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. OVERVIEW
1. CLIENT'S BRIEF

To launch Hoff Coffee Brewers in the centre 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.

No. Categorize Updating on client’s brief
1 | Opening day e Change the opening date from mid-May to the
end of June
2 | Campaign for social e Don't want to use graphic design in photos so
media they modify the content strategy to focus more

on images than words

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

e 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 e Don't want to use the mascot to tell stories on
social media.

4 | Event e 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.

e Inthe 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.

5 | Media Production e The clients want to add BeanHop's image and
content to viral clip, not just Hoff's image so the

solution is separate the viral clip and short video

Il. PROGRESS REPORT
1. BRAND IDENTITY APPLICATION
1.1. Menu
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Figure 1,2,3,4: Hoff’s menu design (Self design)

1.2. Business Card

OFF

COFFEE BREWERS

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

1.3. Packaging



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

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




BRIGHT ACIDITY. CLEAN CUP.
JUICY COFFEE RIGHT HERE

Figure 11: Hoff’s apron design (Self design)



1.5. Poster

N

SOFT OPENING
DON'T MisS IT!!

2o LSS _2

' OFT OPENING
DON'T MiSS IT!!

3U0LS 143ONOD.
- SUIM3YE 334400 140H
suam3

HNVIED A8

3
3
&
2
H
g
H
g
2
8
i
H
E

A¥3LSVOU3I140240)

8AM -8PM

2022.02.07-08.07

1ST FLOOR, 42BIS LY TU TRONG, DISTRICT 1

8AM - 8PM 8AM - 8PM

2022.02.07-08.07 2022.02.07 - 08.07

1ST FLOOR, 42BIS LY TU TRONG, DISTRICT 1 1ST FLOOR, 42BIS LY TU TRONG, DISTRICT 1

EVERYDAY 07:30 - 21:30
1ST FLOOR, 42BIS LY TU TRONG, DISTRICT1

Figure 12,13,14,15: Hoff’s poster design (Self design)



1.6. Invitation Card

v e

dear our lovely friends and partners
please join us as we celebrate the

of our Hoff Coffee Brewers -
A Concept Store By @beanhopcoffeeroastery

8AM - 8PM

2022.02.07 - 08.07

1ST FLOOR, 42BIS LY TU TRONG, DISTRICT 1

Figure 16: Hoff’s invite design (Self-design)



1.7. Signboard

1ST FLOOR, 42BIS LY TU TRONG, DISTRICT 1

EVERYDAY07:30 - 21:30

Figure 17,18: Hoff’s signboard design (Self design)



1.8. Voucher

COFFEEBREWERS

Mét phan banh bat ky

HSD: 31/07/2022

A CONCEPT STORE BY 15T FLOOR, 42B1S LY TU TRONG STREET,
@BEANHOPCOFFEERDASTERY BEN NGHE WARD, DISTRICT 1, HCM CITY

- CHUC MUNG BAN DA
= H NHAN DUCC QUA TANG

Giam gia 10% khi mua
ca phé rang xay

HSD: 31/07/2022

Figure 19,20,21: Hoff’s voucher design (Self design)

1.9. Label



Figure 20: Hoff’s label design (Self-design)
2. SOCIAL MEDIA
2.1 Strategy

For Hoff, social media content focuses mainly on two key aspects: products and branding.
For products, coffee is the main selling point but only the selected few get highlighted such
as traditional coffee drinks, hand brew, and Hoff’s signature drink. Hoff wanted people to
recognize its product through these classic coffee shop drinks and sprinkle in just the right
amount of funk to give off the feel of a simple but unique coffee shop. Another content pillar
is “Hoff Sharing” which means using the character Hoff to tell stories about Hoff the coffee
shop. “Hoff Sharing” is considered the key tactic on social media because that can be what
separates Hoff from its competitors on social media. For this special section, the content
voice and tone would be switched to Hoff’s (the character) voice and tone instead of the
usual voice. Changes were also made visually. Instead of the usual still photo with no
graphic this section gets added a variation of the character doing different actions depending
on what the content is about. This creates a visual distinction for the audience so that they
can recognize the “Hoff Sharing” from the usual content. The section aim not only to create
differences but to further utilize the brand asset and maximize its usage to have a successful

branding campaign.



For Instagram, the strategy here is to create a diary of the owner. Content on Instagram uses
a short sentence instead of a paragraph or two because the goal here is to make audiences
believe that Instagram is a personal space for the owner to connect with the audience
personally not only at the store but also online. Reels, a form of a short video, is also a key

content for Instagram. These reels revolved around the store, its product, and also a way to

document the daily story at the store.

