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Some impreSSive Views on each post on
Workplace platform.
numbers

Entries in Internal event “PN]J

Northern Branch’s 27t anniversary”
Interactions on social media

in “Su thau hiéu la mon qua

vO gia” campaign

Views in “Su thau hiéu la

mon qua vo gia” campaign
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Some impressive
numbers

Employees was satisfied with

internal event’s activities.

88 %

100%

Employees evaluated the campaign
with the presence of us with a good
working attitude, enthusiasm and

efficiency
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l. Introduction

Overview of PNJ, PN] Northern branch and our project
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Company
introduction: PNJ

Founded in 1988
One of 7 subsidiaries in PNJ Group..

Almost 400 retail stores nationwide.

The company has an output of over 4

million products per year.

=> PNJ is one of the largest jewelry factories
in Asia with virtually 1,500 employees.

B

b 44
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Company
introduction:

Vision and Mission

Vision: to become a superlative brand in Asia in
terms of jewelry manufacturing and retailing, to
honor beauty and reach the global market.

Mission: to be constantly creative to bring out
sophisticated products with genuine value in
glorifying the beauty of humanity and life.

&
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¢ Company introduction:

Core values

Core values that PNJ dignifies are to:

Be honest to be everlasting. o
5 Be conscientious to customers.

Be unwavering in pursuing goals. ) ,
5P 55 Pioneer to make a difference.

Be caring to grow together.

09
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Company introduction:

Brand identity

)

PN

NIEM TIN & PHONG CACH

* Main colors: Blue and Gold.
* Symbol: Diamond, light rays.
* Meaning: Gathering and Shining.

+ Slogan: Faith and Style.

10
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Company

introduction:
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.

61 CUA HANG

' PNJ NEXT NEW CENTRE

TRUNG TAM TRUNG TAM
KIM HOAN = THUGNG MAI

11
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Company introduction:

Product lines

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

sPN) Y CAD pNpwWATCH

Jewelry & Accessor ies CAO FINE JEWELLERY
PNJ Gold (1988) PNJ Silver (2001)  CAO Fine Jewelry (2005) PNJ Watch (2012)
; fvep PNJ  STYLE
n
»PN]J %ns&ep J :
g %3 PNJ
PNJ Art (2019) DISNEY | PNJ (since 2019) STYLE by PNJ (2020)
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Company
introduction:

. . . l. sOBO TO CHUC
Marketing Organization Structure

KHOI
MARKETING
* PNJ headquarter in Ho Chi Minh City directs all
activities related to the brand, including marketing e s
communications. ’ - : . .
=> Branches’ major function is to foster sales and all PHONG QUAN LY imo';ggm — PG T j';gg;gl,';‘yf,:: ipuo:gpog:lmc
% QHKH TICH HOP =
marketing communications efforts are for this purpose. ] ‘ | l ,—‘j ]—‘—‘ J——l '
* The marketing department of the Northern Branch ROy | |Sorete ] [opuanl |onne ] |as ||| oapeAn | 180 PHAN | |6 pyan | |0 puaN | |BOPHAN | | 66 pan
g dep Ok | [ONan | | | | SNuan | [ Tao| [Bozman | Bornan | | S | | Samtch | [meTKE | jsancTaol [SIACH) | parTAC
h ly 10 members cows | | siver | | ‘Eao | | v WAl | | AN " | [ THONG |
as mere :
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Company introduction:

Marketing department’s responsibilities

Transmitting the brand’s vision,
mission, core values, positioning and
competitive advantage to target.

AN

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.

AN

Planning and carrying out customer
service programs and monitoring the
customer data system.

N\

Directing concepts and design to
come up with innovative product

ideas.

N

Monitoring marketing activities revolving around the collaboration between PNJ
and external partners; between the marketing department and other departments in

the company.
AN

14
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Company introduction:

Marketing department’s responsibilities (IMC division)

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

Taking, editing, and storing photographs of

jewelry products and events.

Designing images for marketing as well as
internal activities

Building and implementing production
plans for communications products.

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

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

15
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Project introduction:

Project overview

Major projects:

* PNJ Northern Branch’s 27th
anniversary internal communications
(from 04/8 to 30/9).

« 2022 Women’s Day campaign “Su
thau hiéu la mén qua vo gia” (from

5/10 to 31/10).

5 l SHINING TOGETHER

Ming sinh nhiz

Thad hiéu

LA MON QUA VO GIA

PNJ

HANH TRINH — _—

't ~fnin SHINING

X T®GETHER

e I 4‘ - , A A 3
Thau hw

e 22
18/09/1995 - 18/09255
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Project introduction:

PNJ Northern Branch’s 27th anniversary internal

communications consisting of:

&

PNJ Northern
Branch’s 27th
anniversary internal
communications

The writing competition “PN]J trong t6i”

The 27th anniversary soccer tournament

The beauty pageant “Sparkling Diamonds”

The 27th anniversary gala (included the final round

of “Sparkling diamonds”)

17
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Project introduction: Y stosukinnio [N o

SAP DIEN RA) SPARKLING DIAMONDS

Our roles In
H/§/7/WN/A/N/I/A/H/M/T/Z/N

PNJ Northern Branch’s 27th anniversary
internal communications

Ai sé chinh phuc vuong mién Hoa hau
PNJ Chi nhanh mién Bac?

Making proposals for contests and T e - F
. . o o SR - 30 TRIEU bONG
judging criteria for the beauty pageant. | _ ol AR
, A Ahau1: 5 TRIEU PONG

o o . . . SR ; Ahau2: 3 TRIEU DPONG
Designing social media images and o

t te ri a l S VONG CHUNG KET: 16/09/2022
event ma :
Creating a 27-year anniversary video n @

[ Ky niém thanh lap Chl nhanh PNJ Mién Bac

Y GIAI ‘BONG DA

Writing content for social media and letters of thanks.

PROJECT BOUNDARIES: All design and content were
created by our team, except for the soccer
tournament (printing design only)
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Project introduction:

Project overview

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 thau hiéu [a mén qua
vOo gid” was a large-scale campaign of the whole

brand so it was

The Northern Brand was accountable for
. point-of-sale events,

social media advertising, and affiliate marketing.

2022 Women's Day
campaign “Su thau
hiéu la mén qua vo

MY/

gia
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Project introduction:

¢ Our roles in
2022 Women'’s Day campaign “Su thdu hiéu la mon qua vo gia”

Cresie aoian o KON Tk Telk videoe. Manage invitations for the meeting with Hanoi
Association for Women Entrepreneurs (HNEW)

Contact event venues to promote the campaign.

Produce seeding content for PNJ Northern Resear.ch and report about competitors” 20/10
Branch’s Facebook representatives. Sl pelign.

PROJECT BOUNDARIES: Our main task was to support communications activities such as researching,
content writing, contacting with KOLs, designing and report writing.

20
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Project introduction:

Our roles

We also joined in other daily tasks of the department, ranging from graphic design,
livestream scriptwriting, and copywriting to event preparation and research.

Name Role Responsibilities
Our Team
B i N Team Leader Content writing, copywriting, project
monitoring, video editing.
Nguyen Thi Content Writer Content vyntmg, copywrltlng.
Phuong Dung Supporting minor designs.
Nguyén Hai Content writing, copywriting.
Duy Hung LTI Lo Conducting field research.

Nguyén Phic
Thu Ha

Lead Designer

Graphic design.
Supporting content writing and copywriting.

*“Scope Management Roles and Responsibilities Table” in production book page 8,9 (o
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. Formative Research

Theorical framework

How we applied SMART model:

* By using SMART Objectives, we participated
in the development of the proposal for
- . activities taking place in the birthday event
S.M.A.R.T objectives are fundamentally established series and adjusted the birthday event

principles for shaping and achieving future goals. They . . .. .
help us understand our capabilities and develop specific preparation timeline in the most suitable way

plans for our goals. This method eliminates generalizations for the whole team.
and guesswork, establishes a clear timeline, and makes
tracking progress and identifying missed milestones easier. . We also use this model to set the objectives

for 2022 Women’s Day campaign “Su thau
hiéu 1a mén qua vo gia”



THRIEATS

OPPORTUNITIES

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 can
improve, both internally and externally.

SPNJ

>

O
Formative Research

Theorical framework

How we applied S.W.O.T Analysis in practice:

* 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.

* Determine the best approach to run the 27th PNJ
Northern Branch birthday event.



AIDA is a marketing model that describes the steps that a
customer takes when purchasing a product. The AIDA model
has been used since the late 1800s. It has been reviewed and
modified numerous times in marketing and public relations
over the years. For over a century, the AIDA model has
shaped perceptions of marketing and sales strategies.

SPNJ
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Formative Research

Theorical framework

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

Attention: Use “sneak peek” posts with engaging and
interesting information.

Interest: Use aesthetic introductory images and videos
with useful information related to topics/products.
Desire: Use key messages with emotional appeal.
Action: Encourage people to attend the event/buy
products by enhancing the benefits of the
participants/product consumers
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Formative Research

Theorical framework: Internal
Communications Theories

Internal Communications Definition

Formal vs Informal communications

Events as an Internal Communications Tool



'V

=
’V

PNJ

&

Formative Research
RISE Model Project Reflection

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 Pro

The RISE Model for Projects is a tool that structures and facilitates the
self-examination of professional body of work.

By addressing a series of stems aligned with Bloom's Taxonomy,
individuals are prompted to use higher order thinking skills to
thoughtfully consider how their workflow and work product
form a rich narrative that is both an articulation of self and a
demanstration of skill.

“The Product™

REFLECT

Acknomiedement & Articalation

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

EXAMPLE STEM:

I grege (or strugeled ) ir these specific areas..

Question approach, plan, or perspective.

EXAMPLE STEM:

1 thowgi Faanted fo X, bt (and) learned_.

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

EXAMPLE STEM:

My gffarts were sjprported {or sabataged) v '\, so in

e futnme P

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

EXAMPLE STEM:

To develofy move meaningfud projects, il refocis
mv efforts by_

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

EXAMPLE STEM:

{ ar (oot} prowd of my everall ferformance
corfrifbntion because..

INQUIRE

Inzighs Throneh Analvsic

Analyze completed prpject.

EXAMPLE STEM:

Looking at ahal | accomplizhed, I see...

SUGGEST

Ideas For heprovemend

Critique product and offer specific
recommendations for refinement or
redirection.

EXAMPLE STEM:

In critiguing my performance. contribution, { plan fo
refine {or redirect) sy sork by_..

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

EXAMPLE STEM:

{ will feverage the assets, skills, or experiences |
develnped in the follvaing ways...

© 2018 Ernily Wray | All Rights Reserved




Khéo sat muce d’() hai |‘Ong Cl]a CBNV V‘é Phong/ban Anh/Chj dang céng tac *
chudi su kién Sinh nhat 27 nam Chi T
nhanh PNJ mién Bac

A& parksoyi01@gmail.com (chua chia 5¢) Chuyén ddi 13 khed S () Kétoan

Anh/Chj c6 tham gia vao hoat dong nao trong chudi hoat dong Ky niém 27 nam

sinh nhat PNJ chi nhanh Mién Béc 2022 vira qua khong?

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:

Formative Research

Research methodology: Primary research

Survey
After the anniversary event, our group created a

survey named “Khao sat muc do hai long cua
CBNV vé chudi su kién Sinh nhat 27 nam Chi

nhanh PNJ mién Bac” on Google Form.

Interview

The interview revolved around: The organizational
structure of PNJ Northern Branch, the company’s
values, the event’s goals, the employees’ attitudes and
behaviors, and some notes to consider when writing
event promoting posts on Workplace.

