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         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 actively seeking more
sustainable products and services after 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.

eXECUTIVE SUMMARY
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1.1. CONTEXT ANALYSIS

          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.

          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.

             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 Vietnamese 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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  1.1.1. THE IMPORTANCE OF A HEALTHY POSITIVE LIFESTYLE

  1.1.2. CONSUMERS’ RISING CONCERNS ABOUT GREEN LIFESTYLE
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          At the beginning of the project implementation period, from January 2022, we had the opportunity
to work with Vietnam government agencies, namely the Ministry of Health and the Department of
Preventive Medicine. 

      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
epidemic season. Build content from genuine, close, and settled
emotions, allowing the audience to experience the message.

        Our main role is redesign the website's images and content, in
addition to building communication channels on social networking
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.

        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.

         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.

1.2. overview

  1.2.1. OUR FIRST STEPS ON THE PROJECT JOURNEY

MINISTRY OF HEALTH (15/12/2021-29/12/2021)

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

VIETCUP
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           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, Vietnam 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 Vietnam, Quoc Hung HP...

           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 Vietnamese 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.

  1.2.2. ABOUT OUR PROJECT'S CLIENT: VIETCUP

COMPANY OVERVIEW
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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 Vietnam and the flow of life of the Vietnamese people.
          The dark grey color represents modernity and elegance. VietCup’s desire is to create a
product suitable for the current taste.

Logo













            The logo consists of two letters Viet and Cup as the “Viet” represents the country of
Vietnam. The meaning of the whole name means that the cup of the Vietnamese, used by the
Vietnamese, is produced by the Vietnamese.
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Slogan





"Đồng hành chất lượng sống!"







           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.

BRAND IDENTITY
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Facebook

Instagram

Website

CAPSTONE PROJECT DOCUMENT | DACHL - SPRING 2022

9



No fastidious customers - 
only unprofessional suppliers

Accompanying the quality of life

VISION

MISSION

CORE VALUES

           With the goal of becoming a leading media company - manufacturing & supplying paper
cups in Vietnam 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”.

         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.

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

          VietCup has been known as one of the leading reputable paper cup suppliers in Vietnam.
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.

MISSION, VISION, CORE VALUES

OUR GROUP'S ROLE

  1.2.3. OUR GROUP'S ROLE IN THE PROJECT
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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.

          To spread the brand through new touchpoints to reach a
group of potential customers: Gen Z and Millennials, our team
proposes a campaign - 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
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.

          The communication project will be implemented in the period
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.

1.2.4. PROJECT OVERVIEW

"Touch to
share

your cup"

       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.
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2. RESEARCH

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 

EAKNESSES

PPORTUNITIES

HREATS

A brand has a long history of development experience
Product designs are rich and diverse
Finally, there are many big customer

The business website design is not eye-catching,
Communication channels have not been fully developed
The brand's product line has not had a breakthrough

The paper cup market has potential for development 
The consumer trend is growing
The green lifestyle is being interested in consumers.

Paper cup brands have not had the attention and in-
depth research for B2C customer 
Paper cup brands have not been chosen by consumers
when shopping.

Trend of using eco-friendly products in Vietnam Competitors analysis

According to a survey conducted in June 2021 in
Vietnam, 81 percent of respondents stated that they
had the intention to purchase more biodegradable or
eco-friendly products. 

Kleur Ly Giay Viet NamMinh Duc Green

SOCIAL MEDIA USE IN VIETNAM
Internet

68.72M internet users in
Vietnam in January 2021

Social Media

72.00M social media users in 
Vietnam in January 2021
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2. RESEARCH

        SWOT (strengths, weaknesses, opportunities, and threats) 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.

2.1 COMPANY INSIGHT AND 
MARKET RESEARCH

2.1.1. COMPANY INSIGHTS
KEY DEFINITION

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

14
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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. 

The business website design is not eye-catching, organisations can market tastes. 
Product images are monotonous, unattractive, and blurred. Website access speed is slow. 
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.

The current paper cup market has not shown signs of saturation, has potential for development in
Vietnam
In addition, the consumer trend is growing towards their paper products due to convenience, ease of
decomposition, and recycling
In particular, the green lifestyle is being interested in consumers

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.

