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CHAPTER 1: INTRODUCTION

1. BUSINESS AND BRAND OVERVIEW

1.1. Bean Hop Coffee Roastery

Founded in 2019 by Mr. Khiem Nguyen, Bean Hop is a staple in the coffee roaster industry.
Mr.Khiem Nguyen, with his experience as a world-class barista and coffee roaster, had made Bean
Hop's reputation impeccable among many coffee roasters across Viet Nam. Bean Hop has not only
been supplying Viethamese coffee such as Arabica and Robusta to many businesses in HCM city
and Hanoi but also has become a roastery known for its selection of quality specialty coffee beans.
Bean Hop’s vision as a business is straightforward, providing quality coffee, and doing things

simple so that coffee can shine.

1.2. Hoff Coffee Brewers

Hoff Coffee Brewers is the first stand-alone boutique coffee shop of Bean Hop and Mr. Khiem
Nguyen. A short nickname for Bean Hop, Hoff would be a place, quoted by its founder, “A place
where people can simply enjoy coffee”. Hoff would be built on the principles of simplicity and
experience-driven. Mr. Khiem Nguyen wished to provide the market with a venue in which
everything is dedicated to the coffee experience, from the interior material to the color, lighting,

and so on.
2. CLIENT’S BRIEF

To launch Hoff Coffee Brewers in the center of Ho Chi Minh City, Hoff needed a visually appealing

visual brand identity and a successful branding strategy/campaign.

The branding approach is built on narrative. The customer intended to avoid the conventional,
overdone branding strategies employed by numerous cafés, such as Coffee Science, Processing,
Product Promoting, and so on. The branding approach must convey the notion of simplicity
symbolized by Hoff. Simplicity relates to how Hoff operates as a café, which keeps everything

simple to accentuate the quality of the coffee.

2.1 Updating on client’s brief

We have some problems when clients change their requirements continuously. The changes are

as follows:



No Subject Updating on client’s brief
1 | Opening day Change the opening date from mid-May to end
of June
2 | Campaign for social Don't want to use graphic design in photos so

media

they modify the content strategy to focus more
on images than words

The voice of the content is revised to be close
but polite, not too friendly.

There is no need for effective communication;
Hoff is Hoff, meaning wanting to keep it “lowkey”
to better fit the new vision for the brand. Simple
content is mainly images to be able to remind of
Hoff.

3 | Brand's character Don't want to use the mascot to tell stories on
social media.
4 | Event Clients plan to have a private party for some

friends of the owners and, after that, will have a
soft opening for 2-3 days.

In the end, it is agreed upon between clients that
they just have the soft opening day in a week
and they don't organize anything too special, so

we don't need to prepare anything.




CHAPTER 2: DEVELOPMENT STAGE

After a period of revising and making changes to better fit the new brief of the clients here

are some key changes in the development of Hoff Coffee Brewers branding strategy.

1. BRAND POSITIONING STRATEGY

1.1 Brand positioning
Bean Hop concept store specialty coffee. A coffee brand with constant quality for a

genuine and intimate coffee experience.

Hoff chooses this positioning to create a unique standing in the current coffee shop market
full of minimalism or vintage styling. Hoff can fit right in the niche between these two major
trends. Built from the philosophy of Kanso, meaning simple but not reaching minimalism,
Hoff actively tried to avoid creating a corporate or cold feeling to customers. Though Hoff
used vintage-looking furniture, cups, and plates, this usage is aimed at building a distinct

characteristic of a “friend’s home” instead of focusing on nostalgia.

Another reason to avoid diving into the styling of minimalism is that it simply does not fit in
the current state of the world anymore. People who pay attention to design trends have
already realized that minimalism is dead after the pandemic. The CoronaVirus is a
never-before-seen phenomenon for the new generation, our Black Death. When the world
is in lock-down, every surrounding turns minimal, there are no people, no activity, and the
clean emptiness we were so accustomed to in the past has become something people
despite nowadays. People now are seeking comfort, love, and care rather than minimal or
cold, calculated corporate design. People are heading in the opposite direction now, after
more than a decade of pared-down spaces and white-walled rooms, and are filling their

homes with more of what is important to them and offers them joy — possibly



overcompensating for a year of sacrifice. Maximalism (or just filling your house with what

you love) is in, whereas minimalism is out.

