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1. Research

1.1. Overview
Traffic accidents are always a burning problem in society, and although in recent years, the number of
traffic accidents has decreased but still high. Mr. Nguyen Van Thang - Member of the Party Central
Committee, Minister of Transport, Standing Vice Chairman of the National Traffic Safety Committee
said: According to a report by the World Health Organization (WHO) in 2022, every year globally,
nearly 1.3 million people die and nearly 50 million people are injured in traffic accidents. According
to the Vietnam National Traffic Safety Committee, traffic accidents are still the leading cause of death
for adolescents aged 15-27 years. In 2022, 11,448 traffic accidents occurred nationwide, causing 6,364

deaths; On average, 17 people die in traffic accidents every day (Thong tan xa Viet Nam, 2022).

There are many causes of these traffic accidents, in which, according to Dr. Nguyen Dinh Vinh Man,
Viet Duc University, there are 3 common dangerous behaviors of motorcyclists that cause traffic
accidents, including speeding, using alcohol, beer, and do not concentration while driving. Statistics
from the National Traffic Safety Committee estimate that about 40% of traffic accidents and 11% of
traffic deaths are related to alcohol and beer, and this number is on the rise. On average, each day, the
whole country has about 700 people violating their alcohol concentration while driving at different
levels. In the first five months of 2022, the whole country had 118 traffic accidents caused by drivers
using alcohol, causing 85 deaths and 77 injuries (Do Phu Tho, 2022). In Ho Chi Minh City (HCMC),
according to information from the HCMC Department of Transport, in the first six months of 2022,
there were 1,045 traffic accidents in the city, killing 329 people and injuring 670 people. Alcohol use

is among the top 7 major causes of traffic accidents in HCMC.

It can be seen that driving after using alcohol is one of the most common causes of traffic accidents.
And the consequences of that behavior leave a lot of pain not only for the victims but also for their
loved ones, those who have died leave persistent pain for their loved ones, and those who are injured
due to traffic accidents not only become a burden for the family, but they themselves also suffer

prolonged pain.

AN TOAN GIAO THONG A

Dai dang noi dau tai nan giao thong!

Ther Hai, 14/11/2022 | 16:53

La diéu khéng ai mong mudn, song tai nan giao théng (TNGT) van dang tiép dién, cwép di cude
séng twoi dep cia nhidu ngwdi va day nhiéu gia dinh vao nhieng bi kich chua xét. Trong nhirng
ngéi nha cé nan nhan, than nhan nan nhan gap TNGT, hé luy sau vu tai nan nhw van dang tirng
gi®, tirng ngay bop nghet cudc séng “ngwoi & lai”...

Source: Bao Bac Liéu, 2022.



Tai nan giao thong - Nhiing noi dau con do6
Hoai Anh

“Trung binh méi ngay, Khoa Chan thuong chinh hinh, Bénh vién Trung uong
Thai Nguyén, ti€p nhin 10 - 15 bénh nhan tai nan giao thong (TNGT) & moi lira
tudi. Pa phan bénh nhin déu bj tén thuong ning né, nhu: Gay xuong dui, gay
xuong cing chén, ba vai, da chdn thuong... Nhiéu bénh nhéin dit qua con nguy
kich phai mang thuong tit sudt phan déi con lai. Ngudi bi TNGT thudng chiu
nhiing di ching ning né ca vé thé chit va tinh than” - Tién si, Bac si Hoang
Van Dung, Truéng Khoa Chin thuong chinh hinh, cho biét.

Source: Bao Thai Nguyén, 2022
Néi dau tai nan giao théng c6 thé phong tranh

Theo théng ké cta Uy ban An toan giao théng (ATGT) quéc gia, trong 6 thang dau ndm 2022, ca
nwéc xay ra hon 5,7 ngan vu tai nan giao théng (TNGT), lam chét 3.314 nguoi, bi thwong 3.690

ngudi. So vai cung ky nam 2021, sé ngudi chét tang 2,44% (79 ngudi), sb vu giam 10,41% (663
vu), s6 ngurdi bi thuwong gidm 17,69% (793 ngudi).