Strengths of VietCup 

Weaknesses of VietCup 

Opportunities of VietCup 

Threats of VietCup 
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2. RESEARCH

        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.

        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 Vietnam, 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. 

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

2.1 COMPANY INSIGHT AND 
MARKET RESEARCH

2.1.2. MARKET RESEARCH
RESEARCH METHODOLOGY

MAIN SOURCES

TREND OF USING ECO-FRIENDLY PRODUCTS IN VIETNAM

0% 25% 50% 75% 100%

Agree 

Disagree 5%

81%
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2. RESEARCH

        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)

        Besides, according to a survey about actions taken to support green businesses among urban
generation Z in Vietnam 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).

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

0% 5% 10% 15% 20%

Prionritizing bying products from green business 

Bring eco-friendly bags when going to the supermarket 

Using paper/rice straw instead of plastic 

Bringing your own bottle to a coffee shop 

Eating locally grown produce 15%

18%

18%

18%

19%
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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.

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.

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

There are many big partners such as Jetstar, Pizza Hut,..
Simple website interface
Social media interaction is extremely low

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

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.

Kleur

Product

Communication

Ly Giay Viet Nam

Product

Communication

Minh Duc Green

Product

Communication
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        Vietnam 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 number of internet users reached
approximately 69 million. Internet usage in Vietnam is predominantly mobile-based, thanks to the high
smartphone penetration rate. Using the internet has become a daily habit among many Vietnamese
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.

There were 68.72 million internet users in Vietnam in January 2021.
The number of Internet users increases steadily every year
Average increases by 550 thousand (+0.8%) each year.
Internet penetration in Vietnam stood at 70.3% in January 2021.
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2.1.3. SOCIAL MEDIA USE IN VIETNAM

INTERNET

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



         According to statistics from WeareSocial and Hootsuite, Vietnamese 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. 

There were 72.00 million social media users in Vietnam in January 2021.
The number of social media users in Vietnam increased by 7.0 million (+11%) between 2020 and 2021.
The number of social media users in Vietnam 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)

        In the past few years, social media has become integrated into the daily life of most Vietnamese
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 number 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 Vietnam, social-media related strategies such as social commerce and
influencer marketing are vital to winning over the market.

        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%). 
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SOCIAL MEDIA

Figure 2.1.3.c: Number of Age distribution of internet users in Vietnam 
 (Statista, May 2019)
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The following section shows the number of users on popular social platforms in Vietnam, including
Facebook, Instagram, Tiktok.

        According to the data, the number of Facebook users in Vietnam 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 Vietnam 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 number of virtual accounts created but never
used or having multiple accounts can decrease the actual number of user accounts.
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FACEBOOK

Figure 2.1.3.d: Number of Social network user penetration in Vietnam from
2017 to 2023 (Statista, 2020) 

Figure 2.1.3.e: Facebook users in Vietnam from 2017 to 2025
(Statista, 2020) 
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        Instagram is the best social network for brands that want to find fashion and lifestyle followers in
Vietnam. 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 Vietnam in 2025. This number in 2020 was 7.13 million users. The number of Instagram users in
Vietnam 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.

        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 Vietnamese users on March 31, 2021
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INSTAGRAM

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

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

        Officially launched in Vietnam 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 Vietnam 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 Vietnam market, TikTok
has quickly taken fourth place right after Facebook, Zalo, and Instagram.

        The data from Statista show a substantial increase of Tik Tok users in Vietnam 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 Vietnam as the 2nd most popular platform
behind Facebook for short video content amongst Gen Z users.
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Figure 2.1.3.h: Tiktok users in Vietnam from 2017 to 2025
(Statista, 2020)

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 Vietnamese of all ages. Among Gen Z users, TikTok
made the whopping jump of 13% points, with 50% of Vietnamese 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 Vietnamese Gen
Z's favorite short-video platform (Decision Lab, 2020)

CONCLUSION

    Vietnamese 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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BRAND VOICE

THEORIES ANALYSIS

It sets the brand  apart from the rest 

It builds trust 

It can be used to influence and persuade

PRODUCT BRANDING

EMOTIONAL BRANDING

STAKEHOLDER THEORY

This is the basic form of Brand Architecture. 