)

a
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PNJ



Reliable sources we uses:

Reports: reports from organizations specializing in
market research.

e O8N I niclsen B

MIRACLES
moPRESSURE

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

Online newspaper: The newspapers we collected data
from are creditable titles.

T.hiji bao Z
LB BRAXNDS caes=F
Viét Nam VIETNAM

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

SPNJ

)

Formative Research

Research methodology: Secondary research
This method was used in order to achieve these data:

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

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

PNJ’s competitors’ activities regarding the 20/10 campaign.
PNJ’s previous 20/10 campaigns (2019 - 2021).

Models and theories.
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We used this research method for information analyzing and
forecasting. Specifically, we used this method to serve the

O following purposes:
° * Using information from the interview to learn about PNJ's
Formatlve internal information, thereby finding the most suitable
communications approaches for the company's birthday event.
ResearCh » 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.

« 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.

Research methodology:
Qualitative Research




£33 VietnameE€redit
Consumption of gold jewelry
and gold bars & coins in
Vietnam (tons)

Source: World Gold Council il

Consumption of gold jewelry and gold bars & coins
in Vietnam chart (tons) (Vietnam Credit, 2022)

£ Vietnam€redit 100 100%

Gold consumption in Vietnam
compared to other countries
(2017)

so. Gold Councl,
RongViet Securiies

Gold consumption in Vietnam compared to
other countries chart (Vietnam Credit, 2017)
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Formative Research

Analysis: Analysis of the gold and jewelry market

According to the management consulting firm 3400+

Boston Consulting Group (BCQ), per capita income

(UNYD)

in Vietnam will increase from 1400 USD/year to

* The number of people in the middle class increases

« => the demand for gold, silver and jewelry will also increase
exponentially.

* Many customers, especially young customers are willing to
shop and constantly innovate, which places high demands on
diversity, abundance, and variation in designs, materials, and
product categories.

* The durability of the product is the factor customers are most
concerned about.

* Jewelry consumers tend to trust and choose products from
famous brands that have high reliability.


https://baocaonganh.com/wp-content/uploads/2022/06/Overview-of-Vietnam-gold-and-jewelry-industry-04.jpg
https://baocaonganh.com/wp-content/uploads/2022/06/Overview-of-Vietnam-gold-and-jewelry-industry-04.jpg
https://baocaonganh.com/wp-content/uploads/2022/06/Overview-of-Vietnam-gold-and-jewelry-industry-05.jpg
https://baocaonganh.com/wp-content/uploads/2022/06/Overview-of-Vietnam-gold-and-jewelry-industry-05.jpg

Co ciu doanh thu trang stfc vang nifa ddu nam theo Co ciu doanh thu trang sitc bac nifa ddu nam
khu vuc (vong trong 2017, vong ngoai 2018) theo khu vuc (vong trong 2017, vong ngoai 2018)

47% 48%

1%

HCMC Doéng Nam B « Tay Nam Bd HCMC Doéng Nam B » Tay Nam Bo
* MiénTrung = Tay Nguyén = MiénBic = MiénTrung = Tay Nguyén = MiénBic

Nguén: PNJ Nguén: PNJ

Structure of gold and silver jewelry revenue in
the first half of the year by region (PNJ, 2018)

Formative Research

Analysis: Attitudes and consumer behavior in
Northern Vietnam

* Northern customers are the most careful and strict in
choosing products.

* Very interested in branded goods when needed,
especially those that show their personal class such as
phones or cars.

>

+ Willing to pay a higher price for the product they like.

=> PNJ, with its strength in fashion gold and jewelry
products, will require time and appropriate strategies to
enhance their influence among Northern consumers.

n
>

PNJ


https://image.theleader.vn/upload/quocdung/2018/7/25/photo1532094071194-15320940711941408367512-1.png
https://image.theleader.vn/upload/quocdung/2018/7/25/photo1532094071194-15320940711941408367512-1.png

PNJ has 3 sales channels: retail, wholesale and export. In
which, retail is identified as the most important spearhead
in PNJ's development orientation.

33

O
Formative Research

Company Analysis: Target market

PN]J Targets young customers especially females aged
15-25 years old with lower-middle income.

ooooooooooooooooo

SPNJ PNJ Gold aims at 25-45-year-old females with
upper-middle to high income.

The sub-brand focuses on business and
high-income customers.

CLO Targets high-income customers who are willing to
V pay large sums for luxury jewelry.

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

ST%"’LE Targets young customers from generation Z and Y.
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Analysis: PNJ’s marketing strategy

I __ * Product: Focus to the gold and silver jewelry

&° PRICE LARNEIEN business, reducing the emphasis on gold bullion.
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.

* Price: Pricing is richer according to the variety
of products.

34
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Formative Research
Analysis: PNJ’s marketing strategy

* Place: PNJ's stores are concentrated in big cities,
where people have middle to high incomes.

* Promotion: Storytelling is PNJ's strongest

S communications strategy. There are 2 main topics in

these stories: fashion and love.

- In terms of fashion: focuses on bringing products to daily
W life situations with sophistication and an understanding of
“ women's psychology
- In terms of love: extremely aesthetic and humane.
=> Each storytelling campaign always creates a lot of
PNJ’s impressive campaign “True Love” sympathy for consumers, especially young people, who
which used story-telling strategy. a{e fhe n);ost difficult Custon’:ers toyc)(;nvir(rgcg. g
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Formative Research

Analysis of media channels

93%
94%
Zalo 89%

92% o

85%
Youtube 86%
86% o

68%

© Statista 2022 &

Facebook Workplace

This platform is highly appreciated by employees because of its high

integration and connectivity.

Facebook
Facebook can bring high efficiency for PNJ because WOM and

eWOM are the main methods of accessing information for this group
of customers.

Tiktok

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.


https://www.statista.com/statistics/1229529/vietnam-leading-social-media-platforms-by-generation/
https://www.statista.com/statistics/1229529/vietnam-leading-social-media-platforms-by-generation/
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. 18,09 201 Branch’s 27t anniversary
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The Company Tagline Right Here |
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S.W.O.T Analysis

Our team’s SWOT when working with PNJ

Our team members have experience in  <Each team member has a different time
various work => flexible in doing plan.
required tasks.
* Our team lacks experience in internal
« We thrive in creativity and uniqueness communications and event organizing.
and are full of ideas.
» We are not the company’s employees.
* We are proactive in work and always
ready to communicate.

« All of us are very responsible and will
try our best to get things done.

38
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S.W.O.T Analysis

Our team’s SWOT when working with PNJ

We can learn a lot of helpful knowledge and
experience in internal events which were not
our forte.

Have the opportunity to get used to the
business environment.

Have chances to propose new ideas based on
research and personal thoughts.

PNJ's culture and communication style is quite
outgoing

2022 is the first year PNJ held a big internal
event after 2 years of COVID-19 => many PN]J
employees look forward to participating in the
company's activities.

This is an important event of the year, so how
to make it attractive and exciting while still
keeping the PNJ Northern branch's core values
puts a lot of pressure on us.

Conflicts may happen.

PNJ is a company with a hierarchical system.
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UNG CINI Nl— T PTaPNI MIEN BA=. G()aIS

Internal communications activities were held to
help employees understand PNJ's core values.
Physical activities encourage employees to
exercise and refresh themselves after long stressful
hours of working.

These activities aspired to generate solidarity
among employees via teamwork and sharing.

40
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S.M.A.R.T Objectives

.

. 9 M S
Maintain and enhance Increase employees’ ‘ R .
the core value of “Be pride and dedication “mm HONE
caring to grow together”. for the company. TTHC VUoI :

7 BNJ &Y Nhr g Mi& 8(15, i
3 4
Strengthen the bond Create a common
between employees playground, connect and
and branches. exchange among employees.
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S.M.A.R.T Objectives

1

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

2

The football tournament
will have 8 teams (88
official players).

3

The writing contest “PNJ trong
toi” will reach 50 entries.

4

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

5

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

6

Each social posts on
Workplace will have 300
views on average.

7

Each social posts on
Workplace will have 300
views on average.

42
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S.M.A.R.T Objectives

1

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

2

¢

Achievable > _ A SRy
S R -

1] o8 Ao
f \‘
‘.¢ ’
X =5
> S y

| T

e —

Activities are designed to suit the needs of a large ey |
number of employees, so the risk of employees i -
g /)
<

not participating is relatively low.

o
q
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S.M.A.R.T Objectives Relevant

1

Enhance vertical communication:

* The beauty pageant and writing contest: 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.

» The writing contest was also an opportunity for the
Board of Directors to understand the minds of their
employees.

44
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S.M.A.R.T Objectives Relevant

2
Improve horizontal communication: This was the

purpose of the soccer tournament. This event would
raise the solidarity between both the internal
departments and all units in PNJ Northern branch.

45
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S.M.A.R.T Objectives

The event took place in: 4th August to 30th September 2022
» “Sparkling diamonds”: 1st - 16th September. o SRS, e
« Soccer tournament: 8th - 16th September. I T > ST s-a
*  Writing contest “PNJ trong t6i”: 1st — 30th September ‘ e |

46
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Target audience

Classification

Employees

“Sparkling Writing contest “PN] trong Soccer tournament
diamonds” toi”
Demographics
Gender Exclusively All All
female
Age 20-35 20+
Job Employees of PNJ Northern Branch in different positions.
Geographic
Region Northern Vietnam
City All cities within PNJ Northern Branch’s region.
Psychographic
Attitudes Confident, Understated, low-profile. Vigorous, spirited.
assertive.
Values Self-esteem, Genuity, personal Teamwork, goal oriented
recognition, connection
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Target audience

Classification

Employees

“Sparkling diamonds”

Writing contest “PN]J trong t6i”

Soccer tournament

Psychographic

Attitude to the PNJ's
internal events

Not interested, Interested or very interested

Objects that have an
influence on

Superiors, colleagues

Behavior

Behaviors towards
company’s internal
events

Participate in and
follow the activities

Participate in, follow the
activities, and want to share
their stories about the company.

Participate in and encourage
their colleagues to join together

Communication
channel used

Workplace, Zalo,
Facebook and Email

Workplace, Facebook, Zalo and
Email

Workplace, Facebook, Zalo and
Email
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&
® [ ]
Big idea
Each of us is a precious diamond. A new journey is starting at PN/ Northern

branch, the diamonds become more and more brilliant, shine brighter and

converge together to create miracles on the upcoming journey. %9
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Key message

The key message of the event was
“SHINING TOGETHER”. Over the past
27 years, all personnel have worked
T@G ETH E R hard together to build PNJ's Northern
branch, so on this special occasion,
let's look back on that journey, the
journey we shined together.

SHINING
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¢
Hashtag

0 #Sinhnhat27nam
o #PNJmienBac2 7tuoi

With a concise and easy-to-understand
syntax, PNJ's employees would easily
remember to use them in their related posts.
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SPNJ
Key visual

Pnim SHINING Color: Navy blue, gold .
X T®GETHER

Concept: luxury, sophistication

Font: PNJ’s own font and a script font
(Pateglamt Script)

s the lazy dng 234367890
~ The quick brown fox jumps over the lazy dog. 12345 . G/ guik £
.The qUiCk brown fox jumps over the laz . (/anﬂ'(“/mu 1 fox flngs (‘mwé.é:y r{] F23HE6789

The qUiCl( brown fOX ijpS ove . ‘(/”Zr,7mh(fuwmﬁrﬁuyi oner f{o//ﬂ/ /147. 7

-
it tasy iy, rzsESGTEI

Idea: The design simulated the materials
of gold and diamond to match PN]J’s
characteristics as well as the project's
08155 0SSl key message.

PNJ MIEN BAC
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£

Project detalils

Writing contest “PNJ trong toi”

Enrollment: All personnel of PNJ
Northern Branch.

