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ABSTRACT

After considerable thought, Lac Viet Intech was born on 11/11/2011 on a little street. Doctor Thai Khac Vinh
runs Lac Viet Dental Clinic, located at 280 Khuong Trung, Khuong Dinh Ward, Thanh Xuan District, Hanoi.
Although Lac Viet Intech is one of the country's leading dentists, it has not touched different customer files,
and Lac Viet Intech needs to expand further in terms of communication.

Color Team (K14 Multimedia Student, FPT University) is thrilled to have you join us as a media intern to
brainstorm new project ideas and action strategies. Motion. We actively watched all aspects of the media
campaign while working for Lac Viet Intech. However, in this thesis, we will focus our analysis on four main
projects of the September-December 2022 campaign, which are: Our team's role in this project:

= Discussion "Uu diem cua cong nghe trong rang implant safe tech"
= 2022 Community Health Day
= Create a Tiktok channel

= Social platform development: Facebook, Tiktok

5 Four fundamental criteria guide our project:

Novelty: Increasingly, the problem of braces or dental implants is gaining a lot of attention, but when people
come to it, it's mostly to change their beauty, not knowing that if they don't do it, it would drastically harm
their health and life. Living. So our advertising aims to modify people's perceptions of braces; braces aren't
simply for looks.

> Practicality: Using the theoretical foundation we've acquired, we've had the opportunity to apply what
we've learned to specific occupations and produce communication products that can be used in practice.

> Social humanity: The purpose of this campaign is not merely to raise brand awareness or customer trust
but also to change people's perceptions of the braces problem. Braces will no longer be just for beauty; they will
also safeguard one's health and significantly impact one's life and career.

»> Science: To evaluate communication efficacy, use research methodologies to design specific goals and
measure results. The production books were examined for plagiarism using Grammarly Pro software, and the
results were positive, with approximately 96% similarity to the original. In addition to the specially polished
design, we present the detailed structure and content of the Book produced by scientific study standards.

Capstone Project Production Book 9



I. SITUATION ANALYSIS

01 The importance of communication in

02 Marketing Communication in the health

I1. OVERVIEW healthcare dental
ITI. THEORIES 1.1 _ o
-1 What is communication? 2.1 Marketing Communication in healthcare
IV. COMPANY OVERVIEW 1.2 Marketing communication in healthcare dentistry
V. RESEARCH & ANALYSIS 2.2 Marketing Communication in dentistry

INTRODUCTION [. SITUATION ANALYSIS

In this section, we'll explain the origins of our project and why
we think it's essential. The campaign in the fourth quarter co-
incides with the end of the year, when many essential holidays
take place, so people have more beauty needs. Therefore, now

is a great time to launch a communication campaign to increase 1.1. What is communication of communicating a message to the audience is

brand awareness and inform people about a reputable dental considered media communication. It plays a vital

clinic for dental health care mouth. First, we want to mention the concept of “Communi-  role in producing a product or providing servic-
cation”. “Communication is a human-to-human com-  es to the customers and; concurrently making an
munication process or is generalized as a process of  impact on customers’ awareness which helps form
communicating, sharing informa- interests, satisfaction, and con-
tion, sending messages for a certain sumerism. (Prutianu and oth-
communication purpose between ers,1998)
the parties involved.” (Lan Huong, ¢
2014). = , Because of that, communication

is the process of constant commu-

According to Kotler (2007, p. 45) et nication happening in humanity.
“Communication is the activities of The process isn’t as simple as onl
conveying information indirectly or COMMUNICATION having the sender or the receive}rf
directly about the product and the involved, but requires constant
business itself to customers in order to convince them  signals transmitting to come to a common under-
to believe in the business and products, and buy the  standing; this is placed in a reciprocal relationship
products.”. (Reference: Marketing Essentials, Philip  with environmental factors and the society where
Kotler ) communication takes place.( 2007, page 353)

O1. THE IMPORTANCE OF COMMUNICATION IN HEALTHCARE

In the context of constant industry rivalry, the process

1.2. Marketing communication in healthcare

The world has changed, as has society, and so have people’s needs. Demand for commodities such as automo-
biles and televisions will fall Meanwhile, the demand for such healthcare services will rise further. According
to Datamonitor, elder consumers are willing to pay extra for goods that are personalized to their unique de-
mands. They are also more interested in products that provide an immersive experience. They have a budget
and more time for leisure activities. This will create a market opportunity. Healthcare marketing is a strategic
outreach and communications process designed to entice customers, lead them through their healthcare jour-
ney, and keep them engaged in the health system. To drive engage- ment and accelerate enterprise growth,
sophisticated healthcare marketing strategies integrate omnichannel, highly segmented, and targeted online
and offline tactics. Healthcare systems track their marketing efforts’ success through specific metrics aligned
with key performance indicators (KPIs) and marketing return on investment (ROI).

According to Neilsen, all types of health care organizations are at the
vanguard of this new era. At the same time, healthcare is becoming

®
“digitalized” through adopting electronic medical records and mo-
bile, social media, and cloud computing platforms. As a result, health ‘ S ‘ 1]
care, like many other industries, is rapidly evolving. This digital
e ¢ & & o o o o o
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transformation will assist organizations in providing improved health, value, and consumer engagement.

In recent years, marketing communication in the healthcare industry in Vietnam has been recognized as spe-
cific and has continued to use traditional methods of communication, such as television. Because the health-
care industry has specialized knowledge, it can take time for the media to reach. However, with the economy’s
muscular development and globalization trend in recent years, people have become more interested in the
communication field for the Vietnam healthcare industry, gradually bringing the industry to life beyond the
traditional framework.

02. MARKETING COMMUNICATION IN THE
HEATH DENTAL

2.1. Marketing Communication in healthcare dentistry

Dentistry is a broad specialty with many different areas of concentration and patient populations. As a result,
an effective dental marketing strategy will assist in attracting, converting, and engaging current and prospec-
tive patients and building the brand’s reputation. A well-planned integrated marketing strategy can do more
than attract new patients. People may be in desperate need of treatment but don’t know where or how to look
for a reputable dentist who can provide the required services. It may appeal to patients with specific needs and
cannot find a doctor who meets them. It shows today that having the best dental marketing strategy showcas-
ing a unique personality can help increase your profits and brand awareness. It has been demonstrated that
having the best dental marketing strategy highlighting an individual character can help increase profits and
brand awareness.

Revenue of the oral care market worldwide from 2012 to 2025

(in million U.S. dollars)

Figure 1.1.2.1.a: Revenue of the oral
market worldwide from 2012 to 2025

@ Additional Information Show source @

Except for 2020, the worldwide oral care market revenue has risen in
recent years and is predicted to rise further, according to the Statista
Consumer Market Outlook. By 2020, revenue would have reached nearly
44 billion U.S. dollars. The oral care market’s average per capita revenue
was 5.87 US dollars. That same year, the market was by far the largest
among all countries in the United States. By comparison, the revenue
of the Chinese oral care market came in second place, reaching about
three billion U.S. dollars less.

Capstone Project Production Book 12

Teeth whitening market value worldwide in 2020 and 2026

(in million U.S. dollars)

This statistic depicts the global tooth
whitening market value in 2020, with
a projected figure for 2026. In 2020,
the global tooth whitening market
was worth roughly $6.14 billion USD,
and it is predicted to increase to $8.21
billion USD by 2026. Brilliant media
campaigns contribute significantly to
such revenue. As a result, promoting
marketing and communication in the
healthcare industry is critical. In the
current 4.0 era, the market for this
industry is enormous.

© Additional Informatior Show source @

Figure 1.1.2.1.b: Teeth whitening market value worldwide in 2020 and 2026

2.2. Communication in VietNam Dentistry

Internationally, the trend of dental marketing is already quite well-liked. However, dental marketing still
needs to be well-liked in Vietnam. Because of this, dental clinics can start today and “get unexpected outcomes
with minimal effort.” For newcomers, dental marketing is an excellent strategy for developing services. With
a consistent plan, you can gain 30 to 50 new patients per month.

According to WHO, there is a dentist for every 7,500 people; in Vietnam, this ratio is 25,000, and in Indonesia,
it is 220,000. Due to this high prevalence, dentists must further increase brand awareness. Every sector consid-
ers social media its gold mine as it continues to expand.

As a result, the factors mentioned above significantly impact the communication process at Lac Viet Intech
Dental Clinic, and communication may play an essential role in maintaining internal activities and staff. How
we communicate and promote through a screen will be more difficult as the communication project progress-
es through the phase at the end of the year. “How should the message be delivered?”

How can Lac Viet Intech Dental Clinic employees be involved in planned activities? How can viewers empa-
thize with the messages conveyed? “these are the questions we must address to create an effective communi-
cation strategy.

The complexity of the epidemic causes many challenges in delivering dental care. But this is also a “golden”
time to promote online communication. Successful dentistry needs both a skilled dentist and a savvy business
person. Using dental marketing tactics, you can distinguish yourself from the competition and attract more
customers.

Capstone Project Production Book 13



01 Name of capstone Project 03 Project Overview

()2 Reason for choosing Project 3.1 'The current Project
3.2 The proposed Project
3.3 Boundaries of the Project

II. OVERVIEW

01. NAME OF CAPSTONE PROJECT

English Name:

“Communication campaign for Lac Viet Intech dental chain in the
fourth-quarter”

Tén Tiéng Viét:

“ Chién dich truyén thong cho chudi nha khoa Lac Viét Intech quy IV”

==
-_E
=l
E——)

02. REASON FOR CHOOSING PROJECT

First and foremost, through this communication campaign, we have opportunities to become interns in the
communication department of the dental chain Lac Viet Intech. As senior students at FPTUniversity, we want
to use the knowledge we’ve gained from school to apply for specific jobs. Our team, in particular, consists of
four passionate members, and each individual has their own strengths, such as creating content and designing,
that may be useful for the project. We are honored to be a part of this campaign and have high expectations of
improving our personal multimedia communication skills and gaining experience from working with experi-
enced people in the communication industry.

The second point is that we only care a little about communication for dentists because we believe it will be
boring and conform to a specific framework. However, after contacting the Lac Viet Intech communication
team, we completely changed our minds. This is a dynamic, young, and creative environment. This compelled
us to take part in this fourth-quarter campaign. It is both a challenge and a new experience for us to gain com-
munication knowledge.

The third reason is that the fourth quarter campaign coincides with the end of the year, when many essen-
tial holidays occur, so people have more beauty needs. As a result, we believe that now is an excellent time
to launch a communication campaign to raise brand awareness and inform people about a reputable dental
practice for oral health care.

Becoming insiders and understanding the situation, we desire to develop an effective communication cam-
paign for the dental chain Lac Viet Intechto to provide valuable information and raise brand awareness
through digital marketing.

03. PROJECT OVERVIEW

Capstone Project Production Book 14

3.1. The current Project

The COVID-19 epidemic harmed the Vietnamese economy because its growth rate fell to just 2.91% or just
half of what it had been in 2019. The service sector as a whole has been impacted. When both domestic and
international aggregate demand declines significantly. This field has a two-way effect, but the impact on the
health sector is more detrimental. The good news is that budgetary spending and investment are up 1.5%
from the same period in 2019. However, because of the need to treat other diseases, the way businesses in
this industry (private hospitals, dental clinics, etc.) Operate saw a significant decline in revenue. At the same
time, spending had to go up to pay for measures to reduce disease risk. However, dental care is still a crucial
component of medical care for people. Therefore, compared to other medical services, the demand for dental
disease examination, treatment, and cosmetic dentistry is still higher during the healing process. Economic
resurgence following COVID-109.

Our team joined the campaign in September. A media plan will be prepared every month to summarize and
orientate all the activities over the month:

o Period 1 September 10 to September 21
o Period 2 September 22 to October 14
« Period 3 October 15 to November 14

e Period 4 November 15 to December 10

3.2. The proposed Project 3.3. Boundaries of the Project
The communication plan for Lac Viet Intech Dental Limit of the project: Focus on Hanoi city because
chain contains a series of following activities: this is the headquarters of Lac Viet Intech.

Vietnamese dental clinics offer the best dental care
= Series about “Dental Problems” - the name” Nieng at very affordable rates. The market in question is
rang A-Z” on TikTok regarded as being extremely fragmented, and com-

petition is fierce as clinics spring up left and right.

Therefore, to establish themselves in the market,
= Series about “ Answer questions about Dental prob- hospitals and dental offices must support marketing
lems” communication initiatives and constantly enhance

their competitiveness. Marketing communication

is crucial because it links customers and clinics, en-
= Event: abling the latter to gather market data for setting
specific development goals and gaining the trust of
Discussion "Uu diem cua cong nghe trong rang im- their clientele. This will raise the clinic’s reputation
plant safe tech” and position the brand favorably in the minds of its
clients.
2022 Community Health Day

So we choose Facebook and Tiktok as the growing

platforms for this campaign.

Capstone Project Production Book 15



(01 swort analysis
(02 SMART objective
03 ™ analysis

04 Primary research
05 Secondary research
()6 PESO model

SWOT

is a common framework for 4-box
strategy analysis and strategy
development

I11.

Strengths are i

of the SW

factors that help opportunities or re.

threats.

Threats are external and harmful factors over which
you have no control. Threats are tangible or
intangible as well.

Figure 1.3.1: SW.O.T Analysis

()7 Event definition

()8 Communication Campaign

09 Branding recognition and brand awareness
10 Personal branding

11 Customer Insight

12 PESTEL model

THEORIES

01. SW.O.T
ANALYSIS

OT objective. Strengths 2

Weaknesses are internal and harmful.
Weaknesses contribute to the inability to
take advantage of an acceptable or
vulnerable threat.

Opportunities are external and helpful
factors you cannot control but could be
beneficial. Opportunities occur from
several sources.

SWOT is a common framework for 4-box strategy anal-
ysis and strategy development. The acronym SWOT is
derived from Strengths, Weaknesses, Opportunities,
and Threats. SWOT has been around for decades and
may claim to be the most commonly used strategy
method in modern times.

02. S.M.A.R.T
OBJECTIVE
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SMART

PECIFIC
Your goal should be straightforward and specific, or you will
need more time to concentrate or feel inspired to accomplish
9 Is.
S.M.A.R.T (SMART) is an acronym you can use to woesE
direct the setting of your target.
EASUREABLE
A type Of goal-Setting iS SMART Obj eCtiVCS (alSO Having measurable goals is essential to track your progress and
knOWIl as SMART goals). Settlng SMART goals can stay motivated. Evaluating progress helps you stay focused,
and reach your goals your target.

help you clarify your thoughts, focus your efforts,
use your time and resources better, and increase
your chances of achieving what is recommended.
The acronym SMART stands for: e ——— ©

This stage is about ensuring that you care about your goal and
that it also aligns with other related purposes.

Every goal requires a target date, so you have a timetable to
concentrate on and work towards something. This element of

the SMART goal criteria helps avoid prioritizing daily tasks over a
longer-term goals.

Figure 1.3.2: S.M.A.R.T Objective

The Truth, Tension, and
Motivation model is a
communication tool for
consumer insight

™~ w 03.TTM | —

ANALYSIS

TTM is an acronym that stands for Truth, Tension, and

Motivation. The Truth, Tension, and Motivation model is

Figure 1.3.3: TTM Analysis a communication tool for consumer insight.
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Any study you collect yourself

Surveys ‘

A survey is a method of gathering
information using relevant questions
from a sample of people with the aim of
understanding populations as a whole.

Paid Media Earned Media

Visibility Gained By Your Notonety

Visibility Purchase

Notoriety:
Media relations, influencers
Investor relations, customer relat
Open forums
Recommendation -

. = Social networks ;
Interviews : } i :
- Paid referencing Interventions at extemal events

Advertising:

= Advertising page (TV, Radio, Press)
= Display

= Sponsorship

04. PRIMARY RESEARCH

An interview is an answer to know and
ascertain how to fit a man to the required job.

Primary research is a valuable ability to develop since it can be

Shared Media

Visibility Generated by The Involvement of
Your Community

applied in various corporate, personal, and academic settings. Research 3

Research is the careful
consideration of study regarding a
particular concern or problem using
scientific methods.

Social Media:
= Facebook, Twitter, Linkedin, YouTube,
Instagram, Snapchat, Pinterest

Figure 1.3.4: Primary Research

05. SECONDARY RESEARCH

y research, to Oxford makes use of that has already
been collated and prepared. It differs from primary research, usually referred to as original
research. The analysis is typically performed using research given by a third party. This is often”
referred to as syndicated research.

Figure 1.3.6: Peso Model

07. EVENT DEFINITION

According to the fifth edition of Successful Event Management: A Practical
Handbook, Bryn Parry and Anton Shone. Special events are "non-routine
Secondary research, according to Oxford Reference, occasions with recreational, cultural, personal, or organizational purposes
that are distinct from daily life and whose purpose is to enlighten, celebrate,
entertain, or challenge the experience of a group of people.”

makes use of information that has already been col-

lated and prepared. It differs from primary research, T
Vietnamese people had 7' 1 ° yp es Ofeven ts
dental disorders, with 85% of WHO
youngsters suffering from
tooth decay.

usually referred to as original research. The analysis

Leisure Events (Leisure, sport, recreation)

Personal Events (weddings, birthdays, anniversaries)

Cultural Events (Ceremonial, sacred, heritage, art, folklore)
Organizational Events (Commercial, political, charitable, sales)

is typically performed using research given by a third

party. This is often referred to as syndicated research.

Metal braces on the outside
313%

Invisalign braces

7.2. Characteristics of events

6.64% of persons over 45 will

e ietent e, Events share many other features with all kinds of services, particularly
hospitality and leisure services. These qualities are unique, perishability,
Figure 1.3.5: Secondary Research labor-intensiveness, set timelines, intangibility, personal interaction, ambi- @ -

ance, and ritual or ceremony.

PESO stands for “paid, d, shared, d,” and classifies all of a brand’ keting chan-
PES stands for “paid, earned, shared, owned,” and classifies all of a brand’s marketing chan 08. COMMUNICATIONC ! n [PAIGN

It allows us to assess our efforts through these four lenses (paid, earned, shared, and owned) to
see if more channels may be integrated into new or existing programs. The methodology also
enables us to categorize and interpret the media we are currently investing in.

An innovative communications strategy is critical for the success of any launch. To achieve

« Paid: exchanging money for dissemination, whether an advertisement or content optimum performance and return on investment, whether you're launching a capital cam-
paign, announcing a new project, or implementing a new service, you'll need a marketing
o Earned: exchanging valuable content for an established authority’s audience plan to assist you send the appropriate message to the right audience. Creating a commu-

nications plan may appear to be a big endeavor, so we've broken it down into seven steps:

o Shared: Expanding your content’s reach through your audience.

« Owned: Creating an audience that seeks your content and then delivering it to that audience.

06. PESO MODEL
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- ‘
® ¢ ;
Set clear goals and
Determine the target public 0 target objectives
L7

If the communicator wants to cary out
communication work, they must clearly define
who is to be communicated with.

Goals and objectives are the
roadmap of a plan and help you
clarify the results you want to
achieve with your tactics

Craft a compelling
message

Compelling messages are comprised of four
ey elements that must be tailored to each

audience: - Key message. - Secondary

messages. - Proof paints. - Calls to action.

|
Develop integrated strategies
~and tactics

The PESO model is a great framework to reference
when building out your communications strategies

b th

L = e ey S S e e e e

ana tacucs

Iippitn
Build a better budget

Budgets are a crucial resource for
determining the return on investment of
your strategy

~ Decide on the promotion Create an actionable timeline
Timelines are essential for helping you stay the
system — course when transitioning from the planning phase
Each promotion tool has its characteristics and cost. to implementation.

Marketers must understand these characteristics

when choosing them.

Figure 1.3.8: Communication Campaign

09. BRANDING RECOGNITION AND BRAND
AWARENESS

Brand recognition is the degree to which a consumer can accurately identify a specific product or service
just by looking at

03 rocess

This is a sample text insert
your desired text here

Advertising

Tagline 0 2 04 campaign
This is a sample text insert This is a sample text insert
your desired text here your desired text here

Song
LOGO
BRAND
Thisis a sam[?ls text insert REcoGN'TloN This is a.sample text insert
your desired text here your desired text here

Figure 1.3.9.a: Branding Recognition

A brand-related auditory cue, such as a jingle or theme song, can also
cause brand recognition.

Capstone Project Production Book 20

BRAND
AWARENESS
Figure 1.3.9.b: Brand Awareness
Brand Recognition Brand Recall
Means recognizing a brand Create Brand Awareness is
when you see it essential for new brands
Figure .39 Branding Rec- YiheniNRetshtlsLcs SmErs
do not know about this
ognition brand.
Brand Awareness is the basis for businesses to promote brand names, successfully
introduce new products or services, build your reputation, distinguish business from
competitors, find and retain loyal customers. Create Brand Awareness is essential

for new brands when potential customers do not know about this brand.

10. PERSONAL BRANDING

Personal branding is the deliberate creation and influence of an individual’s public perception.
This is accomplished by presenting them as an industry authority or by distinguishing them-
selves from the competitors and enhancing their reputation.

According to a New York Times report, there are six primary forms of personal
brands:

1. Altruists: These people are recognized for helping others and devoting their
time to charitable causes. Angelina Jolie, Dolly Parton, and Bill Gates are exam-
ples of this.

2. Careerists: These brands prioritize success above all else. This brand is known
for giving information and being an industry thought leader. Elon Musk, Jeff
Bezos, and Simon Sinek all fall under this category.

3. Hipsters: These brands frequently blend compassion and careerism, but they
are more concerned with information exchange than action. Look to this brand
for innovative and fashionable items.

4. Boomerangs: Boomerang brands distribute stuff to stir up debate. They may
not agree with the stuff they are spreading, but they enjoy being entertained.

company.

5. Connectors: These people enjoy bringing people together and take satisfac-
tion in farming communities. They are frequently innovative and appreciate the
approval of others. Consider your favorite Instagram influencers or celebs.

6. Selectives: Selective brands only disclose information to certain audiences.
They are resourceful and make an effort to curate material for their audience.

Trangshinn

demonstrate your uniqueness, specializations, and
selling qualities. It includes all of the methods you use

Personal branding is the most effective technique to
to advertise yourself and build a public presence for your

‘ﬁ B tadashinnne

[4 swra ho so

70 Dang Follow 1M Follower 15.8M Thich

Mn dang ki Youtube tui nha EE
Capstone Project Production Book 21



11. CUSTOMER INSIGHT

If - actualization

Abraham Maslow proposed Maslow's P e

hierarchy of needs was published in
Psychological Review in 1943 as
"A Theory of Human Motivation"
(Maslow, 1943). The hypothesis is ki St recog
represented as a five-stage pyramid,
with the most basic necessities at the belonglng

bottom. These stages are physiolog- » family, sense of connection

ical, safety, love/belonging, esteem,
and self-actualization (from bottom

nt, resources, health, property
AT ...

to top).
Figure 1.3.11 - Maslow’s hierarchy of needs (source: simplypsychology.org)

ds

They consist of oxygen, food, water, and relatively constant body temperature requirements. They are the most
vital needs because the physiological ones would come first in the individual's quest for happiness if a person
were deprived of all conditions.