The most important point in the product line
architecture form is that each product line
is considered independent

ETHICAL CONSUMPTION

STORYTELLING EFFECT

Ethical consumption is the consumption
behaviour that is placed under the
perspective of considering the
community in life. 

     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.

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.

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. 

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

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.
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2. RESEARCH        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.

It sets the brand apart from the rest 

It builds trust 

It can be used to influence and persuade 

         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. 

        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. 

        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. 

         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. 

        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.

2.2 THEORIES ANALYSIS

2.2.1. BRAND VOICE

THEORY EXPLANATION

IMPLICATION FOR OUR PROJECT 
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2. RESEARCH
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.

       "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. 

          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).

      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.

2.2.2. PRODUCT BRANDING

2.2.3. ETHICAL CONSUMPTION

THEORY EXPLANATION

THEORY EXPLANATION

IMPLICATION FOR OUR PROJECT
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2. RESEARCH

         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.

        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 Vietnam 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)

       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. 

2.2.4. EMOTIONAL BRANDING

IMPLICATION FOR OUR PROJECT

THEORY EXPLANATION 

28

https://www.entrepreneur.com/encyclopedia/branding


CAPSTONE PROJECT DOCUMENT | DACHL - SPRING 2022

2. RESEARCH        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
(love of family, efforts, optimism, love of life,...) 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.

           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.

           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.

2.2.5. STORYTELLING EFFECT

IMPLICATION FOR OUR PROJECT

IMPLICATION FOR OUR PROJECT

THEORY EXPLANATION 
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         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.

          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.

2.2.6. STAKEHOLDER THEORY

IMPLICATION FOR OUR PROJECT

THEORY EXPLANATION 
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INTRODUCTION1.3. PROJECT PLAN

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.

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

3.6. ESTIMATE BUDGET

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

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

31

https://docs.google.com/document/d/1Jj_ShWuMjMvQJWLMKYa2VvoN9IICWo5qtVvdJURv4Gw/edit#heading=h.95y4nqrqy912
https://docs.google.com/document/d/1Jj_ShWuMjMvQJWLMKYa2VvoN9IICWo5qtVvdJURv4Gw/edit#heading=h.lrozgcuxzb3u
https://docs.google.com/document/d/1Jj_ShWuMjMvQJWLMKYa2VvoN9IICWo5qtVvdJURv4Gw/edit#heading=h.769xl48hyfvz


Gen Z (18-24) Millennials (25-38)

Content format Key video

Cooperation with
influencers A Cup Story
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OUR GOAL TARGET AUDIENCE

PROJECT PLAN

KEY ACTIVITIES

BIG IDEA MESSAGE

RISK MANAGEMENT

PROJECT CHANNEL

ESTIMATED BUDGET

Earned Media 

Increase brand love

Increase brand awareness

Brand Positioning

Chạm cốc cảm câu chuyện - Touch to share your cup #Shareyourcup

Owned MediaPaid Media

Costs range from 69.300.000 to 80.300.000
Pre-crisis Phase Crisis Response Phase Post Crisis Phase
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3.1. OUR GOALS

Increase brand love

Increase brand awareness

Brand Positioning

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

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)

VietCup brand positioning is associated with the image of "Green environment - Sustainable
development - A reliable companion".
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LONG-TERM GOAL

COMMUNICATION OBJECTIVES

     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

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 S.M.A.R.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.

3.1.1. GOALS

3.1.2. SMART OBJECTIVES
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SMART Objectives
No. Goals UnitTime KPI

Facebook

1

2

3

Brand Awareness
Brand positioning




26/03 - 20/04

Total Like/Page’s
followers

Total Reach

Total Engagement

Increase 200

Increase 15.000

Increase 2.000

TikTok

4

5

Total Follow 500

1.00026/03 - 20/04

Instagram 

26/03 - 20/04

Total Follow

Total Reach

Increase 100

Increase 5.000

Total Engagement  Increase 1000

Table 3.1.2. SMART Objectives for project

Total Like

Total view 20.000

Brand Awareness
Brand positioning




Brand Awareness
Brand positioning




6

7

8

34
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3.2. TARGET AUDIENCE
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3.2.1. DEMOGRAPHICS

AGE: VIETNAMESE MILLENNIALS AND GENERATION Z AGED 18-38

  
        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.