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

Q_'\‘ PHUNG ANH THANH » [PNJ] - Chi nhanh Mién Bac

15 Thang 9 lGc 1841 - @

PNJ TRONG TOI LA

La tinh yéu thuang mai 3m cla gia dinh thir 2

La nhitng ki niém khi chap chiing di lam

L3 suf c3i va, néng gidn, hon ddi nhung van quan tdm nhau

L3 budc ngoat clia su trudng thanh ... Xem thém — dang @ cam thdy tu hao.

- Binh luan
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£

Project detalils

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.
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&

Project detalils

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:
* Elimination round
* Voting round
* Final round: Consists of 3 events:
Talent competition, evening gown
competition, final questions

SHINING TOGETHER

CHINH THUC LO DIEN

TOP 16

SPARKLING DIAMONDS

N

Y

SPARKLING DIAMONDS

PHAM THI HUE

SBD: 101

SHINING TOGETHER

SPARKLING DIAMONDS

NGUYEN THI MAI

SBD: 115

55



>PNJ . ¢
Media channels

Owned media

(Workplace l Zalo 0

Post lnformat.lo.n’, ngws,.upload videos, Used for.mte.rnal o Used to update events held within
photos of activities in birthday events. communication, stirring .
: the enterprise to employees,
The Workplace platform was mainly up the atmosphere and
d for the “PN t S writ i cinat ot of customers, and people who are
used for the “P ] rong toi” writing participating spirit o I N
contest for individuals to post entries. employees.
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Media channels

Earned media

Participants shared posts online

Contestants shared information
about competitions, posting about
their own 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.

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 a.
They would always try to call
more of their own acquaintances
to vote for the contestants.



SPNJ

¢ Media objectives

Achieve 300 views per post and 60 reactions on average.

Achieve >20 comments per post.

Top mentions on PNJ Northern Branch Workplace.

Stimulate PNJ Northern branch’s employees to

take part in the event activities. JETTER

1

\ﬁvirares
1

Each entry from “PNJ trong t6i” contest has
200 views and 50 comments on average
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&
Strategies & Tactics

Make internal communication a priority

The main social network used in this event is Facebook

Workplace.

Emotional strategies
The message "Shining together" and the contest “PNJ trong

toi” could increase the pride and cohesion to highest level.

AIDA model
LY This model is used to implement the activities as well

as the communication of the event.
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Communication tactics

Applying the AIDA model to communications activities.
SIEU SU KIEN NAO

H
CUOC THI SAC BEP

SAP DIEN RA?
* Attention phase: We used posts like sneak peek and H/S/7INAINIA/HIMITI2IN Rl
minigames, highlighting that something big was about to > C"'1NGAY
be held - DE NOP HO SO

* Interest phase: 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.

DPEM NGUGC

* Desire phase: Focus on revealing prize information. " sowe oo | :
* Action phase: The marketing team needed to contact the MEASNQPUE‘.',!,,'ERL SQUNDLZ Nﬁé}m

store managers in PNJ Northern Branch to inspire the store m
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.

* => Be clear and concise while using a fresh, motivating
tone of voice.

DU DOAN NGAY!
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&
Project timeline,
Risk management

and Budget

We divided this project into 3 stages: Planning and preparation, Execution and
Post-event activities.

The risks are mainly about participants shortage, controversial results.

Overall budget: 98.940.000 VND

*Project timeline, Risk management and Budget tables are on page 36 — 43 in production book.

o1
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Media products

Pre-Event preparation: Print materials

An application form for the beauty contest "Sparkling Diamonds"
and an online registration form to submit the application.

CUOC THI SAC PEP
SPARKLING DIAMONDS

Social posts and print materials for the soccer tournament as well as
LED screens and backdrops for the gala.

CUOC THI SAC DEP GALA MUNG SINH NHAT

SPARKLING DIAMONDS e vzj’fPNj MIEN BAC

Ha Noi, n 6 tha TOGETHER

62


https://drive.google.com/file/d/1CuAvZ_kJdxPTS1g40e9y_CzDPHQ2MV1M/view?usp=sharing
https://drive.google.com/file/d/1CuAvZ_kJdxPTS1g40e9y_CzDPHQ2MV1M/view?usp=sharing
https://drive.google.com/file/d/1IbX3grHxB5Wz6pZnII06elFswG9IFjTM/view?usp=sharing
https://drive.google.com/file/d/1IbX3grHxB5Wz6pZnII06elFswG9IFjTM/view?usp=sharing

SPNJ

Media products

Pre-Event preparation: Social media posts

111 U LA TROI 11 SIEU SU KIEN NAO SAP DIEN RA??7? ™ SIEU SUKIEN NAO
mDu doan ngay bang cach binh ludn dudi bail viét dé rinh giai thudong SAP D|EN RA?

H/S/7INIAIN/VA/HIMITI2IN

01 gidi Téc do (du doan dung & nhanh nhét) tri gia: 500,000 VND
5 gidi Lan loa (dy dodn ding & duge nhigu tuong tac) mi gidi tri gid 200,000 VND

The mini-game and sneak peek posts would be
posted first on Workplace.

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.
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https://drive.google.com/file/d/1ob1ErWf18ensmRqU5ARciwf5nAMLHBCX/view?usp=share_link
https://drive.google.com/file/d/1ob1ErWf18ensmRqU5ARciwf5nAMLHBCX/view?usp=share_link

SPNJ

Media products

Pre-Event preparation: Video

This video summarized the 27-year development journey of PNJ Northern
branch and listed activities in the 27th anniversary.

HAN." TRINH
o~

N\ , _ o , .
P CAM ON CAC BAN Vi DA CUNG PNJ CHI NHANH MIEN BAC
//‘ TOA SANG TRONG SUOT CHANG DUONG PA QUA.

a4/
R !

TOA SANG

Company Anniversary Video
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https://drive.google.com/file/d/1veLVuFeq31daBNO1FoBCT0UaU63ecmAB/view?usp=share_link
https://drive.google.com/file/d/1veLVuFeq31daBNO1FoBCT0UaU63ecmAB/view?usp=share_link
https://drive.google.com/file/d/1rv2Q_U_zLrVODz3CkNDkcU5hIpsLIsNj/view?usp=share_link
https://drive.google.com/file/d/1rv2Q_U_zLrVODz3CkNDkcU5hIpsLIsNj/view?usp=share_link
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¢
Media products

During-Event

*  We started producing posts and images related to
the contests on Workplace.

= Follow the determined style which was fun, exciting
and trendy for all of our artworks and captions.

* In the last days of “Sparkling diamonds” application
round, the count-down and mini-game posts were

posted, every post had “call to action” part.

l!y PHAM TH] THAO » [PNJ] - Chi nhiinh Min Bic
g 400 @

*4 CUOQC THI VIET “PNJ TRONG TOI"

VIET VE PNJ, VIET VE NOI CHUNG TA CUNG TOA SANG 4

The 2 PNJ Miin Bic ching ta d cing tréi qua 27 niim i diy! So v mdt a6 nguis, khaing this <

gian nity chuta dusc tinh B di nining chic hin hinh trinh Sy &3 chis dying vo van ki niém quy s
i, D huts il hing logt nhiing ciu chuyén diing yéu & nhss P, hily aiing tham gia cusde thi viét PN cUGC THI SAC DEP
“PNJ trong 865" nhaf chung tay viét nién trang nhit ky dy yéu mén v Sm ap mudn phin nhé! SPARKLING DIAMONDS
ol CO CAU GIAI THUONG GIA TR]... Xem thém

— vk Thii e va 14 nguiti idudc.

ﬂ ( "//‘ v thi i

% PN] TRONG TOI

TONG GIA TRI LEN u(w —

12.000.000 VND /“"‘W :

IV”

Post of “Sparkling diamonds” contest and online writing contest “PNJ trong t6i”.
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https://drive.google.com/file/d/1zuL0wkXRYOwVLASm6tDN6rb_l5wDto9j/view?usp=share_link
https://drive.google.com/file/d/1zuL0wkXRYOwVLASm6tDN6rb_l5wDto9j/view?usp=share_link
https://drive.google.com/file/d/1HsvX-QQYJVV6pFr1ZGaHQJjaeQIqkTHH/view?usp=sharing
https://drive.google.com/file/d/1HsvX-QQYJVV6pFr1ZGaHQJjaeQIqkTHH/view?usp=sharing
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Media products

Designing certificates for the award
winners of "Sparkling diamonds" and
making thank you letters.

Our team was also assigned to give

feedback on a recap video of the gala.

&

Post-Event

SHINING TOGETHER

\(/‘4 /72(52.'/
THAM DU GALA MUNG SINH NHAT
4‘}5!!7,/ A 1
2 1”7 PNJ MIEN BAC
i

KINH MOI: CBCNV PNJ MIEN BAC

Thoi 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
Don khach
Lé mimg sinh nhat PNJ Mién Bic
:  Chung két cudc thi Sparkling Diamonds
: Cong bé va trao giai cac cudc thi

:  Chup anh va két thic sy kién

CHUNG NHAN

Thudc Phong abexyz zbex
DA XUAT SAC PAT DANH HIEU

MISS PNJ

TRONG CUQC THI MISS PNJ CMB 2022!

22.09.2022 v TEN SEP/CHU Ki

THOI GIAN CHUC VU


https://drive.google.com/file/d/1EKWqG2yx2KQgEAUSU7CRWA7b4S56RqZQ/view?usp=sharing
https://drive.google.com/file/d/1EKWqG2yx2KQgEAUSU7CRWA7b4S56RqZQ/view?usp=sharing
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(5 Phom L Th Trang » [PNJ] - Chi nhinh Mién Bic
“HANH TRINH VAN DAM BAT DAU TU NHUNG BUGC CHAN.*

Pm\meBxlamhu.mrmnmmync\su thé hé Boh dya, nhin
i ding ty hido nhu hin tai

nhing sy chim i turgng ghi i dila dn
L PR NG B a8 thém yéu, mmmmp\ugwh

‘l\(\“qc_m/‘;’.‘.‘
e (I M

DAO TAO DOINGU AN NINH

Evaluation

Media effectiveness

5 TRIEU DONG
3 TRIEU DONG
Khic

‘ﬂﬂwmm-m»mmm&
B s v v o
4 CUOC THI VIET “PNJ TRONG TOI"

VIET VE PNJ, VIET VE NOI CHUNG TA CUNG TOA SANG 4

Thé 1 PNJ Miin BSc ching ta d cing tréi qua 27

gian iy chuta due tinh B di nhung chic hin hinh

biu. DE huts gilt hing logt nhiing ciu chuyén diing )

PN trong t65° nbas chung tay viét nin trang nhiit ky dy yéu méin v m ip mudn pln nhé!
ol CO CAU GIAI THUGNG GIA TR)... Xem thém

— ves Thii Bikc vi 14 nguis khic

12.000.000 VND /2% pidiig
"””#n““

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

* On average, each post reached about 300 people (based on the number of

people who viewed the post) in the Workplace "[PNJ]

- Chi nhanh Mién Bac".


https://drive.google.com/file/d/1yWLz6JG9Xh1jbOk2ak7jvpEXWow1pmy1/view?usp=share_link
https://drive.google.com/file/d/1yWLz6JG9Xh1jbOk2ak7jvpEXWow1pmy1/view?usp=share_link
https://drive.google.com/file/d/1HsvX-QQYJVV6pFr1ZGaHQJjaeQIqkTHH/view?usp=share_link
https://drive.google.com/file/d/1HsvX-QQYJVV6pFr1ZGaHQJjaeQIqkTHH/view?usp=share_link
https://drive.google.com/file/d/1vJvhEp_xnLTrfHXMHKKScu40XJ3hVJiz/view?usp=share_link
https://drive.google.com/file/d/1vJvhEp_xnLTrfHXMHKKScu40XJ3hVJiz/view?usp=share_link
https://drive.google.com/file/d/1zuL0wkXRYOwVLASm6tDN6rb_l5wDto9j/view?usp=share_link
https://drive.google.com/file/d/1zuL0wkXRYOwVLASm6tDN6rb_l5wDto9j/view?usp=share_link
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Evaluation

Activities Effectiveness: Quantitative assessment

The project was successful beyond our expectations with all KPIs surpassed:

1 1 6/50 applications for the writing contest “PN]J trong t6i”

1 2/8 teams for the 27th anniversary soccer tournament.