1.2 Brand Character

The other major concern is regarding the Brand’s character (Hoff). Hoff's initial design is
roughly based on a platypus but the design put out during the assessment did not translate
well and created confusion among lecturers about what animal it is. On the client’s side, it is
the same story, the brand founders did not feel as fond of the design as other drafts.

Another proposal was made on the concept and also on the design of Hoff.

Upon working and talking with Mr Nguyen Manh Khiem, the team feel that Hoff in general
and the brand character to be specific is a reflection of his personality and characteristic. So
to eliminate further confusion or debate about what animal it is, Hoff would not be any
specific animal at all. Though it still roughly resembles a platypus, the design eliminates
many features such as the duck fin and tail stripe to create a more cohesive design. Instead
of calling it a platypus, the brand’s character will be called Hoff, as Hoff is its unique
specimen like no other animal people can find. Using this naming and definition strategy
also helps the brand strategy and tactics of using Hoff as a storyteller where the brand can
put all the quirky characteristics of its founder into it without having it relate to a platypus

characteristic.

2. VISUAL BRAND IDENTITY

2.1 Logo Finalize Design

During the first assessment of the project, there are concerns surrounding two main factors
of a Brand’s Visual Identity: colors and character design. These concerns raised the
question of using a familiar color palette that can be easily associated with coffee or
thinking outside of the box and using colors uncommon to the coffee market. After
reviewing and further discussing with its founders what color would fit best and be most
effective for the brand, the team and the clients collectively agreed on keeping the color
Brown as the primary focus color with complementary colors of cream, white, and latte
brown. The reason is not only an undisputed win for brown versus other colors but brown
over others and feels that it would remind them effectively of a coffee brand. The final

design that the team and the clients agreed upon is a refined version of the second draft of



the logo with closed eyes, slim down, and minimal Hoff character along with typography

from the latest design.

.
HOFF

COFFEE BREWERS

Figure 1: Hoff’s logo final design (Self design)

3. BRANDING CAMPAIGN PLANNING
Due to the changes in operation, construction, and opening day, the previous branding
campaign plan can not be suitable because of time constrain. The current campaign that
the team came up with would be divided into two phases to accomplish the goal of building

brand awareness for Hoff Coffee Brewer.

The first phase: From the 10th of June to the 30th

In this phase, the campaign objectives are to announce and update audiences about Hoff
and Hoff’'s development throughout the month. The second objective the campaign hopes
to accomplish is to attract the current audiences and customers of Bean Hop to the new

store Hoff Coffee Brewers.

The second phase: From the 1st of July to the end of July.
This phase is the period to increase the pace and create brand awareness and deliver

brand positioning to Hoff’s customers and audiences.

CHAPTER 3: EXECUTION

1. BRAND IDENTITY

The designs below are mostly demos and drafts because the client has not submitted all the

briefs and finalized the designs.



1.1. Menu
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A

ROBUSTA BLEND
Black 54
Ca phé den
Brown 54
Ca phé sira
Light Brown 54

Bac siu

Coconut Coffee 54
Ca phe sira difa

ARABICA BLEND

Espresso
Haot/ Cold

Armericano
Hot/ Celd

Latte
Het/ Cold

Mocha
Hot/ Cald

Salted Caramel Latte
Hat! Cold

Hoff Béo
Het/ Cold

HOFEF

54

54

54

54

54

54

Pour over
Haty Cold

Cold brew
Haty’ Cold

Cold brew tonic
Hot/ Cold

NON - COFFEE

Chocolate
Haty’ Cold

Matcha Latte
Haty’ Cold

Brown Sugar Bubble Milktea
Hoty Cold

Brown Sugar Bublble Milk
Hat/ Cold

Salted Caramel Latte
Hat/ Cold

Strawberry Latte
Hot! Cold

TOPPING
Single Origin Bubble
Hat/ Cold

Brown Sugar Bubble
Haty/ Cold

Almond Milk
Hat/ Cold

Figure 2,3: Hoff’'s menu design (Self-design)
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1.2. Business Card

42BIS LY TU TRONG TRONG

038 397......... =
FOLLOW US ON SOCIAL MEDIA 'S ON SOCIAL MEDIA

Figure 4,5,6: Hoff’s business card design (Self-design)



1.3. Packaging

- >
HOFI

COFFEE BREWER!




