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NQI DUNG LAY Y KIEN

1. V& cong tdc phdi
hop gira Giing
vién, sinh vién va
Doanh nghiép

Co sy két ndi giia Sinh vién - Doanh nghiép - Giang vién,
thong qua cdc cugc hop, bdo cdo va cac budc trién khai cong
viéc. Dic bigt co sy trao ddi thuong xuyén trong qua trinh
thuc hién dy én.

Sinh vién c6 thai d6 don nhéin feedback tich cyc va c6 tién
bg.

2. V& két qui thuc
hi¢n so véi yéu ciu
déra

Yeéu c5u dé ra Dat/Khéng dat
. Xdy dung 03 kénh truyén thong Facebook, Dat
TikTok va Instagram i
. Ting tinh nhan di¢n cho Kamp Kamp café DPat
. Tiép can nhém déi tugng muc tiéu va
truyén tai thong tin vé Kamp Kamp thong Dat
qua kénh truyén thong mang xa hoi
. Lap ké hoach, t6 chic va van hanh sy ki¢n -
khai truong ’
. Hd trg t& chirc va truyén thong cho cac D
hoat dong, su kién tai Kamp Kamp ’

3. Nhin xét/Gép y
ve de tai

Cac dé tai mang tinh (mg dung cao, bét trend va thé hién
dugc viée ¢ tim hiéu/re-search clia cac ban sinh vién.

Nhém sinh vién didc biét nhiét tinh trong cong viéc. Khong
ngai viéc hd trg thém cic cong viéc ndm ngoai dé tai cua
minh, nhim gop phén tao nén mdt hidu qua chung cho toan .
bd céc cong viée cua doanh nghiép.

4. D& xuit cai tién
hodc huéng phat
trién dé tai (néu c6)

(Khéng co)

5. Dénh gid chung
(theo thang diém 10)

95

Luwu y:

-Quy Doanh nghiép vui long giri thong tin vé trude ngay 15/8/2022

-Moi théng tin cAn hd trg, wvui long lién h§: 0908 291 186 (Mr. Phuéc Bao) —

BaoNTP@fe.edu.vn
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6. Két lufn vé vige
nghi¢m thu dé tai

(Ghi r3: “DPong y’ Pong y
hoac “Khong dong
y")

Nguoi nhin xét
(Ky va ghi rd ho tén)

/4.%

ng\ iy ik M@,g
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CHAPTER I: INTRODUCTION

1.1. Brand Overview

Kamp Kamp is a brand-new café at No.9 Dang Huu Pho, Thao Dien ward, Thu Duc city, Ho Chi
Minh City. Applying for a business license under the name Kamp Kamp Joint Stock Company for
the food and beverage business; its service includes a Café shop and event venue. The Kamp Kamp
Joint Stock Company belongs to the ecosystem of Star Education and Communication Joint Stock

Corporate. This Star Co. has subsidiaries such as Star Academy of Art, MOV Communication,
Studio 79, ...
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Figure 1 - MOV Communication's logo

Figure 2 - Studio 79's logo

Figure 3 - Star Academy of Arts's logo
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Kamp Kamp is the first café with the Glamping concept in Saigon. Kamp Kamp orients the shop

as multi-service from F&B to the event's venue:

- A café is where people can enjoy drinks made from coffee beans. It is different from
"coffee,” which used to be a product for use. In addition, a café is a coffee shop selling
drinks, food, and accompanying services.

- Kamp Kamp also provides event services such as event organization, venue rental, and

private parties.

Kamp Kamp always aims at a café suitable for everyone, especially young people who enjoy

the fresh air in the city's heart.

1.2. Client’s brief
When contacting client to cooperate in implementing this strategy, Kamp Kamp's company asked

us side to follow these requirements:

- Raise customers' brand awareness on media platforms (Facebook, TikTok, and Instagram);
build and operate a fanpage in 2 months (From September 19 to November 20, 2022)

- Approaching customers and conveying information related to Kamp Kamp's activities. The
target group of this campaign Kamp Kamp wants to target is young people aged 18 to 24

- Planning, organizing, and executing the Grand Opening event of Kamp Kamp

- Support organization and communication for activities and events at Kamp Kamp in two

months (From September 19 to November 20, 2022)
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CHAPTER II: RESEARCH

2.1. Market Overview

After the Covid pandemic, most markets and industries had to change to adapt to the new trend.
The F&B and Café industry is also one of the hardest-hit industries in Vietnam. The theoretical
market analysis of the PEST model (CFI, 2022) will help us have a clear view of the overall picture
of the F&B market in Vietnam.

2.1.1. Politics
Advantages of new business.
The Ministry of Planning and Investment urgently completes and submits to the Government a
program for sustainable economic recovery until 2023, including immediate and overall and long-
term solutions to support business recovery. (Ministry of Industry and Trade of The Socialist
Republic of Vietnam, 2021)

Vietnam maintains economic stability during and after Covid-19.

Recently, the covid pandemic has caused the economic situation to slow down for a while.
However, it has not caused the economy in Vietnam to go down because the total income of
Vietnam in the two years 2019 and 2020 (the two years that were the most brutal hit by covid) and
still growing but slower than in previous years. Specifically, the year the world's covid pandemic
started in 2019, GDP increased slightly from 245 to 262 billion USD, showing the management of
the Vietnamese market. (The World Bank, 2022)

Vietnam's economy is recovering.

GDP per person has decreased by 2022, and there have been steps to recover. Vietnam's average
monthly income of salaried workers in the first six months of 2022 is VND 7.4 million, an increase
of about 41,000 VND over the same period in 2021 and an increase of 699,000 VND over the
same period in 2020. (GENERAL Statistical Office, 2022)

In a time of political stability like today, this is a huge advantage for businesses to return and new

brands to start.
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2.1.2. Economics
The great potential of the café industry.
Since the end of 2019, the race to open the chain between café brands is still highly fierce despite
the Covid-19 epidemic. Statistics for the fourth quarter of 2020 of CBRE Vietnam show that the
number of coffee chains is still growing by more than 10%, and the coffee chain was the only
sector in the food and beverage (F&B) industry to achieve growth in the 2019 - 2020 (CBRE,
2020)

8ox TANG TRUONG SO LUGNG CUA HANG
THEO TUNG NAM

Viét Nam .20
B TPHCM
4 -40
Siéuthi Clahang Trungtdm Clahang NhathuSc Chudi Chudi Nhahang TrasQa
tién Ioi thudng phong clahang caphé
mat cach sbng thés trang

Figure 4 - Growth in the number of stores year by year (Source: CBRE, 2020)

The buying of young people in the coffee industry in Ho Chi Minh City.
Gen Z (1996 - 2005) was also very liberal in spending. They are contributing: 30% to casual
consumers. (Nielsen, 2019)

According to Kantar Worldpanel, consumption of non-alcoholic beverages outside the home
(OOH) accounts for 60% of total spending in Ho Chi Minh City, where most of the young
population tends to go out more often and is willing to spend heavily on food. Drink outside. (Mobi
Work, 2022)

Coffee and tea are the two most popular choices in Ho Chi Minh, accounting for a quarter of the
total number of drinking occasions in a week. Coffee became the favorite drink out of the house,
with 26% choosing it compared to 25% when choosing tea, although consumer spending on tea

accounted for 87% compared to 69% of the total. Coffee when consumed outside the home (ibid.)
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2.1.3. Social

Issues that Gen Z cares about.

According to a survey from Nielsen published about the behavior of Gen Z. They define

themselves as creative, socially connected, and well-informed individuals. They are highly

knowledgeable & demanding customers with the desire to receive products with the corresponding

value, a large and future customer file (Neilsen, 2019).

By 2025, Vietnam's Gen Z (20 - 29 years old) will reach 14.7 million people. Contribute 21% to

the workforce and account for 30% of connected consumers (ibid.)

Lifestyle and attitude toward the choice of Gen Z in Vietham.

95% of Gen Z make decisions regarding food and beverage purchases (Nielsen Retail
Measurement Data 2017). The products had a total value equivalent to 6.6 billion USD in 2017.

MOT NGAY CUA GEN Z ...

|

LAM BAI TAP
VE NHA
Zalo

g *Ldy dign thooi*

4 C6 ai nhén tin cho minh l @ l
] 6ng nhi

i Ei
| o[

g Tiém bénh ndy thot d&

3 thuong! #checkin

g #vintage #bakery

&

g €6 bao nhiéu lugr yéu thich

g minh nhén duoc hém nay?

g @crecessencan @ SDM @ceeieieiann
i

g

]

€6 tin tirc gl
tha vi khéng?

B6! Me ! Con sdp dang ky chuyén
ngénh dai hoc. Ba me tu vén cho
con dugc khong ?

o] &
N
A %

.
y o)

Dimg lgi Khoan an vil Dé toi

“cuing” Instagrom #nicelunch
#yummy

- Beno

Lp hoc ndy thét chan. Hay cung nhou
selfie ndo cac ban! Moi nguti thich khung
hinh néo? #snapchat #wefie

-e 4pm
- b - Oi tron! Nguen Gy cia
o:, J%’,’;""" minh 46 déng gi d6
quan trong trén mang
cho da viy p-<
khéng ? o0«

Figure 5 - Demographic of Gen Z (Source: Nielsen Retail Measurement Data 2017)

Vietnamese people’s lives are changing positively, with the social media connection increasing by

55 million out of total social media users as of the end of January 2018 (ibid.)
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Moreover, Gen Z still focuses on their real-life activities 81% go to milk tea and café (compared
to 85% of Millennials & 77% of Xennials) (ibid.)

Media is more important to Gen Z than Millennials & Xennials. Gen Z does not hesitate to express
their views and opinions through social networks. In addition, Gen Z is also the generation that
ranks in the top 2 for using social networks to connect with friends, family, and colleagues 93%
of the total, and updating news is 73%. Not only that, but it also shows a clear difference, with
55% clearly expressing opinions and beliefs (With 49% of Millennials & 41% of Xennials) and
42% showing off products/daily activities (With 35% of Millennials) & 33% Xennials) (ibid.)

Therefore, businesses have no choice but always to ensure brand quality on online channels.

With the current lifestyle of Gen Z, the need to use F&B in daily life is still the optimal choice for
Gen Z and Y. They have a good reason to relax and chat with friends. When looking for a place to

work, this is a gold mine for many businesses.

Age data accessing social networking platforms

According to research and data from Napoleon Cat in 2022 on the use of social networks in
Vietnam by age, the data shows the target audience this time has a high rate of using Facebook

and Instagram channels.
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Figure 6 - Facebook and Instagram users in Vietnam (Source: NapoleonCat.com)

Besides, in 2021, according to Decision Lab 2021's research, other social platforms also grew
steadily compared to the previous quarter. Besides the social network Instagram, the TikTok
platform is also growing steadily and showing signs of significant development. (DECISION
LAB, 2022)

Figure 7 - Growth of popular social media platforms (Source: Decision Lab, 2021)

According to We Are Social statistics published in October 2021, Vietnam has the highest number
of TikTok social network users in Southeast Asia. Currently, TikTok has nearly 700 million users,

of which 39.65 million are over 18 years old in Vietnam (Brands Vietnam, 2022).

Page | 24 Branding campaign for Kamp Kamp café



FA22MCO01 | Multimedia Communication Capstone Project

2.1.4. Technology

The influence of emerging technology

According to Digital’s statistics (June 2021): the number of Internet users in Vietnam is nearly 70
million, an increase of 0.8% in 2020 - 2021 (more than 70% of the population). Nevertheless, the
number of social network users in Vietnam is nearly 76 million, an increase of nearly 10 million
people within a year (equivalent to 73.7% of the population). Every day, Vietnamese users spend
up to 7 hours participating in Internet-related activities. In addition, e-commerce is one of the
services that must be applied to adapt to the market because, after the covid pandemic, people have
realized the convenience of delivery services (Data Repotal, 2021). According to a report
published by Allied Market Research, Vietnam's express delivery service market will reach
US$0.71 billion in 2021 and is expected to earn US$4.88 billion in 2030, a CAGR of 24.1% from
2022 to 2030 (Allied Market Research, 2022)

In the general situation of the F&B industry, if one wants to have more customers, they must have
a difference or build a brand on social networks so that it will create fierce competition between
brands in customer outreach strategies.

From the overview of the F&B industry, this is the right time for Kamp Kamp to enter the
F&B market in general and the coffee market.

2.2. Brand Inventory

Kamp Kamp wants to build its brand based on the glamping concept combined with the F&B café
market in Ho Chi Minh City. With the desire to bring the glamping concept right into the city,
Kamp Kamp's brand inventory be analyzed based on the elements and strategies the brand owns

as below:

2.2.1. Brand Element
Based on this theory, we have analyzed the brand elements that Kamp Kamp has created. The
brand identity of Kamp Kamp includes six main elements: Brand name, Logo & Symbol Slogan,
Image, Color, and Style.
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2.2.1.1.  Brand name
Kamp Kamp is the word stylized by the "camping™ word. It not only keeps the uniqueness but also
helps the customers to think of Kamp Kamp as a café shop in the form of a camping concept. The
thoughtful service to customers and the camping space make people focus on the brand's central
idea, "Glamping.” Glamping is a luxury version of camping; besides serving tents and hits hard on

serving food and drinks, glamping also acoustic music events or other exciting outdoor activities.

Camp

KARYEY

I~

Figure 8 - Kamp Kamp is the word stylized by the "camping" word

2.2.1.2.  Logo and Symbol
Kamp Kamp has symbolized its logo using symbols and its name to identify its unique selling

point - the shape of a dome tent.

Figure 9 - Kamp Kamp's logo
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Figure 10 - Logo identity
Unlike camping, significant glamping is a Dome or FDomes Glamping (a greenhouse with a
unique design that allows you to enjoy watching the starry sky). Moreover, with the glamping
concept, Kamp Kamp builds the glamping dome right center of its area, uses it as a unique selling

point, and shows that on its logo.
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Figure 11 - Glamping dome - A unique selling point of Kamp Kamp

With the spirit of the scouter's festive fun and the natural environment's exquisite enjoyment,
Kamp Kamp used hot colors to express their mood. Orange and Yellow are the two primary colors
associated with the badge, uniform, and pine grass of the Scout style; also, Orange and Yellow are
the symbols related to the campfire. Moreover, this color could flexibly express a calm personality,
relaxing at nighttime. This color pallet is in line with the popular trend of most modern young

people.
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Figure 12 - Kamp Kamp's mood board

2.2.1.3.  Color palette
Primary colors and secondary color systems with the tone of hot color make the day stand out,
and the sunset orange hues that fade in the evening create popular moods and people's empathy.

#d/6f2C #dd8a2e #f2cd30

Figure 13 - Kamp Kamp's color palette
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2.2.1.4.  Slogan
"Glamping gitra long Sai Gon™ (Glamping in Saigon) is a combination with the concept to
emphasize the specialty of Kamp Kamp, which is the feeling of experiencing Glamping without
having to go far. From there, it is easy to create awareness for readers, and the content is both

suitable for the concept and easy to understand and remember.

2.2.2. Marketing 4Ps
2.2.2.1. Product
Kamp Kamp café is a café shop with the bold concept of Glamping. Kamp Kamp shapes their core

business as F&B, besides providing several services based on its space.

For the F&B business, Kamp Kamp trades essential commodities in a café, such as coffee, tea,

cake, food, finger food, and alcoholic drinks.

For the services, Kamp Kamp provides its venue for sponsoring and organizing events, including

private parties, music shows, and workshops.

2.2.2.2. Price
Kamp Kamp's process of pricing products is based on its market segment and target customer. To
offer a reasonable price, Kamp Kamp would have some pre-sale events. These days, Kamp Kamp
will synthesize their customer feedback on food quality and service quality to improve so that they

can price their products in line with the market.

From the time opened until now, its beverage products range in price from 35,000 VND to 250,000
VND, following the customer's choice. More specifically, with their long-term partner Heineken
group, Kamp Kamp is committed to serving and using only products from the Heineken group in

the alcoholic beverage category, such as Heineken, Strongbow, Tiger Crystal, etc.
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oAUTHENTlc - | OPEN: 7:30' AM - 10:30 PM

Figure 14 - Kamp Kamp's drinks menu
For food products, prices range from 40,000 VND to 255,000 VND depending on the menu type.
They divide the food menu by time of day: breakfast, lunch, and all day. In addition, the menu of

Kamp Kamp is changed according to each season to serve customers' needs, avoiding boredom.

Besides, there are promotions for customers to book a party with more choices, such as a la carte
or a buffet menu, with a discount offer and decoration package depending on the party's concept

and the number of guests.
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Figure 15 - Kamp Kamp's foods menu
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2.2.2.3. Place
Located at 9 Dang Huu Pho Street, Thao Dien Ward, District 2, Thu Duc City, Ho Chi Minh City.
Surrounded by many office workers and, more importantly, the dormitory of the University of
Culture nearby, promising to attract many young people to the shop because of this strategic

location.

Currently, Kamp Kamp will open for sale directly at the location of customers at the shop. In
addition, in the future, they will combine delivery forms through popular delivery applications

such as Baemin, GoFood, and GrabFood for customers who need to use their products.

2.2.2.4. Promotion
Kamp Kamp uses the main channel on the Facebook platform in the form of a fanpage. This
platform spreads the brand and updates and disseminates customers' information about Kamp

Kamp's upcoming activities.

In addition, Kamp Kamp intends to use two sub-platforms, Instagram and Tiktok. These platforms
can spread brand awareness at scale, attract new cross-platform interactions, and support the

dissemination of information from Kamp Kamp to their customers.

Because Kamp Kamp is a new brand that has yet to be implemented, it just created a fanpage on
Facebook with 3.9k followers, and promotions are not available for analysis. During this period,
Kamp Kamp intends to launch a trial sale of some of its products at discounted prices or popular
forms such as launching product discount vouchers. Other forms of promotion will be considered
in the future to promote the business in line with Kamp Kamp's marketing strategy.

In addition, Kamp Kamp has partnerships with event companies and artists; this is one of the
business ecosystems, the most significant advantage of organizing events with Kamp Kamp's
concept. In addition, other policies, such as sponsoring event venues and exhibitions, will increase

brand awareness and may have many partners in the future.

Page | 32 Branding campaign for Kamp Kamp café



FA22MCO01 | Multimedia Communication Capstone Project

2.2.3. Online Inventory
Kamp Kamp built their fanpage channel with an initial count of 3,992 likes and 4,010 followers,
created on June 18, 2020. Results from Kamp Kamp's recent posts are very little interaction.
Therefore, Kamp Kamp's upcoming media campaign must capture the audience's attention with
social media posts that match the target audience's tastes.

Kamp Kamp +
B Téng quan. =4 Quangcdo W Hopthu B
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Coming soon this August

DKAMPRKAMPVN

& Kamp Kamp
@KampKampVN
‘45’0 0O

=4 Thu hdt tin nhan e

G e = o /

Pang Thuéc Quangcao Chédo Chinh sira
phim xem Trang

Trangchi Menu Uudai DPanhgia Anh E

{} Tao bai viét

Figure 16 - Old interface of Kamp Kamp fanpage

- Fanpage name: Kamp Kamp
- Link: https://www.facebook.com/KampKampVN
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Figure 17 - Fanpage information

Figure 18 - First post on fanpage

To increase its reach to the target audience, Kamp Kamp plans to use two more TikTok
and Instagram platforms to diversify the methods of delivering messages to customers.

Page | 34 Branding campaign for Kamp Kamp café



FA22MCO01 | Multimedia Communication Capstone Project

2.2.4. Competitors
Since Kamp Kamp is a new brand, identifying its competitors will help determine the problems
and the available tactics and find the points of difference, thereby giving Kamp Kamp a quick
competitive advantage from the beginning. It is also a necessary foundation to guide the

communication strategy.