A ...

When all physiological needs are met, and thoughts and actions are no longer regulated, the need for protection
will become active. The signs of fear and the lack to be protected are also displayed by children.

belonging

, family, sense of connection

The next class of needs for love, respect, and belonging can emerge when the requirements for safety and for
physiological well-being are met.

The requirements for esteem will become dominant when the first three categories of needs are met. These
needs included both self-esteem and respect that an individual receives from others.

If - actualization
to become the most that one can be

If all of the above conditions are fulfilled, then and only then are the self-actualization needs activated. It is
straightforward to know what the individual is anxious about if a person is hungry, unsafe, not liked or accepted
or lacks self-esteem. When there is a need for self-actualization, it is sometimes unclear what a person needs.
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12. PESTEL

A PESTEL (or PESTLE) analysis is a methodology used by marketers to analyze and monitor external mar-
keting environmental elements that affect products, campaigns, projects, or businesses. This is used to distin-
guish A SWOT analysis includes threats and weaknesses. PESTEL is an abbreviation for:

TECHNOLOGICAL
ENVIRONMENTAL
ETHICAL

") POLITICAL

POLITICAL FACTORS
This is all about how and to what extent a government
intervenes in the economy.

ECONOMIC FACTORS SOCIAL FACTORS

Economic factors significantly affect how a company
conducts business and how profitable they are.

ENVIRONMENTAL FACTORS
TECHNOLOGICAL FACTORS These factors have become relevant as a result of the
We all know how guickly the technical world shifts and growing scarcity of raw materials, emissions targets,

Social factors are those that involve the population’s
shared beliefs and attitudes.

how this affects how we market our goods. business as an ethical and sustainable enterprise, and

government-set carbon footprint targets
LEGAL FACTORS
Legal factors include health and safety, fair
opportunity, advertising practices, customer and legal
rights, product labeling, and product safety.

Figure 1.3.12 - STEEPLE/PESTELE (source: Professional Academy)
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ETHICAL FACTORS (NEW)

The most recent addition to PESTEL is the extra E-
make it PESTELE or STEEPLE.
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OVERVIEW

lacviet

NHA KHOA LAC VIET

O01. ABOUT LACVIET
INTECH
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1.1. Overview

1.1.1 Lac Viet Intech established

Between 2008 and 2012, the country’s dental industry experienced rapid growth, which resulted in
inadequacies that harmed patients in a variety of ways. Lac Viet Intech arose from this situation.

Founding

Lac Viet Intech was born on 11/11/2011 on a tiny street after much deliberation. Lac Viet Dental Clinic is
located at 280 Khuong Trung, Khuong Dinh Ward, Thanh Xuan District, Hanoi, and is run by doctor Thai
Khac Vinh.

We were small in scale at the time, with only one doctor and three nurses, but we had big dreams.

¥ They were becoming aware of industry flaws that cause patients to pay un-
fairly, such as a lack of transparency in raw materials, doctors, treatment
equipment, etc. Lac Viet Intech was founded to realize a single dream: that
every patient receives the best treatment possible and that every doctor in
the system has the best practice environment possible, unrestricted by a lack
\of materials, equipment, or expertise.

We followed the following philosophies at the time:
« Patient-centered philosophy.

i« Always strive for perfect treatment outcomes.
» Complete information transparency:

« Transparency about the origin of the same materials for patients and trans-
parency in treatment methods, prices, and treating doctors.
o Take human resources as an example.
|« Train people who have high professional qualifications and a patient-cen-
+ tered practice mindset.

1.1.2. Phase of transformation

On August 13, 2016, after five years of operation at 280 Khuong Trung with substantial financial and hu-
man resources, Lac Viet Intech opened its first central facility at 74 Tay Son Street, Dong Da, Hanoi, with
a staff of 18 people. Dr. Nguyen Thi Thu Trang and Dr. Pham Hung Son were present. The logo for Nha
Khoa Lac Viet is an image of a crane.

At the time, the field of cosmetic porcelain teeth was developing rapidly, leaving Lac Viet Intech with two
options: join the porcelain teeth market or not.

We decided to stay out of the game after much concern, based on professional knowledge of the conse-
quences that cosmetic porcelain teeth will leave for patients. Simultaneously, state its mission clearly: “pro-
vide a minimally invasive, safe, and sustainable dental treatment solution.”

With this mission, we chose two areas to avoid: dental implants and braces and porcelain bridges and cos-
metic crowns.

“Provide a minimally invasive, safe, and sustainable dental treatment solution.”

1.1.3. Rebranding stage

In 2018, it was discovered that treatment outcomes are only truly perfect when highly qualified doctors are
combined with advanced treatment technology. Lac Viet Dental Clinic was renamed Lac Viet Intech Dental
Clinic, which combines intelligence and technology. (Intelligent design + technology).
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Lac Viet Intech has grown steadily since then.
We will have five branches by the end of 2021:
» 160 Tay Son 9 Nguyen Van Huyen 426 Minh Khai, Hanoi.
o To Thieu, Le Chan, Hai Phong: 107 To Thieu, Hai Phong.
 Nghe An is located at 22 Cao Thang, Hong Son, Vinh City, Nghe An.

We plan to reach out to all 64 provinces in the future.

02. VISION, MISSION, CORE VALUE

2.1. Vision treatment technology. With the CHEAPEST PRICE
Lac Viet Intech Dental System is always a pioneer,  Createan equal, fair, and mutually respectful working
boldly breaking the path of traditional dentistry while  environment for employees, ensure higher pay than
constantly promoting technological 1nnovat10n, al-  comparable societal positions and provide every op-

lowing experlence international
standard braces service right in Viet-
nam, with the aspiration for Vietnam-
ese people to enjoy the quintessence
of the world’s dental industry.

2.2. Mission

To provide the community with a

high-quality, specialized dental system based on im-

portunity for employees to succeed.
Advancement within the company

We are creating the best environ-
ment for professional advancement,
a stable life, and a good position in
the world for doctors.

For shareholders, generate a profit of

20-30% per year based on the investment rate.

plants and braces, including a dedicated team of pro-
fessionals, hard work, accountability, and cutting-edge

2.3. Core value

Treatment quality: We prioritize treatment, strive for perfection in treatment outcomes, and achieve patient
satisfaction primarily through the treatment process and treatment outcomes.

Safety: We are committed to prioritizing treatment safety over all other considerations for the benefit of pa-
tients and healthcare professionals (other than panic attacks).

Perfect service: Taking customers as the center, seeing customers as partners, and creating a trust based on
three values: transparency, commitment, and responsibility.

We are committed to always listening and empathizing with patients and staft to provide the best service and
benefits, meeting the legitimate needs of patients and employees in the system and partners.

Responsibility: We are committed to always listening to and empathizing with patients and staff to provide
the best service and benefits while meeting the legitimate needs of patients, system employees, and partners.
We strive for information transparency while working to .

reduce waiting and treatment times.

Pioneers: We are committed to staying at the cutting edge
of technology, equipment, and people to provide the best
possible care to our patients.

Benefits distribution among patients, Lac Viet Intech,
and system staff: Lac Viet seeks to strike a balance among
patients, system staft, and shareholders.
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- D IDENTITY 04. THE ADVANTAGE IN COMPETITION

1

. . Consider the following two competitive factors:
Lac Viet Intech combines °
. . il The doctors’ team is customer-focused, professional, dedicated, honest, and respectful.
intelligence and technology, | ¢
Three factors must be considered when assembling a medical team:
" Professional aspect: become well-qualified doctors capable of treating complex cases that only a few doctors
in the market can handle.

implying the convergence ‘/
of human intelligence and /
cutting—edge technolo gy. ', Check that doctors are legally permitted to practice.

We strive to make Lac The aspect of the image: concentrate on establishing a professional appearance in customers’ eyes, including

full degrees and certificates, towards foreign degrees and certificates, research, and publications in interna-
tional journals.

Viet Intech a gathering of
people with clear minds,

skilled hands, and advanced
Odonto-Stomatology

We are using cutting-edge treatment technology.

The final destination: the combination of highly qualified and always up-to-date doctors, as well as modern
equipment and machinery, enables us to deploy and service customer

T

3.1. The meaning of LacVier Intech

technologies.

. s
3.2. The meaning of the Logo
) ¢ The logo picture features a lost bird flying against a bronze drum
G background. The lost bird is a common and revered symbol. The
misplaced bird arose like a longing to conquer the eternal sky. The
lost bird represents the dream of traveling across space despite
Nha khoa Lac Viét storms and difficulties. Aspirations and aspirations fly high and

INTECH are the pride of the nation.

Lac Viet aspires to be the leading dentist in terms of treatment
quality, enabling Vietnamese people to access the best and most
current equipment following international standards in the short-
est amount of time.

Color choice

3.3. The meaning of the Slogan

#034eb4 #19fcfc

Expressed out: “Dan dau chét lugng diéu tri”
The implicit value of the slogan: “chat lugng diéu tri la trén hét”

This slogan was chosen because we believe that every patient who comes to us has one wish: the BEST
TREATMENT RESULTS.

Our elite team, on the other hand, is mostly made up of DOCTORS, who have been educated and trained
to cure diseases and save lives; professional honor obligates us to strive for the best treatment outcomes for
patients. core.

When choosing this slogan, the organization’s every decision will be based on the quality of treatment: the
reinvestment and continuous upgrading of specialized machinery and equipment to ensure the best for the
treating doctor. prioritized. Personnel, particularly the medical team, will frequently be trained in new skills;
training is our top priority. The quality of treatment will also be a major factor in determining an employee’s
capacity (related to welfare).

:
:
g
2
5
>
®
Z
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V.RESEARCH &

ANALYSIS

Hieis Ol1. CURRENT SITUATION
" ANALYSIS

According to the Dental-Jaw-Facial
Hospital, by the end of 2018

6,6% 90%

More than 90% of
Vietnamese people had
dental disorders, with 85%
of youngsters suffering

Furthermore, 6.64% of
persons over 45 will
experience tooth loss in

the not-too-distant future.
from tooth decay.

Figure 1.5.1: CURRENT SITUATION ANALYSIS

The demand for dental treatments in Vietnam is increasing as oral prob-
lems become more common. The market for oral health care and treat-
ment, particularly cosmetic dentistry, has grown rapidly in recent years.
However, dental services are increasing significantly, particularly in urban
areas. Patients are increasingly seeking cosmetic dentistry because they
are concerned about their teeth, both in terms of oral health and smile.
Females between 15 and 35 have the most demand for cosmetic dentistry.
Patients seek aesthetic dentistry because they are concerned about the oral
health and appearance of their teeth. Females aged 15 to 35 have the most
considerable demand for aesthetic dentistry.
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According to Ken Research’s research on expanding the dentistry business in Vietnam, 1,846 dental clinics
have been created and operated as of December 2018. The Vietnamese dental market is predicted to increase
by 6.9% between 2019 and 2023, with revenue increasing by 5.6%. Customers choose organized dentistry and
large clinic systems for various reasons, including the capacity to grow the number of branches, expand oper-
ation areas across districts, regions, and provinces, and provide additional value-added services. On the other
hand, organizational and systematic clinics will have 20% greater service costs than unorganized, single-branch
clinics. Dental clinics in Vietnam provide the most excellent dental care accessible today at very affordable prices.

As a result, to obtain a footing in the market, hospitals and dental clinics must promote marketing commu-
nication activities while consistently enhancing their competitiveness. Lac Viet Intech is one of them, having
implemented a communication campaign to improve brand recognition on social networking platforms such
as Facebook and Tiktok.

Because Facebook is now the primary content dis-
tribution platform for marketers (HubSpot State
of Marketing Report, 2021). 98.3% of Facebook
users use mobile devices to access apps (Statista,
2021). Marketers claim that Facebook is the most
popular social networking platform across all age
groups (HubSpot Blog Research, 2021) According
to Rival's marketing KP1I statistics, the average en-
gagement rate on Facebook across all industries is

0.08%. (Rival Iq, 2021).

facebook

Even though internal resources (internal bandwidth) are limited -
TikTok is regarded as a Gen Z app, and no employees want to be be-
hind the camera - TikTok’s potential is demonstrated by the following
figures: TikTok MAU (Monthly Active Users): TikTok has 1 million
monthly active users, according to TikTok. TikTok was downloaded
3 million times and led non-game applications in downloads for six
months in 2021, totaling 383 million downloads from January to June
2021. Extremely competitive: TikTok ranks seventh in social media
applications in 2021, outperforming Pinterest, Twitter, Snapchat, and
Reddit in terms of MAU, even though it was only created in 2016.
TikTok, with an average session length of 10.85 minutes, is the most
active social networking platform. Pinterest comes in second with
5.06 minutes. TikTok’s user growth rates in the United States and
globally are 787.86% and 1,157.76%, respectively. TikTok’s distinct
and original algorithm enables users to reach a larger audience based

on their engagement with the material.

Gina Nacnac, Hirefluence's Manager of Brand Partnerships, discussed the relevance of TikTok Mar-
keting for companies in 2022: "In 2022, we will witness a rise in TikTok Content Creators that create
content." channel-specific content that serves as the brand's face for a set period, such as quarterly or
every six months. This will increase income potential for producers while also allowing advertisers to
interact with customers via targeted content for creators truly.

Today's teenagers are even more reliant on wireless communication. According to Nielsen Company

research, the average youngster sends roughly 3,000 text messages monthly. Furthermore, the Pew
Research Center discovered that:

1. 95% of teenagers use mobile phones.

2. 75% have a profile on a social networking site.

3.20% have posted a video of themselves online.

Capstone Project Production Book 31



According to the Fortino Group (Pittsburgh), today’s teens
will spend one-third of their life online. They will exhibit
some of the following qualities that public relations profes-

sionals need to address to communicate successfully with
them: outcomes with them. They’d do the following:

« Spend equal time interacting with friends both online and in person.

« Before dating or marrying, make your first online contact.

« Spend ten times as much time online as you do with your parents.

« Be more cautious with your social skills.

« More reservations regarding online identities, such as chat participants

« Intolerance for printed forms, lengthy application processes, or traditional systems.

Because genZ is currently a group of potential customers who are readily available through social network-
ing platforms such as TikTok. As a result, we recognize the importance of promoting advertising articles on
this platform.

02. SWOT ANALYSIS

2.1. Strengths

e Lac Viet Intech is the product of the collaboration of a group of prominent experts in the
field of orthodontic braces. The doctors have all worked in international settings and have
received extensive training in the United States and Europe.

« The most recent brace technology: Lac Viet Intech Dental Clinic currently uses X-Matrix
braces technology exclusively. This digitization technology is considered the most current
and cutting-edge fast braces technology available today.

¢ Owning the best machinery system, such as a 3D CT Conebeam X-ray machine, dental
impression scanner, iTero Element 5D, and other modern equipment.

2.2. Weakness

o Communication channels and media are still developing, and brand awareness needs to
be higher.

* Online events are inaccessible and unappealing to teenagers.

* Because of a lack of creativity and a lack of content on social networking sites, interaction
could be better.

* Image Lac Viet Intech has made significant investments, but it still needs to meet the needs
of its customers.
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2.3. Opportunities

o Dental aesthetics are in high demand.

* Modern technology allows doctors to work more efficiently.

2.4. Threats

* A highly fragmented market with fierce competition
o The disparity between clinics is not significant.

¢ Clinics require an appealing marketing strategy to attract customers.

03. COMPETITORS ANALYSIS

3.1. Hi, Smile
3.1.1 Introduction

HiSmile is a nationwide dental connection platform with more
than 200 partners across the country, present in 63 major cit-
ies and provinces, to help connect customers with reputable
and quality dentists fastest. Connecting through Hismile, you
will easily find reputable, rigorously tested dentists. Acting as
a 3rd party intermediary, Hismile commits to protecting the
rights and risks and compensating 100% for customers if the
orthodontic surgery is unsuccessful.

b.Weakness

poses only.

« Too much emphasis on client exploitation results in rampant seeding.

o The value of knowledge is negligible because the solution team consists primarily of
members and employees who need more in-depth understanding of braces.

« Information is not objective and intended to guide members for advertising pur-

a.Strength

o As one of the pioneers in establishing a braces support
group,

o There is a large community with the highest number of
members in Vietnam.

o There is a substantial group and fan page ecosystem.

3.1.2 Communication comparison

HiSmile's communication activities are extensive and well-funded. The use of smooth and well-coordinated
communication tools has resulted in a perfect communication effect, which has helped to increase dentistry's

reputation and revenue.
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To begin, dentists prefer online advertising through Facebook and Google channels. The dentist uses the Face-
book channel for interaction and prospecting to increase revenue and Google Search and Display ads to im-
prove the clinic's reputation.

Second, Hi Smile Dental has successfully used this communication tool in terms of public relations. Newspa-
pers and articles appear regularly, with content frequently discussing dental achievements, sharing achieve-
ments, seminars, volunteering activities, and providing dental knowledge.

Cong ddng Cng dbng
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Cang ﬂﬁng
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Cng ddng
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Besides, the dentist also creates communities like “Nhat ky nieng rang” va “Nieng

rang dep co nao?” - The community gathers the largest group of people with braces in
Vietnam until now.

04. CUSTOMERS’ INSIGHTS

4.1. TTM analysis
4.1.1 Truth

Nowadays, oral health care is becoming increasingly ex-
citing and focused. People require high-quality dentists,
but the price must also be reasonable and committed.
Customers need help to decide on the ever-expanding
dental market. oralo

Similarly, when LacViet Intech’s “ Nieng Rang A-Z” 8,2%
community conducted a customer survey, the results o

revealed that 80% of female customers aged 15-35 are
more interested in the issue. Dental aesthetics include
dental crowns and braces. They are concerned about the
Dental's quality and reputation, on the other hand. 50%
of them are particularly interested in dentists whose fees
are in line with their budgets.

FACEBOOK GROUP INSIGHT BY GENDER

3.000

Figure 1.5.4.1.1: Facebook group insight by gender
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4.1.2 Tension

Because the Lac Viet Intech dental system is an organized dental system, an extensive clinic system, and a
massive investment in modern equipment, service costs will be 20% higher than in unorganized clinics. There
is only one branch of the organization. As a result, when customers visit LacViet, they are always concerned
about the cost. LacViet, on the other hand, guarantees that the price always corresponds to the quality.

4.1.3 Motivation

Dental treatment requires customers to spend a significant amount of time with the dentist, and they must
return to the dentist multiple times to continue their treatment following their protocol. As a result, many
customers prefer to choose a dentist near their home, school, or workplace for easy commuting. That is also
why dental clinics must rapidly expand their functional areas to attract potential customers from all regions.

Furthermore, customers frequently search for dental clinics based on brand. The number of people searching
monthly is even three times that of the general keyword “dental.” It demonstrates that the brand significant-
ly impacts customer purchasing behavior because the industry characteristics are directly related to human
health. Dental clinics must promote brand marketing communication strategies to increase prestige, raise
awareness, and expand their geographic reach.

4.2. Primary research
4.2.1 Survey

o General survey

Students aged 15 to 25 in Hanoi are the intended audience.

The goal is to comprehend customer insight to select the best communication channel for target customers.
Aside from identifying the brand awareness and the needs of dental services that customers are interested in.

@ 14-17 tuéi
@ 17- 24 tudi
® 25- 35 tudi
@® Trén 35 tudi

@® Gan nha, cdng ty, truong hoc thuan tién
di chuyén

@ Chét lirong tét

® Giacahoply

@ Thuong hiéu ndi tiéng

@ Quy md nhd, gia ré

20.4%
27.8%

1. What is your gender? 20.4% v

@ Nam

Figure 1.5.4.2.1a: General survey

Male \
L)
21,4% @ N
¢ 1317  18-24 25-34 35-44 4554 55-64 65+
2. Which of the following issues are you interested in?
Niéng rang chinh nha: diéu tri (46.3%)

rang bi hd, mém, khap khénh,

Réng st thdm my: dan-boc rdng
sir, didu tri rdng nhiém tetracyc.

42 6% (51.9%)

Phuc hinh réng: tréng rang gid

trAna rina Imnlant rina Aid tha

Figure 1.5.4.2.2a: General survey

(53.7%)
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3. Where do you know the dental addresses?

® Google

@ Facebook

@ Tiktok

@® Youtube

@ Ngudi khac gidi thidu

4. Which of the following dentists do you know?

m —
@ Dang Niéng
@ Dz niéng

® Coydinh
@ Khong co y dinh

Figure 1.5.4.2.3a: General survey

Y

@ HiSmile

® AChau

@ Thu Cac

@ Vit Uc

@ Lac Viét Intech
@ Win Smile

Figure 1.5.4.2.4a: General survey

5. Have you/ are / intend to get braces?

Figure 1.5.4.2.5a: General survey

3. What kind of braces do you have?
@ Niéng rang kim loai mat ngoai
@ Niéng rang kim loai mat trong

Figure 1.5.4.2.1.3b: Survey of

X - people with braces
@ Niéng rang trong sudt( Invisalign )

4. What difficulties do you face when wearing braces?

Pau ham (37.5%)

Khé khan trong chuyén an uéng (62.5%)

Survey of people with braces

1. How long have you had braces?

(e el R o

Figure 1.5.4.2.1.1b: Survey of people

(6.3%) (63%) (63%) (6.3%)  (6.3%) (6.3%) with braces

(6.3%) (6.3%)

1 ndm 1 thang 3 4 thang 6 thang 8 thang
1 nam 8 thang 2 nam 3 thang 5 thang 7 thang 9 thang

2. Why did you decide to get braces?

@ Biho

@ Bi Mom

@ Khép khénh

@ Khép can sai léch

Figure 1.5.4.2.1.2b: Survey of people
with braces
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Vudng viu, kné chiu (68.8%)
Figure 1.5.4.2.1.4b: Survey of R i
people with braces Khé vé sinh (56.3%)
Néi chuyén kho khan (56.3%)
5. Your biggest benefit after braces?
Réng déu, dep (43.8%)
Cai thién chirc nang an nhai - (56.3%)
Thay a8i dién mao khudn mat (75%) Figure 1.5.4.2.1.5b: Survey of
. people with braces
Cain d6i ham (75%)
Gidm nguy co méc bénh Iy vé (81.3%)
rang miéng
Cai thién phat am (62.5%)
Survey of people who have had braces
1. How long do you have braces?
(20%)
Figure 1.5.4.2.1.1c: Survey of peo-
ple who have had braces
(6.7%)
1 nam 1 nam 9 thang 2 nam 3 nam
1 nam 6 thang 18 thang 2 nam 6 thang 3 nam 3 thang
@ Binhd
@ Bi Mom
@ Khép khénh
Figure 1.5.4.2.1.2c: Survey of peo- @ Khép cén sai leéch
ple who have had braces

@ Niéng rang kim loai mat ngoai

@ Niéng réng kim loai mat trong

@ Niéng rang trong sudt( Invisalign )

Figure 1.5.4.2.1.3c: Survey of peo-
ple who have had braces

3. What kind of braces do you have?
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4. What difficulties do you face when wearing braces?