Figure 7,8: Hoff’s cup design and mockup (Self design)



1.4. Merch

BRIGHT ACIDITY. CLEAN CUP.
JUICY COFFEE RIGHT HERE.
@HOFFCOFFEEBREWERS

Figure 9: Hoff’s T-shirt design (Self-design)
2. VIDEO PRODUCTION

In order to be more relevant and effective for the Instagram platform, the viral clip will be broken
down into 10 short reels, performed with rhythm and music reconstruction. The shotlist plan of 10
short reel videos is organized as above. The plan was to distribute 10 short video reels to
implement the four elements the brand wanted to convey to the audience: Brand Story, Service,
People, and Product. With the situation that the cafe is in the final stages of construction and has
not been completed, the next 5-reel plan will be additionally conceptualised and implemented

based on the actual context at the cafe.



2.1 PRODUCTION TIMELINE
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Figure 10: Production timeline schedule table

2.2 COST

1. NHAN S TRONG DOAN |
1_|Paodién 1 1 Dy an 0 ) of CORE TEAM
2_|Biénkich 1 1 Duan 500,000 500,000 55,556,
3 |sanxudt 1 1 Dy an 500,000 500,000 55,556,
4| Nguoi quay phim 1 1 Dyan 0 0 0| 0| CORE TEAM
5 | Ky thuatam thanh 1 1 Duan 300,000 500,000 55,556 555,556
6 | Nhan vién dung clip 1 1 Dy an 0 0 0| 0| CORE TEAM
B. MAY MOC - THIET Bl 260,000
1. CAMERA
1| May Sony A6400, 2 thé nhé 64GB. pin FW50, Idng sat 1 g6i 0 0 0.00 0 C6 san
2| Baseplate, 2 thanh rod 15cm 1 g6i 0 0 0.00 0| C6 san
3| Chan may Jievang 1 chiéc 0 0 0.00 0| Co san
4| May Fujifilm XT20, 1 g 0 0 0.00 0| C6 san
7| Sony Vario-Tessar T* € 16-70mm f/4 ZA OSS 1 chiéc. 0 0 0.00 0| C6 sén
8 | Sony FE 50mm /1.8 1 chic. 0 [ 0.00 0| Co san
7__| Fujifim XF 16-80mm /4 R OIS WR 1 chiéc 0 0 0.00 0| C6 san
8 | Fuiifim XF 35mm f/11.4R 1 chiée 0 0 0.00 0| Co san
9| DJI Ronin-SC Gimbal Stabilizer 1 chic 0 0 0.00 0| C6 san
10| Top handle Smallrig 1 chiéc. 36,364 36,364 3,636.40 40000
2. ANH SANG
1| LED Fresnel Spot Light CE-1500WS 2 chiéc 0 0 0.00 0| C6 san
2| Led Spotlight 2000W Pro LCD 1 chiéc. 0 0 0.00 0| Co sén
3| Softbox Godox 1 chiéc 0 0 000 0 C6 san
4| Tan séng 5 trong 1 1 bo 0 0 0.00 0| C6 san
5 | Chan den C-Stand 1 q6i 0 0 0.00 0| Co san
3. AM THANH
1| Mic Rode NTG2 + Boom Pole 1 bo 200,000 200,000 20,000.00 220,000
2| Recorder H4N Pro, thé nhé: 32GB. 1 chiéc 0 0 0.00 0 Co san
4. HAU KI
1| Laptop Macbook Pro 1 chiée 0 0 0.00 0| C6 sén
2 |0 cirng SSD Sandisk 500GB 1 chiéc 0 [ 0.00 0] C6 sén
D. HAU CAN 1,188,000
3 [An 100,000 600,000 60,000 660,000
4 |ubng 30,000 180,000 18,000 198,000
5 |mnan 200,000 200,000 20,000 220,000
6| Ban cing td nghé 100,000 100,000 10,000 110,000
E. KINH PHi KHAC - HO TRQ' DAC BIET 220,000
1 e dien thosi 100000 | 0 | | 10,000 110,000
2| Thubo men 100000 | 0 | | 10,000 110,000
G. CHI PHI PHAT SINH 100,040
H. CHI PHI QUAN LY 166,733
1. LO1 NHUAN 500,200
Total| 4,101,640