The competitive frame of reference

First, to identify competitors for the Kamp Kamp brand, it is necessary to consider brands with the
same operating model and location or have a direct competitive influence in the market segment.
Below is a list of brands with the same price segment from which to filter out Kamp Kamp's

competitors:
- The location is in District 2, Thao Dien
- Same concept

- Same operating process (F&B model)

List of competitors

Based on the above competitive reference frame, we have found three competitors with the same

operating model, price segment/customer.

< Saigon Outcast

Address: 188/1 Nguyen Van Huong, Thao Dien Ward, District 2, HCMC
Opening hours: 15:00 — 00:00

Reference price: 100,000 VND - 550,000 VND

Link: https://www.facebook.com/saigonoutcast

- Average interaction per post: 10 - 12
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- The article focuses on recap moments, event reporting

- Sharing: With the model of a café combined with music performance, Saigon Outcast
attracts a group of customers who like music and along with a few guests who come
because of the expanded space and products

- Main Attraction Tactics: Seeding Group, Posting in Newspapers

JHAPHNESE

STREET FOOD
FESTIVAL

NOVEMBER 2L, 2022
12PN - 10PN

SPONSORS ~ MEDIR PARTNER

v O §ES  Kiala B
[

Saigon Outcast
4.3 (248) @ - Outdoor Recreation 'b

@00
0

‘ 8 Hiéu, Phuong, Duc Rin and 50,580 others

like this

Home About Photo Menu Events

188/1 Nguyen Van Huong, Thao
& Dien Ward, District 2, HCMC, Ho  GET DIRECTIONS
Chi Minh Citv. Vietnam 700000

© 21,030 people checked in here
@ https:/www.saigonoutcast.com/

() Typically replies within a few hours
Send message

R, 0931838647

§§ See Menu

Figure 19 - Saigon Outcast's fanpage
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% We Cafe An Phu

Address: 52 Street No. 7, Thao Dien Ward, District 2, Ho Chi Minh City
Opening hours: 8:00 — 23:00

Reference price: 50,000 VND - 100,000 VND

Link: https://www.facebook.com/wecoffeel23

Average interaction per post: 10 - 12

The article focuses on how space and products

Not for sharing

WE Cafe

1.1K likes + 1.1K followers
Message Liked

Posts About Photos = Mentions

Details
@ Page - Coffee shop

o 52 Street No. 7A, An Phu - An Khanh,
district 2, Thu Purc, Vietnam

€, 0903194145
@ Always open

Figure 20 - We Cafe's fanpage
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& MAam Coffee Tea Beer

Address: No. 28, Thao Dien Street (Located deep in the Family Garden Urban Farm) District 2,
HCMC

Opening hours: 7:00 — 18:00
Reference price: 30,000 VND - 50,000 VND
Link: https://www.facebook.com/mam.coffee.beer

Average interaction per post: 80 - 90

Focus on the beautiful space and the moment people come to the shop

Sharing

= Mam coffee tea beer
U Coffee shop l.

-1
‘

Hi! Please let us know how we can

help.

@ﬁnj’l Vy, Thu and 11,684 others like this

Home hop Vide Photos About Jommunit

Mam coffee tea beer
¥ Sep14-Q

“{"Ban da checkin khong gian méi toang tai Mam

22Ghé Mam thudng thire d6 udng Mam lam va
khoéng gian Mam cé.... See more

Figure 21 - Mam coffe tea beer's fanpage
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POP —

Point of Parity

Based on a particular concept, a specific theme for the shop.

Choose wood, tree, and stone materials to decorate to give people the feeling of being
immersed in nature and relaxed. With a bold Da Lat vibe, exploiting virtual living angles
compared to other brands.

In addition, the F&B operation process is a popular point compared to other cafés in the
same segment. Moreover, the product price ranges from 50,000 VND to 300,000 VND.
Use the form of advertising by seeding groups and spaces.

Encourage customers to share moments at the bar by investing in space.

POD - Point of Difference

Can quickly change the appropriate concept; the chef research dishes for commercial
purposes (constantly changing to suit the trend, season, and customer taste).

There is also a place to organize events to attract new customers to Kamp Kamp.

In addition to communication by seeding groups, we also focus on building a fanpage.
The above similarities and differences show that Kamp Kamp needs to hit hard on seeding
group communication, develop some recap moment portfolios, and take advantage of

media events to attract more new customers to the shop.

2.2.5. Brand Resonance

From surveys, interviews, and obtained research, we draw insights about the brand, their

perceptions of the café shop, and the customer's social media usage habits. Through the Brand

resonance pyramid, we will focus on building the brand to the public from the lowest level, brand

salience. Based on the elements that the brand already has, we will bring the brand identity and

the core values related to the products and services Kamp Kamp provides to the public. With the
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question "Who are we?" posed, we will revolve around this issue and answer the public about who

Kamp Kamp is and what Kamp Kamp will do.

RESONANCE
JUDGMENTS FEELINGS
PERFORMANCE IMAGERY

SALIENCE

Figure 22 - Brand resonance pyramid

As a nascent brand and only in the preparation stage of launching, based on the brand resonance
pyramid, Kamp Kamp has built their brand identity, which is listed in section 2.2. Brand Inventory.

Brand research. Next, the research proves that the public understands café shops and their habits
and decisions when going to a particular café. The initial branding steps are added by many other
campaigns to give the public a comprehensive view of Kamp Kamp to complete the pyramid.
However, because the project's time is limited, we will focus on creating the foundation and

building the first floor in this phase.
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2.2.6. Target Customers

FACTOR DETAILS

Demographic
& Geographic

Age: 18 - 24
Gender: Male, Female, and other
Live and work in Ho Chi Minh City

Psychology

- Love going to a café with a lovely space

- Likes to explore and experience new things
- Likes nature, art, and music

- Likes to travel, camping

- Likes to follow trends

Behavior

- Regularly go to the café to study, work or meet relatives and friends

- Go somewhere beautiful or new, like to take pictures to check-in

- Attend craft workshops, or go to events like music shows, movie night, ...
- Sometimes go to places to relax the mind

- Like traveling, camping in the forest

Table 1 - Target Customers of Kamp Kamp

We have carried out a quantitative survey: "KHAO SAT VE THOI QUEN PEN QUAN CAFE
CUA GIOI TRE HIEN NAY" with 231 survey participants. At the same time, we also conducted

a qualitative survey with 4 participants to prove that the psychology and behavior of young people

from 18 - 24 are consistent with the shop's orientation.

Psychology

Target Customers love to explore new things. They love being different and unique.

Page | 41

Branding campaign for Kamp Kamp café



FA22MCO01 | Multimedia Communication Capstone Project

Ban dé tiing nghe dén khdi niém "Glamping" chua?

Tirng nghe nai vé
11.5%

Cd nghe
16.5%

Chura bao gi¢r nghe dén
72%

Figure 23 - Have you ever heard of the concept of "Glamping"? (Source: Author’s design)

When asked about the Glamping trend, up to 72% of the answers is never heard of it.

Nevertheless, when asked if there is a café with a Glamping concept in Saigon, more than 80% of

the answers are that they want to try it.

100

75

50

25

0
If there is a cafe with a Glamping concept, do you want to try it?

Figure 24 - If there is a café with a Glamping concept,
do you want to try it? (Source: Author’s design)
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Behavior

They like to go to café with beautiful spaces suitable for meeting friends or working.

Khong gian quan

i ca

Chiat lugng mdn

V& sinh

Chat ludng phuc vu
Ban be, dong nghiSp rd
Khoang cach

Menu

S kisn
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Figure 25 - The factors that make me decide to choose a café are... (Source: Author’s design)

The survey shows that the needs of this audience need a space that matches their requirements
when coming to their café is the most priority, reaching the top 1 in the factors that make customers

choose a café shop, accounting for 82.3%.
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Figure 26 - What activities do you usually do while sitting at a café? (Source: Author’s design)

The survey also shows the behavior of this group of customers when they go to a café shop to meet
friends or work. 88.7% responded that they come to the shop to chat or meet friends, 64.5% to

work, and run deadlines.

This group of customers loves listening to music. The survey showed that 84% of customers

answered yes to a café with an acoustic performance.

In addition, geographical distance is also one of the deciding factors for customers to go to the
shop. The survey received 51.1% of the respondents’ geographical location as the main reason for
choosing a café shop. This group of customers also added that they would choose a café shop near

their homes or workplaces.

Social media usage

Research shows that they often know a particular café shop through social networks. The survey
also shows that they often use social networks as a reference tool before deciding to go to a
particular café shop.
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Figure 27 - Before going to a café shop, | usually... (Source: Author’s design)

Customers will look to fanpages, reviews on social networks, reaching 62.8%, and comments,
reaching 42.9%, according to the survey's top responses, demonstrating the behavior of trusting

social networks.

Conclude that Kamp Kamp’s choosing the Target Customer group is consistent with the
shop's orientation. We decided that this is also the Target Audience that this campaign needs

to focus on them.

2.2.7. SWOT
2.2.7.1. Strength
- The café has a new and unique glamping concept.
- The menu at Kamp Kamp can be customized following the season or concept.
- The venue has large spaces that can be flexible to layout following season or concept.

- Kamp Kamp supports organizing events and private parties for guests who book separately.
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- Multi-service: event venue, show organization, sponsoring, F&B, ...

- Kamp Kamp Café is a Star Education and Communication Joint Stock Corporation
subsidiary. Subsidiaries include Star Academy of Art and MOV Communication, which
operate in training and talent development for individuals and groups and specialize in TV
and game show production. With the support, Kamp Kamp can use human resources,

relationships, and technology as strengths in building its brand identity.

2.2.7.2. Weakness
- Kamp Kamp is a newly established brand which is the biggest problem the brand faces as
there are many solid and long-lasting brands. They have a foothold, a particular customer
file, and operating experience.

- The concept needs to go through many edits to suit most of the audience.

2.2.7.3. Opportunity

- Glamping is a new trend among young people. Recently in District 9, Ho Chi Minh City
has just appeared with a business model, Vietgangz Glamping Club Saigon. This point has
created a trend of glamping on social media and an excellent opportunity for business
models following the glamping concept, including Kamp Kamp Café.

- "Glamping" is a phrase that is not yet popular with most young people. One of the
opportunities is to exploit content and bring it to customers.

- Kamp Kamp Café is a new brand that has not yet reached many people. Therefore, it is
easier to shape the brand's direction closer to the customer's trend than the more established
brands.

- Food delivery platforms thrived after the covid pandemic by changing customers'
purchasing habits during the recent pandemic. So that is an advantage that Kamp Kamp

can use to increase sales and brand awareness.

2.2.7.4. Threats
- Delay in construction progress: During the construction and completion of Kamp Kamp
Café, there were some problems with the site owner, making the construction problem
slower than the expected timeline.
- The brand is too young, and many competitors are around to influence it directly and

indirectly.
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2.2.8. Conclusion
After discussing with the client and doing research and surveys, the team found that Kamp Kamp's
biggest problem is the lack of brand awareness with the target customer. Since Kamp Kamp is a
new brand, for this project, the team decided that the main goal would be to increase the awareness
of Kamp Kamp.
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CHAPTER I11: PLANNING
3.1. Goals and Objectives

- Goal: Increased awareness for Kamp Kamp
- Objective: Within two months, from September 5 to November 20, 2022, the goal we
set for this campaign is:

= Gain 100.000 reaches for Facebook posts.

= Gain 5.000 followers on Facebook fanpage.

= Gain 1.000.000 views on Tik Tok.

= Gain 3.000 followers on the TikTok platform.

= Gain 200 followers on the Instagram platform.

= Gain 700 customers during Grand Opening Weeks.

3.2. Target Audience
Demographic & Geographic
- Age: 18 - 24 years old
- Live and work in the Ho Chi Minh City

Psychology
- Love going to a café with a lovely space
- Likes to explore and experience new things
- Likes nature, art, and music
- Likes to travel, camping

- Likes to follow trends

3.3. Insight

After talking with client and from data collected from customers, we found that Kamp Kamp's
primary customer base is dynamic young people who love to learn new things and match trends.
Therefore, understanding the youth insight, we decided to highlight the current hot Glamping

trend, which is also Kamp Kamp's unique selling point.
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3.4. Big ldea and Key Message

Meet the trend of young people who love Glamping but need more time or money or are afraid to
go far. Kamp Kamp will be the solution for young people in the city who want to experience the
feeling of Glamping right in the heart of Saigon.

After discussing with the client, we decided to reuse Kamp Kamp's slogan as the big idea

throughout this campaign and for the event.

Key message: ""There is a need not to travel so far to have the Glamping experience because
Kamp Kamp is right here, near you!"'

With this message, we want to convey to the target audience the benefits of Kamp Kamp to

customers as a solution for short outings.

3.5. Strategy and Tactics
3.5.1. Strategy
3.5.1.1. Channel
Each communication channel has its characteristics, and the choice of each communication
channel has its characteristics. The choice of communication channel depends on each campaign's
strategy, including content, form, and budget. We learn more about the platform and social media
usage habits to choose the right platform to set the communication direction for this campaign.

The primary customer file is mainly the young generation, so social networking is our top priority
when choosing communication channels. Standing top 1 in the most used social networking
platforms category is Facebook, chosen by us as the primary communication channel in this

campaign.
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Figure 28 - Social media platform commonly used by young people

(From Decision Lab Q1, 2022)

Besides, we also built two sub-satellite channels, Tiktok and Instagram, in the campaign. This
choice is because Tiktok is the star of the social networking platform today with its creative short
clips that storm today. Instagram has many features, such as geotagging and polling comments on
Instagram Story, Instagram Reels, IGTV, and hashtags. With these features, we can take advantage

of delivering content in many ways to make it easier to reach everyone, especially young people.
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3.5.1.2. DAGMAR Model

Comprehension Action

np

Purchase prospect

® © 0 O

Figure 29 - DAGMAR Model

We realize that Kamp Kamp is a new brand, and the concept is also very new. So, our goal in this
campaign is to create awareness of the Kamp Kamp brand and increase the level of understanding
about Kamp Kamp customers corresponding to the first two phases of ACCA. In addition, we will

shape the image and personality of the brand through media stories on three social platforms.

3.5.1.3. Timeline

This communication plan is extended for two months, from September 19 to November 20, 2022.

In phase one, we will draw the audience's attention to the Kamp Kamp brand's presence on three
platforms, Facebook, Tiktok, and Instagram, to create brand awareness. We will convey Kamp
Kamp's unique selling point while inspiring the rising trend of glamping to capture the attention

of the Target Audience. Phase one will run for five weeks.

In phase two, there will be a series of activities within the framework of the Grand Opening event.
Expected the Grand Opening event will be held in two weeks, from November 1 to November 13,
with many attractive activities and promotions to attract the target audience. This event is also the

key hook of all the campaigns. Phase two will run for four weeks.
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PHASE 1

FHASE AWARENESS

Timing 5 weeks (19/09/2022 - 25/10/2022)

PHASE 2
COMPREHENSION

4 weeks (26/10/2022 - 20/11/2022)

Phase Increase brand awareness for Provide Kamp Kamp's service
Alenie | Kamp Kamp café information to target audience
Key - Post articles of content categonies | - Post articles of content categories
Activities - Event offline: Grand Opening
- Facebook - Facebook
- TikTok - TikTok
- Instagram - Instagram

Table 2 - Overview the campaign
3.5.1.4. Content Categories

PHASE 1: AWARENESS

CATEGORIES CONTENT KEY WORD WEIGHT
- Glamping
- Rieng
; S . - Kamp o
Articles inspiring Glamping | Thanh phé 20%
- Glamping giita long
Sa1 Gon
-K K
Update about Update progress, images ~ r"a%npKama;np 359
Kamp Kamp Kamp Kamp. ?
- Phuéu
. | A set of photos of beauty - Kamp Kamp o
Photoshoot "Phiéu models in Kamp Kamp - Nha Kamp 3%
- Check in
- Kamp Kamp
Outstanding Update a.ctr_nhes, ::vent*_.; - N{lﬂ Kampn
. and promotions happening | - Tén hoat déng/sie 40%
S in Kamp Kamp kién/chwong trinh khuyén
mai, ...

Table 3 - Content categories of phase one: Awareness
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CATEGORIES

Outstanding
actrvities

Table 4 - Content categories of phase two: Comprehension

3.5.2. Tactics

PHASE 2: COMPREHENSION

CONTENT KEY WORD WEIGHT

- Tan gia 50%

Update activities and - Nha Kamp

promotions taking place during | - Tén hoat ddng/si

the Grand Opening Weeks. kién/chwong trinh
k_huyén mait, ...
- Glamping 20%
- Camping

- Share pictures and stories - Trung tdm thanh phd

about the space - Kamp Kamp

- Share the chill vibe that Kamp | - Café mang concept

Kamp brings to customers Glamping
- Phigu
- Chall
- Mon ngon phai thi 10%
- Mon dn ngon
- Thromg thikc

Share stories and photos about :gz; Eg heong

food and drinks. - Trung tim thanh phé
- Kamp Kamp
- Café mang concept
Glamping

) L. 20%
- Information about Kamp - Nh,a Kafnp cogt
. - - Tiéc nha Kamp

Kamp's services to guests. n
- Swrlkén

- Update photos of events and P ;

. - Promotion
promotions at Kamp Kamp _ Trung tim thanh phé

3.5.2.1. Social Media

Publish posts on three social media platforms to reach the target audience. Use content formats
like stories, reels, photo posts, and clips available on the platform to attract new audiences. At the

same time, we are reminding and arousing the curiosity of the audience who follow fanpage with

new activities and lead them to Kamp Kamp.
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3.5.2.2. Advertising

Run ads for the main posts to attract the audience in the leading target group of the campaign.

A10/2077 - .
1 ijig:g: Knock knock! Ai goi day?
16/10/2022 [RECAP MOMENTS] Nhitng khoanh khic
2 l'-'.-"l 0: O:: dang iu trong Hayd minishow tai KAMP
e KAMP
102022 -
3 igig:gii Kamp Kamp tim det-ti-ni
4 28/10/2022 - Sw vén binh oita 1¢ hanh phé
£ fi Cr1ES o tha
29/10/2022 Increase reach et DL giira fong T pRo Inecrease reach
5 gii 1:3:: ) Tuyén nhén sy
¢ |06/11/2022- TUNG BUNG TAN GIA - KAMP GUI BAN
07/11/ 2022 CHIEC HAPPY HOUR LAM QUEN
- |11/11/2022 - TAROT, VONG TAY MIEN PHI - CON CHG
13/11/2022 GI MA CHUA PI KAMP
8 i é}i 1:3:: ) Tuyéu nhan sie

Table 5 - List of posts running ads

3.5.2.3. Venue Sponsoring
Kamp Kamp provides the venue for the event through rental or sponsorship; in return, Kamp Kamp
will receive media benefits from the partners. The upcoming Kamp Kamp will sponsor Hayd

minishow and fan meeting venue, F-uot's podcast filming location, ...

3.5.2.4. Seeding
Social seeding is an essential role in the campaign, aiming to increase Kamp Kamp's brand
awareness. Through seeding content, Kamp Kamp will approach and welcome new visitors and
attract and create public attention. We plan to post a review of the café in groups of residents in

District 2, Thao Dien, and take the fanpage to comment on other large community pages.