Hoff Coffee Brewers
6 gid - @
*4 Trong tudn nay, Hoff gui téi ban cac lua chon ca phé nhu sau:

# #LIGHTROAST (Danh cho Pour Over Néng/Lanh) #
# Vietnam - Radar Farm THA1 Washed

Jasmine, Bright Acidity, Clean Cup, Green Apple

¢ ... Xem thém

Figure 21: Hoff Sharing post example 1 (Hoff Coffee Brewers)



Hoff Coffee Brewers
9 thang 7 luc 20:30 - @

Cudi tuan roi, di dau xa

Ghé qua nha, uéng ca phé véi ts

B&n bé dé & nha vi ching ta van can tha

Ca phé ngon cudi tuan clng Hoff 14 nhat ban dil... Xem thém

Figure 22: Hoff Sharing post example 2 (Hoff Coffee Brewers)

Trans-media is also been deployed as a key strategy to link two social media platforms:
Facebook and Instagram. Content on Facebook and Instagram can be linked through
content and also visuals. This strategy uses cues and similarity recognition of the audience
to lead them between the two platforms. A post about a latte on Facebook can be linked with
a post of a customer enjoying a cup of latte on Instagram and the visual cue of the latte is

what links the two together and as a way to remind or even create interest for the audience.



@ hoffcoffeebrewers

Ca phe sua da makes our Saigon Saigon ...

51 ver Washington, Jr. - Just the Two of Us (feat

A Q ® O O

Figure 23: Ca phe sua reel on Instagram (Hoff Coffee Brewers)



Hoff Coffee Brewers
5Jul - @

Ban do ca phé ngay cang mé réng va nhirng mén
s&ng tao dan lap day menu cla cdc quén ca phé.
Nhung véi théi quen thudng nhat méi nga... See more

Figure 24: Ca phe sua post on Facebook (Hoff Coffee Brewers)

2.2 Planning
2.2.1 Facebook
The schedule has increased significantly for the social media campaign from 10 posts for the
previous month (June) to 25 for this month (July) with 8 of them being the special section
“Hoff Sharing” and a viral clip. There are several reasons to explain this sudden change in
the number of posts and content pillars. First of all, this particular plan fits well with the actual

operating timeline of the store. The store first opened for customers on the 2nd of July. For



the first week, the social media campaign focused on introducing Hoff with more details and

started unveiling more of the product, interior, and customers on the opening day. Frequent

or even daily posting can keep audiences in check and constantly updated on what Hoff is

doing due to Hoff being now in operation rather than still being built. Another key factor in the

increase is that the team has had more confidence in working with the client and can

convince them to a more effective plan. For the rest of the month, the plan is to slowly reveal

interesting corners and the daily tale with coffee and barista. Hoff also launches a viral clip in

the middle of the month when the owners and also the team feel that Hoff is stable in

operation and can accommodate a larger number of customers per day without flaws. As for

now, the campaign is on schedule and has uploaded 12 out of 25 posts including 4 Hoff

Sharing and the viral clip.

PILLAR Branding Branding
Cau chuyén thuong hiéu | Cudi tuan & Hoff- remind
DIRECTION - Hoff Coffee v& Soft Opening & Hoff
FORMAT Photo Album/ Video Clip | Photo Album/ Video Clip
STATUS Done Done
04/07/2022 05/07/2022 06/07/2022 07/07/2022 08/07/2022 09/07/2022 10/07/2022
PILLAR Hoff Sharing Product Hoff Sharing Branding Hoff Sharing Branding
Ca phé sira da - Hvong .
1 DIRECTION Linh vatcia Hoff | vithan quen ki ban aén | HY9 MO0 1 summer arinks at Hort Hoff twong tac véi khéch | Thay i gié mé cira
choi nha
FORMAT Static Image Video 6s Static Image Photo Album Static Image Static Image
STATUS Done Done Done Done Done Done
11/07/2022 12/07/2022 14/07/2022 2 17/07/2022
PILLAR Branding Product Branding Hoff Sharing Service
Nghe 16m chut chuyén tir| V60 véi vi ca vira quen Hoff ndm dén ndng & géc| Hom nay ban cam thdy
2 2 DIRECTION Barista ciia Hoff wala Into coffee ban cong thé nao?
FORMAT Video 15s Video 6s ITVC 1ph30s Static Image Photo Album
STATUS Done Done Done
19/07/2022 21/07/2022 22/07/2022 24/07/2022
PILLAR Hoff Sharing Product Hoff Sharing Hoff Sharing Product Hoff Sharing Branding
oy N N aioa g N N 2 Nhing chiéc ly moi ban
Hoff ni v& V60 tir gu ciia| Ngdi trén chiéc ghé con, | Hoff ndm doc sach trén A .| OHoff chi cé ca phe Hoff twéi cay, Hoff ¥ 4
3 DIRECTION anh chi nhép ngum ca phé ngon céin géc nhd Hoff néi vb hat ca phé ngon barista, Hoff doc sach | 98! ""‘-Z‘;'“‘)'n'“é" lya
FORMAT Static Image Static Image Static Image Static Image Static Image Static Image Photo Album
STATUS
D 25/07/2022 26/07/2022 27/07/2022 28/07/2022 29/07/2022 30/07/2022 31/07/2022
PILLAR Product Product Branding Product Product
Hoff moi ban thwéng _ Huong vi clia sw phéng
DIRECTION chat kem lanh ngay he Dautdy statuoi | NNUng hat ca dugc rang Chocolate khoang d3y hAp dan:
4 ttr BeanHop )
4 v6i Affogato Americano
FORMAT Static Image Static Image Photo Album Static Image Static Image.
STATUS