Figure 11: Production cost table




2.3 HUMAN RESOURCES

BANG DANH SACH NHAN SU DU AN HOFF COFFEE BREWERS TVC

CHU'C DANH SO NGUOI TEN NHAN sy SO PIEN THOAI GHI CHU
TO SAN XUAT

SAN XUAT 1 BICH LOAN 0971604001
TO6 PAO DIEN

DAO DIEN 1 CONG BANG 0916769575
DAO DIEN HINH ANH 1 NGOC THACH 0937984643
BIEN KICH i NGOC THACH 0937984643
TO MY THUAT

THIET KE BOI CANH | 1 CHAMI 0907112986
TO CAMERA-AM THANH- ANH SANG

CAMERAMAN 1 TUAN KHANG 098 5588048
SOUND RECORDIST 1 NGOQC THACH 0937984643
KY THUAT ANH SANG 1 NGQC THACH 0937984643
TO THU KY-TRQ' LY

TRQ' LY DAO DIEN 1 THIEN KIM 093 8385172
THU KY TRUONG QUAY 1 THIEN KIM 093 8385172
TO HAU CAN VA HIEN TRUONG

PROPS 1 KHIEM NGUYEN 0383975836
TO HAU KY

EDITOR 1 NGOQC THACH 0937984643
DATA 1 CONG BANG 0916769575

Figure 12: Human resources list

2.4 SHOTLIST

SHOTLIST

HOFF COFFEE BREWERS TVC

LOCATION: HOFF COFFEE BREWERS SHOTLIST PAGE: 1

No. Shot size Movement D Notes Checklist (Y/N/L)

1 Trung canh géc thap Pan Barista m& clra bwdc vao quan Chi quay chan

2 Toan canh eye level Still Toan canh quan khi chua cé ai vao budi sang sém Géc nhin tir ngoai ban cong vao

3 Cén canh eye level Pan Barista dang méc dong phuc clia quan

4 Can canh goc cao Dollyin  |Ché nwéc x6i vao ca phé dé i

5 Trung canh géc cao Sill Chubng ctra reng Ién véi vi khach dau tién

6 Trung canh eye level Dolly out |Barista dang tro chuyén vui vé va nhan order tir khach Quay tir phia sau khach

7 Can canh géc cao Pan Barista bét dau quy trinh pha ché ca phé

8 Can canh goc cao Pan Barista bat dau quy trinh pha ché ca phé

9 POV géc cao Pan Barista b4t dau quy trinh pha ché ca phé View tr gac Itrng nhin xuéng

10 Can canh goc cao Pan Barista b4t dAu quy trinh pha ché ca phé

11 Trung canh eye level Pan Nhirng thr nhd nhat & quan, db decor, ti sach, v.v

12 Toan canh eye level Dolly out |Quan ngép tran 4nh néing va barista dang mang ca phé ra ban ctia khach

13 Can canh eye level Follow |Khéach dang dwa tay Ién d& udng ca phé

14 Toan canh eye level Dollyin  |Khach dang ngdi lam viéc & quay bar

. Barista twong tac véi khach - goi y
15 Trung canh eye level Pan Khach ngoi quay bar néi chuyén véi barista khach phan biét mui hwong cac loai
hat