3.5.25. KOLs
With the advantage of being a subsidiary of Star Corp, Kamp Kamp easily accesses many artists
and KOLs under the parent company. We have made a list in section 4.6 of table 20 to contact

these influencers to come to Kamp Kamp to experience and spread the word about the shop.
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3.6. Budgets

1 |Cameraman ::;}’;1; Newii 2 15000004 3,000,000 4| 3,000,000 ¢
PR Digu phii khin £i3 khich méi @m bioan N

2 |Cingrievitn i it o7 cho o ki Ngubi 2 3000004 600,000 4 600,000

3 [Tarot reader 2 ngiy Ngwoi 2 12000004 2,400,000 4| 2,400,000 &

4 [Worshop 2nghy Ngudi 1 6000008 600,000 4 600,000

5 |Nhinsw hoatndo - phitleafler 2téng Newdi 1 B00.000 4] 800,000 4| ‘800,000 g

&  [Khuvwe Grand Opening

7 Background gé |Kich thrde Smxdm Géi 1 2,500,000 | 25000004 200,000 2,700,000 4|Long Lasting
B piyaénmmlg’]:‘:b Diy 30 3500008 105000008 840,000 ¢ 11340000 [LengLasting
) Hosheng tay ol | 120 1YOUETHiEL ké, tron gi GéL 1 2,000,000 & 20000008 160,000 & 2160,000 4

In formes, 5li. diecur, ein mé
10 [Khuvee Tarot + Workshop

1 Diadumg B 2 20,000 ¢ 40.0004] 3,200 & 43,2008

12 Déy dén trang o Dy 1 50,000 & 500004 4,000 4] 54,000 &[Long-Lasting

13 |FOOD TRUCK

Decal, theo Lyout thiét ke tron géi

14 Setindin| Géi 1 1,000,000 | 1000.0004 50,000 4| 1,080,000 &|Long-Lasting

15 Bénchit | bd dénled chay throng hidu theo thidtké Gbi 1 1,600,000 & 16000004 128,000 4 1,728,000 &|Long-Lasting
. M4t set combo trang tribae gém 2 thimg . .

16  [Trangtriléu dome e, ey gid trang 1w, ong ehim Ghi 1 12,000,000 & 120000004 960,000 § 12.960,000 g|Long-Lasting

17  [Trangtribanin

18 G hoa nhé/Lg edm hoa | Binh thiy tinh Chiu 30 100,000 & 30000004 240,000 & 3,240,000 &|Long-Lasting

19 Standee 7€ bin ":5" =13 30 20,0004 5000004 48,000 4| 648,000 Long-Lasting

20

|Am thanh - A thanh phat Géi 1 7.000.000 & 70000004 560,000 4 7560000 4

Anh sang -Din G4 backdrop Géi 1 4.000.000 § 40000004 320,000 4 4,320,000 g

23 [Inleaflet TEr 500 700 & 3500004] 28,000 8| 378,000
24 [Standee Hhung standee. in in, 13p &t, tron géi B 3 350,000 & 10500004 840004 1,134,000 8|
25 |Bamerngodi duimg Can format B 1 1,200,000 & 12000004 96,0004 1,296,000 ¢
26 [Invoucher Te 200 1,500 4 3000004 24,000 4 5240004
€ |Logistics va chi phikhic 7,539,600
27 |Chiphiinin Kich ban, Checklist, thé ETC— Goi 1 500,000 & 5000004 40,000 & 540,000 &|
28 |Vinphéng phim Biit viét, bia dung. keéo . Gbi 1 500,000 & 5000004 40,000 & 540,000 &|
23 |Bingkeodinnén Mau xanh I3, den cii 2 20,000 & 40,0004 3,2004 43,2008

- Cho khich méi, CTV, BTC
30 |Nrde sudi - Thiimg 500m1 24 chai Thitng 2 90,000 & 1800004 14400 4 1944004
- 5ir dung cho ngly rhs va su kifn

31 |Béaim E B 50,000¢ 900,0004] 72,0004 5720008

32 [Phinin '?".’mmm""hﬂm Fhin 30 25,000 & 7500004 04| 750,000 8
-Mincd cing

33 |Cingkhaitroong -Tré ciy, hoa cing [ 1 4,000,000 3 40000008 04 4,000,000 8]
-Vingmi

3% |Chiphiknde [ 1 500,000 ¢ 5000004 0g 500.000¢

D |hay quang cio Social media 2,200,0008

[Facebook and Instagram Ads 2,000,000 20000004 200.0004 2.200.000 g|

TONG CHI PHI 68,168,800 Dibao gom VAT

CHI PHIPHAT SINH

TONG CHIPHI SU KIEN LRI

Table 6 - Budget of campaign
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3.7. Working Process

3.7.1. Responsibility
In this project, after many discussions with Kamp Kamp, our primary responsibility this time is to
come up with the whole plan and work closely with the client to complete the content for the social

network and the Grand Opening event of Kamp Kamp.

3.7.2. Risk Management
When receiving the communication project for Kamp Kamp café, the premises were hastily
constructed and not yet completed. Because Kamp Kamp is a sub-brand in the parent company
Star Corp. ecosystem, it cooperates with many influencers and artists in the future, so neither we
nor the Kamp Kamp side wants risks that affect our activities well the image of the in this

campaign.

We rely on a risk and hazard matrix for planning to reduce risk. This matrix is divided into two
columns, corresponding to severity and likelihood. The severity level is divided by ranks showing
the seriousness of the problem and its impact on Kamp Kamp and the stakeholders involved. In

comparison, the probability is the probable frequency of the issues.

Severity
g MEDIUM
& (3)
D
2 Low MEDIUM
2 (2) (4)
w
< LOW LOW MEDIUM
Q
£ (1) (2) (3)
> Likelihood
Unlikely (1) Possible (2) Probable (3)

Figure 30 - Risk matrix
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Based on this matrix, we create a list of Kamp Kamp stakeholders, including Kamp Kamp

employees, supply chain, business owners, customers, Heineken partners, location cooperation

partners, and events. For the next step, we create a table of possible risks in the campaign, classify

them, and plan to deal with that risk according to the following table.

RISK IDENTIFICATION

STAKEHOLDERS

- Client - Conduct re-checking of content
- Staff . information and images
. . . . Probable Min . .
Content includes wrong information |- Public ova (33) | Makea post to apologize and Unlikely Serious
-Communication department for correct the wrong information Low (2)
Kamp Kamp
- Business . .
Violation of community standards - Communication department for Possib]_e Serious | Double check posts before posting Unikely Serious
Medium (4) Low (2)
Kamp Kamp
- ?:::tess - Pull the canvas cover
) - Unlikely Serious |- Turn on the light Unlikely Minor
Influenced by the weather - Staft . Low (2) - Make sure the electrical system is Low (1)
- Comumunication department for L
well shielded
Kamp Kamp
- Business
- Client . .
The shop ha: t by leted .
]f od ;)p S ot been compie on Staff Unli]k;]‘};i;mus - Accelerate the construction progre: Unhl'l’{:‘]z ?f;nur
schedule - Communication department for
Kamp Kamp
- Business
Comment on customer's negative| Client Possible Serious | Hide negative comments . Unlikely Serious
experience when coming to the shop | Staft Medium (4) - Contact the customer to apologize Low (2)
P g P | Communication department for and find a wav to fix it.
Kamp Kamp

Table 7 - Risk management

In addition, completing the construction also affects the campaign when there is no document

about actual images to post on the fanpage. In the period when the construction is still incomplete

and lacks resources for space, staff as well as images of dishes, we plan to use the design with

elements: logo and the color pallet of the business to run communication at an early stage. Besides

that, it is the continuous going to site check and taking actual pictures of the shop according to the

construction progress.

3.7.3. Timeline

TIMING
(19 - 25/09)

(26/09 - 2110)

(3-9/10)

(10 - 16/10)

(17 - 2310)

(24 - 30M10) (31110 - 6/11)

(7-13M1) (14 - 20/11)

PHASE

PLATFORM

suB
PLATFORM

PHASE 1
AWARENESS

Facebook

PHASE 2
COMPREHENSION

TikTok

Social media execution
Social media management

ACTIVITIES Event production
| Evaluation
Table 8 - Timeline working process
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CHAPTER IV: EXECUTIONS
4.1. Social Media

Social Media is the channel deployed throughout the campaign for ten weeks in two phases.
Through social media, Kamp Kamp could create points to touch audiences, increase awareness
about the brand and connect with the target audience. In the campaign, we will produce content
and publish it on three platforms: Facebook, Tik Tok, and Instagram.

NCAY IEL FACEBOOKE TIETOE INSTAGRAM

GIAN
Thi 3 20912022 19:00  Hot ran rin v&i xu budne Glampins Hinh dnh [l O Vén T
Thit 5 22/9/2022 1900  NhiKampcsei Hinh anh O O Yie | &
Thir 2 26/9/2022 19:00  |1was lost within the darkmess_ but then [ found vou Hinh 3nh 0 (] Yén Ti
O ddms 35t 37 Khons phii R .
gm0 y ons =3 | i i
Thit 3 27/9/2022 19:00 D 12 Hard cens Vit Mam. Hinh 3nh = O (] Yén Ti
Thir 4 28/9/2022 16:00 | DI KAMP BE PHIEUI! Hinh 3nh O O Tén Ti
The? | 1102022 | 19:00 g‘_‘&[gkﬂ MATNEUNGSHOW TR R Hinh inh O O Yén Ta
Thir 2 3102022 19:00  |LOI'VAO NHA KAnP Hinh 3nh O O Yén Ti
. BO TUI NHUNG TIPS KHI BI EAYD MINISHOW .
104202 : o
Thit 3 471002022 13:00 TAIEMPEAE Hinh 3nh = O a Yén Ti
Thir 3 471002022 16:00  |TIP QUAN TRONG KHONG THEBO LG Hinh dnh O Yén Ta
Thit 4 51012022 19:00 ﬁlﬁm&n khae bt netr i qua, chiée do dang doge n Video O O Yén Té
. : <. Tuimi 51 qua t2i Havd minishow. Mzh s hém qun d2n - .
5 207 3 o
Thir 4 31002022 1500 | % s e 21 g it sl ottt i o Video O O Yén Ti
. Hayd En d3n bifu didn Blank side - bai hit anh vidt - :
Thit 4 51012022 W0 et K K s Video O = a Yén . Té
. Hing bift hiw 35 Havd 42 ndi bao zhidn tr OMG niz. . .
57100202 - = DT i 3
Thir 4 31002022 00:00 P . Video O (] Yén Ti
Dia it nhac deep nbime tim hon anh thi ludn ding .
Thi3 | 6102022 | 0900 | uun Bi¥a 36 di Kamp "d3u ¢ trén miy” véi loat bidn Video O O Vén Té
cim dé throms Indn
Thiy cac tinh y2u phin bdi nghe live phitu qui nén
. 0 N Kamp Kamp up thém cho ngwéi throns réi diy. dims o .
Thit 3 61012022 15:00 aain il 84 c3p ahit tim < . Video O O Yén Ti
trinh ciing nhir cdc sir kisn =3p toi nha
ThiS | 6102022 | 2100 ;:E::" going through the motions. Leammg how to Video O a Yén Ti
. Hay dims 32 up story thi nay cudi cing ciing dwos nshe . L [ .
10702 § v dimg ¥ : = ciing duge ngl
Thir 5 610/2022 0000 | Sy Video O (] Yién Ti
Thit 3 6102022 19:00  Recap: HayD show Hinh 3nh O a Vén Td
Thrs | 6102022 | 21:00 | Recap: HayD show Hink inh O O Yen | Ta
Thiz 6 710/2022 11:00 | Recap: HayD show Hinh 3nh O a Tin Td
Thit 6 771012022 11:00  Head in the clonds live tai Kamp Kzmp Video O a Yén Td
Thix 6 771072022 19:00  Thay Avatar Hinh inh O (] Tin T
Thix 6 710/2022 20:00  Thay Cover Hizh inh () (] Tin T
Thir 7 97102022 1330  NhiKampcési Hinh ank O a Yen | Ta
Thik 7 910/2022 21:00  [POC QUYEN: PHONG VAN HAYD TAT MINISHOW Video O (] Tén Ti
L KHAN GLA NOI GI VE MINISHOW HAYD TAI . : [
10/2022 T g g ;
Thr3 | 1310202 0 |pamrar Video O a Tin Td
TS | 13102022 | 15:00 | Photoshoot: "Phifu” Epdl - YOU ARE MY MUSE Hinh 3ok O Yin | Ti
Thr6 | 14102022 | 1900  ENOCKENOCK! AIGOIBAY? Hinh 3ok ] a Yan Td
Twe7 | 15102022 | 1500  DIKAMPCANGD? Hinh ank O a Yén Ti
Chinhit | 16102022 | 11:11  KampKamptimdettini Hinh 3nh O O Yem | Ta
Chimhit 16102022 1930  NHUNGKE HAY PHIEU Hink ink O O Tin Ta
Thi 3 181012022 1930 S bich vén tzi Kzmp Kamp Hink ink O O Yen | Ta
Third | 19/10/2022 | 16:00 | Share: F-wot cir kip (Sponsor venus) Hizh 3nh Yen | Ta
Thir4 | 19102022 | 15:00 COE- T%f"-m CHUA BIET CUNG €O THE BN Hinh inh O a Tén Ti
THES | 20102022 | 11:30 | Chéic mime nedy phy ot VN Hink ink O Yem | Ta
T3 | 20102022 | 19:00 | CO BAO GIO BAN BI "EAMP" CHUA? Hinh 3nh O a Tin Td
Thie6 | 21102022 | 2030 gh&"“’“"" Phaza™ Ep02 - M LOOKING FOR Hinh anh O O Yén Ti
Thir6 | 22102022 | 12:00  EKampEamp tim dettini- P2 Hinh 3nh O a Vin Td
Tm3 | 25102022 | 11:00  DEN KAMP BAO PHE - DILA THICH ME Hinh ink a Yén Ta
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Thix 4
This 5
This 6
Thir 7
Thi 7

Chi Mhit

Chi Mhit
Thix 2
Thix 2
Thi 3
Thie 3
Thie 4
Thix 5
Thi 3
Thix 6
Thix 6
Thir 7
Thi 7

Chil nhit

Chil nhit
Thix 2
Thix 2
Thie 3
Thie 4

Tho 4
Thr 3
Thn 3
Thir 6
Thr 6
Thi 7
Thi 7
Cha nhit
Ch nhit
Thir 3
Thir 4
Thir 4
Thr 3
Thir §
Ther 7

Chu nhat
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26/10/2022

27/10/2022

18/10/2022

19/10/2022

19/10/2022

30102022
30/10/2022
317102022

317102022

1/11/2022
1/11/2022

21172022

3/11/2022

3/11/2022
3/11/2022

41172022

31172022
51172022
6/11/2022
6/11/2022

71172022

71172022
81172022
9/11/2022

5/11/2022

10/11/2022

1011172022

1171172022

11112022
12112022
12112022

13/11/2022
13/11/2022
15/11/2022
16/11/2022
16/11/2022

17/11/2022
18112022
19/11/2022

20112022

20:00

18:30

20:30

16:00

20:30

16:30
20:30
16:30
20:00
02:00
19:30

10:00

09:30

18:30
19:30
15:00

12:30

18:30

11:00

15:30
09:00
20:30

02:00
21:30
15:00
18:00

15:00

09:00
21:00
21:00

18:00

KAMP KAMP TAN GIA - MOI BAN DEN CHOI
NHA

TDMDUQC NUA K14 TAIKAMP EANP

CHOI GAME NHAN VOUCHER CUNG EAMP
EANP

RIN RIN! KAMP KAMP 847 TGI!

TUNG BUNG TAN GIA - KAMP GUI BAN CHIEC
HAPPY HOUR LAM QUEN

"BI RUNG" NHUNG VAN DU BIEN
Countdown

Ghé Kamp tim chit bink vén

KAMP KAMP MO CUA - KHUYEN MATSAP
SAN

Recap: Vi khich dic bist

Raczp: Nedv din khai treeme

NHA KAMP CANG DET HOAT DONG
NGUYEN NGAY

Saries: Ghé Kamp 3n =i

(Com tim_ Stip =3 Bénh mi chis)

NONG! MUA 1 TANG 1 TATEAMP KAMP
Share Lai bii Happy Hour

Serizs: Ghd Kamp in i

(Coffes dira)

Fecap: 3 nzay dan khzi trrons

Fecap: Tidc nha Kamp

Fecap: Tidc nha Kamp

Series: Ghé Kamp 3n =i

(Binh mi chio)

Happy Hour

Thay vi Kamp chin, hiy dén Kamp Kamp

Tram tri mors Kamp Kamp

Senes: GheKamp an =

(Beef Stezk))

TAROT, VONG TAY MIEN PHI - CON CHO GI MA
CHITA DI KAMP

MAT NGU VI NGHE TIN EAMP KAMP SALE LON
11111

Series: Ghé Kamp 2n =1

(Vitamin C Smoothie)

CHI V01 60K BAN SE €O BUQC Gl TAIEAMP
EAMP

Merm: Sang nay In gl

Recap: TAROT, VONG TAY MIEN PHI DANG DIEN
RA TATEAMP KAMP

HOM NAY BAN AN SANG CHUA?

Recap: Chudi hoat done v Lim vine hat

"Tin gia” vi chuyén chra ki

Tas ngay dira ban 52 d2n ban 31 Kamp w30 cudi fuin méy
Bée dio quin cafs 06 vibe nhr D3 Lat sxiz lons 831
Gén

Series: Bép nhi Kamp

Recap: "Tin gia” va chuyén chma ké

Cuii tuin chay dealine nhume van chill

EAMP EAMP - KHU RUNG Bi MAT NAP GIia
LONG SAT GON

Hinh anh

Hinh anh
Hinh anh

Hinh anh

Hinh anh
Hinh anh
Hinh anh
Hinh anh

Hinh anh
Hinh inh

Hinh anh

Hinh anh

Hinh anh

Hinh anh

Hinh 3nh
Hinh anh
Hinh 3nh
Hinh anh

Hinh anh
Hinh anh
Vadeo

Hinh anh

Hinh anh

Hinh 3nh

Hinh anh

Hinh anh
Hinh inh
Hinh inh
Hinh anh
Hinh inh
Hinh anh
Hinh anh
Hinh anh
Hinh anh
Hinh anh
Hinh anh

Hinh anh

Od [ Tén
O O Ven
Od O Tén
O Tén
O O ¥in
O Tén
O O Yin
O O Ven
O (N Yin
d O Tin
O O Yan
O O Vin
O O Yén
O O Vn
O O Vén
O O Vin
O O Vn
[ [ Vn
O O Vén
O Vén
O O ¥én
O (N Ven
U U Vn
[l O Vn
O O Yén
Vén
O O Yén
O Yén
ad O Yén
O [l Yén
ad O Yén
O Yén
O O Yén
O O Yén
O [ Vén
O O Vin
(] [l Yén
O d Yen
Od O Vén
O O Vén

Table 9 - Campaign communication timeline
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4.1.1. Facebook

CONTENT IN EACH PHASE

NUMBER OF
CONTENT POSTS
Articles inspiring Glamping 7
Update progress and images of Kamp Kamp 12
Phase 1:

Awareness Photoshoot "Phiéu" 2
Update activities, events, and promotions 13
happening in Kamp Kamp
Update activities and promotions taking place 16
during the Grand Opening Weeks
- Share pictures and stories about the space
- Share the chill vibe that Kamp Kamp brings 10
to customers

Phase 2:
Comprehension - Share stories and photos about food and 8
drinks
- Information about Kamp Kamp's services to
guests .
- Update photos of events and promotions at
Kamp Kamp

Table 10 - Content in each phase

Figures after running the campaign:
- Page likes: 5.097
- Followers: 5.191
- Total posts: 71 posts
- Content share and update information, images, and events related to Kamp Kamp

% Kamp Kamp

Figure 31 - The new interface of Kamp Kamp fanpage
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’ Kamp Kamp

Kamp-down and let's glamping 4
5.096 ngudi thich
5.157 ngudi theo ddi Trang nay

61 ngudi da check in tai day

093 58193 39

Thung phan hbi trong vong mét gis

Khoang gia - $$

Cé Wi-Fi mién phi

Figure 32 - Basic information about Kamp Kamp has also been updated on fanpage

Téng s6 ngudi theo doi Trang: 5.191

Téng s6 ngudi theo ddi Trang TIEU CHUAN

Figure 33 - Total page followers reached 5.191
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Téng lugt thich Trang: 5.097

Téng lugt thich Trang TIEU CHUAN
So sénh hiéu qua trung
binh theo thdi gian.

