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Coffee is one of the hottest industries in the Viethamese
market today, with a series of brands being born every
day. Followed by the appearance of many large and
small coffee shop chains at home and abroad, and fierce
competition in all provinces and cities.

Moda's brand awareness is not high, most of them are
regular customers or approached through traditional
channels.

This time, we want to help Moda take advantage of social
media channels, as well as combine with traditional

channels to increase brand awareness.
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Kotler and Keller (2016) define brand awareness as the

consumer's ability to recognize or recall the brand in

181

sufficient detail to make a purchase. Brand awareness is

related to the strength of the brand node or trace in
memory, which we can measure as the consumer's ability

to identify the brand under different conditions.
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Social Media

According to Investopedia, the term social media refers to a computer-based
technology that facilitates the sharing of ideas, thoughts, and information through
virtual networks and communities. Social media is internet-based and gives users
quick electronic communication of content, such as personal information, documents,
videos, and photos.

Social media can help businesses engage with their customers and find out what

people are saying about that business. They can also use social media for advertising,
promotional giveaways, and mobile applications.

Impact of Social Media on Business

Attract customers, get customer feedback and build customer loyalty.

« Increase market reach, including international markets.

« Due to market research and reduce marketing costs.

lon and Impact of

+ Increase revenue by building customer networks and advertising

* Develop brand.

« Exchange ideas to improve the way people do business.

181

« Recruit skilled staff, for example through job networking sites like LinkedIn.

 Increase traffic to our website and improve its search engine ranking.

-« Keep an eye on our competitors.
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According to Euromonitor's research in 2020, the value of Vietnham's Page 9
coffee and tea markets is about 1 billion USD, but there are no
businesses that have won an overwhelming market share. Adding all
the popular names like Starbucks, Highlands Coffee, The Coffee
House, Phuc Long and Trung Nguyen... is less than 20% of the market
share. According to the Vietham Coffee Association, the per capita
coffee consumption in our country is only one third of the world's
average consumption, this big difference plus the coffee drinking
culture of the Vietnamese people, is a great attraction for both

domestic and foreign businesses.
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The market for specialty coffee and tea shops in Vietham
(Euromonitor)

> 1 Billion Dollars / Year

5 biggest
coffee chains
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Business
Overview

Moda was established in 2015 with the first store at 263/90 To Ky
Street, Trung My Tay Ward, District 12

The name Moda is a combination of two sacred words Mom and
Dad, with the wish that when customers come to Moda they can feel
comfortable and warm like at home. And this is also the top mission
of Moda House Coffee. Moda always wants to bring customers the

most comfort possible, Moda's employees are always carefully

trained to serve customers in the best way.

Moda's customers are mainly students and office workers who need
a comfortable space to study, work or meet friends and relatives.

Page 11
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Strengths Weaknesses Opportunities Threats

Staff Location Potential F&B Market Competitor
Promotion Media Channel Social Media Customer Psychology
Service Culture Parking Area Potential Customer

Drink and Food

SWOT ANALYSIS
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Strengths

- Staff: Moda House Coffee’s employees have their own uniforms to help
customers easily identify when they need help from the staff. Besides, they are
also thoroughly trained to make customers feel most comfortable.

Promotion: Moda House Coffee is one of the few coffee shops that has a
membership card program to accumulate points for customers, through which
customers will receive discounts based on the number of points they currently

have.

- Service culture (USP of Moda) : Moda House Coffee has always brought the

most comfortable feeling to customers since coming to Moda House Coffee.
With the criterion that “the customer is god”, Moda House Coffee's staff and
management always support their customers wholeheartedly. Staff are always
present on 2 floors of the shop to support customers. Besides, the staff is always
there to observe and refill filtered water every time guests drink it all up. This is
one of the points that creates sympathy with Moda House Coffee's customers.

- Drinks and foods: Moda House Coffee has special drinks that only they have
such as Moda coffee, Moda tea, "M" milk tea, "D" milk. Besides that, Moda House
Coffee also has cakes and foods like Tiramisu, sunflower seeds, scrub fried rice,...
So when coming to Moda House Coffee, customers can both enjoy food, drink,
and have delicious meals with Moda House Coffee's dishes such as bread, and

cup noodles.

Page 13

Weaknesses

+

Social Media

Currently, Moda House Coffee has not really invested in the
media, the content on Moda House Coffee's official fan page
has not been linked and unified. The frequency of posting is
often unstable, and there is no definite direction in terms of

social media.

Location

Moda House Coffee is located on a one-way street, so it is a bit
inconvenient for customers. Besides that, Moda House Coffee is
also located at the bottom of the bridge and is hidden from

view, making it difficult for customers to find.

Parking area
The parking lot in Moda House Coffee is a bit small, the parking

lot is often full
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Opportunities

+

Covid-19

The COVID-19 pandemic has passed, people have been
adapting and living with the "new normal’, people tend to go to
cafes to meet and interact with relatives and friends after a
long time without seeing each other. This is a good opportunity
for Moda to get closer to the target customers that Moda House

Coffee is targeting.

Potential F&B market
The coffee business market in Vietham in general and Ho Chi

Minh City, in particular, is increasingly exciting.

Social Media
If Moda House Coffee invests more in the medigq, it will definitely

reach and attract more target customers.
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Threats

=5 Customer’s psychology
One of Moda House Coffee's target customers is Gen Z. This is
an active generation, passionate about discovering and finding
new things, so they often don't just go to a coffee shop for a
long time.

= Competitor

According to the Vietnam Food Culture Association (VCCA),
there are more than 22,000 cafes across the country. Every

yedr, more than 2,000 cafes are opened.
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Competitors

Criteria Redi Coffee Thirc Coffee Moda Coffee
Facebook followers & like 5.300 49.370 29.617
Facebook frequency post Everyday 2 post per week 4 post per week

Content of each post

Showcase menu, showcase spatial

area, funny meme, promotion,

Showcase menu, showcase
spatial area, promotion.

Showcase menu, showcase
spatial area, promotion, event.

quotes...
Time on F&B market 3 year since 2019 10 year since 2012 7 year since 2017
Content and image quality Average to low quality High quality Average to low quality

Average interaction per post on
Facebook

10 - 15 per post

15 - 35 per post

10 - 20 per post

Public relation & brand
awareness

Unknown to most people

Highly well-known

Well-known for a certain
amount of people




Moda House Coffee’s Campaign

=
D
<
O
C
=
an

Brand culture

The staff of Moda’s is highly trained to become the one that not
only serves the best services but also brings a positive,
energetic vibe to the customers.

The staff are super friendly and always ask about customer
needs and treat them like how your mother treated you when
you were a kid. This kind of service can only be seen in Moda
and a similar example is Haidilao (A famous hot pot
restaurant). Is one of the unique cultures that make Moda

different from its competitors.
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The Moda House logo has been developed as a balanced
whole and is absolutely unchangeable in shape, configuration
or proportions. Consistent use of the brand symbol helps
maintain  brand integrity and ensures greater brand
recognition.

Moda's logo is simply designed with a circular icon, which
creates friendliness and closeness for users. The logo is
combination of the brand name, and the coffee tree symbol in
the middle.
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PELIVERY MENU FACEBOOX

v NTACT
l l Just Like Home ! ,

Website n Delivery Menu

Moda House Coffee's website is designed with the main

INSTAGRAM CO

© EEEmm Cit phé truén théing - Tewciticral offes Trd - Tou &
function: Show the delivery menu of the shop, as well as O,
U Facebook, Instagram and contact of the shop. ssnecen u
3 The Ul is designed to be simple, consistent with the orientation
and functions originally set out by the shop. —
< Weaknesses: Unfinished, mostly text, no images showing each el SRy
product. It is difficult for customers to understand what the uu
product will look like, and the website does not bring much il
U value to customers to visit again. ”»
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Facebook

Moda House Coffee's Facebook has nearly 30.000 likes and
30000 followers.
Design . : - : .
@ 29,617 people like this including 8 of your friends
Moda House Coffee's fanpage has a fairly simple design image, -~ s
| °e¢ anpage has o eeen e a2 RDHNS
without a specific template, without consistency, lack of G- .

@ 29,761 people follow this

investment and thoughtfulness in the design phase.

Content @ 4,388 people checked in here
In terms of content, the quality of the posts is inconsistent.
Some posts convey the main message, others don't contribute
too much to getting the message across or telling a complete
story to the audience. It is difficult for users to grasp the

information that Moda conveys
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Typography
Moda House Coffee's posts will be used 2 main Typefaces to

increase consistency and brand recognition

Headline  SVN Rollgates Luxury
Body Avertd

Color

Use a variety of colors, uniformly with drinks such as red, yellow,

orange to attract customers’ attention.