Source: Bao Bé‘ng Nai, 2022
Because of the danger of the above behavior, the state is trying to propagate through practical
activities, such as the parade event in Hanoi to protest against drunk driving, organized by National
Traffic Safety Committee and the Hanoi government. The event received the response of more than
8000 people regardless of class (Gia Chinh, 2019). Besides, HCMC traffic police also visited
restaurants and eating places to propagate to shop owners about the Law on Prevention and Control of
harmful effects of alcohol and remind customers to strictly comply with the regulations "Don't drink

and drive"

In addition to the soft measures mentioned above, our state has been constantly introducing tough
measures such as improving the law to prevent or at least minimize this situation. Typically, the
application of the alcohol concentration penalty when driving is prescribed in Decree
100/2019/ND-CP (amended in Decree 123/2021/ND-CP) for bicycles, motorbikes, and automobiles
depending on the alcohol content. Penalties are increasingly being renewed to increase deterrence and
are more severe with the aforementioned violations. Specifically, as the recently revised law, even if
there is a low alcohol content in the blood or breath, there will be a fine (specifically, the lowest fine is

2-3 million for driving a vehicle on a road with an alcohol content of fewer than 50 milligrams per



100 milliliters of blood or less than 0.25 milligrams per liter of breathing air). For the case of driving
causing an accident while drinking alcohol, depending on the severity, it can be punished by up to 15
years in prison, a high administrative fine, and have their driving licenses revoked. However, after the
fun parties, it seems that everyone forgets or intentionally ignores these deterrents (Do Phu Tho,

2022).

Before the efforts of the state as mentioned above, the question is why this situation cannot be
completely eliminated. The crux of the matter is the definition of drinking and driving. Most people
think it means driving completely "drunk". But in fact, the decline in reaction speed and
concentration, sometimes even blurred vision, leading to impaired driving skills begins as soon as you
drink a very small amount of alcohol. That harmful misunderstanding makes many people think that
as long as they feel they are awake enough to drive home, nothing will happen, or they do not really
understand the pain of victims and their families. Therefore, in addition to propaganda about the law,
it is necessary to have media products about the effects of alcohol on the body leading to traffic
accidents even if only a little drink, and at the same time show them the serious consequences of this
problem, especially the possible consequences for their loved ones, so that they can perceive the
seriousness more intuitively. In order to change their perception, young people must change, because
they are the future generations of the country. Moreover, young people also tend to absorb and change
their perceptions more strongly. Promoting propaganda on social networks with communication

products will be an effective way to realize the above requirements.

1.2. Secondary research
1.2.1. Alcohol use habits and driving behavior after using alcohol among young people
Before propagating a message to young people, it is necessary to understand their behavior and
alcohol use habits. According to The National Drug Strategy Household Survey conducted by the
Australian Institute of Health and Welfare in 2019, 27.9% of young people aged 18-24 in Australia
drink alcohol weekly. In addition, according to a Better Health Channel statistic supported by the
Australian government, 14% of motorist deaths on Victoria's roads are between the ages of 18-25, and

75% are involved in crashes that occur at times of high alcohol levels (betterhealth, 2020).

According to National Highway Traffic Safety Administration (NHTSA) statistics in the US in 2022,
young people aged 21-24 are the most at-risk of drunk driving, accounting for 27% of all fatal crashes

and alcohol-induced deaths (E.Rivelli, 2022).

In Vietnam, this number is also relatively high. Through the survey “Sociodemographic inequalities in
substance use among young people in Vietnam” conducted in 2018, 46.2% of young people aged

16-30 reported using alcohol in the past 30 days (Ha.D.N., et al., 2018). According to statistics from



the National Traffic Safety Committee, about 40% of traffic accidents and 11% of deaths are related to
alcohol. Statistics also show that, out of 100 victims of traffic accidents related to alcohol and beer,
the age group from 15 to 29 accounts for nearly 60%. Young people drinking alcohol without control,

and driving traffic after drinking alcohol is a prominent reality (Tan Quynh, 2022).

Particularly in major cities in Vietnam, Mr. Nguyen Ngoc Tuong - Standing Deputy Head of the Ho
Chi Minh City Traffic Safety Committee, said that in 2019 the National Traffic Safety Committee
conducted an assessment of the traffic accident situation at 3 locations: Ho Chi Minh City, Binh
Duong, Hanoi. According to survey results, between 80% and 90% of accidents caused by men on the
road are the result of drunk driving. Accidents usually happen between 18 p.m and 24 p.m and tend to
happen more often on weekends. Motorcycles account for 70% to 90% of all accidents. In addition,
according to the Department of Health of Ho Chi Minh City, in the first 9 months of 2019, there were
17,200 cases of traffic accidents and more than 4,400 cases of which the blood alcohol concentration

exceeded the legal limit when considering experience (Thu Dung, 2019).

Thereby it can be seen that, although alcohol is an indispensable thing in gatherings and parties of all
ages, young people aged 18-30 are not fully aware of the harmful effects of alcohol. What are the
serious consequences of participating in traffic? At this age, they are often confident in their own
abilities and want to assert themselves through cups of alcohol and the saying "I'm still sober", which

can be the reasons for their behavior: driving after drinking alcohol.