Pau ham (25%)

Khé khan trong chuyén n udng (62.5%)

Vuréng viu, kho chiu (50%) Figure 1.5.4.2.1.4c: Survey of peo-

Sut can 639 Plewho have had braces

Khé vé sinh (43.8%)

Néi chuyén khé khan (43.8%)

5. Your biggest benefit after braces?

Ring déu, dep (68.8%)

Cai thién chirc ndng an nhai (50%)

Figure 1.5.4.2.1.5c: Survey of
people who have had braces

Thay déi dién mao khudn mat 50%)

Can ddi ham (81.3%)
Gidm nguy co mac bénh Iy vé

S Gt (75%)
rang miéng

Cai thién phat &m (68.8%)

Survey of people who are intending to get braces

4. Where are you going to get braces?

@ Bénh vién rang ham mat
@ Nha khoa Thu Clc
@ Nha khoa Win Smile
@ Nha khoa Lac Viét
@ Nha khoa Hi Smile

Figure 1.5.4.2.1.5d: Survey of peo-
ple who are intending to get braces

V

@ Cudi nam nay

@ Sang nam

@ Chua biét

Figure 1.5.4.2.1.6d: Survey of people
who are intending to get braces

1, Why do you intend to get braces?

@ Bihd

@ Bi Mém

® Khap khénh

@ Khdp can sai léch

18.8%
Figure 1.5.4.2.1.2d: Survey of people who
are intending to get braces 68.8%

3, Why did you intend to get braces until now?

Figure 1.5.4.2.1.1d: Survey of
people who are intending to
get braces

@ Niéng rang kim loai mat ngoai
@ Niéng rang kim loai mat trong
@ Niéng rang trong sudt( Invisalign )

2, What kind of braces are you going to have?

Figure 1.5.4.2.1.3d: Survey of people

@ Bay gid mdi co chi phi . .
who are intending to get braces

@ Chua tim duoc dia chi uy tin
® So dau
4, Where are you going to get braces?

@ Bénh vién rang ham mat
@ Nha khoa Thu Ciic

@ Nha khoa Win Smile

@ Nha khoa Lac Viét

@ Nha khoa Hi Smile

V

Figure 1.5.4.2.1.4d: Survey of people
who are intending to get braces

Capstone Project Production Book 38

5. When do you plan to start braces?

According to the survey, up to 57.4% of women aged 17 to 24 require
orthodontic braces (46.3%). The majority of poll respondents learn
about dentistry from Facebook and Tiktok, and they expect dentistry
to be reasonably priced (27.8%).

Lac Viet Intech has a strong brand awareness of 42.6%, followed by
competitor Hi Smile (25.9%). Metal braces on the exterior are the
most common technique of braces (56.3%), with the desire to have
beautiful teeth (68.8%) and lower the risk of dental disorders (75%).

4.2.2 Interview

Ms. Yen - 42 years old

Had braces for 3 years
Crooked teeth, crooked jaw
at the hospital
Recommended by friends

Mr. Quang Thien - 22 years old

Intending to get braces

Crooked teeth, being criticized by everyone

Search via web, Facebook, Tiktok

Recommend: National Hospital of Odonto-Stomatology,
EZ tech
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Mr. Anh Tu - 22 years old

Intention to have braces in 5 months
Want to have strong, beautiful teeth
Search via Group

Recommend: Hismile

Mss Linh Dan - 22 years old

Had metal braces at 16 years old
Uneven teeth

Pain and difficulty in eating
Recommend: Hismile, Lac Viet Intech

Mr The Anh - 22 years old

Intend to get braces at the end of the year
Misaligned bite

Search via Facebook, Group

Fear of pain, fear of difficulty eating
Recommend: Lac Viet Intech

Interview platform

« According to the interview results, most older generations trust hospitals to examine and treat dental dis-
eases. In contrast, genZ generation prefers to go to dental offices and often seeks information through social
networking platforms such as Facebook, Group, and TikTok...

» According to dental market research in Vietnam (Ken Research, 2018), the female customer group aged 15-
35 generates the most revenue for the dental service industry due to the population boom.

o As aresult, Lac Viet Intech conducted a survey in Hanoi divided into two main research groups.

Group 1: Students aged 15-22 who live and study in Hanoi, as well as those who enjoy freedom, discovery, and
the modern way of life, comprise the Free Youngster group. They are of an age where they are concerned with
their oral health and appearance. They are mainly the "golden age" of braces service.

Demographic: Because the student body is still in school, all expenses are borne by the family. As a result, the
ability to self-determine and pay for dental services is approximately 30,000,000 VND per service.

Demand: You must examine and treat dental diseases such as dental fillings, root canal therapy, dental caries
treatment, and so on. You have high demand, especially at school age, and are ready to use orthodontic braces
service before adulthood to be more confident when going to work later.

Group 2: Young working women are women aged 23 to 35 living and working in Hanoi. They already have
money, so they can choose how they want to spend their time. They have a high demand for dental aesthetics
and are the primary target market for porcelain teeth-making services (Porcelain veneers, cosmetic porcelain
veneers ...)

Capstone Project Production Book 40

Demographic: They already have money, so they have the right to make their own decisions and are willing
to pay more for cosmetic dental examinations and treatment services. Payment is less than 50,000,000 VND
per service.

Demand: They are concerned about their appearance and prefer cosmetic dental services that are as effective
as porcelain veneers. Teeth are immediately improved in shape and color.

They are hesitant to provide orthodontic braces service due to the inappropriate age (hard bones, slow tooth

Group 3: People aged 35 to 65

Demographic: Those with a steady and high income or a pension. Willing to pay a high price for dental im-
plant services.

Demand: They are health-conscious people who value their health, so even though they have the means to
do so, they exercise extreme caution regarding dental implant services.

They are hesitant to provide orthodontic braces service due to the inappropriate age (hard bones, slow tooth
movement) and failure to meet the job requirements (Work requires a lot of communication).

According to the results of the above surveys, customers have the following requirements:

Desire to use dental services to treat dental diseases cosmetology promotes good health and a
confident appearance.

Desire to be treated by good, well-known service doctors of high quality at a reasonable price

Decisions are often consulted and influenced by many families and old customers.

Students who prefer the form of installment payment can go to work and pay monthly, reduc-
ing the family’s cost burden.

Having many promotions and gifts, as well as saving as much money as possible

13 INTERNET
5 USERS
: l

According to Hootsuite, TikTok will have sur- 156.0 72.10 76.95

passed the milestone of 1 billion monthly active
users (monthly active users) by the fourth quar-
ter of 2021, making it the world's seventh-larg-
est social network by total subscribers. In 2020
and 2021, TikTok was the most downloaded
app, with twice the download volume of the
app in second place in 2021. (Instagram).

we
re. =~ XKEPIOS

Figure 1.5.4.3.b: Population Essentials
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98.56

MILLION

8.6%
we L we 5
are. 1 K KEPIOS g&%ial K KEPIOS

social

Figure 1.5.4.3.c: Population by age Figure 1.5.4.3.d: Daily time spent with media

Figure 1.5.4.3.e: The world's most-used social platforms

THE WORLD’S MOST-USED SOCIAL PLATFORMS

According to Hootsuite, TikTok will surpass 1
billion monthly active users (MAU) in the final
months of 2021, becoming the 7th largest social
Rl el Network in the world by number of subscribers.
Tiktok is the top app in terms of downloads in
2020 and 2021, with TikTok's downloads more than double the app in second
place in 2021.

Similarly, Youtube and Tik Tok performed well as the
top two and three social channels most utilized by Viet-
namese GenZ in 2021 (Leading active social media ap-
plications among internet users in Vietnam as of the
second quarter of 2021, by generation) (Statista, 2021)

According to Decision Lab's latest Connected Con-
sumer Report in Vietnam, Generation Z mobile us-
ers have the most differentiated attention of any age
group online. When asked how many social media
apps they used in the fourth quarter of 2020, more
than two-thirds said they used four or more. This
compares to 54% of Gen Y (24-39 years old) and 42%
of Gen X users (40-60 years old).

Figure 1.5.4.3.h: Which of the following social media apps do you use?

Leading aclive social media spps among imermel users in Vietnam as of 15l quarter of
2022, by generation

_—
e
_———
—_—
—
F

—

Figure 1.5.4.3.¢: Leading active social media apps
among internet users in Viet Nam as of 1st quarter
0f 2022, by generation

" *. Decision Lab
The digital native generation, Gen Z, is omnipresent. For two-thirds of

them, their attention is divided among 4 or more social media
platforms

@ g 4@;
P S a,%/v 4
A [ N i
Use 3 apps 58% 46% 33
Use 4+ apps 42% 54% 67%

Facebook is still the most popular app in the country, followed by Zalo, YouTube, and Instagram. TikTok,
Jaunched locally in mid-2019, has grown from 20% starting in 2020 to an overall penetration of 37% by year'y
end, as most people spend more time at home.

As a result of Hootsuite, TikTok’s user base skews females. TikTok's global user base is 57% female. This ratio
jumps to 61% among TikTok users in the United States. TikTok is by far the most engaging social networking
app.

The social media app that is arguably the hottest is Tiktok, with an average user session of 10.85 minutes. This
is double that of the second best app, Pinterest, which has an average duration of 5.06 minutes. It was also three
times longer than the average Instagram session, at 2.95 minutes.

TikTok advertising reaches 17.9% of all internet users aged 18 and up, or 884.9 million individuals, or 15.9%
of the global population over 18.

TikTok has the most significant reach among
Gen Z users, reaching 25% of females aged 18-
24 and 17.9% of males. Distance varies by coun-
try: in the United States, a TikTok ad can get — o —
50.3% of adults or 130,962,500 people. e E— -

03  BRAZIL 74,069,500 PAKISTAN

AD REACH RANKING

COUNTRIES AND TERRITORIES WITH THE LARGEST TIKTOK ADVERTISING S AGED

REACH  REACH 18+ REACH  REACH 18+
#  LOCATION AGE18+  vs.POP. 18+ AGE 18+ vs.POP. 18+

04  RUSSIA 54,936,000 % FRANCE 17,483,000
05 MEXICO 46,021,500 5 GERMANY 16,994,000
06  VIETNAM 39,914,000 55.6% JAPAN 15,193,500
07  PHILIPPINES 0 7 MALAYSIA 14,591,500
08 THAILAND 0 SPAIN 13,726,000
09 TURKEY COLOMBIA 13,649,000

10 SAUDI ARABIA ,374,000 79% ALY 13,297,500 261%

we
are.
social

Figure 1.5.4.3.f: Tiktok ad reach ranking

¥ Hootsuite
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%X Decision Lab
Zalo’s popularity continues to rise among Gen X. Meanwhile, TikTok
maintains existing users from Gen X and Gen Z, and manages to win
over more Gen Y audience

Gen X GenY GenZ

O
m!:_

o P

a" ;i

——
[

i
41
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may

Figure 1.5.4.3.i: Which of the following social media
platforms are you using?

LacViet Intech’s primary target audience is the GenZ

generation, and statistics show that Facebook and

Tiktok platforms are the two most likely to reach this
customer file.

Figure 1.5.4.3.k: Which apps do you ever have the intention
to quit?

= - | ® O g

3K Decision Lab

Despite coming to a stall last quarter, TikTok recovers and
is now back in the game of most used social media

Mostused social media platforms

Figure 1.5.4.3.j: Which of the following social media plat-

forms are you using?

"= Decision Lab

Gen Z's attention is
divided by many
apps. They use and
try alot of apps, but
they are also more
likely to drop those.

GenZ - howmuch do they want to
Wantingto quitatleast 1 app quitanapp?

‘ Wl
1

“ Hl Jl In

Meanwhile, TikTok is

strengthening its : " n
position alongside

Facebook, Zalo, and

Instagram.

Gen Z remains loyal
to YouTube, as only
3% claimed that they
wanted to quit the
platform.

Capstone Project Production Book 43



In the dental sector, the fourth quarter is always a time when we fo-
cus primarily on communication because people go to the beauty salon
when it's almost Tet holiday.

We have examined the company's strengths, shortcomings, and com-
munication errors that must be overcome to come up with a strategy to

run next in this fourth quarter using the theories we have learned in the
limited time we have, as previously stated.

CONCLUSION CHAPTERI
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CHAPTER II

I. COMMUNICATION SITUATION ANALYSIS

II. COMMUNICATION GOALS AND OBJECTIVES

ITI. SEGMENTATION AND TARGETING

IV. PLAN

V. COMMUNICATION CHANNEL

VI. KEY ACTIVITIES
VII. RISK MANAGEMENT

We began the study process with a secondary research method to
better grasp the project's media scenario and outline the event's
overall communication tactics.

We researched the following issues to use communication plat-
forms on the Internet to produce effects and share information
and photos of Lac Viet Intech with potential customers:

Content TikTok, Facebook

Mini-game “ Tron ven nhung nu cuoi”

Video viral “ Tron ven nhung nu cuoi” on TikTok

Event:

Discussion - Advantages Of Implant Technology Safe-Tech Tech-
nology

Community Health Day 2022

St

(o)

ne Project Production B,p.ok
R N s

P, iy

i

COMMUNICATION PLAN

s
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COMMUNICATION

1 [COMMUNICATION II' GOALSAND OBJECTIVES
SITUATION ANALYSIS

From the beginning of our communication plan rework to the end of our project, our team S.M.A.R.T Objective

Goal

employs a communication scenario analysis, assessing both internal and external factors.

PLAN OVERVIEW
LONG-TERM GOALS 01. GOAL ‘

_GOALS — TARGET AUDIENCE — = Increase brand awareness for LacViet Intech Dental.
= They are building a prestigious dental brand image,
leading in quality at an affordable price, where
customers enjoy services of international standards
with modern treatment methods.

= Increase the level of brand love for the brand.

= Increase brand awareness = People who have braces

= Increase brand reputation = People who are in need of braces
= Reach new customers
= Increase brand love

BIG IDEA

Attract customers to join the group “Ho¢i niéng rang a-z.”
Effectively promote two communication channels:

Facebook, and Tiktok of LacViet Intech dentistry, creating a
premise for a communication campaign.

Build stronger relationships with dental customers.

Create communities to share helpful knowledge related to
orthodontic braces.

Reach new customers.

KEY MESSAGE

Your smile is the most beautiful. Rearrange both health and appearance.
> All goals are interdependent and supportive of each other. Short-term goals will contribute to achieving

long-term goals—they can serve as the basis for upcoming communication activities. As mentioned above,
LacViet Intech uses online communication channels so that the activities can reach a wide range of customers,
thereby enhancing the value and increasing the brand’s love

CHANNEL -KEY ACTIVITIES
= Facebook = Content TikTok, Facebook
= Tiktok = Mini-game “ Tron ven nhung nu cuoi”
= Video viral “ Tron ven nhung nu cuoi” on
TikTok 02.S.M.A.R.T OBJECTIVE
= Event:
sDiscussion - Advantages Of Implant

Technology Safe-Tech Technology
» Community Health Day 2022
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» Facebook reach: The number of people who join the group, do they interact and post?

» Organic reach: Total number of users who see your post on their wall because they liked and followed the
fan page.

» New page likes: Number of new like of fan page.

P Referral traffic: These are website visits generated from other pages, pages that you have backlinks to, and
users who click on that link to visit your website. These backlinks are called referring pages.

» Viral reach: Total number of people who see your post by interacting

» New Group members: Number of new members of the group

» Tiktok traffic:

= Video views, video likes

= Profile Views

About Facebook: From September 10 to December 10, an increase of 10% compared to the
previous quarter

Do group participants interact and post?

Organic reach: Total number of users who see your post on their wall and Total number of
users who liked and followed the fan page.

New page likes: Number of new like of fan page

About TikTok: From September 10 to December 10, an increase of 20% compared to the
previous quarter

Video views, video likes

Profile Views

Social media platform

TIKTOK
TikTok Follow Views Reactions Comments
/Likes
LacViet 800.000 | 15.000.000 150.000 2500 1000 150.000
Intech
Niéng 7.000 100.000 7.000 250 150 5000
rang A-Z

Table 2.2.2.a.1: Reach of Tiktok
Mini game 20/10 “ Mieng dep rang xinh, rinh ngay qua bu”

Social media platform Views Reactions/Likes Comments

TikTok 10.000 2000 30 10

Table 2.2.2.a.2: Mini game 20/10 “Mieng dep rang xinh, rinh ngay qua bu”

Video “ Tron ven nhiing nu cudi”

Social media platform Views  Reactions/Likes Comments

TikTok 20.000 2000 50 20

Table 2.2.2.a.3: Video “ Tron ven nhung nu cuoi”
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FACEBOOK

Facebook Likes Follow Reach

LacViet 15.000 | 16.000 | 950.000 15.000
Intech

Dental

LacViet 4.000 3.000 | 1.000.000 5.000
Intech
Implant

Table 2.2.2.a.4: Reach of Facebook

Facebook: Group “ Nieng rang A-Z”
Group member: 10/9-10/12 - Join a group: 8.000
Total interact 10/9- 10/12: 15.000

According to market analysis in the fourth quarter along with actual surveys,
About Facebook: an increase of 5% compared to the previous quarter
About TikTok: an increase of 15% compared to the previous quarter

In the third quarter of Facebook and Tiktok, we applied the same communication campaigns as the fourth
quarter, with data analysis measurement tools showing the percentage of users who like, interact, reach, and
subscribe from LacViet Intech has increased by 10% compared to the last time.

By post content to the Facebook and TikTok platforms to increase the number of Lac Viet Intech members,
our social networking sites' traffic has increased dramatically, as has brand awareness and revenue. Attract
many potential customers to learn about and use the service. Improve brand reputation while increasing
revenue for dentistry

From September 10 to December 10
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SEGMENTATION &
TARGETING

Segmentation

Target audience

01. SEGMENTATION‘

Market segmentation allows us to learn more about each target market member, such
as what they have in common and how they differ. The market can be divided into

segments based on demographics, geography, psychology, and behavior... For our
purposes, we chose to segment the market primarily based on age and gender.

KEY DEFINITION

02. TARGET AUDIENCE ‘

» Pain Point: The specific problems our customers are facing.

> Hobby: What customers are interested in.

» Touchpoint: The interactions between customers and businesses, such as activities, advertisements, videos,

and images,... attract attention from customers.

» Communication channels usage behavior: Research on social media channels and networks that customers

often use

» Demographic segmentation: Specific statistics about customers. These data may include personal informa-

tion such as Age, Gender, Income,
» Education, Religion, and Family,...

» Geographical location: Geographical location, whereabouts, where the target audience lives

Four target audiences of our project are:

Group 2: Free Youngsters - This
group comprises students aged 15

Group 1: People to 22 who live and study in Ha-
aged 15 to 35 who noi and enjoy freedom, discovery,
have or need braces and a modern lifestyle. They are

of an age where they are con-
cerned with their oral health and
appearance. T}}e/ are mainly the

golden age” of braces service.

Group 3: Young working wom-

en - these are women (aged 23 to

35) who live and work in Hanoi.
They already have money, so

they have the right to choose how Group 4: People aged 35
they want to spend their time. to 65
Cosmetic dentistry is in high
demand there.
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GEOGRAPHICAL LOCATION

City Ha Noi, Viet Nam
DEMOGRAPHIC
CUSTOMER PROFILE CUSTOMER PROFILE
PAIN POINT PAIN POINT

Confusion when it comes to selecting reputable dentists who provide high-quality service at an affordable price.
Because advertising information is so prevalent, it lacks trust and cannot answer your questions.

COMMUNICATION
CHANNELS USAGE
BEHAVIOR

HOBBY
7777777 Use social media
] almost all day
Has an interest in oral
health, especially
orthodontic braces,
and implants

Groups about oCH POINT
orthodontic braces— — — — -~ — -
Social Network

a
<
=
)
4
=]
=)
&
=
<
=

CUSTOMER PROFILE

PAIN POINT

They are hesitant to use the orthodontic braces service because their age is not appropriate (hard bones, teeth move slowly),
and they need to meet the job requirements (Work requires a lot of communication).

Cosmetic dental services that
are as quick as porcelain
wrapping and porcelain

veneer paste.

HOBBY

COMMUNICATION
CHANNELS USAGF
BEHAVIOR

Use social media

HOBBY

External beauty — - - — - — —-— — 7:00 - 8:00 and

20:00 - 23:00

Teeth are immedi-
ately improved in
shape and color.

HOBBY

Groups about
orthodontic v

braces TOUCH POINT
Social Network [
Email Zalo

They already have income, so they have the right to self-determination and are willing to pay more for cosmetic dental exam-
inations and treatment services. The payment level is less than 50,000,000 VND/service.

INCOME

» High quality at a reasonable cost
decisions.

family's cost burden.

— regularly between

Figure 2.3.2: Target audiences
Mindset

» Desire to use dental services to treat dental diseases

» Cosmetology promotes good health and a confident appearance.

» A desire to be treated by good, well-known service doctors

» Many family members and long-term customers are frequently consulted and influenced in making

» Students who prefer the form of installment payment can go to work and pay monthly, reducing the

» Having many promotions and gifts, as well as saving as much money as possible

Having the desire to get braces but no income makes it difficult to pay a large sum of money and one must rely on others.

You must examine and treat

dental diseases such as dental [/OBBY

fillings, root canal therapy, .

and dental caries treatment,
and so on.

COMMUNICATION
CHANNELS USAGE
BEHAVIOR

_ _ _ . Use social media
E— almost all day

High demand and
are ready to use

Use orthodontic
braces service
before adulthood HOBBY
tofeelmore ~ -~
confident about
going to work later
in life.

=
<
£
)
<7
=
(=]
<
=
<
=

Groups about
orthodontic __ _ _ _ ¥
braces 1 uCH POINT

Social Network

INCOME

‘The students are still school-age, and the family bears all expenses. As a result, the ability to decide for themselves and the
payment for dental services is approximately 30,000,000 VND/service.

CUSTOMER PROFILE

PAIN POINT

‘They are health-conscious people who value their health, so even though they have the means to do so, they exercise extreme
caution regarding dental implant services.

COMMUNICATION
CHANNELS USAGE
BEHAVIOR

HOBBY
Safe methods of

dental implantation

)
—
g
. v I
Mainly concerned HOBBY 59 I
withquality —— "~~~ ~
=1
<
()
=
Event 2

g
s
E
g
H
g
5B
Z

INCOME

Those with a steady and high income or a pension. Willing to pay a high price for dental implant services.
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IV PLAN Vv COMMUNICATION

CHANNEL

01. BIG IDEA ‘ 01. OWNED MEDIA: FACEBOOK, TIKTOK

“ Tron ven nhiing nu cudi”
To help people see braces differently, to better understand oral health issues,
not just beauty.

