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ABSTRACT

Communications include a variety of aspects and working as a communications officer
sometimes means that the person has to acquire diverse skills and knowledge. This is
particularly true for businesses with a small marketing communications department
like PNJ Northern branch. During three months of our capstone project, our team were
fortunate and honored to be a part of PNJ Northern’s branch marketing department
where we gained various hands-on experience.

In the first section of this production book, we have tried to provide some information
about the company that we have been working with as well as our major tasks there.
We have joined two main projects, including the internal communications series of
events celebrating PNJ Northern branch’s 27th anniversary and the 2022 Women’s
Day campaign. The second section would elaborate on the theories we rely on during
our project as well as how we have applied them in actual situations. We would like
to present our research to reinforce our plans which shall be clarified in the following
part. The production book would also give more insights into our actual work in PN]J
and evaluation from different parties. There is a section for self-reflection at the end of
the book as well.



LINTRODUCTION

1.1. Company Introduction

1.1.1 Company overview

PNJ is a leading jewelry manufacturer and retailer in Vietham whose products are
increasingly popular in Asian and European countries. The company was founded in
1988 as Phu Nhuan Jewelry Trading Store under the name of the People’s Committee
of Phu Nhuan District. Nowadays, it has developed into PNJ Group consisting of 7
subsidiaries, including PNJ Jewelry Production and Trading Company (PNJP) which is
generally known as PNJ for short.

Currently, PNJ possesses an enormous wholesale system and almost 400 retail stores
nationwide. The company has an output of over 4 million products per year, which
makes it one of the largest jewelry factories in Asia with virtually 1,500 employees.
Over 34 years of development, PNJ has achieved various remarkable achievements
such as Top 500 leading retailers in Asia Pacific, Global Performance Excellence
Award, Vietnam HR Awards 2020, etc. It is so far the only jewelry company listed on
the Vietnam Stock Exchange.

a. Vision

The company’s vision is to become a superlative brand in Asia in terms of jewelry
manufacturing and retailing, to honor beauty and reach the global market.

b. Mission

PNJ’s mission is to be constantly creative to bring out sophisticated products with
genuine value in glorifying the beauty of humanity and life.

c. Core values

Core values that PNJ dignifies are to:
* Be honest to be everlasting.

e Be unwavering in pursuing goals.
* Be caring to grow together.

* Be conscientious to customers.

® Pioneer to make a difference.
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Figure 1: PNJ’s logo

The meaning of PNJ’s logo is “Gathering and Shining”. It is inspired by the shape of
diamonds - the symbol of eternity and purity. The five convergent lines imply that
although PNJ has diverse fields of operation, all of them are based on the company’s core
values. These golden lines also symbolize the jewelry industry which is the foundation
of the company. Furthermore, the number five is associated with the Five Elements,
expressing that the company’s growth is a natural process that cannot be hindered.
The predominant colors of the brand are gold and blue. Gold embodies the jewelry
industry as well as happiness, prosperity, and luck. Meanwhile, blue represents the
world with blue sky and blue ocean. It also correlates with faith, cooperation, success
and sustainability. The combination of these two colors expresses stylishness and a
solid belief, consistent with the brand’s slogan “Faith and Style”.

e. PNJ Northern Branch

This capstone project is conducted in the name of PNJ Northern Branch, which has
been operating in Northern Vietnam since 1994. Today, the branch includes Thanh
Hoa, Nghe An and Ha Tinh as well. The branch is now headquartered at 110 Cau Giay,
Hanoi. There are 59 retail stores belonging to the branch, 27 of which are located in
Hanoi.

1.1.2. Products and Target Market

PNJ has a diverse range of products with each aiming at different market segments.

e PNJ Gold (since 1988): Including both gold jewelry and bullion. In fact, this
sub-brand is more widely known as PNJ (without “Gold”) which contains gold,
white gold and platinum products as well. This is the strongest sub-brand of PNJ
with 336 PNJ Gold stores among 358 stores in total.

e PN]JSilver (since 2001): Specialized in silver jewelry with a diverse range of types,
including bracelet charms.

e CAO Fine Jewelry (since 2005): Providing luxury products (fine and high jewelry)
that are sophisticatedly designed and crafted.
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e PNJ Watch (since 2012): Unlike the aforementioned sub-brand, these stores are
distribution partners of other well-known watch and glasses brands such as Casio,
Daniel Wellington, Saint Laurent, Dior, etc.

e PNJ Art (since 2019): The sub-brand provides business customers with products
ranging from Feng Shui statues and paintings, cufflinks, pins to custom corporate
gifts.

e DISNEY|PN]J (since 2019): A collaboration between PNJ and Disney to introduce
accessories inspired by famous Disney characters such as Elsa, Cinderella, Mickey,
etc.

e Style by PNJ (since 2020): With four distinct product styles: Feminine, Edgy, Sexy
and Active, each with highly stylized design, this sub-brand wishes to attract young
consumers who seek uniqueness and self-expression. These products sometimes
overlap with PNJ Gold and PNJSilver and would be labeled as Style by PNJ Gold or
Style by PNJ Silver.

1.1.3. Marketing Organization Structure Market
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Chart 2: PNJ’s marketing organization structure

According to Ms. Pham Lé Thu Trang - A senior marketing executive working in PN]J
Northern Branch, PNJ headquarter in Ho Chi Minh City directs all activities related
to the brand, including marketing communications. Branches, therefore, do not have
much authority over this aspect. Their major function is to foster sales and all marketing
communications efforts are for this purpose. As a result, the marketing department of
the Northern Branch has merely 10 members compared to roughly 700 employees of
the whole branch. Among them, there are:

e 6 people from the retail team who are in charge of creating plans to improve sales
revenue, making reports, and proposing advertising plans on social media.

e 1 public relations officer.

e 3 marketing executives.

Despite their modest scale, the marketing department is still an integral part of PNJ.

Their responsibilities contain:

e Transmitting the brand’s vision, mission, core values, positioning and competitive
advantage to target customers thoroughly and uniformly, via every marketing
communication program of the company.

e Building and implementing strategic development plans for each brand and product
line. Directing creative ideas, design trends, and online and offline communication
activities for brands.

e Planning and carrying out customer service programs and monitoring the customer
data system in order to improve customer loyalty and boost sales.

e Directing concepts and design to come up with innovative product ideas for
manufacturing and sales activities.

* Monitoring marketing activities revolving around the collaboration between PNJ
and external partners; between the marketing department and other departments in
the company.
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As for the IMC division, their duty comprises of:

e Addressing creative direction for contents, stories, and communication messages of
the brand’s activities and events.

e Building and implementing production plans for communications products (images,
movies, etc.) of the brand and other sale-boosting activities.

e Writing content for advertising and discount events as well as other communications
activities.

e Designing images for marketing as well as internal activities, exemplified by
invitations, business cards, annual reports, event decorations, yearbook, etc.

e Taking, editing, and storing photographs of jewelry products and events.

e Evaluating and selecting media partners and cooperating with them to plan and
implement communications projects.

1.2. Project Introduction

1.2.1. Project overview

During our time working at PNJ, we have taken part in several marketing and
communication projects, from small to large-scale ones, from internal to external
communications. Amongst them, there were two major projects:

e PNJ Northern Branch’s 27th anniversary internal communications (from 04/8 to

30/9): Consisting of the writing competition “PNJ trong t6i”, the 27th anniversary
soccer tournament, the beauty pageant “Sparkling Diamonds” and the 27th
anniversary gala (which included the final round of “Sparkling diamonds”). The
event was favorably taken up and received a great sum of positive feedback, which
would be elaborated later on in section V.
2022 Women’s Day campaign “Su thau hiéu la moén qua vo gia” (from 5/10 to
31/10): PNJ considers 20/10 one of the most important times of the year when their
sales peak and a big campaign is launched to support this. “Su thdu hiéu la mén
qua vo gid” was a large-scale campaign of the whole brand so it was governed by
PNJ headquarters in Southern Vietnam. Other branches would follow guidelines to
generate a uniform message through their marketing and sales activities during this
period. The Northern Brand was accountable for online and offline promotional
programs, including but not limited to point-of-sale events, social media advertising,
and affiliate marketing.

1.2.2. Our roles

As a part of the marketing department of PNJ Northern Branch, we have had the
opportunity to participate in practical tasks similar to other members.

During the PNJ Northern Branch’s 27th anniversary, our responsibilities consisted of:
e Making proposals for contests and judging criteria for the beauty pageant.

e Designing social media images and event materials (backdrops, standees, die-cuts,

posters, screen displays, etc.)



event’s highlight reel.
e Writing content for social media and letters of thanks.
Among the three competitions, “PNJ trong t6i” was picked from our proposal, while the
other two were ideas of other members of the department. As the soccer tournament
contained confidential information about the company’s human resources, we only
provided printing design for this activity. On the other hand, every other design and
content in this project was generated by our team.

For the 2022 Women’s Day campaign “Su thau hiéu 1a moén qua vo gia”, we were

assigned to:

e Create content for KOLs’ Tik Tok videos.

e Contact event venues to promote the campaign.

* Produce seeding content for PNJ Northern Branch’s Facebook representatives.

e Manage invitations for the meeting with Hanoi Association for Women Entrepreneurs
(HNEW) - a business partner of PNJ.

e Research and report about competitors” 20/10 campaigns.

Besides, we also joined in other daily tasks of the department, ranging from graphic

design, Livestream scriptwriting, and copywriting to event preparation and research.

The table below includes our role and responsibilities as well as PNJ Northern Branch

staffs’ since they are people we worked closely with within the time of running the

Capstone project.

Member ‘ Role Responsibility
OUR TEAM
Pao Kim Ngoc Leader Content W'I‘ltlr"lg, co.pywrltlr'mg, project
monitoring, video editing.
Nguyén Thi Member Content ertlng, copywrltlng.
Phuong Dung Supporting minor designs.
Nguyén Hai Content writing, copywriting.
Duy Hung Member Conducting field research.
Nguyén Phuc Graphic design.
Thu Ha Member Supporting content writing and copywriting.
PNJ TEAM
Executive Assisting project manager, approving “PN]
Nguyén Trung | Sponsor (Head |Northern Branch’s 27th anniversary” project
Duc of Marketing [deliverables, providing ongoing direction to the
Department) [team in both projects.

N/

/

e Creating a 27-year anniversary video to present at the gala and commenting on the ——

\




Project Manager

Leading and managing “PNJ Northern Branch’s
27th anniversary” and “2022 Women’s Day

Trung Nguyén

Department)

Pham Lé éferizgi/r;g campaign”  projects, establishing  project
Thu Trang Marketin schedules, assigning tasks to project team
5 members,  managing  deliverables  and
Department) Do . .
communicating with the executive sponsor.
Providing assistance and information of PNJ’s
Lé Pham Contributor (HR | human resources in “PNJ Northern Branch’s

27th anniversary” project, managing resources
for the Gala event.

Dao Manh Hai

Contributor (HR

Leading and managing the football tournament
in the “PNJ Northern Branch’s 27th anniversary”

Department) project.

Developing plan for “PNJ Northern Branch’s

Former Project | 27th anniversary” project, establishing project

Nguyén Phuong Manager schedules, delegating tasks to our team. She
Nhung (Marketing was the first staff our team had contact with
Department) and involved in the initiation and planning

stage until leaving due to personal reasons.

Table 1: Scope Management Roles and Responsibilities

1.3. Intermediate conclusions

To sum up, this capstone project was supported by PNJ Northern Branch where our
team was assigned to perform tasks as a part of the marketing department. The ultimate
purpose of the branch was sales boosting and all marketing communications activities
were directed towards this goal. Our team’s job revolved around two major projects,
namely PNJ Northern Branch’s 27th anniversary internal communications and 2022

Women’s Day campaign “Su thdu hiéu la mén qua vo gia”. In the former project, we
took part in the internal communications aspect from the planning to the execution
stage. On the other hand, in the Women’s Day campaign, we were in charge of some
online promotional activities and competitor analysis for further evaluation. Apart from
these major roles, we were allocated other tasks within the department’s scope of work
as well.

Il. FORMATIVE RESEARCH

2.1. Theoretical framework

2.1.1. S.M.A.R.T Objectives

S.M.A.R.T objectives are fundamentally established principles for shaping and achieving
future goals. They help us understand our capabilities and develop specific plans for



our goals. This method eliminates generalizations and guesswork, establishes a clear
timeline, and makes tracking progress and identifying missed milestones easier.
S.M.A.R.T stands for Specific, Measurable, Achievable, Relevant, and Time-Bound.
Each component of S.M.A.R.T objectives should answer these question:

Goals should be realistic — not a pedestal over which we will
inevitably stumble. The major question should be:ls our goal
something our team can reasonably accomplish? The following
questions should be answered to set an achievable objective.

e Do we have sufficient financial resources to achieve our goal?
* Do we have personnel with the necessary abilities and skills to

achieve our goal (including evaluation)?

How will you know when the objective is accomplished?

What indicators will you look for to measure progress and

success?
Measurable o
Are data to measure our progress and success readily available?

Or do we need to develop new measures, e.g., surveys, focus

groups, etc.¢

Do we have sufficient financial resources to achieve our goal?
Do we have personnel with the necessary abilities and skills to
. achieve our goal (including evaluation)?
Achievable ¢ e
Do we have enough time to complete our task?
What other types of resources do we require to achieve your

goals (e.g., technology, space, equipment, etc.)?

Why is it significant?

Is it worthwhile?
Relevant . o
Is this the appropriate time?

Is this related to any other projects or needs?

When will this objective be met?
I Time-bound When will we take action to achieve our objectives?

When can we expect to see some short-term results?

_
Figure 2: S.M.A.R.T Objectives /'N



2.1.2. SW.O.T

SWOT analysis is one of the most important concepts in business and is widely used

by all types of organizations to assist in the development of a strategic plan. It is a high-

level strategic planning model that aids organizations in identifying where they are

doing well and where they car improve, both internally and externally. The acronym

SWOT stands for “Strengths, Weaknesses, Opportunities, and Threats.”

e A SWOT analysis can be useful at any stage of the proiject to:

e Look into new initiatives or problem-solving approaches

e Decide on the best course of action for the initiatives. Identifying chances of threats
can help narrow down options.

e Define where changes are permitted. At a crossroads, taking note of strengths and
weaknesses can reveal priorities as well as opportunities.

e Adjust and finish the mid-term plan. A new opportunity can widen existing paths,
while a new threat can close them.

SWOT analysis is also a great way to organize information gathered from studies or

surveys and a simple way to communicate initiatives.

How we applied SSW.O.T Analysis in practice:
e Introduce our group to the PNJ Marketing team, demonstrate our strengths and
limitations, what we can contribute to the company and what we wish to learn from

the cooperation with PNJ.
e Determine the best approach to run the 27th PNJ Northern Branch birthday event.

2.1.3. AIDA Model

AIDA i« a marketing model that describes the steps thata customer takes when purchasing
a product. The AIDA model has been used since the late 1800s. It has been reviewed
and modified ni'merous times in marketing and public relations over the years. For over
a century, the AIDA mndel has sheoed perceptions of marketing and sales strategies.
The formula is still used in standard marketing textbooks today. AIDA is also used in
public relations to plan and analyze the effectiveness of public relations campaigns,
and it still provides useful information for the analysis of advertising messages.

The AIDA model is based on four individual stages that attract interested parties who
are deciding on a product or service:

The product must capture consumers’ attention. This isaccomplished

through the use of advertising materials.
Awareness E.g. A striking window, a sensational YouTube clip, a themed

newsletter, or a graphic on a landing page are all examples.




During this phase, the potential customer’s interest in the product
or service should be piqued.
Interest E.g. Detailed product information is presented, such as the product
description on a website, a product brochure or flier, photos, or a

video clip of the product.

If a customer expresses an interest in a product, it is the seller’s
responsibility to persuade them that they want to own it.
Desire E.g. The seller provides specific examples of the benefits of the
product or service; A must-have list in an online store can pique the

buyer’s interest.

Once the desire to buy has been aroused, it must be transformed
into action, namely the purchase. Encourage the buyer to interact
with the brand before proceeding to the next step.

E.g. A call-to-action can persuade the customer to purchase the

product.

Figure 3: AIDA model

We applied AIDA Model in the 27th anniversary event planning process and in general

content writing:

e Attention: Use “sneak peek” posts with engaging and interesting information to
pique curiosity and attention from viewers and organize posting schedules to drive
viewers to the main topic.

Interest: Use aesthetic introductory images and videos with useful information
related to topics/products that arouse the interest of the target audiences.

Desire: Use key messages with emotional appeal to make the reader feel that they
should attend the event/buy the product.

Action: Encourage people to attend the event/buy products by enhancing the benefits
of the participants/product consumers.

2.1.4. Internal Communications Theories

2.1.4.1. Internal Communications Definition

According to Dolphin (2005), Internal Communications is communications between
an organization’s leaders and its employees. Many researchers have concluded that
the communications process has a variety of roles including uniting the identity o
a company, motivating employees and enhancing their commitment by establishing

15




an understanding of the company’s objectives and gcals, and minimizing chances of
misunderstandings and conflict within and between departments.

It is not an easy job communicating brand values to employees. Herington et al. (2006)
discuss that by directing internal marketing communications toward employees, a
company can promote employees’ satisfaction, trust, and commitment which ultimately
affect the company’s profitability. Employee satisfaction with internal communications
is an important factor that aids employees’” work performance leading to organizational
success ultimately (Erasmus-Kritzinger 2002). Some brands is stated to face significant
challenges communicating with their employees, and it frequently requires some effort
to change internal culture. Itis suggested that maneeers can make use of communication
approaches to create a fair work environment and increase feelings of ownership and
belongings within the staff (Kale, 2006).

2.1.4.2. Formal vs Informal communications

Internal communications is a process in which information is distributed to stakeholders
whose interests depend on the company’s success. These stakeholders include
employees, suppliers, investors, independent contractors, and business partnerships.
This type of communications typically includes information about business strategy,
organizational changes, company achievements, and market plans.

Internal communications within companies includes both formal and informal
communication. The use of tools from the two fields is different — they require different
contexts and serve diverse goals.

Employee commitment and satisfaction are greatly influenced by communication
between the supervisor and his subordinates. It should, for the most part, he based
on a direct, honest relationship in which open communication is essential. Informal
contacts, such as meetings, e-mails, or phone calls, should play a large role. Managers
may also meet with their teams outside of the office, such as at lunch. This will allow
them to get to know each other better and speak more freely.

Formal communication is used less frequently in relationships between superiors and
subordinates, but it is still important in team management. Official team meetings,
formal 1:1 meetings, anc ~-mail memos to team members allow for:

* Inform employees and the entire team about their successes

e Show recognition and appreciation for their efforts

* Motivate and engage employees

In conclusion, the choice between formal and informal communication should always

be made concerning the communication process’s purpose and the preferences of the
participants.

2.1.4.3. Events as an Internal Communications Tool

The primary goal of any business is to generate profit and success. When a company’s
employees improve their performance, its profitability rises. Employees are motivated to
work harder when they understand corporate values better, which ultimately contributes



to creating a pleasant working environment and developing a solid relationship between
the brand and the employee. Therefore, it is critical to use appropriate communications
tools to help employees understand their values. Special events are now causing
shifts in communications trends (Chernatony et al., 2006). Using events as an internal
communications tool would help employees positively buy into the company’s vision
and values.

Bottazzo (2005) claims that organized preparation and execution of a unique program,
primarily based on internal communications, is required to achieve employee
satisfaction. According to Daniel et al. (2008), governmental, non-governmental, profit,
and nonprofit organizations can use events to send a message to the internal community,
which employees represent. Many organizational challenges, such as high employee
turnover, low satisfa~tion and commitment, would be solved by implementing an
appropriate integrated internal communications program for the company’s internal
market. Internal event investment is rapidly increasing as organizations recognize that
fostering emoloyee well-being increases brand laovalty. As per De Chernatony et al.
(2006), brand success depends on ensuring that employees clearly understand corporate
brand values and are committed to enacting them in their interactions with customers.
Employees become “part-time marketers” as a result (Gummesson, 2000). They can
influence customer relationships and increase customer satisfaction and customer
perceived quality, thus leading to revenue increases.

2.1.5. RISE Model for Project Reflection

The RISE Model was developed by Emily Wray - the founder of Make Sense Media in
2013. Themodelis a procedure to organize andfacilitate giving and receiving meaningful
feedback. RISE stands for Reflect, Inquire, Suggest, and Elevate. The four levels of the
model aligned with Bloom’s taxonomy, which is a set of hierarchical frameworks
for categorizing educational learning objectives according to their complexity and
specificity, motivating users to reflect, then develop a constructive analysis through
inquiry, all while making suggestions and ideas to help elevate each other’s work.

In order to know what we learned and what we should improve from this project, we
used the RISE model to determine how our workflow and work product makes a rich

narrative that is both an expression of ourselves and a representation of expertise.

The table below shows detailed steps that we took to reflect on what we had done and
should do in future projects.
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“The Process”

guide ongoing project development

Introspection that focuses on the learning process to

“The Product”

Introspection that focuses on how the completed
learning product achieves project goals

REFLECT

Acknowledgment & Articulation

Recount specific aspects of project
performance/contribution and highlight
areas of progression or regression.

EXAMPLE STEM:

1 grew (or struggled) in these specific areas...

Identify areas of applied learning and the
extent that the performance/contribution
met project goals.

EXAMPLE STEM:

Iam (not) proud of my overall performance/
contribution because...

INQUIRE

Insight Through Analysis

Question approach, plan, or perspective.

EXAMPLE STEM:

I thought I wanted to X, but (and) learned...

Analyze completed prpject.

EXAMPLE STEM:

Looking at what I accomplished, I see...

SUGGEST

Ideas For Improvement

Examine the process and offer specific
recommendations to improve professional
workflow.

EXAMPLE STEM:

My efforts were supported (or sabotaged) by X, so in
the future I'll...

Critique product and offer specific
recommendations for refinement or
redirection.

EXAMPLE STEM:

In critiquing my performance/contribution, I plan to
refine (or redirect) my work by...

ELEVATE

Meaning Making

Identify areas to expand (or contract) initial
ideas toward greater relevance.

EXAMPLE STEM:

To develop more meaningful projects, I will refocus
my efforts by...

llluminate opportunities to apply skills and
experiences outside of project scope.

EXAMPLE STEM:

1 will leverage the assets, skills, or experiences I
developed in the following ways...

© 2018 Emily Wray | All Rights Reserved

Table 2: Table of RISE model (Emily, 2018)




2.2. Research methodology

2.2.1. Primary Research

Primary research is defined as research that involves the collecting of unique data
for a specific research topic (Gratton & Jones, 2010). When conducting primary
research, the researcher gathers information personally rather than depending on data
from databases and other sources. This type of research is typically performed with
the objective of generating new knowledge, which is why it is sometimes referred to
as primary research. Researchers conduct primary research to answer questions that
have never been answered or even questioned before. Primary research differs from
secondary research in terms of originality.

Since our group participated in the preparation for PNJ Northern Branch’s 27th

Anniversary, we needed to gather data about the employees’ attitudes toward the event

for planning and post-event evaluation. The types of primary research we chose were:

e Survey: After the anniversary event, our group created a survey named “Khao sat
mdc do hai long cia CBNV vé chudi su kién Sinh nhat 27 nam Chi nhanh PN
mién Bac” on Google Form. The survey consisted of 4 parts: Demographic (age,
department, gender), communications review, event review, and recommendation.
With Ms. Pham Lé Thu Trang’s assistance, the survey was sent to all PNJ Northern
Branch employees through email and we received answers from 108 respondents
as a result.