16 Toan cénh eye level Dolly out sKgcé:h & quay bar cé dién thoai ra ngoai néi chuyén, cé khach ngdi trén gac Itrng doc Quay tir huéng ngodi ban céng vao
17 Trung cénh eye level Pan Khéach dang ngdi doc sach trén gac Itrng

18 [Can canh géc dudi lén Pan Dén & quan, qudy bar, ban ghé

19 Toan canh eye level Still Hoat dong & quan tir chiéu ta dén dém muon Long shot c6 thé 1am timelapse

20 Can canh eye level Pan Barista déng ctra quan va tét den Pan huéng nguoc lai luc mé cira

Figure 13: Viral clip shotlist



2.5 CALL SHEET

| c ALL s H EET | Cl.ient | Hoff Coffee Brewers |
| Shooting Date | 07/07/2022 |
Ms. Loan Producer
Mr. Bing Director
Mr. Thach D.O.P & Cam OP & Lightning
Crew M. Béng Llohtning & Soundman 7:00:00 AM 8:00:00 AM Hoff Coffee Brewers - 42bis Ly Tu Trong Tap trung liic 6:00AM d& &n séng
Mr. Khang BTS Photo & PA
Ms. Kim Props
Ms. Mi PA&AD
Ms. Mi PA& Catering

Figure 14: Viral clip call sheet

2.6 DISTRIBUTION

SHOTLIST

HOFF COFFEE BREWERS INSTAGRAM REEL SERIES

1 Toan canh géc doc Still Khéng gian ctia quan khi buéc vao

2 Trung canh géc doc Still Vét néng chiéu vao quan qua ctra guong Ion

3 Toan canh goc doc Still Khéng gian ban cong cia quan

4 Cén canh géc doc Still Ly ca phé déc trung clia quan dat trén ban véi background qudy bar
5 Trung canh géc doc Still View clia quan va qudy bar khi nhin ti gac Iiing xubng

6 Can canh géc doc Still Ta sach trén gac Irng

SHOTLIST

HOFF COFFEE BREWERS INSTAGRAM REEL SERIES

1 Trung canh géc doc Still View ttr qudy bar nhin ra khach hang dang uéng ca phé

2 Céan canh géc doc Sill Hat ca phé dwoc 4y ra tir bich

3 Trung canh géc doc Sill Barista dang lam viéc v&i may xay ca phé

4 Can canh géc doc Sill Ché nuérc néng vao V60

5 Trung cénh géc doc sl f:é&:cﬁong doan cudi cling clia quy trinh pha ly ca phé, decor trréc khi mang cho

SHOTLIST

HOFF COFFEE BREWERS INSTAGRAM REEL SERIES

1|Toan canh géc doc Still Barista di Gén va m& cira buwdc vao quan
2|Can canh goc doc Still Barista |4y chia khéa va m& quan
3| Trung canh goéc doc Still Barista mang ddng phuc
4|Can canh goc doc Still Barista lau ban ghé va vé sinh dung cu pha ché
5|Trung canh géc doc Still Barista chao dén khach téi
6|Can canh goc doc Still Barista mang ca phé ra cho khach
7|Toan canh géc doc Still Barista trd chuyén v&i khach hang
8|Trung canh goc doc Still Barista trd chuyén véi nhau
9| Trung cénh goc doc Still Barista don dep va thu xép db dac dé ra vé
10| Toan canh géc doc Still Barista tét dén, dong cira va ra vé