1.2.2. Factors affecting driving behavior after using alcohol
To learn more about young people's behavior of driving a vehicle in traffic after using alcohol,
specifically what causes such behavior. The team will apply the theoretical model The Planned
Behavior (TPB) developed by Ajzen and Fishbein in 1975, as this theory will help in gathering the
causes of beliefs, consciousness, and perceptions of survey subjects. TPB theory states that behavioral
intention to perform an action is governed by three main factors: the individual's attitude towards the
action (i.e. positive or negative attitude), subjective norm or influence of the social environment (i.e.
family, friends, co-workers, etc.) on decision making, and the last is perceived behavioral control (i.e.

belief in control over an individual's behavior when performing that behavior).

According to a study of Australian drivers, their attitude is the most influential factor on drunk driving
behavior (Mackenzie et al., 2014). Another study entitled “Can't drive, I'm drunk — Exploring factors
influencing the intention to drink and drive among Indian drivers” was conducted with the
participation of 252 Indian drivers in a survey in 2016. In 2022, it has shown that drinking and driving
intentions are significantly associated with attitude. It can be seen that attitudes towards drunk driving

behavior (i.e. how they judge whether it is right or wrong) greatly influences the intention to perform
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the aforementioned behavior (Yadav A. et al. ., 2022). However, the limitation of this study is that the

survey subjects were only within India, not being able to represent the behavior of all drivers.

1.2.3. Habits of using social networks of young people
To be able to find the most effective methods and media to reach young people, it is necessary to
understand their social media usage habits. Social network statistics for Vietnam in 2022 show that
there are 76.95 million social network users in Vietnam in January 2022. The number of social
network users in Vietnam at the beginning of 2022 is equivalent to 78.1 % of the total population.
Kepios analysis shows that social media users in Vietnam increased by 5.0 million (+6.9 percent)

from 2021 to 2022.

According to data published in Meta's advertising resources, there are 70.4 million Facebook users in
Vietnam at the beginning of 2022. The number of Youtube users in Vietnam is 62.5 million users
according to the updated advertising resources Google report. It can be seen that the above two social
networks are extremely popular in Vietnam with users accounting for more than half of the
population. Therefore, communication campaigns and entertainment products are easily accessible to

the majority of Vietnamese people, especially young people.

According to data from ComScore - a company that measures and evaluates the effectiveness of
online marketing solutions, out of more than 30 million internet users in Vietnam, about 87.5% have
been using Internet services. social networks are in the 15-34 age group (about 71%) (Phuong Do,
2021). In addition, another study also showed that people under 25 years old are especially dependent
on personalized means of news, such as Facebook, YouTube, and Instagram (Kalogeropoulos, 2019).
Currently, Vietnamese young people are using social networks such as Facebook, Instagram, and
Youtube,... for the purpose of learning, entertainment, business, and connection,... which Facebook is
used the most. Surveying 1,000 young people (11-35 years old) in Ho Chi Minh, up to (89.3%) of
them use Facebook. After Facebook is Youtube with the feature of viewing and sharing videos,
currently Youtube (has 56.3% of users) is the second largest website in Vietnam after Facebook
(Phuong Do, 2021). With the largest number of teenage users on social networking sites, why do

Facebook and Youtube attract so many young people?

According to the survey results, among teenagers and young adults using social networks for many
different purposes, the top 5 purposes with the highest percentage are searching, updating social
information (66, 3%); making new friends, keeping in touch with old friends (60%); contact family
and friends (59%). In fact, these needs in young people with high indexes are understandable because
they are at an active, sensitive, creative age, always aiming for something new, different, and special.

The two purposes with a high percentage are in the next position, mainly to serve the entertainment

11



needs - one of the needs that psychologists have identified as having a high index in the psychological
development stage at this age: desire to enjoy life's pleasures and affirm their own ego, which is to
share information (photos, videos, status) with people (54.0%) and for entertainment (49, 5%).
Besides, the majority of young people are at school and working age, so the rate of using social
networks as a support tool for their study and work activities is also relatively high, accounting for

44.7% (Huong Nguyen, 2021).

The frequency of using social networks among young people is increasing, because they can access it
anytime, anywhere thanks to modern technology devices. According to survey results, young people
tend to access social networks the most via smart mobile phones (85.3%). In addition, recent statistics
from the social network Facebook have also demonstrated the explosion of smartphone use among
young people Mark Zuckerberg himself - the founder of Facebook also said that visitors Accessing
and connecting social networks via mobile is more active than through other devices, which is turning
Facebook into a mobile-first platform. In addition, young people also access social networks from

other technology devices such as laptops (24%), desktop computers (20.5%), or tablets (6.8%).