Visual style guideline

Modad's images are designed in a minimalist style, vibrant
colors, focusing on main subjects like drinks
Use subtle, effective background elements, highlighting the

main subject

MODA Enmm

Caphe trang
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Campaign Objectives

Key Objective Engagement

60% of existing customers are aware of Moda's changes on 5000 engagements on Facebook
social media platforms after the campaign 5000 engagements on Tiktok
Reach

50,000 reach on Tiktok
50,000 reach on Facebook
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Target Audience

Demographics Behaviors

Title: Students, office workers Have a habit of going to coffee & tea stores to hang out.
Age: 18-24. Spend a lot of time on social media platforms.

Gender: Male, female. The ones who want to keep up with modern trends.

Location: Ho Chi Minh city
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To better understand the customer and Modaq,
the team took a survey and conducted it for two
weeks from May 1to May 21, 2022. The survey wads
posted on Personal Facebook, and invited
friends and acquaintances to join

The survey results obtained 120 documents,
mainly from friends, family, customers and Moda

follower

Page 24

(14

2 responses

Summary Question

FORM KHAO SAT VE THOI QUEN DI UONG
CAFE

Xin chao moi nguoi !
Chung minh la nhém sinh vién nganh Truyén thong da phuong tién. Hién tai, ching minh dang o ky 9 va
trong qua trinh thuc hién nghién ciu cho do an sap tai

Ching minh c6 mét vai cau hoi nho dé phuc vu cho muc dich tham khao va danh gia cua do an. Rat
mong cac ban sé danh it phit ngan ngui dé gidp tui minh hoan thanh Form khao sat bén dudi nhé

\Xm chan thanh cam on sy quan tam va giup d& cua cac ban J
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Do tudi ctia ban Khi ban can tim cac quan cafe dé tu tap thi thudng ban sé tim kiém trén trang céng cu nao ?
142 responses 120 responses

@® Duoi 18 @ Google
® 18- 24 tudi @ Facebook
25 - 35 tubi Tiktok
@ trén 35 tudi @ Instagram

@ Google maps =))
@ Lud6t mxh thdy cai nao dep thi save vé

® Google map

Ban thuang st dung mang xa hoi nao Muc dich ctia ban khi dén quan cafe ?

142 responses 126 responses

Facebook Hoc tap, lam viéc 102 (81%)

Instagram 117 (82.4 Gap mat gia dinh, ban be 85 (67.5%)

Tiktok Hen ho 57 (45.2%)

Twitter Thw gian -88 (69.8%)

Zalo chay DLJ—1 (0.8%)

Chup hinh check in séng 4o dd,
view dep thi di cho biét

0 50 100 0 25 50 75 100 125

zalo. viber 1(0.8%)
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Diéu gi sé khién ban an tugng nhat véi mét quan cafe ? ID Copy N e ; . . e X , .
Dieu gi khien ban cam thay khong hai long khi dén mot quan cafe @ Copy
126 responses
126 responses
Chat lvong cia san pham 101.(80 2%,) e
Théi a6 phuc vu cta nhdn vién @ Kndng cb cho de xe
Khéng gian cia quan Count: 92 119 (94.4%) @ Thoi gian doi nudc uong lau
Chat luong nudc uong thap
Thai do phuc vu cliia nhan vién 92 (73% @ Thai 66 phuc vu cia nhén vién khong tot
) @ Nong, khéng dap (g duoc nhiét @
Mdrc gid cia cac san pham 85 (67.5% thoai mai
® Tatca
Nhiéu chuong trinh uvu da @ quén qua 6n hodc qué Gong
Thiét ké s3n pham vd nhu ly @ Kndng gian quén khdng réng radi
coc,
0 25 50 75 100 125
Diéu gi sé khién ban cam thay an tugng khi thay quang cao vé quan cafe trén cac IL) copy Ban cam thay thich kiéu khuyén mai nao nhat? 10 copy
phuaong tién truyén thong 124 responses

124 responses

@ Gidm gid tryc tiép
@ T4 chirc minigame
Rut tham tring thudng
@ Tri an nhirng khach hang lau nam
@ Khuyén mai vao cac dip l€, tét
@® mua 2 tang 1 hoac tang topping

@ Hinh anh thirc uong bat mat

@ Khong gian quan cb nhidu gbc sdng 3o
Menu nuéc da dang

@ Co nhiéu cac churong trinh giam gla

@ Khong gian rong rai, co 6 cam dién

@ Duoc nhan xét tr cac khach hang tru

@ Khong gian va chat luong do uong va

@ Khong gian phu hop

1122V
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Media Plan

Our media plan is based on the surveys that we
conduct that have the result of over 142 people.
Based on the number of answers, we choose the
most suitable channel and content to plan our
campaign and hope to satisfy our target audience.

We chose 2 media platforms Facebook and Tiktok to
run this campaign. Both platforms will be used to get
to Moda’s consumers, specifically Tiktok will focus on
audiences from 12 to 24 years old, and Facebook will
still remain at the center platform to grow and get

customer attention.

Page 27

Primary Secondary
Channel Channel
Facebook: Total 20 posts Tiktok: Total 20 videos on
on Fanpage Moda House Tiktok Moda House Coffee

Coffee in 6 weeks. in 6 weeks.



Channel Analysis

Facebook

Our media plan is based on the surveys that we
conduct that have the result of over 142 people.
Based on the number of answers, we choose the
most suitable channel and content to plan our
campaign and hope to satisfy our target audience.

We chose 2 media platforms Facebook and Tiktok to
run this campaign. Both platforms will be used to get
to Moda’s consumers, specifically Tiktok will focus on
audiences from 12 to 24 years old, and Facebook will
still remain at the center platform to grow and get

customer attention.

Tiktok

Since TikTok’s popularity is increasing each passing
day, more and more brands consider this app an
essential tool for marketing and advertising.

We have research that Tik Tok videos tend to reach
more people than Facebook posts.

TikTok for Moda'’s is an incredible all-in-one platform
for us. We can get everything we need to launch an
impactful communication campaign.

Influencers aren’t the only ones who can drive trends.
Anyone and everyone including us and Moda’s can
participate in trends and have the opportunity to
have our video go viral on the FYP!

Page 28
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We are planning to utilize Facebook as a main social media platform because our
target audiences are leaning on that platform more than any other. Tiktok as our
sub-channels in our communication campaign. We plan to post an average of 3
posts per week on Facebook, the content of the posts varied between product
launches, showcase the spatial nature of Moda, special promotions, and some
featured stories of the week. The quality of the video and images of each post will also
be highly invested, the article will be more refined and be more attached to the

customer.
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Campaign Risk

Budget

Our budget for running campaigns depends on Moda's
and as the request of Moda’s we have to keep it as low as
possible so it's become a huge challenge for us. There are
some item categories we need in the campaign that we
have to ensure by ourselves. Nonetheless, we set the
budget as tight as possible so Moda’s doesnt have to

worry about the cost of this campaign.

Campaighn role

We are currently working under the desire of Moda House Coffee.
All of the campaign actions must go through the acceptance of
Moda and the cooperate have every right to cancel our

campaign at any time if we don't meet the main requirements.

Covid-19
At this moment, we are still currently accepted to live along with
the virus but we can’t be that sure for the future. According to the

newspaper, Vietnam still suffers from Covid-19 recently.
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Phase

Time

Objective

Research

04/04/2022

08/05/2022

Communication campaign

Ideas

Media strategy

Define the problem

Specify requirement

Media production

ldea

Define the problem

Product

Development Stage

09/05/2022

04/06/2022

Communication campaign

Overall timeline, planning

Define Ideas

Identity, art direction, and

frame design

Social Content post

Design and Editing

Customer

|dentify the range

Contact Information

Demographic and

Ethnographic research

Surveys

Media production

Development and

Pre-Production

Ideas, cost

Overall timeline, planning

Identity, art direction, and

frame design




Moda House Coffee’s Campaign Page 32

Communication .
. Execution
campaign
04/06/2022
Production 3 Shooting
10/07/2022 Media production
C Draft
U) Self-evaluate and receive feedback from the
® m— q) 09/07/2022 client.
Post - ) Communication
O Production campaign
29/07/2022 Analyze survey
Q .=
|
q) 30/07/2022 Measure the statistics and results that the campaign brings.
Completion - Learn from the results and implement those
U E 12/08/2022 experiences in future campaigns.
O O I
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ESTIMATED COSTS
CATEGORIES QUANTITY UNIT UNIT PRICE TOTAL PRICE NOTE
MANAGE AND DEVELOP NEW MEDIA CHANNEL
ldea
Build contents
Plan timeline
Make short videos
TikTok Data analyze 1 oack/month 2,000,000 2,000,000
Tracking process and making
adjustment
Equipment & Props
Running Ads
m Actor
PRODUCTION ACTIVITIES
. TVC 2 video 1,000,000 2,000,000 - roductionand Post-
production fee
O Facebook posts 20 post 50,000 1,000,000 Content
Run ads for posts, viral clip on . .
Facebook and Tiktok 1 pack/month 1,000,000 1,000,000 Calculated by click price
Plan timeline 1 pack/month 100,000 100,000
H Facebook
Equipment & Props 1 package 1,000,000 1,000,000 Camera, lights, tripod, mic
¢ mm— m Human Resources 4 people 100,000 400,000 Content, media
H Assess the KPIs and
O engagement of each post,
m Evaluation 1 pack/month 200,000 200,000 and modify the wording to
increase reach and
I I I ‘ ’ engagement.
OTHER FEES
V.A.T Tax 10% 770,000
Estimated total cost 8,470,000 Estimated costs are subject
to change
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Identify the crisis

Delay in handing over work
Group members’ health is not guaranteed

Personnel problem.