Cauhdi cautralsi @D caidat

7

chudi su kién Sinh nhat 27 ndm Chi nhanh
PNJ mién Bac

M4 14 bigu mau

Figure 4: The survey following 27th anniversary events

 Interview: Our group wanted to dive deep into the mind of “real” audiences, so
we decided to conduct face-to-face conversations with three people we believed
understood the company well, who were Ms. Pham Lé Thu Trang and Ms. Nguyén
Phuong Nhung from the marketing department, and Mr. Lé Pham Trung Nguyén
from the HR Department. The interview revolved around: The organizational
structure of PNJ Northern Branch, the company’s values, the event’s goals (what the
company expected us to do, what the company wanted the employee to feel while
joining in the anniversary), the employees’ attitudes and behaviors, and some notes
to consider when writing event promoting posts on Workplace.
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2.2.2. Secondary Research

Secondary research is a research method that has previously been assembled, collected,

structured, and published by someone else. Since our group did not have much authority

to access PNJ’s internal information, we had to rely on secondary research for most of
our research.

This method was used in order to achieve these data:

e The company introduction, target market, organization structure and marketing
strategy.

e The Vietnam product market, Vietnamese consumers’ attitudes and behaviors.

e PNJ’s competitors’ activities regarding the 20/10 campaign.

* PNJ’s previous 20/10 campaigns (2019 - 2021).

* Models and theories.

We understood that for the research process to be as accurate as possible, the resources

should have a high degree of credibility. Therefore, we only gathered information from

reliable sources as follows:

e Reports: We chose reports from organizations specializing in market research such
as Vietnam Credit, Q&Me, Statista, and Nielsen and PNJ annual reports which are
published on the official website.

e Journal: Much research data comes from published journals written by experts in
their fields.

e Online newspaper: The newspapers we collected data from are creditable titles
such as Bao Kinh Te, Brands Vietnam, and CafeF.

e Textbooks: This type of resource is used for marketing model references such as
S.M.A.R.T Objectives, SW.O.T, and AIDA Model.

V4

2.2.3. Qualitative Research

Qualitative research is a method of collecting information and data in a “non-numerical”
form. It offers detailed information about an object of research, survey, or investigation.
Therefore, it is usually done for an in-depth analysis or evaluation of the subject. To put
it simply, qualitative research is often used to find out opinions about a particular topic
or object. It is also used to probe opinions and get insight into issues. In some cases,
qualitative research also helps find future customer trends.

We used this research method for information analyzing and forecasting. Specifically,

we used this method to serve the following purposes:

e Using information from the interview to learn about PNJ’s internal information,
thereby finding the most suitable communications approaches for the company’s
birthday event.

Using survey data to analyze the attitude of PNJ employees in the Northern branch
after attending the birthday event, thereby evaluating the overall results of the event
and the organization team itself.




e Using secondary information sources to research and analyze PNJ’s past

communications activities, thereby predicting the communications plan for this
year’s October 20 campaign.

2.3. Analysis
2.3.1. Analysis of the gold and jewelry market

2.3.1.1. Overview of Vietnam’s gold and jewelry market

According to the World Gold Council, in 2015, Vietnamese people consumed 31 tons
of gold jewelry. Particularly in Ho Chi Minh City, jewelry output is estimated at 2,500
thousand products per year. Although the export turnover of this item is modest, it
still reaches 2-3 million USD/year. From 2005 to present, Vietnam’s gold demand has
increased rapidly, the average demand for gold in the last 3 years of Vietnam is more
than 70 tons/per year, in which the demand for gold jewelry is increasing enormously
(average from 30 to 35 tons/year). However, for the jewelry market, there has not been
a single major brand considered capable of dominating the market. The “giants” such
as PNJ, SJC, Bao Tin Minh Chau only hold a small market share (Vietnam Credit 2020).
Therefore, many economic experts believe that Vietnam'’s gold and jewelry market is
really potential.

2010 2011 2012 2013 2014 2015 2016 2017

—o— Jewels —o— Gold bullion

Chart 3: Consumption of gold jewelry and gold bullion in Vietnam (tons) a
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Over the past 3 years, the jewelry industry has been struggling because of the COVID-19
pandemic. Statistics show that in 2020, Vietnam’s jewelry consumption will reach 7.9
tons, 41,45% lower than the same period in 2019. The decrease in Vietnam’s market is
equivalent to the decrease in the world but still quite positive compared to some Asian
countries such as Indonesia, Singapore and Thailand.
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Chart 4: Gold consumption in Vietnam compared to other countries chart
(Vietnam Credit, 2017)

According to PNJ 2021 annual report, the brand’s net revenue increased by 12% to
more than 19.547 billion VND, but net profit declined by 4% to more than 1.029 billion
VND. The market’s purchasing power decreased in the third and fourth quarters of last
year as a result of the COVID-19 epidemic. PNJ, however, increased their sales by 41-
42% in the first quarter of 2022. This demonstrates that purchasing power has returned.
The brand’s wholesale channel also recovered with a better strategy for developing
wholesale customers and sales increased by 85%.

“This year, PNJ plans to expand 35-50 stores, increasing its coverage throughout the
domestic market.” said Mr. Lé Tri Thong, General Director of PNJ. Mr. Lé commented
on the jewelry market’s potential, stating that the trend of mid-high-end jewelry has the
capacity for expansion over the next ten years.

According to the management consulting firm Boston Consulting Group (BCG), per
capita income in Vietnam will increase from 1400 USD/year to 3400 USD/year by
2021. The number of people in the middle class also increases, which means that the



demand for gold, silver and jewelry will also increase exponentially. In addition to
beauty needs, many customers, especially young customers, also need jewelry and
accessories to express their fashion and personality. Therefore, they are willing to shop
and constantly innovate, which places high demands on diversity, abundance, and
variation in designs, materials, and product categories.

Market research company Vietnam Credit also informed that in a survey on the jewelry
market, users said the durability of the product is the factor they are most concerned
about. “Customers are very careful when choosing jewelry materials and are willing
to pay high prices if they believe in the value of durability that the item brings,” -
Vietnam Credit stated. Besides, jewelry consumers tend to trust and choose products
from famous brands that have high reliability.

2.3.1.2. Attitudes and consumer behavior in Northern Vietnam

Nielsen’s research in June 2009 showed that Northerners are the most careful and strict
in choosing products, they can change their mind a few times before making a decision.
They are also more influenced by the opinions of others before making decisions (99%
are influenced by family recommendations, 91% by friends, 94% by neighbors, and
83% by co-workers and partners). Therefore, winning the trust of a Northern consumer
is not simply winning the trust of one person, but of the collective as a whole. However,
due to the habit of listening to others and being influenced by the community, people
in the capital also tend to be more loyal to the brand than Southerners once the brand
has convinced them.

Despite having the habit of saving, consumers in the North are very interested in branded
goods when needed, especially those that show their personal class such as phones or
cars. They think other people will underestimate them when using cheap phones. 64%
said that they are willing to pay a higher price for the product they like while this rate is
only 55% in the South. In addition, high-quality products are also more fascinating in
the North than in the South.

According to PNJ annual market report in 2018, the market in Ho Chi Minh City still
shows great purchasing power and shows no signs of saturation. Figures show that 42%
of stores contribute 57% of gold sales and 48% of silver sales. However, the Northern
stores have not achieved high efficiency. Although the North accounts for 18% of the
store number, it only contributes 8% of gold sales and 19% of silver sales.

® HCMC ® Central
Southeast ~ ® Highlands
® Southwest  ® North

Chart 5: Structure of gold and silver jewelry revenue in the first half of

the year by region (PNJ, 2018) @
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Securities firms have indicated that consumers in the North continue to perceive gold
as an investment asset and frequently visit gold and jewelry-by-volume stores such
as Bao Tin Minh Chau Therefore, PNJ, with its strength in fashion gold and jewelry
products, will require time and appropriate strategies to enhance their influence among
Northern consumers.

2.3.2 Company Analysis

PNJ is an enterprise that manufactures and trades gold, silver, and gemstone jewelry,
trades in gold bullion and fashion accessories. PNJ has 3 sales channels: retail,
wholesale and export. In which, retail is identified as the most important spearhead in
PNJ’s development orientation.

2.3.2.1. Target Market

For each sub-brand, PN]J has different target customers:

PNJSilver: The product line targets young customers, especially females aged 15-25
years old with lower-middle income. These customers are desirably interested in
varied fashion accessories and eager to express their personality.

PNJ Gold: It aims at 25-45-year-old females with upper-middle to high income.
PNJ Art: The sub-brand focuses on business and high-income customers.

CAO Fine Jewelry: This luxury sub-brand targets high-income customers who are
willing to pay large sums for luxury jewelry..

PNJ Watch: The major target market is middle to high-income generation Y
consumers.

Style by PNJ: Targeting young customers from generation Z and Y. The distinct
product styles are tailored to meet the demand of young consumers who seek
uniqueness and a way to express themselves.

2.3.2.2. PNJ’s marketing strategy

PNJ’s marketing mix strategy includes four factors: Product, Price, Place and Promotion
(4P Marketing Mix Strategy).

Product: PN)’s product transformation approach has earned the company the title
of “Thé Gisi Di Dong (MWG)” in the jewelry industry. Previously, gold bullion
usually accounted for more than 50% of PNJ’s revenue, but by 2016, this segment
only accounted for about 29%. According to Tri Thuc Tre, the gold bullion business
usually only brings a gross profit margin of about 1%, while high-end jewelry often
reaches over 20%. Therefore, PNJ has switched to a wiser product strategy which is
to shift its focus to the gold and silver jewelry business. Changing product structure,
focusing on the jewelry segment while reducing the emphasis on gold bullion has
helped the company’s gross profit margin to improve strongly. In the period of 2009
- 2011, although the revenue was very large thanks to the sale of gold bullion, PNJ’s
gross profit margin was usually below 5%. However, by 2017 the company’s gross
profit margin had increased to over 17%. PNJ’s diversification of products is partly
due to the needs of customers because their customers’ age range varies from 18 to
45. PNJ also expands their product lines for children and men. That expansion has
helped PNJ become close to wide-ranged jewelry enthusiasts.



e Price: In order to reach out to a wide range of customers in the best way, PNJ’s
business strategy attaches great importance to price. PNJ sells a variety of products
and goods from customers’ needs, and jewelry lines are constantly renewed in terms
of designs. The customer base is also expanded from age to style, even pricing is also
richer according to the variety of products. Products with more sophisticated designs
will be suitable for high-end groups with a high ability to pay. The product lines
with simple designs will be more suitable for middle-income customers. Building a
price list suitable for the target audience is one of PNJ’s marketing strategies. This
strategy helps PNJ attract customers in a diversity of segments and thus accordingly
increase their profits significantly.

* Place: In recent years, Vietnamese consumers are gradually tending to choose
famous brands instead of buying jewelry at retail stores. Therefore, PNJ follows the
strategy of increasing brand coverage on an increasingly large scale, so that their
influence on users is also large. PNJ’s stores are concentrated in big cities, where
people have middle to high incomes. PNJ’s market share and distribution channels
grow steadily year by year, so PNJ mainly focuses on distribution channels to create
influence because the distribution channel will become the perfect tool to connect
the company with customers. In terms of the number of jewelry stores, PNJ is ranked
1st with 358 stores across the country by the end of October 2022.

e Promotion: Storytelling is PNJ’s strongest communications strategy. The creative
team of this brand has created many touching stories, filled with messages that touch
the psychology of customers. These messages make it easy for viewers to empathize,
thereby choosing to trust and buy when there is a need. Some advertising campaigns
that receive a lot of views and consumer interest are “Mon qua vo gia” or “Hanh
phuc Vang” or “True Love”.

There are 2 main topics in these stories: fashion and love. In terms of fashion, PNJ
focuses on bringing products to daily life situations with sophistication and an
understanding of women’s psychology. With jewelry, a woman can shine anywhere,
from work, going out, meeting friends to everyday moments. In terms of love, PN]J
cleverly turned itself into a witness for the love of the couple who is about to step on
the threshold of marriage. The TVCs that they put together are very simple but still
impress viewers with the sweetness of love. Not stopping there, the love story of PNJ
is also extremely aesthetic and humane.

This is a bold move for a jewelry retail brand with more than 30 years of history like
PNJ. Each storytelling campaign always creates a lot of sympathy for consumers,
especially young people, who are the most difficult customers to convince. Recently,
PNJ TVC was shown at Times Square New York and the key message of True Love
is supported by many Americans. This PNJ’s campaign has been in more than 100
international and domestic newspapers.

In conclusion, it is evident that leaders of PNJ have the foresight and right steps in their
business plan. PNJ’s marketing strategy has given them an extremely strong foothold,

even a unique position in the high-end jewelry market in Vietnam.
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2.3.3. Analysis of media channels

2.3.3.1. Facebook Workplace

Facebook Workplace was launched and developed by Meta Corporation (Facebook) in
2016. This social networking platform aims to support connection and work exchange
between employees in an organization or business. Facebook’s Workplace is synced
with the social network’s messaging service, newsfeed service, events and other features
to help businesses easily exchange work within the company. As a social network for
the work of an organization, this platform does not share or publish ads, but only
supports messaging, group communication, document sharing, or creating work groups
between participating members. Currently, more than 1,000 organizations around the
world are using Workplace. There are nearly 100,000 groups opened.

PNJ chose Workplace as a tool for internal communications quite early. This platform is
highly appreciated by employees because of its high integration and connectivity. They
become closer, reaching out to many colleagues more easily. Facebook Workplace
was mainly used to promote key activities such as the beauty competition, the writing
competition, the anniversary gala, etc. in PNJ’s 27th birthday event.

2.3.3.2. Facebook

Consumers now heavily rely on social media in their daily lives. According to estimates,
2.62 billion people used social media platforms monthly around the globe in 2018,
spending an average of 135 minutes each day doing so (Statista (2018a)). Facebook
claims to have over 750 million users as of July 2011. According to its activity statistics,
“The average user is connected to 80 community pages, groups, and events; they
produce 90 pieces of content on average each month; and there are over 30 billion
pieces of content (web links, news stories, blog posts, notes, photo albums, etc.) shared
on Facebook every day. There are over 900 million objects that people interact with on
Facebook.”. In Vietnam, according to Facebook’s statistics in August 2021, there are
more than 90 million users with Facebook social network accounts and this number is
constantly increasing so Facebook is always the first choice of brands to promote their
products and PNJ is also one of them.

According to studies, people view social media as more reliable information sources
than they do the conventional marketing tools that businesses utilize (Hennig-Thurau et
al. 2004; Karakaya & Barnes 2010; Kietzmann et al. 2011). The majority of academics
studying firm-created social media communications are interested in studies of word-of-
mouth (WOM) and electronic word-of-mouth (eWOM) (Balasubramanian & Mahajan
2001; Chu & Kim 2011). Company-created WOM, which is defined as being firm-
originated but consumer executed, may be viewed as a fusion between traditional
advertising and word of mouth from consumers (Godes & Mayzlin 2009). Social media
platforms provide businesses with an affordable and different approach to accessing
and collecting consumer-to-consumer dialogue (Godes & Mayzlin 2004).

In particular, PNJ’s target customers analyzed above are Gen Y (30 - 55 years old), and
they are expanding to Gen Z (18 - 29 years old). According to Statista analysis, in the
first quarter of 2022, 95% of Gen Y and 93% of Gen Z use the social network Facebook



(Statista, 2022). Focusing on developing and posting the campaign’s content on this
platform will bring high efficiency because WOM and eWOM are the main methods of
accessing information for this group of customers.

93%
95%
945

Facebook

Zalo

92%

Youtube

Tiktok

Instagram

Twitter

Finterest

0% 10% 2

[=]
&

3 0k 40% SO% B0% 70k BO% 0% 100%  110%

Share of respondents

@ Generation X @ GCenerationY @ Generation Z

Chart 6: Leading active social media apps among internet users in
Vietham as of 1st quarter of 2022, by generation (Statista, 2022)

2.3.3.3. TikTok

TikTok is a Chinese social media and music video platform (known in China as Douyin)
launched in 2017, for markets outside of China by ByteDance. In the Gen Z community
in Vietnam, Tik Tok was a popular social networking platform from about the second
half of 2020 to the present. In 2021, more than half of Gen Z Internet users in Vietnam
will have used TikTok. This percentage has been rapidly increasing although Facebook
continues to be the social media site of choice, but in 2021, this platform was placed
second among Vietnamese Gen Z's top social media networks for watching quick
videos (Statista, 2022).

Ngo and Mai (2017) contend that customers are more likely to buy things if an
advertisement they see on TikTok brings them joy. The entertainment value of
advertising is not only determined by consumer-pleasing activities, but is also reflected
in the message that is being sent; people are less likely to become bored when exposed
to advertising material due to its novelty, simplicity, and ease of comprehension. For a
retail business like PNJ, persuading Gen Z to buy goods through the Tik Tok platform is
quite challenging. Because right from the early days of building social networking sites,
PNJ’s brand voice was not too young. However, the use of Tik Tok in combination with
famous KOCs and KOLs will bring positive impacts on the purchasing behavior of this
group of customers because influencers can obtain both joy and trust.

Moreover, Gen Z is the generation that loves interactive activities on social networks.
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They are eager to interact with brands. 76% of youngsters say that social media enables
them to interact with brands and companies, and 78% report using social media to
learn about new brands (Sproutsocial.com, 2021). In particular, through platforms with
fast content like Tik Tok, Gen Z customers can directly interact and ask questions of
brands. On the contrary, it is also very easy for brands to directly answer customers’
questions through short videos. In addition, up to 64% of youngsters say they want
brands to show personalized content and Tik Tok platform is where this type of content
can thrive. Therefore, using this platform can increase brand awareness and help PNJ’s
campaigns have a wider spread.

2.3.3.4. Website

Nowadays, people often search for information on the internet. Therefore, the
developmentof the Internet has made the trend of online shopping become more popular.
In addition, the application of an online sales website will bring strong development
benefits for businesses in business activities. A website can help businesses convey
values by introducing all information: story, vision, and mission, which will help the
image of the business become closer to customers. Using the official website to store
product images will help PNJ gain a certain reputation in the eyes of customers. In
particular, PNJ does not use many e-commerce platforms but sells on its own website.
Every time customers want to buy any product of the business, the brand will appear
first in their mind. Thereby helping businesses increase brand awareness.

A brand is not limiting its prospective clients with e-commerce websites since they can
access it whenever they want. This indicates that as a company, they are maximizing
sales and profits. This may be accomplished via a variety of sales strategies, including
limited-time deals and web marketing campaigns (Chu & Kim 2011). The brand might
use upselling and cross-selling as important sales tactics to boost its online sales.
Offering items that are closely related to those the consumer has just chosen to buy is
known as upselling.

2.4. Intermediate Conclusions

This research consists of 3 main parts: Theoretical framework, Research methodology,
and Analysis with each part having different functions but serving the same purpose to
support the working process of our team.

In the Theoretical framework section, we have outlined the models that will be
used in the process of conceptualizing and applying them, whether consciously or
unconsciously. SW.O.T and AIDA models are used in the brainstorming and ideation
process. Internal communication theories have helped the team gain an overview of

the function and meaning of this type of communications as well as why internal events
are so important in employees’ engagement with the company and work efficiency
increases. In addition, through the application of the thinking process from the RISE
model, our team can evaluate the team’s work efficiency after completing this project
through 4 steps: Reflect, Inquire, Suggest and Elevate.




The Research methodology section has clearly outlined the methods we use in the
research process for the project. Although the team had the opportunity to collect
primary data, we did not have the ability to interfere deeply in PNJ’s internal affairs,
so we still had to rely heavily on secondary sources and qualitative research methods.
For the most accurate information for the study, the team also carefully selected highly
reputable information sources.

Finally, the Analysis section serves the purpose of an in-depth understanding of the
market that PNJ is serving. Through an overview of the gold and jewelry market in
Vietnam in general, we have analyzed the potential and consumption trends of customers
for gold and jewelry products. The analysis of attitudes and behaviors of the Northern
consumers has provided information to keep in mind when planning communication for
the northern market. In addition, through the analysis of PN)’s marketing strategies and
media channels, our team also understood the reason, purpose, and communication
direction for PNJ’s next campaign.

IHl. COMMUNICATION PLAN

3.1. PNJ Northern Branch’s 27th anniversary
3.1.1. S.W.O.T Analysis

In the 27th birthday anniversary of PNJ Northern Branch, our group had the opportunity
to participate from preparation to the end. Before joining the event planning process, it
took our group some time to get used to the environment and working style of a large
company like PNJ. Therefore, we needed to understand our abilities and determine the
best directions to operate this project successfully. We used the S.W.O.T analysis to
ensure we got all the aspects and information before taking action. The table below is
an analysis of our strengths, weaknesses, difficulties we may have encountered doing
this project, and what we could take advantage of to make this project a great success.

Strength ‘ Weakness

e FEach team member has a different
time plan. At the same time, the event
requires constant manpower, so the
transmission of information can be
scattered, and sometimes there is no
support when needed.

* Our team lacks experience in
internal communications and event
organizing.

e We are not the company’s employees,
so much internal information is
inaccessible.

e Our team members have experience
in various work, which makes us
flexible in doing any required tasks.

e We thrive in creativity and
uniqueness and are full of ideas that
always get ready to be executed.

e We are proactive in work and always
ready to communicate to achieve the
best results.

e All of us are very responsible and will
try our best to get things done.
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r * We can learn a lot of helpful e This is an important event of the
knowledge and get hands-on year, so how to make it attractive and
experience in internal events which exciting while still keeping the PN]J

' were not our forte. Northern branch’s core values puts a

e Have the opportunity to get used to lot of pressure on us.
the business environment, especially |e Conflicts may happen because of
those with small-scale marketing disagreements between our team and
departments. PNJ marketing team.

e Have chances to propose new ideas |® PN]Jis a company with a hierarchical
based on research and personal system, so all processes must go
thoughts. PNJ’s managers can directly through the consent of different
give feedback about proposals so we managers, which might result in the
will fully understand our strengths and group’s original plan changing and
limitations. the expected time being extended.

e PNJ’s culture and communication
style is quite outgoing, so our group
can apply some fresh and creative
content without being too afraid of
being restrained.

e 2022 is the first year PNJ held a
big internal event after 2 years
of COVID-19, thereby many
PNJ employees look forward to
participating in the company’s
activities.

Table 3: Our team’s S.W.O.T analysis
3.1.2 Goals

Internal communications activities were held to help employees understand PNJ’s core
values. Moreover, physical activities encourage employees to exercise and refresh
themselves after long stressful hours of working. These activities also aspired to generate
solidarity among employees via teamwork and sharing.

3.1.3. S.M.A.R.T objectives

Before the planning process, our team had a deeper discussion on the 27th anniversary
series of activities with Ms. Pham Lé Thu Trang from Marketing department and
Mr. Lé Pham Trung Nguyén from the HR department and set the S.M.A.R.T goals for
this project as follows.



Specific

Measurable

Achievable

Relevant

Through this event series, we expected to:

Maintain and enhance the core value of “Be caring to grow
together”.

Increase employees’ pride and dedication for the company
Strengthen the bond between employees and branches, affirming
that PNJ Northern is a united and strong collective.

Create a common playground, connect and exchange among
employees.

The event series should achieve these results:

50% of total employees in PNJ Northern Branch (350/700)
participate in the event’s activities.

The football tournament will have 8 teams (88 official players).
The writing contest “PNJ trong t6i” will reach 50 entries.

The beauty pageant “Sparkling diamonds” will receive at least
40 applications.

The Gala event will gather at least 100 participants excluding
the “Sparkling Diamonds” candidates and the organizing
committee.

Each social posts on Workplace will have 300 views on average.
90% participants have a positive impression on this year’s
anniversary event activities.

The events convey emotional messages so it is reasonable to
attract 50% employees to participate.

Activities are designed to suit the needs of a large number of
employees, so the risk of employees not participating is relatively
low.

Enhance vertical communication: The beauty pageant and
writing contest’s aim was to increase the connection between PNJ
Northern branch’s leadership and employees. The competitions
would be an opportunity for the upper managers to create a
playground, boost employees’ pride and dedication to the
company, and promote productivity through improved spiritual
life. In addition, the writing contest was also an opportunity
for the Board of Directors to understand the minds of their
employees.