       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.
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3.2.2. PSYCHOLOGY

       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.

GEN Z (18-24) MILLENNIALS (25-38)

Concerns

Worries

Interested in a healthy lifestyle,
physical and mental condition
for themselves and their family.

Healthy lifestyle, mental health, community
value, awareness of environmental

protection, and reduction of plastic waste.

Health effects factors, environmental pollution, mental health

Trust

Parents, friends, social media, Influencers,
Gen Z trusts information from Influencers
more than celebrities (66% trust brands
more after seeing an Influencers post

related content, 38% buy a product
advertised by an Influencers at least

once)

Parents, friends, co-workers, Just like
Gen Z, traditional advertising media and
celebs are losing influence over gen y,
opting to follow emerging Influencers

instead from the internet for more active
connection

Table 3.2.2.: Psychology of Target Audience
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3.2.3. AUDIENCE INSIGHTS

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. 
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 Vietnamese 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.

GEN Z (18-24)

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 parents 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 

CAPSTONE PROJECT DOCUMENT | DACHL - SPRING 2022

3.3.1. CREATIVE IDEA

         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.

CHẠM CỐC CẢM CÂU CHUYỆN 
TOUCH TO SHARE YOUR CUP 

3.3.2. KEY MESSAGE - HASHTAG

      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.

#SHAREYOURCUP 

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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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.

Here are 3 brand characteristics that we want to convey to our audience:

Paid Media
Owned Media
Earned Media 

      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:

      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.

3.4. PROJECT CHANNEL

3.4.1. ABOUT OWNED MEDIA
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VIETCUP OWNED MEDIA CHANNEL

Facebook: Cốc giấy VietCup - Home | Facebook 

Instagram: ＶＩＥＴ ＣＵＰ (@vietcupvn) • Instagram photos and videos 

Tiktok: https://www.tiktok.com/@chuyen_vietcup 
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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.

      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.

      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 Media, then encourage them
to share, rate, or support the brand.

3.4.2. ABOUT PAID MEDIA

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

3.5. KEY ACTIVITIES

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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FACEBOOK


 
   



 
 

List of 3-4 people

Brief summary of lifestyle,
outstanding characteristics


 
 
 Funny content


 
  
Collecting real life stories with

meaning, spreading values ​​and
positive energy
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CONTENT FORMAT

"TOUCH TO SHARE YOUR CUP" CONTENT FORMAT 

Brand Tone

Emphasize key word

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

Energy, positivity, spread, honesty, sharing, stories, cups, touches, emotions

Avoided keyword Environmental protection, buy, sell, price

NO. CATEGORIES TOPICS FORM REQUIREMENT

1

Touch to
share your

cup

VietCup's
Story

Healthy
Lifestyle

A Cup Story

Những Influencers
có lối sống xanh 

Sống xanh sao để
không xanh sao?

Project reveal Image Reveal, leak information about
the project, Curious topics

Product launch Image/ Video

Image/ Video

Image/ Video

Merge Influencers' video keys

Project name, key message,
hashtag

Project meaning

Mọi người hưởng ứng
#shareyourcup như

thế nào?

Image

Image

Image

Emphasizing the meaning of the
project, meaning of hashtag

participation

2

3

4

5

6

7
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INSTAGRAM

TIKTOK

1

1

2

2

3

3

Touch to share your cup

Touch to share your cup

Moments with VietCup

Moments with VietCup

A cup story

A cup story

Photos, Videos
(Reels), Story




Video

Reels, Story

Video

Photos, Videos
(Reels), Story

Video

Reveal, leak information about the
project

Emphasizing the meaning, the
message conveyed by the project




Reveal, leak information about the
project

Emphasizing the meaning, the
message conveyed by the project




Moments with VietCup going
everywhere




Moments with VietCup going
everywhere




Collecting real life stories that bring
meaning, spread values ​​and

positive energy to the community.