3. MEDIA PRODUCTION

3.1 MEDIA CAMPAIGN

The initial strategy for Hoff revolved around the aspect of storytelling, Hoff's story would be
told through a character and reflects the brand’s personality within it. But after discussions
between the clients, it is determined that the project would be shifted in a new direction. If
before, the founder would hide behind the scene and let Hoff be the main focus and sole
character with its voice and tone as the brand's online presence, now the clients wanted to
connect personally to the audience online through the two social media platforms,
especially Instagram. In the clients’ words, they wanted audiences to have a feeling of
home-made, that these social media fan page is taken care of by its brand’s founder and
not by a marketing team. The project now wanted to present the brand as a part of the
founder's daily life and are one entity instead of existing apart from each other. The content
of the fan page is heavily influenced by the founder's voice and tone which put Hoff from the
spotlight to more of a complementary role to the brand. The need to connect to the
audience is one of many ways to create a sense of humanity in the campaign itself but in a
slightly different way than what the previous strategy planning to do. Now instead of
creating humanity through stories and a storyteller, the project would do that using the
quirky personality and heavily distinctive preferences of the brand’s founder. The brand's
online presence now would be like a diary of a coffee lover that loves the craft of coffee and
is always present at Hoff to capture and record every beautiful moment there. This new
strategy would also create changes to the social media campaign of the brand. First of all,
is the rate of uploads on Instagram. Riding this diary, memoir concept Instagram upload
would need to be done on the daily basis to compensate for the short content. As far as

what role Hoff would play in the campaign, it is still a storyteller but not all the time.

3.2 CONTENT STRATEGY

3.2.1 Voice and Tone

Voice and tone of most of the content would be the voice and tone of Hoff's founder. As
mentioned above it is due to the new direction of what the campaign is heading toward and
what the branding campaign wanted to create. The voice would still be in a friendly manner
but calmer, and relaxed but not as open or outgoing as planned with an optimistic tone of

voice, somewhat dreamy.



3.2.2 Strategy

The project content strategy can be divided into two phases: pre-opening and opening
which match the anticipation and building awareness of the campaign's original plan. The
retention phase is being left out due to limited project time and the unforeseen pushback of
the construction and opening of Hoff coffee brewers. The content would also differ from
Facebook to Instagram. For Facebook, content would be written in an announcement
format, with lots of words and information for the audience to pick up on. But for Instagram,
content would be short, in a diary or memoir format usually with one or two sentences in the
voice of the brand founder to create the human sense and build interaction between the
founder and the audience. For the pre-opening phase, the content mainly revolved around
three main key points: announcing and updating on Hoff's progress, affirming the
relationship with Bean Hop Coffee Roaster to attract Bean Hop’s customers to Hoff, and
lastly is the grand opening content. Some of the content angles are also the foundation of
what makes Hoff Hoff such as wooden furniture, the location in an old apartment, Bean Hop
coffee, classic coffee drinks with a general announcement, and hopeful words of “seeing
you soon” to build audience anticipation. Another form of content is the Story format. On
both social media fan pages, Stories are posted regularly as images, short videos, or
interaction stories like putting out questions for followers to react to and give their answers.
In the upcoming opening phase, the content strategy focuses on three pillars product,
service, and branding. For product, content would focus mainly on the classic coffee drinks,
pour-over, or hand drip coffee in combination with some specials or limited offerings at Hoff.
Services content would dig deeper into the relationship between a barista and the
customers. Not only the story between the two but also the story of what they tell each
other occasionally. The other part of service that needs more emphasis is the dedication to
building a cafe for the best coffee experience. The highlight angle would be the furniture
choices, the lighting, and the overall space for experience. Lastly is branding content with
the special section of Hoff telling its story and also the brand story. Hoff would appear
periodically to bring a fresh and hilarious face to the social media fan pages. Hoff would be
the more exaggerated, outgoing with a clearly defined liking to bring contrast and appeal to
the pages. Hoff, the character, and related posts would also be different visually. These
posts will combine still images with graphic drawings of Hoff interacting within the context of
the picture and what the post is about. This special section would be the content strategy's
main tactic as it brings personality and uniqueness to the brand in comparison to other
coffee shops in the area and it is the best utilization of the character the project created.
Another key content tactic is the short video series. The content for these videos is how

visually appealing coffee at Hoff can be, and how chill and relaxed it is here. These videos



would emphasize classic coffee, the space, and the mood with highlights such as the
visually trendy Americano, pour-over, or the beautiful balcony and window at Hoff. There

would be 10 videos in this series, recorded vertically to be more optimized for mobile
phones.