Youth and teenagers depend on many dominant factors such as time, space, economic conditions,
nature of work, the purpose of going online, etc. Each individual will have a different amount of time
using social networks. Survey results on the daily use of social networks by teenagers and young
adults show that the top 3 accounts for the highest percentage: 1-3 hours (35.7%); from 3-5 hours
(25.7%); over 5 hours accounted for (22.6%); while using time less than 1 hour accounted for the
lowest rate (16.0%). The data shows that it seems that young people are spending a lot of time on

social networks (Huong Nguyen, 2021).

Through the above data, it can be temporarily concluded that young people daily use a lot of time
surfing social networking sites, the most popular are Facebook and Youtube, and they use social
networks for 3 main purposes: Social news updates, sharing, chatting with friends, and finally
entertainment. Therefore, a communication campaign about the consequences of driving after
drinking through social networks can provide information, update news, and create entertainment
media products. such as short films, reach the majority of young people based on their purpose of

using social networks.
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1.2.4. Similar campaigns on alcohol traffic accidents

Strengths Weakness Opportunities Threats
TP.HCM m¢é 1/ Is an official 1/ The video is 1/ Maintained and 1/ At the same time,
chién dich tuyén | campaign jointly projected outside the sponsored by the there were many
truyén xir Iy implemented by the outdoor led screen, government. similar campaigns by

ndng dd con
(Ho Chi Minh
City opens a
campaign to
propagate and
handle alcohol
concentration)

(6/2022)

domestic government
and foreign
organizations.

2/ The propaganda
product is very
meaningful and fully
describes the content
that the campaign
wants to target.

3/ Direct transmission
to viewers because it is
shown directly at led
screens on the street,
TVs in hospitals and a
few other places.

4/ The campaign is
widely implemented
throughout Ho Chi
Minh City and
government social

networking sites.

there is no loss of
effect because the
waiting time for the
red light is very fast,
the driver does not
have time to watch,
and at the same time it
is a distraction.

2/ Posting video clips
on social networking
sites cannot go viral
because there is no
effective Marketing
campaign.

3/ Posting on
government TV
channels is also less
effective because
people watch less TV
nowadays.

4/ There is no
investment in
Marketing for the

campaign.

2/ The campaign was
carried out at the same
time as the opening of a
campaign to deal with
alcohol content
violations in the whole

city of Ho Chi Minh
City.

a few other
organizations.

2/ Not interested by
the public, because
propaganda is not
really effective.

3/ The campaign did
not hit the public's

wishes.

Strc manh cia
néi “khong”
(The Power of
Saying "No")

1/ The key message of
the campaign is unique
and complete, creating

a stimulus in the

1/ Because of the
playful style and
image, some negative

things about traffic

1/ Few competitors in
this regard.

2/ Choose the right
problem that is

1/ There are many
other related
campaigns such as

making a movie about
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(3/2022)

behavior of saying "no"
and the power of that
word.

2/ How the campaign

works for young

accidents will be
overshadowed, making
young people
subjective.

2/ Quite a few articles

happening quite
popular in today's
society.

3/ Contributing to

traffic accident

alcohol-related traffic
accidents or similar
campaigns.

2/ May not be suitable

for some young

people. on other topics related | propaganda in a way audiences.

3/ There is a good to alcohol-related that is relevant to young | 3/ This campaign

investment in terms of | traffic accidents. people. asked young people to

costs to implement the know a little about

campaign enough to technology at that

stimulate the desire of time.

young people to

participate.

4/ KV is youthful and

the color is suitable for

young people's tastes.

5/ Invite influencers on

this topic.

6/ Convey many deep

meanings.
Lién hoan phim | 1/ Attracted many 1/ The works 1/ Maintained and 1/ Overwhelmed by
toan qudc vé An | attendees (200 works participating in the sponsored by the other newly built
toan giao thong | of 3 genres: reportage; | event are not National Traffic Safety | campaigns.
nam 2019 véi Science; Short clip) publicized in new Committee. 2/ Not focusing on
chii dé “Pi uéng | from agencies, media, causing limited | 2/ Get support from communication in new
ruou bia — departments to access. attendees. media, leading to the
Khong lai xe” individuals. 2/ The communication | 3/ Contributing to the number of attendees
(National Film 2/ Being a official to the public to know | propaganda in the often coming from

Festival on
Traffic Safety
2019 with the
theme "Drink -
Don't drive")
(8/2019)

event, receiving
government support.
3/ The winning works
are used for
propaganda purposes
throughout the country.
4/ It has practical

about the event is still
limited.