Collecting real life stories that bring
meaning, spread values ​​and

positive energy to the community.

         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.

#Shareyourcup
#Chamcoccamc

auchuyen
#VietCup




#Shareyourcup
#Chamcoccamc

auchuyen
#VietCup




#Shareyourcup
#Chamcoccamc

auchuyen
#VietCup




#Shareyourcup
#Chamcoccamc

auchuyen
#VietCup




#Shareyourcup
#Chamcoccamc

auchuyen
#VietCup




#Shareyourcup
#Chamcoccamc

auchuyen
#VietCup




Table 3.5.1.a: Content Format
KEY VIDEO
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Figure 3.5.1.a: Video Ads Completion Rates

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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            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.

Figure 3.5.1.c: HubSpot Content Trends Survey Q3, 2017



VIDEO SCRIPT
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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).

Figure 3.5.1.d: Influencers Marketing Report 2017, Hiip.asia
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Cooking Tutorial 

Sharing the moment

Trending

Tips for parents who have kids

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

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 F0 can be easily collected to ensure hygiene and avoid infection.

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.

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.

           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 normal
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:

 INFLUENCERS COLLABORATION LETTER
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RECOMMENDED INFLUENCERS

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 Vietnam. 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 Vietnam. 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
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No Activities Time Platform Unit KPI


 
 
 Facebook Total Post 10


 
 
 
 Total Video 5


 
 
 
 Post 15


 
 
 
 Story 20


 
 
 
 Reels 5


 
 
 TikTok Total Video 15


 
 
 
 Reach 1.500


 
 
 Facebook Engagement 500


 
 
 
 Likes 100


 
 
 
 Views 1.000


 
 
 Tiktok Views 10.000


 
 
 
 Likes 200


 
 
 Tiktok Views 3M


 
 
 
 KOLs 30


 
 
 
 Video 5


 
 
 Tiktok Likes 1.000


 
 
 
 Views 5.000

Facebook

26/03 - 
20/04/2022

Instagram

3.5.2. KPI FOR KEY ACTIVITIES

Facebook

Content Format1

2

TikTok

TikTok

Tiktok

Key Video 
(Organic)

Cooperation with
influencers

(#shareyourcup)

A Cup Story 

3

4
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Table 3.5.2: KPI for Key activities
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3.6. ESTIMATED BUDGET
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 ESTIMATED BUDGET
No. Category  QuantityUnit Unit Price  Cost (VND)  Note

A. HASHTAG TIKTOK #SHOWYOURCUP 

1

2

3

Booking cost Influencers 

Package cost

Delivery costs

Video

Product

Product

30

30

30

6.000.0000

200.000

900.000

61.000.000

B. FACEBOOK ADS & INSTAGRAM ADS 

1 Facebook Ads

2 Instagram Ads

Reach 100.000
6.000.000

5.000.000

Engagement

Engagement

5.000 

Reach 10.000

3.000

11.000.000

C. A CUP STORY ACTIVITIES

1

2

Printing costs

Sticker Piece 20

20Picture Picture 

5.000

15.000

100.000

300.000

Suggested,
 not required

Gift
Soup

Succulent 
plant

Bowl

Tree

20

20

25.000

0 0

500.000

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
(Does not include suggested activities + sponsored fees) 69.300.000

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.
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3.7.1. CRISIS MANAGEMENT PROCESS

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



PRE-CRISIS PHASE

Identify 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.

      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:

53



CAPSTONE PROJECT DOCUMENT | DACHL - SPRING 2022

CRISIS RESPONSE PHASE

POST CRISIS PHASE

TARGET:

     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 public.

    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.

Ensuring business operations after the crisis
Settle the interests of customers
Maintain corporate brand image
Continue to maintain and control the business activities of the enterprise

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…
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3.7.2. CRISIS CLASSIFICATION

Table 3.7.2. Crisis Classification
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INTRODUCTION1.4. project execution
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    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.