02. KEY MESSAGE - HASHTAG

In this communication campaign, the primary media channel is
Tiktok. This is a potential platform that can reach a considerable

#Tronvennhingnucudi Nha Khoa Lac Viét Intech number of users since, according to Lac Viet Intech
’ ) ’ @nhakhoalacviet - Bac st
I wish all Lac Viet Intech customers a beautiful smile. Completeness o

here refers to not only our outer beauty but also to our inner health. ‘ < Lec Viét Intech - Nigng Rang L1

Trang chu Anh Video Céng dong Xem thém v
More than that, your smile is always the most beautiful, so keep a smile
During this time, Facebook is a support channel for

on your face.
providing official information, offers, and customer @nhakhoa.lacvietintech

0 3. KE Y WS UA L ‘ experiences to raise brand recognition and reach out to #o | 846SK | 19M

Pang Follow Follower Thich
potential customers.

Tin nhan 2, v

DPang ki dé nhan tu van 1-1 tif béc st

The familiar branding elements are shapes, colors, symbols, num-
bers, and letters. Color, on the other hand, is the most memorable
factor. Color can boost brand recognition by up to 85%.
Therefore, in this project, with the desire to combine to improve the
brand identity of Lacviet Intech, all of our publications choose the

[4 Dang ky ngay

primary colors of Lacviet Intech. 02' PAID MEDIA ‘
Color choice
#034eb4
#{9fcfc
#169e02

The program has shown videos about health and wellness on television
and in newspapers.

04. TACTICS

Word-of-mouth:
Word of mouth is a free kind of advertising that is

formed by the speaker's impressions, sentiments,
and opinions. Word of mouth is vital since it can
have a significant impact on both existing and new

Concentrate on creating content for various social media platforms,
particularly Tiktok and Facebook fan pages.

 Maintain necessary knowledge about orthodontic braces, and share content i ' B ‘ ‘:'-'I “ ‘ clients. Furthermore, it is evident in this case that

. . . e ‘I:\'. . ’ L 'ﬁ“‘ ; A 73 i i i

in an easy-to-understand, enjoyable manner to quickly reach customers. e T O 1 most new clients are introduced to LacViet Intech
« Vibe conveys fun, humor, and knowledge. ‘ i F . Jir . by relatives and friends. Furthermore, the favorable
o Plan minigames and seminars. : e . i~ % consumer feedback indicates that the campaign

positively impacted them.
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C OMMUNIC A I ION MEDIA PLAN - PHASE 2: 22/09/2022 - 14/10/2022 - COMMUNICATION DEPARTMENT
MEDIA

NO. ACTIVITIES DETAILS TIMELINE

CHANNEL
' H AN NE I COMMUNICATION DEPARTMENT

Objective 1: Increase community member group " Hi niéng rangA-Z " and increase brand recognition on the
fan page Lac Viet Intech Dental - Dental Implant Hi-Tech And Lac Viet Intech Dental

Ph 4 Objective 2: Continue to develop the Tiktok channel LacVietIntech_niengrang
ased @ 151012 — ST ——— merr—
Objective 3: Build relationships and increase credibility with customers
Make a boom and boost the brand’s reputation . -
- Write scripts for:
Key asset: Facebook, Tiktok, Minigame, Video, Event + Customer experiences (People's Artist
Tran Nhuong) 22/09 - 30/09
Phase 3 . 15/10-14/11 + Dental knowledge
- - + Customer feedback
Create Brand Love for Lac Viet Intech Creat ent. ol
-reate content, plan, - Write scripts for:
: - . Tiems 1 o _ : Facebook
Key asset: Facebook, Tiktok, Minigame and post on Facebook. | + Distribute the Lac Viet article Health and
Life
Phase 2 . 22/9-14/10 + Share photos from the discussion 01/10 - 15/10
. . . . + Share your dental knowledge
Creating and expanding communication + Share Lac Viet news on HN1, VIV and
channels, as well as raising brand awareness other channels.
Key asset: Research, Facebook, TikTok, - Create scripts and consult with doctors
- i ) . - Establish a timeline, location, and props for
l'alkshow Script and video . prop
. filming
editing c o
. LacVietIntech nienera - Create a master checklist control the
Phase 1 . 10/9-21/9 ne | progress and deadline of video production
= - Rate and measure the videos after they -
Plan and conduct research 2 ’ Tiktok 22/09 - 15/10
have been updated
Key asset: Research ;
. - Overall channel planning
Create a Tiktok - Coordination of recording content
Figure 2.3.2: Target audiences channel Braces A - Z | production and uploading of the first videos
- Conduct evaluation and measurement to
01 . MEDIA P LAN - Monitor and interact, respond to customer
3 Feedback customer questions and comments on channels
Table 2.6.1.a: Media plan Phase 1 services on channels - Comment on the fan page Facebook
MEDIA PLAN - PHASE 1: 10/09/2022 - 21/09/2022 - COMMUNICATION DEPARTMENT - Comment on Tiktok aTC'itOE ’ 27/09 - 15/10
ikto
) : ’ ‘ MEDIA REQUIREMENTS/ IELIN - Predict media crisis phase 2, includin
CATEGORIES NO.‘ ACTIVITIES ‘ DETAILS ‘ CHANNEL ‘ GOALS ‘ TIMELINE , Manage t SIS P P \}ding
CONMUNICATION DEPARTMENT communication crisis comment processing and public opinion
CORE orirentation
MISSIONS Objective: Research information about Lac Viet Intech dental clinic - - - _ < - .
- _ TALK SHOW “UU DIEM CUA CONG NGHE TRONG RANG IMPLANT SAFE-TECH”
- Researching the channel's content and - Meet with the Lac Viet Intech Marketing
execution strategies i
I | Learn about Facebook - Channel engagement and reach Facebook team to p lan the event 22/09
Research - The third quarter's primary theme ideas e - Determine the event's location and "
. g _ N, T 1 - Ana yZe and eva uate the . -
existing Researching thg chamlels. content and : directions
communication | > Learn about Tiktok execution strategles Tiktok old content style, from 10/09 - 18/09
channels of Lac - Channel engagement and reach which to develop new - Create a master checklist to keep track of
Viet Intech - The third quarter's primary theme ideas content direction - .
_ , — 1 Before talk show the progress of items.
Research content - Find out about Lac Viet's existing Tiktok - ) N -
3 direction for new channel Tiktok - Extensive event planning: attendees, costs, 22/09 - 27/09
Tiktok channel - Plan content for videos MC, per sonnel, risks... ' '
Survey of the - Create key visuals and associated
company's . § - Join the Lac Viet Intech Marketing team to - ublications.
current activity | | Ha;:g;el\iiﬁ{ et conduct customer surveys and collect data. ) S:;tgfiii?;]ﬁiigg:ﬁ 19/09 - 21/09 P
and market - Subjects aged 15 to 35 4
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Media before the event in the newspaper

Talk show

- Work with the event production team to
review and implement the program items
following the original timeline.

- Coordinating recording, video recording,
and program activities - Taking group and
individual photos for partners, guests, etc.

29/09

01/10

CATEGORIES

MEDIA PLAN - PHASE 3: 15/10/2022 - 14/11/2022 - COMMUNICATION DEPARTMENT

NO.

ACTIVITIES

DETAILS

MEDIA
CHANNEL

TIMELINE

COMMUNICATION DEPARTMENT

Objective 1: Manage and produce content on media channels that follow the campaign's message

After talk show

- Create a video of the talk and upload it to
YouTube."

Youtube
01/10

- Write a press release about the seminar

- Create a Facebook PR post about the talk

Facebook 02/10

- Analyze the comments to determine the
effectiveness of the talk

01/10-03/10

Table 2.6.1.b: Media plan Phase 2
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CORE Objective 2: Continue to build and develop 2 Tiktok channels
MISSIONS Objective 3: Mini Game on Tiktok channel ".\'iéng ring A-Z" responded on October 20 and held an internal
event
- Producing creative content reserves
- Increase the actual images at Lac Viet
Intech
- Innovating contents and methods of
monthly implementation: Facebook, 15/10 - 14/11
+ Change the doctor appearing on the Tiktok '
channel
+ Add new trend
+ Updated size styles on photos and short
videos
- Create excitement |- Develop a plan and change the direction of
and develop a variety content on Tiktok channel
1 of content LacVietIntech_niengrang towards
- Change the form of entertainment and fun Tiktok 15/10 - 14/11
interaction to easily | - Continue to build and develop content on
reach customers Tiktok channel "Niéng ring A-Z"
- Set up timeline and posting time
- Create a MiniGame with the theme “Miéng
xinh, ring xinh. rinh ngay qua by”
Launch MiniGame - Write contenlt r.o announce about Tiktok 20/10
MimGame
- Post how to play MiniGame
2 - Announcement of winners
Customer
Appreciation - Write content for promotional
Promotion " Chung - Content creation and video production Facebook 15/10-22/10
niém vui khui qua - Post promotions
ting"
3 Feedback customer | - Conduct review of comments and improve
services on channels content on channels Facehook. 15/10 - 14/11
4 ]\f[jana:ge . - Monitor and handle negative comments Tiktok
commumcation crisis -
- Planning with Marketing Team to prepare
for the event . .
- Write a timeline for the event 16710 - 18710
Internal celebration of | - Design key visuals and related publications
Event 1
October 20th - Set up the party
- Send mnvitations 19/10 - 20/10
- Party organizing
- Take group and individual photos

Table 2.6.1.c: Media plan Phase 3
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MEDIA PLAN - PHASE 4: 15/11/2022 - 10/12/2022 - COMMUNICATION DEPARTMENT

NO. ACTIVITIES

DETAILS

MEDIA
CHANNEL

TIMELINE

Prepare content

Post information after event

Facebook

27-29/11

COMMUNICATION DEPARTMENT

Objective 1: Manage and produce content on media channels that follow the campaign's message

Objective 2: Continue to build and develop 2 Tiktok channels

Objective 3: Make A Boom with video and Mini Game series ""Tron ven nhitng nu cwéi' on Tiktok channel

"Niéng ring A-Z"

Change content
direction to increase
organic engagement

across channels

- Producing creative content reserves
- Increase the actual images at Lac Viet
Intech
- Innovating contents and methods of
monthly implementation:
+ Change the doctor appearing on the
channel
+ Add new trend
+ Updated size styles on photos and short
videos

Facebook,
Tiktok

=

- Increase the actual images at Lac Viet
Intech

- Innovating contents and methods of

monthly implementation:

+ Change the doctor appearing on the

channel
+ Add new trend
+ Updated size styles on photos and short

videos

Facebook,
Tiktok

- Develop a plan and change the direction of
content on Tiktok channel
LacVietIntech niengrang towards
entertainment and fun
- Continue to build and develop content on
Tiktok channel "Niéng ring A-Z"

- Set up timeline and posting time

Tiktok

- Building a Facebook script in the direction

of sharing knowledge of videos about
Implant and braces technology
- Coordinate editing and production of
customer experience videos
- Set up timeline and posting time
- Ensure production on schedule, quality
images and content
- Released on time

Facebook

Feedback customer
services on channels

- Conduct review of comments and improve
content on channels

Manage
communication crisis

- Monitor and handle negative comments

Facebook,
Tiktok

15/11 - 10/12

Mini Game series "
Tron ven nhitng nu

- Make a plan with Marketing Team to
prepare for the MiniGame series
- Write a detailed script for the MiniGame
series
- Design key visuals and related publications

cuot”
Produce videos and upload them to Tiktok
- Conduct review of comments and publish
MiniGame results
- Write a detailed script for the viral clip
_ . - Make a master plan including time,
Viral clip spreads the place,...
message

Shooting and producing videos

Upload videos

15/11 -20/11

21/11 - 10/12
23/11 - 8/12
20/11 - 23/11

25/11-29/11

30/11

Event planning, event
script

Coordinate with the Marketing team to
conduct research and detailed work.

Ofline

20/11-24/11

Prepare materials for
the event

Ofline

25/11

Set up, prepare to

During the festival, assist customers and

doctors by inviting guests to the

Ofline

26/11
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Table 2.6.1.d: Media plan Phase 4
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‘ 02. MEDIA-USED TIMELINE

a. Facebook Lac Viet Intech Dental Clinic-used Timeline
Facebook Lac Viet Intech Dental Clinic

LAC VIET INTECH

Facehook Loc Vet Invech Dhenial Claic

Mhung, Cha | S
Setupt £, [ocsting e Mhung, Cha | A%
aine Meial Hraces Mo Hegin Your Bracing Jounmey Winh Cey 004 Mhung. Lk A

itic Metal Brackets  Mew e
Improve Back 13ite With X-Matrix Hraces Technology

Hrnces Hurr!

Lo Wit Inbech
X-marix lechn
X-Mamx - Mew

enitad {*limic Hapqy Vietnamese Wamen's Lay Ocinher 20

e Crocked And Promneding Ueeth Afier 13 Months

Livesiream: Aimachi

, Foce, Why Nog?
Mguyen Thi Thash Hue

X-Muirix Hraces lechnalogy
1 Bemove Hraces: Custosner Le Thi Mai Anh
Lo et Intech - Wiere Medical Ethics Puis Firsi

g With X-Mamnx lechi
With X-Mamnx lech

How 15 Sparse Teeth Chas

How I Sparse Leeth Chas

Lo Wzt Intech Demtad Clmie - Sustamable Coop
Ueanipare Braces Wah Usamic Hreces Ared Braces With Unysial Broces

Lo Vet Intech Denaal Clmic Meets Hramd Bepresentative 5M

wis Food With Invisadi

Comiforinhly Enjoy Deli

Exclusive X-Bainx le B

Wiy Can X-Muotrix Tech ie Acsthatic L

M-Mainx Braces - Preveew Hesults - Premmend Wit Peace OF Mind

Hahy Iran (uang Dung's Brces Jo
Free Braces Besult Preview Only
A-Marrix Braces  Confident With A 13

Lh

e A Lo Wiet Intech Dental Ulamic

tiful Smile

R 3 Bloest | ez In Chibdren's Braces In 2022

Followap ¥ s Wheel B es Lustomiers

Livestresrm

_inh Ul Kefin e Mlaimne;

sy

Lo Wit Inbech s Clwic Bas mode the following oo

ull tezzm ILKF
full teaem 1L

Mhung, Cha | 10KF

Irung, Linh | 1or
Al team A
Al team P
Al team HF

EE—
Al ez | 93 &
All pean | A% .
Al ez | 93 &

full teaem IEEF
ull tezzm ILKF
full teaem 1L
Imng, Linh | S

full teaem IEEF

Mhi

Nhung, Cha | S0

Mhi

Mhung, Chi | 1065

Mh

Mhung, Chi | 1065

Mhi

Mhung, Cha | %3% ?

Mhi

Mhung, Cha | S

M 1K
Mhung, L SiF
M CHF

Mhung, Chi | 1065

Mhi

Mhung, Chi | S0

Mhung

Mhung, Chi | S0

Mhung, Chi | S

Mhi

Mhung, Cha | S

Mhi

Nhung, Cha | 100

Mhi

Mhung, Chi | 1065

Mh

Mhung, Chi | 1065

Mhi

Mhung, UChi | 106F%

Mhi

Mhung.

EHBE AR (LA AR HAHNWBE ARH TR Rl AR B R

Table 2.6.2.a: Facebook Lac Viet Intech Dental Clinic-used Timeline

https://docs.google.com/spreadsheets/d/1BBIKBHufXk5S4WTYJE8M7amDk5eLHLggrogR9Yet9sE/

edit#gid=1921851237
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b. Facebook Lac Viet Intech Implant Dental Clinic-used Timeline
Facebook Lac Viet Intech Implant Dental Clinic

Praject Stare| 000102000 P AHRaR aHERaRL ARz AR HaHER2E WHTR2E R
h Bennplard, Decrstal Clinic: Dinglay Wezk 1 sla|T|w

R b LRk L Rt B A0S

W03 2345 MM K M1 | F] Y|4 E TR E

G5 )T GN Wl B0 32D 24 25| M T M KN N4 S B|T| k| W

Gl 602|333 7| M KM F| I 4] BT R RW

i Irsstalladion ol Nos! Trn Kl

Al T daw

O Tinsth Lina
wely With Conureen Oeal Tisczeas, Many

cir Tecih Faddy

10142022 1

10152022 1 1 PR -
Ilean | 1| 1viedan [ |
LiVIAQIE 1 1 20 -

Nhurg, Chi | 1008 g |1
Al The hourmzy T Fiirsl A Hagpy Smilke O Avctor Magn: Tan “h am | 1

Cnacheal sl Prokwlng Tecth Aller 15 M Ml
Drertal linpland Acdbcti, Fad Like Rod Tedh M

vt Iinpiarts Tos = O

wpince: On Teothing They OF Autisd Mgow: Tim

“an Marh

it - Cind
i banrs et High-Chadity Bioplilic: mplas

All you

Drerdal linpland Safe-Tech Tech Lirad Tewth Dhe ke Congli

Confidenily € st Theadks o Deridal hoplanis Mhurg, Cha ur

Phas: 3 Sunmuey, Phas: 4 Facchuk Cinlend Famin Nhurg, Chi | 100

St g Band

Mhurg, Cha

Stamnl Nhury, Thi
Mhury, Th

iy

Mhurg, Thi

Nhurg, Thi

Lac Wict Inlech Dental
Lsc Wict Intoch Dental CF
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Impba Mk
Lz icd Inloch
Lz %

iz al th

Denial implamts beevs pi youehfid ficz Mg
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Table 2.6.2.b: Facebook Lac Viet Intech Implant Dental Clinic-used Timeline https://docs.google.com/spreadsheets/d/1BBIKBHufXk5S4 WTYJF8M7amDk5eLHLggrogR9Yet9sE/
edit#gid=914685957
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c. TikTok Lac Viet Intech- Nieng Rang-used Timeline
TikTok Lac Viet Intech- Nieng Rang

LACVIET INTECH ]L_ujgd Sgare:| 00102022 L Iy L HH liﬂhmti AHBE Ji'x.li!t lil';ﬁtt lil‘h&lﬂtt FAH TR AR R A AP li\‘ﬂ'ﬁl& LRk L RRb-t L 1S
TikTok Lac Vid bnizch Mann Ramg D Wezk| 1 LR 3 [ 5 3
L RN Lt ik

5 ] 3 k] ]

4 ¥ W
.................................. L B _ Lipl=p) W Rl al a5 b st e e e | S o | e | o M T R L e O e e i ik e B PR R R AR R R e e D e e S 2 DA i e I
e I . S T i | [ i i L O i o o i e i G T i T T i 06 T A

SR A i Flelh|s|s|s
=l |E | 3 ¥ 14
) = |k E k3 [}

‘ E
1 R R

R R

Table 2.6.2.c: TikTok Lac Viet Intech- Nieng Rang-used Timeline

https://docs.google.com/spreadsheets/d/1 BBIkBHufXk5S4WTYJF8M7amDk5eLHLgerogR9Yet9sE/
edit#gid=685117563
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d. TikTok nieng rang a-z -used Timeline
TikTok nieng rang a-z

LACVIET INTECH ]L_ujgd Sgare:| O 0 2022 L Ly HH aHashE LRl A Rl b Rl HH ARHTIRY AR Ry A Ry R M4 LRt Ll LR B RhLr ]

[3 i 3 X [2 W ] 3 3 M M]3 [3 i ] 3 ¥ [3 [

Table 2.6.2.d: TikTok nieng rang a-z -used Timeline

https://docs.google.com/spreadsheets/d/1 BBIkBHufXk5S4WTYJF8M7amDk5eLHLgerogR9Yet9sE/

edit#gid=1049413914
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03. MEDIA CONTENT PLAN

22/09 - 30/09
Phase 2 ( 22/09
- 14/10) 01/10 - 11/10
12/10 - 14/10
'I']I - NTENT qN - 1 customer per post
{TOK CO! PL Customer experience - Discuss the procedure before and after braces.
TARGET TOFIC T expe - Customer feedback following braces
MEESAGE TOTAL CONTENT HOW TO PUT INTO ACTION - Include customer videos/photos.
120% - 3005 - Stream the process of attaching brackets. orthodontics, and
aL10-1110 Brackets being inserted and drawn live bracket removal in real-time.
- Pewr channel lsmched Brmces just for b the question: braces just io look heausiful? lncrease ol value After removing the brackets. the quest to - A video depicting the customer's efnu‘l:mns before and after
Phaes 3 (2109 heaury? - Shared by KOL Todashinnme Mai mn“hﬂmﬂl " ih see customers’ srmiles began bracket removal.
Stad SHARE KNOWLEDGE & | ~ n  grow = - Before and after removing brackets, write content about sharing.
1. 14me | SHARE ividen | temces hurt? - Heep commess from presvos vides Phase 3 (1510|4510 14m CUSTOMER ate of the channel 21 post b ‘et Intech Dental fiet Intech itude to all Vi :
ENOWLEDGE - KEW. answers questions - 14/11) _ Make the channel po O_n Or:ln er 20: Lac Viet [n}e ]:I)Eﬂlz - Lac Viet Intech expresses _g:[atl e to all Vietnamese women.
everyane in a plemsan ] Share soumd when doies geeih EXPERIENCE interesting and Clinic salutes Vietnamese Women's Day. - Hlustrations are included.
moessihle style sounds of pain - Exprassive —— informative The 13th Conference of the Asia-Pacific
N . Orthodontic Society (APOC) in . L . g
!I' ik h”‘"f: - Share peciures of fumous heautes witer hraces conjunction with the 55th Annual Mesting | ~ Shate Lac Viet dEﬂ.hm conference experiences with digital. AL
chisnege peapl! of the Korean Orthodontic Association aligners, scanners, and so on.
MM GAME - WML '.|.'l.l':'|1|":“.l.;-:|."\'l'||dl-:m :Iulllz;ln;?f-'ltll"-lr Ii's I.'lhn:’_\._l:hll'f'r.'.".l (KAO) 1n 2022
MHCnE O Mg K N T v Qe i
— = — . . : - Announcing Lac Viet and 3M Group's collaboration
S\l;gt:n;i;{i]ulla&umiéﬂ;}fs?\\; eGm Lac | Photographs of the two parties taken jointly that represent the
- Imcremsing the Pcssage ¥ - Reply message ahomt the pam of pluggimg in Vis e crital anc the SA% broup two sides.
chamme!'s vadee. ¢
vy an Each post has one customer.
et :.h.. rireal Cust . - Describe the procedure for a dental implant before and after.
SHARF o o You may already - When broces will: - Increase channel value ustomer expenence - Customer feedback following teeth whitening
15718 - 3110 émm;}g-ﬁg} 1 yiden [ - Video of peaple with hraces sating must use scissors 1o os Phase 4 ( 1511 SHARE KNOWLEDGE & | - Mﬂiﬂ?ﬁﬂlﬁ gIUViﬁl - Include client videos/photos
T ATV ased( 1511 - 10/12 CUSTOMER ate of the channel Tpost | Braces results ate exclusively previewed _ A statement regarding dental technology ownership
Tp— el -10n2) EXPERIENCE " nteresting smd by X Matrix technology. ’ "
& barnces 1o 1230 il [ som ! - -
interesting and frats ::_,1. s informative Why ﬁt;iﬂ:?;ﬁnﬁsi?mﬁ - Outstanding characteristics of the X-Matrix braces technology
informative =
o Respond to customer feedback - A doctor is seen in a video responding to a patient's query.
Braces have helped
Fhaec 3 (15144 ihe posi-gerks soa - Share [:u.um.':.-vl' heauty queens
i o Table 2.6.3.b: Facebook content plan
|:-“"|:I|u||1 *t'l;_r“ - - Share piciures of Kpap idols
sed in hive hraces|
— https://docs.google.com/spreadsheets/d/1BBIKBHufXk5S4 WTYJF8M7amDk5eLHLggrogR9Yet9sE/
tecah geseral - Share & pactures of different tooth generals and their destinas edlt#gld:65699757
Whes 1 comes - Share 2 comparison videns hetween imaginary and real Vis pheg
1 T8
Meleghnts of brmces
fir rickkid sociesy - Braces mizmal hraces and advaniages and disadvastages, price.
0111-14711 E R'I";\I‘im:f - Make the channel i Viden lop i things
ingeresting amd parenis meed i - ‘share i thangs to noie
informative =
- Insent viden with ¥is shivwing the fizan o the poini of crying
e b e - KO Tadashinnne mied the braces filer on 16k Tok
oading
Exmming the
Previos pefiods’
COIMMEnts.
Nikink tremed ™ hao™
_ NTE vl clip *Irom ven - K{kL Tadashinnne show minigame
Fh’_‘;;_:;:'n 1511 - 1012 E R'I;U_‘ﬂ'llff nhimg ny cunm™® viden - Wiral Clap * Irpn ven nhimeg nuy cwin *
- Mini game - Share smnile-inducing moments from hehind the scenes
viral viden
anfevarcment Clif
Ve viral chip®

FACEBOOK CONTENT PLAN

CATEGORY

TARGET
MESSAGE

TO PUT INTO ACTION

Table 2.6.3.a: Tiktok content plan

https://docs.google.com/spreadsheets/d/1 BBIKBHufXk5S4 WTYJF8M7amDk5eLHLggro-

gRI9Yet9sE/edit#gid=2083558895
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T RISKMANAGEMENT

O1 The importance of risk management

O2 Risk management methodology

O3 Project risk classification and management

‘ 0O1. THE IMPORTANCE OF RISK MANAGEMENT

All initiatives have a particular risk of negative occurrences occurring, which can have severe repercussions.
This probability can be broadly characterized as the project risk or the potential that some unforeseen event
will jeopardize the project's success. If these risks are not addressed, they can escalate into crises, which are
systemic episodes that cause broad tension within an organization.