3/ Not targeting young
people.

4/ The way of
transmission still

follows the old,

cinematic aspect.

4/ Incorporating the
right time to change
Decree
100/2019/ND-CP on
sanctioning of

administrative

television stations,

state agencies.
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meaning to choose stereotypical motif. violations in the field of
good movies to convey road and railway traffic.
the message of the

event.

15

Table 1: Campaigns with the same theme

- In the summary:

+ They all receive support from the government and have strong funding sources.

+ However, in terms of reaching the target audience, it is not very good because the way of

communication is still limited and not suitable for some audiences.

+ The campaigns are all done at the right time related to the topic being talked about.

1.2.5. Movies with the same theme

o

O

o

Short story on traffic safety - Alcohol - propagating the law

Lively illustrated sound, close dialogue.

Build a drinking party similar to reality.

Actors perform naturally, not forced.

Invest in context.

The details are easy to grasp, not difficult to understand.

There is a scene showing the direct consequences (the husband is disabled after the
accident) and the indirect consequences of a traffic accident caused by alcohol (the
scene where the wife is heartbroken when she sees her husband in an accident).

There is a warning at the end of the skit.

Clarify the message.

The movie is only broadcast on TV, not accessible to social network users.

e Short film “White flower”:

o

The sound and music used in the movie are very good and match each emotional part
of the movie.

There is an investment in the characters in the movie and the shooting setting.

Use lots of cool and unique shots to make the scene easier to understand.

In terms of media of the film, it seems to be quite weak, because the film was only
screened at the event for the film and 1 on the traffic newspaper, not reaching many

audiences, including users. social media users and non-users.




— Conclusion: There is a very good investment in terms of content, techniques and many other
factors to produce a complete movie, but because of the short duration, the story happens too quickly
and has not left anything for the viewers. At times, the approach to the audience is not good, because

there has not been an expansion in the means of access and communication methods.

1.3. Primary research
To conduct primary research, the Google Form tool was used to create an online survey questionnaire
to collect responses from the target audience. The questionnaire is divided into three main parts
including:

e Part 1: Demographic questions to collect the necessary information about the target audience,
thereby building campaigns and messages suitable for that audience. Questions about alcohol
consumption habits and frequency were also used to gain insights from the target audience.

e Part 2: Behavioral questions and factors affecting self-driving behavior after using alcohol to
understand why the target audience decided to perform the above behavior.

e Part 3: Questions about the interest and tastes of the target audience about the campaigns and
communication products on the above topic to be able to meet the needs of the majority of the
target audience.

The subjects participating in the survey are young people studying at universities or working in Ho

Chi Minh City. The survey collected 319 answers with the following statistical results.

1.3.1. Research on the alcohol use habits and frequency of alcohol use of young people
Part 1 begins with demographic questions, survey respondents are divided into 4 main age groups,
including: Under 18 years old, 18-24 years old, 25-36 years old, and Over 36 years old. Next is the
question of dividing the subject into 2 gender groups: Male and Female. Finally, there is a question

about careers with many different options.
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Figure 1: The charts illustrates age and gender of respondents

The results show that the majority of respondents are in the age group of 18-24 years old (accounting
for 84.64%), this is also the age group that causes the most alcohol-related accidents according to the
secondary survey results done above. The proportion of male respondents accounted for more than

female respondents (male accounted for 55.93%).
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Figure 2: The charts illustrates occupation of respondents
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The number of respondents who are students accounted for the highest rate with 80.74%. The
remaining respondents have worked or are looking for work, of which the majority are office workers

with the rate of 8.89%.
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Figure 3: The charts illustrates the respondent s frequency of alcohol use

The survey results show that 87.04% of the respondents have ever used alcohol and their frequency of
alcohol use is also relatively high. 68.51% of people who used to use it said that they only use it when
friends invite or have a special occasion, the rest use it quite often with levels such as every day, at
least once a week, at least once a week or at least once a month. Through the above demographic
survey information, it can be seen that young people aged 18-24 use alcohol the most, and young men
tend to use more than women. In order to learn about the reasons for using alcohol and have a more
objective view, the respondents who have ever used alcohol will continue to answer questions about

the reasons for their use.
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Figure 4: The chart illustrates reasons for using alcohol

Since this is a multiple choice question, a respondent can choose more than one reason. Based on the
number of answers collected from the respondents, it can be seen that the two reasons why they use
alcohol the most are important occasions (accounting for 36.4%) and gathering with friends
(accounting for 34.8%). It can be seen that young people like to use alcohol at gatherings or happy
occasions, from which the group will build a movie script suitable for the above psychology of young

people to create a feeling of closeness, most casual for the target audience.