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
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PROJECT EXECUTION
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PROJECT TIMELINE MEDIA PRODUCTION

PROJECT MANAGEMENT PROCESS

PROJECT BUDGET

STAKEHOLDER ENGAGEMENT

Ideation, planning: 10/2 - 26/3

Project implementation 
on social networking platforms (27/3)

Implement the #shareyourcup (28/3)

Deploying the project A cup story (15/4)

PRODUCTION SCHEDULE

MEDIA PRODUCTION

Social 
media

Key
video

Taking
picture

Video
 Influencers

A
cup story

Human resources management Task management Team Communication

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

TOTAL BUDGET FOR PROJECT: 18.306.400
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01

02

03

04

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

Provide guidance and provide content information to educate the target audience.

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

The activity contributes to spreading life's moments, thereby emphasizing the beauty
and uniqueness of each person

Ideation, planning (March 10 - March 26)

Project implementation on social networking platforms (March 27)

Implement the Share your cup project (March 28)

Deploying the project A cup story (April 15)

PHASE

4.1. project timeline

4.1.1. PROJECT OVERVIEW
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4.1.2. PROJECT TIMELINE

FACEBOOK

Table 4.1.2.a Facebook timeline

FACEBOOK
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INSTAGRAM

4.1.2. PROJECT TIMELINE
INSTAGRAM

Table 4.1.2.b Instagram timeline
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4.1.2. PROJECT TIMELINE

TIKTOK

TIKTOK

Table 4.1.2.c Tiktok timeline
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No.

4.2. media production

4.2.1. PRODUCTION SCHEDULE

Task
Week 1 Week 1Week 2 Week 2

March April

Week 3 Week 3

1

2

3

4

5

Brainstorming idea

Drafting

Final

KEY VISUAL

TAKING PRODUCT PICTURES

KEY VIDEO

INFLUENCERS

A CUP STORY

13/03

16/03

17/03

19/03

17/03

20/03 27/03 04/04

09/04

13/04 - 14/04

15/04 - 18/04

15/04 - 18/04

18/03 - 01/04

20/03 - 10/04

21/03 - 11/04

23/03 - 15/04

24/03 - 17/04

24/03

26/03

26/03

28/03

01/04

03/04

08/04

04/04 - 06/04

15/03 - 24/03

Concept selection

Write script

Edit video

Find influencers

Script

Confirm participation

Edit video

Sending proposal

Record video

Influencers send script

Final video

Table 4.2.1. Production schedule perform project

Fina video

Video demo

Final concept

On set 

On set 

Final video

Writing letter of invitation
to cooperate

Final product
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SOCIAL MEDIA

Facebook

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

      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

New interface
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SOCIAL MEDIA

Instagram

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

      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

New interface
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SOCIAL MEDIA

TikTok

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

Figure 4.2.2.d: Horizontal Key Video

Figure 4.2.2.e: Vertical Key Video

KEY VIDEO 4:3

KEY VIDEO (9:16)
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https://drive.google.com/file/d/10rvOR5MutFgUnGnzgzEh785Kc8PYJdQN/view
https://drive.google.com/file/d/1n3Ul5B-xGQWtdil2ZtIlpIq9ZmWtaWVg/view?usp=sharing
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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.

trangheothi

phamtrang.2401 
Cooking
Tutorial

Vy Vui Vẻ

j.corner93

Nawincolen

suahbi

Supergirlhealthy

Khi tớ 25

huyhoanghjhj

Stayhealthyeasy

@huyhoanghjhj

Stay Healthy 
Easy 🥑

⌇ ♡  ̊⟡ ˖ 
(@j.corner93) 

@nawincolen

sứa •ᴗ•  

Super Gơn 
Heo Thỳ

Khi tớ 25

Sharing
moment

Key Influencers
phamtrang.2401 is a TikTok channel
with attractive cooking instructions,
a way to get insight into the
audience using Tik Tok (natural,
funny, empathetic). This is the
channel with the highest number of
followers and likes under the topic
“Tutorial Video”

Key Influencers
j.corner.93 is a channel to build
content and images that are
suitable for the target audience.
With a bright, simple image
concept, j.corner.93 is currently one
of the lifestyle Influencers with high
engagement.