1 1 1 /40 applications for the beauty pageant “Sparkling diamonds”.

220/1 00 participants on Gala event.



SPN)

Evaluation

Activities Effectiveness: Quantitative assessment

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).

@ Duci 20
® Nam @ 20-25
o NE ®25-35
® Khac @ 3545

@® Trén 45
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https://drive.google.com/file/d/1ZseDgQ_QSi22eyTn_v9MqWd9_zYEWBNV/view?usp=sharing
https://drive.google.com/file/d/1ZseDgQ_QSi22eyTn_v9MqWd9_zYEWBNV/view?usp=sharing
https://drive.google.com/file/d/1ADxuWAprnU0f4TNAgpGIIEfDjdjXDGRa/view?usp=share_link
https://drive.google.com/file/d/1ADxuWAprnU0f4TNAgpGIIEfDjdjXDGRa/view?usp=share_link

5PN
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Evaluation

Activities Effectiveness: Quantitative assessment

@ Nhan sy

@ Marketing

0 Ké toan

@ Quan tri higu qua
@ Cung iing

@ Kinh doanh

@ Hé théng clra hang

® Céthamgia

@ Co quan tdm nhung khéng tham gia
@ Biét nhung khéng quan tam

@ Khong biét


https://drive.google.com/file/d/126u0CFQ8GLPhmTPhuQ-56hN_BXHbJFQ1/view?usp=share_link
https://drive.google.com/file/d/126u0CFQ8GLPhmTPhuQ-56hN_BXHbJFQ1/view?usp=share_link
https://drive.google.com/file/d/1GLCTt798QHX3eI4-PQEoH8iBy4tay3AP/view?usp=sharing
https://drive.google.com/file/d/1GLCTt798QHX3eI4-PQEoH8iBy4tay3AP/view?usp=sharing
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Evaluation

Activities Effectiveness: Quantitative assessment

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).

Panh gia tdng quan vé& chudi sw kién sinh nhat PNJ mién béc 2022
M Ratkéem [ Kém [ Binhthuong [l T6t [ Rat Tét

100 * Overall, over 88% of the total reviews gave
positive feedback.

« “Sparkling diamonds”: 60% "Very Good", 25%
"Good" and 10% "Average" reviews.

* For the writing contest "PNJ trong toi:
45%"Good" and "Very Good”, 10% “Normal”.

» The soccer tournament: 65% "Very Good, 25%
“Good” 10% “Average”.

75

50

25

Miss PNJ 2022 Cudc thi "PNJ trong téi" Gidi bong da 2022
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https://drive.google.com/file/d/1Cfr6wPTJtmb05RKm5aD4n4m2Dl9HY7rN/view?usp=sharing
https://drive.google.com/file/d/1Cfr6wPTJtmb05RKm5aD4n4m2Dl9HY7rN/view?usp=sharing
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72

Evaluation

Activities Effectiveness: Quantitative assessment

@ Thai do lam viéc tét, nhiét tinh, hiéu qua
@ Thai do lam viéc tét nhwng céng viéc
khoéng hiéu qua
Khong thay sw nhiét tinh ctia BTC
@® Khoéng nhan dwoc gitup dé ctia BTC
@ Khac (Vui long ndi ré & phia dwdi)

All respondents claimed that the organizing committee had a good working
attitude, enthusiasm, and efficiency during PNJ’s 27th birthday events.


https://drive.google.com/file/d/1Cb-Fr4MFLDAUYyui_LPGzfcv40WeVqHn/view?usp=sharing
https://drive.google.com/file/d/1Cb-Fr4MFLDAUYyui_LPGzfcv40WeVqHn/view?usp=sharing
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Evaluation

Activities Effectiveness: Quantitative assessment

# PNIMIENBAC

AN
# pnjmienbac2Ttuoi
#  pnjtrongtoi_mb27

€D - ~
PO The top 3 most mentioned topics

€D? - : i 20 Ao were #PNJMIENBAC,

R #pnjmienbac27tuoi, and

e . | #pnjtrongtoi_mb27, with 140,
@3, ' | 136 and 116 mentions

# nhappybirthday res peC’[lvely.

@D fha . ) v 19 ngusdi khic

# pnjmb27nam

fﬁg? oa . . V& 15 ngu khic
" # sieuthiminiddeng
wilﬂ; ola

# hanoitraitimhong

ant cla ! . va 12 ngui khic

# sinhnh3t27ndm

5 o § . o
@R clia X . V3 10 nguii khic

7 3 # chienmauhuyet
& ;

cia v& 12 ngui khic



https://drive.google.com/file/d/1aFR9JvyncD6OBIJrnB-yXN-Y98HVJMx3/view?usp=sharing
https://drive.google.com/file/d/1aFR9JvyncD6OBIJrnB-yXN-Y98HVJMx3/view?usp=sharing

SPNJ
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Evaluation

Qualitative assessment: From PNJ

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

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. I look forward to

a long-term dedication to PNJ.”

Linh Dugng Thi Cam

D6i vai em, chudi sy kién that &n tugng, dugc vui chai, hoc hai va
dugc kham pha thém nhiing tiem nang bi an ctia minh( chua bao gid
biét da bong thi nay lai dam mé va da rat sung®e @ ¥). Pay la sé
nhiring niém dep ctia mdi thanh vién PNJ nhén dip mimng sinh nhat CN

MB tron 27 nam tudi

Thich Phanhdi 9 tuan

Lan Anh Nguyen
Hoang Quynh next vinh tu hao vé e 4 @ @ Luu Li HoaThao

VEE

PhugngHoang ThaoThu Trang NguyenHuong LeeTrugng HoaiiBeryl

Ngoc AnhTran Bé
Thich Phanhdi 11 tuan

‘““1‘ Trugng Hoaii
Lan Anh Nguyen kéu ci Quynh thi lién ik cj

0P
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Evaluation

Qualitative assessment: From PNJ

@ Thay Tran

Nguyén Quang Buic chic chi may man

Thich Phanhdi 11 tuin
Nguyén Thi Nhan (Employee in PNJ Next Ba Triéu, Hanoi): “I ~ &n 15 phan hoi
like sports activities the most in this series of events. We are @ Nowén quang bic
girls but we play football like boys. Out of excitement!” Thiy Tran ldem caivia pha e
Thich Phanhdi 11 tuén
& Thuay Tran
© Nguyén Quang Buc dc bira 6¢ chu it j))
Pham Ngoc Anh (Store manager): “The writing contest is Thich Phanhdi 11 tuan
absolutely amazing. I’'m not really an extrovert so | always find @ Nowbnquangpic s
. . . . . ele ay Tran lai quy ra 8c dugc @ &
it hard.t.o participate in the activities of our company. However, S — =
¢ the writing contest is perfect for someone like me and | can’t P -
4 : , : & ThyTan e
wait to share my thoughts. Thank you for hosting this contest!” Nguyén Quang Bic tat ca chd chii)
Thich Phanhéi 11 tuin
éi!» Nguyén Quang Diic

Thay Tran ra ¢ vi sé€p cta chi di ch cing doi ma @

Thich Phanhdi 11 tuan
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Evaluation

Qualitative assessment: From anonymous feedback

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

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

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

Nhan vién ndi bo dugc tham gia san choi nhan van

From 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.


https://drive.google.com/file/d/1g26oB4stf7tY4GCx5mPSQceQNas4GmqH/view?usp=share_link
https://drive.google.com/file/d/1g26oB4stf7tY4GCx5mPSQceQNas4GmqH/view?usp=share_link
https://drive.google.com/file/d/1g_otxOmQDZ2eH316Z0JRJ6nNkMYy59Fq/view?usp=share_link
https://drive.google.com/file/d/1g_otxOmQDZ2eH316Z0JRJ6nNkMYy59Fq/view?usp=share_link
https://drive.google.com/file/d/1uL_i649vu1OqO3LjtRxOP24v-8_k-AEo/view?usp=sharing
https://drive.google.com/file/d/1uL_i649vu1OqO3LjtRxOP24v-8_k-AEo/view?usp=sharing
https://drive.google.com/file/d/16YtaRHZDz8ucDctdwnc-BqtqBmc3qo88/view?usp=share_link
https://drive.google.com/file/d/16YtaRHZDz8ucDctdwnc-BqtqBmc3qo88/view?usp=share_link

SPNJ

Evaluation

Qualitative assessment: From anonymous feedback

Purgc viét 1én tam tu suy nghi trong long, trai léng vé nhirng diéu tham kin trude gid chura cé co hdi bay to

Cudc thi cé danh gia khach quan, va thoi gian kéo dai phu hop d€ moi nguoi c6 du thoi gian, cam xuc dé
viét bai chan thuc nhat

Nhiéu bai viét an tuwong

The contest “PN]J 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.
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https://drive.google.com/file/d/1R4M-4UbRpn0CCtDZCQgUOoxkJjCjlNf_/view?usp=share_link
https://drive.google.com/file/d/1R4M-4UbRpn0CCtDZCQgUOoxkJjCjlNf_/view?usp=share_link
https://drive.google.com/file/d/1j1mF9Xt1eVY8HEqg3GX66El91sDcKdjJ/view?usp=share_link
https://drive.google.com/file/d/1j1mF9Xt1eVY8HEqg3GX66El91sDcKdjJ/view?usp=share_link
https://drive.google.com/file/d/1TR5kcjQC42YSAk9fDiSTjLTPO5ZZjqFO/view?usp=share_link
https://drive.google.com/file/d/1TR5kcjQC42YSAk9fDiSTjLTPO5ZZjqFO/view?usp=share_link
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Evaluation

Qualitative assessment: From anonymous feedback

Nén to chirc cac sur kién thoi gian dai hon, tranh ddn dap nhigu su kién ciing lic anh hudng dén cong viéc

Cac chuong trinh nén c6 thaoi gian dai hon dé tham gia hiéu qua va co6 du stre khoé, nang luvong nhat

Thoi gian gitra cac CT kéo dai hon, quy mo cudc thi Miss can tim dia diém du rong hon vé san khau, cho
céac thi sinh khép nhac va tap duyét trude 1 hém sé cé thoi gian nhiéu hon dé chuan bi

Can truyén thong sém hon dé co su chuén bi t6t nhat a

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.


https://drive.google.com/file/d/1SZlZt61oX5sEthju1FzetlzMvbHPLyHX/view?usp=share_link
https://drive.google.com/file/d/1SZlZt61oX5sEthju1FzetlzMvbHPLyHX/view?usp=share_link
https://drive.google.com/file/d/1d3qFq0JnmqeHfyFOY8ItJ00hGV4J0eqn/view?usp=share_link
https://drive.google.com/file/d/1d3qFq0JnmqeHfyFOY8ItJ00hGV4J0eqn/view?usp=share_link
https://drive.google.com/file/d/1IVCAWByXVxlbcS8G3ZDmYjVWtUnzDFnX/view?usp=share_link
https://drive.google.com/file/d/1IVCAWByXVxlbcS8G3ZDmYjVWtUnzDFnX/view?usp=share_link
https://drive.google.com/file/d/1nvOmFFUNdTFJkob30LfQ-hCxd-i0zxSo/view?usp=share_link
https://drive.google.com/file/d/1nvOmFFUNdTFJkob30LfQ-hCxd-i0zxSo/view?usp=share_link
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Evaluation

Qualitative assessment: 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.