Téng ludt thich Trang

Figure 34 - Total page likes reached 5.097

:4:9 Kamp Kamp ~ iz 19 Thang 9, 2022 - 20 Thang 11, 2022 ¥

S8'nguai tiép cén

So sanh s6 ngudi ti€p can trong khoang thdi gian nay véi khoang thdi gian trudc do U S tn R quah ciidng

S6 ngudi tiép can Trang Facebook ® S6 ngudi tiép can tra phi ®

83520 T 24K% 10.0164‘100%

Hang ngay Céng don

20000
15000
10000
5000
o -
24 Thang 9 4 Thang 10 14 Thang 10 24 Thang 10 3 Thang 11 13 Thang 11
SG ngudi ti€p can Trang Facebook @ S6 ngudi tiep can Trang Facebook
19 Thang 9 - 20 Thang 11 18 Thang 7 - 18 Thang 9
Fan cta ban Ngw&i theo déi cia ban S6 nguwoi da tiép can Sé nguwdi twong tac

S6 ngwdi ¢ bat ky ndi dung nao thudc vé hodc néi vé Trang clia ban trén man hinh cda ho, dirge nhém theo do tudi
va gi&i tinh. Day la sé liéu wéc tinh.

29%

NG

17%

W 53%
S0 ngudi dd 1%
tiép can

5%
[ 1% 0,369% 0,224%

1317 18-24 25-34 35-44 45-54 55-64 65+

Nam 0,920%

1% 0,322% 0,303%

15%

| 46%
S0 nguoi da
tiép can 24%

Figure 36 — The age of customers on that fanpage reached
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Hiéu qua cua bai viét
-
" Kamp Kamp
» <
V&a# Ngudidang: Ngoc Mai 26thang 10- @ 5.547

%3 KAMP KAMP TAN GIA - MOl BAN DEN CHO' NHA %3 365
h Ngay 01/11 Kamp Kamp mé clra

¥y Ngay 01/11 Kamp Kamp mé ctra 263 249 14
¥ Ngay 01/11 Kamp Kamp mé& ctra... Xem thém ) ] t
..GLAMPING 48 29 19
{SAI GON [v] i
([ cAMPING THU GIAN NGAY THANH PHO ) 3 0 3
[ THOA SUC TRAI NGHIEM NHONG MON AN & ] 0
THUC UONG TREN CA TUYET VOl
9 6 3
e
37 19 18
6 6 0
339
42 0 297
NHAN XET TIEU cyC
0 1
0 0r

Figure 37 - The opening announcement post gained 365 interactions and 5.547 reaches

Hiéu qua cla bai viét
b . Kamp Kamp

¥4a” Ngudi ding: Khanh Linh 13 thang 10- Q@ 1.806
Photoshoot: "Phiéu" Ep01 - YOU ARE MY MUSE 134

Em khdng la nang tha

Nhung em la nang thd cia Kamp Kamp... Xem thém 51 36 15
) i
42 39 3
O véut
6 0 6
Py £
2 1 1
) ;
31 21 10
4 4 0
337
96 0 241

NHAN XET TiEu cyc
0 t 0
0 ) 0 B¢

1.806 an e

Ngu3i tiép can LUt tudng tac e At e

QD Ban va 72 nguai khac 21binh ludn 4 lugt chia sé
Q© véu thich (O Binh lugn @ Chia sé &~

Figure 38 - Series Photoshoot: "Phiéu™ achieved 471 interactions and 1.806 reaches
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Hiéu qua clia bai viét
32 Kamp Kamp
»
v, . ¥ Ngusi déng: Nguyln Td [7]- 16 thing 11- @ 616 ngusi o
W Céu chuyén cam lanh vé chi khing long t6t bung nha Kamp Kamp 89 )
#KampKamp #Glamping #GlampinggiualongSaiGon
Kamp Kamp - Glamping gilfa Ibng Sai Gon 24 23 1
3 2 1
o v £
39 39 1}
® Hal D6 vai bai viét !
Wik @ g N 1 1 ()
HIN'CAM PONG ok R
= 2 21 - 1? i 2"
& - = % im
iy alal: 2 1 0
. . Ludt ¢ 5@ én ba &t ér
213 56 14n nhdp vao ba

66 0 147

NHAN XET TIEU cyc
0 An bai viét 0 An tét ca ba
084 f 0

616 302 ==

Ngusi tiép cén LUt tudng téc g thé quing céo

# D 8an va 63 nguwi khic 19 binh lun 11udt chia sé
- O Binh luén £ Chia sé v

Figure 39 - The story of the dinosaur gained 302 interactions and 616 reaches

During the campaign's implementation, we received customers' messages of interest about Kamp

Kamp's services:
- 13 guests were texting to ask about services, menus, or party bookings

- 69 guests were texting to inquire about Kamp Kamp's events

@ reomabnomtiieh chi ever

Dp minh cim om 54 ghé 1m 8 &
v

B rovnossiunang e

. B30 nhidu ngubl x tén 1én Glng kad

Da vng ah. M 9] trang hot glan khal tryong bén minh 58 g
™

i 10N/l 1ing kiben dicor khéng glan théc don gin midn phiaf

Figure 40 - Messages from customers asking about Kamp Kamp's services on fanpage
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Thuy Nguyen
nhiu hoat déng nhy zay chai sang dim md

da

'l NART HNIM TUHN

10 dién

Viét Thing

¥y @an nha né phai ghé mai

Kamp Kamp

< Lugt nhdc dén Trang

.‘* Vii Ngoc Anh @ cling véi Cuding Seven tai
Kamp Kamp.

T @

Tu dung lot dau cai Camp ngay gilfa

hill vifa an ubng ngon ah

o md clra tir 7:30

Thuy Trang
@i Kamp 13 dep d n duing hk s8p £AMA
v

Kamp Kamp
dep hong th

nhung ma da di 1a mé Kamp §én @

Khanh M7

i

A Hoai Nam da tri 0

W aztiog s v VR
g ftf,*’%% _
illc mp Ka

Figure 42 - Page checked in and mentioned by Influencer

Page | 65

Branding campaign for Kamp Kamp café



FA22MCO01 | Multimedia Communication Capstone Project

4.1.2. TikTok

Figures after running the campaign

- Follower: 3.413

- Total likes: 106K

- Total number of posts: 12 clips

- Content: update live performances and events at Kamp Kamp

A @ Kamp Kamp A €D &

49

Rart

@kampkamp.sg 52
0 341 106,0K
Pang Follow Follower Thich

Stia ho so

Glamping gitia 1ong Sai Gon 44 4 4
Follow dé cap nhat event tai quan nhooo v

Don hang cua toi

Head in the clouds tai
Kamp Kamp quén 2
s WP
e b
g |

| e~ LAt ete @

BIDY gy @1 25

O X S
Hop thu

Trang chu Ban t

Figure 43 - Kamp Kamp's Tik Tok channel interface
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Téng s6 follower ()

3,410
3.9K

/,4 2.9K

1.9K

972

thang 103 05 07 09
S0 follower rong ()

988

+40.91% (so vGi Oct 27 — Nov 02)

Figure 44 - The number of followers increased by 40.91% compared to phase one

Thdi gian hoat ddng nhiéu nhat () Gig Ngay

< thang 11 08

9pm
1016 follower

Figure 45 - Followers are most active at 9 PM
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Théng tin chuyén sau vé follower ()

Tubi
18-24
66%
25-34
: 27%
35-44
5%
45-54
1%
55+

1%

Figure 46 - Age of followers on TikTok

< Phan tich video

Hiéu suéat NgudGi xem

4 e
Head in the clouds tai
) Kamp Kamg.quin 2

D{f li8u ké tif thdi diém dang: 5 thang 10 2022 9:48 PM

N

845K 89K 542 1,275 3,955

Figure 47 - The live video performance of the song "Head in the cloud™ reached 845.000 views,
and 89.000 likes
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< Phan tich video

Hiéu suét NguGi xem

B - Py N f—1
R [ oo ]
4 Nl g

124K 7,210 27 9 150

Figure 48 - Video interview Hayd reached 124.000 views and 7.210 likes

< Phan tich video

Hiéu suat NguGi xem

28K 223 1 1 5

Figure 49 - Video live performance of Tuimi at Kamp Kamp reached 28.000 views, and 223 likes
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Figures
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4.1.3. Instagram
after running the campaign
Followers: 231

Total posts: 30 posts

Content: mainly sharing images about Kamp Kamp

Set art layout for Instagram

kampkamp.sg 7

30
SETRVIE:

231

Glamping giira long Sai Gon 4. 4. 4

Quan ca phé

Kamp-down and let's glamping %

Xem ban dich

® =

2

Ngudi theo d6i Dang theo doi

Bang diéu khién chuyén nghiép
D3 tiép can dudc 2K tai khoan trong 30 ngay qua.

Chinh stra trang ca nhan

MENU Kamp the H... EVENT ASK ME!

’ Vamin C
‘Yr:/f»(/inl

Branding campaign for Kamp Kamp café

Figure 50 - The interface of Kamp Kamp's Instagram channel
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kampkamp.sg @+

=¥ l’ Care

0 HEAD N
) THE CLOUD ,‘: ’%
’ VIETNAM ) 3 FANMEE“NG

COMING SOON &MISHW h;,v 1 :

Figure 51 - Layout for Instagram in the direction of art as required by the client

‘¥ S

' \»‘:,“_/ '
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All stats on Instagram increased:
- The reached is increased by 2.190 accounts
- Engaged accounts increased by 237

- Total followers increased by 239 accounts

Tai khoan tiép can dudc

Tai khoan da tuong tac 237

Tong s6 ngudi theo doi 239
+11.850%

Figure 52 - All stats on Instagram increased

Poi tudng tiép can dudc ©

Figure 53 - Age of followers on Instagram
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4.2. Event
4.2.1. Event Schedule

After receiving Kamp Kamp's briefing for the grand opening event, we scheduled the event for a
week. The event lasting for two weeks will combine promotion and activities to attract customers

to the shop. The event is called Grand Opening Weeks.

Promotions: Scheduled the specific promotional activities as follows:

- Buy one get one free: For every purchase over 55.000 VND, customers will get 01 cup of fruit
tea (November 1 - November 3, 2022)

- Happy Hour: A discount program for café-related products when guests arrive in the time
frame from 8 AM to 11 AM (November 4 - November 10, 2022)

- 11/11 Super Sale: Customers who need to visit Kamp Kamp on this day and show the staff
their screenshot taken at 11:11 will immediately receive a 10% discount voucher for their next
order, along with an instant discount of 11% for the total bill (November 11, 2022)

Activities: There are free activities taking place on the last two days of the grand opening weeks
(November 12 and 13, 2022) when customers have an invoice value of over 100,000 VND:

- Workshop on making bracelets/necklaces with beads, taking place from 3 PM to 6 PM

- Spread Tarot cards with 02 general questions from 6 PM to 8 PM

Private party: Besides, during the operation of the fanpage, we received an order for a birthday

party for guests during the opening week, with 50 people, to be held on November 5, 2022.

EVENT SCHEDULE

NGAY DIEN RA

sr THO1 GIAN
1 2 3 4 5 3] 7 8 9 10 | 11 | 12 | 13
1 PROMOTION Ca ngay
Mua 1 téng 1 X X X
Happy Hour X X X X X X X

Sale 11/11 X
2  ACTIVITIES

Workshaop 15:00 - 18:00 X

Tarot| 18:00-20:00 X

3 PRIVATE PARTY 17:00 - 21:00 X

Table 11 - Event Schedule

Page | 73 Branding campaign for Kamp Kamp café



FA22MCO01 | Multimedia Communication Capstone Project

4.2.2. Timeline
In the next step, we will make a detailed timeline of the total items to keep up with progress. All
the items according to the process of the event, including the following steps:
- Development: Planning and creative
- Pre-production and Post-production: Creative and site check

- Production and Distribution: Setup and onset

TIMELINE TONG
. mc TMELNE
] o e e S e S
19 20 21 1 23 M 5 6 I 2 B W I 50 14 15 15 17 18 13 20
4 PLANNING
1 Crestive pian
K& hoach s kidn 19102@2 | 3 | 2010z
D i kinh phi 19102@2 | 3 | 20100z
Agendy 19102@2 | 3 | 2100z
EventZeript 1910222 | 3 | 20102022
HMhiin s the hicn 19102@2 | 3 | 20100z
Timeline tdng 19102@:2 | 3 | 20100z
Eiric F design 19102a22 | 3 | 2410202
2 Duyét pian
Giri phin cho chi Bhi 2310202 | 1
Hap Eing v chinh =3 plan 24102022 | 1
Du et plan 24102022 | 1
B |CREATIVE
3 Thted
Fa dd ki it 24102022 | 2 | 2510202
Thur mari i n kr 24102022 | 2 | 2510202
Waucher 24102022 | 1 | 2410202
Jin phim trut n thén g online 24102022 | 10 | 211202
4 Ewventplan
MAC zeript 24102m2 | 1
Agenda, Event Flow 24102022 | 1
T 45 b i nhin s 24102022 | 2
Checklizt 24102@2 | 2
Crisis plan 24102022 | 1
5 Nhin sy
Lign he CTY 2510202 | 1
Lign he Cam eraman 25102022 | 1
Lignhe cd c b n workshop 25102022 | 1
Likn he bock Tarek reader 28102m@2 | 1

C PRODUCTION
B0 xudt set decor
Kifm tra hang muc =3 nxudt

25102022 | 7 | W00z
No2@2 | 1| N0z

& Thicbng
Hodn £t thi céng Kamp Kamp 270202 | 1
Hedin bt Menn 2710202 | 1
7 Suppikr
Lién b bdogid vi chitzin wudt 25102022 1
Kifm 3 hangmue decor giozae2 | 1
Setup cic hangmue decer 3o | 2
B Gy phep
¥ gy phép thoe hisn choangtinh 25102022 | 5 | A0ANZ
D SETUPVA REHEARSAL
Hodn Bt semp 302022 1 202
Kifm tra bing cdc ha ng muc 3o2@e2 | 1 30z
Hopting chuong Hinh 3010202 | 1 | IR
Cha y gen 29102022 | 2 A0
Riehearsal 3o2@2 | 1 30z

E EVENT DAY
Kie m tr che hang muc chuang winh méin giy
Don & pméingiy

01112022 | 13 | 131172022
art2@2 | 13 | vz

EEFF §% EIEET F P9V Y §P GOEE PUEEE GEEY UP CREEES0

F | SAUEVENT
Dion dep v thio & 14112022 | 1 | 14112022

Lim repert bio cdo chokamp Kamp 15112022 | 1 | 15112022

HapFeedback naibs 18112022 | 1| 111202

Gi i nglin v quutthodn 18112022 | 3 | 1112022

Table 12 - Timeline of the event
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4.2.3. Agenda

TUP + REHEARSAL

Setup chwong trink

- Sin suitcichang mucvi setup ki vuesy kign

Kamp Kamp x

Rehearsal

- Chay tuyén v rehearsal téng swkién

GRAND OPENING - NGAY 1
Thir 1/11/

Ciing khai trrong

Reczp
KampKamp | = x x

- Tép tung cécKey nlin sy cis chvon g miu vi cicream: Vin hiak P,

3 4145 Tepmungabinsy | CEdons Phong hop lén
s 5:00 5:30 Setup ban ciing 1& - Chudn bi bin cing 1& Céngvio Setdd ciing x Recap
5 6:00 620 | Nghi thirc cling khaitruong | E&f:‘ﬁ:ﬁ‘ng Céngvio Setdd cing x
Hoat déng khai trreng

3 7:30 22:30 Bén khich - Bio vé sip xép xe vi huéng din khich mai vio khu vrc Kamp Kamp Céngvie x x x
7| 780 | 2280 Cwphishharkin | Hrdog din ety e e T Fhowbooth | x| x | AubRIGyEm :

Scanmi QR - Thong tin véi khich vé hoatdéng check-in quét mi - Poster QR code
B 7:30 22:30 sﬁdﬁinﬂ‘:“ - Khich order métmén birky trong menu sé duoe ting mét Iy td trii ciy Foodtruck x x x
9 12:00 13:00 Nghingod &n trra - Chia ca nghi ngoi v in tra Bép x
10 2230 23:00 Den dep kinu v - Don dep vi ting v sinh cickin e Kamp Kamp

GRAND OPENING - NGAY

Thit 4,5 - 0

11 7:30 22:30 Bén khach - Bio vé skp xép xe vi huémg din khich méi vio khu vre Kamp Kamp Céngvio x x x
N a0 250 Chup iahcheckin |- Hiréng din va b o Khich chup hish @ FTE rhatobooth | = . |- Hsshmgmydn R
Scanmi QR - Théng tin véi khich v hoat déng check-in quét mi - Poster QR code
. X Special promation . . . e e b trd e
13 7:30 22:30 Mus 1 ting 1 - Khich ordermatmén bitky trong menusé dwoe ting mét Iy i trdi ciy Foodtruck x x x
14 12:00 13:00 Nghi ngoi, &n trra - Chia ca nghi ngoi vé in trira Bép x
15 | 2230 23:00 Den dep kinu v - Don dep vi ting v sinh cickin e Kamp Kamp

16 7:30 22:30 Dén khich - Bio vé sip xép xe vi huéng din khich méi vio khu vrc Kamp Kamp Céngvio x x x
- 230 1230 Chup hinh checkein |- Hiréng din va ho o khich chup hink @i P78 Phowbooth | = , |Hashmgmydim R
Scan mi QR - Théng tin véi khich v& hoatdéng check-in quét m3 - Poster QR code
) . Special promotion . s ias o
18 800 11:00 Hapey hour - Khich order trong mem Happy hour dwec gidm gid dicbiét Foodtruck x x x
195 12:00 13:00 Nehi ngoi, in tnra - Chia ca nghi ngoi va in trra Bép x
20 | 22:30 23:00 Don dep khu vic - Don dep va téng vé sinh cickhu vire Kamp Kamp

GRAND OPENING- NC

21 7:30 22:30 Pén khich - Bio vé sip xdp xe v hwéng din khich méi vio khu vre Kamp Kamp Céngvio x x x
Chup hinh check-in - Hiréng din v hé tro khich chup hink i TS - Hashmg tay cim

2| 73 20 Sesnmd QR - Thaug tin véi khich v& hoatdéng checkin quét m3 Fhotobooth | x ® | poster QR code ®

23 200 11:00 SP’HTI‘"":;':“ - Khich order trong menn Happy hour dwee gidm gid d3ebiér Foodtruck x x x

24 12:00 13:00 Nehi ngoi, in tnra - Chia ca nghi ngoi va in trra Bép x x x

25 14:00 15:00 Setup, decor khu vue party |- Setup va trang i khu virccho khich dittiéc Khuvwcsincd| x x  |Setdd trang e x

- Bio vé sip xép xe PN
17:00 17:30 o i & x c

26 Bonkhichdutiee | o hémg din khich vio khu vre dictie ongvee ® ® ®

a7 1730 1800 Gn dinh chd ngai Khoveesined|  x x %
. . - Waiter phue vu cie mén in theo ser 43 83rsin .

28 16:00 19:00 Sir dunz mén - Kiich 5% dung dm the i Karap Kamp Khuviresincd| x x x

29 | 13:00 20:00 Hoat ndo, dancing - Khich tham gia minigame v& nhdy theo nhac tai khu vire photobooth Photobooth | x x x

30 22:30 23:00 Don dep khu vire - Don dep vi tong vé sinh cickhu vire Kamp Kamp

6 - 10/11

31 7:30 22:30 Bon khich - Bio vé sip xép xe va hwdng din khich méi vdo ki vre Kamp Kamp Céngvio x x x
Chup hinh check-in - Hiréng din v hé tro khich chup hink tzi PTB - Hashizg tay cim

2| 730 20 Scanmd QR  Théug tin véi khich vé hoatddng check in quét m3 Fhatobooth | x * | Poster QR code *
Special promotion . N PR

£8:00 1100 - Foodtruck

33 e Khich order trong menu Happy hour dwpc gidm gid dichiét o x x x

34 12:00 13:00 Nghingod in trra - Chia ca nghingoi va n trua Bép x

35 22:30 23:00 Den dep khu vie - Don dep va tong vé sinh cickhu virc Kamp Kamp

GRAND OPENING- NGAY 11

Scanmi QR

36 7130 22:30 Bén khich - Bio vé sip xép xe v hwéng din khich mai vio ki vre Kamp Kamp Céngvio x x x
3 730 130 Chup hinhcheck-in |- Huéng din va h tro khich chup hinh tai T8 Fhotbooth | x , | Hashegtaycim .