trangheothi

Phạm Trang

Vy Vui Vẻ

38.K Followers
280K Likes

251.2K Followers
6.7M Likes

30.7K Followers
841.2K Likes

467.5K Followers
15.9M Likes

17.8K Followers
1.1M Likes

17.8K Followers
1.1M Likes

22.9K Followers
376.3K Likes

6791 Followers
75.8K Likes

30.7K Followers
1.6M Likes

186.6K Followers
1.8M Likes

TOPIC TIKTOK'S
ID LINK  FOLLOW/

LIKE NOTE
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Table 4.2.2: Selected List of Collaborative Influencers

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
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TOPIC TIKTOK'S
ID LINK  FOLLOW/

LIKE NOTE

Ngọc Hà

Trí đây

Trending

Lý Nguyễn Nhi

Tít ở trên Tiktok

Cam Thảo

mechanh1

mamn0ngiaitri

Nhung kol 

Đoàn Mai Nhi

Nhung kol ❤🌺🌼

ĂN NGON CÙNG
BÉ CHANH 18M ! 

✨ mầm non 
giải trí ✨ 

Tips for
parents who

have kids

Key Influencers
With the theme of capturing
trends, and humor, camthao is a
channel loved by children
because of grace, wit, and
courtesy when creating content.
The produced videos are also
considered natural and close to
the viewer.

Key Influencers
Regarding the last topic "Tips for
parents", mamn0ngiaitri is the
representative channel for using
the brand's products. In addition
to sharing methods of raising
children, moments of going out,
and experiencing products with
children is also a content that is
interested by the target group.

Ngọc Hà 

truyd

@nhyyng 

@cdqtit99

@ccamthao 

218.6K Followers
8.7M Likes

259.4K Followers
10M Likes

840.3K Followers
12.5M Likes

30.6K Followers 
693.6K Likes

353.9K Followers
10.9M Likes

25.6K Followers
259.5K Likes

59K Followers
1.5M Likes

52.6K Followers
305.1K Likes

52.5K Follower
1.3M ThíchĐoàn Mai Nhi

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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Figure 4.2.2.h: Influencers’s TikTok video list

#SHAREYOURCUP

6.4M
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Thank you - A Cup Story Video

       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.

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

A CUP STORY
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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
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Table 4.3: Project Budget
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4.4. PROJECT MANAGEMENT PROCESS
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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.
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.

     A process is a 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:

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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           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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Table 4.4.2: Gantt chart of the project
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CHANNEL PURPOSE USAGE


 Communicate with team
members

Members can discuss, talk on the sidelines
and brainstorm ideas


 Create small tasks Small, time-consuming, and unexpected
tasks can be contacted via group chat


 Update work progress, remind
deadlines

Leader and members will urge and remind
the deadline for each task


 Arrange a meeting with the
business

The team will arrange meetings with
businesses every week on this platform


 Meeting with team members Where the whole team can work and
communicate with each other

Email Exchange files Use to exchange files with both groups and
businesses
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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.

Table 4.4.3: Team Communication

Facebook Messenger

Google Meet

77



STAKEHOLDER COMMUNICATION
CHANNEL

PURPOSE


 Offline Meetings

Introductory project
Evaluate and approve project plan

Receive productions
Receive funding for the project

VietCup Messenger

Exchange general information related project
Content Editorial

Share information related to the project
(documents, reports, images, videos)


 Google Meet
To develop the project, discuss important issues

Review and comment project process
Update project progress

Influencers

Zalo
Email

Messenger
Instagram

Sending proposal
Exchange information related project

Exchange script and video demo
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         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. STAKEHOLDER ENGAGEMENT

4.5.1. STAKEHOLDER IDENTIFICATION

4.5.2. STAKEHOLDERS COMMUNICATION CHANNELS

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

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

       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

Table 4.5.2: Stakeholders Communication Channels and Purposes
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 STAKEHOLDER ENGAGEMENT TASK


 Week 2 Meeting with VietCup to discuss the upcoming goals and
objectives in the communication plan.

March 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


 Week 1
Continue searching and contacting Influencers

Meeting to evaluate and report on project progress
Get the 1st batch budget

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


 Week 3 Meeting to evaluate and report on project progress
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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)

Project implementation phase (March 18, 2022 - April 19, 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.

TIME

MONTH WEEK

Table 4.5.3. Project implementation phase
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Engagement with VietCup:

Engagement with Influencers:

     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.