Crises are perceptual because they might deviate from stakeholders' expectations of the organization's behav-
ior and harm its brand. Concerns are perceptual because they might differ from stakeholders' expectations of
the organization's behavior and damage its brand. The larger the project and the more stakeholders engaged,
the more likely it is that something will go wrong. As a result, future communication crises must be closely
watched and, if necessary, avoided to protect our essential stakeholders' reputations.

Another reason to be cautious about risk management is that risks can significantly impact project perfor-
mance. The impact of a crisis differs from that of an incident in that, although an incident is a minor and local
disruption, a problem can disrupt or influence an entire organization. This means that errors committed by
any party involved in this project, whether it is the content generation, content publication, or content mon-
itoring, can impact the entire project implementation, preventing the project from meeting its objectives on
time. As a result, these procedural risks must also be considered for the project to run as smoothly as possible.

: NHA KHOA LAC VIET INTECH VINH
PIA CHi TRONG RANG IMPLANT UY TiN

7

~—

./—\¥ \\

‘ 02. RISK MANAGEMENT METHODOLOGY

Our risk management strategy is based on W. Timothy Coombs' three-stage crisis management technique from
his book "Ongoing Crisis Management: Planning, Managing, and Responding." According to this viewpoint,
crisis management is a continuing process that must begin before a crisis occurs and continue long after the
situation appears to be resolved. This extensive procedure ensures that a problem is adequately avoided in the
first place, well mitigated if it persists, and its impact may be properly tracked following resolution. The follow-
ing are the individual management steps of this approach:
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Our risk management strategy is based on W. Timothy Coombs' three-stage crisis management technique
from his book "Ongoing Crisis Management: Planning, Managing, and Responding." According to this view-
point, crisis management is a continuing process that must begin before a crisis occurs and continue long after
the situation appears to be resolved. This extensive procedure ensures that a problem is adequately avoided in
the first place, well mitigated if it persists, and its impact may be properly tracked following resolution. The
following are the individual management steps of this approach:

= Issue Detection and Classification: In this step, we thoroughly examined all aspects and activities within
the project to predict and analyze any factors that could lead to a crisis. Among them was scanning for
potential risks in human resource management, production scheduling, procedures, and other external
elements. Following that, we split the risks into manageable groupings (Content Production Risks, Person-
nel Risks, Communication Risks, etc.) and assigned each a Priority rating ranging from High to Medium
to Low. This Priority ranking was determined by the risk's likelihood of occurrence and the gravity of its
impact. The higher the priority of the risk, the more attention we would pay to it during project implemen-
tation.

= Develop Reaction Plans: After identifying all of the potential hazards identified during issue detection
and anticipating their possible development into crises, we devised specific reaction plans for each risk.
These measures would be implemented if any of the dangers identified showed signs of becoming a crisis.
= Risks Monitoring: All issue detection phase aspects must be monitored closely and continuously. If a
possible crisis is spotted, the team must be notified immediately to examine the situation and implement
the necessary response plan.

= Create a Crisis Response System: Team members were assigned to various parts of the project and were
in charge of detecting and notifying potential threats related to the project area. The team must constantly
build risk response methods to ensure fast and efficient resolution of any recurring problems.

= Crisis Recognition and Communication: = Crisis Resolution Evaluation: After an issue appears to
In the event of a crisis, our team must be have passed, our team must determine whether or not the
able to identify the situation and assess the crisis was genuinely resolved. This can be accomplished
severity of the problem. Proper communi- by checking in with impacted stakeholders to learn about

cation with the necessary internal stake- their perspectives following the situation and monitoring
holders is also required to arrive at an agree- the project's current progress toward its objectives.

able solution and plan of action in response. = Revision and Adjustment: Once a crisis has been con-
= Evaluation and Application of Reaction firmed as resolved, our team must analyze the issue and
Plan: The team must first determine wheth- discover the source of the problem inside the organiza-
er the prepared Reaction Plan applies to the tion of our project. Following that, work must be done
situation and if so, make appropriate chang- to ensure that the crisis risks are better monitored and
es. Work on implementing the final Reac- that the same situation does not occur again, as well as to
tion Plan must then begin promptly to fix strengthen the team's Reaction Plan based on the crisis's
the problem. experience.

POST-CRISIS EVALUATION

03. PROJECT RISK CLASSIFICATION AND
MANAGEMENT
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Description Solution

Follow the news to create
an appropriate.

Weather difficulties can
cause a film to be.

Technical issues such as
missing voice-off or
incorrect footage.

Follow the implementation
timeline to thoroughly
review all sources and

backups.

Accelerate the timeline
Reduce the length of each
screen and eliminate
unneeded screens.

Due to significant
traffic, it has been
pushed back.

Make a list of interns to
contact.

The staff is unwell and
not in good enough

health to handle the
workload.

Determine a reasonable
release date.

O unte i o Does not achieve the

Crisis projected reach.

Monitor and handle
negative comments.

Received many mixed
and negative comments.

Event crisis Weak Internet
T DA connection causes
1ssues and disconnects
in the middle of the
event.

Prepare a backup
Livestream source.

Monitor and handle
negative comments.

Received many mixed
and negative comments.

Copyright issues. Request permission from
the song's owner.

Check to determine if it is
I Ehi el copyrighted by putting it on
a personal page. If so. the
song must be modified to

ensure the event's quality.

Budget risks: shortfalls,

incomplete records. ... The person in charge will

have to keep a close eye on
the situation.

Table 2.7.2: Risk management methodologies
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We run the communication plan for the entire project in this section and determine
the budget, expected costs, and people. We collaborated in this section and learned a

lot about cooperation.

rior to those anticipated.

Chapter I1

Conclusion

We thoroughly researched each item one by one in the preceding section, so when we

began implementing the project, everything went quite well, and there were no signif-
icant issues.

All communication channels followed the original plan, and the results were far supe-
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()] Facebook Nha Khoa Lac Viét Intech ()3 Tiktok Lac Viet Intech Nieng Rang
-
" - ()2 Facebook Nha Khoa Lac Viét Intech - Trong (4 Tiktok Nieng Rang A-Z
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: !ML " ()5 Estimated Cost
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~i [ 01. FACEBOOKNHA KHOA LACVIET INTECH

= | https://docs.google.com/spreadsheets/d/1 BBIkBHufXk5S4WTYJF8M7amDk5eLHLgerogR9Yet9sE/

edit#id=27448242
Table 3.1.1.1: Production Schedule

The Joy of Doubled the Day of Perfect Teeth Installation of Nsnd Tran Nhuong

Z
=
-
-
O
e
S
aa

Phase 2 (22/09

We recognized an essential function in the precise planning of S0

Communications over the last time. We have given the target, the target
customer, and the task of developing and implementing appropriate
communication channels based on the specified job. To accomplish the
aim, we have devised strategies and tactics, budgeted for the project,
and specified risk management that may arise throughout the task. The

extensive communication planning step will help us stay to the strategy, el

Double Happin
Phase 3 (15/10

limit risks, and effectively manage problems that may develop during the “1am

implementation process. Construction is the stage in which we put our
plan into action.
This component of the report will detail our tasks, which sections like

Production Schedule, Work Assi d Scheduling will DTN :
/ Stand o e Tiet Intech Dental Clinic _ ink 3 Lml. 33 Lmk _
roauction Schedule, Wor ssignment, and Scheduling will represent. . : 0w s o

CHAPTER III

L.MEDIA PRODUCTION _‘
IL EVENT

IIL. TOTAL CAMPAIGN BUDGET

IV. HUMAN RESOURCES D T — =

Dental implants have given me strong teeth and a youthful face.
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LINK 2

10 NAM MAT RANG VA HANH TRINH TRONG IMPLANT TOAN 2 HAM
Mat rang toan 2 ham hon 10 nam nay khién cuéc song ciia chii Nguyén Van Toan
trd nén vat va hon bao gior hét. Mat ring anh huong dén bira an, gide nga, nhimg
con dau tréng chimg nhr thée 18n tin néo khién chu dau déu tim kiém mét giai
phép hiéu qua, lau dai.
Bén vdi nha khoa Lac Viét Intech, sau khi thim kham, bac si da dua ké hoach cho
chti Toan la cay ghép Implant toan 2 ham bang ky thuat phuc hinh All-on-4. Pong
thoi, két hop céng nghé Safe Tech dé han ché dau trong va sau cay ghép.

Cho dén hién tai. sau 10 ngay v6i 3 1an hen. cht Nguyén Van Toan da hoan thién
lap ham tam. Sau hon 2 thang nita, chti sé quay tr& lai nha khoa dé lap rang st
hoan thién, Kkét thie qua trinh lam.

¥ Moi co/chi/anh/chi va cée ban cing nhin lai nhimg hanh trinh trong rang
implant ctia chu Nguyén Van Toan qua thwde phim dudi day!

NHA KHOA LAC VIET INTECH - DAN PAU CHAT LUONG BIEU TRI
Website: https://lacvietintech.com/

- Tru s& Vinh: S6 22 Cao Thing, P. Hong Son, TP Vinh, Nghé An

— Tru s6 Hai Phong: S6 107 Ta Hiéu, Lé Chan, TP Hai Phong

Hotline: 097.106.6726 - 19006421

#implant #trongrangimplant #cayghepimplant #nhakhoalacviet #lacvietintech
#nhakhoauytin

NIEM VUI NHAN POI NGAY LAP RANG HOAN THIEN CUA NSND TRAN
NHUGNG

Hon 2 thang tréi qua, hém nay NSND Tran Nhuong khong gidu dwoe cam xtc
phan khai khi dwge 1ap ring Implant hoan thién.

V6i ham ring méi nay, NSND Tran Nhuong c6 thé thoai mai an nhai, giao tiép va
tron ven hon vdi nhiéu vai dién céng hién cho ¢ong chung.

Ciing nhin lai nhitng hinh anh trong qua trinh lap ciia nghé sI Trin Nhuwong dwge
thure hién bai doi ngii bac si Nha khoa Lac Viét Intech.

NHA KHOA LAC VIET INTECH - DAN DAU CHAT LUGNG BIEU TRI
Website:_https:/lacvietintech.com/

- Tru s& Vinh: S5 22 Cao Thing, P. Hong Son, TP Vinh, Nghé An

— Tru so Hai Phong: S 107 To Hiéu, Lé Chan, TP Hai Phong

Hotline: 097.106.6726 - 19006421

#implant #trongrangimplant #cayghepimplant #nhakhoalacviet #lacvietintech
#nhakhoauytin

Lac Viet Intech And Many Meaningful Activities During Community Health Day 2022 T Link 45 Link 45 Link 45
29/11/2022 | Lac Viet Intech Dental Announcement Link 46 Link 46 Link 46
2/12/2022 Looking back on Lac Viet intech’s meaningful activities at the 2022 public health festival Link 47 Link 47 Link 47 Link 47
4/12/2022 Dental implants have given me strong teeth and a vouthful face. Link 48 Link 48 Link 48 Link 48

LINK1

02. FACEBOOK NHA KHOA LACVIET INTECH -
TRONG RANG IMPLANT CONG NGHE CAO

Table 3.1.2: Master plan FACEBOOK NHA KHOA LAC VIET INTECH - TRONG RANG IMPLANT CONG NGHE CAO
(Phase’™ pae [T Detailed article  Tmage  Video  Link

23/09/2022 The Joy of Doubled the Day of Perfect Teeth Installation of Nsnd Tran Nhuong Link 1 Link 1 Link 1
24/09/2022 10 Years Of Tooth Loss And The Journey To Implant All 2 Taws Link 2 Link 2 Link 2
24/09/2022 Get 10 Years Younger Thanks to Dental Implant Safe-Tech Link 3 Link 3 Link 3
25/09/2022 The Consequences of Cheap Implants Link 4 Link 4 Link 4
29/09/2022 Customers' Bright Smiles After More Than 10 Years Of Tooth Loss Link 5 Link 5 Link 5
21102022 Health & Life Newspaper: Subjectively With Common Oral Diseases, Many People Lose Their Teeth Early Link 6 Link 6 Link 6 Link 6
Pictures from the Seminar "Advantages of Safe-Tech Implant Technology"” Link 7 Link 7 Link 7
Phase 2 (22/09 - — . - .
~14/10) 3/10/2022 [News - Hanoitv] Who's Application In Implant Lfnk 8 m Lf.nk 8
Advantages of American Implant Abutments Link 9 Link 9 Link 9
4/10/2022 [Vtv1] Safe Tech Dental Implant Technology on National Television Link 10 Link 10 Link 10
7/10/2022 Advantages of Neo Biotech Korean Implant Link 11 Link 11 Link 11
8/10/2022 Dental Implant No Pain Choose Lac Viet Dental Intech Link 12 Link 12 Link 12
Customer Dao Khac Phuong Finds The Joy Of Life With Dental Implants Link 13 Link 13 Link 13
9/10/2022 Dental Implant - Sharing Joy, Opening Meaningful Gifts Link 14 Link 14 Link 14
13/10/2022 Advantages of Superline Implant Posts Link 15 Link 14 Link 15
16/10/2022 Summary of Korean Implant Posts Link 16 Link 16 Link 16
18/10/2022 Dental Implants, Sharing Joy, Opening Meaningful Gifts Link 17 Link 17 Link 17
19/10/2022 Get Dental Implants Today - Get Offers Link 18 Link 18 Link 18
Year of Tooth Loss And The Journey To Find A Happy Smile Of Actor Ngoc Tan Link 19 Link 19 Link 19
20/10/2022 X-Matrix Technology Braces Remove Crooked and Protruding Teeth After 15 Months
Dental Implant Aesthetic, Eat Like Real Teeth Link 2 Link 20 Link 20
21/10/2022 | Double Happiness On Teething Day Of Artist Ngoc Tan T Link 22 Link 22 Link 22
Phase 3 (15/10 Swollen Gums: Causes And Treatment Direction Link 2 Link 23 Link 23
-14/11 24/10/2022 Livestream Full Lower Teeth - Customer Nguyen Van Manh Link 24 Link 24 Link 24
All you need to know about High-Quality Biophilic Implants Link 25 Link 25 Link 25
25/10/2022 - - -
Dental Implant Safe-Tech Technology Restores Lost Teeth Due to Complications Porcelain Bridges Link 26 Link 26 Link 26
27/10/2022 1st Scientific Conference - Faculty of Odonto-Stomatology - Van Lang University and Nobel Biocare Day Link 2 Link 27 Link 27
28/10/2022 6 Reasons to Choose Nobel Biocare Implants Link 28 Link 28 Link 28
Having Tooth Decav Should Porcelain Teeth Or Fillings? Link 29 Link 29 Link 29
29/10/2022 - - -
Loss of Incisors — Dental Implant, Perfect Restoration Link 30 Link 30 Link 30
Agdvantages of Neo Active Implant Treatment Link 31 Link 31 Link 31
31/10/2022 - - -
Eat Well, Confidently Communicate Thanks to Dental Implants Link 32 Link 32 Link 32
16/11/2022  |Standard Implant Doctor At Lac Viet Intech Dental Clinic Link 33 Link 33 Link 33
17/11/2022 | Dangerous Complications When Cheap Implants Link 34 Link 34 Link 34
18/11/2022  |Restoring Full Teeth With All On 4 Implants Link 35 Link 35 Link 35
20111/2022 Dental Implant - C Of Old Age, Comfortable Eating Link 36 Link 36 Link 36
Crowded Weekend Afternoon At Lac Viet Intech Vinh Campus Link 37 Link 37 Link 37
2411172022 From Now Until I Get Old [ Don't Worry About Toothaches Anymore... Link 38 Link 38 Link 38
“Planting Implant Teeth Done Like Changing Your Life...” Link 39 Link 39 Link 39
Phase 4 (15/11 - Lac Viet Intech Dental Accompanying the Community Health Day 2022 Link 40 Link 40 Link 40
10/12) 26/11/2022  |Lac Viet Intech Dental Clinic organizes a Free Visit at the Event "Community Health Day 2022" Link 41 Link 41 Link 41 Link 41
Lac Viet Intech Dental Clinic Free Visit, Consultation For Over 1000 Elderly Association Members Link 42 Link 42 Link 42 Link 42
Complications of Porcelain Bridge How Are Dental Clinics Treated By Lac Viet Intech Dentist? Link 43 Link 43 Link 43
27/11/2022 Implant Neck Treatment Technology Link 44

Link44 Link 44
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03. TIKTOK LACVIET INTECH NIENG RANG

Table 3.1.3: Master plan TIKTOK LAC VIET INTECH NIENG RANG

CAMERAMEN VIDEO LINK COMMENT

22/09/2022 Posted - | What r‘tfﬁ:ﬁ“fe o Liak 1 Linh, Trang Team Media Vides 1
Whar should I do if I hav N ) :

24/09/2022 Posted 'l'mmh b e Link 2 Linh, Trang Team Media Video 2

26/09/2022 Pogted * | What equipment 15 this? Link 3 Linh, Trang Team Media Nideo 3
What will happen if you

29/09/2022 Posted - don't clean vour teeth Link 4 Linh, Trang Team Media Video 4

properly?
301092022 Posted “w“““ﬂ;ﬂf can eat Link 5 Linh, Trang Team Media Video S

02102022 Posted = | What foods are safe for braces? Link 1 Linh, Trang Team Media ideo ]
04/10/2022 Posied - Braces cause ivoth loss? Link Linh, Trang Team Media Wideo 2
— . | How does eating Akiko stick - . .
08102022 Posted emacks affect braces? ank Linh, Trang Team Media Video
. . |Heow dozs the braces installation " . y
10102022 Posted - work® Ligk 4 Lunh, Trang Team Media Vidsg 4
. N . | What will happen if you put . - .
14102022 Posred alcobol i the 1 .7 Link 5 Linh, Trang Team Media Nideo 5
Accidentally trusted brackets
16/10:2022 Posted - but the consequences are Ligk 6 Linh, Trang Team Media Nideo §
unprediciable

18102022 Pested = | Potential causes of tooth decay Ligk T Linh, Trang Team Media Nideo 7
20102022 Posted W;:::;:ﬁ:‘;:’f“"?'"z Ligk § Link, Trang Team Media Video 8

P N . | Team likes to eat com but has - i
22/10/2022 Posed braces, take note Link & Linh, Trang Team Media Yideo 9
24102022 Pested - | “"”'“?.D:“;':s',” fieed with Link 1 Link, Trang Team Media Vides 10
26/10/2022 Posted = | What foods are safe for bracea” Lank 11 Linh Trang Team Media Video 11
20102022 Poed v [ Mok woushmamanecky Lak 12 Link, Tearg Team Madia Video 12

COMMENT

1102022 Posted v | How “‘;:‘:;‘2’ Burgst Link 1 Lish, Trang Team Madia Viden 1
F . You can't do this when N . - e
2102022 Posed wearing clear braces Link Linh, Trang Team Media Vides
31172002 Posted .| The '_"]“’;“;2‘;“ you have Link 3 Linh_ Trang Team Media Video 3
4112022 Posted - e ”:ﬂ:ﬁﬁ;‘ﬂ“’t‘.ﬂ" Link 4 Linh_ Trang Tearn Media Video
&11/2022 Posted - H"“'“"f"”::"ky changed ks = Listh, Trang Team Media Video &
Whar s the use of the
E1172022 Posted = | attachment beads m mmasahign Link & Linh, Trang Team Media Video &
braces?
112022 Posted - | What 'Wi::;:c':sim peaple Link 7 Linh, Trang Team Media Vidoe 7
1001172022 Posted -| Howew “’h‘::‘,‘“d’ alies Link 8 Lirih, Trang Team Media Video §
11112022 Pested - ﬂ"'bu"m] “:‘:ir::r,;’-"! Link 9 Linh, Trang Tram Media Video 9
. Howw do braces help me
12112022 Posted change? ik 1 Linh, Trang Team Media
" The worst stage when braces ‘ 5 ar
2112022 5 :
12/11/2022 Posted and Bow to fix Lamk 11 Link, Trang Team Media adeo 11
137112022 Posted .| Wt fads are safe foc Link 12 Lish_Trang Team Media Video 12
braces? .
14112022 Posted - | Braces “"""d':ff”“- reethiie Link 13 Lizh, Trang Team Media Video 13
15/1172022 Posted - Braces eat corn properky Link 14 Linh, Trang Team Madia Video J4
16/11/2022 Posed = | Can 40 years obd get braces” Link 15 Linh, Trang Team Meadia Nideo 15
Parents ase uaprepared for the
18711/2022 Posed  ~ prz'j:'“gw‘fm‘“z‘fT Lisk 17 Liah, Trang Team Media Video 17
chaldren.