Figure 25: Hoff’s social media plan for July

2.2.2 Instagram

The schedule for Instagram is closely followed by the schedule for Facebook but with more

frequent uploads due to the shorter content format and the upload of reels to fill out the

schedule.

2.3 Ads

As for now, Hoff has promoted itself through two ads on Facebook and Instagram. The first

is on the 5th and the second is on the 15th of July. Generally, ads should be deployed

sooner, even before a store opens for business but as a collective agreement, the owners




and the team wanted to keep a low profile to fit the brand image and the owner wanted to
use the Soft Opening week as a trial run to find out if there are any flaws in operation before
launching and ads for the actual opening week. The post chosen for the ad is a photo album
of customers from the first weekend enjoying their time at Hoff along with some product
shots to promote the general look and feel and what Hoff can offer to a potential customer.
The second ad is to use the viral clip to promote the store on both social media platforms

due to the significance of the viral clip in comparison to other posts.

Hoff Coffee B
Ng ang: Bz ‘uong @ - 3 thang 7 luc 21:27 - @
Cubi tuan & Hoff &.

Hoff rat cdm dn cac ban da danh thdi gian cudi tuan dé ghé qua chdi vdi
ching minh. That su Hoff rat vui khi dudc céc ban ghé tham néng nhiét
dén nhu thé du cé vai phan van con thiéu sét. Mong cac ban sé van ghé
chdi v&i Hoff nhitng ngay sap tdi nhé! Du 1a nhifng cudi tuan chill véi nhau
hay chi 14 tach ca phé nhanh trén dudng di |1am thi chiing minh van luédn &
day chd ban dén chdi nha.

e CluRGEN

",

Hoff Coffee Brewers @ Gui tin nhin

12.108 1.764

Ngudi tiép can Ludt tudng tac Quang cdo lai




Figure 26: Hoff’s ads number 1 (Hoff Coffee Brewers)

The next advertisement will use a post from the “Hoff Sharing” section to promote its

signature drink Hoff.

Hoff Coffee Brewers
Ngudi dang: Tran Bich Loan @ - 14 thang 7 lic 21:06 - @

[English Below]

Bean Hop |a ndi chung minh nghién ctfu va thi nghiém cac loai ca, con
Hoff 1a mét céng d’ong chung minh tao ra dé moi ngudi SEORE! thuong
thiic ca phé qua nhiéu cach pha.

Tai Hoff, chiing minh gitf cho viéc uéng ca phé that don gian. Dé barista
dudc tu do sang tao, dé cac ban dudc tu do lua chon hudng vi mong
muoén cua rieng minh.... Xem thém

n 0:15/ 3:21

Figure 27: Hoff’s ads number 2 (Hoff Coffee Brewers)

3. Media production
3.1. Short Video Series
3.1.1 Idea
Conduct production according to the pre-established timeline and shot list. Stick to the

strategy, ensuring all 4 elements: Branding, Service, and Product. The team will agree with



the founder on content, camera angles, and visual pacing one day in advance for each reel

set in the timeline.
3.1.2 Key Message

“ Branding ” - The intimate warmth of space and people at Hoff Coffee Brewers

“ Product ” - The variety, sophistication and stability of coffee products at Hoff Coffee

Brewers
“ Service ” - The enthusiasm, professionalism and closeness of the staff at Hoff