   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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INTRODUCTION1.5. project EVALUATION
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     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.

5.1. SOCISAL EFFECTIVENESS 
         
5.2. ACTIVITIES EFFECTIVENESS

5.3. FEEDBACK
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PROJECT EVALUATION
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SOCIAL EFFECTIVENESS

ACTIVITIES EFFECTIVENESS  

Like: +129
Reach: 17.509
EGM: 3.524

Follow: +95
Reach: 5.202
EGM: 1.919

Follow: 508
Like: 1.352
Views: 19.153

IMPRESSIVE NUMBER

17.509 REACH ORGANIC

11.6k VIEWS KEY VIDEO

6.4M HASHTAG VIEWS
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5.1. SOCIAL EFFECTIVENESS

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

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
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Figure 5.1.a: Total reach

FACEBOOK PAGE
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Figure 5.1.b: Total page view

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

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 

Total number of reach: 2.884 reaches
Total number of engagement: 1.549 engagements

Total number of like: 70 Likes
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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.

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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INSTAGRAM
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Figure 5.1.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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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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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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      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.
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TIKTOK
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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.

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

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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No Description KPI Actual result %Result/KPI


 
 
 
 


1 Like/ Follow Increase 200 Increase 129 64,5%

2 Reach 15.000 17.509 117%

3 Engagement 2000 3.524 176%


 
 
 
 


1 Follow Increase 300 438 146%

2 Like Increase 1000 1.352 133.5%

3 View 20.000 19.153 94.765%


 
 
 
 


1 Follow Increase 100 Increase 95 95%

2 Reach 5.000 5.202 104%

3 Engagement 1.000 1.919 192%

Facebook

Tiktok

Instagram

Table 5.1. Media evaluation after implementing the project
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5.1. SOCIAL EFFECTIVENESS



No Activities Platform Unit KPI Actual
result %Result/KPI

1 
 
 Total Post 10 9 90%

2 
 
 Total Video 5 5 100%

3 
 
 Post 15 13 87%


 
 
 Story 20 23 115%


 
 
 Reels 5 6 120%

1 
 TikTok Total Video 15 12 80%

2 
 
 Reach 1.500 1.787 119%

3 
 
 Engagement 500 505 101%

4 
 
 Likes 100 69 69%


 
 
 Views 1.000 802 80,2%


 
 
 Views 10.000 11.6k 116%


 
 
 Likes 200 744 372%

3 
 
 Views 3M 6.4M 213.3%


 
 
 Influencers 30 20 66.6%

4 
 
 Video 5 5 100%

4 
 
 Total Likes 1.000 1.226 122.6%


 
 
 Total Views 5.000 4.116 82.32%

Table 5.2. Activities evaluation after implementing the project
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Content Format

Facebook

Instagram

Key Video 
(Organic)

Facebook

TikTok

Cooperation with
influencers

(#shareyourcup)

A Cup Story 

TikTok

TikTok

5.2. ACTIVITIES EFFECTIVENESS
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       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.
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5.3. feedback

FEEDBACK FROM VIETCUP
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FEEDBACK FROM AUDIENCE

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.

          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.
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     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.

6.1. POSITIVE POINTS
    
6.2. NEGATIVE POINTS

6.3. RECOMMENDATIONS FOR FUTURE
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6.1. POSITIVE POINTS

6.2. NEGATIVE 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. 

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

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.

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 results.

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

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 Vietnamese

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

     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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PROPOSAL COMMUNICATION FOR MINISTRY OF HEALTH OF VIETNAM1.
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2. WEBSITE REDESIGN FOR THE DEPARTMENT OF PREVENTIVE MEDICINE
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3. PROPOSAL PROJECT FOR VIETCUP 
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3. PROPOSAL PROJECT FOR VIETCUP 
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3. INFLUENCERS INVITATION LETTER

4. SOME ARTICLES ON SOCIAL NETWORKING PLATFORMS
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5. SCRIPTS
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5. SCRIPTS
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6. INFLUENCERS'S VIDEO
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6. INFLUENCERS'S VIDEO
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7. REELS OF INSTAGRAM
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