PNJ TRONG TOI
DANH GIA BIEM MANH

SAN CHOI TU DO

Bat c(r ai cling c6 thé tham gia va c6 cd
h6i nhan qua, thodi mai chia sé va dugc
lang nghe.

DE DANG THAM GIA
Thé |é don gian, dé hiéu, cach thirc don

gian gitip moi ngudi déu co thé tham gia,

khéng gap bat ky trd ngai nao.

TANG Sy THAU HIEU

Nhirng cau chuyén dugc chia sé giup cac
thanh vién hiéu vé nhau cling nhu vé
cubc séng & PNJ hon. Noi dung chuong
trinh dap Ung yéu t6 Gan két trong Gia tri
cot Loi.

CONG BANG

Cham diém khéng phu thudc vao tuang
tac.

PNJ TRONG TOI
DANH GIA DIEM YEU

KHONG MO LA

Cac cudc thi viét, chia sé cau chuyén vé
cong ty (hodc cac dang tuong tu) da qua
quen thudc.

’ THIEU TINH LIEN KET

Cac cau chuyén dugc chia sé cé thé chi
xoay quanh mot ca nhan nén khéng tao
dugc tinh lién két d6i v&i nhirng ngudi
khac, khéng nhan dugc su quan tam, tur
d6 mang lai trai nghiém tiéu cuc cho
ngudi viét.
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Evaluation

Qualitative assessment: Our team’s assessment

GIAI BONG PA
DANH GIA BIEM MANH

TANG TINH GAN KET . CO HOI VAN DONG

Pap Ung tiéu chi Gan két, Chat luong khi Hoat dong thé chat manh gitp tinh than
tao ra san choi cho CBCNV PNJ ting sang khoai, gidi tda cing thang, ting
cudng giao luu. DG méi sau nhung gicr hiéu qua céng viéc vé sau.

lam viéc tai van phong

@ condiciroLLL
Cac d6i bong tir nhitng tinh khac c6 thé
tu hop, gap g& tai Ha Noi.

GIAI BONG PA
DANH GIA DIEM YEU

TINH PHONG TRAO CAO @ TcoHOIMORONG
Nhiéu ngudi khéng cé hirng tha véi bong Cac thanh vién trong mot doi thudng da
da ndi riéng hodc hoat dong thé thao qua quen nhau tlr trudc, khéng c6 nhiéu sur

manh noi chung. giao luu gilra nhirng ngu'di m&i quen.

‘ THIEU TINH MG LA
Bdng da da qua quen thudc vdi moi
ngudi nén khd tao dugc su hao hirc,
mong chd khi tham gia
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Evaluation

Qualitative assessment: Our team’s assessment

SPARKLING DIAMONDS
DANH GIA DIEM MANH

CO HOITOA SANG

Tao san choi dé phai nir PNJ thé hién ban

than va dugc biét dén nhiéu hon.

DONG CBCNV THAM GIA

Cudc thi dm bdo dugc day da tiéu chi cét 16i ca PNJ.

D6 La Chinh trurc qua cac cdu hdi Ung xUr, BTC cbng tam -

Trach nhiém & nhitng cdu tra L&i, phan thi - Chat lugng

V& thi sinh tham gia, phan thi - D6i m&i & format event -

Gan két trong tinh phong trao

. PHAM VI RONG

Cac nhan vién nir @0 diéu kién déu co
thé tham gia.

HOI HUGNG CHUYEN NGHIEP

Puogc td chirc theo format clia cudc thi
sac dep chuyén nghiép, BTC BGK hudéng
dén su chuyén nghiép

SPARKLING DIAMONDS

DANH GIA DIEM YEU

GI&I HAN PO TUGI

Lam giam tinh gan gdi, than thién cla
mot hoat ddng ndi bd, tham chi cé thé
dan t&i phan Ung tiéu cuc.

GIGI HAN GIGI TINH

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

‘ GAY TRANH CAl

Cudc thi nao cling c6 tinh tranh cai
nhung khau chdm di€ém ndm nay dé gay
phan (*ng vi Quan quan dat quéa nhiéu
danh hiéu. Diéu nay dat ra cau hdi c6 thé
thém nhiéu hang muc dé day phong trao
dilén "
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Evaluation

Qualitative assessment: Our team’s assessment

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.

NHAN XET TONG QUAT

Cac cudc thi déu c6 diém manh va diém yéu riéng (bao gbm ca cac
hoat dong trong phan dé xuat.
Nhin chung, cac cudc thi déu cé cach thirc t6 chirc va tham gia dé

dang, nhiéu diém manh, c6 thé dat dugc hiéu qua truyén théng
nhat dinh.
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Dang sau moi nguoi phu nir la nhu.
ho ximg dang nhan cach thau hie

LA MON QUA"

SPNJ

IV. Women's Day
campaign
“Su thau hiéu la

A

mon qua vo gia”
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(o
Goals

The main goal of the campaign “Su thau
hiéu la mén qua vo gia” was to:

* Increase sales in October in particular and
in the fourth quarter in general.

* 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.
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¢
S.M.AR.T
Objectives

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.

Increase brand awareness through
communication activities honoring women.

Specific

éﬁ”hlé’u

LA MON QUA VO GIA
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¢
S.M.AR.T
Objectives

« 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.

Measurable

(¥
b L ‘
TikTok

@giadinhtruyenhinh

86 la tai toi bi lang nhi? #giadinhtr
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(OANH KHAC

«au ai thay

¢
S.M.AR.T
Objectives

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

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

« Content using emotional appeal often create virality.

87
#DauAiThayCanhNayCu
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SPNJ

dc mung

¢ ngay phu N
S.M.A.R.T P Viét Nam 20/10

Objectives

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

Relevant ,' ﬂ  SUTHAU HIEU LA

MON QUA VO GIA

388
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Cung PNJ ton vinh

nhimg khoanh khac doi thuong

| day tran quy cua ngudai

¢ N ,35)\ phu nir yéu thuong!

S.M.A.RR.T
Objectives

« The goal will be achieved and evaluated
after 27th October - 1 week after 20th
October.

* Time: October 5, 2022 - October 20, 2022.
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¢ Target audience

Classification | Primary audience Secondary audience

Target audience Potential audience

Demographics

Gender All All

Age 25 - 42 years old 18 - 24 years old

Job and [ Unlimited, focusing on people who have middle
income income and above.
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J Target audience

&
¢ Classification Primary audience Secondary audience
Target audience Potential audience
Geographic
: Northern Vietnam (this campaign was launched nationwide, but the work undertaken by
Region .
our team was only deployed in the Northern branch.)
City Mainly focus on Ha Noi, Hai Phong, Nghe An
Psychographic
Young, dynamic, experiential, and
Liberal, open-minded, and respect the value |appreciative of women'’s value.
: of women. Interested in products that can express their
Attitudes : "
Have stable economic conditions to be own style.

willing to pay for PNJ's products.

Wish to give gifts to their women and make
Values them happy on special occasions like Honor personal values, and family affection.
Viethamese Women's Day.

91 Objects that have an

) Friends, family, colleagues
influence on
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Target audience

Classification

Primary audience

Secondary audience

Target audience

Potential audience

Psychographic

Behaviors
towards PN]J

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

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

Main
communications
channel used

Facebook, Zalo, Youtube,
Tiktok.

Facebook, Zalo, Youtube,
Instagram, Tik Tok.
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14

We are only used to the image of loving women around us with radiant, multi-
talented, and multi-tasking looks. However, perhaps somewhere in the chaos
of life, there are many unshown moments which we have to listen carefully to
sense them.

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. 7

Hay cung g (¢

y cung quan [am va ang
ngudi phu nir bén ban dé h
vimg tin v6i nhimg diéu
ma ho lua chon!

ho
0 luon
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<&
Key message

“Su thau hiéu la mén qua vo gia”

English: Understanding is a priceless gift

Behind every woman is hard work and reflection,
they deserve their understanding. Let's take care
and support the women by your side so that they
always believe in the things they choose!
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#DauAiThayCanhNay
(Dau ai thdy canh nay)

Hashtag

#SuThauHieuLaMonQuaVoGia

(Su thdu hiéu la moén qua vo gid)

#truyéncamhimgbdiPN]
(Truyén cam hung bai PN))
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Key visual

Thad hiéu

LA MON QUA VO GIA
TU07/10 - 23/10/2022
QUA TANG PHAI DEP ©- CO HOI SO HUU
CAI AO THOI TRANG KIM CUONG VIEN

Khi mua trang suc vang Khi suu tap dd bo 3 cha P-N-|

KHAM PHA NGAY

Thad hiéu

LA MON QUA VO GIA

4

CHUONG TRINH UU DAI TU 07/10 - 23/10/2022

QUATANGPHAIDEP 755, COHOISGHOU

A — CAIAO IHUI IRANG  Kivi CUGNG VIEN

Color: Navy blue, gold, warm yellow, grey

]

Elements: 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.
Pﬁl

Bo suap
Hoa Cha Me

= ONLINE



https://drive.google.com/file/d/1hpXsrZvE3sXpNxERRK9YjNE8lOu_LeW9/view?usp=sharing
https://drive.google.com/file/d/1hpXsrZvE3sXpNxERRK9YjNE8lOu_LeW9/view?usp=sharing
https://drive.google.com/file/d/1LXA-vHy3R-yQBHCERw5SO95XW4z5Yqn6/view?usp=share_link
https://drive.google.com/file/d/1LXA-vHy3R-yQBHCERw5SO95XW4z5Yqn6/view?usp=share_link
https://drive.google.com/file/d/1xUWeTjwbybCjnuDgNlFe7EZxBshgcAq3/view?usp=sharing
https://drive.google.com/file/d/1xUWeTjwbybCjnuDgNlFe7EZxBshgcAq3/view?usp=sharing

SPNJ

#PNJ

gmmm

TRUGC THEM LE HOI

m\30 MIEN PHI

| PN

b (AI A()
HOITRAI\G

©
Media channels

Owned media

a) Website
PNJ used the main banner and some other banners related to
the sale programs on their website.

b) Facebook

Owning 1.2 million likes, the official page was expected to
bring much success in terms of reach and spread of the
campaign.

c) Tik Tok
TikTok was selected to target younger customers (18-24 years
old).

d) Trade marketing
* PNJ organized minigames at their stores.

» The brand placed standees and posters in front of the store.

* At big shopping centers, PNJ organized many activities.

97


https://drive.google.com/file/d/1qMeGNLizusqfdslED19LovXkhmH1f45X/view?usp=share_link
https://drive.google.com/file/d/1qMeGNLizusqfdslED19LovXkhmH1f45X/view?usp=share_link
https://drive.google.com/file/d/1jUl4g_XcBwizYOCOVQPme_R2QU7rXiD3/view?usp=share_link
https://drive.google.com/file/d/1jUl4g_XcBwizYOCOVQPme_R2QU7rXiD3/view?usp=share_link
https://drive.google.com/file/d/1wqvh3ItSWGyzsIpdYXwd7e2hZGG27MF3/view?usp=share_link
https://drive.google.com/file/d/1wqvh3ItSWGyzsIpdYXwd7e2hZGG27MF3/view?usp=share_link
https://drive.google.com/file/d/1jNiINGJUUOPfwAGUaUBIxBnBYFgtfcfh/view?usp=share_link
https://drive.google.com/file/d/1jNiINGJUUOPfwAGUaUBIxBnBYFgtfcfh/view?usp=share_link

SPNJ

Media channels

Earned media

98

UOC THI ™
CHIA SE NHUNG KHOANH KHAC
dau ai thay

*

Word of mouth

The brand's employees.