3.1.3 Timeline

PHASE Week MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY SUNDAY
DATE 01/07/2022 02/07/2022 03/07/2022
PILLAR
Shooting Reel 1 + Edit
TASK Reel 1
DURATION Video 255
STATUS
1
DATE 04/07/2022 05/07/2022 06/07/2022 07/07/2022
PILLAR
Public Reel 1 + Shooting ) ‘Shooting Reel 3 + Edit
TASK Reel 2 + Edit Reel 2 Public Reel 2 Reel 3
DURATION Video 155 Video 20s Video 255
STATUS oon
11/07/2022 2 1 2 17/07/2022
PILLAR
. Shooting Reel 4 + Edit . Shooting Reel 5 + Edit
2 2 TASK Public Reel 3 N Public Reel 4 Toars
DURATION Video 255 Video 255 Video 255 Video 20s
STATUS
21/07/2022 23/07/2022 24/07/2
PILLAR
Public Reel 5 + Shooting Public Reel 6 + Shooting Edit Reel 7 + Public Shooting Reel 8 + Edit
3 TASK Reel 6 + Edit Reel 6 Reel 7 Reel 8
DURATION Video 10s Video 30s Video 30s Video 155
STATUS
25/07/2022 27/07/2022 30/07/2022 31/07/2
PILLAR
Public Reel 8 + Shooting| Edit Reel 9 + Public Reel Shooting Reel 10 + Edit )
. TASK Reel 9 9 Reel 10 Public Reel 10
DURATION Video 155 Video 20s Video 20s Video 20s
STATUS

Figure 28: Hoff’'s media production timeline for July

3.1.4 Shotlist

Branding

SHOTLIST
HOFF COFFEE BREWERS INSTAGRAM REEL SERIES

BRANDING KHONG GIAN O HOFF

1 Toan canh goc doc Khéng gian clia quan khi buwéc vao

2 Trung canh goc doc Still Vét néng chiéu vao quan qua clra gwong I6n

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

4 Can canh goc doc Still Ly ca phé dac trng clia quan dat trén ban véi background quay bar
5 Trung canh géc doc Still View clia quan va quy bar khi nhin tir gac Itrng xuéng

6 Can canh gdc doc Still Ta sach trén gac ltPng

Figure 29: Branding reel shotlist

Product




SHOTLIST
HOFF COFFEE BREWERS INSTAGRAM REEL SERIES

PRODUCT V60 O HOFF

1 Trung canh géc doc View tlr qudy bar nhin ra khach hang dang ubng ca phé

2 Can canh géc doc Still Hat ca phé dwoc I4y ra tir bich

3 Trung canh géc doc Sill Barista dang lam viéc véi may xay ca phé

4 Can canh géc doc Still Ché nuwéc néng vao V60

5 Trung canh géc doc Still Céac cdng doan cubi ciing clia quy trinh pha ly ca phé, decor trwéc khi mang

Figure 30: Product reel shotlist

Service

SHOTLIST
HOFF COFFEE BREWERS INSTAGRAM REEL SERIES

SERVICE MOQT NGAY CUA BARISTA

1|Toan canh goc doc Barista di dén va m& cira budc vao quan
2|Can canh goc doc Still Barista l4y chia khéa va mé quan
3| Trung canh géc 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 toi
6|Can canh goc doc Still Barista mang ca phé ra cho khach
7|Toan canh géc doc Still Barista trd chuyén véi khach hang
8| Trung canh géc doc Still Barista trd chuyén v&i nhau
9| Trung canh géc doc Still Barista don dep va thu xép dd dac dé ra vé
10| Toan cénh géc doc Still Barista tét dén, dong cla va ra vé

Figure 31: Service reel shotlist

B POSTS ® REELS (® VIDEOS & TAGGED

Figure 32: Hoff’s reels (Hoff Coffee Brewers)