- - | Whar foads ase safie for people T ik 1 : s
2011172022 Posted with braces? Link 15 Linh, Trang Team Media Video 18
Y N . | How did Lac Viet intech aid T
2001172022 Posted fuy trans on? mk 19 Link, Trang Team Media Mideo |

. - | Why net pull out misaligned T inde 3 . § Vidsn
21112022 Posted teath whils wearing braces® Lk 20 Linh, Trang Team Medsa Widep 20
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1022 Poed v | i meBu o mesuer Link 20 Linh, Trang Team Media Video 20
21112022 Posted - mq“‘:fl::f‘hh“‘ Link 21 Linh, Trang Team Media Wideo 21
2112022 Posted - H""m‘i",d"" Vit intech aid Link 22 Lish, Trang Team Media Video 22 .
— Media cost
0112022 Pomed - | i hello ki candy? Ligk 23 Linh, Trang Team Media Video 21
25112022 Posted - m:"ﬁemfgﬁf Link 24 Linh, Trang Team Media Video 24
26112022 Posied - | Eatfried chicken properly Link 25 Linh, Trang Team Media Viko23
27112022 Posted - hm‘fému"’o;.’;m" Link 26 Linh, Trang Team Media Wideo 26
702z Posed  ~ H"“:'.'“"“;’"‘ “!’"‘,_f“"i Link 27 Linh, Trang Team Media Video 27 1 CO‘IJCE’pi 1dea
281172022 Posted = | Community suppost braces Limk 28 Linh, Trang Team Media Wiadeo 28
291112022 Posicd - | Comeeqmences of ages Link 29 Linh, Trang Team Media Vadeo 29 2 Smp‘l - - - -
301112022 Posted = | Dental braces change lives Link 30

o - o _

Light system 1 piece 5,000,000 5,000,000

1
04. TIKTOK NIENG RANG A-Z > Camera 3 piece 2,000,000 6,000,000

3 Logistics 1 piece 10,000,000 30,000,000

Post date Posting status ript limk Sample |Ink i Daadiing Link video Hote

The fmctions. of braces, cases

2 week of 1210 Posled = | Draces just o beauty? where bisess sre needed Lirk Linl Tiang Mg hink 1 1 ACtEl' 18 wop].e 5%7000 gﬁmo :Om

October 14°101 Pasted - Hracas hurt? Rep ome Lirk Link Trang 1410 Link 2
15710 Pogled = Seoauncs of pain The sound of dantistry Lirk Linh Trang 1410 Link 3
1710 | Posted = | The power af braces | Hew o braces change people? Lirk Trang Trang 1310 Link 4 2 KOL 2 mople logomgooo zogomgooo
1817 Pogled  — | Intreducing Minigames Lirk Linh Trang 1o Link & .
Ird wesk of [ERTi] Pasted - FINHEARIE Link Trang Trang 1810 Link & 3 Vmce record - - ﬁ'ee -
Octobe
e a0 Posted = ME’SS-&HE['U\H::.I;)?E duclor Lirk Trang 2D Link 7
zara Posled - | Mimigame resuts Link Trang | Trang 230 Lk B Music cop}'nght
Furry wdeo about braces: When
- Haybe you aready ; N
26010 Postrd = i yau have nrnr.nlsl;ﬁyﬂm hane b chop Lirk Linh 410 Link & 4 - Sommck - - 6’0(}0:0'00 6,%0 :Om
4th waak of 10 Pusted = | F0W AR d braces Lick Trang D Link 10 -Music
Oetober ] 0sl7 ]
Thie beauly GUeens nase
2000 Pusied = 1o the tap fhanks to Lirk 27D Link 11
]

Famaous idok who used

R N N T 1 Set ads 3 month 650,000,000 | 1.950,000,000

Look 2 the general ard |

15t waak of wn Posted - prrcii the fate Luri Lk = Irang 1D Lk 13
Hawvember "
wn Posteg = | YiMEM “’g"‘:;'I:b‘”' VI8 | Eunery funmy video about visa plug Lirk Linh w1 Link 14
a1 | Posted - | Graces b no braces? | Link Linn, 311 Lok s .
o e e Total cost 2,627,000,000
. watch aul lor when ) .
& Posled = taking ther kit to et Lirk Trarg Trang &1 Lk 16
braces? .
Table 3.1.4.b: Media cost
Eweryhady has o pull ther teeth
" . | Dear friens abul to get aut x
i Prsted bramces Aitach a fury viden about tooth Link Linb =11 Link 17
Snd k of 400
Nﬂl::b: 111 Pusbed = Filler Lyaces Furey video aboul braces Link Linh Trang 05 Link 10
T Fosted = BACIOO Calch e wend Bin Link Link T Link 1%
18 FPoated = MINIGARME Link Linth Trang i ok 20
»m Prsted - FAINIGARE Humbar 1 Link Link Trang 4 Link 21
M Prsted - Arih wis rihin Calketion orlr:"l':r:;';mm el Link Link Trang 2N Link 22
26 T FAINHAAME Rumbar 2 Link Linh Trang SR i 23
Ird wieek of a1 Prsied - FAINIGANE Kumber 3 Link Trang i e 24
Hovembers -
" 2t Posted v | Awarding Minigames | 00 m"“‘ilrn“lfg?;"‘“ e Link Tiang 811 i 25
[ Viral lip T | .
K| Posted = 1#;::";:" Link Linh Lith T Lin 26
B - . Behind-lhe-soenes dip on e day . .
112 Pogted Behird the scenss af Himang Viral Clip Link Linh Linh an Link 27
| 212 Pogied = Trerd | Link | 1" Li 28
. - . ) Behind-tha-zcmnes clip on the day . . .
:?:::II::! 512 Pusled Behirel the scemes 2 | of timing Viral Glig Liuk Linh Linh 411 "
" . o | Behind-the-scenes clip on lhe day
B2 Behind the scemas 3 af iming Viral Elip Link Linh Linh w11

Table 3.1.4.a: Master plan TIKTOK NIENG RANG A-Z

| 05. ESTIMATED COST
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1.3. Talget Guests are Lac Viet Intech customers aged 35 to 65 interested in dental implants.
audience: Press and media organizations

()] Discussion: Uu Diem Cua Cong Nghe Trong
The seminar brought customers the message of "safety without pain, sustainable
03 Viral Clip “ Tron Ven Nhiing Nu Cudi” 1.4. Messaoes chewing, optimal aesthetics like real teeth.” Safe-Tech can be seen as a breakthrough

o & in dental implants, opening up many opportunities for aesthetic restoration and giv-
ing customers complete peace of mind.

Rang Implant Safe Tech

02 Community Health Day 2022

1.5. Plan — 1.5.1. Time, place, 0rganization unit e

Time: 01/10/2022

Place: 168 Lang street, Dong Da, Ha Noi
II. EVEN I Organization unit: Lac Viet Intech

01. DISCUSSION: UU DIEM CUA CONG NGHE TRONG
RANG IMPIANT SAFE TECH

1.1. Brief and proposal(s)

Lac Viet Intech organized a seminar to introduce Safe-Tech technology and its benefits better to understand
customers' needs regarding dental implant needs. At the event, experts and attendees discussed the benefits of
Safe-tech implant technology as well as the attendees' practical experiences. Customers received more helpful
information and a better understanding of the implant method due to this event. The event welcomed press
representatives, media, and many customers who were interested in the event.

1.2. Goals - Objective
1.1.2. Objective

= Increase brand awareness Aok Lategory — AL
= | =Increase prestige T —
< | = Raise awareness about new technology 1 . . people 50
O journalists
" | Safe-tech

Ty .

SE Reach p otent}al customers . 2 Mentions in articles article 10
~ | = Expand multi-channel communication

Table 3.2.1.1.2.2: Objective

= 1.5.2. Constituent

Guest: Dr. Nguyen Hoang Duong, Dr. Vu
Duc Duy, Dr. Do Thi Minh Cam, NSND Tran
Nhuong, 40 guests are dental customers.

GA Nha khoa Lac Viét
INTECH

UU DIEM VUGT TROI CUA CONG NGHE

| TRONG RANG IMPLANT SAFE-TECH |

Organizing Committee: Lac Viet Intech

KHACH MO CHUYEN GIA CHUYEN GIA _KHACHMOI
NSND TRAN NHUGNG  Bs. NGUYEN HOANG DUGNG Bs. VU BUC DUY co. DO THI MINH CAM

KH. TAI NHA KHOA LAC VIET INTECH NHA KHOA LAC VIET INTECH NHA KHOA LAC VIET INTECH NGUYEN TRUGNG KHOA TRUYEN MAU
BENH VIEN NHI TW
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DENTALCLINIC

PARTIIQ&A WITH ADOCTOR

Phase Time Activities Assigned to Place Process
25/09 Plan the program All team Lac Viet Intech Done -
Make a detailed script: MC ~ 825 AM-915 A M . GUESTS ASK QUESTIONS,
26/09 . All team Lac Viet Intech Done -
narration, time of the event DOCTORS ANSWER
A fic tasks t QUESTIONS
- ASS1EN speCilic 1asks 10 r
27/09 & Spe ? Leader Lac Viet Intech Done i
each person
Pre-Launch Send invitations to guests
28/09 S Leader Lac Viet Intech Done -
and announce to the press
Preparations: hall, poster,
2 Vi -
209 video.... Al feam Lac Vict Infech Doae SI5AM-940 AM . GUESTS SHARE THEIR DENTAL
Set up the hall. prepare the EXPERIENCE AND THE
30/09 Setup o PIeP : All team Lac Viet Intech Done d DOCTOR ANALYZES THE
necessary equipmen RESULTS
Implement assigned tasks All team Lac Viet Intech Done >
Launch 01/10 Momnitor program progress Leader Lac Viet Intech Done - PARTIEEEND
Ensure full logistics and .
tak for o it N All team Lac Viet Intech Done v
B Cre 1o CuSlomers G 40AM - 3000AM . THANK YOU TO THE GUESTS
Measure performance on Leader Lac Viet Intech Do . (GIFT BAG: VOUCHER, ORAL
social networkine sites eadet ac Viet Intec ne CARE MANUAL OF LAC VIET
d :1 INTECH)
Sendmg gratitude to Leader Lac Viet Intech Done  ~ RECEIVE X-RAY RESULTS AND
Engage & 2110 - 5/10 customers CANSTAYTOLISTENTO THE
Convert - ) Posting videos after the . B DOCTOR'S ADVICE,BOOK AN
event _\"Ied]a Lac Viet In‘[EL‘h Done i APPOINTMENT FOR THE NEXT
K k of published APPOINTMENT
<eep track of publishe . . .
articles Media Lac Viet Intech Done Figure 3.2.1.1.5.4: Timeline
Table 3.2.1.1.5: Master plan
PART 1: INTRO
PARTI INTRO Overview & MC introduction
1 MC Xuan Tu - First of all, | would like to send greetings and warmest thanks to all of
introduces you participating in the seminar with the topic "Advantages of Safe-
730 AM-800AM . GUESTS GET FREE JAW X-RAY tech Implant technology".
- Start with the problem that 90% of Vietnamese are at risk or have
ever had gingivitis and periodontitis. However, everyone considers it a
mild and neglected disease, self-treatment will cure, but it affects not
only aesthetics but also quality of life. Especially elderly people with
weak health, poor resistance, and calcium deficiency over time have
5 Main content made their oral health worse and the situation of tooth loss more and
overview more, some people even lost their teeth completely.
- Causing teeth to shift, reducing the ability to chew, leading to blood
pressure, anemia, periodontitis and gingivitis. Causing slurred speech 15m
800AM-810 AM . SETUP A SEAT AND RAISE and unclear pronunciation.
THE ISSUE OF THE DISCUSSION - After 3 years of research, Lac Viet Intech officially launched the Safe-
tech dental implant technology shared in today's talk.
- Lac Viet Intech Dental: Dr. Nguyen Hoang Duong - Professional
Director of Implant Implant Lac Viet Intech Dental, Doctor Vu Duc Duy
Itroduction of - Doctor in charge of Implant expertise at Lac Viet Intech.
3 e - Doctor of Medicine Do Thi Minh Cam - Former Head of Blood
g Transfusion Department of National Children's Hospital and People's
Artist Tran Nhuong and 40 guests who are customers of Dentist d
810 AM-815 AM INTRODUCTION OF GUESTS ruist Tran Rhuong guests who are customers of Dentistry an
press and television reporters.
4 Introdu?tlon to - Video slideshow 10m
dentistry
PART Il: Q&A with a DOCTOR
- MC introduces Cao Thi Hong: We have contacted Hong and today she
1l About Cao Thi Hong also came to experience Safe-tech Implant technology.
- Welcome Hong and invite Hong to share.
815 AM-825 A M ABOUTLACVIETINTECH

DENTAL CLINIC Nnrtar Nigivven
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Doctor Nguyen
Hoang Duong
shares information
about Safe-tech
technology

Sharing of guests
who have been
implanted with

Safe-tech
technology

Q&A from guests in
the studio

The doctor
analyzed the results
of Hong's
examination

Thank you and
appreciate the
guests

1.7. PR Activity

a. Pre-Launch

A VYté Thoisy Video Yhoc360 Yhoccdtruyén Gigitinh Dinhduéng Khoéedep++ Phongmachonline V

- The reason for bringing Safe-tech technology into diagnosis and treatment
in Lac Viet.

- Introduction to Safe-tech technology using artificial intelligence Al: safe,
accurate, fast implementation.

50m
- Doctor Duy shares what Safe-tech technology helps and how it
supports doctors in the process of Implant implantation and
sustainability, which makes it different from other technologies.
- TS.BS Do Thi Minh Cam shared her understanding of this technology
and shared her feelings after experiencing Safe-tech technology.
- People's Artist Tran Nhuong shared his trust with dentistry.
- The guests at the studio asked their own questions and the doctors
answered their questions.
- Hong shares information after being examined and consulted by a
doctor. 25m
- Doctor Duong analyzed and proposed a treatment plan for Hong
using Safe-tech technology.
PART Ill: END
- Thank you to the guests
(gift bag: voucher, oral care manual of Lac Viet Intech) S0

Receive X-ray results and can stay to listen to the doctor's advice,
book an appointment for the next appointment.

Table 3.2.1.1.6: Script

SUCKREDOSONG .

CO QUAN NGON LUAN CUABQ Y TE

YHOC360 >

¢ Toadam:Uudiém cong nghé Safe Tech
. trongtréngrang Implant
0]

29-09-2022 2:36 PM | Y hoc 360

S

Bénhngudicaotudi Bénhthubnggip Bénhphunir Bénhnamgisi Bénhtréem  Slckhéet

Ngay 1M0 t&i day, doi ngii bac si chuyén khoa Tréng rang implant cia Nha khoa
Lac Viét Intech té chirc toa dam "Uu diém cia cong nghé Safe Tech trong tréng
rang Implant"”. Day sé l1a co hoi dé khach hang dwoc tiép cdn va trai nghiém mién
phi cong nghé mé&i véi nhiéu tinh néng tién tién.

Theo ddi Strc khoe va boi song trén Google News

b. Launch
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. 3 CHI DIEN TU'

GUOTBUATIN

PHAP LUAT KINH TE XA HOI DOl S(

n
N BO LO

Doi ngii bac si chuyén khoa trong rang Implant
ctia Nha khoa Lac Viét Intech t3 chiic thanh
cong Toa dam: Uu di€m ctia cong nghé trong

Gop y Quang céao

TOAN CANH

rang Implant Safe Tech
Thar 7, 01/10/2022 | 15:17
e micn 0 crizsi

NGUOIDUA
TIN

ViV¥suckhoe®

6 24hNéng

€ Tieudiém

CHUYEN TRANG CUA BAO KINH TE & DO THI - €Q CUA UBND TP HA NOI

4 TINMOINHAT - XAHOI - PHAPLUAT - VANHOA - KINHTE - BANDOC ~ MULTIMEDIA - YTE~ CHIAS

TRANG CHU / Y TE

Toa dam “Ung dung cong nghé Safe Tech
vao trong rang implant”

YTE | @ 2344101102022 ([T

Ngay 1/10, tai Nha khoa Lac Viét Intech d3 dién ra budi toa dam vdi chti dé “Ung dun
cdng nghé Safe Tech vao trong rang implant”.

PHAP LUAT

=] Tin trong nudc Tin thé gidi Dinh dugng

Cong nghé trong rang Implant Safe-Tech - Lua chon hoan
hao cho ngudi mat rang

PV, @ 05:00ngay 01/10/2022

i [ micno | cnecs

Bénhvién Online

0D 1w aiénykhoa
Tiép stic ngudi bénh

F
90s 90s Ciumang

LAO DONG
THU DO

. KVNIEM 50 NAm
HA NOI - BIEN BIEN
(18/12/1972 -

Laodong thudo X

U A LN DA LA ONG TR PN

" THI SU THU Bd CONG BOAN LAD BONG KINHTE BOTHI BAT DONG SAN PHAP LUAT 1Al TR XA il

> VINIF tai trg (
RANG CHO / XA HOI / Y TE
Ung dung tri tué nhan tao vao trdng rang implant
(LBTB) Véi mong musn mang dén nhiing gia tri t6t nhat danh cho ngudi mét rang, cac bac si tai Nha khoa Lac Viét Intech khang
ngiig nd lyc nghién ciu va phat trién trong sudt 3 nam dé dua ra 1cdng nghé tréng rang implant Safe-tech vdi nhigu uu diém vugt
trdi, giup viéc trdng rang trd Ién chinh xac va an toan hon.
= Tranh tinh trang diin 0, tréng cha trong phong, chéing cac dich bénh tai ca s

= Ha Ngi: Phé dutng déy ma tiy 6n nguy trang san pham tang cubng sinh luc

= Gia tang djt bién bénh nhi nhdp vign do nhiém Adenovirus cé thé géy bién ching nguy hiém

VTV.vn - Ngay 1/10, Ddi ngii bac si chuyén khoa Trong ring implant ctia Nha khoa Lac Viét
Intech da t6 chic toa dam “Uu diém clia cong nghé trong rang Implant Safe-Tech”.

o
S /RTTIMES 9
HOTLINE EMAIL

RUC - QUY HOACH VANTHO THEGIGI NHIEPANH MY THUAT DULICH AMNHAC SAN KHA|

# Gido dyc hién dai thiét k& va thi cong # Nhiing chuyén di trén dat nudc “triéu voi” # Bac Ninh: D&t &

1 héa toan quac

Thong tin doanh nghiép

Toa dam “Uu diém clia cong nghé
trong rang implant Safe-tech” - buéc
tién mdi trong nganh nha khoa thé
gidi

B ¢ % ® € 7 ¢ @&
TINTOC PHAPLUAT AMTHUC SUCKHOE GIAODUC DULICH GIAITRI CUOI VIDEO PHAIDEP NGOA
. NHA THUGC Q
\VIEN UONG BO KHOE | o
\TU/NHAT! B )
i

(A) SUCKHOEDOISONG  VacxinCovid-19 Bénhdanéng Bénhphuni  Stckhoe dinh dudng  Sic

Trang chll | Strc khde doi sdng | Tin tic siic khoe Thir Bay, ngay 01/10/2022 15:23 PM (GMT+7)

P6i ngii bac si chuyén khoa trong rang Implant ctia Nha khoa
Lac Viét Intech t6 chiic thanh céng Toa dam: Uu diém cua
cong nghé tréng rang Implant Safe Tech

[ () cunst |

ARTTIMES

24H

Sang nay, 1/10/2022, doi ngii bac si chuyén khoa tréng rang Implant ctia Nha khoa Lac Viét Intech t3 chic
thanh céng Toa dam: “Uu diém cta céng nghé trong rang Implant Safe Tech”. Budi toa dam dién ra thanh
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1.8. Estimated cost

Location Lac Viet Intech

Daign and build the

250,000

750,000

480,000

1,440,000

Y

L]
i

1,000, 000

1,000,000

Table flover balest for .
1 3 200,000 &00,000
-I II ! m 7 k)
2 Ll!l flower decoration 1 pisce 300,000 300,000
3 Decorate the stage 1 combo 1,000,000 1,000,000
4 | Orhers (styrofoam. fags, i - 500,000 500,000

paper, pans, snacks, ..)

1 Evemt MC 1 person 4 000, 000 4,000,000
2 KOL | paron 10, 000,000 10,000,000
Guoest (Famous demtist at
3 Lac Viet Tntack) : parson - -
4 Logustics departrment - = . .
5 Cost of CTV support 15 penion 200,000 3,000,000
& hisdia team take photos, ) ) ) )
racord videss
1 Loudspeaker Light 1
2 Morators, projectors, - - -
laptops
3 Othar dernices 1 2,000,000
1 (nft wrappime for mmests 30 p.u:l'.:l? 100,000 5,000,000
2 Pﬂ:ﬁlz—n}' 50 p.-:hl? 150,000 7,500,000
2 Mm?mt Cafls - - - 2,300,000
Fees for snacks for pussiy
3 of the orgasizers - - 1,000,000 1,000,000
(Taabraak)
Tatal cost 44,650,000

Table 3.2.1.1.8: Estimated cost

Capstone Project Production Book 86

PR Activity cost

thm 1 10,000,000 10,000,000

24h com 1 6,640,000 6,640,000

Suc khoe va doi song 1 10,000,000 10,000,000
Neuoiduatin vn 1 10,000,000 10,000,000
Laodonsthudo vn 1 8,000,000 8,000,000

Event cost

PR Actmaty cost

Table 3.2.1.1.8: Estimated cost
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2.5. Plan

| 02. COMMUNITY HEALTH DAY 2022

Lac Viet Intech organized a seminar to introduce Safe-Tech technology and its benefits better to understand i

customers' needs regarding dental implant needs. At the event, experts and attendees discussed the benefits W community Health Day 2022

of Safe-tech implant technology as well as the attendees' practical experiences. Customers received more

helpful information and a better understanding of the implant method due to this event. The event welcomed (HH): This morning, the 2022 Community Health Day was held in Hanoi with the

press representatives, media, and many customers who were interested in the event. participation of more than 1,500 older adults in the capital and the northern provinces.
(VTR): At the festival, more than 500 Elderly Members participated in the joint performance

2.1. Brlefand P”Oposal(s) of the Kinh Lac Nourishment exercise and Healthy for water exercise. The soft but firm

2.2. Goals - Objective movements combined with the fresh spirit of the elderly members are impressive

Category highlights.

« Increase brand awareness a. Interview: Member of the Elderly Association

= Increase prestige

= Raise awareness about new technology
Safe-tech

= Reach potential customers

» Expand multi-channel communication

Guests and journalists
- We are elderly members. Coming to the community health festival, we can meet, exchange,
and learn about health care. In particular, we know the method of restoring lost teeth with
Mentions in articles Article dental implants, which have teeth that chew and look like natural teeth. This method many
people do not know, but when losing teeth, they go to bridge porcelain teeth. Eventually,
the teeth gradually deteriorate, from one tooth to many teeth, and the whole jaw is
damaged.