Improve horizontal communication: This was the purpose of the
soccer tournament. This was an event held with the participation
of all units in the PNJ Northern branch. This event would raisg
the solidarity between both the internal departments ang
units in PNJ Northern branch.




r The series of activities to celebrate the 27th anniversary of PN]J
Northern branch took place from 4th August to 30th September
2022, in which events were deployed simultaneously.
e “Sparkling diamonds”: 1st - 16th September.
Time-Bound . Sogger tournament: 8th - 16Eh September.
e Writing contest “PNJ trong t6i”: 1st — 30th September

3.1.4. Target audience

Employees

Classification Writing contest “PN]

“Sparkling diamonds” . 5i" Soccer tournament
rong toi

Demographics

Gender Exclusively female All All
Age 20-35 20+
Job Employees of PN] Northern Branch in different positions.
Geographic
Region Northern Vietnam
City All cities within PNJ Northern Branch'’s region.
Psychographic
Attitudes Confident, assertive Understated, low-profile Vigorous, spirited.
Values Self-esteem, recognition Ger;t(J)lr’:)I;,eiteirOsr?nal Tear;riwe(;rtlz dgoal

Attitude to the PNJ’s

. Not interested, Interested or very interested
internal events

Influenced by Superiors, colleagues
Behaviors

. L Participate in, follow the Participate in and

Behaviors towards | Participate and follow L )
L activities, and want to encourage their
company’s internal the ] . o
L share their stories about colleagues to join

events activities
the company together

Communication

Workplace, Zalo, Facebook and Email
channel used

Table 4: Target audience
3.1.5. Big idea

“Each of us is a precious diamond. A new journey is starting at PNJ Northern branch,
the diamonds become more and more brilliant, shine brighter and converge together to

create miracles on the upcoming journey.”




For PNJ, diamond is a historical symbol. This symbol is used on the brand’s logo,
annual reports, or media publications. In 2020, despite being affected by the Covid
epidemic, PNJ excellently surpassed other leading jewelry corporations in Asia to
officially become the Best Enterprise in Asia - Pacific - Outstanding Enterprise of the
Year APAC. This was known as the “queen” of the annual JNA Awards. Based on that
longevity and luminosity, the diamond were extremely suitable to be the main theme
for the 27th birthday of PNJ Northern branch.

At first, PNJ team’s idea was to link diamonds with the success of the company, always
glowed dazzlingly despite obstacles, and the initial key message was “Diamond shines
bright”. However, after some discussion with PNJ’s staff, our team realized that success
and popularity only come when the business had good employees. Since this was an
internal event, we decided that it was more effective to have a big idea focusing on
the people instead of the corporation. We asked for an opportunity to propose our
thoughts and persuaded the project manager to change the big idea. We suggested
using diamonds as a metaphor for PNJ people who always work hard collectively to
bring success to the company, and was accepted.

3.1.6. Key message

“SHINING TOGETHER”".
Over the past 27 years, all personnel have worked hard together to build PN)’s Northern
branch, so on this special occasion, let’s look back on that journey, the journey we
shined together.

3.1.7. Hashtag

#Sinhnhat27nam
#PNJmienBac27tuoi

These were the 2 official hashtags used on all social platforms of PNJ Northern branch.
With a concise and easy-to-understand syntax, PNJ’s employees would easily remember
to use them in their related posts.

3.1.8. Key visual

SHINING TOGETHER

HANH TRINF

$O B ... SHINING

8/09/1995 - 18/09/2°

,
18/09/1995 - 18/09/29%

PNJ MIEN BAC

Figure 5: PNJ Northern Branch’s 27th anniversary key visual



Colors: navy blue, gold and white.

' e Concept: luxury, femininity, sophistication.

e Fonts:

g PNJ’s own font.
o A script font (Pateglamt Script) for titles to balance with PNJ’s sans serif font.

e Idea: The design simulated the materials of gold and diamond to match PNJ’s
characteristics as well as the project’s key message. A soft background with silk
or wave patterns was utilized to neutralize the sharpness of diamonds. Glittering
particles were also used to make the design more vivid.

Besides this option, we also proposed another design with a bright tone for PNJ to

choose from. The information was different as it had been created before the final

message was confirmed.

18/09/1995
18/09/2022

PNJ MIEN BAC

SHINE YOUR DIAMOND

Figure 6: Another option for the 27th-anniversary key visual

3.1.9. Project details
3.1.9.1. Writing contest “PN] trong t6i”

e Enrollment: All personnel of PNJ Northern Branch.

e Entry method: Participants upload their writings about their feelings, memories and
experiences while working at PNJ.

e Contest format: Entries must be at least 300 words and go with the hashtags
#Sinhnhat27nam  #PNJmienBac27tuoi #PN]Jtrongtoi_MB27. The end of the entry
has to have the full name of the participant and his or her working unit. Participants
can attach videos or pictures to their entries.



Prizes:

“The golden pen” for the best entry: 3.000.000 VND

g “Impressive writer” for the most touching entry: 2.000.000 VND

o “Creative writer” for the most creative entry: 2.000.000 VND

o “Favorable writer” for the entry receiving the highest number of interactions and
comments: 1.000.000 VND

g “Outstanding group” for the unit having the biggest number of participants:
2.000.000 VND

Assessment method:

g “The golden pen”, “Impressive writer” and “Creative writer”: Evaluated by the
branch’s board of directors.

0 “Favorable writer” and “Outstanding group”: Based on the number of reactions
and comments that the entry received (1 reaction = 1 point, 1 comment = 2
points).

a

3.1.9.2. 27th anniversary soccer tournament

Enrollment: All personnel of PNJ Northern Branch.

Entry method: There are two separate tournaments for men and women. Participants
form a team of 11 official players and fill the registration form. A draw for the
elimination round would be held afterward.

Location: Medical university soccer field, T Ton That Tung, Kim Lién, Ddéng Da,
Hanoi.

Prizes (for men’s and women'’s tournament):

o Champion: 5.000.000 VND

o Second prize: 3.000.000 VND

o Third prize: 2.000.000 VND

o Best player: 1.000.000 VND

3.1.9.3. Beauty pageant “Sparkling diamonds”

Enrollment: All PNJ Northern Branch female personnel aged 25 - 35 years old,

regardless of marital status, with a height of over Tm55 (five-foot-one).

Entry method:

o Elimination round: Candidates fill in the registration form (including a résumé, 3
profile pictures and a story about their time at PNJ). The organization committee
would assess based on appearance (50%), talent and personal achievements
(20%) and inspirational story (30%).

o Voting round: The 16 most excellent candidates take a photo shoot with 4
different styles by PNJ, upload it on their personal Facebook profile and call for
votes. No candidate would be eliminated in this round, but the entry with the
greatest number of reactions, shares and comments would win the prize for the
most favorable candidate (Miss Style) and go straight to the Top 5.




P
‘ o Final round: Consists of 3 events:

- Talent competition: Candidates can choose to perform their own talent,
r ranging from dancing, singing to painting, etc.
r - Evening gown competition.

- Final questions.

* Prizes:
g Miss PNJ: 10.000.000 VND and a contract to become an ambassador of Style

' by PNJ.

First runner-up: 5.000.000 VND

Second runner-up: 3.000.000 VND

Miss Talent: 1.000.000 VND

Miss Style: 1.000.000 VND

Disney Princess: A set of Disney|PNJ accessories.

[ONNORNOREONNG!

3.1.8.4. 27th anniversary gala

e Location: Sapphire Wedding Palace, GTC Building, 17 Ngoc Khanh, Ba Dinh,
Hanoi.

3.1.10. Media channels
3.1.10.1. Owned media
a. Website

Link: https://www.pnj.com.vn/blog/uu-dai-pnj-mien-bac/
Posting event information to customers about the story of PNJ Northern branch,
customer gratitude promotions.

b. Workplace
Post information, news, upload videos, photos of activities in birthday events. The

Workplace platform is mainly used for the “PNJ trong t6i” writing contest for individuals
to post entries.

c. Zalo

Used for internal communication, stirring up the atmosphere and participating spirit of
employees.
d. Facebook

Used to update events held within the enterprise to employees, customers, and people
who are interested in the PNJ brand.

@ Figure 7: PNJ Northern Branch’s Facebook account



3.1.10.1. Earned media

a. Participants shared posts online

Contestants shared information aboutcompetitions, posting abouttheirown participation
process. Contestants could share their thoughts, lessons, and actual pictures of the
programs they participate in. The winning contestants would create a media effect,
spreading PNJ’s reputation to their family and friends.

b. Word of mouth

Relatives and friends of the candidates would be a great source of motivation for the
candidates. They would share, interact and support the media for the contestants.
Moreover, they would always try to call more of their own acquaintances to vote for
the contestants.

3.1.11. Media objectives

e Achieve 300 views per post and 60 reactions on average.

e Achieve >20 comments per post.

e Top mentions on PNJ Northern Branch Workplace.

e Stimulate PNJ Northern branch’s employees to take part in the event activities.

e Each entry from “PN]J trong t6i” contest has 200 views and 50 comments on average.

3.1.12. Strategies & Tactics
3.1.12.1. Communication strategies

The internal event “PNJ Northern Branch’s 27th anniversary” aimed to celebrate its 27th
birthday, maintaining and enhancing the core value of “Be caring to grow together”.
At the same time increase the cohesion between employees, increase the pride and
dedication of employees for the company. To accomplish those goals, our team used
the following strategies:

e Make internal communication a priority

The main social network used in this event is Facebook Workplace. This was an internal
social network that was familiar to PNJ employees. Using Workplace to communicate
about internal activities will make communications more focused, easy to follow, and
distinctive, while keeping internal activities confidential.

e Emotional strategies

This event used emotional appeal to spread the message “Shining together” to the staff.
This factor helped spread the main message and could increase employees’ pride and
cohesion to the highest level through a writing contest about PNJ and a rewind video
that reviewed the company’s impressive milestones.

e AIDA model

This model is used to implement the activities as well as the communication of the
event. The stages of event communication followed the following phase: Awareness,
Interest, Desire, and Action.

7
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3.1.12.2. Communication tactics

/

e Applying the AIDA model to communications activities.

g Attention phase: Through discussions with the PNJ Northern branch’s Marketing
team, our team learned that PNJ has a strong culture and their people love

' collective activities. Therefore, to start the campaign, we used posts like sneak

peek and minigames, highlighting that something big was about to be held to
grab the staff’s attention and pique their curiosity.

0 Interest phase: After getting the employees’ attention, our team would gradually
reveal the main exciting activities in the birthday event, and encourage the
employees to change the Facebook frame avatar to celebrate the birthday of PNJ
Northern branch. Changing the Facebook profile picture frame together would
increase cohesion and raise the employees” morale. Especially after 2 years of
the Covid epidemic, PNJ’s employees could finally join traditional collective
activities they love. These internal promised to achieve high efficiency.

o Desire phase: Valuable awards were always one of the factors that attract
employees to participate in activities. At this phase, our team would focus on
revealing prize information.

T Action phase: During this phase, the marketing team needed to contact the store
managers in PNJ Northern Branch to inspire the store staff to participate. The
countdowns and call-to-actions posts emphasizing great prizes on the social
platform would motivate employees to participate in more activities.

e Be clear and concise while using a fresh, motivating tone of voice: Normally,
Workplace posts were succinct so employees could briefly understand the content
without confusion even when they were busy at work. This event was aimed at staff,
therefore, using short, easy-to-read posts with motivating and youthful voices will
help the message spread more widely.

3.1.13. Project timeline

We divided this project into 3 stages: Planning and preparation, Execution and Post-
event activities. The table below shows the actual duration of each stage and the events
included, as well as detailed schedule of some offline activities.

Milestone Detailed timeline
Maki Proposal 1 16/ None
Stage 1: axing making
Planning proposals for Matorial
and contests and ateria
. preparing (Key visual,
preparation necessary teaser, kick- |16 -31/08 None
(04-31/8) materials | off posts, etc.)
preparations




Application

Writing round 01 -25/9 None
contest “PNJ Resul
trong toi” esult 30/9 None
announcement
: 15h00: Opening ceremony
cerce)nﬁf)r;mind 15h30: Men’s matches
eIimina?[/ion 08/9 start
q 16h30: Women'’s matches
27th roun start
anniversary - 8h00: Women’s matches
soccer Semi-final
tournament round 15/9 start
9h00: Men’s matches start
Stage 2: 8h00: Women’s match
. aget' ' Final round 16/9 starts
xecution 9h00: Men’s match starts
(01-18/9) —
Application 1 og/q None
round
Voting round | 09 - 13/9 None
13h30: Guests welcoming
Beauty 14h05: PNJ Northern
pageant Branch’s 27th birthday
“Sparkling Final round ceremony
diamonds” and 27th 14h40: “Sparkling
. 16/9 . e
anniversary diamonds” finale
Gala 17h15: Soccer tournament
and beauty pageant
awards ceremony
18h00: Closing ceremony
Beauty
. pageant and )
PS‘(age 3: Summary tournament 17-18/9 None
ostevent | o nd review review
activities Writi
riting contest 30/9 None

review

Table 5: PNJ Northern Branch 27th anniversary timeline

3.1.14. Risk management

We understood that there could be a lot of obstacles possibly leading to postponement
during a project with many events like this. In order to minimize the negative effects of
these impediments, we constructed a list of potential risks as well as solutions as shown

below.
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Risk . . Precautionar .
. . .. | Priority Cause Y Resolution
identification measure
Overall project
The branch’s
marketing department
does not have
a specialized Asking for
!O . Create a detailed roster ) &
unit for internal assistance from
: o to keep track of every
Staff shortage | Medium | communications. , other departments
member’s duty and .
Members of the with redundant
progress.
department have to personnel.
focus on other tasks
directly affecting
sales.
. ) Build a detailed content
Graphic designers ,
o ) plan with all necessary . .
cannot finish their . Adjust posting
o materials attached and
) . task in time due to . ) schedule to
Design shortage | Medium assign tasks to designers | . . ,
personal performance ) fit designers
. as soon as possible )
issues or lack of capacity.
) (at least 3 days before
materials. .
deadlines).
Thoroughly research
all requirements for
rinting and keep track
i P 'g , P Work closely with
Printing problems, of designers’ tasks. . _
) . ) o ) designers to fix
Material shortage | Medium | mistakes in listing Gather all designs )
) . the problem in the
necessary materials. and deliver them to )
L , shortest time.
the printing service at
least 3 days prior to the
event.

Budget shortage

The initial budget
plan does not match
reality.

Conduct careful
research to make the
plan as close to reality
as possible.

Constantly check with
supply partners to avoid
any sudden change in
price.

Set out an appropriate
amount for unexpected
incidents.

Cut down on
unnecessary
spendings.
Reevaluate the
situation to adjust
the budget plan
and propose for
more support as
time permits.




Delay in plan
approval

Participant
shortage

Controversial )
Medium
result

Participant
shortage

Bad weather

Unavailable
football pitch

Upper
managers
take too long

to accept the
proposal

Hand in plans as soon as
possible and urge superiors to
make decisions.

Expect the amount of time
needed to get approval and
set a timeline for events
accordingly.

Writing contest “PNJ trong toi”

People are
unaware of or
uninterested in
the contest.

Research thoroughly the
company’s personnel to get
customer insight and create
appropriate content to draw
their attention.

Adjust the
production
schedule and
event timeline
to fit the new
duration.

Extend the
application
round and

simultaneously
enhance
promotion for the
contest.

People are not
content with

the final result
of the contest.

27th anniversar

People do not
want to play
football or play
with unfamiliar
teammates.

Create detailed, objective
rubrics for the assessment
process.

y soccer tournament

Ask managers to encourage
their subordinates.

Proclaim reasons
for the decision to
award the prizes.

Add bonus gifts for
every participant
to encourage
registration.

Rain, scorching
heat.

Prepare sufficient water and
other necessities.
Scrupulously follow weather
forecasts to set an adequate
timeline.

Create an alternative timeline
to adjust accordingly due to
weather-linked insecurities.

Switch to another
time frame
following the
alternative plan.

Overlapping
schedule
with other
organizations.
The pitch has
deteriorated
or is under
maintenance.

Constantly check with the
pitch manager to ensure its
availability.

Create a list of substitute
pitches.

Change the
location to another
pitch in the reserve
list.




Carefully calculate the quantity

The staff do not | of needed items based on the Switch to
prepare enough | number of participants and another
medical organizers, plus additional items | time frame
Supply shortage | Medium . 8 P . .
equipment, for unexpected situations. following the
water and other | Assign 1 - 2 staff to take care of alternative
necessities. the supplies and immediately plan.
supplement when necessary.
Ask for
The referee .
) Use 2 referees for each match, opinions of the
Controversial . makes .
Medium | . none of them should be related to | audience to
result inadequate . lavi laim fai
o any team playing. roclaim fair
decisions. Y playing P
outcomes.
Timely give

Physical injuries

Accidents and
scuffles may
occur during
matches.

Have at least a medical staff on
the spot.

Fully prepare first aid kits in
advance.

appropriate
medical
treatment to
the patient.

Ethical problem

Participant
shortage

Controversial
result

Medium

Beauty pageant “Sparkling diamonds”

People object

Create
contents to

Direct the focus of promotional highlight
to beauty )
contents for the pageant to the benefits
pageants appraising talent and personalit of beaut
because of their | | PP 5 P Y Y
o instead of appearance. pageants
contribution i _
. Avoid requirements related to age | and convey
to toxic beauty q (height, weight "
and appearance (height, weight, ositive
standards and .pp ) 5 & P
) li etc.) in the first round. messages
inequality.
quatity about the
contest.
Extend the
application
People are
P Emphasize the prize details and | round and

unaware of or
uninterested in
the contest.

benefits of winners to attract
people.

simultaneously
enhance
promotion for
the contest.

People are not
content with

the final result
of the contest.

Develop a detailed list of criteria
to facilitate impartial decisions.

Publish
component
scores with
comprehensive
commentary

of each
candidate.




Candidates’ ill
repute

Sound problems

Display errors

Candidates’
unavailability

Judges’ tardiness

Medium

The candidates
are involved in
scandals during
or shortly after

the pageant.

Carefully consider candidates’
personality expressed in their
daily life (through working, social
media, etc.) in addition to other
criteria.

27th anniversary gala

Technical
issues related to
the speakers or
audio files.

Have a rehearsal to check all
devices and files.

Completely gather and scan

all required audio files by the
rehearsal.

Completely gather and scan all
required images by the rehearsal.
Prepare additional gadgets
(laptops, cables, USBs, etc.).

Terminate the
contract of
Style by PNJ.
Strip off the
title if needed

The MC buys
more time
while the
technical team
addresses

and fixes the
problems.

Designs are not
proportional to
the screen size.
The screen
malfunctions.

Have a rehearsal to check all
devices and files.

Completely gather and scan all
required images by the rehearsal.
Prepare additional gadgets

MC buys more
time while

the technical
team addresses
and fixes the

(laptops, cables, USBs, etc.). problems.
Announce
Candidates .
. their absence
cannot Pay attention to and constantly

. . . , . as soon as
participate in update all candidates” conditions. ossible to
i
the final round. P ,
avoid delay.
Keep playing
music and

The judges
cannot arrive
punctually.

Prepare music, videos and mini
games to play while waiting.

videos to avoid
a totally empty
stage.

MC
encourages
the audience
to check-in

at backdrops
and play mini
games.

Table 6: Risk management of PNJ Northern Branch’s 27th anniversary
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( 3.1.15. Budget

Stage

Writing contest
“PNJ trong toi”

Event

Prize

Milestone

5.000.000 VND

Prize

15.000.000 VND

Soccer pitch

2.000.000 VND

Supplies (water, first-aid

Soccer tournament

kits, towels, etc.) 200.000 VND
Backdrops 480.000 VND
Prize foam boards 500.000 VND

Champion cup

3.000.000 VND

Shooting for the final round

12.000.000 VND

Beauty pageant
“Sparkling
diamonds”

Cash prize

20.000.000 VND

Disney|PN]J set

1.600.000 VND

Tiara 500.000 VND
Miss PNJ cup 500.000 VND
Prize foam boards 360.000 VND

27th anniversary
gala

Venue

15.000.000 VND

Filming and recap video
production

3.500.000 VND

Photographing

2.000.000 VND




Teabreak 6.000.000 VND

Materials (Backdrops,

standees, die-cuts, etc.) 3.300.000 VND

Unexpected 8.000.000 VND

Overall budget 98.940.000 VND

Table 7: Budget of PNJ Northern Branch’s 27th anniversary

3.2. Women’s Day campaign “Su thau hiéu la mén qua vo gia”

3.2.1 Goals

The main goal of the campaign “Su thdu hiéu la moén qua vo gida” was to increase
sales in October in particular and in the fourth quarter in general. In addition, this
campaign also aimed to maintain brand awareness, make PNJ become top of mind in
gift shopping on October 20, increase brand love among potential Gen Z customers
through the Tik Tok platform.

To be more precise, the campaign wanted to engrave the message that PNJ would
always understand difficult moments of women and forever cherish and honor them;
maintain brand awareness and become top of mind of customers when they want to
buy gifts on October 20. PNJ can help customers delicately express understanding to
the other half’s unseen moments with a priceless gift.

In addition, the brand also affirmed that the quality of its products would always be as
beautiful as the noble values of women. Moreover, “Su thdu hiéu 1a mon qua vo gia”
was launched to celebrate Vietnamese Women’s Day and maintain the existing love
and positive attitude of customers, making it possible for those who do not know PNJ
to know and love. The campaign brought customers’ love to their cherished ones with
product quality from features to design.

3.2.2. S.M.A.R.T objectives

These S.M.A.R.T objectives focused on what PNJ Northern Branch’s marketing team
wanted to achieve in this campaign:

e Maintain PNJ’s brand awareness, make PNJ the top of mind in
gift selection on October 20th.

* Increase revenue and traffic from customer groups, especially
customers who have not entered the jewelry industry.

Specific * Increase brand awareness through communications activities

honoring women.
S
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Measurable

A

Achievable

R

Relevant

T

Time-Bound

Each campaign post on Facebook fan page reaches 500 - 2K
reactions/post.

20% increase in website visits after the campaign.

Collaborate with 3 TikTokers with 10,000 - 500,000 followers
to share their story with 1 woman in their life or themselves.
On average, each TikToker should reach about 300K views per
video on average. The interactions in each video should be 80%
positive.

The campaign theme and idea were safe and humane, so the
risk of controversy is low.

The KOLs/KOCs will be researched thoroughly to ensure that
their popularity and relevance to the campaign’s theme would
attract the target audience’s attention.

Contents using emotional appeal often create virality.

Consolidate PNJ’s brand awareness and sales target in the last 3
months of the year.

The goal will be achieved and evaluated after 27th October - 1
week after 20th October.
Time: October 5, 2022 - October 20, 2022.

3.2.3. Target audience

The target audience of the communications campaign for “Su thau hiéu la moén qua vo
gia” was Gen Y between the ages of 25 and 42. Additionally, the target audience of this
campaign was expanded to young people - Gen Z from 18 to 24 years old in the North.
Accordingly, the target audience was divided into 2 groups: primary audience (aged
25 - 42) and secondary audience (aged 18 - 24), specifically as follows:

Classification

Primary audience Secondary audience

Gender

Potential audience

Target audience

All All

Age

25 - 42 years old 18 - 24 years old

Job and income

Unlimited, focusing on people who
have middle income and above.

Unlimited, focusing on people who
have middle income and above.




Geographic

Region

PNJ Northern Branch’s region (this campaign was launched nationwide, but
the work undertaken by our team was only deployed in the Northern branch.)

City

Mainly focus on Ha Noi, Hai Phong, Nghe An

Psychographic

Liberal, open-minded, and respect the
value of women.