Lucky customers.

Collaborating with famous KOLs
and KOCs.

The contest “Cung thdu hiéu

nhimg khoanh khac dau ai thay”.

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

Partnership marketing

In the Northern branch, PN]J
collaborated with Estee Lauder
and HNEW (Hanoi Women
Entrepreneurs Association).


https://www.facebook.com/PNJ.COM.VN/photos/pcb.6105222136156067/6105217159489898/
https://www.facebook.com/PNJ.COM.VN/photos/pcb.6105222136156067/6105217159489898/

SPNJ

Media channels

Paid media

a) PR posts

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"



https://www.facebook.com/HaNoiCuaToi12/posts/pfbid0Z7HXwtvjjSpcaBtryE6qzNbGFoASniaw9NwJ4Jzs2HayqmVuDSNVHbeDYJ1K7i8Yl
https://www.facebook.com/langthanghanoiofficial/posts/pfbid0BUa3UD8wrby1z3h7GrNDu93ViwfgFPQeTWtG9X7GELsxnjC8rAZSZGWPG9xQmHHul
https://www.facebook.com/hanoifan/posts/pfbid02XH2K1UfrzqukJhN7mQU8MEerwSi6u4ZqC6eUZ89TstpLuGdmihvVWwgkZT1BwFsbl
https://www.facebook.com/photo/?fbid=718864532927084&set=a.258135375666671
https://www.facebook.com/Page.HaiPhong/posts/pfbid02qNyBHvh8LiuDquACVwkTmWL35Acit5PU1a7DzM9FLw6F24HbBnQeR5xUcMbp7qNLl
https://www.facebook.com/ngheantv/posts/pfbid02p8EcLx3E3ePSyGBjZeekMwcYxjXzQpi4R6fS9tCb75cr7LyS2ShF9iv3fY23LnwGl

SPNJ

giadinhtruyenhinh

Gia dinh Truyén Hinh

75 Dang Follow 678.1K Follower 13.2M Thich

Cudc séng ciia 1 Gia dinh Truyén Hinh
LH: Hello.giadinhtruyenhinh@thetalent.vn

& www.facebook.com/giadinhtr...

chuyennhalinhbi

Chuyén Nha Linh Bi

2 Pang Follow 981.8K Follower 42.6M Thich
Nha nhé ¢ 3 ngusi ©

For work: chuyennhalinhbi.contact@gmail.com

Dé nhaLinh §

& chuyennhalinhbi.kol.eco/

chongngoan

Chéng ngoan

0 Dang Follow 461.6K Follower 13.4M Thich

Forwork: 0976966969/ ZL: 0397582947
Mét s6 db gia dinh minh dung § G G

& beacons.ai/chongngoan

Media channels

Paid media

b) Tik Tok videos with KOCs

PNJ 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”.
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https://drive.google.com/file/d/1dcW-sBXQ1It0il2y9MKzBPtdBaeSl_98/view?usp=share_link
https://drive.google.com/file/d/1dcW-sBXQ1It0il2y9MKzBPtdBaeSl_98/view?usp=share_link
https://drive.google.com/file/d/1DOqZOfjUmYte2qepBfmxtM84ejS1l7I8/view?usp=share_link
https://drive.google.com/file/d/1DOqZOfjUmYte2qepBfmxtM84ejS1l7I8/view?usp=share_link
https://drive.google.com/file/d/1ArhCMLVgwpmQkKbpupflXgC53RP52UpS/view?usp=share_link
https://drive.google.com/file/d/1ArhCMLVgwpmQkKbpupflXgC53RP52UpS/view?usp=share_link

SPNJ

DIEN DAN DAN TRI VIET NAM

Gladlnh

NET VN

Ziing news
THANH NIEN

DIEN DAN CUA HOI LIEN HIEP THANH NIEN VIET NAM

Media channels
Paid media

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.
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Vietcetera. @

Pa dang hoa goc nhin
vé Viét Nam hién dai

Media channels

Paid media

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.

Adverl'lsmo

vielnam™*
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¢ Media objectives

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

Promote brand engagement:
» 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.
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Strategie§ & Tactics

Communication Strategies

Phasing

Trigger
(29/9 - 6/10)

Engage
(7110 - 14/10)

Amplify
(15/10 - 23/10)

Objective

Attract the initial
attention of the
target audience by
using an emotional
appeal key
message.

Spread the key
message, trigger
social discussion,
build an emotional
connection with the

target audience.

Spread the message
on a large scale,
inspire and encourage
the audience to relate
themselves to the key
message, raise
awareness and
increase brand love.

Al Key hook

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

Channel

Internal channels
(Workplace,
Livestream,
Infographic),

Facebook, Website,

Website, KOLs/KOCs,
Digital Ads, Social
media (Facebook,

TikTok), Offline (OOH,

trade marketing)

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

Awareness,

Discussion

Engagement,
Participation

Contribute, Action
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Strategies & Tactics

Communication Tactics

Trigger

(29/9 - 6/10)

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

Engage
(7/10 - 14/10)

Use User Generated
Content Collaborate with
famous creative creators,
community sites, and

Amplify
(15/10 - 23/10)

Launching the online
contest "Cung thdu hiéu
nhimg khoanh khac dau
ai thay”

Cooperating with a
number of partner

AT people.to JTBIEIE KOLs/KOCs with many brands.

ampeigr. foll Tak f th

Reveal that the key OHOWED. b?ar? défg\i/r?tr;st::qiel} of the

wﬁf;i;%if?nc;sﬁison communications. Launch
o 5 trade marketing activities

triggering curlosity to attract customers

through a topic of great

interest.

Key Asset *realbmolk, Werkplios Facebook, TikTok, Facebook online contest,

KOLs/KOCs

Offline marketing, WOM




5PN

Project Timeline

Scope of Work

Receive campaign information from Marketing
Division of PNJ headquarters, research the
20/9 - 28/9 North market, build communication plans and
plans, search for media partners to advertise
campaigns.

Research &
Ideation

Production 7110 -14/10 Create content for fan pages, design
campaign-related images, contact with partners,
and provide communication approaches and
guidelines for advertising partners.

15/10 - 22/10 Partners post promotion content and the team

Launch keeps track of their interaction.

Evaluation 23/10 - 3110 Evaluate campaign results based on set KPlIs
and objectives, write reports on competitor's
activities during the campaign’s period to assess
PNJ's performance
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&
Risk management
and Budget

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 PN]J, so we could only offer possible risks and
solutions in the scope of work our team undertakes.

We was not allowed to access PNJ's internal confidential information. For that
reason, we do not hold information about the budget of “Su thdu hiéu la mén qua

vo gid'' campaign.

“Risk management” Table on page 56 — 58 in our production book.
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Project execution

Implementation: 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,...

PNJ VA MG HINH SWOT

PN - Thuong hidu ndi thay tiéng lbng cic c3p

STRENGTHS G waicouo

- Chién dich quang cao thu hit su cha ¥ cua cong e
chung.
A théng tin giao tiép da chidu gidia thuong 5
khach hang ma khang bi han ché vé khéng PNJ
P e i TINH YEU. | 3 }(/
v anh thuong hiéu (42 2L "/“) (N

insight ctia

ung
khéach hang, b u hudng va thi hiéu cua cong

e 2

chung § %
C6 su tién phong trong viéc ma réng tép khach N (G
3 4 i tyle by PNJ # \ g

0 s6ng va hé théng diém cham thudng y
hicu & mdc kha/tot PNJ

THREATS

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

- C6 thé bi canh tranh bdi cac thudng hiéu d6i
tha do 16i di van & mifc an toan, chua dat dudc
top of mind ctia khach hang khi tim
kiém/chon/mua san pham cuia PNJ.

WEAKNESSES

- Cac chién dich van cdn 8 dang An toan, chua
that su dét pha vé thng diép so véi cac nhan

hang khac trén thi truéng.

- Chua t6i Uu héa tif khéa trén céng cu tim
) LCH I* kiém.

Tir 12/10 dén 21/10/2018 - C6 nhiéu kénh truyén théng nhung lugng
tuong tac khéng déng déu, chi yéu tuong tac
t6i tif facbook, cac trang nhu youtube,
Instagram dang con khéng tét.

PNJ VA MO HINH SWOT
OPPORTUNITIES

C6 tiém nang xay dung va phat trién dudc
thém & céc kénh nhu Shopee (affliate sale),  FREEEEEEED
TikTok, héi nhém Facebook.... B Shopeatial
-T6i U hda cac bai vist SEO trén cong cu

ch hang réng va néi dung
trung hon so véi cac brand

ent cé kha nang viral tét trén mang
ma khéng bi danh gia la push sale 16
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https://drive.google.com/file/d/1bUs5X1ooAK-iTevUuQLEpVFn9xaA1N4n/view?usp=share_link
https://drive.google.com/file/d/1bUs5X1ooAK-iTevUuQLEpVFn9xaA1N4n/view?usp=share_link
https://drive.google.com/file/d/1DAx6leOmZTv-A_lKEdqkYbVkhMF1EVHY/view?usp=share_link
https://drive.google.com/file/d/1DAx6leOmZTv-A_lKEdqkYbVkhMF1EVHY/view?usp=share_link

4

Project execution

Implementation: 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.

« Tén chién dich: Because it's love - Chi can la yéu
* Thai gian chay chign dich: 06/10 - 23/10/2022
* Muc dich:
« Lan toa thuong hiéu PNJ tdi khach hang muc tiéu Millennials (Gen
¥) va khach hang tiém nang (Gen Z).
» Tang doanh s6 ban s&n pham thong qua cfa hang cla PN va cac
san thudng mai dién tu
* Noi dung chién dich:
« Tao challenge trén Tiktok: tan dung nguén Iuc KOC, micro
influencers day affiliate link
+ Tao content day sale trén cac mang xa hai
+ Minigame: Luu git khoanh khac vi ngusi tran quy.
« Chi phi

60C NHIN TRUYEN THONG MGI

Cinema adsvertising:

+Quang cao co do phti Ion, khién khan gia chu
¥ dén nhan hang.

+C6 nhiéu phuang thuc lam quang cao tai rap
phim (hoan toan c6 thé quyst dinh dua trén
Nngan sach): quang cao trudc khi phim chiéu;
QUANgG C40 trén Ve, tdi bang, NUGKE,

THE BIG IDEA

B6i canh:

« Dua vao insight ctia nhom khach hang muc
tidu (20 - 40 tui): L thé hé ngudi tré tran
trong cam x 3n than va ngudi
khac, mu6n can bing gitia tinh yéu va su
nghiép, muén bay té gia tri ca nhan va rat
giau tinh yéu thuong.

PN3J vin chua ddy manh content tudng tac.
Content lién quan dén tinh yéu thuéng lun
hu y va quan tam bdi tat ca mr
ét la nguai tre.

Instagram chuyén vé lifestyle, fashion.
Chia sé nhdng noi dung gdn gui vdi gen Z
hdn, dudc tai trg bdi Style by PN nhung
kheng cén thiét phai quang ba moi san
pham dén tif PNI.