- Théng tin véi khich v& hoat déng check-in quét md

- Poster QR code
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Budc 1: Ghé Kamp Kamp viongay 11711
Special promotion Burée 2: Khoe véi nhin vién inh chup man hinh lic 11:11 ngay 11/11. Foodtruck

8:00 11:00
38 Sigu sale 1111 Busc 3 Nhin qui iEn tay (phin snack) v nhin ngay wu 43 gidm gis 1106 * ¥ =
cho tang bill
39 12:00 13:00 Nghingoi in tnra - Chia canghi ngei v in trira Bép ® x
40 22:30 23:00 Don dep khu v - Den dep vi tong vé sinh cickhu vee Kamp Kamp
GRAND OPENING
Thi 7, CN - 1
41 7:30 22:30 Dén khich - Bio vé sip xép xe v hirdmg din khich méi vio khu virc Kamp Kamp Céng vio x x x
) ) Chup hinhcheck-in |- Huéng din vi hé tro khich chup hinh tai PTB - Hashmgtay cm
2 7i30 2230 Scan m3 QR - Théng tin véi khich +& hoat déng check-in quét mi Fhombaoth | x ¥ . Poster OR code =
43 1200 13:00 Nehi ngot, &n trra - Chia canghingoi vi Sntrva Bép ® 5
4 1330 g0p | SEP K weworkshop v Binlén x x x
tarot
_Lhm‘?:hv‘:ﬁihv‘;:vn::dwwiWn&shnpwnm - Setd® lam véng
15:00 18:00 am v o o Ban 1 L 3
45 Worlshop lamvong | 2 T ki !Gnhhl.amvang i 1 = x :dnsterWndxshnpva QR x
- Sau khi lim véng xong, mi khich scan m3 QR Lim Lhio sit cone
- Thong tin véi khich v& hoat déng Warkshop v Tarot - Tarot: Khin wit, dén led
- Mot khich viokhuvue Tarot - N
46 1800 2000 Tarot ° ; Binlén % 5 |day x
- Hidm tra bill, doc bii Taror .
) N s s R L i ok - Poster Tarot v QR code
- Sau khi doc bii Tarot, méi hach scan m3 QR lim khio sit
47 | 2230 23:00 Don dep khu vie - Don dep va téng vé sinh cickhu v HKamp Kamp

TONGKET

Table 13 - Agenda of the event

4.2.4. Checklist

CHECELET
REHERSA | GRAND (Werkzhop |
Lt L m Tarer
A |NHANSU
1 D phii chuomg trmh x E E z Narei Uz
] I thuar x 1 1 T e 1T |AmhSm
3 Nhan v En phue vie - E_'sp I I I H Nenmi
4 Nadn ar o frg| I I I Nearei 3
3 Cameramnan | Qu=y Gp & s ken 1 e T
[ Tarot reager 3 Nawoi 2 |Hypnos Tert
7 Workshap z Narri 1 [Chikk
T Nidin s hogt nao | 1 DR, 0 1 THO00 - IGRID z Nari 1T |AdTH
B |KHU VUCFHOTOBOOTH
El Backdropps| I I I I Khumng 1
10 Ehung g5 cfir 4| T2i s dong x z z z Khung 1
11 Lage formar x T I I Bd 1
j¥] Chir format| “Theo lzvout thist 12, tron =i I I I I BS 1
JE] Hezhiag tay cam| In formes, 514 discut, cénmd”™ x S S T CE 5
R . |"Dey 5m ’
" Dy Jen barg rén entut” x I I x Day 5
Mot=t conbo trzng i B0 2o 4 (g pellzl,
Sat hoa khé decer | 3y g3 fang tri 1ong chim x H H x Szt 1
15
15 Thitng phagy &n I 1 Thng 4 |FzmpEzmp
[ O dién Tm x F 3 x 4] 3 [Bluen cm MOV
12 BDién danh backdrop z T T T Zat 1 [SetzheEng i Shdio
C |KHU VUCFOODTREUCKE
15 £En i chir| Bodan l=d chay furone hsu theo thist k2 I I I I Bo 1 Co dinh tzi x2 foodmck
- Menu Kamp Kamp (dzn o cuzsa)
- Logo Kamp Kampx ] (din & oz bén
Decal din tramg i xe x I S I BS 1 [ndnz)
Decal, theo Eyout thift k& won 2éi - Logo Kzmp Kamp ludi (dén & oz
0 DEn cinma )
D [EHU VU CLEUDOME
i et hoa khd decor | Mot =t conbo trang i teo Zm 2 thing pallst, I I I I Eat 1
p73 Bg ghé paler| ciy gii wang tri, 1ong chim x E ] z B2 F
B _Am thanh phat| x I I x Bzt 1 [Seta 3 T
ol O &én ndt x 1 1 T [=] T |Muence MOV
B Bj mixer I 1 1 T Ba 1 [Setam thesh tr Studic 19
E |[EHUVUCBANAN
5 Birah haca iy finh frang 1] Bt Gy B z = = z Bish 30
i iy | o= W, e cdy giat & x S I I Cénh 3
Mz .
n Srariss + Leqffer| o x H H z Bo 30
F |KHU VT'C BON KHACH
x Mevcot kuing long | Sirduns pin, bo mascothel Bd 1 |Vin phons MOV
30 Legfer Kamp Kamp | A5, tailozi leflet (Fzmp Kemp + Promo) x ] ] z CE 300
31 Fhung staades + Standee |08z 1B x E E z Bo §  [Muonom MOV
G |KHU VUC TAROT
A Khan trai ban I Cal 1
e -MNiz -
= smﬂm+uqm__ﬁ x Bo 1 i o MOV
ES) Dy den e | ey 820 dng pin T Diy 1
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H |KHU VUCWORESHOF
35 Bg durg eu lm vong I et 1
36 Ser gt X Sat 1
Ell Lt dirng miuna x (=] 1
E " D siriom + [ cai |1 [Kempkamp
E Chén i Ame hat I (=1 5
s - Mica .

© Stvke & bein+ Leqfer| 4 x Bé L |nrwon cie MOV
T [PHAN CUNG KHAI TRUONG

R - Famp Kzmp
4 Bancing B el 1 lBatnS4nmmi
41 31 C1iRE Riai rwong I Sat 1
4 Dka @img I Lt 10
'] Non i iy x (=1 T
J  |LOGEETIC
& Beyner | == fonmat 1 I 1 I Bang 1T  [Fruong [Tec Dien, Quan 1
% B dan x T T B §  [Mwoen e Studie 5
7 Biir x 1 x = 5 |Alwon o MOV
4 K h 2an chuomg trink z x S I Ba 5
£ Checkiist 1 x 1 x Bd 5 |Intzi vp MOV
EY Nude musi | Aguafing, chai 300m1 I x I I Tm_'}_-g 2 [Chizden, st duns chocacngay disn
51 Phin dn tneava g | Com t2m Banh miBarh gio I x I x PrEn 30 |chwong winh

Table 14 - Checklist

4.2.5. HR chart
The HR chart would be divided into main groups and sub-branches. The leading group will have

a group leader to manage and be responsible for the entire content of that group. Each leading

group will be divided into many sub-branches by specific related work.

OVERVIEW
Ms. Ly

QC
Ms. Tam

PROJECT

LEADER
Ms. Linh

COMMU ADMINIS
CREATIVE PRODUCTION
Ms. Linh -NICATION -TRATOR Mr. Td
) Ms.YEn Ms.Linh '
Media
Planner = Cost control Producer
Ms. Linh R;l“"'l" Ms. Linh Mr. T
s, YEn
Design Social media Admin Sound n Light
M Td Ms. Linh Ms. Phugng Mr Scn
Research HR Cameraman
Mr, Ti Ms. Linh Mr. V Anh, Tri
Content Runner
Ms, Y&n Duy, My, Mai

Table 15 - HR Chart: Core team
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4.2.6. Production
Design items for the event for Grand Opening Weeks

ENUE RENTAL: MUSIC SHOW, EXHIBITION, PRIVATE PARTY,..

C CHO THUE DPJA DIEM TO CHUC SU KIEN
Vi

AM THUC VA NUOC UONG

FOOD & DRINK
CONTACT: 093 581 93 39 —_— =
09 DANG HUU PHO, THAO DIEN WARD, DISTRICT 2, HCMC, uﬂ

Figure 54 - Banner

GLAMPING GIUA LONG
wie  SAIGON
O, THUE bia BIEM T cHUC SU Wi
AM THUC VA DO UONG
KAMPING

08 DANG WUU PHO, THAO BIEN WARD, SO 5 BANG HOU PI80. PHUONG THAO DIEN,
| DISTRICT & HOMC 093 581 93 39 \j,_ﬂg_m‘mmmmm 093 581 93 39

~

Figure 55 - Leaflet No.01
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iy,

Va1 MOI PHAN THUC AN/NUDC
UONG TU 55K NHA KAMP
SE TANG BAN

1 TRA TRAI CAY NHIET DOI

W

T

50 09. 0ONG WUV PHO, PHUONS THRO 01N, OUdN 2,
THRNN PO HO CNI MINN

093 58193 39

Figure 57 - Voucher discount
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MOI1 BAN DEN NHA

GLAMPING GIUA LONG
01/11 saicoN

(2

CHO THUE DJA BIEM TO CHUC SU KIEN

AM THUC VA DO UONG

KAMPING

DISTICT £ Heme. O DIENWARS 093 581 93 39

Figure 58 — Standee

V0! MOT PHAN THUC AN/NUDC
UONG TU 55K NHA KAMP
SE TANG BAN

- -

MOLKHACH Ak f S
01/11 BENNHA 3 i
(.:gnNI :C'“Enggi‘ﬁlmﬂ'? 2 E " -Qu_:- ‘:::1 DY Tk BN QU =

093 58193 39

el LT ———

Figure 59 - Promotion of Grand Opening Weeks
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T - , iy \ e Uy
LOVE THE GOODTIME »7 :““\

Figure 61 - Setdecor for the backdrop
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Figure 62 - Design the decor for the food truck

AP

Figure 63 - Lettering led decor for the food truck
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Pre-event setup activities

Figure 64 - Setup backdrop

Figure 65 - Decoration for the dome area
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Event activities in Grand Opening Weeks

Figure 67 - Guests check in at the photobook
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Figure 68 - Beads workshop

Figure 70 - Information about promotions is left on the table to reach customers
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Figure 71 - Customers of Kamp Kamp on Grand Opening day

4.3. Advertising

Khanh Linh da chi 449,63K d cho 8 quang cao trong 60 ngay qua.

- i 1 i
Ngudi ti€ép can Ludt tudng tac véi bai

viét
10.016 722

Xem chi tiét Xem chi tiét

k D
Lugt click vao lién két Ludt thich Trang

48 —

Xem chi tiét Xem chi tiét

Table 16 - We spent 450,000VND on Facebook and Instagram ads
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D3 hoan tat = 17 Thang 11 = Ngud Khénh Linh Xem két qua

Lugt tudng tac véi bai viét 1.672 100.000 d

oan tat * 11 Thang 11 Ngudi tao: Khanh Linh
Lugt tudng tac véi bai viét 607 99.651d
>
D3 hoan tat = 6 Thang 11 = Ng : Khanh Linh Xem két qua

Lugt tudng tac véi bai viét 428 40.000 d
@

P43 hoan tat = 3 Thang 11 Ng ): Khanh Linh Xem két qué

Lugt tudng tac véi bai viét 760 49,992 d

ao: Khanh Linh

2.469 49,999 d

18 Thang 10 \ tao: Khanh Linh

Lugt tudng tac vai bai viét 812 50.000 d

16 Thang 10 \ 30: Khanh Linh

LUt tudng tac vai bai viét 2.570 30.0004d

~

at = 14 Thang 10 = Ngudi tao: Khanh Linh

Ludt tucng tac véi bai viét 1.553 29984 d
o

Figure 72 - Articles for which we ran ads
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4.4. Venue Sponsoring
4.4.1. Hayd minishow and fan meeting

4.4.1.1. Event overview
Kamp Kamp as the venue sponsor, Universal Music Vietnam organized the Hayd minishow and
fan meeting on October 4, 2022. This event is HayD's Asia tour to promote the image and prepare
to launch a new product. With this music night, the audience can join the fansite: sign autographs,
and chat with HayD. In the minishow, the audience heard Hayd sing live his hits, besides the
unreleased song. Guests participating in the performance were artist Tuimi - a German-Vietnamese
musician, singer, and runner-up of the Kings of Rap contest 2020. There were also other guest
artists to attend, such as Mai Am Nhac (Singer, dancer, rapper), Rocker Nguyen (Actor, model),

and Hooligan (Singer, musician), ...

"
UNIVERSAL

Figure 73 - Hayd minishow and fan meeting
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Achieved numbers:
- The number of guests attending the event reached 300 people
- Revenue at Kamp Kamp: 8.000.000 VND

Activities at the event include:
- Check-in
- Participate in autographs and exchanges
- Food and beverage counter at Kamp Kamp
- Listen to music and take pictures

- Fanmeeting with Hayd

4.4.1.2. Effective communication
The event is free of charge, so attendees get their tickets by interacting on Universal's fanpage, and

Kamp Kamp's fanpage constantly updates the event's information for the audience.

Communication channels used: °

FACEBOOK TIKTOK INSTAGRAM

Content Type Post, Story, Reels Video Post, story

Total number 1 7 73
of posts

Reach 14.295K 1.1M 90

Interactions 724 108,8K 25

Table 17 - Effective figures gained after Hayd's show

4.4.1.3. Scope of work

The team's mission at the Hayd minishow event

- Before the event:
= Media, content creator: Update information about events on fanpage

- During the event:
= Khanh Linh (Media Leader): Filmed and taken at the event, updated media information
= Anh Tu (Logistic): Support set up for the event
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= Cam Yen (Monitoring sales): Monitor and manage orders, support sales at the event
- After the event:

= Media, content creator: Update information about events on fanpage

4.4.2. Podcast F-ugt from Ato A
This is the Podcast project "F-ugt from A to A" by F-ugt Co Lup. They applied for a venue
sponsorship from Kamp Kamp to shoot Podcasts and exchange sponsorship benefits for
businesses. The media benefits exchanged include:
- Write introductory articles and thank sponsors
- 20 seconds introducing products/services at the beginning of the Podcast
- Put the logo/sponsor's name in the Credit section for products with the image of Kamp
Kamp Café
- Place products with Kamp Kamp's logo/branding in the Podcast's video frame
- Kamp Kamp is allowed to use the images provided by “F-uot from A to A or allow to use

them for advertising

F-uot Co Lup has filmed a total of two podcast episodes within two days:
- 07/10/2022: "F-uot tir A dén A" Ep 01
- 09/10/2022: "F-ugt tir A dén A" Ep 02

Figure 74 - F-uot filming podcast at Kamp Kamp
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In addition, Kamp Kamp used the thanks post of the F-uot fanpage and re-shared it on the Kamp

Kamp fanpage with the content of introducing Kamp Kamp's venue sponsorship service to

potential customers in the future.

4.5. Seeding

We have posted to 7 Facebook groups of residents in District 2, Thao Dien, to increase awareness

of Kamp Kamp in the surrounding area. At the same time, we took the fanpage to comment on

other community pages to increase awareness of the fanpage.

Number of

members

LINK GROUP

STATUS

LINK POST

Sai Gon Um... 835.5K https://www.facebook.com/g
roups/SaiGonUm
Cu dan Thao Dién quan 2 2 6K https://www.facebook.com/g
roups/247007200432559/
Toi La Dan Quan 2 352K https://www.facebook.com/qg
roups/496925938219478/
T6i La Dan Quan 2 21.5K https://www.facebook.com/g
’ roups/tldq2/
Cong Ddéng Cu Dan
LANDMA?K 81 i 18K https://www.facebook.com/g
THAO DIEN - AN PHU roups/hopchoraucuquacathit/
AN KHANH QUAN 2
T6i La Dan Quan 2 53.4K https://www.facebook.com/g
) roups/toiladanquan2tphcm/
CONG ?ONCi CU DAN 1.8K https://www.facebook.com/qg
Q2 THAO BIEN roups/3005577006393566/

Approved

https://www.facebook.com/gro

ups/1447427935553234/?multi
permalinks=30016822534611
20

https://www.facebook.com/gro
ups/247007200432559/?multi
permalinks=512127980587145

https://www.facebook.com/gro
ups/496925938219478/?multi
permalinks=835734354338633

https://www.facebook.com/gro
ups/2045335599096525/?multi

permalinks=29612887875011
97

https://www.facebook.com/gro
ups/537504327454000/?multi
permalinks=825964545274642

https://www.facebook.com/gro
ups/389154688548445/?multi
permalinks=127309754682081
7

https://www.facebook.com/gro
ups/3005577006393566/?multi

permalinks=34052199964292
63
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https://www.facebook.com/groups/SaiGonUm
https://www.facebook.com/groups/SaiGonUm
https://www.facebook.com/groups/1447427935553234/?multi_permalinks=3001682253461120
https://www.facebook.com/groups/1447427935553234/?multi_permalinks=3001682253461120
https://www.facebook.com/groups/1447427935553234/?multi_permalinks=3001682253461120
https://www.facebook.com/groups/1447427935553234/?multi_permalinks=3001682253461120
https://www.facebook.com/groups/247007200432559/
https://www.facebook.com/groups/247007200432559/
https://www.facebook.com/groups/247007200432559/?multi_permalinks=512127980587145
https://www.facebook.com/groups/247007200432559/?multi_permalinks=512127980587145
https://www.facebook.com/groups/247007200432559/?multi_permalinks=512127980587145
https://www.facebook.com/groups/496925938219478/
https://www.facebook.com/groups/496925938219478/
https://www.facebook.com/groups/496925938219478/?multi_permalinks=835734354338633
https://www.facebook.com/groups/496925938219478/?multi_permalinks=835734354338633
https://www.facebook.com/groups/496925938219478/?multi_permalinks=835734354338633
https://www.facebook.com/groups/tldq2/
https://www.facebook.com/groups/tldq2/
https://www.facebook.com/groups/2045335599096525/?multi_permalinks=2961288787501197
https://www.facebook.com/groups/2045335599096525/?multi_permalinks=2961288787501197
https://www.facebook.com/groups/2045335599096525/?multi_permalinks=2961288787501197
https://www.facebook.com/groups/2045335599096525/?multi_permalinks=2961288787501197
https://www.facebook.com/groups/hopchoraucuquacathit/
https://www.facebook.com/groups/hopchoraucuquacathit/
https://www.facebook.com/groups/537504327454000/?multi_permalinks=825964545274642
https://www.facebook.com/groups/537504327454000/?multi_permalinks=825964545274642
https://www.facebook.com/groups/537504327454000/?multi_permalinks=825964545274642
https://www.facebook.com/groups/toiladanquan2tphcm/
https://www.facebook.com/groups/toiladanquan2tphcm/
https://www.facebook.com/groups/389154688548445/?multi_permalinks=1273097546820817
https://www.facebook.com/groups/389154688548445/?multi_permalinks=1273097546820817
https://www.facebook.com/groups/389154688548445/?multi_permalinks=1273097546820817
https://www.facebook.com/groups/389154688548445/?multi_permalinks=1273097546820817
https://www.facebook.com/groups/3005577006393566/
https://www.facebook.com/groups/3005577006393566/
https://www.facebook.com/groups/3005577006393566/?multi_permalinks=3405219996429263
https://www.facebook.com/groups/3005577006393566/?multi_permalinks=3405219996429263
https://www.facebook.com/groups/3005577006393566/?multi_permalinks=3405219996429263
https://www.facebook.com/groups/3005577006393566/?multi_permalinks=3405219996429263
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A% saigon Um... s | TSI LA Dén Quin s