Solution

Adjusted the posting timeline to match the current
situation.
Try to stay healthy

Reach out to others to assist us in making Tiktok videos.

ISIS

Consequences evaluation

We decided not to develop the Instagram channel.
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Facebook
Duration: 16/06 - 25/07

| Media Timeline For Moda House Coffee
Duration 16/06/2022 - 25/07/2022
Channel
No. Time Type Content
1 UEHO Poster Gidi thiéu cafe trirng
16/06/2022 -
11:00 . ..
2 18/06/2022 Poster Combo mén mai
13:00 N , . .
> q) 3 20/06/2022 Image Combo yéu thich cua khach hang
14:00 A gn:
S s 4 21/06/2022 Poster B doi best seller
O 5 1eA00 Images Van héa phuc vu cua Moda
C 23/06/2022 J PIYE VA
21:00 : A Ay e U
E O 6 26/06/2022 Short video Gidi thiéu kénh tiktok va cira hang @ Go Vap
7 UEHO Images Khoéng gian quan
® m— S 30/06/2022 J 991ang
S 20:00 X 4a
O 8 01/07/2022 Images Moda vé dém
D— 08:00 A A -y
9 02/07/2022 Images Gidi thiéu vé cac loai banh
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Facebook
Duration: 16/06 - 25/07

14:00
10 Poster Minigame doan tén mon maoi
05/07/2022
20:00 ; .
11 Poster Két qua minigame
06/07/2022
20:00 L , 2
12 Short video Gidi thiéu ctra hang & Quan 12
07/07/2022
08:00 e a1
13 10/07/2022 Poster Combo an sang tién loi
q) 20:00
> o R Poster Gioi thidéu 2 mon méi
— S 08:00 ,
15 Poster Remind chwong trinh khuyén mai
C 13/07/2022
16 14/07/2022 Image Hinh vé nhan vién Moda House Coffee dwoc vé bdi 1 khach hang
O 17 19/07/2022 Image Sw két ndi gitva Moda House Coffee va khach hang
© mmmmm ! 18 20/07/2022 iTVC Sw két noi
- 19 22/07/2022 Images Ubng gi dé cai thién tam trang
D_ < > 20 30/07/2022 iTVC Van hoéa phuc vu cia Moda House Coffee
21 12/08/2022 Video Cam nhan cua khach hang vé Moda House Coffee
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[ ]
Tiktok
Duration: 18/06 - 29/07
Duration 16/06/2022 - 25/07/2022
Channel Tiktok
No. Time Type Content
09:00 Trend X X
1 Nhay trend “Nguwoi yéu khéng da” maéi ndi & théi diém nay
18/06/2022 Choreography
13:00 Trend 5 X .
2 Nhay trend “FANTASY speed up” van dang noi & thoi diem nay
18/06/2022 Choreography
13:00 Trend . . .
3 Dién vién canh thwdng xuat hién cua may cap déi khi t¢i quan cafe
! 20/06/2022 Funny
14:00 Trend .
4 Tai hién lai hanh déng cua nhan vién Moda khi “Thwong dé” vira téi quan
I 21/06/2022 Moda
14:00 Trend . . X
5 Dién vién canh nhan vién Moda dang chuan bi nghi trwa thi doan khach vao
22/06/2022 Funny
21:00 Trend . . . . X
6 Dién vién canh nhan vién Moda ngoi chd lwong moi thang kiéu
23/06/2022 Funny
13:00 i 5 .
C 7 e sINE el ool LAIREE) ln(BURE Gii thidu Moda chi nhanh Nguy&n Oanh, Go VAp
26/06/2022 Coffee
13:00 : B .
O 8 e sINE el ool LAIREE) ln(BURE Gisi thiu Moda chi nhanh Nguy&n Oanh, Go Vép
01/07/2022 Coffee
! 22:00 Trend X
m 9 Nhay trend “Phonics song” dang thinh hanh & th&i diem nay
05/07/2022 Choreography
22:00 Trend X
10 Nhay trend “Money” dang thinh hanh & th&i diém nay
07/07/2022 Choreography
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Duration: 18/06 - 29/07
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[ )
Tiktok

13:00

11
12/07/2022
13:00

12
18/07/2022
13:00

13
19/07/2022
13:00

14
g 20/07/2022
- 13:00
U — 21/07/2022
m 13:00

16
C 25/07/2022
C C 17 26/07/2022
O O 18 27/07/2022
q> ! 19 28/07/2022
(D < > 20 29/07/2022

Trend

Trend
Funny

Trend
Funny

Trend

Trend
Funny

Trend
Funny

Trend

Choreography

Trend

Funny

Trend
Funny

Trend

Choreography

Lam theo trend “My Angel” dang thinh hanh & th&i diém nay

Dién vién canh nhan vién Moda ngbi chd lwong mbi thang

Dién vién canh nhan vién Moda thay mét anh khach hang dep trai vao quan

Lam theo trend “New thang” dang thinh hanh & th&i diém nay

Dién vién canh nhan vién Moda di hen hd gdp phai ngwdi khéng thich udng cafe

Dién vién canh nhan vién Moda téng két cudi ngay bi thiéu tién

Nhay trend “Feels dance” dang thinh hanh & thoi diém nay

Dién vién canh nhan vién Moda mét maéi van cb gang twoi cudi treéc mat
khach

Khach hang vao order mét déng thr (Trend “Breakfast”)

Nhay trend “Té thich cau” dang thinh hanh d& Moda cdm on nguoi theo doi
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Moodboard

Because Moda House Coffee aims to be a cafe that gives customers a warm intimate atmosphere in accordance with

the slogan. So the fact that we use warm colors with high contrast on the images creates a warm feeling for viewers.

ildea

Based on a survey of our team'’s customer files and approved by Moda House Coffee, our team came up with
an idea about being able to show Moda House Coffee's beautiful angles to viewers. Since most of Genz is aimed
at important coffee shops, the space of the shop must be suitable for studying, working and gathering.

With this idea concept, we aim to show people Moda House Coffee's space at different times when there are
customers in the shop - when there are no customers, in the morning - in the evening.

Along with the usual activities in Moda House Coffee such as Moda House Coffee’'s staff taking care of
customers from the moment they arrive to when customers order their drink at the counter, to preparing drinks
for guests and also taking care of the guests while they are having their time in Moda House Coffee.

We also want to share moments when customers are having a good time at Moda House Coffee as a token of

Moda House Coffee's gratitude to customers when they can comfortably stay here.

Key Message

“Just Like Home”
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;@M Moda House Coffee ““31 Moda House Coffee
20thang 7 - @ N 1thang 7 - @
Sé thé nao néu trong mot budi chiéu se lanh,

Da tung ¢0 nhing ngay nhu thé, Ban duoc thir gidn va therdng thikc mét tach ca phé Moda?

Moda d4 luén gan bé va tré thanh ngudi ban déng hanh cla ban trong
nhirng IUc vui, Itc budn, Itc mét méi cling nhw ap Iwc nhat.

Tréi hé d& dan nhwrdng chd cho cai lanh mua thu. Trong nhifng budi toi
nhuw vay, Moda vira khéo chinh 12 noi mang lai khdng gian @am cing dé ca
Nhuwng d6i khi cudc sdng voi va khién chung ta dan tré nén xa cach hon. nha ngdi 1am viéc hodc vui vé cing ban be, gidi t6a mét mdi sau mdt ngay
Nhrng cai hen thwa thét dan, nhirng 1an gap nhau cting khéng con tron dai nang sudt.... Xem them

ven nhu truréce.... Xem thém

—

\/ Thu huat thém lwet thich, binh luan va Iwot chia se

Khi ban quang céo bai viét nay, nhidu ngurdi sé& nhin thay hon. v/ Thu hat thém lwot thich, binh luan va lwot chia sé
Khi ban quang cao bai viét nay, nhiéu nguéi s€ nhin thay hon.