Young, dynamic, experiential, and
appreciative of women’s value.

Attitudes . . :
Have stable economic conditions to Interested in products that can
be willing to pay for PNJ’s products. express their own style.
Wish to give gifts to their women
Val and make them happy on special Honor personal values, and family
alues

occasions like Viethamese Women’s
Day.

affection.

Influenced by

Behaviors towards
PNJ

Friends, family, colleagues

Behaviors

Know or know PNJ well, have used
the product and have a positive
attitude.

Superiors, colleagues

Do not know, know or know PNJ
well, have used the product and have
a positive attitude.

Communication

channel used

Facebook, Zalo, Youtube, Tik Tok.

Facebook, Zalo, Youtube, Instagram,
Tik Tok.

Table 8: Target audience of the Women’s Day 2022 campaign

3.2.4. Big idea

We are only used to the image of loving women around us with radiant, multi-talented,
and multi-tasking looks. They always know how to love and be complete and confident
in all situations. However, perhaps somewhere in the chaos of life, there are many
unshown moments which we have to listen carefully to sense them.

On Vietnamese Women'’s day, PNJ will deeply feel with you the moments not everyone
can see of the woman next to you and be grateful for the difficulties, hardships, ups and
downs “behind the scenes” of women. It may be when the mother is busy preparing
breakfast for her child, the boss’s late hours at work, or the short conversation calling
home because she misses the child of a female doctor on duty.

So why do we hesitate to give them the most precious gift? Let PNJ help you care and
understand your women because understanding is a priceless gift.

3.2.5. Brand identity

3.2.5.1. Slogan - key message

“Sy thau hiéu la mén qua vo gia”
(English: Understanding is a priceless gift)

Y




Behind every woman is hard work and reflection, they deserve their understanding. Your
delicate understanding will be a priceless gift that fills half the world with happiness.

Let’s take care and support the women by your side so that they always believe in the
things they choose!

3.2.5.2. Hashtag

#DauAiThayCanhNay

(Bau ai thdy canh nay)
The hashtag used was built based on a big idea about the silent sacrifices of women
in everyday life that no one saw. Although this hashtag was not short, it could bring
emotional appeal to customers. Using “#DauAiThayCanhNay” with images of women’s
silent actions for their love was expected to bring about great communication effects.

#SuThauHieuLaMonQuaVoGia

(Su thdu hiéu la mén qua vo gia)
This hashtag was used on official posts of PNJ and PR posts by KOCs and PNJ’s employees
who wanted to share their feelings or stories.

#truyéncamhimgboiPNJ
(Truyén cam huang béi PNJ)
This hashtag was used by KOCs, KOLs and customers when sharing unseen memories
of themself or their beloved women in the family.

3.2.5.3. Key visual
a. Color palette

The design was mainly conducted in warm sunny yellow tones. There were also blue
and white shades of jewelry. The color palette for the design was based on PNJ’s logo.

b. Element

The designs on social networking sites as well as PNJ’s official website included
women’s everyday images which were not seen by everyone; along with key products
of PNJ on this special occasion.

Figure 8: Key visual of the Women’s Day 2022 campaign



The designs used for PR purposes in other fanpages (fanpages of KOLs, KOCs; comic
fanpages) and Facebook groups were customized in the style of the seeders.

3.2.6. Media channels & objectives

3.2.6.1. Owned media
a. Website

Link: https://www.pnj.com.vn/

The official website is where PNJ frequently uses to promote its products. On this website,
customers can choose and buy products directly from PNJ’s collections because the
products are posted in full and in detail. In this campaign, the brand also used the main
banner as shown and some other banners related to the sale programs on their website.

& QuanHe080eng (@) ClaHang ¢ 1800545457 ;;PNJ B patLichHen (O Lich StrDon Hang 5o Hang
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& TU07/10 - 23/10/2022
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Figure 9: PNJ’s website
b. Facebook

Link: https://www.facebook.com/PNJ.COM.VN

The first social networking site used in this campaign was Facebook. As analyzed
above, the number of Facebook accounts in Vietnam reached nearly 76 million people
(according to NapoleonCat). In addition, this was the same social network used by PNJ
in all of its promotional campaigns. Owning 1.2 million likes, the official page was
expected to bring much success in terms of reach and spread of the campaign.

=
Ng
Ding sau mbi ngusi phu ni Ia nhimg vat va, suy tu,
ho xtmg dang nhan cch thau hiéu riéng...

,  Thad hiéu

LA MON QUA VO GIA

@PNJ.COM.VN - ery es View Shop

About Shop Photos 1l Liked © Message

Figure 10: PNJ’s Facebook page



c. Tik Tok

Link: https://www.tiktok.com/@pnijofficialvn?lang=en

PNJ’s target customer is Gen Y (25 - 42 years old) but in the last 2-3 years, the brand has
expanded its market to Gen Z customers (18 - 24 years old). Therefore, along with the
outstanding development in the two years 2021 - 2022, Tik Tok was selected.

pnjofficialvn ®
PNJ OFFICIAL

Follow

30, b phi
&
\‘Vgx\
&L
PINH DA CZ

> 187 S s > 6.9M > 3882

Ciing ban fim kiém nhiin...  Véiwu ddi hdp dinkhi..  Hay dé nhitng tia sangt.. GUIDENNGUOIPHYU .. MONQUA THAUHIEU,...  Nét thditrang va vé rurc ..
Get app

Figure 11: PNJ’s Tik Tok account
d. Trade marketing

In addition to social media, PNJ also organized minigames at their stores. The brand
placed standees and posters in front of the store to attract customers. Besides, at big
shopping centers, PNJ organized many activities to attract customers on weekends
such as music events, photo printing activities for customers, challenges and gift cards
20/10. These activities also achieved certain communication effects which were to
increase brand awareness, increase word of mouth, spread the campaign’s message
more widely, and stimulate purchases at shopping malls.

@ Figure 12: PNJ’s trade marketing



3.2.6.2. Earned media
a. Word of Mouth

During the campaign, the earned media that PNJ had was “word of mouth”. The brand'’s
employees could share about the campaign with friends and relatives; Lucky customers
who won minigames could also introduce PNJ to their acquaintances. In particular,
collaborating with famous KOLs and KOCs also increased the “word of mouth” for
the brand. Moreover, in order to reach a larger audience and take advantage of “user
generated content” tactic, the brand launched the contest “Cung thdu hiéu nhimg
khoanh khac dau ai thdy”. Through this contest, PNJ could encourage users to share
their stories and post their own content with the campaign hashtag, which would result
in a large organic reach.

>

CUOC THI ™

CHIA SE NHUNG KHOANH KHAC
A . A
dau ai thay
S @ &

& @
#DauAiThayCanhNay

Figure 13: Poster for “Cung thau hiéu nhiang khoanh khac dau ai thay” online contest

b. Partnership marketing

To celebrate Vietnamese Women'’s Day, PNJ cooperates with different brands to promote
publishing relations. In the Northern branch, PNJ collaborated with Estee Lauder and
HNEW (Hanoi Women Entrepreneurs Association) to organize chains of workshops
related to beauty and fashion as well as to introduce new jewelry collection on the
Vietnamese Women'’s Day occasion. Through this collaboration, PNJ’s main goal is to
increasingly maintain brand awareness, increase brand love and spread the campaign’s
message more widely.
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3.2.6.3. Paid media
a. PR posts

“Su thdu hiéu la mon qua vo gid’” was one of the campaigns marking the renewal of PNJ,
especially the Northern branch. PNJ Northern Branch not only cooperated with young
KOCs and KOLs, but also booked PR posts on large fanpages receiving great attention
from Gen Z such as “Hanoi cua toi”, “Lang Thang Ha Noi”, “Ha Noi”, “Chuyen cua Ha
Noi”, “Hai Phong”, “Nghe An”.

b. Tik Tok videos with KOCs
PNJ did not upload many videos related to the campaign but focused on collaborating
with KOCs/KOLs that were popular with Gen Z and Gen Y. “Gia dinh Truyén hinh”,

“Chuyén nha Linh Bi”’, and “Chong Ngoan” were chosen by the Northern branch to
spread more messages about the campaign to younger generations in Northern Vietnam.

giadinhtruyenhinh @ chongngoan
Gia dinh Truyén Hinh Chéng ngoan
| Folow |
75 Dang Follow 678.1K Follower 13.2M Thich 0 Dang Follow 461.6K Follower 13.4M Thich
Cudc séng clia 1 Gia dinh Truy&n Hinh Forwork: 0976966969/ ZL: 0397582947
LH: Hello.giadinhtruyenhinh@thetalent.vn Mét 58 d& gia dinh minh dung GGG
& www.facebook.com/giadinhtr... & beacons.ai/chongngoan

chuyennhalinhbi
Chuyén Nha Linh Bi

2 Dang Follow 981.8K Follower 42.6M Thich

Nha nho cé 3 ngusi @
For work: chuyennhalinhbi.contact@gmail.com
b6 nhaLinh §

& chuyennhalinhbi.kol.eco/

Figure 14: KOCs’ TikTok channel

c. PR

On the occasion of Vietnamese Women’s Day, PNJ booked 5 prestigious newspapers
in Vietnam such as Dan Tri; Kénh 14; Gia Dinh.NET; Zing News; Thanh Nién to
spread the message of the campaign.



d. Review websites

After the campaign ends, PNJ will contact 2 online newspapers which are Vietcetera
and Advertising Vietnam to write an article about the campaign. These 2 articles were
written in the form of reviews, interviews with the PNJ team, and highlighted the
highlights of “Su thau hiéu la mon qua vo gid”. This not only helps spread the campaign
to more Gen Z but also to marketers and content creators, helps PNJ increase brand
awareness as well as brand love.

3.2.7. Media Objectives

The campaign’s media objectives included:

e Maintain brand awareness and become top of mind when customers want to buy
gifts on October 20.

e Promote brand engagement:
o Each campaign post on Facebook fan page reaches 500 - 2K reactions/post.
& Increase comments to 15-25 comments/post.

* Increase traffic and revenue from customer groups, especially customers who have
not yet joined the jewelry industry.

* Increase the impression and brand love through communication activities combined
with the experience of honoring women.

3.2.8. Strategies & Tactics

3.2.8.1. Communication strategies

Since “Su thdu hiéu la mén qua vo gia”” is one of PNJ’s major campaigns of the year and
is deployed on multiple channels, the company uses the Integrated Communication
Plan (IMC Plan) to ensure coverage as wide as possible while keeping the key message
consistent. Based on the customer journey from the AIDA model (Awareness - Interest
- Desire - Action), the IMC plan is simplified into 3 main steps: Trigger, Engage and
Amplify.

Trigger Engage
(29/9 - 6/10) (7/10 - 14/10)

Amplify
(15/10 - 23/10)

Spread the message
. Spread the ke on a large scale
Attract the initial messs e, trigger s>(/)cial inspire andgencour,a e

attention of the target >5aBE, BEEr P : 8

. . discussion, build an the audience to

audience by using an . :

emotional appeal key emotional connection relate themselves

with the target to the key message,
message. ) i

audience. raise awareness and
increase brand love.

M§l
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community and society.

Through rarely seen moments of women, understand the difficulties
they have gone through and respect their dedication to the family,

Internal channels
(Workplace,
Livestream,
Infographic),
Facebook, Website.

Website, KOLs/
KOCs, Digital
Ads, Social media
(Facebook, TikTok),
Offline (OOH, trade

Offline (OOH, trade
marketing), PR (online
newspaper, TV Ads),
Digital, Corporate
collaboration

marketing)
Awareness Engagement : .
. Y sasement, Contribute, Action
Discussion Participation

3.2.8.2. Communication tactics

Trigger

(29/9 - 6/10)

Kick off the .
campaign by
changing the avatar
and banner on the
official Facebook
page.

Notify all employees
on internal

channels about

the new campaign
to encourage

PNJ’s own people

to promote the .
campaign, or make
them become “part-
time marketers”.
Update the
campaign banner on
the official website.
Reveal that the key
message focuses on
women’s insights,
triggering curiosity
through a topic of
great interest.

Engage
(7/10 - 14/10)

Use User Generated | o

Content as the

main creative

tactic to minimize
the advertising of
brands and products
in media posts for
easy access to the
public and spreading
brand awareness

in the community
naturally.
Collaborate with

famous creative .

creators, community
sites, and KOLs/
KOCs with many
followers to portray
women’s behind-the-
scenes stories vividly
and conveyed
through many
different lenses.

Table 9: Communication strategies for the Women’s Day 2022 campaign

Amplify
(15/10 - 23/10)

Launching the online
contest “Cuing thau
hiéu nhimg khoanh
khac dau ai thay” to
encourage people to
share the moments
no one has seen of
their woman, or of
the woman herself
for a chance to
receive valuable
jewelry products as
prizes.

Cooperating with a
number of partner
brands to remind
that the story of

the most priceless
gift for women is
understanding and
sympathy.




e Take advantage of
the brand’s internal
communications and
release a series of
behind-the-scenes
photos of the work
contributed by PNJ’s
female employees to
make the PNJ brand
closer to everyone.

e Launch trade
marketing activities
to attract customers
in the lobby of
trade centers and
supermarkets
in big cities on
weekends such as
customer photo
printing, singing,
and challenging
minigames to receive
20/10 gifts.

: Facebook online
Facebook, Workplace Facebook, TikTok, contest, Offline

KOLs/KOCs marketing, WOM

Table 10: Communication tactics for the Women’s Day 2022 campaign

3.2.9. Project timeline

For security reasons, the detailed schedule of the entire campaign was not disclosed to
our team. Therefore, the table below is an overview of PNJ Northern Branch marketing
department’s scope of work in this campaign that our team estimated based on a
summary of the information we had:

Phase ‘ Time ‘ Scope of Work

Receive campaign information from Marketing Division
Research & of PNJ headquarters, research the North market, build
. 20/9 - 28/9

Ideation communication plans and plans, search for media

partners to advertise campaigns.

\
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Create content for fan pages, design campaign-
related images, contact with partners, and provide

Production | 7/10 - 14/10 .o .
communication approaches and guidelines for
advertising partners.

Launch  115/10 - 22/10 Partners post promotion content and the team keeps
track of their interaction.
Evaluate campaign results based on set KPIs and

Evaluation |23/10 - 31/10 objectives, write reports on competitor’s activities

during the campaign’s period to assess PNJ's
performance

Table 11: Timeline of the Women’s Day 2022 campaign

3.2.10. Risk management

For a media campaign with great coverage, risks are almost inevitable. Therefore, risk
management is an extremely necessary preparation to avoid and minimize adverse
effects on a big brand like PNJ. However, our group did not participate in the leading
campaign team of PNJ, so we could only offer possible risks and solutions in the scope
of work our team undertakes.

Risk

identification

Priority ‘ Causze

Precautionary

measure

Resolution

Negative

the public

reactions from

The campaign’s
topic or
relevant posts
are considered
controversial/
exploiting/

offensive.

Do splitting

tests to a small
sample of the
audience to check
if the content is
appropriate

Review from the audience’
reactions and elevate the
content to a more positive
and creative view.

Keep updating reactions from
the audience frequently to
improvise the content as soon
as possible.

The audiences
leave negative
comments on
the campaign’s
social media
posts.

Assign personnel
to keep track

of reactions
frequently during
the time campaign
being launched.
Avoid
controversial
contents.

When there are negative
comments, make sure to hide
or delete the comments to
avoid affecting PNJ’s image.
If the posts receive severe
negative comments/reactions,
immediately try to identify
the problems and provide
explanation to the audience if
needed.




Identify the causes and effects
of the scandals to decide
whether to keep the KOLs/
KOLs/KOCs KOCs or not.
earn bad .. | Delete images/posts/videos
_ Do a throughout profile _
) reputations . featuring the KOLs/KOCs to
Medium check before choosing . .
from scandals minimize the negativity.
, KOLs/KOCs. ,
and received If there is a contract
boycotts. elimination with the
KOLs/KOCs, provide an
announcement/explanation to
the audience.
) Use seeders to push post
. The content Check the quality of the | . : pash p
Publishing : interactions.
are not posts before posting. . )
posts : . Find out why the post is
Medium | attractive Ensure the contents are . .
have poor . performing poorly and adjust
enough to the | suitable for the target ,
performance , . the content of the following
audience. audience. _
posts to be more attractive.
Campaign’s Make a list of potential
otential artners and subsidiar ) )
P . P Y |Finda way to directly contact
Unable to advertising partners to contact .
) . the key person. If there is no
contact with partners do if the former are .
. . . sign after 3 days, move on to
potential Medium | not response unresponsive.
. the next person.
advertising to collab Make sure to contact .
S Try to contact alternative
partners invitations partners early before . .
. . choices of potential partners.
(message/ posting deadlines to
email/call). ensure posting quality.
Assign and receive tasks
in accordance with
There are not | the current number of | Adjust the workload of each
Manpower enough staffs [ employees. person or add more staff.
shortage to do assigned | Make a list of possible | Prioritize tasks and do the
tasks replacement staff if most important ones first.
there are personnel
who cannot work.
Content Content posts/ | Set a deadline to submit [ Adjust posting time.

posts/videos/
images do
not meet
the deadline
Controversial
result

Table 12: Risk management of the Women’s Day 2022 campaign

videos/
images
producers do
not deliver the
final products
on time

finished products 2
days before posting
date at the latest.

Sort the products in
demand in the order of
priority.

Send a support staff to finish
the work as soon as possible.
Adjust brief and remove
unnecessary details to
prioritize the completion of
the final product.

) =7,

</

/
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3.2.11. Budget

As mentioned in the previous sections, the team leading this campaign is located in
the Southern branch of PNJ and our team does not have the authority to access PNJ’s
internal confidential information. For that reason, we do not hold information about the
budget of “Su thau hiéu la mén qua vo gid” campaign.

3.3. Intermediate conclusion

During this planning phase, our group had the opportunity to apply our learned
knowledge and information in the research process into practice. In this Communication
Plan section, we have listed information related to the two projects our team participated
in and the preparation steps we took to launch them.

At the PNJ Northern Branch’s 27th anniversary, we were directly involved in the
planning process and building activities in the event along with the Marketing team.
The original proposal had many changes to match the requirements and internal values

of the company, but the ideas we proposed for this series of events were still retained
quite a lot. This is the only event we can participate in from the beginning to the end.
In the “Su thdu hiéu la mén qua vo gid” campaign, our group was not actually involved
in the planning process because it is a big annual campaign of PNJ. As mentioned
before, PNJ Northern Branch’s main purpose is to increase sales, so for the most part
our team’s tasks were to support the communications for the campaign and optimize
the content to spread the campaign message to consumers as much as possible and
stimulate purchases in the Northern area.

1V. EXECUTION

4.1. PNJ Northern Branch’s 27th anniversary
4.1.1. Production schedule

The following section will detail the plan of the 27th birthday event series of PN]J
Northern branch from August 4, 2022 to September 30, 2022.




4.1.1.1. Media plan

Media

Details
category

‘ Deadline

‘ Format ‘ PIC

Overall project

. . 2 pictures Thu Ha
Key visual | Key visual proposal (for 2 :
. (design)
options)
Warm-up posts Thu Ha
about birthday (design),
events & Kim Ngoc
1 post + 1
announcements cture (content),
about upcoming P Phuong 17/8 31/8
activities in the Dung
Teaser form of minigames (content)
Thu Ha
Minigame results 1 post + 1 (Sﬁf;g:)’
announcement picture 8
Dung
(content)
Thu Ha
Post on how to 1 post + 1 (design),
Avatar frame P Phuong 20/8 31/8
change the frame picture
Dung
(content)
Script for the video 1 script Kim Ngoc 1/9 7/9
Anniversary (editor
video and script
Video finalization 1 video writer) 7/9 12/9
Overview of (22;;3
. Gala. the activities , 1 post + 1 Phuong 6/9 15/9
introduction | celebrating PNJ’s picture
27th birthday Dung
(content)
Thu Ha
Thank you Letters fOT (design)
letter accompanying 1 letter Kim Ngoc 19/9 20/9
sponsors
(content)

’



=

Online contest “PNJ trong t6i”

Beauty pageant “Sparkling diamonds”

Kick-off post,
announcement of

Thu Ha
2 pictures | (design),
Starting post Kick-off post (for 2 Phuong 31/8 31/8
options) Dung
(content)
Final day 1 post + 1 4/9 6/9
Updates countdown picture
during the Thu Ha
competition Contest ending 1 post + 1 (design) 6/9 20/9
annoucement picture Duy Hung
(content)
Post-event Result 1 post + 1 6/9 28/9
post announcement picture

contest rules and 1 p;;i;:: Thu. Ha 31/8 31/8
Application | call for submission P (design),
round of entries Phuong
Dung
o (content)
Timeline 1 ppst +1 4/9 59
announcement picture
The countdown 1 bost + 1
post announcing P Thu Ha 4/9 5/9
picture )
the end of round 1 (design),
Duy Hung
Top 16 1 post + 17 | (content)
announcement pictures
Voting round
Thu Ha
(design),
Summary of top Phuong
16’s round 2 1 POSt 3 Dung
pictures .
performance (design),
Duy Hung
(content)




Rules and time of | 1 post + 1
the final round picture

(content) 6/9 12/9

Thu Ha

1 post + 1 (design),
picture Duy Hung

(content)

Thu Ha
(design),
Phuong 6/9 15/9
Dung
(content)

Final round | Miss PNJ prediction

SN\ /

Summary of the 1 post + 1
contest picture

Table 13: Media plan of PNJ Northern Branch’s 27th anniversary

4.1.1.2. Print design
All the below tasks were assigned in 6/9/2022.

Activity Category PIC ‘ Quantity ‘ Deadline
Backdrop 1 6/9
Thu Ha
Prize foam board 10 12/9
Backdrop 3 9/9
Led display 1
Thu Ha
Standee 4
Award certificate 1 12/9
Die-cuts 6
Phuong Dung
Identification number 10

Table 14: Print design list of PNJ Northern Branch’s 27th anniversary
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4.1.2. Media products
4.1.2.1. PNJ Northern Branch’s 27th anniversary
a. Pre-event preparation

To prepare for the event, our team was assigned to design social posts and print
materials for the soccer tournament as well as LED screens and backdrops for the gala.
All materials were designed with golden or diamond letters on a blue background. We
always sticked to the key visual during the designing process to achieve consistency in
brand identity and effectively convey the message.

e Print materials

'

Zay l/ Ky nlem thanh lap Chl nhanh PNJ Mién Bac

Y GIAI BONG PA

- 202 Gitr vimg phong do6 - Chinh phuc dinh cao
18/09/1995 15/0“/ s

GALA MUNG SINH NHAT

“27% PNJ MIEN BAC

SHINING TOGETHER

HA NOI, NGAY 16 THANG 9 NAM 2022

Figure 16: Gala’s backdrop



BEJNAY

CUOC THI SAC DEP

SPARKLING DIAMONDS

=
PNJ
GALA MUNG SINH NHA

¢ = i
< nam

( X
po—__r

18/09/1995 - 18/09128

PNJ MIEN BAC
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Ba Dinh, Ha Néi -

Figure 19: Standees at the gala Figure 20: Prize boards for contest winners

Ha Nai, ngay 16 thiang 9 nam 2022

M

Figure 18: Die-cuts at the gala

GIAI BONG PA

MUNG SINH NHAT 27 NAM PNJ MIEN BAC

VUA PHA LUOI

NOI DUNG NAM

1.000.000 VND

Cudc thi sac dep “Sparkling Diamonds”
PNJ Chi nhanh mién bac¢ -

MISS PNJ
10.000.000 VND
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e Application form

Moreover, our team also prepared an application form for the beauty contest “Sparkling
Diamonds” and an online registration form to submit the application. The registration
form created in Google Form was written in a concise and clear format, including
basic information of the applicants such as full name and work address. It contained
instruction as well as a submission section for the application form and required profile
images. This would minimize the contestants’ confusion when registering.