Nguyen Yén - 1ngsy - @ Nowyen Yén sy - P

Kamp Kamp - M)t quan ci phé mang concept Kamp Kamp - MOt quin cb phé mang concept
Glamping chill nhw/ Da Lat 3 gidia long S& Gon Glamping chill nhy D5 Lat 3 gila ing Shi Gon
? 09, Ding Hiru Phd, Thao Dién, quin 2 ? 08, ©¥ng Hu Phé, Thio Didn, quin 2

& 30k - 75k & 30k - 75k

O 7:30 - 22:30 O 730 - 22:30

LEAAE rhSe ridn 3 nhé mana caneent Rlamninn TUAAMN enide v £ A ahd mann cancant Clamoinn

|| Viét binh ludn cing khai ., (o Cj (L) (O] Vet Din

Figure 75 - Hlustrations for seeding Facebook groups
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Figure 76 - Take the fanpage to comment on other public pages
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FOLLOWERS

FIELD OF

7.2K followers on Facebook

ACTIVITY

Hayd 478.6K followers on TikTok Singer
72.K followers Instagram
281.6K followers on Facebook Singer. Dancer
Mai Am Nhac 1.1M followers on TikTok gRa{ o
886K followers on Instagram PP
x 11.5K followers on Facebook .
Rocker Nguyen 164K followers on Instagram Singer, Actor
hoolioan 107K followers on Facebook Sinaer
gan. 48.4k followers on TikTok g
, A 467.8K followers on Facebook
Ching Huyén Thanh 126K followers on Instagram MC
Tuimi 8.1K followers on Facebook Sinaer
12K followers on Instagram g

Cuong Seven

246K followers on Facebook
93.1K followers on TikTok
886K followers on Instagram

Singer, Actor

138.9K followers on Facebook

Vii Ngoc Anh 5.9K followers on TikTok Model
39.3K followers on Instagram
DloDuy T Tam | Sl Tl
Lil Thu 153?;(2 l;)r;)ol \I/\(/)e\zl\rlsrosnolnn;rt;l;;-[;rﬁ Dancer, Tiktoker
Adam Lam 19.4K followers on Facebook

69.5K followers on TikTok

Dancer, Tiktoker

Table 19 - List of influencers, KOLs
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Figure 77 - Mai Am Nhac (Singer, Dancer, Rapper)

Figure 78 - Rocker Nguyén (Singer, Actor)
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Figure 80 - Pao Duy Thién Tam (TikToker - Mystical)
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4.7. Actual Cost

1 |Cameraman ::':l‘;'; Negwdi 1 g 4 04! 3,000.0008
2 |congtic vién Eﬁ:ﬁﬁthmmn Narbi 4 q 04 -
3 |Tarot reader 2ngy Nardi 1 d| 4] og 2 di
4 |worshop 2ngiy N 600,0004] 6000004 od 600,000
5  |Nhinswhoat ndo - phitleafler 2tiéng Ngrii B00.0004| B00.000 4| o4 ‘8000004

7 Baciground pé |Kichthirde 3mx4m Géi 2 g 2,500,000 4| di 2,700.000 4| Long-Lasting, Reuse
8 Déyden bing ton | DeY Day 3500004 7000000 4 5600004 7,560,000 4|Long L asting Reuse
- |Theo layout thi€t ke, trongéi R
3 Foshg ry i o LYot WS wongdt = 16000004 16000004 1280004 1,7280004
0 [Khu e Taror =Workshop
u Dindimg B 150004 300004 04 300004
No VAT
2 Diy fen trang i Day 500004 500004 o 500004
15 [FOODTRUGK
u Setindn m"‘?“"’d‘:s”‘“‘ hiEtkE, tron 51 cé 5000004 3000004 720004 572,000 4| Lons Lasting, Reuse
5 D cii? B4 nledchay thuome hidu theo thidt k€ ol 16000004| 16000004 1280004 1728000 d|Lons L asting Reuse
. Mt set combo trang tribas ghm 2 thimg .
15 |Trangtriléudome oy 28 raneert g Géi 4 g 4 10,800,000 d[Long L asting, Reuse
7 [Trogtivinin
B Chiu hoa nhi/Lp cém hoa ﬁym'h“?“h Chin E00004 1800,000 4 o4 1,800,000 8175 st Rese
bl StandesdE ban |~ Am“‘g ci 20000 4] 6000004 480004| 548.000 d|Long-Lasting, Rese
lm tharh - tharh phit G 0g 0g og 04[Free of charze
e sing -En dnhbakdop G 0g 0d o4 04[Free of charze
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TONG CHI PHI ST KIEN

43,7837934

Table 20 - Actual cost

Branding campaign for

T I leaflet TE 7003 350,000 4 280004 378,000 7
% |Standee Khung standee, indn, 1ip dit. trongd B 3500008 1,050,000 8 B40004| 1,1340008)
5 |Bamnerngodi drimg w B 1 4 1200000 4| 960004 1 i
%  |Invoucher Tx15em TE 12004 2400004 13,2004 253,2004
€ |Logistics va chi phikhac 53060004
7 |Giphind ';_f‘;lmﬁ”‘ﬁ“'i““““?*m'h Géi 360004 360008 og 36,000 {No VAT
2 |Vinphing phim it viét, bia dumg kéo, pine. Gél LE] 0d LE] 04|Free of charge
B |Bingkeo dinnén M sanh B, den ci 200004 20,0008 LE| 20,000 3|No VAT
N (Muwdcsudi %Tsu;-l'rf:zqchm L Thimg od 04 04! od Hu’;“;{"g?
- 5t dung cho ngly rhs v s kifn
3 |BadEm B 04 0g 04 04|Free of charge
o |Painin :Sénmxgm m;;;?“—'“‘-'“‘é“ Prn 250004 7500008 04 a|No VAT
- Mines cing
B |Cingkhai rreng - Trdiedy, hoacing Géi 40000004 4+000.000 4 04| 4,000,000 d|No VAT
- Vingmi
% |Cuiphikhie Géi 5000004 500.000d 04| 500.000 d|No VAT
Chay quing ci o Social media 4945934
Facebook and Instasram Ads +495304 49,6304 445634 4945934
TONG CHI PHI 437837934 Bi bao g6m VAT
CHI PHIPHAT SINH

Kamp Kamp café
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In the campaign, we spent 43,783,793 VND, of which 494,593 VND was for advertising and
43,289,200 VND for the event (Including 8% VAT). However, some event items are free of charge

because Star Education and Communication Joint Stock Corporate are available, and there is no

rental cost, moreover; reused some decoration items for long-lasting:

Free of charge: sound equipment, light, standee frame, walkie-talkie, etc.

Long-lasting items: Wood backdrop, decoration in the food truck and dome area, table

standee, etc.

Compared with the estimated budget, we saved 26,430,071 VND.

KAMP KAMP
Sosanh

DIF TRU

THIFC CHI

A NHAN SIF 6,600,000 4 6,200,0004 400,000 4| B4 check gid tnrdve
1 |cameraman -Lehup 3,000,000 4 3,000,0004 0 é‘
-1quay
I piguphsikhan gii, khichmai, dam biocan
2 Cong tic vién iuh it cho sw Kén 600,000 d 6000004 od
R Hypnot Tarot discount
3 Tarotreader 2ngay 2,400,000 4 2,000,000d4 400,000 é‘nmn.nnn VND
4 Worshop 2ngay 600,0004d &00,0004 l]é‘
5  |Nhin sr hoatnio- phit leaflet 2tiéng 200,000 & 8000004 0 é‘
B |PlABIEM od od ch‘!‘me of charge
KAMP KAMP - 09 Pdng Hivu Phé, Thao Dién, Quén 2 od od og‘
C |SAN XUAT & THIET BI 51,829,200 4 31,783,2004 20,046,000 .3‘
Deco ration 35,953,200 4 28,016,0004 71]7,200@‘
& Khuvwe Grand Opening od od 1] é‘
7 Eacj‘«yroundgg Eich thwréve 3mxdm 2,700,000 4 2,700,00048 1] é‘ Long-Lasting. Reuse
PP, . |Ddy5m Gidm s& lwong
8 Diy dén bing tron Dinbub 11,340,000 & 7.560,0008 3,720,000 &) Long lacting, reuse
.« | Theelayout thiétké, tron géi .
El Hashtag tay cam In formex, 5L, discut, cinmé 2,160,000 & 1,728,0004 432,000 d|In chung 1 supv&i Foodtoruck
10  |Khuvwe Tarot + Waorkshop od od l]cj‘
11 Dia dung 43,2004 30,0004 13,200.3‘95 check gid vi 5 lwomg
P . B4 check gid v 5 lwong
12 Ddy den trang tri 54,0004 50,0004 4,000 & Long lacting, reuse
13 |FOOD TRUCK 0d 0d 0 d|Long-lasting, reuse
Decl theo la thiét ké &i
14 Setin dn ,ml', 0 EyouE TSt 28 tron g0l 1,080,000 9720004 108,000.3‘61‘.5::1;1&
Dan, can mé
15 Dén chiF |ba dén led chay thiromg higu theo thidt L 1,728,000 4 1,722.0004 l]é‘l—)i’ check gid trrée
. Mit set combo trang tribac gom 2 thiing
16  |Trang tri [2u dome pallet, ciy gii tran wri, long chi 12,960,000 & 10,800,0004 2,160,000 &
17  |Trang tri ban in od od 0 d|Long-lasting, reuse
18 Chéiu hoa nhé/Lo cdm hoa |Binh thiy tinh 3,240,000 4 1,800,0004 1,440,000 g‘ai check gid vi o lwomg
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70,213,864 &

43,783,793 4

Table 21 - Compare budget and actual costs

Branding campaign for Kamp Kamp café

26,430,071 4
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Hoat dong 864,000 4 7000004 164,000 4|No VAT
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CHAPTER V: EVALUATIONS
The campaign to brand Kamp Kamp's café in two months (September 19 to November 20, 2022)
has ended. Below are the results shown through the KPI comparison table achieved.

Gain 100.000 reach for Facebook posts 03.536 100.000 93.5%
Gain 5.000 followers on Facebook fanpage 5.191 5.000 104.0%
Gain 1.000.000 views on Tik Tok 1.109.237 1.000.000 111.0%
Gain 3.000 followers on the TikTok platform 3.413 3.000.000 115.5%
Gain 200 followers on the Instagram platform 231 200 113.7%
Gain 700 customers during Grand Opening Weeks 844 700 120.5%

Table 22 - Compare KPlIs

The KPI comparison table shows the campaign's effectiveness. These indicators all support
the goal of increasing brand awareness. The comparison table shows that all KPIs are above
the original. Also, during the communication and two weeks of operation of the opening
week. There were more than 800 guests with a revenue of more than 83.000.000 VND

(data provided from Kamp Kamp).

To determine the brand awareness for Kamp Kamp, we surveyed 218 copies of the "Kamp
Kamp Quality Survey,"” which was conducted on customers coming to Kamp Kamp. The
survey will be in the form of a scanned QR code we have placed at the order counter (food
truck) and the counters during Grand Opening Weeks (Beads Workshop, Tarot...). Since
the surveys are all conducted by customers, this will be the basis for us to measure the

campaign's effectiveness compared to the original goal.
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The campaign to brand Kamp Kamp's café in two months (September 19 to November 20,

2022) has ended. Below are the results shown through the KPI comparison table achieved.

Figure 81 - The survey is placed in the form of a QR code

Based on the survey results, customers aged 18-24 account for more than 74%. This result

coincides with the campaign's actual target customer age.
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31 dén 40 tudi
5%

25 dén 30 tudi
12.8%

15 dén 17 tudi
5%

18 dén 24 tudi
74.4%

Figure 82 - Age of customers when coming to Kamp Kamp through the survey results received
(Source: Author’s design)

In addition, the survey indicates that the communication channel that helps customers know
about Kamp Kamp is Facebook — which accounted for more than 78.7% of the total 218
survey forms. This result confirms the effectiveness of the operation on the Facebook
platform (main communication channel). Not only that, the number of customers who

know Kamp Kamp through Tik Tok and Instagram is also not small.
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Facebook

o -
0 50 100 150

Instagram

Bugc ban bé va ngudi than gidi thiéu

200

Figure 83 - How did you know Kamp Kamp? (Source: Author’s design)

In the survey, some customers left their comments about Kamp Kamp voluntarily. Up to
53 people (out of 218) left thoughts about their own experience or what they liked about
coming to Kamp Kamp. Of these, more than 90% are positive comments about the space
and experience. This result shows that the success of creating customers' expectations is

under control through the images of Kamp Kamp on the media platforms.
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Hay chia sé cho Kamp biét vé cam nhan cla ban nhé

53 responses

Em thay coi kha hay, dang véi nhirng suy nghi va du dinh cda em
Thich céc chuong trinh huyén hoc cia Kamp Kamp

Khong gian dep, nhac hay, tarot thu vi

Xuét sac @

M6t khdng gian 8m cling dé t8 chire nhitng su kién nhu sinh nhat , mét nai dé chill ciing ban bé vao céc dip
cudi tuan

Céc ban & Kamp dé dé thuong @
Marketing dinh qua du xa t8i van tdi.
Khéng gian rét thich hop d& thu gian

Chat Irona thire an kha naon. aia ca hop Iv. khéna aian ma thoai mai. cé nhiéu churona trinh hap dén. hinh M

Figure 84 - Positive reviews from customers (Source: Author’s design)
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CHAPTER VI: CONCLUSIONS

Based on the entire process of conducting surveys and actual questions, data provided by Kamp
Kamp on customers, party guests, and the number of people accessing Kamp Kamp's fanpage. We
have noticed that Kamp Kamp has achieved a certain level of brand awareness in the early stages
of store opening up until now. Since then, we have had a general assessment that the campaign to
increase brand awareness for Kamp Kamp is effective. Also, during the campaign run. We realize

there are some limitations to be drawn from, so we can use the experience for the next campaigns.

6.1. Limitations
- When the campaign started, the construction was not finished yet, so it still limited some
content, such as actual images at the shop.
- The enterprise's agreement needs to be clarified in the scope of work. So, the whole team
had to do much work outside the project's scope.
- The enterprise's approval process for the items proposed by the team needs to be clarified,

so it takes a lot of time before it goes into operation.

6.2. Lesson Learnt

Pay attention to the policies.

A thorough understanding of the policies across platforms for communication also plays an
essential role in the campaign. Carefully study the policies of the media to avoid mistakes that lead
to being squeezed. Understanding the policies is also one of the points to keep in mind when

continuing other projects in the future.

Reuse materials whenever possible.

For small and medium enterprises like Kamp Kamp, reusing old content and materials of images
still has a specific effect on ensuring regular repetition of content. It helps keep important
information from being lost. Besides, there should also be improvements in the range to be

different from the old version.

Be well prepared when negotiating with clients.
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Before cooperating with client, it is essential to prepare terms that benefit both parties carefully.

This step will be limited when the company wants us to do more outside the scope of the

workload.

6.3. Future Plans
6.3.1. Commercial Video Clip

While running the Kamp Kamp campaign, we realized that Kamp Kamp needed a commercial

video. From there, we proposed the idea, and it was approved. This suggestion will be in the plan

for Kamp Kamp after the campaign ends. Our idea for this video has been submitted and approved

by Kamp Kamp.

| ““GLAMPING GIUA LONG SAI GON*"

Y TUONG - Brief

Séng tao mot series quang cdo cac hoat ddng va loai hinh dich vy tai Kamp Kamp dang c6 hién tai
gom:

TG chirc Show/ Event (Venue)
Cafe chill Chil
.F&B

Glamping concept

Series sé& bao gom:
La commercial video
. 3 clip nhd vdi thai lugng tir 15-30s gidi thiéu vé timg loai hinh dich vy ctia Kamp Kamp

1TVC véi thdi luong 1p30-2p vé KAMP KAMP, bao gdm céc hoat ddng/ tién ich tai KAMP KAMP
nhu thé nao, s ménh ra sao (¢ dong 11an nira tur 3 clip nho trong series)

. Gi6i thiéu bang hinh anh, am thanh méi trung xung quanh

Clip TVC dung voice off, hinh anh va méi truong xung quanh

TEN SERIES: "GLAMPING: CUNG KAMP KAMP PHA"
Kamp Phé 1a gi?
cling kham ph4 (kamp ddng 3m "AM" véi kham)

cling KAMP va pha cb, pha céch, tinh nghich, bung xa hét minh tai khong gian KAMP KAMP

Concept video commercials:

Tap trung vao thién nhién (cay cdi, sinh
(am
thanh 1a cdy xao xac, 4m thanh ngoai canh

sOng xung quanh), vao sy binh yén
con ngudi hoat dong trong bau khong gian

yén tinh..), bau khong khi 8m cung, vui vé.

Am thanh két hop gira &m thanh ngoai canh
va nhac background nhe (Jazz, Bosa Nava
hoéc Lofi)
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Keyword
#chill
#fieu
#coffee

#glamping

(DN hogc phia team truy&n théng c6 thé
offer thém dé dap tng dting tiéu chi hon)

G

Zeyus Media Private Event
Videography Showreel

G

Aesthetic anime cooking ramen with

sound effects

Tom tat ndi dung:

Clip 1: Cafe + thirc &n + s6ng do + ty hop ban bé
TAGLINE: Mgt ngay can FIEU, Ché CHILL khéng thiéu
Khai thac nhimg goéc nhin dep tai Kamp Kamp
Mol ngudi tan huéng khang khi tai Kamp
« Khong khi moi ngudi ngdi Kamp lam viéc, trd chuyén, khong gian social
LOGLINE:

Binh I3ng trong tdm I3 khi ta thoat khdi nhimg tap niém va xé bd ngoai dai 19, tim vé hoa va hoa,
v& noi trong lanh va tinh I&ng, udng chut cafe va ngém nhin quan canh.

Clip 2: F&B
TAGLINE: HOA THANG HAN, V| THANG HOA
« Cach dau bép lam ra mgt mén an
«  Cach mén 3n dugc phuc vu
khdng khi khach hang thudng thic mén &n, vui vé trd chuyén
LOGLINE:

Diéu dac biét cia mdt mon an ngon ¢ thé dem lai chinh 14 nigm hanh phic va thang hoa cta
ngudi thudng thirc dong 1én trén timg du vi. Va Kamp Kamp & day 12 d& mang nigm hanh phiic
dén cho ban,

Clip 3:
TAGLINE: CO D|P Gi KHO, DEU CO KAMP LO
= Khong khi cla budi event (quy mo)
Sy enjoy clia moi ngudi trong sy kién
Cdch setup xung quanh cta Kamp Kamp
LOGLINE:

Am nhac hay hoc thuat, tiéc tung hay trién 13m, du 13 & bat Ki sy kién nao di nira, thién nhién
vén ton tai va bao vay ban. Kamp Kamp la cdy, hoa va khi tréi binh lang

TVC TONG:
KAMP KAMP, GLAMPING GIUA LONG SAI GON

Tong hop céc clip & trén

Figure 85 - Commerical video clip idea (Approved)
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6.3.2. Event and Promotion for 2023
When working with Kamp Kamp, we planned events and promotional activities for 2023. In the
plan, there is a proposal to cooperate with the Heineken group (traders) partnered beer brands,
including Heineken, Tiger Crystal, Strongbow, and Edelweiss, with promotions and events tailored

to each brand of the group.

We rely on the year's major holidays and offer good promotions suitable for each nature of the
holiday. Created promotions to stimulate sales or promote the brand to customers. Divided the
programs into clear start and end times, apply forms such as Happy hour, Discount, Buy one get

one free, Special menu, and Sweepstakes, ...