G e G
S i 2 cao bai vi 3 : Ang cdo bai vié
Nguoi tiep can Lwot trong tac — Ngudi tiep can Lwot trong tac i
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o SOOI R E ’ ““.§. Moda House Coffee

\ ' 30thang6- @ \ 37 -23thang 6 - @

D4 bao I4u rdi ban mdi lai c6 dip nghi ngoi sau nhifng ngay ban rén vi Nhi*ng budi sang ghé tham ctra hang Moda, ban s& bt gap hinh anh cac
deadline? ban nhan vién lGc nao cling tan tuy che & va @én chao khach hang rat niém
Moda House hi¥a hen sé& luén 1a ngdi nha mang khéng gian yén tinh giap né. Moda luén luén mong muén khach hang cé mét trdi nghiém tot nhat khi
cac ban thu gidn. Khdng chi co khéng gian thoang déng va nhifng anh dén den quan.

vang mang lai cdm giac am ap, Moda con c6 nhi¥ng ban nhan vién &n can Mura c6 thé lanh, ndng c6 thé to

va timan & Chi c6 Moda Ia luén cham lo méi khi khach dén.

Dén Moda, cac tinh yéu sé dwoc quay vé nha véi mét tinh than that thodi H&y cho Moda biét nhifng trai nghiém dang nhé cta ban khi dén véi ching
mai. Ban mudn c6 mét ngdi nha thir hai @& minh dwoc yéu thuong chir? minh nhé! Y kién clia ban sé& giip Moda hoan thién hon méi ngay d6 @...
Dén Moda ngay thoi naol &3 &3 & ... Xem thém Xem thém

+/ Thu hat thém lwot thich, binh luan va lwot chia sé +/ Thu hat thém lwot thich, binh luan va lwot chia sé
Khi ban quang cdo bai viét nay, nhiéu nguoi sé& nhin théy hon. Khi ban quang cao bai viét nay, nhiéu nguoi s€ nhin thay hon.

1.700 199 z ik 2.341 444
Ngui tiép can Luot trong tac i b Ngui tiép can Luot trong tac s
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Moodboard

The concept uses light tones and a smooth background to highlight the drink. In order to stimulate the viewer's vision
more, we also increased the color of the drink to make it more attractive. We also incorporate illustrations such as

fruits, coffee beans so that the subject does not become too boring for viewers.

ildea

Based on the requirements of the business, and a period of thinking about the idea, our team designed the
launch images of Moda House Coffee's drinks in a modern, simple and eye-catching way compared to Moda
House Coffee's previous simple, lack of investment and sketchy image.

Optimizing the ability to create ideas as well as take pictures and use design software, the team has produced
products that keep up with the times, suitable for the market of the target customer profile.

To make the content of the campaign diverse, interactive and have preferential policies for customers. Our
team proposed to Moda House Coffee to make a small minigame for customers and got a certain response.
The winners of the minigame we created will receive a reward provided by Moda House Coffee and our team
also made a post to honor them and show them to others in the hope that they will respond to the preferential

programs. similar treatment we prepare later.

Key Message

Moda will always create many opportunities to show gratitude and care to customers who always stick with,

5 2
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)
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Q. O

accompany and follow Moda.
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Ly Moda House Coffee £ Moda House Coffee L~ Moda House Coffee o 4%h Moda House Coffee
Ngudi dang: Minh Chéu 7] - 16 thang 6 - @ - 18thang 6 - @ &3 | Haskienas 9 \ / 5thing7 - @
S st — . . ; . 4 BO DOI BEST SELLER NGAY HE: TRA 1 HONG & TRA DUALUO! ; . s
CA PHE TRUNG - CHUT BEO NGAY NGOT NGAO CHO NGAY MUA 28 TRA O HONG & SODA O HONG 8 L e rours K k6 i ol 3 O g e g i o B e [MINIGAME: DOAN HAY TRUNG NGAY QUA XIN]
LANH Chao hé ron rang cung i hdng . M6t hirong vi méi thanh mat, thom thom Moda-ers uu &i dé so. Ia dl hiéu ba "Yummy" c& n&o rdi ha. Con c chi QQQLOALOALOAR @ &
Troi vao thu mua roi nang hat, ca nha déu thich D‘ua m_‘ S aq_ e E'E’ T_ S ““cr E ) ; Moda House Coffee tang ngay 5 voucher combo hai mén mai nhét tai
Khéng gi thich bing dwoc thudng thirc ca phé trirng Moda. ... Xem thém o . 2 chid Méch nho né! Nhém tra thanh mat ciia Moda cling chinh I3 lura chon tot Moda cho céac ban tham gia Minigame! Hay ciing Moda doan tén hai mén
99 o 2 E = Vi me anh thich nén anh cling phai chiéu nhat gitip ban thu gidn sau mt ngay dai lam viéc, gidp tinh than tré nén 5 nhdt tai Moda H gC " %é : nhéljl oA
[ 7 M6t ly cho me mét ly thi cho em &%. Ven ca déi duong. ... Xem thém finh tao hon.... Xem thém maEnndtiakMoca iiolse. CoNceia gl et AL mem
MODAE HOUSE 5
MODA HOUSE
2 A\
Best seller
o ~ A - ~
Caphe trung
Tré 5; % g
—~f ’60',, / Rk
> "‘;o .
R} P Trg
7 ra dlr°/
u(u,,\ﬁ S . ‘«a 1yos
| W L - E
| #o MY;J‘H e i‘-&&
= ’ Y SO ~
- s
Moo W )
‘E‘w_ 9 e fite, s
: N &, et ‘
-
-
s
i 7 } *
Y Dodn tén 2 mén duoc Moda ra mét vao 7/7 sép téi
= g )
, /
. . : Ment RIAIT ATC THA HAC I
Men2 C AT DA AYX
7 Thu hit thém lwot thich, binh luén va lwot chia sé — / Thu hiit thém Iot thich, binh luan va lrot chia sé
Khi ban quang cao bai viét nay, nhiéu ngur&i s& nhin thay hon. \ Khi ban quang cdo bai viét nay, nhiéu ngudi s& nhin thay hon.

2796 —_— 7.470 798 5 o iR 2037 480
A = Sheccs o : Quang cio bai viet ; ; ) Quéng cdo bai vié
Quiing cho bl vict Nguoi tiep can Luot tiong tac e kivs Quing cio bii viét Nguoi tiép can Lwot twong téc B0 Ch0 DI VN

Nguéi tiép can Lot twong tac Ngudi tiép can Luot twong tac
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‘w\%’m Moda House Coffee

X 5 ! Ngudi dang: Minh Chau 1Mthang7- @

» HE MAT LANH CUNG COMBO MON MO1 CUA MODA

Tra tic hat chia va Tac da xay @3 chinh thirc c6 mat tai cac chi nhanh Moda
House Coffee v&i hurong vi twoi mét gitip cho cam xc clia ban duoc vé vé
trong nhitng ngay nang néng. &

Khién mia hé cdia ban that thanh nhiét va that nhiéu nang Ivong nhung gid
chi bang mét ly tra sira, ngai gi khong thir? & _.. Xem thém

Tré tdc hat chia ‘ : \l-
S45M52|
X
x/ & &
e

Tdc dd xay

S 49 M55

+/ Thu hit thém lot thich, binh ludn va lwot chia sé
Khi ban quang cao bai viét nay, nhiéu ngui sé nhin thay hon.

1.967 324

Ngubi tiép cin Luot tvong tc e

Moda House Coffee
Ngu&i dang: Minh Chau 2thang7 - Q@

.1.'3::..

Dam chim trong “vi ngot” ma Moda mang dén trong méi chiéc banh.
Dén cac clra hang ciia Moda ngay dé thudng thirc sw ngot ngao dé chiu tir
cac mau banh nhé nay nhé! &3 &3 &

Théng tin chi tiét banh & tirng hinh__.. Xem thém

+/ Thu hat thém Iwot thich, binh ludn va lwot chia sé
Khi ban quang cdo bai viét ndy, nhiéu ngudi sé nhin thdy hon.

1.444 198
Ngudi tiép can Lwot trong tac

Quang

Moda House Coffee
Ngu&i dang: Minh Chau 10thang 7 - Q@

":E;"

Ban d3 c6 ké hoach gi cho budi sang cudi tudn nay chwra? =
Sau mét tudn lam viéc cham chi va nhiét huyét thi con gi tuyét voi hon tu

thudng cho minh mét bira sang that ngon nhi? & & &

Mt budi hen ho véi ban bé hoac don gian chi la mét budi chill cudi tudn voi
combo an sang tai Moda sé& gilp ban nap nang lrong cho mét tuan lam
viéc tiép theo that nang suat dé! & ... Xem thém

+” Thu hat thém Iwot thich, binh ludn va lwot chia sé
Khi ban quang cdo bai viét ndy, nhidu ngudi sé nhin thay hon.