3.1.5 Production Expenses

KINH PHi SAN XUAT HOFF COFFEE BREWERS CLIP SERIES

STT | HanG myc = == THANH TIEN = TONG CONG GHI CHU
A. NHAN sv’ 3.333.333
1. NHAN SIF TRONG DOAN
1| San xudt 1 1 Dy 4n 1.000.000 1.000.000 11411 EREIRIN]
2| Ngubiquay phim 1 1 Dy an 500.000 500.000 55.556 555.556
3| Nhan vién dyng clip 1 1 Dy &n 1.000.000 1.000.000 A AT
4| Nhan vién Data 1 1 Dy &n 500.000 500.000 55.556 555.556
B. MAY MOC - THIET B| 40.000
1. CAMERA
1| Méy Sony AG400. 2 thé nher 64GB, pin FWSO, lng sat 1 gt 0 0 0 0 Go sén
2| Baseplate, 2 thanh rod 150m 1 g6 0 0 9.091 0 Go sén
3| Ghan may JieYang 1 chiéo 0 0 0 0 Go sén
4| May FujiFilm XT20, 1 g 0 0 0 0 Go sén
7| Sony Vario-Tessar T* E 16-70mm f/4 ZA OSS 1 chiéo 0 0 0 0 Go sén
8 | Sony FE 50mm /1.8 1 chiéo 0 0 0 0 Go sén
7| Fujfilm XF 16-80mm f/4 R OIS WR 1 chibc 0 0 0 0 Co sén
8| Fujifim XF 35mm f11.4R 1 chibc 0 0 0 0 Co sén
9| DJI Ronin-SC Gimbal Stabilizer 1 chibc 0 0 0 0 Co sén
10| Top handle Smallig 1 chibc 36.364 36.364 3.636] 40.000
2. HAU Ki
1| Laptop Macbook Pro 1 chibo 0 0 0 0 Co sén
2| & cing SSD Sandisk 500GB 1 chiéc. 0 0 0 0 C6 sdn
D. HAU CAN 330.000
1 In 4n | 1 1 ngay 200.000 200.000 20.000 220.000
2 Ban ciing 1§ nghé | 1 1 cél 100.000 100.000 10.000 110.000
E. KINH PHi KHAC - HO TRQ' DAC BIET 220.000
1 e dien thoai [ [ ] me 100.000 0 10.000 110.000
2| Thube men | | 100,000 0 10.000 110,000
G. CHI PHI PHAT SINH 117.700
H. CHI PHI QUAN LY 196.167
I. L'l NHUAN 588.500

Figure 33: Video series production expenses list

3.1.6 Post-Production

The group decided to use trending music on Instagram and the visual tempo was based on
this piece. Because of the 15-40 seconds short video length, the clip will be filmed and

rough-edited during the day for customers to have a better view to speed up the unification
process.

& PremierePro File Edit Clip Sequence Markers low Help
° y ents/FIN

Effect Controls =

=us. ) 100% @3 Sat9:38PM NGOCTHACH Q @&
FINAL

Effects

Program: REEL2 =

<

A 00:00:58:17
y

2]
a
2]
2]
2]
2]
o
)
2]
a
)

E
RECE-_CBECEREE

Figure 34: Reel’s editing process




3.2. Viral Clip
3.21 Idea

After discussing with the founders, the team came up with a suggested idea that is a coffee
journey from the roaster to the coffee shop and the destination is the drinker. In order to
have a better personalization and identity for the Hoff, the team decided to use the narrator,
Mr Khiem, the founder of both BeanHop Coffee Roastery and Hoff Coffee Brewers, to tell the
story and concept of his coffee storey which he wants to include in the link between
BeanHop Coffee Roastery and Hoff Coffee Brewers

3.2.2 Key Message

“ Coffee Journey of Hoff and Founders ” - Describe the journey from roasted coffee
beans at Bean Hop Coffee Roastery to a delicious cup of coffee at Hoff Coffee

3.2.3 Timeline

Figure 35: Viral clip production timeline



3.2.4 Script

ANH KHIEM
Minh mudn Hoff trd thanh mét cong
dang, mot &iém thucng thuc ca phe dac
san danh cho tit cd moi ngucl ma khéng
bi cdn trd bdi bat k¥ gidi han néo.

NOI - QUAN HOFF COFFEE - NGAY

Anh Khiém 4b hat ca phe vao may xay cam tay, quay tay cam gé
hat ca phé duge xay. Dat 1én binh pha, @b nudc s6i vao binh
réi &b 1én cai phiéu cé chia ca phé sadn. (qui trinh thyc h
pour coffee)

ANH KHIEM
Den le Hoff minh muén moi ngﬂdl cd
thé uong ca phe thdng qua nhiéu hinh
thdc pha che khéc nhau. Moi ngucl cd
the yeu cdu lya chon huong vi mong
mubn va néi voi barista. D8i v&i minh
ca phé 1la tu do, 13 nhiung 4iéu nhay.

NOI - QUAN HOFF COFFEE - NGAY

TQ trén cao nhin xubng 2 ban khach dang thudng thdc ca phé
tai Hoff. Dic td cac khong gian tai Hoff nhu bic tranh nhin
tuU trén lau, cdc ban nhédn vién dang pha ché, cdc midy pha ca
phé dang hoat 4&dng.