1.3.2. Research on factors affecting driving behavior in traffic after drinking alcohol
Before learning about the factors affecting driving behavior in traffic after using alcohol, the
respondents who have ever used alcohol will continue to participate in answering the question about

how they join the traffic after drinking alcohol.
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Figure 5: The chart illustrates the ways to participate in traffic after using alcohol
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It can be seen that the number of people who drive their own vehicles after using alcohol accounts for
the highest proportion with 43.40%, nearly half of the respondents. This number accounts for the
majority and shows that driving after drinking is still happening a lot, this is an alarming situation and
needs to be actively reduced. So, what made them decide to drive themselves after using alcohol?

Understanding the reasons for this behavior is essential to understanding target audience insights.

Vi sao ban lai quyét dinh ty diéu khién phuwong tién giao théng (PTGT) sau khi st
dung ruou bhia?

khac D

T6i cam thay t6i di tinh tao dé ti didu khién PTGT
Téithich cam giac lai xe sau khi uéng rwou bia
T6i khéng muén dé lai xe & quan

T6i tw tin voi kha nang digu khién PTGT cda ban than

Tw lai xe sau khi udng rugu bia cé thé tiét kiém chi phi

Khéng muén lam phién ngudi khac (ngudi than, ban bé...)

0.0% 5.0% 10.0% 15.0% 20.0% 25.0%

Figure 6: The chart illustrates the reasons drive vehicle after using alcohol

Based on the responses collected from the respondents as shown in figure 6, it can be seen that the 3
main factors that made them decide to drive home after drinking were because they felt they were still
sober enough to drive, they can save travel costs if they drive back, and they don't want to bother their
loved ones having to pick them up. In which, two reasons are that they feel sober enough and they do
not want to bother their loved ones accounting for the most with about 22.5%. To better understand
the above behavior, questions about the factors affecting behavioral intention will be asked, in order to
find out which factors have the most influence and compare with the above reasons to be able to make
a decision to change measures. The main factors affecting behavioral intention include: attitude
towards behavior, subjective norm and perceived behavioral control. Respondents will answer the
questions of each factor with levels ranging from Totally Disagree to Totally Agree, corresponding to

a scale of 1 to 5.
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Figure 7: The chart illustrates the attitudes of respondent about driving behavior after drinking

alcohol.

Regarding the element of attitude towards the behavior, the three questions above will focus on asking
about how they perceive the behavior of driving after drinking as bad or good, they rate this behavior
as beneficial or harmful. And the results show that, about 95% of respondents are aware of the danger
of the above behavior, not only that, they also agree that the act of driving after drinking is also
dangerous to others and is a dangerous behavior that violates the law. Mean scores of all three
questions above are above 4.5, indicating that respondents tend to completely agree about the harmful
effects of this behavior. That is the respondent's attitude towards the behavior, what about the people

around them will have their opinion and attitude? The subjective norm factor will answer that

question.
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Figure 8: The chart illustrates the subject norm of respondent about driving behavior after drinking

alcohol

The results of the three questions above show that the majority of respondents agree that their
relatives and friends do not approve of the behavior of driving after drinking, and their relatives and
friends also do not approve of the above behavior even if they are sober or in control of themselves.
Coming to the sentence "My friends and relatives don't care about this", the percentage of people who
disagree is only 52%, showing that nearly half of the respondents are on the neutral side with this
opinion. However, the Mean index (= 3.78, approximately 4) showed that the respondents tended to

agree with their family and friends' disapproval of driving behavior after drinking.
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Figure 9: The chart illustrates the respondent s perceived behavioral control about driving behavior

after drinking alcohol

The perceived behavioral control is the factor that people think they can easily master the behavior or
not, the implementation of that behavior is easy for them. This factor will be assessed through the
above three questions, the results show that 52% of respondents agree that they have never caused an
accident when participating in traffic, so they are confident in their steering, 24% of respondents have
neutral opinion. Besides, up to 64% of respondents agree that they are still sober enough to drive
themselves after drinking alcohol, 22% of respondents have a neutral opinion. Mean = 3.6
(approximately 4) indicated that the respondents tended to agree that they are still sober enough after
drinking alcohol. Thereby, it can be clearly seen that the survey participants are confident in their own
driving ability and they feel that they are still sober enough after drinking alcohol, so driving is

completely within their control ability.
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Figure 10: The chart illustrates respondent’s awareness