1.416 130

SO
Ngui tiép cén Luot twong tac Quang cao bai viet

Moda House Coffee

) hoda o

Ban tim gi sau mot ngay dai mét moi? &

Page 46

19:57-Q

Moda da chudn bi.cho cac tinh yéu mét thuc don toan nhitng mén gidi tda cang théng @é "nap day pin"

Gé tiép tuc chién dau véi cong vié

va baitdp chatdongne! § § @

Dén Moda va order mét mén dé cai thién tam trang cba ban théi ndo & & &

#Moda... Xem thém

1943

Ngudi tiép can

Chanh da xay

Bac xiu

267 E e
Luot tuong tic Quang céo bai viét
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Moodboard

The tiktok platform has a variety of filters and color presets so you can choose the right one for your video. And for

Moda House Coffee's tiktok channel, priority is given to funny filters and warm color presets

ildea

Follow the trending trends on tiktok to increase the channel's awareness and get closer to the Genz customer
profile. This is one of the categories that Genz follows and interacts with the most on the tiktok platform. Our
team will also take advantage of this and insert pictures of Moda House Coffee's staff and Moda House Coffee's

space for viewers to slowly get acquainted with Moda House Coffee brand.

Key Message

Show a more approachable, friendly and energetic Moda House Coffee employee integrated with their signature
actions. At the same time, it shows that Moda House Coffee has a comfortable environment not only for customers but

also for their employees.
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> 261950 kicups

Moda cé nhiéu vi khdch th... Ba déng nghiép l&nsaun...  Thang ndocling nhuthan...  #xuhuong #fyp ...
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Moodboard

The shop's introduction video on tiktok uses trending songs with a fairly fast tempo, so when editing, the production

team also increases the warmth in the colors of the video and uses many transitions and scenes to keep up with the

music rhythm.

ildea

After increasing brand awareness through trending videos, we will start to delvelop into the introduction of

Moda House Coffee's branches. Introducing Moda House Coffee with pan and close-up shots so viewers can

see the depth and interior more clearly.

Key Message

The main message of the introductory video is also quite clear that we want to introduce the space of Moda House
Coffee to the customer file because the customer file that Moda House Coffee’s targets is mostly Genz and they are

usually attracted by the space of the cafe.
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Moda House CoHfee

Caffe Dua phong cach Mo...
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Moi ngudi tham khao nhé ...  Ghé tham tui minh nhé ! ...




Moda House Coffee’s Campaign

BURN OUT —»  CONNECT AND HAPPY

Moodboard

ldea

The TVC on the topic of connection. Young people are so caught up in work that they forget both their own
value and life. TVC will help viewers realize what they've been missing, and what they can gain by connecting

with others.

Key Message

“Lets do it together”
If you are tired or stressed when you have to work all day to forget yourself or always have to do everything alone, then

Moda House Coffee will be the place to help you connect with people around and create a stress-free workspace.




Moda House Coffee’s Campaign

Script

PHASE 1

(TEXT: How long has it been since we've really connected)

Some scenes of friends in the cafe/ or colleagues at work, come back in a boring, silent workplace)

(TEXT: How long has it been since we really looked back)

Filming the scene where the main employee is plugged into work, the table is full of books, paper, pens, the phone ting
ting messages continuously

(TEXT: How long have we always lived for other people's dreams)

Filmed the scene where the boss handed over a thick stack of documents

(TEXT: How long have we not realized that we live in a loop [ hide our emotions)

The main character can stand on the side of the road, staring at the cameraq, the traffic is constantly passing, the scene
is tired but must smile when meeting colleagues and people around

(TEXT: How long have we struggled to solve our own problems in life)

Filmed the scene where the main narrator runs, exhausted, collapsed to breathe

(=> lack of connection, moda is an ideal place to bring everyone together)

PHASE 2

Filmed a scene where the main character was passing by, accidentally saw everyone happily connecting in Moda House
Coffee

Cut the main narrator to go inside, order coffee, staff and everyone smiling, cut to the scenes where the main narrator
and friends talk, discuss, cut to the scenes where the staff smiles with customers (different from the main narrator) ,
carrying an umbrella to cover the sun / couple holding hands blabla

(TEXT: What can we do to connect and grow together?)

Conclusion => We can do everything (we want) => Tagline
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P 53
Storyboard S

Shot 5

N ¢! i

)

Shot1 —> Shot2 e Shot3  paa 1 Shot4 =

Cut to the scene where the main

Fade in: Some stuffs at Cut to working desk: S Cut the arm on the table, was on the Cut to the scene of receiving
. character sleeps on the table
Coffee character sitting at a phone, a message from the boss documents from the boss
appeared - )
’ au chung ta ¢ ) K 30 lau chung ta chua thuc su nhi i 5
N 10 CU
(]
v
Shot 6
Shot 10 = Shot9 =] Shot 8

The main character is on the side of the
road, looks at the camera, shows no
emotion, but still has a tired face

the main character works with people, everyone is having fun chatting with
laughing and talking each other

e the nao neu chung ta ket noi cung

'Chung ta co thé lam moi thu chung ta

u chung ta phai luon che

Shot 11 e Shot 11

2c card Cut to the scene where the main
the main character goes to the cam, character runs tired, breathing fast
looks at the cafe, smiles
White background

3l tu gial quyet

Shot 12

White background + logo
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call Sheet Page 54

TvC ' [ Pre-production Call sheet Call sheet @ Readonly Made with Milanote

Equipment checklist Locations Talent / Crew Schedule

} M?Ida ‘H]oAu”se“Coffee 19 Tiéu hoc_ Thao General crew call tlm
- Wl d' il 6ng-Cosdl
Actor
) . - Day 1: Saturday 16 July — 5pm
(=] o Thire (
Nguyen Minh Chau .
Cellphone S + Day1
NING Cell phone stor g oduction Manage
S : q Production Manager 7 a.m - Moda House

: VPBANKGON
Google

K Script meeting and filming started at
wal @) Mapdata ©2022 Termsof Use  Report a map error Moda House
Dang Quoc Hung
G
Director + Cam Op 12 pm - Moda House
Moda House Coffee
Lunch break

Vu phi Long 1.30 pm _Moda House

Crew Continue filming

4.30pm - Wrap & packup

Plan & Timeline

Implementation Plan:

Timeline
Timeline Details Day Time Details
03/07/2022 Finish script 09/07/2022 | 07:00 - The team gathers at the location, inspects and
07:30 prepares equipment
7 Finish
D202 nististoboale, prepale props 07:30 - Review script with actor, setting up the scene,
09/07/2022 Filming TVC 08:00 light
11/07/2022 | Edit TVC fee0- | HmineIe
21/07/2022 Publish TVC 11:30 - Lunch break
13:00
13:00 - Continue filming
15:00
15:00 - Review source, wrap & pack up
15:30
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Reference

Meet Me at Starbucks - Love What You Do

6,6 N luot xem = 3 nam trudc

wne  AmRest

Product

Moda House Coffee
Ngudi dang: Minh Chau -21thang 7 luc 20:00 - 3

.,,.jgm

® MODA HOUSE COFFEE - “NHA” LA NOI BE GAN KET VA SE CHIA #

Sau nhitng ngay thang rong rudi mai miét trén hanh trinh ctia chinh minh thi ban nhén
dugc gi? Ban da thuc su cam thay hanh phtc chua?

Hay dé€ ban than c6 nhitng phut gidy thu gian bén ban bé va ngudi than thay vi luén luén
cu6c bd mot minh ban nhé! ## ... Xem thém

#Letsdoitto’gjiﬁ ',.?"f'c’erwithModa

29.553 6.689

Ngudi tiép can Luot tuong tac Quang cao bai viét
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Hiéu qua

SO nguadi tiep can o
Tong Kém T6t
29.553 nhst : nhat

Bai viét nay ti€p can dugc nhiéu ngudi
hon 100% trong s6 50 bai viét va tin gan
day nhét ctia ban trén Facebook.

S6 ngudi tiép can 29.553

Cam xtc, binh lun va lugt ch... ©

512 Kémnhat _I T6t nhat

Bai viét nay thu hut dugc nhigu cdm xuc,
binh luan va lugt chia sé hon 98% trong
s6 50 bai viét va tin gan day nhat ctia ban
trén Facebook.

-
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Page 56

Két qua o

5 Kém nhét TSt nhéat

Bai viét nay da nhan dugc nhiéu luot click
vao lién két hon 4% trong téng s6 50 bai
viét va tin gan day nhat cta ban trén
Facebook.



Moda House Coffee’s Campaign

Staff take care customer carefully / Customer feeling happy
showcase few services of MODA

Moodboard

ldea

Moda always focuses on services to satisfy the needs of customers, helping customers to be happy and feel the

familiarity, sincere concern from the heart.

Key Message

“Beyond Happiness”
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Script

(Text: The greater the care, the greater the comfort) Scenes of staff giving water to customers, adding 1 footage of
customers working or laughing in groups

(Text: A new day in Moda starts from 6am) Shoot the scene outside the moda (take a phone to shoot a timelapse in the
morning 1-2s)

(Text: This is where the fun begins) Filming the scene of the staff cleaning and preparing the restaurant

(Text: A place where every little thing is taken care of) Filming the scene where the staff prepares the drink carefully / the
scene where the staff is ordering water for the customer

(Text: A place full of energy and excitement) scene of staff driving motorbikes, covering guests with umbrellas, taking a
sip of water, laughing blabla

(Text: A place where your passions are realized) Scenes of guests sitting and working, meeting together

(Text:A place where Moda always tries to be creative to bring the most comfortable experiences) The scene of the order
counter, the drinks are constantly changing ref:https://www.youtube.com/watch?v=c1dIb4HXbSIU (1:35)

(Text: Try [ fail [ learn [ grow) 1footage each (staff pouring water, clearing tables, ...)