NJ

PON PANG KY DU THI
CUQC THI MISS PNJ CHI NHANH MIEN BAC “SPARKLING DIAMONDS”

Hovatén: .........

S6 chirng minh nhan dan hogc hé chiéu, the et trd: .........oooooiiii e
Trinh @0 VAN DO: . .vvinieiiit i e e

Cac nang khiéu ca nhan:

Thuyét trinh O] Hoéi hoa O Dién kich O Mua O Hat O
Hoat dong xa hoi O

Nang khiéu khac (ghi cu thé);

a Dang ky cudce thi Sparkling Diamond [

Cauhsi  Cautraloi @P) Caidat

SHINING TOGETHER

CUOC THI SAC DEP
& — SPARKLING DIAMONDS

bang ky du thi Sparkling Diamonds

N&m trong chubi mg sinh nhat 27 nam ctia PNJ mien Bac, “Sparkling Diamonds” hira hen s& g
thanh mot san ch noi nhiing béng hong xinh dep, 1ai naing ctia PNJ thé hién ban than va viét nén
!

tuyén ngén c: ®

< & & O CAU GIAI THUGNG HAP DAN )

Hoa hau PNJ chi nhanh Mién Béac: 10.000.000 VND tién mét, Clip pha & va vuong mién hoa hau. Tr

/A hau 1: 5.000.000 VND tien mét va Cap pha lé

/A héu 2:3.000.000 VND tien mét va Clp pha lé =

Thai gian déng ky dén Oh ngay 08/09/2022 =
=
=]

Figure 21: Registration forms for “Sparkling diamonds”

e Social media posts

Our team was responsible for creating content for the series of events except for the
football tournament. According to the plan, the mini-game and sneak peek posts would
be posted first on Workplace to grab the employees’ attention, increase their awareness
and liven up the atmosphere of the event series. The rule of the minigame was
straightforward and easy to play so everyone could attend immediately. In particular,
the game required players to arrange letters into a complete sentence, comment a lucky
number and tag 3 of their friends in PNJ Northern Branch’s Workplace to have a chance
to win.
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S,&P DIEN RA? [0 U LA TROI 11 SIEU SUf KIEN NAO SAP DIEN RA???
I Dy doan ngay bang cach binh luan duwéi bai viét dé rinh giai thudng:

H/S/7/N/A/N/I/A/H/M/T/2IN |

01 giai Téc dé (dw doan ding & nhanh nhat) tri gia: 500,000 VND
05 giai Lan toa (du doan diing & durge nhigu tuong tac) moi gidi tri gia 200,000 VND

Cach thirc tham gia cyc don gian: Binh luan tai bai viét theo cu phap

Dap an + 2 chi¥ 6 may man + tag 3 nguwéi ban

Vi du: Khai treong Ha Noi @Nguyén Van A @Nguyén Van B @Nguyén Van C
(») Thoi gian tham gia hop 1&: Trudc 12h00 ngay 04/08/2022.

Cung dém ngugc dé che don SIEU SU KIEN sap bung nd tai PNJ CN Mién BAc ngay thoilll

Figure 22: Minigame post

For a corporation that focused on culture and brand pride like PNJ, changing Facebook
avatars on an anniversary had become a vital activity to boost the employees’ morale
and reinforce collective behavior. Our team was in charge of designing and writing a
guide on changing the avatar frame for all staff on the occasion of PNJ Northern branch’s
birthday. According to the project manager - Ms. Pham Lé Thu Trang, PNJ)’s employees
were mostly not good at technology. Hence, this instruction post was necessary to
reduce the hassle of doing so much work and thus encourage them to change their
avatar faster.

Pnj Miéh Bac
S5thang9- @

& TUNG BUNG NHUOM XANH FACEBOOK
MUNG 27 NAM SINH NHAT PNJ MIEN BAC &

Gia dinh PNJ Miéh Bac yéu thudng, dé ciing
hudng t6i sy kién ky niém sinh nhat 27 nam, add
xin gui déh Anh/Chi_hudng dan chi tiét cach thay
khung anh daj dién Facebook. Hy vong rang
ching ta se.cung budc qua 1 mua sinh nhat that
ruc r& va dang nhé nhé!

M Frame avatar:

Cac budc thay frame:
- Budic 1: Truy cdp dudng link frame avatar phia
trén.
- Budc 2: Nhah "Chon hinh” dé€ upload buc dnh
tam dac nhat (khuyén khich s& dung anh ca
nhan, c6 d6 phan giai cao).
- Budc 3: Can chinh bahg cach kéo tha dé hinh
anh vao giita khung.
- Budic 4: Tai hinh anh vé'va thay avatar Facebook
thoi nao!

# Hashtag sir dung:
#happybirthday #pnjMB27nam
#PNJmienBac27tuoi

:‘&‘, Viét binh luan...

Figure 23: Facebook avatar frame post

e Video
Our responsibilities included script writing and video editing. Below is the description

of the video production process.



Made an outline of content, images and music based on the original suggestion of
Ms. Nguyén Phuong Nhung.
Got feedback from Ms. Pham Lé Thu Trang and Mr. Lé Pham Trung Nguyén and

developed the outline with more details.
Built a video based on the outline.

Received reviews and changed script based on PNJ’s requests.

Edited the video and added more details about the company such as goals, internal
images, video footage, achievements, etc.

Completed the video and re-edited as required for the last time.

This video summarized the 27-year development journey of PNJ Northern branch
and listed activities in the 27th anniversary. The video was shown at the end of the
ceremonial part of the gala. This is the video script:

Phan doan Noi dung/ Text Hinh anh thé hién Am thanh

PNJ MIEN BAC (thay chir 20th Mé& man, intro dang 20th Century | Tiéng Intro nhu gigi thigu phim

. Century Fox bang chi¥ nay) Fox hién 1én, nén t6i dan 20th Century Fox

M& dau

PNJ Chi nhanh mi&n B&c - Diém lai Show chir hién tir tir trén nén i
hanh trinh 27 nam téa sang den
Slide show hinh anh va video quay lai - St dung céc hinh anh va
nhizng khodnh khéc va ky niém trong video co san .
subt hanh trinh phat trién PNJ mién - Slideshow mang mau sac
Béc. Thém thanh tich da dat duoc dén va phong cach PNJ (vi du
nay nhw nay)

- 18/9/1995: Thanh I&p PNJ chi
nhé&nh mién Béc
Khai truong Clra hang dau tién
tai 192A Quan Thanh — Ba Binh
— Ha Noi

- 22/4/1997, Khai truong cira
hang tai sé 8 phé Hang Pau,
danh d&u méc cho su phat trién
tiép theo

- 2003: Chi nhanh chuyén try s&
vé tai 37B Tran Nhan Téng,
chinh thirc xay dung cac nén Nhac nén truyén cam hirng
tang mang ban & cho ddi ng(,
phét trién manh mé& vé cac
déng hang Kim cuong roi va
nir trang cao cép

- 2005: Cac mo hinh PNJ Silver,
Cao Fine Jewelry dugc thanh
Iap va ra mét

- Théang 12/2011: chi nhanh
chinh thirc chuyén tir 378 Tran
Nhan Tang vé dia diém mai
khang trang hon tai s 6A Tran
Nhén Tdng

- 2000 - nay, Chi nhanh phat
trién voi tée dé nhanh chéng va
khéng ngirng phat trién

Khoanh khic dang
nhé

- 1Van phong dat tai 110 Cau
Gidy

- Kho Cung trng & Trung tdm bao
hanh dat tai 6A Tran Nhan Téng

@ Doanh thu Sé ligu Text + effects

Co s6 ha tang
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Céc nhan hang
dang kinh doanh

- 65 clra hang (PNJ Next, Trung
tam kim hoan, New Centre,
Trung tdm thuwong mai)

- PNJ Gold

- PNJ Silver

- Style by PNJ

- Disney

- CAO

- Watch

- Pandora

- Kinh doanh vang miéng

Text + logo
Ban dod infographic (logo moc
ra tor tir Ha néi)

Wﬁ

Ddi tac thuong mai

- Dbitac kinh doanh
- VinlD
- Viettel

- Dbitdc CSR:

- CLB Doanh nhén sao dé
- Doanh nghiép tré Ha Néi
- HNEWS

Béi ngl nhan sy

- Tang trwdng I&n manh ca vé sb
lwong va chat luong véi tdng
s6 Irgng toan chi nhanh la 700
nhan su.

- Chétluong nhan suy:

+ Dao tao toan bé déi ngl:

Gén két ddng long - But
tdc vuron xa

+ Dao tao d6i ngti Ké toan

+ Bdi ngl An ninh

+ Ludn chi trong kién
thire san phdm

+ Pén ca nhing dong
hang khé nhét 1 Kim
cuong van ludn duoc
trau doi

Téng quan chuong
trinh 28 nam

Gigi thiéu tdng quan chwong trinh sinh
nhat 28 nam ctia PNJ chi nhanh mién
Béc (v twéng tlr video k¥ niém cia
Generali):

27 nam:
- Chinh truc dé trwéng tdn
- Kién dinh bam muc tiéu
- Quan ta4m cting phat trién
- Tan tAm vi khach hang
- Tién phong tao khac biét

Dé phat trién va téa sang nhu ngay
hém nay, tat ca la nhe nhing cd gang
phi thudng cla cac ban - nhiing ca
nhén lam nén PNJ.

2022 - Chwong trinh 27 nam
SHINING TOGETHER - PNJ chi
nhanh mién Bac to chirc:

- Giai bong da nam nir giao luu
va va néng cao tinh than séng
khéde - séng dep clia tap thé
nguoi nha PNJ.

- Cudc thi viét “PNJ trong tai” -
noi nhing cdu chuyén than
thuong cta chuing ta dugc chia
sé.

- Phén doan 27 nam: Voi
moéi mét gia tri duge néu
ra sé co nén hén dudila
video hodc hinh anh lién
quan den PNJ thé hién
gia trj dé (tham khao
video Generali doan tir
0:20 - 0:26).

- Phan doan 1o dén cam
on: Show chir, nén &
hinh anh/video tap thé
ngudi PNJ dang mim
cudi ty hao hodc tuong
tw the.

- Phéan doan Chwong trinh
27 nam ky niém: Tuong
tu doan 27 nadm trén
nhung thay bang nhiing
khoanh khac highlight cua
cac cudc thi day.

Nhac nén tiroi séng va tw hao

hoéc

Nhac nén hao hing tran day cam
htng

A\



A

W&

Cudc thi sac dep “Sparkling
Diamonds” - san dién héi tu
nhirng “bong héng” téa sang
rec ré cia nha PNJ.
Thanh tuu Chi nhanh dét pha nam 2021
i Text: Tén GBCN Video quay 161 nhan GBCN,
L&i nhan tir GB CN subtitle 1& chuc
N&u nhing du an dang &p 0, tiém Show chi, co thé kém theo video
Ky vong dén cudi | nang, hita hen, hy vong qén datduge | minh hoa
nam cla PNJ CNMB tir nay dén hét nam
2022.
Céc nhan vién trong cang ty tp trung | Video quay canh cac nhan vien | Nhac nen Mﬂm vé
hé to: “Chung t6i ty hao la nguoi trong cong ty tu hep dén gan cudi nhac nhG dan.
PNJ!"/ “Tai yéu PNJ!”
Két video
Cam on céc ban vi da cung PNJ téa Show chir, show logo PNJ va
sang trong sudt chang dwong da qua | man hinh téi dan, ha man két
<3 thdc video.

Figure 24: Anniversary video script

b. During-event production

After posting the avatar frame, we started producing posts and images related to the
contests on Workplace. These posts focused mainly on announcing the activities and
emphasized the value of prizes to entice employees to participate in the event. Before
the writing and designing process, our team was provided with posts of similar events
to determine the suitable writing and design style to present our message to the target
audience. Accordingly, we would follow the determined style which was fun, exciting
and trendy for all of our artworks and captions.

-'EL- PHAM TH) THAD » [P - Chi nhanh Mién Bic

“ CUOC THI VIET “PMI) TRONG TOI"
VIET VE PN, VIET VE NOI CHUNG TA CUNG TOA SANG “4

Thé k& P Misen Bac chiing ta d8 olng trai qua 27 ndm roi diyl 5o woi mot dai nguiol, khoang thai
gian nay chua duigc tinh i dai nung chiic hdin hérh trinh & iy O chiit dying wi win ki migmn quy
b, £ Jutls ¢ giil héing kgt nhiling ciu dhuyén ding yéu o nhd P, hdy oing tham gia csde thi vist
Pl trong 6" b dhung tay wiBt mén trang nhdt kof dEy yéu mén va imaprrmiln pian nhé!
ol 0O CAL GLAI THLEOME GLA TR)... Xemn thém

— i Thai Eniic v 14 mguiti khiic

G GLA TR LEM BEN

12.000.000 VN{-




{@5%, Pham L& Thu Trang » [PR] - Chi nhinh Miin Bic
& ET 0 ETI MAT TREN G0 CONG KHONG NONG BANG “SPARKLING DIAMONDS™ CLIKOC THI
SAC DEP LAN BVAL TIEN Tl PR OHI NHANH MIEN BAC §

M&m trong chudi =i kién mimng sinh nhdt 27 nam oia PhU mién Bac, “Sparding Diamonds™ hia
hen 58 tro thiinh mét s5n choi hdp din noi nhiling béng hing ni tinh, pha cich, quyen ni ding
ning dong the hign bim thin v vist nén fuysn ngdn ca tinh o chinh mish!

w W W 00 CAL GLA THUGNG HAP DAN
Hom hdu Ph chi nhanh bEm Bc 00000000 WHE), Cip: pha I vuion.__ Kem thém
— v Thidi Eniic va 17 nguidi khd

CUOC THI SAC DEP
SPARKLING DIAMONDS

s
V 1

Al sé chinh phuc vuong mién Hoa hédu
PRI Chi nhenh mién Bac?

TONG GIAI THUANG

30 TRIEU PONG

Miss PNJ: 10 TRIEU DPONG

Ahau1: 5 TRIEU PONG

Ahau2: 3 TRIEU DPONG
Va nhifu giai thudmg gid trj khic

VONG CHUNG KET: 16/09/2022

Figure 25: Posts of “Sparkling diamonds” and “PNJ trong t6i”

The last days of “Sparkling diamonds” application round was an opportunity to sharply
increase the number of registration. Therefore, the count-down and mini-game posts
were posted to urge people to submit their profile. These posts could probably draw
more attention for the most invested contest in this birthday event. Every post during
this phase had a “call to action” part on the caption and poster that helped motivate
employees to participate or encourage their colleagues to join and receive multiple

attractive prizes.



SHINING TOGETHER

CUOC THI SAC DEP

SPARKLING DIAMONDS

MINI GAME: £ DOAN HANG SAY - NHAN QUA NGAY &

@ Ngay 16/09/2022 t6i, Dém chung két cuéc thi Miss PNJ “Sparkling Diamonds” - cudc thi
séc dep 1&n dau tién tb chirc bai PNJ mién Béc sé dién ra nhim tim ra vién kim cuong sang
gia nhét clia clia toan chi nhanh.

@ Hoa chung véi bau khéng khi “nong gi ma néng thé” clia cudc thi, BTC xin g dén toan
thé anh chi em trong dai gia dinh PNJ mét mini game nho nhd thay cho 1&i ¢b v ndng nhiét
nhét toi cac trng vién lot TOP 16 “SPARKLING DIAMONDS". Theo ban, béng héng nao sé

gianh duec ngdi vi sic dep cao nhét trong cude thi nam nay?

- Pham Thj Hué (SBD 101)

- Tran Tuyét Nhung (SBD 102)

- Hoang Thi Ngoc Tram (SBD 105)

- Vuong Ngoc Huyén (SBD 106)

- Pham Van Quynh (SBD 108)

- Bui Lan Anh (SBD 109)

- Phan Thj Héng Nhung (SBD 110)

- Uéng Kiéu Anh Tuyét (SBD 111)

- Tran Khanh Ha (SBD 112)

- Nguyén Thi Mai (SBD 115)

- Nguyén Thi Van (SBD 116)

- Mai Thi Thanh Hai (SBD 118)

- Nguyén Thi Linh (SBD 119)

- Pham Thi Lan Anh (SBD 120)

- L& Thi Thu Huong (SBD 121)

- Téng Khanh Linh (SBD 122)

& Cung choi MINI GAME duy doén Miss PNJ @& NHAN NGAY nhitng phén qua “siéu to
khéng 16" ndo ca nha oill!

€2 CAC BUOC THYC HIEN:

[l Comment ma SBD + Tén thi sinh + Ngdi vi dw doan (Ca Hoa Hau va 2 A hau)

B Tag tén 2 ngudi ban cia minh vao

Vi dy: SBD 101 - Pham Thi Hué - Hoa Hau, SBD 102 - Tran Tuyét Nhung - A hau @Nguyén
Van A @Nguyén Van B

& GIAI THUONG:

Bl 1 Giai Poan triing nhét 2 ngdi vi + Nhanh tay nhét: 300k

[ 3 Giai nhi: 200k

& Minigame s& két thic vao 12h trwa Dém chung két ngay 16/09/2022

Két qua sé dugc cong bd vao Dém chung két 16/09/2022

X Luuy:

- Méi tai khoan chi comment 1 1an va khéng dwoc chinh sira.

- Comment thyc hién day di cac bude va phai bao gdm ca 2 ngéi vi Hoa Hau va A hau moi
duorc tinh hop €.

@ Céc anh chj em trong dai gia dinh PNJ Mién Bac hay cting nhanh tay cé v cho cac thi
sinh tai nang trong Top 16 Miss PNJ ngay théi nao!!!

#Sinhnhat27nam #PNJmienBac27tuoi #SparklingDiamonds #MinigameMissPNJ

® TRUC XINH TRUC MQC DAU DINH, MINH XINH MINH DEN MISS PNJ “SPARKLING
DIAMONDS” NHE CAC CHIEM QI &

Sau vai ngay mé don, BTC rét vui mirng khi tiép nhan dugrc rat nhiéu la don dang ky voi
nhiéu séc mau khac nhau dang doi cho co héi dé blrng séng. Miss PNJ Sparkling
Diamonds xin tran trong thdng bao chi con dting 1 NGAY nira théi, vong thi so kho sé
CHINH THU'C DONG DON va budc vao vong chung khao dé tim ra cac g clr vién sang
gia nhét cho chiéc virong mién Miss PNJ 2022. B&t mi nho nhé |a ngoai gidi thuéng dang
quang ngdi vi thi van con chiéc giai thudng vé cling hap dan dang don ché thi sinh dwoc
yéu thich nhat & vong nay day!!!

THONG TIN VONG SO KHAO (ONLINE):
©3 Thai gian: 01/09 dén 0h0O ngay 08/09/2022
© Hinh thiic: Online

CACH THU'C DANG KY DU THI
4 Hb so déng ky du thi bao gém:
a. Pon déng ky du thi theo mau cila Ban t6 chirc (Thi sinh tai vé va ndp file mém vao
link dang ky)
b. 03 tdm anh mau dinh dang 3:4 (chup chan dung, chyp toan than trang phuc ty chon
va chup toan than déng phuc PNJ)

@ Tai form dang ky tai: https://bom.so/HGwtBh

& Nop hé so dng ky dy thi tai day: https:/forms.gle/UARKZvHonXU4qCnY6

Tic téc, tic tac, chi con lai mét chut thai gian cho nhing la don tiém nang con sot lai dwoc
gl dén BTC dé tim ra vién cuong sang gia nhét clia Miss PNJ Sparkling Diamond nira théi.
Khéng chi Ia co' hdi “ngan ndm co mét” dé thé hién tai nang va sic dep clia ban thén, cac
nang con dugc rinh nhitng phén thudng vé cuing gié tri vé nha nita co ma, vay thi ngai gi
ma khéng nhanh tay dién vao don dang ky ngay va luon nhi &7

#Sinhnhat27nam #PNJmienBac27tuoi #SparklingDiamonds

MINIGAME | DU DOAN

MISS PNJ 2022

 NHAN QUA HAP DAN!

DU DOAN NGAY!

Figure 26: Count-down and mini-game posts
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The beauty contest “Sparkling diamonds” achieved a great outcome when recelvmg

111 application forms in total. After evaluating these forms, PNJ’s managers and™————
. . . . \

marketing team selected 16 potential candidates for the next round. Right after the

result release, our team produced a caption and 17 images for an announcement post\

on the Workplace platform.

868 CHINE THUC LO DIEN TOR 15 “SPARKLING DIAMONDS”

SHINING TOGETHER

CHINH THUC LO DIEN

TOP 16

SPARKLING DIAMONDS

thal “dinh chop” clng cau thamt gia v ciing ';u:céml:ung

@@ E v ngay by gid. xin chisc ming TOP 15 "SPARKLING DIAMONDS™ bao gbm

SPARKLING DIAMONDS

PHAM THI HUE

SBD: 101

i Lainh SBF‘ 119
Thi Lan Anh (SBD 120)
- L& Thi Thu Hrong (SBD 121)

cac ban ong vong so khdo! Hi
ng & phan i tiep theolll

@ Mat 120 nita chuc ng ,Jr' n the hign xudt sat.c'-"

SPARKLING DIAMONDS

NGUYEN THI MAI

SBD: 115

Figure 27: Top 16 announcement post

The key event of this series was the gala on September 16, 2022. The materials we had
prepared before, including invitations, standees, LED displays, backdrops, prize boards
and die-cuts were fully ultilized during this event. In this gala, the video produced by
our team was also shown.

SHINING TOGETHER HAN.! TR‘INH
%/fl&l/
THAM DU GALA MUNG SINH NHAT
77¢PNJ MIEN BAC

KINH MOI: CBCNV PNJ MIEN BAC

~ Thai gian: 16/09/2022
Dia diém: TRUNG TAM TIEC CUGI SAPPHIRE
Toa nha GTC 17 Ngoc Khanh,
Ba Dinh, Ha Noi

LICH TRINH SU KIEN

* OHmSAY CAM ON CAC BAN Vi DA CUNG PNJ CHI NHANH MIEN BAC
: L& mimg sinh nhat PNJ Mién Bic TOA SANG TRONG SUOT CHANG DUONG DA QUA.

:  Chung két cudc thi Sparkling Diamonds
: Cong bé va trao giai cac cugc thi

:  Chup anh va két thudc su kién

Figure 28: Gala invitation Figure 29: Anniversary video
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b. Post-event production

After the event, our team designed certificates for the award winners of “Sparkling
diamonds” and made thank you letters. These certificates and letters would be sent
to candidates via PNJ’s internal email. Moreover, the company anniversary video
produced by our team was also posted on the Workplace platform.

, : 74 A =,/
CHUNG NHAN 27 27

i it | _Gecine

KINH GUI: TRUNG TAM PHAT TRIEN KINH DOANH QUOC TE

im déc Chi nhanh Mién BAc xin dugc gii t6i Trung tim phat trién Kinh
hiic siic khoe va 13i chao tran trong!

Thudc Phong abcxyz zbex .. T
h nhat 27 nam cda PNJ chi nhanh mién Bac (18/09/1995 - 18/09/2022),
= ~. £ S budi 1& Gala Sinh nhat da dién ra trong khang khi trang trong, 4m cting
DA XUAT SAC DAT DAN H H I EU i tha vi. C6 thé n6i chuong trinh dién ra rét thanh cong, tao 4n tugng
I S S P t6t dep; cam xiic ldng dong trong long mdi nguoi.
l ) i hiéu qua, chung tay gép stic cia Trung tam phit trién
TRONG CUOC THI MISS PNJ CMB 2022' Kinh doanh qué i t8 chirc Chuong trinh thuan lgi va tron ven.