2.1.2 Objective

2.1.1 Goals

Table 3.2.2.2.2.2: Objective

ey ; P Target audience - Rotary with background or standee of LV dental and reception desk.

‘ - \ . Quests are Ijac Viet Iptech customers aged 35 to Community Health Care Day is organized by the Central Association of Vietham Community
e NH{‘ Kﬂ {J_\C v INTEC‘H 65 interested in Flental 1@pl§nts. Health Care Education in collaboration with the Ministry of Health and the Central Vietnam
DAN DAU CHAT LUONG BIEU TR! ) » Press and media organizations Association of Elderly to direct the organization and receive the joint sponsorship of the
Ministry of Health. Many units operate in the healthcare field, such as dentistry,

pharmaceutical ...

b. Interview: Lac Viet Intech (The loss of teeth in the elderly in Vietham is very common.
Currently, to restore lost teeth, the method of implantation is recommended by world
health experts because of which tooth loss restores recovery. Restore that tooth without
affecting the adjacent teeth; the implant teeth are sure to eat well and look like natural
teeth. At Lac Viet, we plant implant teeth with exclusively transferred safetech technology.
Compared with conventional implant technology, it is a screening of delicate structures to
sage of "living well every day” to customers. eliminate nerve damage and maxillary sinuses complications. Stem planning, safe, helps the
implant to integrate quickly and firmly to the jawbone, thereby having good chewing
capacity; porcelain teeth on the implant can bite, tear, chew food and optimize aesthetics -
minimally invasive and painless surgery.

The festival promotes propaganda and creates
a profound change in the awareness of orga-
nizations and individuals about protecting and
improving people's health by bringing the mes-

2.4. Messages

c. Interview: Organizer

- Community health day is organized by us every year. We are bringing the elderly a

momentous day. In addition, the Festival also aims to promote the propaganda of

organizations, individuals, and communities about the care, protection, and improvement

of people's health. On this occasion, we would like to thank the sponsors, especially Lac Viet

Intech Dental Clinic, for organizing free dental exams and giving gifts to members today.

- Background at Lac Viet stall

A scientific conference on the current status and policy orientation of elderly health care in

Vietnam was also held within the framework of the Festival. New trends in health care for

the elderly in the world and the community in Vietnam have been shared. In addition to
% < g A : ¥ &~ identifying the primary resources, many opinions also proposed several policy solutions to

,f:-  * N M t g Vw + 1+ : promote and mobilize social resources to participate in the care of the elderly in the

F g =k =1 ] ¥ ' \J community.

= Iﬁﬁd_ A - .
} EE ==
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2.6. Script

Community Health Day 2022

(HH): This morning, the 2022 Community Health Day was held in Hanoi with the participation of more than
1,500 older adults in the capital and the northern provinces.

(VTR): At the festival, more than 500 Elderly Members participated in the joint performance of the Kinh Lac
Nourishment exercise and Healthy for water exercise. The soft but firm movements combined with the fresh
spirit of the elderly members are impressive highlights.

a. Interview: Member of the Elderly Association

- We are elderly members. Coming to the community health festival, we can meet, exchange, and learn about
health care. In particular, we know the method of restoring lost teeth with dental implants, which have teeth
that chew and look like natural teeth. This method many people do not know, but when losing teeth, they go
to bridge porcelain teeth. Eventually, the teeth gradually deteriorate, from one tooth to many teeth, and the
whole jaw is damaged.

- Rotary with background or standee of LV dental and reception desk.

Community Health Care Day is organized by the Central Association of Vietham Community Health Care
Education in collaboration with the Ministry of Health and the Central Vietnam Association of Elderly to
direct the organization and receive the joint sponsorship of the Ministry of Health. Many units operate in the
healthcare field, such as dentistry, pharmaceutical ...

b. Interview: Lac Viet Intech (The loss of teeth in the elderly in Vietnam is very common.

Currently, to restore lost teeth, the method of implantation is recommended by world health experts because
of which tooth loss restores recovery. Restore that tooth without affecting the adjacent teeth; the implant teeth
are sure to eat well and look like natural teeth. At Lac Viet, we plant implant teeth with exclusively transferred
safetech technology. Compared with conventional implant technology, it is a screening of delicate structures
to eliminate nerve damage and maxillary sinuses complications. Stem planning, safe, helps the implant to
integrate quickly and firmly to the jawbone, thereby having good chewing capacity; porcelain teeth on the
implant can bite, tear, chew food and optimize aesthetics - minimally invasive and painless surgery.

c. Interview: Organizer

- Community health day is organized by us every year. We are bringing the elderly a momentous day. In
addition, the Festival also aims to promote the propaganda of organizations, individuals, and communities
about the care, protection, and improvement of people's health. On this occasion, we would like to thank
the sponsors, especially Lac Viet Intech Dental Clinic, for organizing free dental exams and giving gifts to
members today.

- Background at Lac Viet stall

A scientific conference on the current status and policy orientation of elderly health care in Vietnam was
also held within the framework of the Festival. New trends in health care for the elderly in the world and the
community in Vietnam have been shared. In addition to identifying the primary resources, many opinions
also proposed several policy solutions to promote and mobilize social resources to participate in the care of
the elderly in the community.
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NHA KHOA LAC VIET INTECH DONG HANH CUNG

CHUONG TRINH

2.7. PR Activity

Silver Sponsor of festival

v.@t'ﬂﬂm net #World Cup 2022

Vi VIET NAM HONG CUONG.

Co6ng nghé sé va Truyén théng | Tin ndn¢

1 tri Thoisu Kinh doanh Thégiéi Giditri Thé thao Sirc khée D&iséng Gido duc Phapluat Xe Céngn

SUC KHOE > TINTUC 26/11/2022 16:05 (GMT+07:0(

Kham, tw van rang mién phi tai Ngay héi strc khée
cong déng 2022
166  f  zao & N Theo déi VietNamNet trén Google News

Tham gia chwong trinh “Ngay héi strc khoe cong ddng 2022” véi vai tro nha tai tre bac, Nha khoa
Lac viét Intech té chirc thim kham, tw van sirc khée ring miéng mién phi cho hon 1000 ngwoi th:
gia.

S kién “Ngay héi strc khée cong ddng 2022” dién ra tai Trung tam van héa thé thao du lich quan Cau Gi
- 56 26 dudng Nguyén Phong S&c, phudng Dich Vong, Cau Gidy, TP. Ha Néi ngay 26/11. Chwong trinh ¢

Vietnamnet

O, = B8 ¢ % e = 7 6Om 0

TINTOC PHAPLUAT AMTHUC S(PCKHOE GIAODUC DULICH GIAITRI CUOI VIDEO PHAI B
éﬁ»
STARGAZER

(A) SUCKHOEDOISONG  VacxinCovid-19 Bénhdanéng Bénhphuni  Strc khde dinh dudn

STARGAZER

Ngéi sao gia dinh.

KHAM PHA NGAY

Trang chu | Strc khée ddi séng | Tin tirc strc khde Thir Béy, ngay 26/11/2022 16:12 PM (
Nha khoa Lac Viét Intech tham kham mién phi tai su kién
“Ngay hoi strc khée cong déng nam 2022"

Ngay 26/11 vira qua, Nha khoa Lac Viét Intech da tham du va t8 chirc tham kham mién phi ring miéng 1

24h

fiho Knos Lo ige
INTECH

s J CKHOE FTRANG NH
, )
WL

U s b TANTRANG

THAM MY - SPA - NHA

oz CONG DONG L

D01 SONG XA HOI CHUYEN GIA DUQC PHAM DINH DUGNG KHOE DEP Y HOC CO TRUYEN PHAI

Nha khoa Lac Viét Intech tham kham sirc khoe
rang miéng mién phi tai Ngay hoi Sirc khée cong
dong nam 2022

Sang ngay 26/11, Nha khoa Lac Viét Intech vinh duy Ia Nha tai trg cho "Ngay héi Sirc khoe
céng dong ndm 2022" do Vién Nghién citu sirc khoe ngudi cao tudi va y té cong dong cling
BQL céc du én Hdi gido duc chim séc sirc khoe céng déng Viét Nam t6 chic. Su kién dién ra
tai Trung t4m vian héa thé thao du lich quan Céu Gidy, s6 26 dudng Nguyén Phong Sic,
phudng Dich Vong, quan Céu Giy, Ha Noi.

01/12/2022 21:23

Suc khoe cong dong

N ARTTIVES

HOTLINE

EMAIL

RUC - QUY HOACH VANTHO THEGIOI NHIEPANH MYTHUAT DULICH AMNHAC SAN KHAU|

in héa toan quéc # Gido duc hién dai thiét ké va thi céng # Nhimg chuyén di trén dat nudc “triéu voi” # Béac Ninh: D4t & n¢

Théng tin doanh nghiép

Nha khoa Lac Viét Intech tham

kham mién phi tqi su kién “Ngay hoi
sic khée cong dong ndm 2022”

26-11-2022 16:10 0 @

Ngay 26/11 vira qua, Nha khoa Lac Viét Intech da tham du va t6 chirc thim kham
mién phi rang miéng tai su kién “Ngay hoi strc khée cdng dong nam 2022".

Arttimes
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.8. Estimated cost

HEALTH FESTIVAL COST

1 Contact on H2 channel TV 1 Channels 7,000,000 7,000,000
2 Plan the program - Person 0
3 Make a detailed seript: MC narration, time of the event 4 Person 0
VC design + print (Discount 500k, free film photography, examination and consultation) Apply until the end of January 15,
4 2023. Not applicable in conjunction with other Km programs. 500k discount only applies to customers using IPL dental 50 pe 6,000 300,000
implant service
5 Print leaflet for dental implant service Ipl 500 pe 3,400 1,700,000
6 Print small gift bags 300 pe 13,500 4,050,000
7 Hire 5 people to be the stork to visit 5 Person 0
] Backdorp and print design 1 pe 500,000 500,000
9 Standee + Banner design (2.5m x 0.7m, printed with 4 comers perforated canvas) and printed El pe 450,000 1,800,000
10 Booth decoration (hanging backdrop) + sound (speaker. microphone, voice broadcast. ) 1 Person free 0
11 Table flower pot - drinking water + paper cup + tongue stick — small portable flashlight for examnation - gloves 1 frasco 350,000 350,000
12 Prepare tables, tablecloths + chairs for patients to sit and examine 2 pe 0
13 Take a video 1 Person 0
14 Take a shot 1 Person 0
15 Prepare gifts in bags, stamp VC 50 pe 150,000 7,500,000
16 Posted on Fanpage (important news at 11am - 6/11/2022) 1 article 0
17 Post Website (important news at 11am - 6/11/2022) 1 article 0
18 Reporting after the show (24h, vietnam net) 2 article 4,000,000 8,000,000
19 Event Sponsorship 25,000,000
Cost estimates 5,620,000
DL COSI 520 )
Table 3.2.2.2.8: Estimated cost
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I 03. VIRAL CLIP “TRON VEN NHUNG NU CUOI"

= Increase brand love

= Increase interaction for Tiktok channel
= Changing the perception about braces
= Make people confident don't hesitate to
smile whoever you are

: Goals

3.1.1

3.1.2. Objective

Video “ Tron ven nhirng nu cuei”

SRl Views Reactions/Likes Comments Shares
platform
TikTok 20.000 2000 50 20
Table 3.2.3.3.1.2: Objective Video Viral “TRON VEN NHUNG NU CUOI”

3.2. Target audience

Young people 18 to 23 years old are wearing braces

3.3. Messages

#Tron ven nhiing nu cuoi

I wish all Lac Viet Intech customers a beautiful
smile. Completeness here refers to not only our
outer beauty but also to our inner health. More
than that, your smile is always the most beauti-
ful, so keep a smile on your face.

lhsn ven nhieng

20/11-10/12
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3.5. Script

. Content
Scene Time Speech

(image + sound)

Plan

Time, place, organization unit

» Time: 20/11 - 30/11
* Place: FPT University

https://drive.google.com/d
rive/folders/1Rruefl0_0oPS3
sfwFKA3cETw-TOziwGU

Prejudice regarding
your teeth and

» Organization unit: Linh, Nhung, Chi, Trang discomfort: 5
. . * The video was recorded,
Scene 1: Raise the - Never smile for the
. Ss the part where you are
Constituent problem: camera

self-deprecating and

- I can only smile .
y avoid the camera

« Students who are wearing braces at

FPT University - Self-assured and . Sl
smiling
Master plan
Product selection meeting | Balect g?::r;liéqwas ij,"‘ﬂf:,i::,f But frie nd S, keep in

Choose Zack Tabudlas 1 Scene 2: 3s Run the word + Soundtrack

mind this:

song "Palo” as
All team background music and

come up with an idea set
n a student with braces

Find music and come up with ideas
based on it

Completed well

Pre-production and on schedule

Finalize 1deas and create specific 7, = Note each scene for each | Completed well
content for each scene o - piece of music and on schedule

Shot 1 Garl

Shot 2 Gl Phone: 2 pieces A Goana T 25 How beautiful your
Take avideo Shot 3: Boy 2 il o FPT University | Phone gimbal: 1 | Recorded 17 videos for | Completed well i e | ksl

: - - - ° campus pe all shots and on schadule smile IOoOKs!
Shot 4- Girl Tripod: 1 pe
Shot 5- Girl

Run the word + Soundtrack

Completed well

Video editing and editing 2 Linh Lapt Making demo 1
! - i i Pop g o and on schedule

Check out demo 1 2 All team Laptop Browse demo 1 Completed well

Design Teaser and post it on Tiktok 2 Linh Laptop Done

Complete and post Video on Tiktok 3 Teang Laptop Done https://drive.google.com/d
20s rive/folders/1RrueflO_0oPS3

sfwFKA3CETwW-TOziwGU

Production

and on schedule
Completed well SCene 3. The
and on schedule
Completed well moment when
and on schedule
Follow up on the results 2.05/12 All team Laptop c :npiete: :;f]ﬂ peo pte a‘re se |:f‘
Post-production e deprecating with
el focommest o i Laptop and on schedule th ei r Smi I e (ru n
video interview)

®*  Full smiles come
from inner beauty

Conclusion: * You are beautiful in
Delivering the Ss your own way
group's message * Be confident and

always smile

Table 3.2.3.3.5: Script

g Wy niengranga_z

Nigng Ring A-Z - 11-30

“Tron ven nhifng nu cudi” - mong mudn cé thé gop mot p
lyc gilip cAc “dbng ni&ng” ty tin véi nu cusi cia minh #xh
#xuhuong #FootballTogether #niengranga_z
#tronvennhiingnucudi #niengrang #xuhuongtiktok

J1 u can use this but give creds - Princess (1|

6123 @ 106 < ) f

https:/fwww.tiktok.com/@niengranga_z/video/7... Sao chég

e

Capstone Project Production Book 94 Capstone Project Production Book 95



| 111. TOTAL CAMPAGN BUDGET

1 Budget Media 2.627.000.000
Budget Event
2 < 2
2 Safetech 89.290.,000
Budget
3 Community 61,820,000
Health Day

Table 3.2.3.4: Total campaign budget

I IV. HUMAN RESOURCES

Any project necessitates precise management of the numerous resources available for effective implementation.
These resources can include time, money, physical assets such as equipment, files, and space, as well as human
resources. Human resources include those actively involved in the project implementation process; thus, good
human resource management is essential for the project to run smoothly.

Human resource management is a broad field that deals with the recruitment, hiring, deployment, and
management of employees on a large scale. In this project, however, we defined human resource management
as ""the art and science of directing and coordinating Human Resources across the enterprise a project using
administrative and behavioral knowledge to achieve predefined project goals in terms of scope, cost, time,
quality, and participant satisfaction.” This definition focuses on two aspects of effective human resource
management: the administrative aspect, which is concerned with formal processes for controlling the work
process, and the behavioral aspect, which is concerned with relationship balancing. The ultimate goal is to

create an environment that allows the team to effectively achieve the project's objectives.

Participating in implementing the Communication campaign, our team has four members collaborating with
the staft of Lac Viet Intech. Therefore, our human resource management strategy includes managing the
team's work and collaborating with Lac Viet Intech. This part of our report will detail how these processes are
implemented.

2. Responsibility assignment

Delegation of responsibilities is a process in which the team clarifies each member's role in the project's
implementation. This work should be completed during the planning phase so that when the plan isimplemented,
each team member understands exactly what they need to accomplish and when to do it. Furthermore, as the
project progresses and new tasks or roles arise, the assignment of responsibilities may become more complex
or adjust as the team grows successfully. Collaboration is more productive.

The Responsibility Assignment Matrix (abbreviated: as RAM) is a popular tool for assigning responsibilities.
The RAM matrix makes it easier for each team member to understand their roles and duties on the project as
quickly as feasible. There are many different types of RAM, but we decided to use the RACI matrix to assign
jobs for our project. This matrix is popular among project managers since it explains each
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stakeholder's responsibility to facilitate clear communication...

For each activity, the RACI Matrix assigns four fundamental tasks to each participant: accountability (R),
accountability (A), consultation (C), and informing (I). Each role is described below:

R = Responsible: Each member/team is accountable for the implementation.

A = Accountable: The person who is in charge of authorizing that task.

C = Consulted: When working on a project/plan that is R, you may need to consult with certain consultants
(advisers) before submitting it to A for approval.

I = Informed: People who may or may not be a participant in the project/campaign.

Lac Viet Intech eventually approved the proposal after several edits and submissions. The next stage is to
identify each member's skills and allocate assignments to them, then note them in the project files for tracking
and follow-up. Lac Viet provided significant support for our project. Hence our RACI matrix includes Lac Viet
as well as the internal team.

The RACI matrix shown below is the final form that we use to coordinate teamwork on our project. It is vital
to remember that during project execution, each member's functions are flexible and, in certain situations,
interchangeable.

Chi Nhung Trang

Copyrighting A/R C C C

Graphic Design R C C C

Script R R R R

Photograph A/R R R R
| rectmamenat |

Scheduling C A/R A/R C

Media reporting R R R

Progress reporting A/C R R C
 commmii |

Communication with I C C R

Lac Viet Intech

Communication with I | I I

Customer

Table 3.2.5.5.2: Responsibility assignment
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3. Work assignment and scheduling

We still need a specific work assignment system for each small task for the project implementation process,
in addition to using the RACI matrix to assign general work assignments to each member. This is a small but
necessary task.

We used a spreadsheet called "Work Checklist" to manage the process of these tasks. This spreadsheet is
structured similarly to a Kanban board, with each task assigned the status "To-Do" (task planned),

"Ongoing" (the person in charge is in the process of finishing the task), or "Progress" (job completed
successfully). We've also added "Delayed" and "Removed" statuses for functions that couldn't be completed on
time or were removed entirely for various other reasons. Team members can add information about tasks for
future references, such as linking other files or adding requirements, to the progress status. The task checklist
is organized by month and week of the month, with jobs listed chronologically.

The profile includes the members responsible for completing the task as well as the deadline for completing the
task. The profile consists of the members accountable for completing the study and the deadline for these tasks.
The team met weekly to plan activities for the coming weeks and to add functions to the "Work Checklist."

I | | e Tl | |-m. |...... ] o |-...... |-..... ]..._ | e

e e U v e OO oo

I 11 | IS 1

.ll

Table 3.2.5.5.3: Work assignment and scheduling

4. Team communication

https://docs.google.com/spreadsheets/d/1BBIKBHufXk5S4WTYJE8M7amDk5eLHLggrogR9Yet9sE/
edit#gid=510865035

We use online and offline communication channels to connect while working together to exchange information
quickly. The table below lists all the communication channels we used for the project (the purpose and method
are also included).
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Conclusion

We run the communication plan for the entire project in this section and determine
the budget, expected costs, and people. We collaborated in this section and learned a
lot about cooperation.

We thoroughly researched each item one by one in the preceding section, so when we
began implementing the project, everything went quite well, and there were no signif-
icant issues.

All communication channels followed the original plan, and the results were far supe-
rior to those anticipated.

Chapter I11
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Facebook “Nha khoa Lac Vi¢t Intech - Trong
rang Implant cong nghé cao”

Activities

CHAPTER IV

I. COMMUNICATION SITUATION ANALYSIS
II. COMMUNICATION GOALS AND OBJECTIVES
ITII. SEGMENTATION AND TARGETING

Discussion “ Uu diém ctia cong nghé
trong rang implant Safe Tech” Group ~ Nieng rang A-Z

Tiktok “ Lac Viét Intech - Niéng Rang”
Tiktok “ Niéng rang A - Z”

Minigame “Tron ven nhiing nu cusi”

Viral clip “Tron ven nhiing nu cusi’

IV. PLAN Media Effectiveness Effectiveness Revenue

V. COMMUNICATION CHANNEL Facebook “Nha khoa Lac Viét Intech The Project Owner’s Evaluation To Our Team
VI KEY ACTIVITIES __

VII. RISK MANAGEMENT

L ACTIVITIES

O1. ACTIVITIES

1.1. Discussion “ Uu diem cua cong

nghe trong rang implant Safe Tech’

aplaRtuonE
2s 03 aono

Sy ANH TR NG
i ! are TRONGR

40 Participants
Article

@ Fan cing

Vii Ngoc Thudng

Céng nghé septech ctia nha khoa Lac Viét
hién dai tién tién , cac béac sTy ta va nhan vién
nhiét tinh vui vé céc bac sTcd tay nghé cao
Chic miing nha khoa Lac Viét cé hé théng
may mac hién dai gitip cho chén doan va diéu
ri chinh xac céc thao téc ki thuat khéng cé
cam gidc dau dén vét thudng mau lanh , ring
|am xong bén dep chéc khoe &n nhai nhu réng
that thoi thanh nién

9tudn Thich Phan héi 1@

COMMUNICATION PLAN

_ MiilGame 07
After more than two months of project implementation, our e :
team began the evaluation and measurement phase to determine ) (i, ":‘_'- Ty
whether or not the project met its initial aim. This is one of the e e
professional tasks that must be completed in any project. This has

significant consequences for discovering, promoting, and quickly

overcoming advantages and shortcomings.

Reviews also assist our team in reviewing our efforts, understand-

ing campaign effectiveness, and improving our capacity to ana-

lyze project data. From there, we have a variety of perspectives

and experiences to draw on for future projects.

- -
CUOE SONG ﬂé‘n@ - Tai sao moi nguai cdn
HAY, CUOIRKHILBANAVANTCON". ety iy o B o cammmamr i niéng rang?