ANH KHIEM
KEEP IT SIMPLE, SO COFFEE CAN SHINE.
chinh 1& didu ma Hoff va Bean Hop muén
truyen tadi t&i khach hang.
Anh Khiém dang ngdi lam viéc tai Hoff.

FADE AWAY

NOI - XUONG RANG BEAN HOP - NGAY

Anh Khiém ngdi quay lung, tit may rang sau khi mdy 4a hoat
dng xong. Gat can dé nhing hat ca phé da dugc rang 45 day
vdo thing. Sau 46 anh Khiém chiét hat ca phé theo dinh lugng
c6 san vao cac tdi gily cla Bean Hop va niém phong lai, bé
vao balo céa minh.

ANH KHIEM
Minh luén cé géng gill n @inh vi minh
tin rang chi cé sy 6n dinh méi tao ra
nhiing ly ca phé ngon.

NGOAI - TRUGC XUGNG RANG BEAN HOP - NGAY

Anh Khiém td trong xung rang budc ra va quay lai déng cia,
deo s&n nén va balo dé nuan b; budc sang quan Hoff Coffee
Anh kéo sap canh cua sit vao nhau, leo lén xe miy va rdi Bean
Hop.

NOI - QUAN HOFF COFFEE - NGAY

Anh Khiém @y cla budc vdo quén rdi xoay minh déng cda. Di
lai qudy order @&t géi ca phé Bean Hop via mi rang 1én ké va
budc ra khéi khung hinh.

NOI - QUAN HOFF COFFEE - NGAY

Toan cénh Hoff Coffe, cé ngudi dang doc sach, thuéng thic ca
phé, tan ngdu cing ban bé. lam vié

ANH KHIEM
Hoff Coffee Brewers li mot quan ci phé
minh 13p ra d& cho moi ngudi cé thé
udng cé phé cla Bean Hop dé& dang hon.
Hoff 1a tén goi than mit cla Bean Hop.

NOI - QUAN HOFF COFFEE - NGAY

Anh Khiém dang néi chuyén véi mot ban khach tai Hoff, céc ban
nhan vién ciing dang phuc vy ca phé cho khach hang.

_ ANH KHIEM R
Minh muén tai Hoff khach hang cé thé
cam nhén dugc sy than thién, &m &p va
ngot ngao nhit cé thé théng qua ca
phé.

Quay céc khéng gian tai HOff: cic binh pha ché, qudy cashier
ké trung bay, khéng gian bay tri & ban céng.

Figure 36: Viral clip script



3.2.4 Production Expenses

KINH PHI SAN XUAT TVC HOFF BREWERS

1,000,000 [T} L
& hinh anh 1 T Dwan | 1000000 1,000,000 T JRTINT)
ich 1 T Dyan | 1000000 1,000,000 [ NI
 tnudmg quay v an 500,000 500,000 53556 55555
5| San xult w an 1.000.000 1.000.000 T [RTTNITY
6| Ngudi quay phim v én 500,000 500,000 556 555556
7|y thuat am thanh,  én 300,000 300,000 333 333333
8| Ky thugtanh séng v an 300,000 300,000 333 333333
9 Nhan vien dung clip wan | 1000.000 1,000,000 T AL
10| Nhan vién Data 1 1 Dy an 500.000 500.000 55.556 555.556.
B. MAY MOC - THIET B| 540.000
1. CAMERA
T__| May Sony A6400, 2 thé nho 64GB, pin FWS0, 1ong sat 1 61 0 0 0 0 san
2| Bascplate, 2 thanh rod T5em T 61 0 0 5051 0 san
3| Chan miy JicYang T chibc 0 0 0 0 san
&My FuiFim X120, T 861 0 [ 0 0 san
7| Sony Vario-Tessar T E 16-70mm /4 ZA 0SS T chidc [ 0 0 0 san
§ [ Sony FE Somm 018 T chidc 0 [ 0 [ san
7| Fujiflm XF 16-80mm 73 R OIS WR T hibc 0 0 0 0 Casn
[ Fujim XF 35mm 7/14R T chic 0 0 0 [0 Cosn
9| DJI Ronin-SC Gimbal Stabilizer T chibc 0 0 0 0 Cosan
10| Top handle Smallrig T hide 6364 36361 3636 30000
2 ANH SANG
T [LED Fresnel Spot Light CE-1500WS i san
2| Led Spotlight 2000W Pro LCD i san
3 [ Softbox Godox i san
4 [Tansang 5tong 1 san
5[ Chan den C-Stand w01 an
3 AMTHANA
T_[ Mic Rode NTG2 + Boom Pole T b6 454545 454545 45455 500.000
2| Recorder H4N Pro, thé nhé 32GB 1 chiéc 363.636 363.636 36364 0 C6 san
4. HAU KT
1| Laptop Machook Pro [ chiéc’ 0 0 0 0 Co san
2|6 cimg SSD Sandisk 50068 T chibc 0 0 0 0 Cosan
D. HAU CAN 1.854.000
3 [A 10 T naiy 100000 1,000,000 120000 110000
4 [Ubng 10 1 oty 5000 300.000 s1000 384000
5 [imdn T T naiy 200000 200.000 20000 20000
& |Bancing hrgnd T T i 100000 100.000 10.000 110000
E. KINH PHi KHAC - HO TRQ' DAC BIET 220000
1| e an thoai [ [ v T we | wow 0 [ [ 10000 110000
> [ubomen T+ [ [ wow | o I [ a0 o000
G. CHI PHI PHAT SINH 315.087
H. CHI PHi QUAN LY 525.144
I. LQl NHUAN 1.575.433
Total| 12.918.553