BE XUAT 1 KENH e
TRUYEN THONG M01? Vietcatra: sarie vt v phang cich
igi he tinh?

tré/ Gen Z s6ng/ Ca sao
(Content vé paer pressure, gan Z s8ng th
nao, cai gi day link dén dudc dén thang
diep yéu ban than)
Vidu: Series Why not? cia Curnon
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https://drive.google.com/file/d/1SMBYNXQJ0gfsYks4ekmsOY-11YtP7kvx/view?usp=share_link
https://drive.google.com/file/d/1SMBYNXQJ0gfsYks4ekmsOY-11YtP7kvx/view?usp=share_link
https://drive.google.com/file/d/1kUcY1SFzPAtL2ZZLjvFafnTvJfLeUAAp/view?usp=share_link
https://drive.google.com/file/d/1kUcY1SFzPAtL2ZZLjvFafnTvJfLeUAAp/view?usp=share_link
https://drive.google.com/file/d/1JYBoC6k3yP4wF2gcABNXQo_Us0f07p7q/view?usp=share_link
https://drive.google.com/file/d/1JYBoC6k3yP4wF2gcABNXQo_Us0f07p7q/view?usp=share_link
https://drive.google.com/file/d/11loBrKNE3ZfJvqSJeR7FX02Xvl6gqvvM/view?usp=share_link
https://drive.google.com/file/d/11loBrKNE3ZfJvqSJeR7FX02Xvl6gqvvM/view?usp=share_link

SPNJ

¢ Project execution

Implementation: Partnership marketing

a) HNEW Meeting

* 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 thdu hiéu
la mon qua vo gid", while increasing sales.

* 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.
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https://www.pnj.com.vn/blog/wp-content/uploads/2022/10/hoi-tu-va-toa-sang-cung-pnj-trong-cuoc-gap-go-nhung-nu-doanh-nhan-hnew-cuoi-thu-thang-10-01.png
https://www.pnj.com.vn/blog/wp-content/uploads/2022/10/hoi-tu-va-toa-sang-cung-pnj-trong-cuoc-gap-go-nhung-nu-doanh-nhan-hnew-cuoi-thu-thang-10-01.png
https://www.pnj.com.vn/blog/wp-content/uploads/2022/10/hoi-tu-va-toa-sang-cung-pnj-trong-cuoc-gap-go-nhung-nu-doanh-nhan-hnew-cuoi-thu-thang-10-04.png
https://www.pnj.com.vn/blog/wp-content/uploads/2022/10/hoi-tu-va-toa-sang-cung-pnj-trong-cuoc-gap-go-nhung-nu-doanh-nhan-hnew-cuoi-thu-thang-10-04.png
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Project execution

Implementation: Partnership marketing

b) Estee Lauder workshop
In addition to HNEW, PNJ Northern branch

had a series of workshops with Estee Lauder.

= - - "
\ / 4 > CAF
< ad
ESTEE
NJ  [AUDER
Workshop chao ngay Phy nir Viet Nam 20710
|

| Théiu hiéu lan da - 24h bieén héa

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.
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https://www.facebook.com/photo?fbid=1326280888113434&set=pcb.1326282518113271
https://www.facebook.com/photo?fbid=1326280888113434&set=pcb.1326282518113271
https://www.facebook.com/photo?fbid=1326280668113456&set=pcb.1326282518113271
https://www.facebook.com/photo?fbid=1326280668113456&set=pcb.1326282518113271
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Project execution

Implementation: Social media activites

a) KOCs

Collaboration with KOCs/KOLs is an important step

towards success for a viral project. In the campaign "Su

thau hiéu la mén qua vo gia", 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

Lugit follow

Muyc dich

N8i dung/Hudng tiép can

(link

sow

150K views/video

KPIs

3 ’« et
Chuyén:Nha Linh Bi
Minh,gda vuct qua tram
cam sau Si thé nao
[l #chuyennhalinhbt #degi,

#dailyviog #NgayPhuNuVN2022
#suthauhieulamonquavogia

]

Hide
See translation

JJ Happy song 1 for cookin

O = al36% @

Gia dinh Truyén Hmh(‘ ¢

Giang khong hoan thanh thi thach
ding khéng moi ngudi, hay la tai
t6i bi 1dng nhi? #giadinhtruyenhinh
#suthauhieulamonquavogia
#manhcuongvtv #huonggianggpvn
#metub

Hide
See translation

J3 finh Truyén Hinh - Gia di
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https://drive.google.com/file/d/1R11m83b2JEXxJKgDUWYjHHpMuJMTAFTW/view?usp=share_link
https://drive.google.com/file/d/1R11m83b2JEXxJKgDUWYjHHpMuJMTAFTW/view?usp=share_link
https://drive.google.com/file/d/1RO1_CbkW4uBpIiAN0Njl1pOiDTc7O81H/view?usp=share_link
https://drive.google.com/file/d/1RO1_CbkW4uBpIiAN0Njl1pOiDTc7O81H/view?usp=share_link
https://drive.google.com/file/d/1QFRnAvzOgrJ4RiSdv_vW3Jis8xhrgaj-/view?usp=share_link
https://drive.google.com/file/d/1QFRnAvzOgrJ4RiSdv_vW3Jis8xhrgaj-/view?usp=share_link
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Project execution

Implementation: Social media activites

b) PR pages

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 Luct follow Nén tang

1yén ciia Ha N oM Facebook

Huéng tiép can Noi dung truyén théng

fang tim qua

rang ma kiém ngudi y

C tiic)

hai an com tr6, théi
cho minh dé béo thu

nt sale, uu dai (dan.

t vé thi

1g status: £
n 4M, muén mua
in yéu thi mua

t
Beé dudi binh luan: 20,

KPIs

L “ " ) trao di yéu thung nér
) QUéN yéu va hié 5i phuy nit tran Ja ban
nhiéu hon nda nh
Chi con dun: ngusi this 2 sé
tang qua cho ba
1 22M Facebook  trin Gty D8 dusi binh lu: ) 3 day xinh thé nay chac chan ngus 0
thau hiéu) y ;& khong dd g ngay 20/10 h
dér Ui kné nhat BAN THAN cla nhing dua
643K Facet Bai viét status don gian yeul
= - & > D@ dusi binh luan: g, hiéu cho tang minh cai nay
i cho xinh =>
UYET CHIEU PHA A0 20/10 CAC Al
u (aka Thau hiéu]
sm phu nd vui trong ua gi thi ghe PNJ tha
i § ) 646K Facebook
h uu dar

ink

ém mu
20/

phu ni vui nhan dip 10 & Nghé Ar
5 PN.

nh uu dai “Thau hiéu
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https://drive.google.com/file/d/1uWN6HqCvB53v8_F0L_68n1UGKeeJAxqq/view?usp=sharing
https://drive.google.com/file/d/1uWN6HqCvB53v8_F0L_68n1UGKeeJAxqq/view?usp=sharing
https://drive.google.com/file/d/1JUXSrZnGAEU3iYGEoqr4ZcmR_QgStS2h/view?usp=sharing
https://drive.google.com/file/d/1JUXSrZnGAEU3iYGEoqr4ZcmR_QgStS2h/view?usp=sharing
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Evaluation

Media effectiveness: On Facebook official fanpage

PNJ -
i ,
NGUOI PHU NU -
LTAYEU

my CUOCTHI ™
CHIA SE NHUNG KHOANH KHAC
dau ai thay

U dai doe quyén Online

Thad hiéu

PNJ always uses Facebook to promote its communications campaigns. This social
networking site is the most invested media channel of PNJ. “Su thau hiéu [a mén qua vo
gid" was promoted on the official fanpage of PN| and achieved total of:

* 162285 reactions, 1726 reactions/post.

* Main posts” interactions up to 1K-2.5K reactions/posts

« The content that received the most interactions related to KOLs and minigames
amounted to more than 5K reactions/posts and 2.7K shares.


https://www.facebook.com/PNJ.COM.VN
https://drive.google.com/file/d/1fYNcnpFFXE9j9XBiz6f8Mw9qk7asb85H/view?usp=share_link
https://drive.google.com/file/d/1fYNcnpFFXE9j9XBiz6f8Mw9qk7asb85H/view?usp=share_link
https://drive.google.com/file/d/1uQUJwThzEilufwrWnC8Yy96k14xN7jXv/view?usp=share_link
https://drive.google.com/file/d/1uQUJwThzEilufwrWnC8Yy96k14xN7jXv/view?usp=share_link
https://drive.google.com/file/d/100nQY73qX2VNHgcEKNgGh3wFhBuWbXhQ/view?usp=share_link
https://drive.google.com/file/d/100nQY73qX2VNHgcEKNgGh3wFhBuWbXhQ/view?usp=share_link
https://drive.google.com/file/d/1v01Q5cTCS4rh_lWN-wNbbcP_tamv627M/view?usp=share_link
https://drive.google.com/file/d/1v01Q5cTCS4rh_lWN-wNbbcP_tamv627M/view?usp=share_link
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(3]

o

Evaluation

Media effectiveness: PR posts on Facebook

MEDIA EFFECTIVENESS (up to 27/10/2022)

1. KOL
Tiktok 19/10 290.500 27.900 56 116 193%
. - 18h15 ngay | PNJ Next 189 .

Gia dinh truyén hinh R . 150k views/video
y Facebook 16/10/2022 | Ba Triéu, Ha NGi 20/10 319.000 8.400 27 96 212%
Tiktok 1oh PNJ Next 110 20/10 1.400.000 180.600 187 443 280%

Chuyén nha Linh Bi gay CAu Gidy, Ha 500k views/video
Facebook | 18/10/2022 Nbi 20/10 421.000 19.010 80 177 84.2%

- Reaction:1.2K

- Reaction: 133%

9 Lang thang Ha Noi Facebook X 16/10 1.600 9 2.100 - Camment: 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 N&i cua 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%
, . - Share: 30 - Share: 153%
Hai Phang - -
- 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%
. - Share: 30 - Share: 167%
MNghé An -
- Reaction: 2k - Reaction: 50.5%
16 Facebook X 19/10 1.012 2 41 - Comment: 300 - Comment: 14%
- Share: 30 - Share: 7%
TGNG 2.430.500 247.972 513 4.292
]
- B A Y -



https://drive.google.com/file/d/1jKYOb1KPznz6SHPiTTvIC82s42TVN3TS/view?usp=share_link
https://drive.google.com/file/d/1jKYOb1KPznz6SHPiTTvIC82s42TVN3TS/view?usp=share_link
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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.

PNJ's campaign also attracted a large
number of audience shares about their
stories and their beloved woman.

Evaluation

Audience’s Feedback

@ Nguyén Nam

C6 mét ngudi me mang tén "ba ngoai”... ngudi da tling vat va nudi vd cta ban,va
gid lai tiép tuc hanh trinh cham séc con ban. Néu chi ding 2 tif "cam on" dé néi
V& su biét on d8i véi ba thi khéng thé du va néu ding hanh ddng dé thé hién cho su

biét ... Xem thém

ST € o
FrE

@
& tuyén dau chéng dich!