(Text: Let people feel sincere care) The scene of the staff holding each other's shoulders bruh

(Text: Let your joy be to the fullest) Scene 1 staff standing together, smiling and handing out water or something)

(Text: Thank you for always supporting Moda House) Staffs standing in front of the camera, bowing to give thanks to

customers

=> #BeyondHappiness
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TVC 2

Storyboard

Text: Beyond Happiness

Shot 1: Take a moments of staffs
with customers [ fade in / MS

Shot 10

Text: A place always full of exciting
energy

Customers enjoy drinks in excitement /
CS /low angle

|

Shot 11
1card

Insert some shots of staff taking care of
customers / MS or CS

Text: Moda opens at 6am

Shot 2: Insert morning timlapse footage
of morning Saigon + Moda House in the
morning / MS

A few moments when staff take care of
customers or improvise

Shot 12

ards

Shot3
TR

Shoot the coffee shop space, some
details such as coffee machine, cake
counter / CS

Staff standing at the counter, preparing
ingredients / MS / Slew zoom in / frame-

in-frame

Text: Where your passion is realized

Customers are happy or attentive to work
I MS

Text: Where every little thing is
meticulously taken care of

Staff meticulously prepare drinks,
ingredients, focus on staff / ECS

Shot 13

Staff serving take orders, smiling at
customers [ CS

Shot 14

cards

Text: Where Moda is always creative to T
bring the best experience to customers

Filming the bartender, the drinking poster
is changing constansly/ MS

Text: Try / Effort / Learn { Grow

Staff gave Moda's drink directly to

camera (CS, impi to match the text

Shot 17

1 carg

Final scene

Tagline on white background

(Insert shot) the staff prepares the bar,
clears the tables, and welcomes the first
guests in / MS/ Zoom in

Text: Where the fun begins

Shot 6: Customers sitting happily talking
I MS

Shot 15

Text: Let people feel your sincere care /
Let your fove be the most complete

Shot 15: Staff laughing and talking to
customers, Insert shot of customer's
letter to Moda (ECS), customer looking at
the smiling cam

V

Shot 16
2 cards

Text: Thank you for supporting Moda
House

St Staff looking at the camera
powing their heads in thanks
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Call Sheet

Equipment checklist

Locations Talent / Crew
1card 3 cards

Moda House Coffee
1« View larger map

: ‘ Production Manager
e @ ?

g Tiéu hoc Nguyen Minh Chau
0ong-Cosd1

e o Dang Quoc Hung

Cellphone S

Director + Cam Op

Vu phi Long

Crew

Plan & Timeline

Implementation Plan

Timeline Details
18/07/2022 Finish script
18/07/2022 Finish storyboard, prepare props
25/07/2022 Filming TVC
26/07/2022 Edit TVC
30/07/2022 Publish TVC

Schedule
2 cards

General crew call times

Day 1: Saturday 25 July — 6pm

6 a.m - Moda House

Script meeting and filming started at

Moda House

12 pm - Moda House

Lunch break

1.30 pm _Moda House

Continue filming

4.30pm - Wrap & packup

Page 60

Timeline
Day Time Details
25/07/2022 | 07:00-07:30 The team gathers at the location, inspects
and prepares equipment
07:30-08:00 Review script with actor, setting up the
scene, light
08:00-11:30 Filming TVC
11:30-13:00 Lunch break
13:00-15:00 Continue filming
15:00 - 15:30 Review source, wrap & pack up




Moda House Coffee’'s Campaign
Pl Reference

The Coffee House - 5 nam Hanh trinh hanh phtc
- 292K views * 2 years ago
- ‘ THE COFFEE HOUSE

‘ C6 mot The Coffee House nhu thé sudt 5 nam MGi ngay tai day, hon 3000 "ngudi Nha" déu c6 gang trao glri dén ban nhing ...

D)
,,.‘\

a

Say md trong ting mé ch phé duge an cln chiim chat

Product

Moda House Coffee
Ngudi dang: Minh Chau & - 30 thang 7 luc 20:00 -

® MODA HOUSE COFFEE - “NHA" LA NOI BE BAN DUGC THOAI MAI LA CHINH MINH

-
"

Cudc hanh trinh nao ciing can c6 nhitng ngudi ban ddng hanh dé c¢6 thé di lau va di xa
hon.

Trén hanh trinh d6, Moda mong muén dugc sé chia nhitng cang thang cting ban dé khi
dén Moda, ban sé luén c6 cam giac gan gii va dm &p. ... Xem thém

Product

2997 1118 ) D
Ngui tiép can Luot tuong tac Quang cao bai viét
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Hiéu qua

SO ngudi tiép can o
1009 kem lw TGt
3.006 nnst ~ 1= nhat

Bai viét nay ti€p can dugc nhiéu ngudi
hon 88% trong sé 50 bai viét va tin gan
day nhat cta ban trén Facebook.

S6 ngudi tiép can 3.006

Cam xtc, binh ludn va luotch... ©

296 «emnnat || ot nnst

Bai viét nay thu hut dugc nhigu cam xuc,
binh luan va lugt chia sé hon 94% trong
s& 50 bai viét va tin gan day nhat ca ban
trén Facebook.

Page 62



Moda House Coffee’'s Campaign Page 63
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With Moda House Coffee, customer satisfaction with their service and product experiences is always a top priority. That's
why we decided to do a short video interview with customers at Moda to find out about their feelings when coming to

Moda House Coffee.

Key Message

Moda always wants to bring the best experience to customers

KICH BAN VIDEO PHONG VAN KHACH HANG
O STT Thoi lvong Phan canh No&i dung Ghi chu
Scri p t Khach moi gioi thiéu ban than:

1 30s Mogan Ho tén, tudi, nghé nghiép

Q: Anh/chi c6 thudng xuyén dén cac quan ca

O
C
O
=

phé khéng? ] )
Q: Anh/chi thwdng dén quan ca phé dé lam
gi? s
Q: Anh/chi co6 thudng xuyén dén Moda House
Coffee khong?
Q: Anh/chi biét dén Moda House Coffee tir s, o P
dau? Nggm phong van
® Q: Anh/chi 4n twong nhét véi diém nao cla g%%' rs:?g gt?cr)nkhéch
y x Moda House Coffee?
2 120s Phéng van 2 St A T T moi
Q: Anh/chi cam thay nhuw thé nao vé thai do 5 -z
& A sl Hoi theo kiéu dang
cla nhan vién cing nhuw van héa phuc vu? s 5 g
2 A : T SRR S tro chuyén chir
Q: Anh/chi cam thay nhuw thé nao vé khong T R
gian cia Moda House Coffee? i gpaipiang
Q: Anh/chi c6 thé chia sé& 1 ky niém voi Moda
2 Set 2 cam 1 cam
House Coffee khdong a? I I el e
Q: Theo anh/chi thi Moda nén céi thién & diém 4536 '
nao? :
O = Q: Anh/chi c6 s&n sang gi6i thiéu Moda dén
v&i ban bé, ngwoi than ctia minh khéng?
Text: Moda House Coffee rat mudn nhan
duoc gop y cﬁq moi khéch hang dé co thé péi
3 20s Két thic thién va dem dén nhirng trai nghiém tot nhat

cho khach hang!
Moi y kién dong gép quy khach hang vui long
dién vao form goép y & phia dwdi phan cmt!
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Paig ¥ Moda House Coffee
2 Ngudi dang: Minh Chau -12 thang 8 luc 20:30 - (3

PHONG VAN CAM NGHI CUA KHACH HANG KHI DEN MODA HOUSE COFFEE

Moda House Coffee lu6n mong muén mang dén cho nhitng “ngudi ban” clia minh cam
giac &am ap nhu dugc & nha. Vay nhitng “ngudi ban” ctia Moda nghi sao vé Moda House
Coffee cling nhu cach ma cac ban nhan vién cia Moda quan tdm dén khéch hang? @
Cing Moda xem video duéi day d€ nghe nhiing y kién ctia khach hang vé Moda nhé @ ...
Xem thém

§

-
TE 4
-
/ 4
-
' -

1.835
Ngudi ti€p can Luot tudng tac Quang cao bai viét

Product
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Result
Testl

Hiéu qua

SO ngudi tiép can o
Tong yam | , Tot
1.875 nhat “ ' nhat

Bai viét nay ti€p can dugc nhiéu ngudi
hon 48% trong s& 50 bai viét va tin gan
day nhat cta ban trén Facebook.