In addition to the factors affecting the behavioral intention mentioned above, the perception of the law
is also an important factor affecting their decision to perform the behavior. When asked about the
level of alcohol in breathing air allowed to participate in traffic, the majority of respondents (about
65.4%) said that drinking (whether more or less) is not allowed to drive in traffic. This is a correct

statement that shows young people's awareness of the law is at a good level.
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Figure 11: The chart illustrates respondent s intention driving behavior after drinking alcohol

Behavioral intention indicates whether the person intends to perform that behavior in the future.
Through the above two opinions, the answers obtained indicate that the majority of respondents
(about 70%) agree that they do not intend to drive after drinking in the future. However, depending on
the circumstances, the majority of them (65.8%) would still consider doing the aforementioned

behaviour. From the factors affecting the behavior mentioned above along with the respondents'
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awareness of the law, the majority of respondents and their surrounding relatives have a negative
attitude towards driving behavior after drinking alcohol, they are also well aware that the law does not
allow drivers to enter traffic after drinking alcohol, regardless of whether they drink a little or they are
still sober. However, the majority of respondents are confident in their steering, and they think that
they are still sober to be able to drive home after drinking alcohol, which are the factors that affect to
their intentions to do the behavior, causing them to consider doing so depending on the circumstances,
and that circumstances may include them being sober enough to drive home. This point is clearly
demonstrated through the Pearson correlation coefficient between the two factors perceived
behavioral control and the intention to perform the behavior, the result of the coefficient is r = 0.541,

showing that these two factors are strongly correlated together.

1.3.3. Research on young people’s tastes in this topic
After learning about the factors affecting driving behavior after drinking alcohol to come up with
effective measures and campaigns to change that factor, the team will continue to learn about young
people's taste for this topic. From there, it is possible to develop products and campaigns that attract

the attention and love of young people, contributing to spreading the message more widely.
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Figure 12: The chart illustrates the respondent’s interest in the topic of traffic accidents

When asked about the target audience's interest in the topic, the majority of respondents (accounting
for 78.89%) said that they often listen to news and stories on traffic safety topics, and the media they
use the most are social media and TV. This is an advantage for the communication campaign through
social networks, especially turning stories about traffic safety into a short film to convey the message

in a more youthful, non-boring form for teenagers.
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Figure 13: The chart illustrates the respondent’s taste in movies with the same topic

To make sure that the target audience will be interested in short films related to the topic of
alcohol-related traffic accidents, the group asked a question and received the majority of approvals
(accounting for 89.63%). Although the respondents agreed that this topic is a good topic to make a
movie, most of them have never seen any movie on the topic. The respondents who have seen it
mostly do not remember the name of the movie, some of the films mentioned coincide with the films

that the group has conducted the secondary survey above such as: the short film “White Flower”,
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“The Last Cup”. This shows that the topic of alcohol-related traffic accidents has not been made into a

movie much or has not reached many audiences.
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Figure 14: The chart illustrates respondents’' comments to the film on the consequences of being drunk

in traffic

To be able to build a film that can satisfy the tastes of the majority of the target audience, the team
asked a question to comment on the short film related to the topic harmful of traffic driving behavior
after using alcohol. The results obtained showed that the majority of respondents (accounting for
68.4%) commented that the film should emphasize the consequences, in addition, the length of the

short film is also a factor that many people care about.

NEeu cé midt sw
kign cho ban
t_rz'ai ng'hwém
cam giac say
rrgu (chila

md phéng thai)

va choi mdt vai
trd choi nho
nhé (cé phan
thucﬁpg?th‘l
han san san

tham gia chir
Chéc chén s&
.tham gia
B can nhéc
DCh%c chén khéng
tham gia

Figure 15: The chart illustrates respondent's intention to participate in the event
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To organize the most successful premiere event, the team learns the intention of the target audience to
attend the event through the above question. The results show that 54.07% of the respondents will
definitely participate and about 41.11% of the respondents will consider participating. This is a

positive number to be able to continue to develop plans for the above event.

1.4. Conclusion
From the results of the above secondary and primary research, it can be temporarily concluded that
the group of people who use alcohol and participate in traffic the most is at the age of 18-24, most of
them are students. This is also the audience who has a habit of using social networks to watch movies,
entertain and update news. Therefore, a media campaign about the harmful effects of driving after

drinking alcohol with short film products through social media can reach this target audience best.

Most of the target audience is aware of the serious harm of driving after drinking alcohol as well as
knows some relevant laws. However, they still intend to carry out the above behavior because they
feel they are sober enough and can control the vehicle when participating in traffic. Therefore, it is
necessary to have a campaign that can convey the message that a little alcohol does not make them
lose consciousness, but it also affects their brains, causing them to lose focus when driving, impaired
vision, limit the ability to reflect, leading to easily cause traffic accidents. At the same time, let them
see the serious consequences not only for others but also for their loved ones, thereby making them

see the problem more intuitively.