@ Hoff Coffee Brewers
4d - Q@

4 Hoff chao tuan méi bang céach 'trang bi' cho minh
may chiéc ban chiéc ghé méi. Dé sém dudc g&p moi
ngudi, Hoff tusm tat cé gang dat nhimg t... See more

Qv

@)% Liked by khxh.ng__ and 36 others
hoffcoffeebrewers A taste of new space.
View 1 comment

June 14

< @ Hoff Coffee Brewers
12Jun- Q@

Hoff Coffee Brewers - Concept Store clia thucng
hiéu xudng rang Bean Hop Coffee Roastery &

~{ Van la huong vi ca phé quen thudc dé nhung sé
dudgc trai nghiém truc tiép & mot khdng gian vé cling
xinh xan mang tén Hoff Coffee Brewers

~{ Danh cho nhifng ban |4 tin d6 clia Bean Hop ho#c
mudn trai nghiém hudng vi Bean Hop thi Hoff Coffee
Brewers sé& la mot dia diém khong nén bo qua

Hay cung chd dén Hoff Coffee Brewers trong tudng
lai nhé &

#comingsoon #hoffcoffeebrewers
#beanhopcoffeeroastery #coffeeshop

Qv

@' Liked by hngan._.ngt and 40 others

hoffcoffeebrewers Coming soon.
June 10

Figure 15: Hoff’s Instagram and Facebook post (Hoff Coffee Brewers)



3.2.3 Planning

Starting from the beginning of June to the 30th of July. The first phase of pre-opening would
be the beginning until the 30th of June and the second phase: the opening is from the 1st to
the 30th of July. In the first phase, due to limited resources, the number of posts would be

limited to 12 for each platform but for the second phase when the shop is open for business

the number of posts will increase tremendously. For Instagram, it would be a daily upload

schedule in form of a memaoir, or daily record, which amounts to 30 posts, and for

Facebook, it is a 20 posts schedule with 8 posts for the special section, and 4 posts each

for the three pillars of content and 10 short videos.

_

CCAMPAIGN FOR HOFF COFFEE BREWERS IN JUNE

CONTENT IMAGE PIC CONTENT| DEADLINE | _STATUS
Hoff Coffee Brewers - Concept Store cla thurong higu xséng rang Bean Hop
Facebook ot -
3 mat dia iém khong nén bo qua
1 20220612 Hay cing cho d6n Holf Coffe Brewers trong tuong lai thé & 12106 - B 4n - Google Drive BichLoan ~| 2022.06-12 | Done
[Hoft: Bean Hop's nickname =
Instagram | Holf: tén goi thén ma cla Bean Hop
Motly Iced Latte béo ngéy n o con nh &5
. |Vei huong vi ca, chia tho & mat dia diém e, ti minh hi
Facebook = |\ng s& duot gap lai ban th
2 20220614 Ngoo Thach ~ | 2022.06-14 | Dne.
| Anew taste for space
Instagram | AW
Facebook _~
Building up vorfreude
s:drive.goos 2
3 w2oste | s CongBing ~| 20220616 | Done
Instagram Stry
Question: "Ly ca phé yéu thich ciia ban 147"
& aay c6 mt chi méo x
Dao nay thoi tiét & 8112 knd chibu va oi birc, Hoff 43 bt qua tang mt
Vi Knich lén vao tho thi & mdt g6c nha, mac du quan vAn dang trong tién
Facebook  ~ rinh xéy dyng va
Hoff C . hay Hofftrong twong lai
4 20220618 gin nhe & icf Bichloan ~| 20220618 | Done
Instagram | Im not blocking the view. | am the view
p
Hoff chao tudn mé ch trang b cho minh may chiéc ban chiéc ghé méi. D&
Facabook < | 9™ 9U0C 98P moi nguoi, Hofftuom tét cd géng dat nhing thi mdi vao nhang gdc
i that chinh chu. Hi vong sé co tén trong lich cia mo ngus sip (61 ddy thai
5 2022.06-19 - Hiclod-numl " |Ngoc Thach ~ | 2022061 | Dene
470xSq80urYUigafoiCurr cephoc
Have a seat, make yourself at home
Instagram  ~
Ga phé cho nhiing ngay nang
Hoff 86n nhirng ngay néng Sai Gon oi birc bing mdtly métlanh yu thich.
b cothd nhimg thi nhi? Mac di
Facebook  ~ |H g ban iimg tach ca i nhau
6 20220622 nhung ma Hoff 52 hoan thién vao nhimg ngay 161 thi, lic dy thi moi cdc ban dén CongBlng | 20220610
tham nhé.
nstagram - | Colee for unny woather and brght smies
Today's good mood is sponsored by coffee and croissant. Can't waitto enjoy with you
Facebook  ~ |at the holf &f
7 2022.06-24 N N o IKLTUXEYKS | gion oan ~ | 2022.06-23
Today's good mood is sponsored by cofiee and croissant. Can wall (o enjoy wilh you
Instagram ~ |at the hoff &
shop
Vai cau chi rén chiéc do o5 khién ben 1 mo hon vé Hoff khang, Hof hen ban dip
Facebook - |gan nhét nhé &
s 20220626 25106 - Db 4n - Google Drive Ngoo Thach ~ | 20220625
nnnnnnnnnnnnnn