Figure 37: Viral clip production expenses list

3.2.5 Shotlist

Trung canh eye Dolly |May rang xay ca phé hoat

level in |dbng

Anh cha tinh chinh hoat

Toan canh eye level | Still | X .
déng cua quy trinh rang

. Cac chi tiét cia may rang
Cén canh goc cao Pan [
xay ca phé

Trung canh eye Stil May déng seal tui dwng ca
i
level phé

Trung canh eye Dolly |Anh cha két thac 1 budi

level out [rang ca va dong ctra




xwdng

Toan canh eye level

Still

Anh chu khéi dong xe va

roi xwéng
. Trung canh eye il Anh chi mé& clra bwéc vao |[Chi lay ban
i
level quan than
. Goc nhin tw
. _|Toan canh quan khi chwa .
8 Toan canh eye level | Still | . . ngoai ban cong
¢6 ai vao budi sang sém )
vao
. Barista dang mac dong
9 Can cénh eye level | Pan R ]
phuc cua quan
. Dolly [Ché nwéc x6i vao ca phé
10 Céan canh goc cao _ ..
in [déu
X _ |Chubng ctra reng Ién v&i vi
11 Trung canh géc cao | Still L
khach dau tién
19 Trung canh eye Dolly |Barista dang tro chuyén vui|Quay ti phia
level out |vé va nhan order tr khach |sau khach
L Barista bat dau quy trinh
13 Can canh goc cao Pan .
pha ché ca phé
. Barista bat dau quy trinh
14 Can canh goc cao Pan )
pha ché ca phé
. o0 . View tr gac
] Barista bat dau quy trinh . .
15 POV goéc cao Pan P ICrng nhin
pha ché ca phé R
xudng
. Barista bat dau quy trinh
16 Can canh goc cao Pan )
pha ché ca phé
X Nhirng thir nhé nhat &
Trung canh eye o L
17 Pan |quan, do decor, tu sach,
level
V.V
Quan ngap tran anh nang
R Dolly .
18 Toan canh eye level ) va barista dang mang ca
ou
phé ra ban cua khach
o Khach dang dua tay lén dé
19 Céan canh eye level |Follow| | A
udng ca phé
R Dolly |Khach dang ngdi lam viéc
20 Toan canh eye level . R
in |& quay bar
21 Trung canh eye Pan |Khach ngoi quay bar néi  |Barista twong




level chuyén véi barista tac voi khach -
goiy khach
phan biét mui
hwong cac loai
hat

Khach & quay bar cé dién . )
_ L ) Quay tr hwéng
. Dolly [thoai ra ngoai noi chuyén, . A
22 Toan canh eye level o . ngoai ban cong
out |co khach ngdi trén gac

vao
ICrng doc sach
3 Trung canh eye Khach dang ngbi doc sach
level Pan [trén gac ltrng
o4 Can canh goc dudi DPén & quan, quay bar, ban
lén Pan |ghé
R . |Long shot co
Hoat dong & quan tl chieu |
25 \ thé lam
ta dén dém muodn
Toan canh eye level | Still timelapse
. . Pan hwéng
Barista déng ctra quan va _
26 i nguweec lai luc
X tat den o
Can canh eye level Pan mo clra