Sy quan tam, hé trg va déng hanh ciia Trung tam phit trién Kinh doanh quéc t& 1a ngudn
dong vién, ¢6 via to In déi véi PN] Mién Béc. Chiing toi xin dugc giti 1oi cam on chan thanh

\ 22 .09 .2022 ﬁa ) TE N S EP/C H U Ki va chtic don vi ngay cang phat trién va thanh cong trong tuong lai. Chtic cho su hgp tic

phat trién bén vimg ctia hai bén tao nén nhiéu két qua dét pha.

THOI GIAN CHUC VU - Tran trong cim on!

PNJ Chi nhanh mién Bic
GIAM BOC
Pham Thuy Dung

Figure 30: Post-event certificate and thank you letter

In addition, our team was also assigned to give feedback on a recap video of the gala.
This video was produced by a production team who were not PNJ’s employees. Hence,
the flow of it was not suitable with the brand’s vibe and request. Because of these
reasons, our team decided to have a meeting with Ms. Pham Lé Thu Trang to rewrite
the script for this video. Our new video script was accepted by her.

—_— - -

Phén doan N&i dung/ Text Hinh anh thé hién Am thanh
_ Sinh nhat 27 tudi cda PNJ Logo PNJ trén nén tring.
M& dau mien Bac va chudi hogt ddng chi¥ va logo twr tr hién
day an twong I&n.
Recap 1 Tran day hung khdi véi mon Text animation Nhac s0i dong to dan

thé thao vua

Slide show cac khodnh | S dung cac source video
khac bong da dac sdc | d4 quay nhv video demo,
Chinh stra: chinh stra theo feedback
+ 00:12-00:15:
Vao luon phan
cheer co vil cla
cac chi.
+  00:19-00:21:
B phan da
bong, thém
phén cheer cla
cac anh (00:46
- 00:47)
+ 00:52 - 00:58:
cét bd

BONg g4

Toa sang ruc r& v&l Dém Gala | Text animation Chuyén sang nhac vui

Recap 2 & “Miss PNJ CMEB" vé hung khdi

Figure 31: Feedback and changes for the recap video



4.2. Women’s Day campaign “Su thau hiéu la mén qua vo gia”
4.2.1. Production schedule

The table below is the production schedule of the work that our team was responsible
for.

Week 1 | Week 2 | Week 3 | Week 4 | Week 5
Phase Area of work (20/9 - 29/9- | (7/10- | (15/10-| (23/10 -

28/9) 6/10) 14/10) | 22/10) | 31/10)

Produce a report
of PNJ’s previous
20/10 campaigns

Produce a proposal
for this year
campaign’s key
activities (Northern
area only)

Write invitation
letter for HNEW
meeting

Design HNEW
meeting invitation
letter

Create a list

of potential
advertising partners
(KOLs/KOCs/PR

pages)

Production ,
Create a list of

content briefs for
PNJ’s northern
branch fanpages

Write a copywriting

demo for each
content brief

Contact selected
KOLs/KOCs/
communities




V'

%\/

Develop
communication
options, guidelines
and approaches
for selected KOLs/
KOCs/PR pages)

Send options
and guidelines to
selected KOLs/
KOCs/PR pages)

NN/

Synthesize metrics
from the partners’
posts

Provide a report on
competitors’ 20/10
communication
activities

Table 15: Production schedule of Women’s Day 2022 campaign
4.2.2. Implementation
4.2.2.1. PNJ’s previous 20/10 campaigns report

Before working on the main project, our team was assigned to submit and present a
report related to the 20/10 campaigns of PNJ’s competitors in the market such as DOJI,
Bao Tin Minh Chau, ... In this first report, in addition to analyzing the media campaigns
on October 20 of competitors in 3 years from 2019 - 2021, our team pointed out the
strengths and weaknesses that PNJ could learn from the above competitors. Moreover,
our team had comments on the media content, the use of communication channels,
good points and limitations of PNJ in the way they implemented 20/10 campaigns in 3
years mentioned above.

B3 c6é nhiing budc di tich cuc trong

PN . s -B}-
Ugc e
PNJ BA LAM BUOC 61 VA P R
CO THE HOC HOI 61 TU
~r 9
Bul THU? Hinh anh dudc thiét ké theo phong cach

thdng nhat, phu hop véi khach hang
muc tiéu.

Chua thé hién su tng hé coéng déng
LGBT+ qua nhiéu va céng khai nhu
Daoji.




PNJ VA M0 HINH SWoT

PN3 - Thuong higu néi thay tiéng long cic c3p

STRENGTHS adi théi COVID
- Chién dich quang cdo thu hut su chu y cua cong

chung.

- Kénh théng tin giao ti€p da chiéu gitta thudng 5
hiéu véi khach hang ma khéng bi han ché vé khong PNJ

gian va thai gian.

- Dich vu sau ban rat tét, thic day niém tin clda
khach hang vao hinh anh thuong hiéu.

- C6 nhiing chién dich tap trung vao insight ctia
khéch hang, bat kip xu hudng va thi hiéu clia céng

i’
ching. g =
- C6 su tién phong trong viéc md réng tép khach &
hang tré Ia Gen Z qua thudng hiéu Style by PNJ # \ =

=> C6 su phli séng va hé théng diém cham thusng
hiéu & muc kha/tét.

TINHYEU | P
s carDaprbicrs 2 R
ot

THREATS

- C6 kha nang bi khiing hoang truyén théng
do KOLs dai dién gap van dé trong du luan.

- C6 thé bi canh tranh bgi cac thudng hiéu dai
thti do I6i di van 8 mic an toan, chua dat dudc
top of mind ctia khach hang khi tim
ki&m/chon/mua san phdm ctia PNJ.

WEAKNESSES

- Céc chién dich van con & dang An toan, chua
that su dot pha vé théng diép so véi cac nhan

hang khac trén tl 3ng.
- Chua t&i uu héa hoa trén cong cu tim
™ ) TUIDU LCH *! kiém.
Tu 12/10 dén 21/10/2018 - C6 nhiéu kénh truyén théng nhung Iugng
- tucng tac khéng déng déu, cha yéu tusng tac
3i tU facbook, cac trang nhu youtube,
Instagram dang con khéng tét.

PNJ VA MO HINH SWOT

OPPORTUNITIES

- C6 tiém ndng xay dung va phat trién dudc
thém & cac kénh nhu Shopee (affliate sale),
TikTok, héi nhém Facebook,....

-TGi Uu hoa cac bai viét SEO trén céng cu
tim kiém.

- C6 sén tép khach hang réng va néi dung
truyén théng tré trung hon so véi cac brand
khac

-> Content c6 kha nang viral tét trén mang
x& hoi ma khong bi danh gié la push sale 16
ligu.

Figure 32: Our research from the first report

4.2.2.2. PNJ Northern Branch 2022 Vietnamese Women'’s Day key

activities proposal

Our team made 2 proposals to suggest the campaign’s theme idea and propose marketing
communications orientation for the new brand Style by PNJ during the campaign. For
each proposal, after researching about old campaigns, social networks as well as recent
problems of PNJ, especially PNJ Northern branch, our team proposed new ideas as

follows.

BIG IDEA 6 DAY LA?

« C6 nhiéu dang hinh cua tinh yéu, khong chi la tinh cam lang man ma con tinh

cam gia dinh; ban bé; yéu ban than. Chi can la yéu thi déu dang tran trong.

» Key message: Chican layéu.
» Slogan: Because it's love.

THE BIG IDEA

BGi canh:
= Dua vao insight clia nhém khach hang muc

tiéu (20 - 40 tudi): La th& hé ngusdi tré tran
trong cam xdc cla ca ban than va ngudi
khac, muén can béng gilta tinh yéu va su
nghiép, mudn bay to gia tri ca nhan va rat
giau tinh yéu thuong.

= PNJ van chua dday manh content tudng tac.

* Content lién quan dén tinh yéu thudng luén
dudc chua y va quan tam bdi tat cd moi ngudi,
dac biét |a ngudi tré.

Figure 33: Our team’s ideas for 20/10 campaign from the second proposal

« Tén chién dich: Because it's love - Chi ¢an la y&u
« Thai gian chay chién dich: 06/10 - 23/10/2022
* Muc dich:
« Lan tda thusong hiéu PNJ t8i khach hang muc tiéu Millennials (Gen
" - Y) va khach hang tiém nang (Gen Z).
VECHIENDICH - Tangdoanh s6 ban san pham théng qua ctfa hang cta PNJ va cac
2 san thuong mai dién tu.
+ Néi dung chién dich:
+ Tao challenge trén Tiktok; tdn dung nguén luc KOC, micro
influencers day affiliate link
+ Tao content day sale trén cac mang xa hoi
+ Minigame: Luu gilt khodnh khic v8i ngusi tran quy.
« Chipht:

VAR



Instagram chuyén vé lifestyle, fashion.
Chia sé nhiing ndi dung gén giii vdi gen Z
hon, dudc tai tré bdi Style by PNJ nhung
khéng can thiét phai quang ba moi san

pham dén ti PNJ.

Bﬁ xuﬁ’T I KFNH Vi du: keyé4.pretty (Instagram)
= ~ -
TRUYEN THUNG Mul? Vietcetera: 1 series bai viét vé phong cach

gidi tré/ Gen Z s6ng/ Ca sao cho tinh?
(Content vé peer pressure, gen Z song thé
na ai gi ddy link dén dudc dén théng
diép yéu ban than)

Vi du: Series Why not? clia Curnon

GGG NHIN TRUYEN THONG M

Cinema adsvertising:

+Quang c&o c6 do6 phti I6n, khién khan gia chu
y dén nhan hang.

+C6 nhiéu phudng thtic lam quang cao tai rap
phim (hoan toan cé thé quyét dinh dua trén
ngan sach); quang cao trudc khi phim chiéu;
quang cao trén v&, tui bong, nudc,...

GGC NHIN TRUYEN THONG MOI

Chugng trinh "Lets style" trén VTV6
A

i » Tiktok challenge: Trend tiktok Ngay ay - Bay

Qid -> di théng tiép lién quan dén yéu ban
than, thay d6i néu cam thay diéu do giup
ban y&u ban than han, ban tim duge 1 phién
ban t6t dep hon vé ngoai hinh => Chican la
yéu, nhu thé nao ciing la yéu.

» Trade marketing: Quay dich vu Glow up with
Style by PN3J - Tu van vé phong cach an mac,
phoi quan ao, trang stic, kiéu makeup sao
cho hop véi phong céch dang theo dudi (1ay
cam hting tif quéy lam dep clia Sephora)

* Lam talkshow/series online chia sé cach lam
dep. xu huéng, phong cach thai trang dang
hot.

Figure 34: Our team’s new ideas from the final proposal

4.2.2.3. Partnership marketing

a. HNEW meeting

Hanoi Women Entrepreneurs Association (HNEW) is a professional social organization/
non-governmental organization established in 2008 on the basis of merger of Hanoi
Business Women Club and Hanoi Women Entrepreneurs Network, and operates on
principles of voluntariness and equality of businesswomen of all economic sectors
operating legally in Hanoi city. They have been an important partner of PNJ in recent
years. During the last 20/10, PNJ held an experience meeting with HNEW. This was a
crucial event in promoting the message of the campaign “Su thau hiéu 1a mén qua vo
gid”, while increasing sales. Because this event provided many activities to experience
with PNJ and introduce new products to celebrate Viethamese Women’s Day. Our
team had been assigned to be in charge of the design as well as the content of the
invitation, and prepared the vouchers for this meeting.to be in charge of the design as
well as the content of the invitation, and prepare the vouchers for this meeting.




THAM GIA CHUONG TRINH
“NU DOANH NHAN HNEW HOI NGO VA TOA SANG”

Kinh gti: Quy hoi vién Hiép hoi Nir Doanh nhan Ha Noi Hnew
14h30 - 17h30 ngay 08/10/2022
Dia diém: PNJ Next 110 Cau Giay

NOI DUNG CAC HOAT DPONG TRAI NGHIEM
Mién phi kiém tra, vé sinh dong ho.

Mién phi Kiém i mai nudc xi Rhodium cho tat ca trang suc

NJV

lanh riéng cac Chi Hoi vién
u chuong trinh.

“hi Hoi vien NDN Ha Noi Hnew
1 danh cho PNJ.

Xin tran trong cam on!

Giam doc PNJ Mién Bac
Pham Thiy Dung

Figure 35: HNEW meeting and the invitation

4.2.2.3. Partnership marketing
a. HNEW meeting

In addition to HNEW, PNJ Northern branch had a series of workshops with Estee
Lauder. Realizing that this was a very popular brand which was suitable for Style by
PNJ product line, our team proposed that the workshop should have content related to
fashion, beauty, and personal style shaping. In addition, the workshops and activities
must deliver a message of youthful confidence that was also the key to helping women
exude a distinct aura and become more attractive. Our team’s idea had been approved
by the marketing team and this series of workshops to celebrate Viethamese Women's
Day was successfully held at PNJ stores in Hanoi.

A ¥

pd

Figure 36: PNJ x Estee Lauder’s workshop
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4.2.2.4. Social media activities

a. KOLs/KOCs

Collaboration with KOCs/KOLs is an important step towards success for a viral project.
In the campaign “Su thdu hiéu la mén qua vo gid”, PNJ Northern branch selected 3
KOCs at Tik Tok platform: “Chong ngoan” channel, “Gia dinh Truyén hinh” channel
and “Chuyén nha Linh Bi” channel. Our team developed content-oriented briefs for the
above 3 KOCs.

Tén kénh Tiktok Lugt follow Muc dich No&i dung/Hudng ti€p can SoOwW KPIs

- Lén néi dung di choi 20/10 hodc

game 6n lai ki niém

- Gidi thiéu 1trang stic PNJ => uu

dai "Qua tang tran guy"

- Dat link landingpage san pham 500K views/video
uu dai cua PNJ trong biolink.

- St dung hashtag

#DauAiThayCanhNay va

#truyéncamhidngbgdiPNJ trong

caption.

- Content di chai 20/10 (link dén outfit, phu
kién)

Chuyén nha Linh Bi 912.3K - BG Linh hiéu me Linh nhu thé nao? Ki niem
tU ngay yéu nhau cé gi dang nhd => thau hiéu
|a bi kip hanh phuc va moén qua voé gia

- Lén néi dung vé cac bi kip gitl
Ilfa tinh yéu, dé vg => nhan manh
yéu t6 thau hiéu trong tinh yéu.

- Nhan manh su thau - Ggi y qua tang, gidi thiéu 1trang
hiéu trong tinh yéu, - Bikip dé vg stic PNJ.
< nhing géc khuat cla sy - Gitt IUa tinh yéu nhu thé nac? - Gi6i thiéu uu dai "Qua tang tran ’ :
Chong Noosn 433K vat va trong cudc séng - Review qua 20/10 qua céc nam quy" 250K vi ideo
ngusi phu nit. => Bam sat - Pat link landingpage san pham
tagline "Thau hiéu la mén uu dai ctia PNJ trong biolink.
qua vo gia" - SU dung hashtag
- Gidi thiéu chuong trinh #DauAiThayCanhNay va
uu dai 20/10 ctia PNJ. #truyéncamhungbdiPNJ trong

- Lén néi dung vé thai trang, phéi
d6 cho vo/storytelling clia Cudng
vé Giang.

- Gigi thiéu uu dai "Qua tang tran
guy", dac biét nhan manh vé qua
tang cai ao (co thoai vé su phu
hdp va thdi trang) 150K views/video
- Pat link landingpage san pham
uu dai cua PNJ trong biolink.

- SU dung hashtag
#DauAiThayCanhNay va
#truyéncamhungbdiPNJ trong
caption.

KOCs ¢6 thé tuy bién néi dung de
phu hdp véi phong cach cua kénh.

- Cudng lam stylist cho Giang => gidi thiéu, ggi
y trang suc.

- Cudng bay cac bi kip dé v

- Q&A rep binh luan video hau trudng, phia sau
1MC nit: ap luc, day s8m, thic khuya, cham lo
cho gia dinh,... (Cudng voice off)

Gia dinh Truyén hinh 626.3K

Figure 37: Content brief for KOCs on Tik Tok

Our team had been able to contact two TikTokers: “Gia dinh Truyén Hinh” and “Chuyén
Nha Linh Bi”, and scheduled a video filming at the store. The videos were uploaded
on their TikTok channels on October 19 and 20. However, our team did not receive a
response from the TikTok channel “Chong Ngoan” after sending the brief. Due to this
unexpected incident, we suggested the project manager upload the videos of the other
2 TikToker channels on their Facebook as well. The final result is that the videos were
posted simultaneously on both the TikTok and Facebook Watch channels of these two
KOCGs.

@ Figure 38: Tik Tok video with 2 KOCs



b. PR pages

During the campaign, PNJ Northern branch wanted to book PR posts on fanpages of
big provinces and cities in the North such as Ha No6i, Hai Phong and Nghé An. These
places have high levels of jewelry buying and selling during special occasions like
Vietnamese Women'’s Day. Like the KOCs, our team implemented content briefs and
KPIs for the above fanpages. In addition, our team was also assigned to contact the
largest local brand fair “The New District’” but did not receive a response.

Tén kénh Lugt follow Nén tang Huéng ti€p can Nbi dung truyén théng KPIs
1. Content Sale uu dai dang tin nhan
A: B6 di, nghe bao sap téi ngay Phu n viét nam rui ay a hihi
A: C6 cai vong nay xinh [ém luén, nhan dip nay bé kinh yéu
cothé..rsy
A GUi hinh/link
B: Bung luc b6 dang tim qua dé tang cho me may, cam on
con gai nhé!
B: Con con gai rang ma kiém ngudi yéu dé né tang qua cho
nha
B: (Emoji nao day vifa dang yéu viia choc tdc)

Pé dudi binh luan: Vé dén nha cling phai an com tro, thoi
thi cling dang cé uu dai, minh tu mua cho minh dé bao thu
ngusi dan éng déc ac day cling dudc: https:/bit.lv/3RE84VE

2. Content thau hiéu, dang suy ngam triét ly cudc dai:
- Content sale, uu dai (dang nhan  20/10 nam nao cling tang qua, nhung da bao gid ban dung
tin) lai nghi liéu mén qua minh da tang cé khién cho ngusi ay
- Content vé thau hiéu (bai ngan,  thatsu vui khéng?..
deep), dé link san pham dudi binh D& dugi binh ludn: 20/10 nam nay, PNJ c6 rat nhiéu chusng
luan. trinh Uu dai danh cho nhitng ngusi dang tim kiém "Mon
- Content vé tinh yéu => tinh yéu cé qua cla su thau hiéu". Nhan dip Ngay Phu n{t Viét Nam
nhiéu dang (gia dinh, ban bé, bdn  ndm nay, dUng ngan ngai thé hién tinh cam chan thanh cla
than) => Style minh téi ngudi phu nd dac biét ay nhé:

https:/bit|v/3RE84Y6

3. Content suy ngam vé tinh yéu
Vao moét sang mua thu ngay cudi tuan se lanh va trong lanh,
trén dusng di tan bd & cong vién A, téi thay (mot canh gi
day wholesome/dang yéu/cam dong). Bat giac trong giay
phut dé, trong dau téi chot ngam lai, that sy, tinh yéu 13 gi?
Lau nay khi nhac dén tinh yéu, moi ngugdi sé thudng nghi téi
tinh yéu déi Ita, tinh cam gita hai con ngusi véi nhau.
Nhung....
BEé duéi binh luan: Tinh yéu lang man, tinh yéu gia dinh,
tinh ban be, yéu ban than, du nhiéu hinh thic khac nhau thi
tat ca déu xat phat tu tinh cadm chan thanh trong trai tim.
Nhan dip Ngay 20/10 sap téi, hay dung lai chut va suy nghi
xem dé thau hiéu nhiing ngudi minh yéu thusng nhé:
https:/bit.ly/3RE84VE
1. Bai viét dang status: Ai do oi, 8 day dang c6 uu dai qua
- Bai don gian, status: chuong trinh  tang lén dén 4M, muén mua qua tang nhing ngusi phu ni
sale than yéu thi mua ngay théi naol!
- Cach c6 ngudi yéu trong mua Bé dudi binh luan: 20/10 13 mua trao di yéu thusng nén
lanh: TOP1 thau hiéu dung quén yéu va hiéu ngusi phu nl tran quy clia ban
nhiéu hon niia nhé: https)/bit.ly/3REB4VE
Chi con ding 1tuan nia 1a 20/10. Tag ngay Ngusi thu 2 s&
- Bai viét kéu goi tag, dé chuong tang qua cho ban. Mau - Reaction1.2K
Lang thang Ha Néi 22M Facebook  trinh sale dudi binh luan (viét vé Pé duéi binh luan: Qua & day xinh thé nay chac chan ngusi - Comment: 500
thau hiéu) yéu sé khong doi trong ngay 20/10 hehe: - Share: 10
https:/bit.ly/3RE84VE

- Reaction: 1K
- Comment: 100
- Share: 10

Chuyén cta Ha Noi 19M Facebook

- Reaction: 500
- Comment: 80
- Share: 30

Ha Noi 1.4M Facebook

Figure 39: Content brief for PR pages provided by our team

4.3. Intermediate conclusions

To sum up, this section presented the products that were carried out by our team during
the project execution. Moreover, there was also a project implementation process based
on the models deployed in the above sections such as AIDA, SWOT, etc.

During the campaign execution, our team was assigned many important tasks such as
creating the key visual and content for social posts. In the internal event for the 27th
birthday of PNJ Northern branch, in addition to the above products, our team scripted

and produced a video rewinding PNJ’s 27-year journey. The process of scripting and
producing this video was a bit difficult because of disagreements between leaders and
managers, so this video was completed quite close to the deadline.




In the campaign “Su thau hiéu la moén qua vo gia”, PNJ Northern branch was not
responsible for the big idea so our team was assigned the task of researching information
for the campaign as well as proposing new communications perspectives for PNJ and
Style by PNJ product line. In addition, the brief for PR fanpages and KOCs was also

successfully handled by our team. The executive process of this project had brought
our team many new experiences, especially the experience of working in collaboration
with managers and different departments, while improving our skills and acquiring
useful lessons.

V. EVALUATION

5.1. PNJ Northern Branch’s 27th anniversary
5.1.1. Media effectiveness

Due to confidentiality, our team did not receive specific analysis of reach, engagement

and KPIs on PNJ’s Workplace. We only received and calculated interaction data through

main articles in the event as follows.

* Announcing posts (kick-off, informative posts, recap video) received a total of 312
reactions and 142 comments.

e On average, each post reached about 300 people (based on the number of people
who viewed the post) in the Workplace “[PN]J] - Chi nhanh Mién Bac”.

Pem L& Ths Trang  [PAY] - Chi nhinh Mién Bic

BAT BAU TU NHING

T “wm “,.‘ | Y

Figure 40: Main posts in PNJ Northern Branch’s 27th anniversary

5.1.2. Activities Effectiveness
5.1.2.1. Quantitative assessment

The project was successful beyond our expectations with all KPIs surpassed:
e 116/50 applications for the writing contest “PNJ trong t6i”.

e 12/8 teams for the 27th anniversary soccer tournament.

111/40 applications for the beauty pageant “Sparkling diamonds”.
220/100 participants in the gala.



In order to obtain quantitative results for the main activities of the project, a survey
was conducted to collect internal data and opinions of employees within PNJ Northern
branch. The survey on age group and job position of employees, along with their
assessment, provided information to conclude the effectiveness of the chain of events.
The survey was conducted with the participation of 108 employees of PNJ Northern
Branch. For each activity, participants rated on a 5-point Likert Scale (1 = Very Poor;
5 = Very Good).

@® Nam

@ N
@ Khéac

Chart 7: Genders of survey respondents

Of the 108 survey respondents, 75% were female. Men accounted for only 24%. It
reflected that women play a significant role in PNJ and comprise most of the company
structure. Not only that, this data also showed that women were very interested in
internal events of PNJ in the North and actively participated. This fact reminded the
communications officers and event organizers in PNJ to pay special attention to women.