Cudi nhau 3 nam, hon 2 nam covid lam dao 16n cudc séng, khi dia con dau long

ctia 2 v chdng méi hon 1 tudi cé dy da phai lén duéng dé di chéng dich, ti rét lo,

nhung rat tu hao v& cé &y. Thuong Idm, nhung ciing chi biét ... Xem thém

Hoang Hudng

% Khéi Mang

Mi thay PNJ lam chién dich né
Like Reply Share

Khénh Lién
Ai ciing nghf dc tn thi may qua

Like Reply Share

Huynh Dao
Thanh Ha y chang tui véi ba né, dau ai thdy canh d6

Like Reply Share
Ngb Chién
Thuyén Hoang hay thiu hiéu, khong c6 1 13 ty nhién hét nha

Like Reply Share ¢

S RMI1 Higher Degree by Research Scholarship

10 diém cho PNJ, 10 diém cho théng diép "Thau hiéu la mén qua vo gia”

Like Reply 4w

ﬁ&‘?’ Nang Ha

R 4

dugc viral rong khap nha

Ui dbi 6i, toan nhan vat hot hit théi, ma ddng la théng diép hay nén xiing dang



https://drive.google.com/file/d/1-SHn2fpOnx-iK4eF1tzBifGeZQ5gKm7F/view?usp=share_link
https://drive.google.com/file/d/1-SHn2fpOnx-iK4eF1tzBifGeZQ5gKm7F/view?usp=share_link
https://drive.google.com/file/d/13yJPvyQix5Yy7NGGWpoGoD2aCa-5ULdz/view?usp=share_link
https://drive.google.com/file/d/13yJPvyQix5Yy7NGGWpoGoD2aCa-5ULdz/view?usp=share_link
https://drive.google.com/file/d/1FrX1d-FheInZT8C2RThCK9yilSp15JFY/view?usp=share_link
https://drive.google.com/file/d/1FrX1d-FheInZT8C2RThCK9yilSp15JFY/view?usp=share_link
https://drive.google.com/file/d/15puwl2374Cl5dt6JsAukT4u9Ay07cak4/view?usp=share_link
https://drive.google.com/file/d/15puwl2374Cl5dt6JsAukT4u9Ay07cak4/view?usp=share_link
https://drive.google.com/file/d/1WqU59lnYRyoWWlhSmGw3j87BuZJxjEm_/view?usp=share_link
https://drive.google.com/file/d/1WqU59lnYRyoWWlhSmGw3j87BuZJxjEm_/view?usp=share_link
https://drive.google.com/file/d/1dvmM92yTxNART0szpqdmcX5b22JvHq4P/view?usp=share_link
https://drive.google.com/file/d/1dvmM92yTxNART0szpqdmcX5b22JvHq4P/view?usp=share_link
https://drive.google.com/file/d/1o-xlDuF5gxf9HXWCO7hvt4UdhpSDEyxX/view?usp=share_link
https://drive.google.com/file/d/1o-xlDuF5gxf9HXWCO7hvt4UdhpSDEyxX/view?usp=share_link
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Evaluation

Media effectiveness: On Facebook official fanpage

« The 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).

* The number of comments and shares was not too impressive, and only the post
on the fan page "Lang Thang Ha No6i '' received more than 2K comments.

(Up to October 27th)
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https://drive.google.com/file/d/1foYOZkx8807cjjd7okR7JfrKvyBZiGeK/view?usp=share_link
https://drive.google.com/file/d/1foYOZkx8807cjjd7okR7JfrKvyBZiGeK/view?usp=share_link
https://drive.google.com/file/d/1rHM9YTVWwxlUtiUDSso-heQcmY2qwmiC/view?usp=share_link
https://drive.google.com/file/d/1rHM9YTVWwxlUtiUDSso-heQcmY2qwmiC/view?usp=share_link
https://drive.google.com/file/d/11z_RnfeNxhZTxKfWaageQLxMkPJ5Cb-c/view?usp=share_link
https://drive.google.com/file/d/11z_RnfeNxhZTxKfWaageQLxMkPJ5Cb-c/view?usp=share_link
https://drive.google.com/file/d/1IqTHOfR3BWfnGso8s_swkeR-FZTraDt5/view?usp=share_link
https://drive.google.com/file/d/1IqTHOfR3BWfnGso8s_swkeR-FZTraDt5/view?usp=share_link
https://drive.google.com/file/d/1d4TEI-BpA8OJjyyBUEV-HOOffB9g5hud/view?usp=share_link
https://drive.google.com/file/d/1d4TEI-BpA8OJjyyBUEV-HOOffB9g5hud/view?usp=share_link
https://drive.google.com/file/d/1bUbMsFHN8IQEnjp4dD1E9AC6lw2UU5w4/view?usp=share_link
https://drive.google.com/file/d/1bUbMsFHN8IQEnjp4dD1E9AC6lw2UU5w4/view?usp=share_link

PN Evaluation N

Media effectiveness: Video with KOCs

MEDIA EFFECTIVENESS (up to 27/10/2022)

Chamnel | Nen'ting | Noiy quay Noay dingbsi | View | Lke | Shre | Comment | kP |  Remt |

1. KOL
Tiktok 19/10 290.500 27.900 56 116 193%
. . 18h15 ngay | PNJ Next 189 .

Gia dinh truy&n hinh C s s 150k views/video
y Facebook | 16/10/2022|Ba Triéu, Ha Noi 20/10 319.000 8.400 27 96 212%
Tiktak ) PNJ Next 110 20/10 1.400.000 180.600 187 443 280%

Chuyén nha Linh Bi 19h ngay Cau Gidy, Ha 500k views/video
Facebook | 18/10/2022 NG 20/10 421.000 15.010 80 177 84.2%

2 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.

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.
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https://drive.google.com/file/d/1jKYOb1KPznz6SHPiTTvIC82s42TVN3TS/view?usp=share_link
https://drive.google.com/file/d/1jKYOb1KPznz6SHPiTTvIC82s42TVN3TS/view?usp=share_link
https://drive.google.com/file/d/1A42ly0zQW7TKxFO1RLNVoso28JD7SdCG/view?usp=share_link
https://drive.google.com/file/d/1A42ly0zQW7TKxFO1RLNVoso28JD7SdCG/view?usp=share_link
https://drive.google.com/file/d/1L20vtBZsQ6bu9i61vMbDUcQ094lorntY/view?usp=share_link
https://drive.google.com/file/d/1L20vtBZsQ6bu9i61vMbDUcQ094lorntY/view?usp=share_link
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« This report aimed to measure
PNJ's communication
effectiveness compared to other
brands and to see what can be
learned from competitors.

* PNJ leads in top interactions
(reactions, comments, share) due
to high reach but the
engagement rate of Bao Tin
Manh Hai is higher
(Data from Social Status from

October 3™ to October 20th. )

Evaluation

Competitor Comparison: Campaign overview

PNJ DOJI BTMC Huy Thanh BTMH Phi Quy
Thoi gian 3/10-20/10 12/10-20/10 10/10-20/10 8/10-20/10 4/10-20/10 Khéng
DPang sau mdi ngudi phu | Khéng cé mét chu g0 yed
= g‘ L gr it k - ~ . .| thuong téi phu Khong co, chuwong | Tang qua cho phu nit minh
Big Idea nir la vat va, suy tu, g e nit théng qua | trinh 20/10 gan nhw éu thwong la cach noi loi Khon
9 xtrng dang nhan cach 20/10, nhdn manh | , v 9q % 9 y 9 s 9
s eyl & cach tang trang thuan sale. yéu
thay hiéu riéng vé push sale. =
strc
: 5. el : o L Moén qua tha
= Sy thau hiéu la mon qua Uu dai mua yéu % a . Happy women's day 2
Tagline e hiéu/ Trao tron Just For Her Khéng
vo gia thuong % 20.10
yéu thuong
R Lé cudi, tinh yéu, A P
. AT - " Vs Thau hiéu, yéu z l,. I ‘y fl thong diép yéu thuong,
K Mon qua thau hiéu, mén Uu dai, yéu i GB10 nhan cuwdi, qua tang 474 D00, £iid ol d Khén
iy N - ; - ® o, 5
¥ qua y nghia, vu dai thuong, sale 30% A ?ér?. - nguoi thwong, cau - . téng 200 -
e hon, d6 theo ménh YRERNG-
6 ha 13 v3 s ha véu di .
) i h ,dao_f ve’l(ng ‘va & ’u ):eu e . . Tong chu dao la mau 2 mau chinh la vang va .
Visual xanh nuwéc bién lay tir do hong, xanh luc Vang, hong & 4 Khong
. hong pastel hong pastel
logo bao
Dan tri, Tudi tré Tha D6 Vief:;?ﬂ”ﬁ:’:’ Ha VNEXxpress Eve; kel CatSF, Mhig
Kénh PR ’ ’ pidss prEss; Khong séng kinh té, 24h, Khong

T6 qudc, afamily

NGi mai, Thanh tra,

Pau tu Viét Nam

Kenh14, Dan tri

VNEXxpress.



https://drive.google.com/file/d/1B0ajHqlVp4B2DiLzceXJmiBfMe9eWkU2/view?usp=share_link
https://drive.google.com/file/d/1B0ajHqlVp4B2DiLzceXJmiBfMe9eWkU2/view?usp=share_link
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V. Reflection

What we have learned and our recommendations
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Reflection

Our roles in the process

In PNJ Northern branch's 27th birthday event series, we
joined the project from the beginning and our proposal was

seriously taken into consideration.
We had the chance to participate in other minor tasks.

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 quality when published.

b * 9 4
{3} ¥
s PNJ

TRUNG THU AM Ap

CUNG PN} TRAO GUI YEU THUONG
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Reflection

& Our knowledge and application in this process

Theories of communication modeling, risk management processes, 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, S.M.A.R.T model.

In the communications process of the birthday event of PNJ Northern branch, we

applied the AIDA model.

Applying models learnt at the university to a real business was not just

about applying but also adapting.
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Lesson learned

Q 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
'! FINAL 1 9/15/2022 1:36 AM MOV Video File (VLC) 6,549,059 KB 00:04:25
Q 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

Our team's strength was not internal communications.

* Internal communications was perceived differently by different people.

«  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.

» Each business has a different way of implementing communications activities.
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https://drive.google.com/file/d/1bWcLmNOy1bHQfLiGPaO_BeJFHEAx_VKm/view?usp=share_link
https://drive.google.com/file/d/1bWcLmNOy1bHQfLiGPaO_BeJFHEAx_VKm/view?usp=share_link
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& Recommendations for PNJ Northern branch

For PNJ Northern branch’s 27th anniversary, our recommendations were presented as follows.

For the writing contest “PNJ trong toi: ’
J

Replace it with a contest with the same 2
meaning but more novel and engaging. W 5(/14.7'
For the soccer tournament: Add ~ %

minor events in which members
from different teams were switched.

For “Sparkling diamond” and company

beauty pageants in general: Loosen eligibility . '
requirements of the contest, allowing staff of B PNJ MIEN BAC
all ages and gender to participate.

1202

'8/09/1995 - 18/99
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Reflection

& Recommendations for PNJ Northern branch

For PNJ’s Viethamese 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.

Create more standard SEO content for the
blog section at PN]J's official website.

Considering more use of OOH such as
cinema advertising will increase reach to
Gen Z customers.

SUNFLOWER Sinh Nhat

.\ pnjofficialvn ®

PNJ OFFICIAL

pnj_jewelry @ e ey ...

539 posts 48.2K followers 0 following

PNJ

PNJ - THUONG HIEU TRANG SUC & KIM CUONG HANG DAU VIET NAM
Hotline: 1800 54 54 57 170E Phan Dang Luuy, P.3, Q.Phi Nhuan, TP.H6 Chi Minh
www.pnj.com.vn
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Reflection

Recommendations for 4Hrs

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

Be more proactive in suggesting ideas,
and spend more time researching before
working with the brand.

Learn more skills to work in the client’s
environment

Take notes, memorize, and apply the
knowledge learned in this project to
the next projects.
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INCERELY THANKS

We would like to express our sincerest
thanks to our supervisor Mrs. Nguyén Mai
Hoa. Thank you for always enthusiastically
guiding and supporting us during the
project.

We also want to send our deep respect and
appreciation to our teachers at FPT
University for teaching wus valuable
knowledge and experiences.

We are very grateful to PNJ Northern
branch and especially to our main mentor
in this project, Ms. Pham Lé Thu Trang for
guiding and allowing us to experience
useful activities.

Finally, 4Hrs would like to thank our
families and friends for always being there
to support and encourage us.

4Hrs hopes to make you proud. We
sincerely thank you!