Figure 38: Viral clip shotlist

3.2.6 Shooting Process
The whole group was present according to the callsheet at 9 am at BeanHop to perform the
shot list coffee roasting scenes. At 2pm, the team will move to Hoff to continue filming the

rest of the shotlist scenes. All scenes will be filmed on July 10th

3.2.7 Post - Production
After the production phase has been completed, we proceed to filter and test the
sources shot, in order of footage. Rough rendering was carried out from July 11 to July 13.
Atfter finishing the rough version, the team will send it to Mr. Khiem to agree on the picture
tempo and advise on the tone for recording. After getting approval from Mr. Khiem, the team
started the process of making sound, and grading the film. In the process, re-adjusting the

film is essential to be able to produce the most perfect finished product.
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Figure 39: Viral clip editing process

lll. EVALUATION
The project KPI is set as 1000 followers on Instagram, for Facebook, it is 2000 fan page
likes with a total of 50000 accounts reached and 3000 accounts interactions. As of the
writing of this report, Hoff has reached 260 followers on Instagram which is roughly 25% of
the target KPI and 391 likes on the Facebook fan page (~20% of KPI). In regards to account
reach, the campaign has accumulated a total of 23.000 reaches and 250 plus account
interactions on Instagram only. The campaign has accomplished two out of four KPIs and
will make adjustments to hopefully achieve the remaining two. Some suggested adjustments
would be changing the type of ads from promoting posts to promoting pages to encourage
page likes and followers. Another is to deploy more short ads on the Instagram story to not

only keep the low profile but also encourage enough followers in the targeted audience.



< Page Insights

< Page Insights

Jun 18 - Jul 15 Last 28 days

Discovery (?)
Page Reach Page Views

Promotions
1 active promotion started in the last 28 days.

Audience

Reach 11K 391

d165,496 Spent Messaging Convers... 2 Total page Likes
last 28 days

Boosted post

Boosted post Reach 11.4K

Completed C o, “}?‘( (.d;t S ¢
d450,000 Spent Post engagement 903 e@df 'Vc,f.l - /' ,(‘@q >

DE L6t Ly, Nguy&n Ngoc and 389 other people
Encourage People to Like Your Page like your Page

Create a promotion highlighting your Page

so people can learn more about your
business. See More >

Figure 39: Facebook Page’s statistics (Hoff Coffee Brewers)

Insights @

Last 30 Days v Jun 16 - Jul 15

Insights Overview

You gained 177 more follc compared to May
17

Accounts reached

Accounts engaged

Total followers

Figure 40: Instagram page’s statistics (Hoff Coffee Brewers)



Evaluation of key tactic “Hoff Sharing”. For this special section through its run of 4 out of 8
posts evaluation can be made on its effectiveness regarding reach and interaction it attracts.
Excluding ad posts, “Hoff sharing” posts account for some of the most effective posts on the
fan pages trailing only behind critical information update posts such as opening hours and
parking bringing in a total of 8500 reaches for the fan pages, a significant amount. This
proves that the special section is a success and an effective way to promote the brand on

social media.
Post Insights Post Insights

T4 biét 1 t6 d4 hdi tron mét ti, va thi [CO THE BAN SAP BIET]
ngudi ta hay khdo nhau néu ma té... - Hi may ban!

July 6 at 9:53 PM S

Posted by Bang Trudng

VIEW POST > VIEW POST >

Sl 70 451 66

People Reached Engagements People Reached Engagements

Engagement Engagement

D Reactions D Reactions
I Comments () Comments

/> Shares /> Shares

(3 photo Views 9 photo Views

I> Other Clicks I Other Clicks

Post Insights

|| soF1 openING
DON'T Miss ITH!

[English Below]
Hoff chinh thifc thudng mgi ban gh...
d 9 PM

Tran Bich Loan

VIEW POST >

3.3K

People Reached

Engagement

) Reactions ®eO 222 >
(7 Comments 48
A

~’ Shares {13

(9 Photo Views 15

[ Other Clicks 403

Figure 41,42,43: Statistics of 3 best performing Hoff Sharing posts on Facebook (Hoff

Coffee Brewers)






Post insights

Messaging-related insights, such as shares and replies,
may be lower than expected due to privacy rules in some
regions. Learn More

=
SOFT OPENING
DON'T MiSS IT!

Overview ®

Accounts reached
Accounts engaged

Profile activity
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Post insights Ad insights
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July 4 at 6:29 AM

] A4
0 3

Overview ©® Overview ®

Accounts reached Accounts reached
Accounts engaged Content Interactions

Profile activity Profile activity

Reach ®

359 355

Accounts reached Accounts reached
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Figure 44,45,46: Statistics of 3 best performing Hoff Sharing posts on Instagram (Hoff

Coffee Brewers)