@ Dusdi 20
® 20-25
@ 26-35
® 36-45
@ Trén 45

Chart 8: Age groups of survey respondents

The 26-35 age group accounted for the largest proportion of 75%, followed by 20% in
the age group of 20-25. There was only one person aged under 20.



@ Nhansu

@® Marketing

© Ké toan

@ Quan tri hiéu qua
@ Cung irng

® Kinh doanh
@ Hé théng clra hang

Chart 9: Working units of survey respondents

Employees from PNJ stores constituted 46%, the marketing department accounted for
30%, and sales department were 13%.

@ Co tham gia

@ C6 quan tdm nhung khéng tham gia
@ Biét nhwng khéng quan tam

@ Khong biét

Chart 10: Interest level of survey respondents

Regarding the employees’ level of interest and participation, 84% of 108 respondents
had participated in the series of events. Only 3% described completely did not know
and did not participate in this activity.

Panh gia ting quan v& chudi sw kign sinh nhat PNJ mign bac 2022
B Ratkém [ Kém [ Binhthuing [ Tot W RatTot
100

75

a0

25

Miss PNJ 2022 Cudc thi "PNJ trong tai* Gidi hdng da 2022

Chart 11: Working units of survey respondents
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The result of the Likert Scale showed that most of the activities were evaluated very
positively by the staff. Overall, over 88% of the total reviews gave positive feedback
on the quality of beauty contests, writing contests and soccer tournaments. Most of the
responses rated the quality of the sequence of events from “Good” to “Very Good”. In
particular, for the two events “PNJ trong t6i” and the football tournament, there was not
a single negative assessment of the quality of the program’s activities and organization.
Specifically, “Sparkling diamonds” has 60% “Very Good”, 25% “Good” and 10%
“Average” reviews. This is the only activity that received 5 “poor” reviews from a total
of 105 employees who responded to know this event series. This was expectable since
we had estimated that beauty pageants were controversial by their nature and likely to
bring negative experiences to a number of participants. This prediction was reinforced
by the final result of the pageant with three prizes belonging to a single candidate.

For the writing contest “PNJ trong t6i”, the rating of “Good” and “Very Good” both
accounted for 45% of the total number of employees asked. Only 10% of employees
rated it as “Normal”.

Finally, the soccer tournament was the activity with the highest rating of “Very Good”
(65%) compared to “Sparkling diamonds” (60%) and “PN]J trong t6i” (45%). This activity
had 25% “Good” reviews and 10% “Average” reviews, respectively.

In conclusion, all three competitions received relatively positive feedback from

participants, only “Sparkling diamonds” encountered “Poor” reviews. This proved that
the beauty contest needed to be improved in terms of content and organization.

N

@ Thai do lam viéc tét, nhiét tinh, hiéu qua
@ Thai do lam viéc tdt nhuwng cbéng viéc
khéng hiéu qua
Khéng thay su nhiét tinh ctia BTC
@® Khoéng nhan duoc gitip d& cia BTC
@ Khac (Vui long noi ré & phia dudi)

Chart 12: Evaluation the organizers” attitude

All respondents claimed that the organizing commitee had a good working attitude,
enthusiasm, and efficiency during PNJ’s 27th birthday events. This assessment proved
the events were professionally planned and executed efficiently. Besides, the objectives
of the activities set out towards employees had been generally completed as they felt
that the company was always looking for ways to create a great working environment.

After the event ended, our team also reviewed the number of times the event was
mentioned through hashtags on Workplace. The top 3 most mentioned topics were
#PNJMIENBAC, #pnjmienbac27tuoi, and #pnjtrongtoi_mb27, with 140, 136 and 116



mentions respectively. Besides, 6 out of the top 10 most discussed topics were all related
to the 27th birthday of PNJ Northern Branch. This was a very positive result indicating
the interest and active contributions of PNJ employees in the Northern Branch to this
series of events.

4 PNIMIENBAC

0
# Ppnimienbac27tuoi
€o?

# pnjtrongtoi_mb27

€o?
# sinhnhat27nam
€0®
# Pa)
L]
# HRTeam

&9, .

# happybirthday

@nD

Figure 41: Top mentions on PN/ Northern Branch Workplace

5.1.2.2. Qualitative assessment
a. From PNJ

The interactions, comments and opinions of employees & the Board of Directors have
been collected to provide qualitative results for the chain of activities in the birthday
event of PNJ Northern branch 2022. During short interviews and conversations, we
have gathered some feedback as follows.

e Pham Lé Thu Trang (Marketing manager): “This year’s event was very elaborate and
grandiose. | appreciate the professional organization of the event.”

e Lé Xuan Binh (Manager in Store 6A Tran Nhan Tong, Hanoi): “The program has
given us more understanding and love for PNJ’s corporate culture. We have the
opportunity to understand more about our colleagues, the company and our roles. |
look forward to a long-term dedication to PNJ.”

e Nguyén Thi Nhan (Employee in PNJ Next Ba Triéu, Hanoi): “I like sports activities
the most in this series of events. We are girls but we play football like boys. Out of
excitement!”

e Pham Ngoc Anh (Store manager): “The writing contest is absolutely amazing. I'm

not really an extrovert so | always find it hard to participate in the activities of our

company. However, the writing contest is perfect for someone like me and | can’t
wait to share my thoughts. Thank you for hosting this contest!”
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@. Linh Duang Thi Cam
D6i véi em, chudi sy kién that an tugng, dugc vui chai, hoc héi va
dugc kham pha thém nhirng tiem nang bi &n ciia minh( chua bao gid
biét da bong thi nay lai dam mé va da rat sung@ & & ). Day la sé
nhirng niém dep ctia mdi thanh vién PNJ nhan dip miing sinh nhat CN
MB tron 27 nam tudi

There were also comments on social media about the event.
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@ Thay Tran
' Nguyén Quang Burc chic chi may man
Thich Phanhdi 11 tudn
~ An 15 phan hai
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Thich Phanhdi 11 tuin
Thay Tran
Nguyen Quang Buc dc bira 6¢ chir it )
Thich Phanhdi 11 tuan
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Thuy Tran lai quy ra 6c dugc o @

Thich Phanhdi 11 tuin hd

Thay Tran
Nguyén Quang Purc tat ca chd chuy))
Thich Phanhdi 11 tuan

Nguyén Quang Buc
Thuy Tran ra c6 v sép cla chi di chi cung déi ma @
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Thich Phan hdi 11 tudn

. Lan Anh Nguyen
Hoang Quynh next vinh ty hao vé e @ @ @ Luu Li HoaThao
PhugngHoang ThaoThu Trang NguyenHuang LeeTruong HoaiiBeryl
Ngoc AnhTran Bé
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Trugng Hoaii
Lan Anh Nguyen kéu ci Quynh thi lién ik ci

Figure 42: Employees’ online interaction



The majority of participants gave positive feedback about the activities they participated
in. Many people found the series of activities in the 2022 birthday event of PN]J
Northern branch very useful and interesting. This was a playground for them to connect
with colleagues, discover themselves and learn more lessons from competitions. Not
only that, the interaction between people during soccer matches also helped increase
solidarity. This built PNJ Northern branch’s image as a friendly business and the second
home for employees. This closed the gap between employees and managers, making
them more comfortable at work, and thus more productive.

Additionally, our team received multiple positive feedback on the event through
the post-event survey. The majority of employees thought that the activities were
professional and well-invested. We could see that this event has achieved its goal to
enhance horizontal and vertical communication within the company since many staff
said they had the chance to express themself and communicate with other units” staff
and the upper managers. Some employees said that they felt that the company’s high-
ranking officers did care for their people.

Ban giam déc tham du tlr ddu t&i cudi mac du troi mua nang hat, khich 1é tinh than cho cdu thd cac doi rat
nhiéu

Nhan vién néi bé duoc tham gia san choi nhan van

Mong mudn sé tiép tuc co cac chuong trinh nhu nay nira

V& cac ban bén ban t8 chure, hé tro support hét minh cac thanh vién, BGK danh gia khach quan va cong
bang, dong thai CT ciing tao diéu kién gan két cac ban vdi nhau hon, rat y nghia

Figure 43: Anonymous feedback on the event series in general

Specifically, the contest “PNJ trong t6i” also had a lot of positive responses from the
survey. Most respondents said the contest was a wholesome playground for all PNJ
Northern Branch personnel to voice their thoughts and feelings to the company. Some
commented that they could better understand the company’s values and what PNJ had
contributed to its people.

Cubc thi cé danh gia khach quan, va thai gian kéo dai pht hgp d&€ moi nguai cé dd thoi gian, cam xtc dé
viét bai chan thuc nhat
Duoc viét [én tdm tu suy nghl trong long, trai long vé nhirng digu tham kin trude gio chua cd co hoi bay to

Nhiéu bai viét an tuong

Figure 44: Anonymous feedback on “PNJ trong t6i” contest
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However, besides mostly positive reactions, there were also some limitations. Most
of them were that the program should be more reasonably arranged because many
competitions taking place simultaneously would make the employees overwhelmed
and not have time to participate. This was due to the fact that the planning phase took
a lot of time to be reviewed and accepted by the upper managers, leading to the overall
project schedule being shorter than the initial timeline, which should have started in
the latter half of August. In actual fact, the initial timeline was even denser with two
online contest happened simultaneously. We had proposed to reduce to one online to
guarantee the best quality for this series of events.

Nén t8 chirc céc su kién thai gian dai hon, tranh dén dap nhiéu su kién cung ltc anh hudng d&n céng viéc
Can truyén thong sédm hon dé cé su chuan bi tét nhat a
Cac chuong trinh nén cé thai gian dai hon dé tham gia hiéu qua va cé du sire khoé, nang lvong nhat

Thai gian gilra cac CT kéo dai hon, quy mé cudc thi Miss can tim dia diém dd rong hon vé san khau, cho
cac thi sinh khép nhac va tap duyét truede 1 hém sé cé thai gian nhigu hon dé chuan bi

Figure 45: Anonymous feedback on the program’s limitations

To summarize, our group concluded that this program had achieved most of the
objectives set out in the SSM.A.R.T objectives. The birthday event of PNJ Northern
branch 2022 has received a lot of enthusiastic responses from most of the employees

in the whole branch for creating an event for them to shine and connect with other
employees in the region and relieve stress after a period of hard work. In addition, our
group also noted some shortcomings in time management of this program. All these
comments were very valuable and helped us improve in similar projects in the future.

c. Our team’s assessment
After the final gala, our team was also assigned to evaluate the plan’s quality. The figure
below contains a detailed assessment of our team about the hosted competitions.
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PNJ TRONG TOI
DANH GIA BIEM YEU

PNJ TRONG TOI
DANH GIA BIEM MANH

@ sincHoiTuDo

Bat c( ai cling c6 thé tham gia va c6 co'

@ iNGSUTHAUHIEY

Nhitng cau chuyén dugc chia sé gitp cac

@ «ionGMaILA

Cac cudc thi viét, chia sé cau chuyén vé

@ HIEUTINHLIENKET

Cac cau chuyén dugc chia sé c6 thé chi

hdi nhan qua, thodi mai chia sé va dugc
lang nghe.

DE DANG THAM GIA
Thé L& don gian, dé hiéu, cach thic don

gidn gidp moi ngudi déu c6 thé tham gia,
khéng gap bat ky tr& ngai nao.

thanh vién hiéu vé nhau cling nhu' vé
cudc séng & PNJ hon. Noi dung chuong
trinh dap Ung yéu t6 Gan két trong Gia tri
c6t 15i.

@ conGBinG

Ch&m diém khéng phu thudc vao tuang
tac.

cong ty (hodc cac dang tuong tu) da qua
quen thudc.

xoay quanh mdt ca nhan nén khéng tao
dugc tinh lién két déi véi nhirng ngudi
khac, khéng nhan dugc su’ quan tam, tir
d6 mang ai trdi nghiém tiéu cuc cho
nguai viét.
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GIAI BONG PA - GIAI BONG PA
DANH GIA BIEM MANH ‘* DANH GIA BIEM YEU

5 . N TINH PHONG TRAO CAO . IT COHOIMG RONG
TANG TINH GAN KET . COHOI VAN BONG Nhiéu ngudi khéng c6 hing thi véi bong Cac thanh vién trong mot ddi thudng da
Dap (rng tiéu chi Gan keét, Chat lurgng khi Hoat ddng thé chat manh giup tinh than da noi riéng hodc hoat ddng thé thao qua quen nhau tir trudc, khong c6 nhiéu su
tao ra san chai cho CBCNV PNJ ting sang khoai, gidi tda cang thang, ting manh néi chung. giao luu gitta nhitng ngudi méi quen.
cudng giao luu. DSi m&i sau nhung gids hiéu qua céng viéc vé sau.
lam viéc tai van phong THIEU TINH MGI LA
. ) Bong da da qua quen thudc véi moi
@ coroichoLuy ) ngui nén kho tao dugc sy hio hirc,
Cac ddi bong tlr nhirng tinh khac c6 thé mong chd khi tham gia
tu hop, gap g& tai Ha Noi.

SPARKLING DIAMONDS O — SPARKLING DIAMONDS
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N ‘ @ cuHaNBOTUGI @ civTRANHCA
. COHOITOA SANG . PHAM VIRONG Lam gidm tinh gan gi, than thién clia Cudc thi ndo cling c6 tinh tranh cai
Tao san chai dé phai nit PNJ thé hién ban Cac nhén vién nir du diéu kién déu cé mdt hoat dong ndi b, tham chi co thé nhung khau chdm diém ndm nay dé gay
than va dugc biét dén nhieu hon. thé tham gia. dén t&i phan (g tiéu cyc. phan (g vi Quan quéan dat qua nhidu
, R danh hiéu. Diéu nay dat ra cau hoi cé thé
. 0 C . Hol HU:ON(/} CHUYEN NGH‘FP . . GIGI HAN GIGI TINH thém nhiéu hang muc dé day phong trao
d Bugc to chire theo format cla cudc thi dilen”
sac dep chuyén nghiép, BTC BGK hudéng
dén su chuyén nghiép

Pham vi cudc thi chi danh cho nit gidi,
cac thanh vién nam khéng cé co hdi tham
gia.

NHAN XET TONG QUAT

Cac cude thi déu cé diém manh va diém yéu riéng (bao gom ca cac
hoat déng trong phan dé xuat.
Nhin chung, cac cudc thi déu c6 cach thic té chirc va tham gia dé

dang, nhiéu diém manh, cé thé dat dugc hiéu qua truyén thong
nhat dinh.

Figure 46: Team’s evaluation of the project

Despite some existing downsides, the project was still considered successful, especially
in comparison with the last two years” anniversaries, which were rather uneventful and
even non-existent because of the pandemic.

5.2. Women’s Day 2022 campaign
5.2.1. Media effectiveness

5.2.1.1. On Facebook official fanpage “PN}”

PNJ always uses Facebook to promote its communications campaigns. This social
networking site is the most invested media channel of PNJ. “Su thau hiéu la mén qua vo
gia” was promoted on the official fanpage of PN]J. Positioning itself as a retail business,
in this campaign and most of the others, PNJ mainly oriented and published content
about promotions and incentives. In addition, a series of images with the theme “Su
thau hiéu la mon qua vo gid” and the hashtag #DauAiThayCanhNay were also posted
alternately with other programs. The series above includes content about mothers,
cj;ners, editors, and sharings of KOLs such as MC Liéu Ha Trinh, creative director Ha



=\
N

N 4
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Figure 47: PNJ’s main posts in “Su thdu hiéu la mon qua vo gia”

According to data from Facebook, in 3 weeks of running the campaign, PNJ had a total
of 162285 reactions, 1726 reactions/post. In addition, the total number of ads running
from the start of the campaign was 53 posts, accounting for 56% of the total number of
posts. More specifically, posts related to the sales program received relatively positive
feedback, although they did not attract much reach. The figures showed that in the
main posts’ interactions up to 1K-2.5K reactions/posts, the comments’ main content
was to tag family and friends to introduce this program. Moreover, the content related
to product introduction received less attention; each post received about 50 - 300
reactions (excluding the ads posts). In particular, the content that received the most
interactions related to KOLs and minigames amounted to more than 5K reactions/posts

and 2.7K shares.



5.2.1.2. PR posts on Facebook

e MEDIA EFFECTIVENESS (up to 27/10/2022)
2 Channel Ngay quay Ngay dang bai | __View | __Like | _Share | Comment | ___KPI___| __Result |
3 1. KOL
4 Tiktok 19/10 290.500 27.900 56 116 193%
. R 18h15 ngay [ PNJ Next 189 . .
;| Cladinhtuyenhinh| ok | 16/10/2022 |Ba Trieu, HaNai| 20710 319.000 8.400 27 96 150k views/video 212%
6 Tiktok 19h naa PNJ Next 110 20/10 1.400.000 180.600 187 443 280%
Chuyén nha Linh Bi gay Cau Gidy, Ha 500k views/video
7 Facebook | 18/10/2022 N&i 20/10 421.000 19.010 80 177 84.2%
8 2. Hot page
- Reaction:1.2K - Reaction: 133%
9 Lang thang Ha Néi Facebook X 16/10 1.600 9 2.100 - Comment: 500 - Comment: 420%
- Share: 10 - Share: 90%
- Reaction: 1K - Reaction: 210%
10 Chuyén cua Ha Noi Facebook X 19/10 2.100 2 38 - Comment: 100 - Comment: 38%
- Share: 10 - Share: 20%
- Reaction: 1.2K - Reaction: 100%
1 Ha Noi cla toi Facebook X 15/10 1.200 4 60 - Comment: 100 - Comment: 60%
- Share: 10 - Share: 40%
- Reaction: 500 - Reaction: 300%
12 Ha Noi Facebook X 18/10 1.500 48 80 - Comment: 80 - Comment: 100%
- Share: 30 - Share: 160%
- Reaction: 1K - Reaction: 100%
13 Facebook X 15/10 1.000 46 38 - Comment: 100 - Comment: 38%
L - Share: 30 - Share: 153%
Hai Phong " -
- Reaction: 1K - Reaction: 130%
14 Facebook X 19/10 1.300 2 103 - Comment: 100 - Comment: 103%
- Share: 30 - Share: 7%
- Reaction: 2k - Reaction: 117.5%
15 Facebook X 15/10 2.350 50 1.000 - Comment: 300 - Comment: 333%
N - Share: 30 - Share: 167%
Nghé An N -
- Reaction: 2k - Reaction: 50.5%
16 Facebook X 19/10 1.012 2 41 - Comment: 300 - Comment: 14%
- Share: 30 - Share: 7%
17 TONG 2.430.500 247.972 513 4.292

Table 16: PR posts” effectiveness results

In the campaign “Su thau hiéu la mon qua vo gia”, PNJ Northern branch cooperated
with 6 fan pages of big cities with more than 600K - 2.1M followers which included Ha
Noi, Hai Phong, and Nghe An. Each fan page uploaded articles with content following
guidelines of PNJ team. By October 27th, metrics showed that PR posts achieved quite
good interactions with an average of 1.6K reactions/post (of which the least interaction
is 1K reactions/post, and the maximum is 2.3K reactions/post). However, the number of
comments and shares was not too impressive, and only the post on the fan page “Lang
Thang Ha Noi"” received more than 2K comments. The table above showed that all PR
posts excelled KPIs in reactions, but the result on comments and shares suggested that
we should improve our content to be more engaging and attractive to the audience.

20/10 6 cifa. tinh hinh chusi bi qua cip dén
Qua gi thi qua, nhung phai xust pht tir su tha hiu! C6 chi em chi cn nghe tiéng “ting tin
thoi da thay nhuing cling c6 ngudi lai mong qua dudc ngudi Sy
h;:a xrh;;‘n:Thar::r qua vin c;\a Dk:, b t:a‘u hiéu g thng harh ddng AR
c trong giy phit i nhan ra, tinh yéu .. réng I6n lim. Bau thCkix0na P g qua cép dau anh em nhé! & 1 iy banh noc” cing céc khu gisi trf VRC, City
man @3u ma con 13 tinh thin trong gia dinh, tinh cim ban bé, tinh th . Tt c nhiing tinh 6 y ch qua 12 thio nao ciing bi “nhic khéo” ngay @ @ Nghe ndi 19h: Kham phs “thién duting 4m thuc” Than!
de T e 20/10 s I e h Uy B 3 1 20h: Ghé cifa hang PNJ sém qua i thuidng” véi nhigu uu d3i CUC LON nhan dip 20/10.
Nhung ching cin gi qué Dic biét, anh em s& ¢6 cd h6i may itu Kim cudng PNJ cao cip khi suu tap di hos don tir
n, mot cai 6m that chat. g 3 PNJ d6 nha!
LTS 21h: i dao & Quing trudng

Vay 3 qua dii cho mot ngay

Vay neén, di hém nay & nao, cii ay t6 ti ia minh t6i nhiing
ngudi ban yéu quy nhé! Con né 2 y Gng phan binh luan
nha, admin c6 goi




&5 Lang Thang Ha Nai

*+Dém ngugc 2 ngay dén 20.10! ‘4

Ai d6 mudn mua qua danh ting cho nira kia
cua minh thi xem ngay bén dugi nhé! Nhan
dip 20.10, PNJ dang c6 uvu dai qua ting CUC
KHUNG lén dén 4 TRIEU va cc héi tring ca
KIM CUGNG VIEN CAO CAP luén dé!

Figure 48: PR posts from other fan pages

In addition to the above fan pages, PNJ also had another PR post of the fan page “Gia
dinh Truyén hinh”. This fan page belongs to the Tik Tok channel with the same name
and is receiving a lot of attention from Gen Z. The post received 16K reactions, 261
comments, and 373 shares. This was the most interactive PR post.

Figure 49: PR post from “Gia Dinh Truyén Hinh” Q



5.2.1.3. Videos with KOCs

As analyzed above, in this campaign, PNJ collaborated with 2 influential Tiktokers, “Gia
dinh truyén hinh” (671.9K Followers) and “Chuyén nha Linh Bi” (960.5K Followers).
The data on 27 October showed that two PR videos received 290K views - 27.9K likes
and 1.4M views - 180.5K likes, respectively. The above numbers were higher than
other videos on these 2 Tiktoker channels, showing the campaign’s popularity.
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Minh d& virgt qua trdm cam sau sinh nhu thé nao [ #chuyennhalinhbi #dcgr #dailyviog #NgayPhuNuVN2022 (Giang khéng hoan thanh ther théch diing khéng moi ngwdi, hay 13 tai téi bi 1ng nhi? #giadinhtruyenhinh
#suthauhieulamonquavogia #suthauhieulamonquavogia #manhcuongvtv #huonggianggpvn #metub

Figure 50: Tik Tok video from KOCs

On Facebook Watch, the same videos from these 2 KOCs also received positive results.
The video from the channel “Gia dinh truyén hinh” had higher views than on TikTok,
with 319K views but had less interaction than the latter. For the channel “Chuyén nha
Linh Bi”, the video had a lower view than on TikTok and the KPI we set out with 421K
views. However, the overall results were considered successful since both videos had
twice as many views and interactions as we had initially anticipated.

Minh da vugt qua tram cam sau sinh nhu thé nao

Figure 51: Facebook Watch videos with 2 KOCs: “Gia dinh truyén
hinh” and “Chuyén nha Linh Bi”

y\



5.2.2. Competitor Comparison

—A

After completing the campaign tasks, our team was required to research and write a
report on Vietnamese Women’s Day communication activities of brands competing
in the market with PNJ Northern branch. This report aimed to measure PNJ’s
communication effectiveness compared to other brands and to see what can be learned
from competitors. The brands considered as direct competitors in the Northern market
of PNJ are DOJI (main competitor), Bao Tin Minh Chau, Bao Tin Manh Hai, Huy Thanh
Jewelry, and Phu Quy. The information below summarized and compared PNJ and the

competitors, which were included in our report.