The master file would be present in section Appendix 7.4. Masterfile of events and promotions for
Kamp Kamp in 2023

In addition, there are two types of events divided by form: periodic and special holiday events.
Periodic events will be held weekly or monthly, such as concept sunset night (weekly movie night
or monthly acoustic night), workshop, silent party, etc. As for the event type, it only takes place
once, usually celebrated according to holidays in the calendar, such as the beer festival, August

Christmas Eve, New Year's Eve countdown, etc.

THANG 01

T2 T3 T4 5 Te s CN
Tét Tay
EVT: Sunset night
PRM: Phiéu the night -
2 3 4 5 6 7 B
PRM: Special combo NYP + G6i trang tri EVT: Garage sale - Cho' tét EVT: Garage sale
- Cho tét
EVT: Werkshop - [am
bao Ii xi
9 10 1 12 13 14 15
HS-SV Viét Nam PRM: Special combo NYP + Géi trang tri EVT: Garage sale - Cho tét EVT: Sunset night
PRM: Phiéu the night -
EVT: Buffet party cho HS- SV Strongbow
PRM: Special combo NYP + Goi trang tri EVT: Garage sale -
18 17 18 18 20 21 22
EVT: Garage sale - Cho tét
PR: Tét no diy - Special menu & Ii xi
23 24 | 2 | 2% | 27 28 29
PRM: Discount tiéc Muing 1 Muing 2 Mung 3 PRM: Discount tiéc PRM: Discount tiéc PRM: Discount tiéc
gia dinh gia dinh gia dinh gia dinh

PRM: Tét no diy - PRM: Discounttiéc  PRM: Discounttiéc  PRM: Discount tiéc PRM: Tét no diy - PRM: Tét no diy - PRM: Tét no day -
Special Menu & Li xi gia dinh gia dinh gia dinh Special Menu & Lixi Special Menu & Lixi Special Menu & Li xi

Figure 86 - Events and promotions: February 2023 (Approved)
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T2 T T4
301 311 1
PRM: Discount tiéc PRM: Discount tiéc
gia dinh gia dinh

PRM: Tét no diy -
Special Menu & Li xi

PRM: Tét no day -
Special Menu & Li xi

-] 7 8
13 15

PRM: Menu couple Valentine

EVT: Pém nhac
PRM: Menu couple

20 21 22
MNG: Truy tim
manh ghép
27 28

Nna thude VN

PRM: Menu couple

THANG 02
T 6
2 3
Thanh Iap BCS VN
9 10
16 17
23 24

A CN
4
Thé gi¢i phong chéng Tét Nguyén Tiéu
ung thir

EVT: Ssunset night
PRM: Phiéu the night -

12
EVT: Silent party
PRM: Special menu -
alcohol drink
19
25 26

PRM: Mua 1 tang 1 (Mén trén 60K ting tra trai cay)

Thir 4

Figure 87 - Events and promotions: January 2023 (Approved)

Quée té Phu nir
PRM: Béng hoa dep
nhit (Tang hoa cho
13 RTINS 5
Valentine tring

PRM: Combo Hay yéu!
21 22

Quée té Hanh phiic NuGe sach Thé gioi

PRM: Smilee

27 28 29
Thanh Iap Dan quan ty
vé

N

THANG 03
6
3
Bién phong toan dén

hrd
4

cN
5
EVT: Sunset night
PRM: Phiéu the night - Strongbow

10 12
EVT: Silent party
PRM: Special menu -
alcohol drink
7 19
EVT: Sunset night
PRM: Phiéu the night - Strongbow
24 25
Thanh 14p 80an TNCS HCM

31

Ca thang T

PRM: L&i néi déi
ngot ngao

(Special menu)

Figure 88 - Events and promotions: March 2023 (Approved)

T2 T3 T4
3 4 5
10 L 12
17 18 18

PRM: Béc¢ than vui tinh (discount 10% cho bill 100K, ngw&i di 1 minh)

Quéc t& Thé thao

THANG 04
T5 T6
& 7

sirc khée Thé gidi
PRM: Special menu
(Only Healthy food)

13 14
Valentine den
EVT: sunset night
PRM: Béc than vui
tinh (discount 10%

20 T
Ngay sach Thé gioi

T7 CN
2
Cathang Tw EVT: Sunset night
PRM: L&i néi d6i  PRM: Phiéu the night -
ngot ngao Strongbow
(Special menu)
8

L& Phuc Sinh

PRM: Truy tim kho bau
(Tim logo discount %

PRM: Béc than vui tinh (discount 10% che bill
100K, ngwdi di 1 minh)

23
Ngay Trai Dat PRM: Tit den
PRM: Tit dén ngam tring (Discount
ngam trang (Discount 10% cho bill trén 200k)
10% cho bill trén 200k)

29 30
EVT: Silent party Giai phéng mi&n Nam -
PRM: Special menu - [REEIFRLERCETLITNGS

alcohol drink

PRM: Menu Discount

Figure 89 - Events and promotions: April 2023 (Approved)
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T2 T3 T4 T5 T6 T7 CN
1 2 3 4 5 6 7
Quéc té lao déng Chién thang Dién Bién
PhQ
PRM: Menu Discount
8 9 10 1 12 13
PRM: Specialmenu  PRM: Special menu Ngay cia me
for family for family EVT: Sunset night
PRM: Phiéu the night -
Strongbow
15 16 17 18 19 21
Thanh 1ap B6i TNTP  Ngay sinh Chd fich HCM ~ MNG: Chiéc nén ky  PRM: Di 4 tinh tién 3 (Special Menu danh cho EVT: Silent party
HCM diéu (Truy tim manh nhém Khach 4 ngwe) PRM: Special menu -
ghép banh ngot) alcohol drink
22 23 24 25 26 27 28
LE Pnat Dan EVT: Sunset night
PRM: Phiéu the night -
Strongbow
29 30 31

Figure 90 - Events and promotions:

May 2023 (Approved)

T2 T3 T4

Ngay Méi trwdng Thé
gisi
PRM: Discount 5% néu
khach mang ly/binh tir
Tz 13 14

19 20 21
Ngay bao chi VN

26 27
PRM: Discount 15% cho tiéc gia dinh hodc
nhém 4 nguei

Ngay gia dinh VN

PRM: Discount 20%

T5 T6 T7
1 2 3
Quéc té Thiéu Nhi

PRM: Gift for kid
8 ) 10
PRM: Discount 5% néu khach mang ly/binh tir nha 1&n

15 16 17
PRM: Special menu PRM: Special menu
for tamily for family
22 23
Tét Doan Ngo EVT: Silent party
PRM: Special menu -
alcohol drink
29 30
PRM: Discount 15% cho tiéc gia dinh hodc
nhém 4 nguwei

cN

4
EVT: Workshop (for kids) - Tai ché

Ngay cia cha

EVT: Sunset night
PRM: Phiéu the night - Strongbow

25

Figure 91 - Events and promotions: June 2023 (Approved)

T2 T3 T4
3 4 5
10 1" 12

Ngay Dan s6 Thé Gigi

17 18 19

24 25 26
MNG: Boén tén mén

an

T5 T6

Ngay Quéc té ny hén
PRM: Discount 10% cho bill trén 500K

T7 CN
1 2
8 9

EVT: Sunset night
PRM: Phiéu the night -

strongbow

13 14 16
EVT: Silent party
PRM: Special menu -
alcohol drink
20 21 23
EVT. Sunset night
PRM: Phiéu the night -

Strongbow

27 28 29 30

PRM: Giam gia sip san cho mén 3n cla minigame

Figure 92 - Events and promotions: July 2023 (Approved)
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T2 T3 T4 T5 T6 T7 CN
31007 1 2 3 | 4 ] 5 6
EVT: Lé héi bia EVT: L& héi bia EVT: L& héi bia Quéc té bia EVT: Lé hdi bia EVT: L& héi bia
PRM: Heineken Group PRM: Heineken Group PRM: Heineken Group PRM: Heineken Group PRM: Heineken Group

EVT: L& héi bia
PRM: Heineken Group

7 8 ] 10 1 12 13
Ngay Québc t& Thanh Ngay Québc té thudn
Thiéu Nién tay trai
14 15 16 17 18 18 20

Ngay Nhan dao Thé gi5i  EVT: Sunset night
PRM: Phiéu the night -

Strongbow
21 22 | 23 24 2% 27
Thit tich EVT: Silent party
PRM: Special menu -
PRM: Special menu alcohol drink
(Ché dau dé)
28 23 30 31
L& Vu Lan

Figure 93 - Events and promotions: August 2023 (Approved)

T2 T3 T4 T5 T6 17 CN
1 2 5
PRM: An mirng quée Ngay Quée Khinh VN PRM: An misng quéc khanh
khanh (Checkin giam gia)

(Checkin giam gia)  PRM:An mirng quéc khanh
(Checkin giam gia)
4 5 6 7 8 ) 10
Quéc té x6a nan mi chi EVT: Sunset night
PRM: Phiéu the night - Strongbow

1 12 13 14 15 16 17
Ngay Quéc té Danchli  Ngay Quéc € bio vé tang
Ozon
18 19 20 2 22 24
Ngay Quéc té Hoa Binh EVT: Silent party EVT: Sunset night
PRM: Special menu - PRM: Phiéu the night - Strongbow

alcohol drink

25 26 27 28 | 2 | 30
Ngay Du lich Thé Gi6i Trung thu PRM: Nguyét KAMP
EVT: Ruéc dén (Special menu + gift)

PRM: Nguyét KAMP
(Special menu + gift)

Figure 94 - Events and promotions: September 2023 (Approved)

T2 T3 T4 T5 T6 T7 CN

Ngay Quéc té Ca Phé

PRM: Happy day for
menu coffee

2 3 4 5 | & | 7 8
Ngay Bong vat Thé Gidi Ngay Quéc té crdi  PRM: Discountcho ni¥  EVT: Sunset night
PRM: Phiéu the night -
Strongbow
PRM: Discount cho ni¢
9 10 1 12 T 14 15
No Bra Day Ngay riva tay Thé GiGi

PRM: No Bra Day
EVT: Workshop for kid

16 17 18 19 22
Ngay Phu ni¥ VN EVT: Silent party
PRM: Special menu -
PRM: Ngay yéu alcohol drink
thwrong
23 24 25 26 27 29

EVT: Sunset night
PRM: Phiéu the night -
Strongbow

Figure 95 - Events and promotions: October 2023 (Approved)
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THANG 11
T2 T3 T4 T5 T6 T CN
30110 31/10 1 2 3 4 5

PRM: DUNG KAMP Halloween
CHIU Bl GHEO HAY PRM: BUNG KAMP
DEN KAMP NHAN KEO  CHIU Bl GHEO HAY
BEN KAMP NHAN KEO

] 7 8 9 10 11 12
Ngay Phap luat VN EVT: Silent party
PRM: Special menu -

alcohol drink

13 14 15 18 17 18
PRM: Tri an thay cé (Discount 15% dat tiéc tai Kamp Kamp) EVT: Workshop tri an Ngay Quéc té Pan éng
PRM: Di ¢é ban vé cé
tu
21 22 23 25 2%
Ngay Nha giao VN PRM: Tri an thay cé (Discount 15% dat tiéc tai Kamp Kamp) Black Friday PRM: Siéu deal gia h&i PRM: Siéu deal gia héi

PRM: Siéu deal gia h&i
PRM: Tri an 20/11
27 28 29 30

Figure 96 - Events and promotions: November 2023 (Approved)

THANG 12
T2 T3 T4 T5 T6 T7 cN
1 2 3
EVT: Garage sale - EVT: Workshop EVT. Sunset night - SAA
X'ms EVT: Garage sale - X'ms EVT. Garage sale - X'ms
4 5 6 7 8 9 10
Ngay Quéc té ém tw  Ngay Tinh nguyén vién EVT: Garage sale - EVT: Workshop EVT: Sunset night - SAA
do Quéc 1€ Xms EVT: Garage sale - X'ms EVT: Garage sale - X'ms
PRM: Free hug free
1 12 13 14 15 1€ 17
EVT: Garage sale - EVT: Workshop EVT: Sunset night - SAA
Xms EVT: Garage sale - Xms. EVT: Garage sale - Xms.
18 19 20 21 22 23 24
PRM: Discount PRM: Discount PRM: Discount PRM: Discount EVT: Buffet combo EVT: Buffet combo Bém Giang Sinh
menu combo menu combo menu combo menu combo PRM: Discount PRM: Discount
menu combo menu combo EVT: Sunset night - SAA
PRM: Discount
26 27 28 29 30 31
Ngay Gidng Sinh Ngay Quéc € phong PRM: Discount food PRM: Discount food combo EVT: Countdown -
chéng dich combo am nhac
PRM: Discount PRM: Heineken
food combo special menu

Figure 97 - Events and promotions: December 2023 (Approved)

6.3.3. Google maps
Google Maps is an indispensable tool for customers visiting Kamp Kamp. We will update the
photos at the shop on this application and give the place a 5-star rating to increase Kamp Kamp’s
credibility and stimulate visitors to Kamp Kamp.
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Figure 99 — Gained a 5-stars rating on google maps
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There have been more than 3.000 views of Kamp Kamp images on Google maps:

» o

Xin chao Nguyén,

Cac anh cua ban da nhan duoc tong
cdng 3.000 lugt xem!

Figure 100 - More than 3.000 views of Kamp Kamp on Google maps

6.4. Recommendations

After ten weeks of implementation, our Capstone project was completed; however, Kamp Kamp's
activities have continued for a long time. What we have done in these ten weeks can serve as a
springboard for Kamp Kamp to produce lasting content in the future, bringing Kamp Kamp closer
to the target audience. After running the campaign for ten weeks, we made the conclusions and

recommendations for Kamp Kamp on social media platforms.

6.4.1. Social media platforms

6.4.1.1. Facebook
To ensure that Kamp Kamp's fanpage is continuous and practical, Kamp Kamp should have a team
or individual responsible for the fanpage. The curator will decide on the content topic, contact
others for information or images, and then post the content on Facebook. This team will ensure
that regularly invested Kamp Kamp fanpage and that the content is published periodically and
consistently according to the shop's operating plan. We recommend Kamp Kamp post one daily
post to keep and increase interaction for the fanpage. Regarding the content, the shop should focus
on putting information on events and spaces of Kamp Kamp because these are the content that
audiences interact with the most. Kamp Kamp should post bilingual content because the Thao Dien
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area in District 2 has a lot of foreign guests. On the other hand, Kamp Kamp should consider
sharing UGC (User Generated Content), such as articles sharing feelings and photos at the shop.

However, Kamp Kamp must ask permission before posting this content on the shop's fanpage.

6.4.1.2. TikTok
Although Tik Tok is just a side channel, Kamp Kamp must keep the platform running smoothly.
The channel's content needs to focus on the bar events, especially the live performances. Kamp

Kamp should post 1 to 2 clips a week to keep it interactive and reach more to the public.

6.4.1.3. Instagram
Instagram is also a secondary communication channel, but we recommend that Kamp Kamp
continue building this channel. Continue to set the layout in an artistic direction because it is
consistent with the long-term orientation of the shop. The post count may be as little as one post a
week, but it is a good idea to upload content to keep appearing on the audience's feed. Kamp Kamp
should post bilingual content because the Thao Dien area in District 2 has a lot of foreign guests.
Besides, the Instagram story is an excellent function for creating and publishing content; Kamp

Kamp can use it for simple stories like reposting UGC or beautiful pictures of Kamp Kamp.

6.4.2. Partnership
In addition, we are the key contact between Kamp Kamp and projects related to students who want
to be sponsored by Kamp Kamp for locations, audio equipment, and vouchers. Therefore, Kamp
Kamp can cooperate with its SAA ecosystem to connect with Universities and student projects and
make a location sponsorship application with its benefits. Channels to connect students or potential

student communities are listed:

ORGANIZATION FANPAGE A
LIKE
Cau lac bo truyén thong Coéc | Cau lac bo truyén thong Coc Sai Gon 50.424
Sai Gon https://www.facebook.com/cocsaigonfuhcm '
R N CLB Guitar HUTECH
Cau lac b9 Guitar Hutech https://www.facebook.com/guitarhutechpage 12.000
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Cau lac bd am nhac HIU - Hiuzik - HIU Music Club 5142
Hiuzik https://www.facebook.com/Hiuzik/ '

2 A C6 Bong
Co Dong https://www.facebook.com/Codongpage 347.108
DQ} Van nghe; Xun{,g leP U ArTeam
trudmg Dai hoc Quoc Té - https://www.facebook.com/arteam.iu 17.342
DPHQG TP.HCM . : : .

Table 23 - Channels to connect students or potential student communities

6.4.3. Service
Regarding activities at the shop, when we were on the fanpage, we received inboxes asking about
upcoming activities and events. Although Kamp Kamp has services for private parties and
significant events, customers need clarification because the needs of each customer when coming
to Kamp Kamp are different. Therefore, at the beginning of the month and in the middle of the
month, Kamp Kamp should have a communication article about the event calendar and post it on
social networks for customers to follow. In addition, Kamp Kamp should take advantage of its
standee frame to display the schedule of activities and promotions by week/month at the Food

truck area.

In terms of payment methods, Kamp Kamp serves customers according to the pay-after-dinner
model, but they still do not have a pos and card machine; when they want to pay by transfer, the
staff will give the bank card number, then the staff will take a screenshot of the customer's payment
screen. This method interferes with manipulation and wastes time in today's explosive technology
era. Kamp Kamp side should create bank accounts and e-wallets and use them with the QR code
placed on the Foodtruck, so it will be more convenient for customers and take less time in payment

operations to payment at the counter.
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APPENDICES
7.1. Quantitative research

7.1.1. General information
We surveyed more than 231 respondents about their habits of going to a café shop and how they

approach a particular café shop.

7.1.2. Respondents

Khac

Nam
415%

Nix
56%

Figure 101 — Gender (Source: Author’s design)

Khac
Freelance 4 gw

Nhan vién vin phbng
19.4%

Sinh vién
B9.7%

Figure 102 - Current job (Source: Author’s design)
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Mang xa hoi (Facebook, Instagram, Tiktok, Youtube...)
Buoc gigi thiéu bdi ban bé va gia dinh
(g dung giao d6 an
Bang rén, ap phich quang cao
thugng mai dién tr
Roadshow
Khac
0 50 100 150

Figure 103 - | know a café shop through (Source: Author’s design)

Tham khéo fanpage
Kiém tra danh gia trén mang xa hai

200

Kiém tra binh ludn trén mang x& hai

Kiém tra churang trinh khuyén mai

Tham khao xu huéng

Ban bé

Khac

“ -

50 100 150

Figure 104 - Before going to a café shop, | usually... (Source: Author’s design)
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Khéng gian

Gia bén

Chiét lugng db an

WVé sinh, sach sé
dich vu chét lugng
Ban bé, déng nghigp
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Khac
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Figure 105 - The factors that make me decide to choose a café are... (Source: Author’s design)

Tan ngéu, gap g8 ban bé
Lam viéc, chay deadline

Thu gian
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Figure 106 - What activities do you usually do while sitting at a café (Source: Author’s design)
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Toi thudng bo qua cac quang céo trén mang xa hoi

Minh hay tham khao cac quén cafe trén Facebook, Tiktok,... rdi quyét dinh di

Téi thich ngdi & quéan ca phé va nghe nhac hon La dén quén bar/pub

[e]
[x]
&3]

50 75 100

Figure 107 - Customers behavior (Source: Author’s design)

100

75

50

25

0 . . }
Ban thich dén nhing noi cé nhiéu géc "séng 4o"?

Figure 108 - How much do you like to go to places with many photo angles?

(Source: Author’s design)
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Ban da ting nghe dén khai niém "Glamping" chua?

Timg nghe néi vé
11.5%

Cé nghe
16.5%

Chua bao giér nghe dén
72%

Figure 109 - Have you ever heard the concept of "Glamping?" (Source: Author’s design)

100
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0]
Néu c6 mdt quan ca phé theo concept Glamping, ban cé mudn thir khong?

Figure 110 - If there is a café with a Glamping concept, do you want to try it?

