichbow  trunginh xinh #yp'
#eyeplusmedia #shareyourcup 1

e translation

original sound - Hoeng

@ Playlist - Com hép eatclean
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7. REELS OF INSTAGRAM

all Viettel 5 2 TR @ W 00% ull Viettel = 3:54 AM [} 43 anll Viettel = 3 7 & @ 100%4

< ©

TAMDAO
(77 f“é/& Mﬂ,ﬁr_‘/ ;zéx’[l—'

all Viettel T 3:53 AM + @ 00% [ o 3:55 AM

L4 Reels

Bién Gat Ba buéi'sang that dep

@ vietcupvn

tory - MBi chifc cic
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8. FIGURES AND TABLES

8.1. FIGURES
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