5.2.2.1. Campaigns overview

Figure 52: Viethamese Women’s Day Campaigns Overview

So sanh truyén thong 20.10
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Figure 53: Comparison of communication activities




+ ’ oA <2
So sanh hi¢u qua +
Co'sé PNJ DOJI BTMC Huy Thanh BTMH Pha Quy
Luot like trén fanpage 1.2M 644K 176K 542K 143K 201K
Tﬁng re‘actlon tu"ngay 162285 23661 6751 9828 31007 N/A
bat dau campaign
Trung binh twong = o S n -
tac/téng bai ding 1726/bai 946/bai 86/bai 172/bai 660/bai N/A
T hay tu
fig s SLeCER i 53 37 5 30 27 N/A
ngay bat dau campaign
b 1 ) S 53/94 = 56% 37/25 = 148% 5/78 = 6% 30/57 = 52% 27/47 = 57%
[iélad=dtendlbaldang (~1 ads/2 post) | (~1.5 ads/1 post) | (~1 ads/10 post) | (1 ads/2 post) | (~1 ads/2 post) /A

*Két qua Idy tir Facebook

Figure 54: Comparison of the effectiveness of social posts on Facebook
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PNJ

Truyén théng 20.10 bai ban day du cé thong diép rd rang, visual
trau chudt nhat quan. Cac kénh social, PR dugc trién khai dong
bd. Cé sy da dang vé cac kénh truyén théng.

Truyén théng PNJ huéng téi khach hang & phan khic trung - cao
nén chua pht séng va thu hit dugc khach hang tre.

DOJI

. Céc bai 20/10 dugc dang tap trung, khéng ngat quang =>
khéach hang dé catch up théng tin.
. Str dung céc béo phu hop voi gen Y => dlng véi target
customer, tiéu dé bdo nhén manh wu dai => tang hiéu qua sale

e Chua tén dung duoc tét ca cac kénh truyén théng hién c6, cha
yéu chi tap trung vao kénh Facebook va book bai PR béo dién tr.
. Ndi dung thuan sale, khdng cé théng diép rd rang cu thé.

Bao Tin
Minh Chau

e Théng diép rd rang, dung trong tam, tan dung cac dau bao
1&n va uy tin & khu virc mién Bac nhw Dan Tri va VNExpress.
e Phuong tién truyén théng phi hop véi déi twong ngudi diing
ma thuong hiéu nhdm dén bao gém quang céo qua TV, bdo
mang, chuong trinh livestream trén Facebook.
. KV théng nhat trong cac ndi dung truyén théng

e Sirdung TV ads nhung trong khung gi¢ khdng nhiéu ngudi
xem (15h00)

Danh gia chung

Thuong
hiéu

Diém céng

Diém trir

Huy Thanh
Jewelry

thuong hiéu nhu céc bai, hudng téi nguai dung: Goi y san
pham cho nguoi yéu/me/veg, do trang strc theo tudi/ménh,

strc trong khoang gid tir x - x dé khach hang lwra chon theo
nhu cau.
e Thiét ké tré trung, nhe nhang, ni* tinh, pht hop véi gu tham
my cua khach hang nir tré.

e Content truyén théng phi hop véi déi twgng khach hang cta

quang ba trang strc cudi, cac tuyén bai vé cac san pham trang

® Hau nhw khéng cé s da dang trong lua chon kénh truyén
théng, dwa vao Facebook |a cht yéu. Throng hiéu cé céc
owned media khac nhu TikTok, Instagram, blog trén
website ban hang nhung chua tan dung dugc. Ngoai ra
cling chua thay c6 su sir dung paid media dé quang ba
rong rai.

Bao Tin
Manh Hai
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e Chuong trinh c6 théng diép r8 rang, cu thé, danh duwoc vao

nhat quan, bam sat theo théng diép cta chuong trinh.
. N&i dung da dang, hop véi tam ly déi twgng khach hang,
khéng chi huéng téi viéc mua cho nguoi khac (thuong la

e Manh tay chi cho nhiéu dau béo uy tin va phé bién véi d6i
twgng khach hang dé truyén théng cho chuwong trinh wu dai
thang 10.

dung d8i twong khach hang. Cac ndi dung truyén théng cé sw

nguoi yéu/vg) ma c6 ca mua cho me, ngudi than va ban than. | e

e Cac ndi dung trong chuong trinh c6 phan dinh vi thuong
hiéu & phan khc gia trung binh (nhigu bai huéng téi tép
khach hang tré muén mua san pham gia mém). Chua cé
nhiéu quang ba cho cac san pham cho tép khach hang
trung tuéi (>30).
Van thiéu si da dang trong Iwa chon kénh truyén théng,
duwa vao Facebook la cha yéu. Thuong hiéu cé cac owned
media khac nhw TikTok, Instagram, blog trén website ban
hang nhung chua tan dung dugc ding chirc nang.

Phii Quy

Khéng c6 co s danh gid

Khéng dau tw vao cac truyén théng online

' Figure 55: Brands’ overall assessment
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To ensure the figures were as accurate and objective as possible, we used data from
Social Status - a social media analytics third-party tool to calculate the social metrics :
from October 3rd (the date PNJ started posting to the public for the first time) to October

20th. It is worth noting that all data was only taken from Facebook social posts as
Facebook was the main online communications platform for all 6 brands.

5.2.2.2. Brands evaluation

* Engagement Rate (ER): Among the 6 brands, Bao Tin Manh Hai was leading in terms
of Engagement rate (ER) per post, with 11/top 15 posts with the highest ER from
October 3 to October 20.

Figure 56: Top 15 posts with highest engagement rate



e Interaction: PNJ ranked first in the interaction rate per post, with 13/top 15 posts
with the highest interaction from October 3 to October 20.
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Figure 57: Top 15 posts with highest interactions

e Social Index:In terms of reactions and comments, PNJ was at the top with 13/15 posts
with the highest reactions, and 11/15 posts with the highest number of comments.
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Figure 58: Top 15 posts with highest comments

e Regarding the post with the highest share, PNJ had 3 posts with the highest number
of shares, but DOJI was quite more stable with 9/15 posts with relatively high shares.
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Figure 59: Top 15 posts with highest shares
5.2.3. Audience’s feedback

Audience opinion is an important factor in assessing the effectiveness of a campaign. In
this section, we will summarize the opinions of viewers in the posts that the group has
come up with ideas and approaches to communication.
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Figure 60: Audiences’ comments




In general, the audience’s reactions to PNJ’s articles are quite positive and supportive.
There are almost no comments that negatively affected PNJ’s brand image. In addition,
PNJ’s campaign also attracted a large number of audience shares about their stories
and their beloved woman in the online contest “Cung thau hiéu nhimg khoanh khac
dau ai thay”. It is the simple, accessible topic and the right communication tactics that
help the contest attract diverse participants of different ages. They are willing to share
stories about their mother, grandmother, themselves or the women they love to show
their empathy and understanding with women’s difficulties.
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Figure 61: Audiences’ contributions to the “Cung thau hiéu nhing
khoanh khac dau ai thdy” online contest

5.3. Intermediate conclusions

In this part, our team made evaluations of the event “PNJ Northern Branch’s 27th
anniversary” through employees’ feedback on Workplace and a survey via internal
email. In addition, the campaign “Su thau hiéu la moén qua vo gia” was also evaluated
based on audiences’ feedback as long as figures taken from Facebook’s statistics on
PR articles of KOCs and hot fan pages. Besides, our team compared and rated the

campaigns of PNJ’s competitors during this October 20th season.

By and large, both projects were executed quite successfully. Regarding the internal
event, all activities received many compliments, especially the writing contest and
beauty pageant. The football tournaments were also quite popular, but due to the
nature of being a physical activity, not all employees were happy to join. Subjectively,
our team assessed that the activities in this event were not too prominent and explosive.
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Additionally, the campaign “Su thdu hiéu la mén qua vo gid” using viral marketing with
resonance from users and content creators had produced very impressive numbers.
The above research data showed that PNJ had taken the lead in interaction, reach

and engagement on social media compared to rival brands such as DOJI or Bao Tin
Minh Chau. This campaign marked a newer and younger transformation of PNJ, and
paved the way toward a gradual change in consumers’ attitudes and behaviors for PNJ
Northern branch.

VI. REFLECTION

6.1. Our roles in the process

In this 9th trimester, our team had an extremely fortunate opportunity to be a part of
the marketing department from PNJ Northern branch (PNJ) - No. 1 jewelry company
in Vietnam. During 3 months, our team accumulated a lot of practical experience and
applied the equipped knowledge to solve communications problems in the working
process. This gave the team valuable experience to recognize the positive and negative
points of the project to come up with useful solutions.

In PNJ Northern branch’s 27th birthday event series, we were lucky to be able to join
the project from the beginning and our proposal was seriously taken into consideration.
We were also free to show our opinions and recommendations, some of which were
approved. While working at PNJ, we felt like an ordinary part of the team rather than
collaborators for a specific project. We had the chance to participate in other minor
tasks such as designing and researching for the Mid-Autumn Festival, designing for a
sponsorship event, etc. Even though these tasks were not exactly within the scope of the
work that we set up from the beginning, these experiences have helped us understand
better how to operate in an office work environment and given us the opportunity to
try different fields as well as established new relationships that will be useful for our
careers later.
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Figure 62: Backdrop design for the Mid-Autumn event
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We determined the right direction of the projects, actively in the process of proposing
ideas. All media products (poster, banner, backdrop,...) and scripts for KOCs were
carefully prepared, ensuring the best quallty when published. The internal event “PN]J
Northern Branch’s 27th anniversary” received much positive feedback. In this event,
all staff members could share their stories, express themselves and participate in many
cohesive collective activities. One memorable thing that made us feel proud was when <
Ms. Pham Lé Thu Trang told us about a compliment from a store manager at night
after the writing contest “PNJ trong t6i” was established. The store manager asked for
more information about how to submit her entry and told Ms. Trang that this year PNJ
Northern Branch had an excellent contest and she felt very excited because she could
participate in the company’s event in a discreet way which was appreciated by many
introverted employees. These words really made our day and fueled our dedication to
this project.

From another perspective, however, since our group was not officially involved in the
department, we had to receive all instructions and information from Ms. Pham Lé Thu
Trang - Marketing Manager at PNJ Northern branch. This caused some limitations in our
communication with other department members, resulting in a few misunderstandings
and obstacles while working as a team with PNJ staff. Access to internal information
was sometimes prohibited as well. In addition, our team was not allowed to directly
post articles or propose ideas to the leader of PNJ Northern branch, all of these actions
had to be done via Ms. Pham to guarantee confidentiality.

Finally, our team received a lot of support from the Marketing team of PNJ Northern
branch. In each project, our team is assigned to implement important tasks, propose
ideas and directly implement these ideas when approved. In addition, 4Hrs also closely
followed the requirements of the project, ensuring the progress of the products.

6.2. Our knowledge and application in this process

University has equipped our team with a lot of knowledge and skills to carry out a
communication project. The birthday celebration event of PNJ Northern branch is a
great opportunity for us to put our knowledge into practice. These are the theories of
communication modeling, risk management processes, and planning methods such as
SWOT analysis and AIDA for goal setting that have been applied to a real event.
During the implementation of the project, we all had the opportunity to test the media
planning models and better understand the learned knowledge at the University. In the
process of building the overall plan for the event, we have set goals according to each
criterion of the SMART model which is very specific and possible to deploy.

In the communications process of the birthday event of PNJ Northern branch, we
applied the AIDA model to reasonably divide the stages to attract employees’ attention
to the contests step by step: attention, interest, desire, and action.

We also do other work such as script writing, invitation card design, and slide design
while applying knowledge such as content creation, production management, and
quality control.

During the project implementation, our team realized that PNJ North branch had its
own features and characteristics that differed from many other companies, demanding
us to come up with the most suitable model accordingly. Moreover, Ms. Pham Lé



Thu Trang always asked the team to follow the company’s strategy closely and clearly
comprehend customers, as well as strengths of the business instead of rigidly applying
models when setting up business plans. Applying models learnt at the university to a
real business was not just about applying but also adapting. Following theories without
consideration about reality would eventually generate opposite effects.

PNJ North branch was a professional and reputable enterprise in the Vietnamese jewelry
industry, resulting in a pressure on us to always be careful and scrutinize the team’s
work. When writing content for posts, we always had to check for spelling errors, and
double-check product names to make sure there were no mistakes. The occurrence of
mistakes on social networks could greatly affect the reputation of PNJ.

Besides, learning about the jewelry industry was also a challenge for us as this was a
relatively novel field of work for all of us.

6.3. Lesson learned

During the working process, our team was able to apply a lot of knowledge learned
at the school, especially knowledge of subjects such as CCO201, DTG121, MKT304,
VDP201, MPL201, SSP201, etc. Although some knowledge was not directly applied to
the work, they were still subconsciously used as a way to make directions for all tasks.

At first, our team’s strength was not internal communications. Therefore, when
experiencing this duty in an enterprise with a strong culture like PNJ, we spent quite
a time struggling while getting used to it. Thanks to these challenges, we were able to
learn a lot and gained new perspectives. We learned that internal communications was
perceived differently by different people. For a business whose main emphasis lies in
sales, a customer-focused project’s success was easier to gauge as it could be based on
revenue and statistics. Nevertheless, for an internal event, people could have extremely
distinctive feelings about it and expressed those through various types of responses. For
instance, the football tournament was enthusiastically awaited by many PNJ employees,
however, there was still a part of the staff who did not satisfy. Their reluctance to take
part in physical activities was cast away with the presence of the writing contest “PN]J
trong t6i”. With its pleasant nature and straightforward participation rules, the contest
could reach all types of people, ranging from senior officers to janitors and security
guards.

khong nén co da bong vi qua mat suc va qua mét

Figure 63: An employee’s opinion against the football tournament in the survey

Furthermore, we understood that to work effectively in the communication department
of large enterprises like PNJ was to be able to multitask and have a firm knowledge of
many different communications tasks such as branding, internal communications, or
PR. It was also important to remain responsive anytime as all ideas had to go through
many management levels to reach the final version, and changes could occur all of
a sudden. For example, the anniversary video for the internal event gala had been
carefully planned and edited and was coming to the final rendering step when the
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manager required changes right before the event. sudden change made Ngoc - the editor
in our team and Ms. Trang to stay up until nearly 3 AM on the same day of the Gala to
edit and complete the final video even though the video had 2 final versions the day
before. This kind of incident also happened to print materials due to immediate requests
from the upper manager in the last minute, leading to the designers” overtime working.
Favourably, all unexpected requirements were dealt with in time. This experience has
taught us to be quick-witted and always ready to counter these abrupt incidents when
we run similar projects in the future.

é REALLY_FINAL_1 9/16/2022 2:08 AM MP4 Video File (VLC) 276,256 KB 00:03:58
é FINAL_3 9/16/2022 12:58 AM MP4 Video File (VLC) 270,045 KB 00:03:55
é FINAL_2 9/15/2022 7:34 PM MP4 Video File (VLC) 275418 KB 00:03:48
é FINAL 1 9/15/2022 1:36 AM MOV Video File (VLC) 6,549,059 KB 00:04:25
é DRAFT 9/11/2022 10:49 PM MP4 Video File (VLC) 306,477 KB 00:04:27
é FINAL_DRAFT 9/11/2022 10:36 PM MOV Video File (VLC) 5,834,364 KB 00:04:27

Figure 64: So many finals

We also understood that each business has a different way of implementing
communications activities. Especially with a large and long-lived retail business like
PNJ, the proposed ideas should be suitable for the business. An outstanding idea did
not mean it would be successful. Conversely, a safe idea did not mean it could not
bring popularity. We had proposed a lot of creative initiatives for both the internal
communications project and the Women’s Day campaign, and PNJ always preferred
more conventional options among them. This might be because these options were
more suitable and easier to be implemented in PNJ.

6.4. Recommendations
6.4.1. Recommendations for PN} Northern branch

After each event, we also had opportunities to suggest ideas for future improvement.
For PNJ Northern branch’s 27th anniversary, our recommendations were presented as
follows.

e For the writing contest “PNJ trong t6i”, we suggested replacing it with a contest
with the same meaning but more novel and engaging. An example of this was the
nomination contest. In this contest, participants would not compete for themselves
but for anyone that they believed worthy. People would tell stories about their
colleagues or even themselves. Entries would be shortlisted and afterward the public
vote started in order to find the final winner. This contest was superior to “PNJ trong
toi” in terms of attraction and connectivity since there had never been any similar
event held before and it helped acknowledge the contribution of ordinary people
working at the company.

e For the soccer tournament, we recommended PNJ add minor events in which
members from different teams were switched. As a result, people in a mixed team
would have a chance to make new acquaintances from other units. Besides, the
tournament could also be replaced by less energy-consuming activities to suit more



people. Physical activities combined with brainwork such as the amazing race or
relay games could be appropriate.

e For “Sparkling diamond” and company beauty pageants in general, we suggested
loosening eligibility requirements of the contest, allowing staff of all ages and gender
to participate. This would turn the contest into a free and intimate environment for
everyone to express themselves, thus minimizing the risk of controversy.

For PNJ’s Vietnamese Women’s day campaign, we had some ideas to spread the image

of PNJ to gen Z who were their potential customers.

* Create more interactive content for other social media channels like Instagram and
Tik Tok. In particular, the new product line Style by PNJ should be promoted more
on the above social media channels.

* Create more standard SEO content for the blog section at PNJ’s official website to
optimize customers’ search, helping PNJ become one of the first brands customers
see when buying jewelry.

e Inrecentyears, PNJ has not used too much OOH advertising. However, considering
more use of OOH such as cinema advertising will increase reach to Gen Z customers.

6.4.2. Recommendations for 4Hrs

* Improve time management, and actively communicate with employees in the
organization to work more systematically.

e Be more proactive in suggesting ideas, and spend more time researching before
working with the brand to come up with breakthrough products.

e Learn more skills to work in the client’s environment, especially being more flexible
in communication and behavior.

e Take notes, memorize, and apply the knowledge learned in this project to the next
projects.
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27th anniversary survey questionnaire

Khao sat mirc d6 hai long ciia CBNV vé
chudi su kién Sinh nhat 27 ndm Chi
nhanh PNJ mién Béac

@ amber.pch78@gmail.com (not shared) Switch accounts [}

*Required

Gidi tinh ctia Anh/Chj *

O Nam
O N
O Khac

Do tudi ctia Anh/Chi *

O Dpusi20
O 20-25
O 26-35
QO 36-45
O Trenas

Phong/ban Anh/Chi dang cong tac *
O Nhansy

O Marketing

O K& toan

O Quan tri hiéu qua

O Cung ung

O Kinh doanh

O Hé thang ctra hang

Anh/Chi ¢6 tham gia vao hoat dong nao trong chudi hoat dong Ky niém 27 nam ~ *
sinh nhat PNJ chi nhénh Mién Bac 2022 vira qua khéng?

O C6 tham gia
O C6 quan tam nhung khéng tham gia
O Biét nhung khéng quan tam

(O Khong bigt

Next Clear form

DANH GIA TRUYEN THONG

Anh/Chi biét ti chuong trinh qua kénh nao? *

(O Facebook Workplace
(O Facebook PNJ Mién Béc
O Truyén miéng

O Other:

Danh gid ctia Anh/Chi vé hinh &nh truyén thong trong chudi su kién Sinh nhat 27 *
nam PNJ Chi nhdnh mién Béc?

wim SHINING
X T®GETHER

Rat Kém O O O O O Rat Tot

Dénh gia cia Anh/Chi vé chat lugng cdc bai viét truyén thong cho chubi su kién
Sinh nhat 27 ndm PNJ Chi nhanh mién Bac?

) Phorn Lé Tha Trang » [PNJ] - Chi nhinh Min Bic

& £70 €111 MAT TROI G5 CIING KHONG NONG BANG “SPARKLING DIAMONDS™ CLXOC THI
SAC DR UN|

CUOC THI SAC DEP
SPARKLING DIAMONDS

s

Al sé chinh phuc vuong n
PN Chi nhi

TONG GIAI THUONG

30 TRIEU PONG

Miss PNJ: 10 TRIEU DPONG
Ahau1: 5 TRIEU DPONG
Ahiu2: 3 TRIEU DONG

Va nhiu gidi thutng gid trj khic

VONG CHUNG KET: 16/09/2022

R&t Kém O O (@) O O R&t Tot

Anh/Chi da tham gia hoat dong nao trong chubi hoat ddng Ky niém 27 nam sinh
nhat PNJ chi nhdnh Mién Bac 2022 vira qua?

[ ciaibong da giao luu Nam - N

D Cudc thi viét PNJ trong toi

D Miss PNJ 2022 - Sparkling Diamonds

D Tham gia gian ti&p (Binh chon, kéu goi, chia sé,...)

Back Next Clear form



N/ 4

Né&u khéng tham gia, vui long dién "Khéng”

Dénh gia téng quan vé Gidi bong d4? (1 - Rat Kém, 2 - Kém, 3 - Binh thudng, 4-  *
Tét, 5 - Rat Tot)

1 2 3 4 5
R&t Kém O O O O O Rat TGt
Anh/Chi thich gi nhat trong su kién nay? *
Your answer
Anh/Chj khong thich gi nhat trong sur kién nay? *
Your answer
Diéu gi Anh/Chi mudn thay d6i nhat trong su kién? *
Your answer
Clear form

Back Next

C THI SAC DEP MISS PNJ 2022 - SPARKLING DIAMONDS

Né&u khéng tham gia, vui long dién "Khéng"

Dénh gia téng quan vé Cudc thi sac dep Miss PNJ 2022 - Sparkling Diamonds? (1 *
- R4t Kém, 2 - Kém, 3 - Binh thudng, 4 - Tét, 5 - Rat Tot)

1 2 3 4 5
Réit Kém o O O O o©O Rt Tot
Anh/Chij thich gi nhat & su kién nay? *
Your answer
Anh/Chi khéng thich gi nhat & cudc thi nay? *
Your answer
Diéu Anh/Chi musn thay d6i nhat & cudc thi nay? *
Your answer
Clear form

Back Next

GIAI DA BONG GIAO LUU NAM - N CUOC THI VIET PNJ TRONG TOI 2022

Né&u khéng tham gia, vui long dién "Khéng"

Dénh gid tdng quan vé Cudc thi viét PNJ Trong t6i? (1 - Rat Kém, 2 - Kém, 3 - Binh *
thudng, 4 - Tét, 5 - Rat Tot)

1 2 3 4 5

Rt Kém O O O O O Rt Tot
Anh/Chij thich gi nhat trong su kién nay? *
Your answer
Anh/Chj khéng thich gi nhat trong su kién nay? *
Your answer
Diéu gi Anh/Chj muén thay d&i nhat trong su kién? *
Your answer
Back Next Clear form

DANH GIA TONG QUAN

Dénh gia tdng quan vé chuong trinh sinh nhat 27 ndm PNJ Chi nhanh mién Bac? *
(1 - R&t Kém, 2 - Kém, 3 - Binh thudng, 4 - Tét, 5 - R4t Tot)

RatKém o O o O O

Rat Tt

Anh/Chj danh gia nhu thé nao vé chat lugng cua BTC? *
Théi do lam viéc t6t, nhiét tinh, hiéu qua

Théi do lam viéc t6t nhung céng viéc khéng hiéu qua
Khéng thay su nhiét tinh clia BTC

Khéng nhan dugc gitp d& clia BTC

Khéac (Vui long ndi rd & phia dudi)

Other:

O O0OO0OO0OO0O0

Néu chon Khac vé danh gia chat lugng ctia BTC, xin Anh/Chij vui long néi ré Iy do
Your answer

e
—

2

Nhirng y kién déng gép ciia Anh/Chi d& nhitng su kién clia cong ty dugc t6t hon? *
(it nhat cho 3 y kién dong gop)

Your answer

TN

Clear form
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