(Source: Author’s design)
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7.2. Qualitative research

7.2.1. General information
This questionnaire and answer conducted an in-depth interview to find customer insights when

going to a café shop and how they found a shop through social networks.

7.2.2. Respondents
Answer 1 - Female - 2000 - Freelancer - Ho Chi Minh City

Q: Ban c6 thudng xuyén di dén quan café nao d6 khong?

A: Khong thuong xuyén lam, nhung ma ciing hay di vao thoi gian ranh
Q: Muc dich ban di quan café 1a gi?

A: Di néi chuyén phiém véi ban bé hoic hop nhém

Q: Ban c6 hay di d&én nhitng quan café c6 nhiéu goc song ao hay khong?

A: it 1am, nhung ma thudng minh s& di nhimg quan quen nhu 13 Phuc Long dé chay

deadline. Con nhitng quan ma view dep hay cé concept la thi minh hay di véi ban bé

Q: Xu hudng chon quén café ciia ban 1a gi? Ban c6 tiéu chi gi khi chon mot quan café dé
di khong?

A: TOy vao muc dich, néu 1a di noi chuyén phiém thi quan nao ciing dugc, con néu di hoc
bai thi minh s& chon nhimng quan it nguoi, ¢6 ban ghé dé hoc bai. Puong nhién 1a minh s&

wu tién nhirng quan gan nha dé di cho tién.

Q: Néu c6 mét quan café mang concept la ma ban thich, tuy nhién dia chi quan hoi xa so

véi chd & thi ban c6 can nhic di dén chd d6 khong?

A: C6 chir, néu quan d6 dep thi minh sin sang dén thir, tuy nhién néu di thuong xuyén thi

minh khong di.

Q: Vay ban c6 nghi viéc check-in 12 mot phan khong thé thiéu khi di dén quéan co view dep

hay khdng?

Page | 123 Branding campaign for Kamp Kamp café



FA22MCO01 | Multimedia Communication Capstone Project

A: Minh it khi ndo check-in tai nhimg quan quen nhu Phuc Long 1dm. Nhung néu c6 may
quan view dep ma minh it di thi minh thich chup hinh cing héi ban réi hay ding 1én

Instagram hozc Facebook, mot phan vi né la, tai my quéan nay ban view ma.
Q: Ban biét dén mot quan nao dé thong qua dau?

A: Thuong la xem review trén TikTok, Facebook Ads. Cé miy quan mang concept dep

thudng minh hay thay trén Facebook Ads nhiéu 1im

Q: Vay khi thiy nhiing quén chay quang céo Facebook, ban thudng nhap vao xem hay bo
qua

A: Thudng thi Facebook Ads di target dugc so thich caa minh nén né biét minh muén gi.
Cho nén khi thay nhitng quan d6 minh hay nhap vao xem thong tin nhu & dau, gia ca ra

sao. Nhu quan P4 bao vay do.
Q: Thuong thi cai gi s& thu hat dugc ban dé ban nhap vao xem?

A: Thuong thi 13 hinh anh, content minh s& khéng quan tdm nhiéu dau. Quan trong 1a hinh
anh quan d6 dep, sau d6 minh s& nhap vao va xem dia chi, néu hinh anh dung gu thi minh

sé ¢ lai coi a

Q: Vay ddi vai ban, hinh anh nhu thé nao maéi thu hat?

A: Nhitng hinh anh khai thac géc caa quan, nhin n6 mat xiu, hoac né nghé moét xiu la duoc.
Q: Ban c6 thich dén nhitng quan dwoc nhiéu KOC review hay khong?

A: Thuong thi minh khong dén, minh ¢ coi nhung minh van chon nhiing quan chay
Facebook Ads truée. TikTok la kénh dé minh tham khao thi.

Q: Ba tiéu chi ma ban quyét dinh dén mot quan nao do 1a gi?

A: Thir nhét 12 khong gian quan dep, hop gu. K& dén la thoang mat, gia ca oke. Cai thu ba

la nu6c ngon.

Q: Khi mét quan café té chic sy kién nhu minishow, acoustic hay khai truong ban ¢6 hay
dén du khong?

A it Iam, nhung minh ciing c¢6 di néu sy kién d6 dung véi gu minh.
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Q: Ban c6 thudng hay suu tim nhiing vat pham nhu binh nuéc, coc gitr nhiét caa quéan café
khéng?
A: Khong, minh khéng phai 1a fan nén khong c6 thich di suu tam.
Q: Vay diéu gi & mot su Kién tai quan thu hat dugc ban?

A: Minh s& tham gia néu c6 nguoi ndi tiéng ma minh thich dén né. Minh ciing bi thu hut

boi nhitng su kién c6 qua ting dep-doc-la nhu 1a voucher hay may cai phu kién.

Q: Cam on ban di danh thoi gian tham gia phong van véi tui minh.

Answer 2 - Female - 1999 - Officer - Ho Chi Minh City
Q: Ban c6 thudng xuyén di dén quan café nao d6 khong?
A: C6, miy quan nhu 1a The Coffe House hay Cheese coffee
Q: Muc dich ban di quan café 1a gi?
A: Hoc bai né, gap ban bé hay di v&i nguoi yéu
Q: Ban c6 hay di d&én nhitng quan café c6 nhiéu goc song ao hay khong?

A: C6, minh thudng xuyén dén nhitng quan méi la néu c6 thoi gian ranh. Thudng minh

hay di v&i hoi ban dé chup hinh

Q: Xu hudng chon quén café cia ban 1a gi? Ban c6 tiéu chi gi khi chon mot quan café dé
di khong?

A: Rong rai ne, co khong gian dé n6i chuyén hay la quan co nhiéu goc sdng ao

Q: Néu c6 mot quan café mang concept la ma ban thich, tuy nhién dia chi quan hoi xa so

véi chd & thi ban c6 can nhic di dén chd d6 khong?
A: C6 can nhic chir, néu quan dé dep thi minh s& di

Q: Vay ban c6 nghi viéc check-in 12 mot phan khdng thé thiéu khi di d¢én quan c6 view dep

hay khdng?
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A: Minh khong nghi d6 1a diéu khdng thé thiéu. Nhiéu khi minh dén quan dé néi chuyén
véi ban bé thi minh khéng qua quan trong chuyén séng 4o dau. Nhung néu quan d6 c6 view

dep thi minh rat thich chup dé dang Facebook
Q: Ban thuong ding nhitng mang xa hoi nao dé dang hinh?

A: Thuong thi la Facebook hodc Instagram, minh c6 choi TikTok nita nhung ma luoi edit

video 1am, cha yéu TikTok 1a dé luét thoi.

Q: Ban biét dén mot quan nao d6 théng qua dau?

A: Céc group review trén Facebook hoac la review trén TikTok.
Q: Thuong thi cai gi s& thu hat dugc ban dé ban nhap vao xem?

A: Hinh anh 1a diéu thu hat minh truéc, néu quan dé chup view 6n thi minh thudng nhap

Vao xem
Q: Ban cho rang content trén Facebook nhu thé ndo mai thu hit, hozc gay nham chan

A: Vé content thu hit thi thuong 12 nhitng cau né mang tinh vin tho hay nghé thuat xiu.
Con gy nham chén thi content qua dai hodc qua hoc thuat. Minh ciing thdy may content

theo trend ciing hay nhung ma néu né bat trend nhiéu qua ciing dé gay chan.
Q: Ban c6 thich dén nhiing quan duoc nhiéu KOC review hay khong?
A: C6 chi, minh hay dén nhiing quan duoc review nhiéu hoac tot.

Q: Khi mét quan café to chuc sy kién nhu minishow, acoustic hay khai truong ban ¢6 hay
dén du khong?

A: Minh ciing hay di 1im, tly vao thoi gian néu sap xép duoc minh sg di
Q: Vay diéu gi & mot sy Kién tai quan thu hit dwoc ban?

A: Thuong thi 14 chuong trinh hodc ndi dung cia su kién. Minh ciing quan tim dén may

hoat dong hoac qua tang dac la.

Q: Cam on ban di danh thoi gian tham gia phong van véi tui minh.
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Answer 3 — Male — 2001 — Student — Ho Chi Minh City
Q: Ban c6 thudng xuyén di dén quan café nao d6 khong?

A: C6, minh hay di dén quan café vao cudi tuan nhung khong cb dinh quan cu thé. Minh

thich quan nao thi di quan d6 thoi.

Q: Muc dich ban di quan café la gi?

A: Minh hay tu tap di choi vdi ban bé va nguoi yéu.

Q: Ban c6 hay di d&én nhitng quan café c6 nhiéu goc song ao hay khong?
A: C6 nha ban oi. Bi méi ¢6 anh dang facebook ch.

Q: Xu huéng chon quén café cua ban 1a gi? Ban c6 tiéu chi gi khi chon mot quan café dé
di khong?

A: Quan dep 1a duoc. Chu yéu 1a minh thich may noi c6 view dep, hop style

Q: Néu c6 mot quan café mang concept la ma ban thich, tuy nhién dia chi quan hoi xa so

vé6i chd & thi ban c6 can nhic di dén chd d6 khong?
A: C6, minh s& dén quan d6

Q: Vay ban c6 nghi viéc check-in 12 mot phan khdng thé thiéu khi di d¢én quan c6 view dep

hay khong?
A: Nghi thire phai ¢6 nha. Vay nguoi ta méi biét minh ¢é di choi chu.
Q: Ban thudng ding nhitng mang xa hoi nao dé dang hinh?

A: Facebook va Instagram nha, thuong thi minh sé dang story trudc, sau d6 mai loc anh

rdi méi ding bai.
Q: Ban biét dén mot quan nao d6 théng qua dau?

A: Trén may trang mang x& hoi né. Minh thudng tham khao group review hozc xem review

trén TikTok, 1au lau thdy may quéan chay quang cio minh ciing hay xem

Q: Thuong thi cai gi s& thu hut dwoc ban dé ban nhip vao xem?

Page | 127 Branding campaign for Kamp Kamp café



FA22MCO01 | Multimedia Communication Capstone Project

A: Nhin khéng gian quéan thu hat thi minh méi nhap vao xem

Q: Ban cho ring content trén Facebook nhu thé ndo mai thu hit, hozc gdy nham chan
A: Ngin thdi, nhiéu qua minh luoi doc 1am.

Q: Ban c6 thich dén nhimg quan duoc nhidu KOC review hay khong?

A: Thich nha, nhung c6 may ngudi review minh khong thich lim hay doan ra dugc bai d6

seeding 1a minh khong di.

Q: Khi mot quan café to chic sy kién nhu minishow, acoustic hay khai truong ban ¢6 hay
dén du khong?

A: Minh ciing hay di 1dm, minh thich sdn may mén d6 cua brand nhu Phuc Long, Starbuck
do

Q: Vay diéu gi & mot su kién tai quan thu hat duoc ban?
A: Chu yéu la qua tang hoac hoat dong hop véi so thich caa minh.
Q: Cam on ban di danh thoi gian tham gia phong van véi tui minh.

7.3. Evaluation survey

7.3.1. General information
This survey evaluates the quality and customer feedback during the campaign, taken during the
Grand Opening Weeks event, with 218 survey participants.
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7.3.2. Respondents
Ban cho KAMP KAMP biét do tudi nha

218 cautrd lai

@ T 15-17 tudi
@ T 18 - 24 tudi
@ T 25 - 30 tudi
@ T 31-40tudi
@ Trén 40 tudi

Figure 111 - Age distribution (Source: Author’s design)

Gidi tinh cla ban la gi ne
218 céu tra loi
® Nam

® Ni
® Khac

Figure 112 — Gender (Source: Author’s design)
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Nghé nghiép hién tai cua ban

218 cdu tra lai

@ Hoc sinh - Sinh vién
@ Nhan vién van phong
@ Freelance

@ Giso vién

@ Budn ban

@ Kinh doanh

@ Startup

@ Nbi tro

Figure 113 - Current job (Source: Author’s design)

Ban dénh gia cdac dich vu clia Kamp Kamp nhu thé nao

100 MM Rétkhong hailong MMM Khong hailong [ Binh thwong MM Hailong M Rét hailong

75
50

25

Dich vu tai Kamp Kamp Khéng gian tai Kamp Kamp Chét lweng mon an Giaca

Figure 114 - Quality evaluation (Source: Author’s design)
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Ban biét dén Kamp Kamp thong qua dau

218 cau tra |i

Facebook 171 (78,4%)

TikTok 68 (31,2%)

Instagram 67 (30,7%)

Ban bé, ngudi than gidi thiéu 108 (49,5%)

Céc su kién gan day 1(0,5%)

Tham du event tai Kamp Kamp 1(0,5%)

0 50 100 150 200

Figure 115 - You know Kamp Kamp through... (Source: Author’s design)

Ban biét dén Kamp Kamp cé céc dich vu ndo dac biét né
218 céu tra |oi

T chirc sy kién 155 (71,1%)

Cho thué khéng gian 84 (38,5%)

Food and Drinks 180 (82,6%)

Glamping 120 (55%)
Coi tarot 2 (0,9%)
Khuyén mai 2 (0,9%)

Private Party 1(0,5%)

0 50 100 150 200

Figure 116 - Do you know what kind of services Kamp Kamp has? (Source: Author’s design)
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Hay chia sé cho Kamp biét vé cam nhéan cua ban nhé

54 cau tra 16

Minh thay cue ki thich hoat déng workshop hat. N6 kha 1a xa xi trét
Khéng gian thoang déng, nhigu hoat déng

khéng gian quan réng rai, thodi mai

Cac ban & Kamp siéu dé thuang, khéng gian ciing ok

Tot

Nhan vién than thién. Khéng gian mat mé

Uéc gi Kamp c6 ly cdu vong

Oke nhe

Cafe mudi rdt ngon. Cac ban nhan vién than thién. Minh sé rd thém ban di vao 1an cudi

Figure 117 - Reviews of customers when participating in events and services at Kamp Kamp

(Source: Author’s design)

7.4. Masterfile of events and promotions for Kamp Kamp in 2023

THANG 01/2023

Tét Tay o

01/01 _ Sunset night show Suggest: Heineken
02/01 Nghi Tét Tay PRM
06, 07, 08/01 Garage sale - Chg tét . SR
08/01 Workshop: Lam bao li xi '.§p ef:lal Con,lbo NYP giam 10% cho
13, 14, 15/01 Garage sale - Cho tét tiéc tr 50 khach

P R +Goit tri 15% cho g6i 1.500.
15/01 Sunset night Goi trang tri 15% cho goi 1.500.000
20, 21, 22/01 Workshop: Lam bao li xi PRM
21 -27/01 Tét Nguyén Pan - Special menu & Li xi

THANG 02/2023
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Tét Nguyén Tiéu
05/02 - Sunset night
11/02 Slient party S(%mal menu: Alcohol drink (Giam
14/02 Valentine PRM: Menu couple
- Sunset night Suggest: Strongbow
21/02 Minigame: Truy tim manh ghép . <
22 - 26/02 Promotion PRM: Mua I tang |
THANG 03/2023
05/03 Sunset night
o PRM
08/03 Ngay Quoc te Phu nir - Tang hoa cho phai nit/Giam gia cho
phai nir
11/03 Slient party Special menu: Alcohol drink (Giam
5%)
. 2 PRM
14/03 Valentine trarrlg - Combo menu Hay yéu!
20/03 Ngay Qudc té Hanh phiic Suggest: Strongbow
THANG 04/2023
1z PRM
31/03 - 02/4 Cé thing tu - Special menu Loi ndi déi ngot ngao
02/04 Sunset night
07/04 Suitc khoe thé gisi (Fj’:'\l’rll\ﬁ) Special menu (Healthy food n
N - — - 5
09/04 L3 Phyc Sinh Truy tim khp bau, tim logo discount %
logo tuong Ung
14/04 Valentine den PRM
- Sunset night - Discount 10% cho bill 100k, nguoi
14 - 20/04 PRM: Bdc than vui tinh di 1 minh
22/04 - 23/04 Ngay Trai Dat PRM: discount 10% cho bill trén 200k
29/04 Slient party S(I;Oe)mal menu: Alcohol drink (Giam
30/04 Giai phéng mién nam PRM: Menu discount
THANG 05/2023
01/05 Qudc té lao dong PRM: Menu discount
12 - 14/05 PRM: Ngay ctiia mg PRM: Special menu for family
Ngay ctia me
14/05 Sunset night
17/05 Minigame: Chiéc non ky diéu
18 - 19/05 PRM: Di 4 tinh tién 3 Special meni cho nhém khach 4 nguoi
20/05 Slient party g(l):}oe)mal menu: Alcohol drink (Gidm
28/05 Sunset night
THANG 06/2023
01/06 | Ngay Qudc té Thiéu Nhi | PRM: Gift for kid - sncak
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04/06 Workshop: Tai ché
) CONAAT g ISuyT PRM Discount 5% néu KH mang
05 - 11/06 Ngay Mo6i truong Thé gidi ly/binh tir nha lén
Ngay cua cha
18/06 - Sunset night
2406 Slient party g%mal menu: Alcohol drink (Giam
— 5 o
28/06 Ngay gia dinh Viét Nam PRVM. D}scount I:S-A) cho tiéc gia dinh
hodc nhom 4 nguoi
THANG 07/2023
I , * 1 0, A 1 &
5. 7/7 Neay Quéc té nu hon 153(1){01\IZI Discount 10% cho tong bill trén
02/07 Sunset night
15/07 Slient party g(%cwl menu: Alcohol drink (Giam
23/07 Sunset night
24 - 30/7 Minigame: Poan tén mén an P,RM: .G.l d gia sap san cho cdc mén an
cua Minigame
THANG 08/2023
Suggest tfit, ca cac san pham
o bia/thirc uong c6 con cia Heineken
1-6/8 Ngay Quoc te bia Group: Heineken®, Tiger, Larue,
BIVINA, Bia Viét, Strongbow va
Edelweiss
20/08 Sunset night
22/08 That tich PRM: Special menu (Ch¢ ddu do)
26/08 Slient party g(l;oe)cml menu: Alcohol drink (Giam
THANG 09/2023
01 - 03/09 Ngay Qudc khanh Viét Nam Suggest: Tiger
10/09 Sunset night
23/09 Slient party g(l;oe)mal menu: Alcohol drink (Giam
24/09 Sunset night
29, 30/09 Trung Th‘u PRM: Special menu + Gift
- Rudc dén
THANG 10/2023
01/10 Ngay Qudc té Ca Phé PRM: Happy day for menu café
06, 07/10 Ngay Qudc t& Cudi PRM: Discount cho nit
08/10 Sunset night PRM: Discount cho nir
13/10 No bra day PRM: No bra day
Ngay rira tay thé gioi
1510 - Workshop for kid
20/10 Ngay Phu nit Viét Nam PRM: Gift for women
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Special menu: Alcohol drink (Gidm

21/10 Slient party 506)
29/10 Sunset night
30, 31/10 Halloween PRM: Dung kamp chiu bi gheo, hay
dén Kamp nhan ke¢o
THANG 11/2023
1111 Slient party S&Je)mal menu: Alcohol drink (Giam
13 -23/11 PRM: Tri an thﬁy ¢0, discount dac tiéc
15%
19/11 Ngay Qudc té Pan éng Suggest: Tiger/Heineken
18/11 Workshop tri an
20/11 Ngay Nha gido Viét Nam
13-26/11 Black Friday PRM: Siéu deal gia hoi
THANG 12/2024
8 9, 10/12 Garage sale - X'mas
15,16, 17/12
02/12 Workshop
03/12 Sunset night
04/12 Ngay Qudc té 6m tu do
09/12 Workshop
16/12 Sunset night
17/12 Workshop
12/12 Sunset night
22, 23/12 Buffet combo
bém Giang Sinh
24112 Sunset night Suggest:
25/12 Ngay Giang Sinh Edelweiss/Strongbow/Heineken
31/12 Countdown

Table 24 - Master file of events and promotions for Kamp Kamp in 2023 (Approved)
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