S6 ngudi tiép can 1.875

Cam xtc, binh ludn va luotch... ©

188 «emnnst [Nl 76t st

Bai viét nay thu hut dugc nhiéu cam xuc,
binh luan va lugt chia sé han 90% trong
s& 50 bai viét va tin gan day nhét cda ban
trén Facebook.

122

inh luan 58

Page 65
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ACTUAL COSTS
CATEGORIES QUANTITY UNIT UNIT PRICE TOTAL PRICE NOTE
MANAGE AND DEVELOP NEW MEDIA CHANNEL
Idea
Build contents
Plan timeline
Make short videos
TikTok  D2t@analyze 1 pack/month 2,000,000 2,000,000
Tracking process and making
adjustment
Equipment & Props
Running Ads
Actor
PRODUCTION ACTIVITIES
TVC 2 video 2,000,000 2,000,000 - roduction and Post-
production fee
Facebook posts 20 post 50,000 1,000,000 Content
Run ads for posts, viral clip on : :
Facebook and Tiktok 1 pack/month 1,500,000 1,500,000 Calculated by click price
Plan timeline 1 pack/month 100,000 100,000
Facebook
Equipment & Props 1 package 1,000,000 1,000,000 Camera, lights, tripod, mic
Human Resources 4 people 100,000 400,000 Media
Assess the KPIs and
engagement of each post,
Evaluation 1 pack/month 200,000 200,000 and modify the wording to
increase reach and
engagement.
OTHER FEES
V.A.T Tax 10% 820,000
Estimated total cost 9,020,000 Sellliikl Sl eeRs EIE Sl
to change
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Evaluation
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In a period of nearly 2 months from June 15 to August 12, we have completed all the initial goals that we set out as well as
the requirements of Moda House Coffee, specifically as follows:

The first is to improve the Fanpage of Moda House Coffee and synchronize the media publications on the media
channels. We have published a total of 20 articles with images and videos divided into different categories with the same
design and content, besides, we have also increased the frequency of posting compared to the period of time. past time
and get positive metrics on reach, engagement, and page followers.

Our second goal is to make videos and images for customers to see the value that Moda House Coffee aims to as well as
Moda House Coffee products and a warm space, thereby increasing the brand awareness of Moda. House Coffee. We
have made 2 tvcs to show customers the service culture as well as the values that Moda House Coffee brings, besides
the images of Moda House Coffee's products and space. These articles often receive a large amount of interaction and

positive feedback from customers
The next goal is to create and build tik tok channel for Moda House Coffee. Since creating the tik tok channel up to now,

the channel has gained more than 1,100 followers and nearly 11,000 likes, besides also attracting a fairly stable number of

views.
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2

G) Facebook
O s
O Objective Actual Progress Note
E Total Post Reach 50.000 72.643 145,28%
C U) Engagement 5.000 13.405 268,1%
( ) q>) Number of Post 20 20 100%
© I
) In general, the results obtained after the campaign period from June 15 to July 31 are quite good compared to the
q) < ) previous period. All metrics are up, especially the number of followers has increased by 87.4% and the number of
. q) interactions has increased by 49.4%.
[ ] —

=LY
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Thang 6 15

Facebook

21163 Twong tac  12.833 Khoang th&i gian trwéc do

176K

S6 ngudi tiép can dugc

a 6.15% tu

A 15Thang 6,2022 - 31 Thang 7,2022 w

343

S6 ngudi theo doi th

a 87.4% tu

hang 79 Thang 7 12 Thang 7 14

30,3K

[wong tac
a 49.4% i

Thang 7 17

N&i dung gan day |

E MODA HOUSE COFFEE - “NHA" LA ...
Q 50 1hang 0

‘ Ban tim gi sau mét ngay dai mét m...

‘» @ 26 Thang

07

E 4 Da ting cé nhitng ngay nhu thé, M...

R

Néu mét tuan clia ban cé that nhig...

ﬁ 14 Théng 7 6:2

E & NGOI LAU - GIAM SAU @ Cac ti...
0 13 Thang 7 0:29

Moda House Coffee d& cap nhét a...

(£}
Néi dung gan day |

=

B HE MAT LANH CUNG COMBO ...

"o 07 64

% Ban da c6 ké hoach gi cho budi sa...
| 0 9 Thang 7 18:00

' Hay ciing khdm phé chi nhanh dau...
G hang 7 6:05

ssees [KET QUA MINIGAME: DOAN HAY ...
\ 5 Thang 7 6:25

OF g76:2

Sé& thé nao néu trong mot budi chi...
0 nang 00>

N&i dung gan day |

! Da bao lau rdi ban mdi lai c6 dip n...
O 29 Thang 6 18:09

<® MODA DA CO MAT TREN TIKT...

0;5 hang 6

E Nhiting bugi séng ghé tham ctra ha...
0 23 Thang 6 0:07

¥>BO DOI BEST SELLER NGAY HE: ...

-;0_ g 4

m’ Nang kia dau lam téi chay Nhung .
O 19 Thang 6 22:5

G TRA 61 HONG & SODA OI HON...

5|

| ¥ (07 el

'ﬁ‘

€ MODA HOUSE COFFEE - “NHA"...

'y [MINIGAME: DOAN HAY TRUNG N...

Dém chim trong “vi ngot” ma Mod...
2 "7:’-7_‘:”9 I ngc

CA PHE TRUNG - CHUT BEO NGAY....

Loai

Bai viét

Bai viét

Bai viét

Bai viét

Bai viét

Bai viét

Loai

Bai viét

Bai viét

Bai viét

Bai viét

Bai viét

Bai viét

Bai viét

Loai

Bai viét

Bai viét

Bai viét

Bai viét

Bai viét

Bai viét

Bai viét

Quang ca...

Quang ca...

Quang ca...

Quang ca...

Quéng ca...

Quang ca...

Tao quan...

Quang ca...

Quang ca...

Quaéng ca...

Quéng ca...

Quang ca...

Quang ca...

Quang ca...

Quang ca...

Quang ca...

Quang ca...

Quang ca...

Quang ca...

Quang ca...

Quang ca...

Séng... @ Tl Luotthichvaca...

2.768

1.840

29.232

2.659

1.828

Séng... @ 1T

1.910

1.368

1.732

1.091

2741

1416

1.964

Séng... @ Tl

1.988

1.825

2.627

1416

7.613

3.001

Lugt thich va ca...

Lugt thich va ca...

231

54

342

91

35

w
w

o 1

152

67

4

76

52

52

i IR

68

72

80

48

41

434

® 1l Binhluan @ 10

1

Binhluan @ 1!

Binhludn @ Tl

57

29

32

52

23

24

26
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Tiktok

Page 71

Objective Actual Progress Note
Total Post Reach 50.000 70.814 141,63%
Engagement 5.000 10.621 212,42%
Number of Posts 20 16 80%
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MODQ HOUSE

[
!.\.: :.’.’

@modahousecoffee2022

Tiktok 13 12 10,9K
e ol e

Slia ho so

Engagement & Download data
Last 7days Last28days Last 60 days CN1: 11 Nguyén Oanh, Go Vap
CN2: 263/90 T6 Ky, Q12
Ghé qua trai nghiém nhé !!
Profile views Likes Comments Shares
Email
430 10,900 14 20
+430 (>999%) + +10,900 (>999%) * +14 (>999%) * +20 (>999%) *

Y hint & it i o b 7
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. Moda House Coffee
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We conduct a survey for people who know Moda, such as customers, friends, acquaintances, and people who have liked
and followed the company’'s social networking sites.

This survey is used to measure the effectiveness of the media campaign for Moda to increase brand awareness.

It started from 08/08/2022 - 14/08/2022 and gain 122 answers

iciency

122 cau tra Ioi 5
Chap nhén phan hoi .

Ban tom tat Cau hoi Canhan

1 /7 122 O = [

Ban khong thé chinh stra cau tra 16i

DANH GIA HIEU QUA TRUYEN THONG CUA MODA
HOUSE COFFEE

Loi dau tién, Moda House Coffee xin chan thanh cam on ban da theo doi va ing hd Moda House Coffee. Trong
thoi gian vira qua Moda House Coffee da thuc hién mét chién dich truyén thong nham tang muirc dé nhan dién
thuong hiéu cia Moda House Coffee. Dé c6 thé hoan thién chién dich va dem dén nhirng trai nghiém tat hon
danh cho khach hang, Moda House Coffee rat mong mudn dugc lang nghe nhitng cam nhén, danh gia va nhan
xét cua moi ngudi vé chién dich vira qua.

Mot Ian nira Moda House Coffee xin chan thanh cam on.