Figure 16:

Hoff social media plan for phase 1 (Hoff Coffee Brewers)




No. Date Content angle Photo Content Note

Gidi thiéu linh vat clia Hoff, théng qua dé s& néi vé

L N&m trén quay bar
vision mission

2 Linh vt hoff néi vé& VB0 tir gu cia chii quan Leo thang dAy 4m nuéc vao vB0

3 Linh vat Hoff ndm chill & spot y&u thich Boc sach trén gac bili t6i

Linh vat Hoff ném chill & spot y&u thich d& ri mng di | N&m chill goi m&i & ban céng bui
n ca phé sang

Linh vat Hoff twong tac véi khach dé xay dung ca Chup tir sau ling khach cé Hoff
tinh than thién ném sai lai bén canh

Uée mo boi trong latte d4, chudn
6 Hoff vé&i mén iu thich |a latte da bi nhdy tir bé phéng hd boi vao ly Ca thé chay ads
cf

C6 thé dang tro chuyén voi
barista

Hoff néi vé& hat ca phé tai quan véi kién thirc tir chi

. Hoff va barista cung tn ef
quan

Viét kidu c6 nhirng ngay mubn

8 Hoff wéi sé thich chill 1 deo tai nghe Gn cf tai hoff o .
troi dat cac thir

Figure 17: Hoff’'s “Hoff Sharing” content plan (Hoff Coffee Brewers)

3.3 OBJECTIVE

The campaign set out the reach 1500 Facebook page likes, 1000 followers on
Instagram, and 50.000 Reach on Facebook and Instagram with 3000 Interactions.
In the first two weeks, the campaign has reached 102 followers on Instagram, 10,2% of the
KPI 3800 accounts reach (7,6% of KPI), and roughly 1000 interactions (33% of KPI). On the
Facebook fan page, Hoff has reached 249 likes which amounts to a bit over 12% of the
target of 2000 likes.

These results seem minuscule compared to the campaign objective but this is without
taking into account using ads and with limited material to work on which resulted in a limited
amount of content to be uploaded. Starting from the 27th when the store is almost in its final
stage for opening, there would be more material to work with, with the help of ads and a
more tightly upload schedule, the short video series and the Hoff special section would give
a boost to the fan page as they are viable content and the main tactics for the campaign

which can certainly help to reach the objective it set out to achieve.



Post Reach

1,632

1.6k

Posts (?)

12 posts published in the last 28 days.

Coming soon.
June 10

'+ M6t ly Iced Latte Reach
béo ngdy va mat la...
% June 14

Hoff Coffee Brewers C
- Concept Store cu... 3
- -y June 12 —

Figure 18: Statistics of Facebook posts (Hoff Coffee Brewers)

Engagements

S0 ngudi tiép can & xuit -
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Figure 19: Number of reach on Facebook and Instagram (Hoff Coffee Brewers)