Wi e e 41
husng #tromepnahingnycudl
1 @NiEng Rang A - Z Am thanh Géc
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Linh Yuu - Ban b
Poalt
77?1.1 e 03 o Ny cudi dep 1a ny cudi khi ban ty tin nhattt 262

@RIAN®® @Lung Linh

Theo ban nhujsthé nao O+ 06 et b+
La mot. nul EUI]I dep? . Ny cuti dep phai cé sy can déi gila ti 1& méi,
3 K 5 réng va nudu, ching tao nén diém nhén chinh
m ' cla gudng mat @2170553399 @gaidatrangcobo24
cmt déu agd

i Tuyét Nhung
W Ny cudi dep 1 nu cudi ty tin nhat &
n-29  Tra lai v P

(AN Bappas

¥ oM  BéMainé B Ny cudi dep phai co
sy chn ddi gilla ti 1& mdi, rAng va nudu, chiing tao
nén diém nhan chinh cla guong mat
@taehyungkim002

128 Ted i V) n)

Kim lidn
Nu cudi dep phai cé sy can ddi gilia ti 1é moi,
réng va nudu, chuing tac nén diém nhan chinh
cua gudng mét @user20805323673
@quynh1142

11 ®Nibng REAG A - Z Am tiank Gor E H-28  Tra i v P

1.3. Viral clip:
“Tron ven nhung nu cuoi”

The video was successful, with 111k views on the Tiktok platform, contributing to spreading the message
that your smile is the most beautiful to everyone.

Link video: https://www.tiktok.com/@niengranga z/video/7171610200867179803%is from webap-
p=1&sender device=pc&web id=7126900289647887873

ViralClip "TRON VEN NHUNG NU cuOl"

REACTIONS COMMENT SHARE DOWNLOAD
117K 6123 102 3 12
Views Reactions Comments Shares Downloads
Table 4.1.1.1.3: Reach of Viral clip
< Phiin tich video { Phan tich video
Hiu susit Nguh wem iy sult NgLiBi xem
H e Hashtag # Tron ven nhiing nu cudi
SRR e g ' { Q #Tronvennhiingnucusi Q =
PRp . ‘ o 56% .a8% R
= s Ngudi dung Amthanh Clahang LIVE Hashtag
Téing thill glan 50 dung ‘:Zhgmspmim.anlév ol
Thi ¢ ™ trung bint y 2.3 ghiy 1824
a5 .. # tronvennhiingnucudi 152,1K lugt xem

T 18 duy tri s\,

100%
€ vl tri hiang diu

| Qe giakhw vife Thinh phé

Wit Nam

<1 e Aikiok, comanabytics
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Thit kho héng &

minh ciing mdi niéng rang né, cam gidc ban dau
ngai ngung l&m, gi& thi quen rdi, déi khi tu tin
khién ban dep hdn hheee

1-30  Tra l5i 1 cp

Mén Sinh Kiém

T&i cling nghi nhu céc ban, nu cudi dep nhat luén
la nu cudi khi ching ta tu tin nhat

16 gid Traloi o7 {:‘p

&_ minmin21118
Néu biét trudc khi niéng dep nhu nay thi minh da
niéng tif 1au roi
Tra lo Y, QB

Migng Ring A -2 - 19

wier) [NG AU CUS® - mong mudn cd e
@ 123456dung208
A Ngay xua minh niéng ma ngai khong co dam cudi
lubn 4, toan lay tay bit miéng théi

S5gid Traloi '\_::' Qﬂ'

‘ 02. MEDIA EFFECTIVENESS

2.1. Facebook “Nha khoa Lac Viet Intech”

W & e w

lince o 3.620.872

40,975
424

The number of Fan Pages reach
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During the project implementation phase, the number of followers

2.2. Facebook “Nha khoa Lac Viet Intech - Trong rang Implant cong nghe

on the page increased from 14,434 followers to 16,379 followers and increased from about 13,474 page likes cao”

to 17,265-page likes. Posts on Fanpage are getting more and more attention from customers. Interaction for

each post ranges from 100 - 200. Thiegtnehuh @ .
Fancuaban  Ngwéitheoddicuaban 56 nguwéi da tiép cin _ RS,

S0 ngwiri c6 bat Ky ndi dung nao thudc vé hodc néi vé Trang cia ban trén man hinh cla he, dwec nhém theo dé tudi

va gidi tinh. Day 13 s0 liéu wée tinh.
30% w
7.668
_ 1% 0,9539% 0.313%

43-34 S5-04 a3+

33%
S.nng piri 3
tiap can

NiF

0,

W 66%

S0 I'Ig.L.-Iﬁa
|E[:| can

3

After nearly three months of implementing the project, we helped Lac Viet Intech Fanpage increase by 3791
new page likes. Statistical results show that our project has successfully reached the target audience with
nearly 82% of the reach customers from 18 to 34 years old. Of these, 66% are female and 33% are male. It can The number of Fan Pages reach

be seen that the mother's interest is relatively high. During the project implementation phase, the number of followers on the page increased from 3,572 follow-

ers to 4,605 followers and increased from about 2,138 page likes to 3,945 -page likes. Posts on Fanpage are

NO Description Actual Result YoResult/KPI getting more and more attention from customers. Interaction for each post ranges from 100 - 200.
I Like 15.000 17.265 115.1% e i
o001
2 Follow 16.000 16.379 102.4%
3 Reach 950.000 3.620.872 381.1% 0
4 Traffic 15.000 40.975 273.2%
Table 4.1.2.2.1: KPI Facebook “NHA KHOA LAC VIET INTECH” .- .- e

- L |
S e §
-y ",l,. > _'[.-- — . F N"II Khoa I-!I: "I’l!‘t Intech h.M l.')'-l-w-.o w -rl-w..'dJ g i

Hlm H:hnl Lac Vigt Intech

Gidi thigw Nem ° Hia K L '\A.n:ll::.l-m
i thidss .-m...; ----- - _ o -._!..n_-h .|-‘ I‘“:I___: e __1_: o+
e - After nearly three months of implementing the project, we helped Lac Viet Intech Fanpage increase by 1807
new page likes. Statistical results show that our project has successfully reached the target audience with
nearly 74% of the reach customers from 35 to 64 years old. Of these, 59,5% are female and 40,5% are male. It

can be seen that the mother's interest is relatively high.

Fe@ W
-I.I.
.
a

1]

¥ET TRUGE HET ﬂ-ﬂ w

-40% 107"

ES@ar
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e Nha Khoa Lac Vigt Intach - 2022-09-21 6047 2022-10-16 6422 2022-11-10 7058
Tmn_g Ring Implant Cong
pdirdi A carem Nha Khoa Lac Viét Intech -
Trang Ring Implant Céng 2022-09-22 6052 2022-10-17 6599 2022-11-11 7061
o . ® Nghé Cao -
sl ‘ e ; : ; 2022-09-23 6055 2022-10-18 6608 2022-11-12 7064
i ] b b g e e e o ’ : saru chil ik werkes i thi wew thism ol 51 v [- B L T
b - . .. . G‘ﬁi‘hi\l _ Al Ka8 phye Trinh péng cha SLOOO ta rral pieg
@ i o - A S ——— 2022-09-24 6059 2022-10-19 6743 2022-11-13 7064
. ; iy -4 i fa Mghs Caa <
- 15 e 2022-09-25 6057 20221020 6752  2022-11-14 7068
Bl 4505 ngea Trareg iy "- _l. s i
o e a3 s i g i 90 0469 g 2022-09-26 6066 2022-10-21 6761 2022-11-15 7072
a PN, -
2022-09-27 6068 2022-10-22 6771 2022-11-16 7079
2022-09-28 6073 2022-10-23 6778 2022-11-17 7084
NO Description Actual Result % Result/KPI
2022-09-29 6077 2022-10-24 6778 2022-11-18 7091
] L 0.
1 Like 4.000 3.945 98,6% Group member: 10/9-10/12 - 2022-09-30 6074 2022-10-25 6781  2022-11-19 7092
Join a group: 7.109 people
2 Follow 3.000 4.605 153.5% The number of members in the 2022-10-01 6226 2022-10-26 6718 2022-11-20 7103
group increased from 6047 to
3 Reach 1.000.000 5.570.984 586.,4% 7109 after three months of the = 2022-10-02 6229 2022-10-27 6773 2022-11-21 7111
y campaign. This demonstrates
4 Traffic >.000 7.668 153.4% that the campaign has assisted = 2022-10-03 6231 2022-10-28 6776 2022-11-22 7112

Lac Viet Intech in creating a

community in which custom- B2625.99-04" 6233 || 20221029 | | 6781 20221123 = 7116
ers can share their thoughts.

({3 o » ]
2.3. Group “ Nieng rang A-Z Furthermore, boost the brand's = 5155 15 s 6233 2022-10-30 6791 2022-11-24 7118
: : . prestige and popularity.

Table 4.1.2.2.2: KPI Facebook “NHA KHOA LAC VIET INTECH - TRONG RANG IMPLANT CONG NGHE CAO”

\ M
2022-10-06 6245 2022-10-31 6811  2022-11-25 7122
Table 4.1.2.2.3: Group member
growth by group "HOINIENG .\ o7 6246 2022-11-01 6814  2022-11-26 7100
RANGA-Z”
2022-10-08 6248 2022-11-02 6920  2022-11-27 7100
2022-10-09 6249 2022-11-03 6943  2022-11-28 7100

Hoi Niéng Rang A-Z
it Begti v A el 2022-10-10 6251 2022-11-04 7040 2022-11-29 7103

#OcTOPB LD © i D tham gia v

2022-10-11 6255 2022-11-05 7041 2022-11-30 7106
2022-10-12 6261 2022-11-06 7041 2022-12-01 7108
((_Héi nléng l"c‘ing/ 2022-10-13 6268 2022-11-07 7043 2022-12-02 7109
A"
n‘:n dén 2
2022-10-14 6399 2022-11-08 7044 2022-12-03 7109
Hoi Niéeng Rang A-Z
SO0 DEWOEDD o s+ . 2022-10-15 6412 2022-11-09 7043 2022-12-04 7109
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hiengranga_z
Niéng R&ng A - Z

2.4. Tiktok “ Lac Viet Intech - Nieng Rang”

- L
nhakhoa.lacvietintech o Tinnhén |
Lac Viét Intech - Niéng Ring e nhakhoa.lacvietintech
""/ Lac Viét Intech - Niéng Réng 2 bang Follow O Follower O Thich
Tin nhan ‘ 2 R ; T > | g e ca
J Follow Tham gia Group Hi Niéng Rang A-Z dé clng chia sé kién thific vé niéng
rang nha@@
110 bang Follow 795.6K Follower 17.1M Thicl ; :
' 110 Following 846.5K Followers 19.1M Likes & biopage.vn/abc-24 .
Dang ki 38 nhan tu van 1-1 tif béc s S SN N nlengranga—z
Pang ki de nhan tw van 1-1 tw bac si i i
Q0 WY Niéng Rang A-Z
During the project implementation phase, the number of followers on Tiktok increased from 795,6k follow-
ers to 846,5k followers and increased to 50,9k followers. 2 Following 7235 Followers 14.6K Likes
Tiktok is getting more and more attention from customers. Interaction for each post ranges from 4000 views : - S
to 2.7M views Tham gia Group HGi Niéng Rang A-Z dé cung chia se kién thirc vé niéng
’ ' rang nha &
Lac Viet Intech is changing the direction of the content during the campaign, so video interaction, video &' biopage.vn/abc-24
views, likes, and sharing comments are unavoidable. However, this content line is gradually reaching a large
number of customers while maintaining an average video view of 20,000 to 2.7 million views. Tudi
Giéi tinh s
Tudng tac + Dl liu tii vi
Togvan gy oo 18-24
Lugt xem hé sa Thich Binh lujn Lugt chia sé 47%
231,203 i 25-34
P ey 4173 4,542 27%
- NO Description KPI Actual Result %Result/KPI o
Lugt xem video =
14%
1 Like 150.000 1.060.510 707% 45-54
7%
55+
2 View 15.000.000 27.070.404 180.5% e 5%
3 Follow 800.000 846.500 105.8% . o
Twong tac & Dir liéu tai vé
Followers . 4 Comment 2500 4.173 166,9%
Tan 2rghvan ngyan .
464620 5 Share 1000 4.542 454,2% IO (SEDIRIRE (SRDDe
S 6 | View profile 150.000 231.203 154.14% _
Luwrert xem ho sor Thich Binh ludn Lurort chia sé
Table 4.1.2.2.4: Tiktok LAC VIET INTECH - NIENG RANG 6,767 8,986 476 283
6767 (»099 L +8 986 [~990 + 476 (990 t 283 [(»009 5

Lirgyt mem video

2.5. Tiktok “ Niengrang A - Z”

During the project implementation phase, the number of followers on Tiktok increased from 0 followers to
7235 followers and increased to 7235 followers.

Tiktok is getting more and more attention from customers. Interaction for each post ranges from 200 views to
112.000 views.

Subjects viewing the channel include those aged 18-24 years old (47%), 25-34 years old (27%), and 61% of
women, indicating that the channel has reached the desired target audience of the young.

Table 4.1.2.2.5.a: Tiktok NIENG RANGA -Z
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MAIN MEDIA

03. EFFECTIVENESS REVENUE

12MN2022 Braces solely for aesthelic purposes? 5147 435 49 ] 29
14102022 Braces cause pain? 1937 205 34 & 15
15102022 Top pain-inducing sounds 1404 132 25 3 12
1TI02022 There is a fruth that you are most likely 4136 33 26 3 17 . . o/ : . .
Ta0m07 T ———— = e " ; 23 The campaign contributed to an 18.6% increase in revenue for LAC Viet Intech over the second quarter.
“Beauliful mouth. beaufilul kesth - win big gifts™
1902022 petcninn 1.4k 2875 55 2 12
20102022 braces shock 4Bk 505 15 4 1"
222022 Minigarme resulls will be announced 3TE1 186 7 1] 12
24102022 Maybe you already know 051 &3 T 2 5 R E v E N U E
26102022 The east of basss 958 86 7" 4 5
2EMN2022 Braces far a beauly quesan 1244 106 22 1] g
Inzo2 Whal celetwilies wear braces? 1399 BT 13 A 1
171172022 The shape of leath might raveal human fae 560 77 5 0 5
312022 Pain when plugging in be vis G556 545 20 21 17
41112022 Eraces with a high aesthelic value 6535 238 7 0 11
B/11/2022 The tap six considerations Tar parents 5039 91 4 0 g
72022 To those of you who will be gefling braces 6138 33 3 3 T
11112022 The effect of bracas will be simiar 1o 59383 L'} 1 0 ]
17112022 Trendy braces 12K 292 & 3 25
18112022 “Full of Smiles” iz a manigame. TH28 B3 & 0 g
23112022 Funny braces piciuras 249 22 5 1 g
241142022 Epsode 1 of the minsgame "Full of Smiles” 9013 1205 29 3 g
272022 Epesode 2 of the minigame "Full of Smiles” 2548 104 15 0 ]
28112022 Episcde 3 of the minigame '"Full of Smiles” 2551 36 & 0 5
) *Full of Smiles” Minigame Series Award
29M11/2022 Announcament 114 = [ 0 7
11272022 ViralClip "TRON VEN HHOMNG MU oL IN.TK 6122 100 3 12
Excarpt from ViraiClip "TRON VEN NHONG
2M272022 NU CLrine 65 23 5 1] ]
Excarpt from ViralClip "TRON VEN KHUNG
322022 NU CLrin 2444 T 3 Q <
Excarpt from ViraiClip “TRON VEN NHONG
8M2/2022 HU CLrdn- 1678 47 4 1] 3
Excerpt from ViraiClip "TRON VEN NHONG
a2 WU Cuor 215 26 U] 0 3

Table 4.1.2.2.5.b: Reach of Tiktok NIENG RANGA-Z

NO Description Actual Result %Result/KPI Conclusion: We used some measurement tools in the evaluation step to generate summary
statistics for the work done. According to the data, the work was completed on time and
received many positive stakeholder evaluations.

| Like 7.000 8.986 128.4%

2 View 100,000 149.468 149.5%

3 Follow 7.000 7.235 103.4%

4 Comment 250 476 190.4%

5 Share 150 283 188.7%

6 View profile 5.000 6.767 135.3%

Table 4.1.2.2.5.c: KPI of Tiktok NIENG RANG A -Z
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4. THE PROJECT OWNER’S EVALUATION TO OUR
TEAM

Gﬂ Mha khos Lac Viet
INTECHKH

THANK YOU

Kinh gtri,

Thay mat cho Lac Viét Intech, tdi xin chin thanh cam on sy déng gdp vugt bic cua cic
ban. Nhimg diéu cdc ban da dat dugc trong thoi gian qua déu dang duoc dénh gid cao. Su
¢d gling khong ngimg nghi cla cac ban di tro thanh dong lye to 16n cho moi ngui.

T6i ty hao vé thanh qua tot dep tir nhitng dy dn ¢6 sir hd trg vé mang truyeén thong cia cic
ban. Céc ban d4 giip cho Lac Viét Intech dugce nhiéu nguoi biét dén hon vé tang sy tin
tudmg trong long khach hing cing véi d6 doanh thu ciing duge ting ding ké qua nhirng
du dn ma cac ban da lam.

Vi nhimg sir cong hién ciia cac ban t6i va 1.ge Viét Intech rdt tin wéng rang cac ban sé
con tién xa hon nira trén chang dudng sap tai.

Cam on ban mot lan niva vi tat ca nhirng gi da déng gop!

Trin trong,

Binh Thianh Long
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()1 Our Team Role in This Project ()3 Recommendations

1.1 Positive Points 3.1 Recommendations for the LacViet

1.2 Negative Points Intech

()2 Our Team’s knowle dge and How we apply in 3.2 Recommendations for FPT University

practice 3.3 Recommendations for the next

2.1 Positive Points semester’s students

3.4 Recommendations for Our Team

2.2 Negative Points

II. REFLECTION

Furthermore, we cannot deny that, even though Lac Viet Intech's work was vast,
challenging, and complex, our team overcame many obstacles throughout the
project.

Finally, we are all pleased with the outcomes and will never forget them. This sec-
tion will carefully consider the project's advantages and disadvantages before mak-
ing recommendations. The positive points not only help us realize our progress
toward the goal, but the limitations are also invaluable lessons for us to see what
needs to be improved in the future.

We will evaluate based on factors such as our team's roles in the project, what the
team has learned and applied in practice, and what the project has taught us.

O1. OUR TEAM ROLE IN THIS PROJECT

1.1 Positive Points

Our team is very proud to be working with the Lac Viet Intech dental system, a pioneer in utilizing technology
that meets worldwide standards. When we were given this significant opportunity, we knew right away that we
needed to work incredibly hard and responsibly to bring the image of Lac Viet Intech and establish solid and
deep impressions on clients.

In this project, we have contributed a part of our efforts to promote the image of Lac Viet Intech on social
media channels, especially on the Tiktok platform. When we can help persons with braces feel more confident
with their smiles, we are delighted to have brought a positive message from the project to everyone.

1.2 Negative Points

We have little knowledge in the field of dentistry, and it has caused several constraints in terms of content pro-
duction. Dentistry is a unique industry; we must follow numerous stringent restrictions, which has resulted in
many innovative concepts that still need to be implemented. We are students who have yet to work, and we lack
a great deal of experience, so the products we have made have not met our expectations.

02. OUR TEAM’S KNOWLEDGE AND HOW WE APPLY
IN PRACTICE
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2.1 Positive Points

Fortunately, we have learned many valuable subjects and knowledge as FPT University students majoring in
communications. Therefore Lac Viet Intech dentistry is a perfect opportunity for us to transition from theory
to reality.

Theory of communication models, risk management procedures, planning approaches such as SWOT anal-
ysis, SMART, and goal setting in practice such as budgeting. We can examine prior lessons and deepen the
lessons learned during the project's implementation.

Finally, we have outlined the techniques of scientifically presenting materials, executing duties such as writ-
ing scripts, and designing slides... while applying expertise such as content development, project manage-
ment, etc.

2.2 Negative Points

In practice, difficulties such as communication can be perplexing when working in a dental setting. Theories
are helpful, but they are occasionally far from reality; thus, when implementing the campaign, considerable
flexibility in work is required to achieve the best outcomes. For example, when writing content for social
media sites, we had to modify it several times due to specialized terminology, in-depth phrases, and the
necessity to polish information carefully.

The project also had many crisis periods that required us to work from early dawn until late at night. Work
sometimes proceeds differently than planned, resulting in many disagreements and exhaustion among
members.

03. RECOMMENDATIONS
3.1 Recommendations for the LacVie Intech

This project has provided us with numerous significant lessons and experiences. However, we would like to
make some suggestions for the upcoming Lac Viet Intech communication efforts so that we can develop more
in the future.

It is best to plan ahead of time for content production so that you have time to research and modify before
implementing. Furthermore, confirming that the strategy is getting closer to being implemented is vital.

New trends must be updated to provide groundbreaking creative content that can better reach young people
(particularly genz).

The information management system on social networking sites still has a backlog; thus, it needs to be updat-
ed for upcoming campaigns. Specifically, Fanpage pages need to focus on optimizing tools to save budget and
achieve high efficiency.

3.1 Recommendations for the LacVie Intech

From the aforementioned perspectives, we would like to make some desires for the multimedia communi-
cation major. We have studied a lot of vital theories and skills as communication students, but it can be seen
that the theory only partially supports us; the school needs to provide additional practice alternatives so that
students like us are less confused when I go to work.

Another thing we really desire throughout the project phase is for FPT University to allow us to focus without
having to study parallel subjects in class. This will allow us to concentrate entirely on our project.

3.3 Recommendations for the next semester’s students

In addition to carefully learning the necessary knowledge, you must learn from your friends, previous class-
mates, and teachers. This will assist you in being prepared rather than bewildered when implementing your
problems.

To operate under any strain, in any situation, you must have a steel spirit. To accomplish so, you must strike a
balance between life and work, as well as the courage to break through to make changes and intriguing things.
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Stick to the framework, but push yourself in all areas.
Finally, we can tell you that this will be a marvelous and unforgettable experience.

3.4 Recommendations for Our Team

Although the entire team has been working together for four years, we still have conflicts when implementing
the project; this is something we cannot avoid and will notice, assess, and learn together, change, and grow
ourselves.

We must be more proactive in our work, express our thoughts, and strengthen our critical thinking skills. We
must increase our time management and planning abilities.

Finally, abilities such as picture design and media production must be improved. In the future, our team will
utilize the lessons learned from this project to become a better version.

LETTER FROM OUR TEAM TO MR LONG

YOU

Kinh glri Anh Binh Thanh Long,

Color Team chiing em chan thanh cdm on Anh va Nha Khoa Lac Viét
Intech da gitip d& bon em trong suét qua trinh 3 thang vira qua, cho
ching em nhirng trdi nghiém tuyét voi trong quang thaoi gian cudi
cung cla dai sinh vién. Dugc la mdt phan bé nhdé trong Lac Viét
Intech va dugc lam viéc véi mét ngudi quan ly tédn tdm nhu Anh la
mot sy may man va niém vinh hanh d&i véi Color Team bon em,

Chung em sé& nhd mai nhirng lan Anh diu dat va gidp d& bon em
trong cong viéc. DU Anh c6 nhiéu céng viéc nhu thé nao di ntra thi
Anh van luén nhiét tinh gitp d& va chi day bon em khi bon em gap
thiéu sét.

M6t [an nita bon em xin chan thanh cdm on Anh, bon em chic Anh
sé ludn thanh cong trong céng viéc va cudc séng.

Tran trong,

COLOR TEAM
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