*Bat budc

T
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-
O
i
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O s
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(0p)
3 O
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Tudi cla ban Ban biét dén Moda House Coffee qua dau?
122 cau tra |i 122 cau tra |i

@® Dudi 18 @ Ban beé gidi thiéu
@ Tir18dén 24 @ Qua mang xa héi (Facebook, Tiktok,...)
T 25 dén 35 Di trén dwong thay

/4

Nghé nghiép cta ban

122 cau tra |i
@ Hoc sinh/sinh vién
@ Nhan vién
Kinh doanh
@ Lao dong tu do
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O
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Ban c6 nhan thay duoc sy thay doi vé mat noi dung cling nhu hinh anh trén kénh Ban c6 thudng thay Moda House Coffee xuat hién khi str dung mang xa hoi khong
Facebook cua Moda House Coffee khong? ?

113 cau tra loi 113 cau tra 1oi

. @ CO. @ Thudng xuyén thay
) Kn?ng N @ Thinh thoang thay
Khong dé y

iciency

Thinh thoang thay Khéng xuat hién

“ 70 (61,9%)

93,8%

Cco
106 (93,8%)

With a more consistency post
Ban cam thay thich thu véi su thay doi nay khong?

schedule, we manage to get Moda 113 cautré 1o
post reach to 94% people who were 80
like and follow Moda social media - 67 (59,3%)
channel

10 40 (35,4%)
Over 93% people agree that Moda

20
facebook page has been through an 0 (0%) 0 (0%)

| |

development and over 100% people i 1 2 3 4 5

tend to like these apeareance

change.
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Ban thay cac ndi dung hién tai trén cac kénh truyén thong nhu thé nao?
113 cau tra loi

Hap dan 71 (62,8%)
Sang tao 85 (75,2%)
Mé&i mé 68 (60,2%)

Chuyén nghiép 78 (69%)

Nham chan 4 (3,5%)

iciency

0 20 40 60 80 100

Sau khi xem céc ndi dung trén Facebook va Tiktok thi ban c6 cam thdy mudn dén Moda Coffee

House hon khéng?
113 cau tra loi

80

60 62 (54,9%)

40

28 (24,8%)
20 23 (20,4%)
0 (0%) 0 (0%)
5 | |
1 2 3 4 5

Murc d6 yéu thich cua ban ddi véi cédc ndi dung trén Facebook va Tiktok? Danh gia theo thang diém tir 1 (thdp nhat) dén 5 (cao nhat)

80 W1 2 3 EN4+ WS
60
40

20

T
LL]
-
O
i
0 o
O s
CL
> 7
E =
E o
Q £
OU)

(0p)
3 O

0p)
O ¢
> <

Gidi thieu san phadm Gioi thiéu khéng gian, dich TVC Video trending Minigame Cac chuong trinh khuyén
vy clia quan mai
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duoc thuc hién?

113 cau tra 1oi

60

40 43 (38,1%)
35 (31%)

20

14 (12,4%) 14 (12,4%)

7 (6,2%)

iciency

Murc do hiéu biét cua ban vé san pham va dich vu clia Moda House Coffee sau khi chién dich duoc
thuc hién?
113 céau tra loi

60
56 (49,6%)

52 (46%)

40

20

2 (1,8%) 0 (0%) 3(2,7%)
0 |
1 2 3 4 5

Ban c6 san sang gidi thiéu Moda House Coffee dén véi moi nguai khong?
113 cau tra |oi

® Co
@ Khong
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ERXXXCWE FPT UNIVERSITY

| Education

PHIEU LAY Y KIEN CUA DOANH NGHIEP
VE VIEC HQP TAC TRIEN KHATKIHOA LUAN TOT NGHIEP

HQC KY SUMMER 2022

| 4. Dé xuat cii tien hojic |

NOI DUNG LAY Y KIEN
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hudng phat trién dé tai (nén | KHONG

co)

Tén doanh nghiép:

MODA HOUSE COFFEE

Linh vye kinh doanh:

Food & Beverage

Dja chi:

11 Nguyén Oanh, P.10, Quin Go Vip, TP.H Chi Minh

I

1. Vi céng tic phdi hgp véi
Giing vién va sinh vién |

*

Website:

http//modahousecoffee.vn/

Nguéi dai dién cho § kién:

Ho va tén: Nguyen Dinh Bio Thy
Chirc vy: Quin ly cira hang
Email: moda.coffeehouse@gmail. com

S6 dién thoai: 0938346538

Tén dé tai:

Chién dich diy manh truyén théng ting nhin dién thuong
hi¢u cho Moda House Coffee.

Nganh dio tgo:

Truyén thong da phuong tién

Gidng vién hudng din:

Nguyén Trin L& Anh

Nhém sinh vién thyc hign

1. Nguyén Minh Chiu

2. Vi Phi Long

3. Ding Ba Quéc Hung

‘ Yéu ciu déra Pat/Khong dat
1. Xiy dyng, cai thign lai Fanpage Moda PAT
House Coffee - Dong bd cic dn pham
g « 2 lm)-én théng trén cic kénh lm‘vé_'n thong
2. Ve ket quii thye hign so 2. Chyp anh, quay video sin phim, khong DAT
véi yéu ciu déra . : A
gian quén |
: |
3. Xiy dyng thém kénh truyén thong Tiktok DAT
4. Chay quing cao, seeding cho céc dn pham PAT
truyen thong trén Fanpage ]
Diu tién, chj cim on Team di tin twdng vi lya chon Moda |

Lo yi:

-Quy Doanh nghiép vui long gii thong tin vé trude ngdy 23/8/2022

-Moi théng tin ciin hé trg, vui long lién hé: 0908 291 186 (Mr. Phudc Bao) - BaoNTP@fe eduvn

3. Nhiin xét/Gép y vé dé tii

House I noi thyre hién dé dn.
Sau hon 1 thing lim vige ciing nhau, chj ¢6 cic dinh gid nhw
sau: [
- Vénji dung: sing tpo, phit hgp véi tiéu chi Moda mong
mudn hudng téi. Team rit ki cing trong vige tim kiem va
dun ra nhirg content thu hit diing trong tim thi hicu cia
gidi tré hign nay.
Tuy trong qud trinh thyc hi¢n d6i lic ciing c6 nhimg khé ‘
khiin vii trd ngai tir nhimg viin dé khiich quan. Nhmg
team ludn cb giing siip xép vi tim ra phuong in phis hgp e
nhiit dé thye hién v viin dam bio higu qua. s
- Moda House néi chung vi ci nhiin chi néi riéng, rit thich |
ciic content ciing nhar hinh @nh, video mang chiit riéng cua
ciic ban thye hign cho Moda. Khing chi ding véi concept 3
ciia Moda mi ciic ban con thém “gia vi” phit hgp cho cie | <
ngi dung. Phin hoi tir khich hiing rit tich cye nhé. ‘
- Vé kénh tiktok: miic dis 1a kénh méi nhumg lai ¢6 3 video
. lén xu hwirng. Chj dinh gid cao vé phiin thye hién niy.
Cudi ciing, chi va Moda House riit vui khi duwge hp tic ciing
team. Mot trii nghiém rat hay v r:"l‘l nhiéu diéu méi I3 Ciic ban
1a dji ngii martketing tré nhigt huyét vi tiém niing. Ci nhin
tirng ban ludn ¢6 sy gin két cing nhau v thye hign moi thir rit
chinh chu v hifu qua.
Cam on team rit nhiéu,

JALR

-Quy Doanh nghiép vui long gin thang tin vé trudc ngay 23/8/2022

-Moi théng tin cén hd trg, vui 16ng lidn hi: 0908 291 186 (Mr. Phudc Bio) - BaoNTP@@fe eduwn

5. Dinh_gid chung (theo
thang diém 10}

9.5/10

6. K('-! lufin vé viée nghi¢m
thu dé tai (Ghi ro: “Dong y”

hogc “Khong déng y")

Dong ¥

L y:

Nguwiri nhin xét
1

—
Nguyén ﬂﬁio Thy

-Quy Doanh nghiép vui 1ong gin théng tin vé trude ngay 23/8/2022

-Moi thong tin cin hd tro, vui long lién hé: 0908 291 186 (Mr. Phude Bio) — BaoNTP@fe.edu.vn



Moda House Coffee’s Campaign

>
O
=
®
O
V4
®
|_
>
O
v

In the present time, when Tiktok has been and is the most popular
application in the world and there are many trends created, we can use
these trends to reach a wide audience. more goods. However, we should
reasonably combine trending articles and brand articles to both reach many
customers and leave them with an impression of our brand.

Diversify in terms of content, then consider which content will work for your
audience. Thereby increasing brand awareness and customer love for the
brand

Page 79
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After more than 2 months of running a communication campaign for Moda
House Coffee, we have collected a lot of positive results on indicators such as
reach, interaction,.. This proves that if Moda House Coffee continues to
develop the communication channels that Moda House Coffee has available,
plus the Tiktok channel we just created for Modaq, it will attract a lot of
customers. In addition, the content about the service culture as well as the
values that Moda House Coffee brings to customers achieve high reach,
interaction and receive very good feedback from customers. Moda House

Coffee should continue to exploit these contents in the near future.

Page 80



Thank You -

Many thanks Ms. Le Anh for the guidance.