2. Project planning
2.1. Bigidea

Through research and surveys on the target audiences, the group draws their insight: they know that
driving after drinking is dangerous, even illegal. However, many people still think that just drinking a
little alcohol (for their opinion) and they still feel sober enough, driving in traffic will not be affected.
So the big idea of the project is to convey to everyone the harmful effects of alcohol on the body
(which can happen right from the first glass of beer/wine) such as distracting, impaired vision,
reduced judgment, thereby affecting driving skills and easily leading to traffic accidents, causing
serious consequences.

> The serious consequences of driving after drinking not only occur when you are completely

“DRUNK?”, but it is also a potential danger from the moment you take the first sip of alcohol.

2.2. Key message

e Mot chén ruou, tri€u trach nhiém.

28



29

2.3. Goal

e Increase T.A's awareness of the consequences of driving after using alcohol.

2.4. KPIs

e Social media: Facebook fanpage (4BETARA PRODUCTION) about the project has 8000
reaches and increased 1000 likes from 16/1 to 02/04.

e Achieving 50 posts for 9 weeks of social media.

e Cooperating with 3 social media fan pages in the field of the same topic.

e Interactive event: 150 check-in forms and 200 feedback forms for all activities in the event,
especially the film

e Short film production: achieved 2,000 views, 400 reactions, 50 comments, 100 shares after its
release on the media platform, received a strong response and spread.. Help the target

audience understand and get to know more about the consequences of drunk in traffic.



2.5. Strategy approach:

Timeline Week 3 Week 4-8 Week 9-12
(16/01/2023 - 05/02/2023) (06/02/2023 - 12/03/2023) (13/03/2023 - 02/04/2023)
Phase Phase 1: Awareness Phase 2: Interest Phase 3: Desire Phase 4: Action
Goals - Introduction of ongoing - Attract the target | - Let T.A share their | - Launching the movie and
projects on Facebook. audience's interest | own stories about attracting T.A to attend the
- Increase the awareness of the in the project, alcohol-related online and offline premiere.
project by introducing posts especially short traffic accidents. - Update on the movie
about the project and the group films. - Share pictures and | premiere event combined with
on fanpage Facebook, providing | - Update information about the simulation of drunken
knowledge related to the topic information about | traffic accidents experience.
on the fanpage to T.A. movies and recently. - Spread the message to T.A
categories on the to increase awareness about
fanpage. not driving after drinking.
KPIs 500 likes, 5000 reaches, 100 1000 likes, 8000 reaches, 200 interactions. | Reaching 2,000 views for
interactions. short film launching on media
platform (Facebook, Youtube)
Reaching 100 participants for
the event.
Key Sharing project information Sharing stories of traffic accidents caused | Sharing event information
activities posts, education posts. by alcohol, education posts, project posts.
information posts. Short film “Say” released.
Platform Facebook
Supporting Youtube
platform

Table 2: Strategy approach




2.6. Timeline
The entire production and communication campaign for the short film about the consequences of

being drunk in traffic is carried out according to the timeline below.

No. TASK

BRAINSTORMING IDEA (TUAN 1-4)

1 Chon chd d& phim

L&n k& hoach cho fanpage

2 Chon mood and tone cho phim

3  Nghién ctru thir c8p v& tinh trang 1ai xe sau khi str dung rwgu bia

4 Nghién ciru so cap (thye hién khao sat vé insight ciia TA, thu thép, phan tich di¥ lidu)
5 Chi ti&t cac canh quay chinh trong kich ban (1én kich ban, mé ta v& vai dién...)

6 Thuec hién KV, key message

7 Duyét ndi dung fanpage tuan 1

8 Lén ndi dung fanpage tuan 2

9 Duyét ndi dung fanpage tuén 2

10 L&n ndi dung fanpage tudn 3, 4, 5, 6

11 Duyét ndi dung fanpage tuan 3, 4,5, 6

12 Nghién cttu dia diém quay
PRE-PRODUCTION (TUAN 4-5)

13 Casting call

14 Gip dién vién, trao d6i kich ban

15 Checklist

16 Chitiét canh quay/goc quay

17 Budget (duw kién)
PRODUCTION (TUAN 5)

18 Quay phim
POST-PRODUCTION (TUAN 6-8)

19 Hauky

20 Khéo sat dia diém t6 chirc event

21 Lén event flow, tuyén CTV, im MC

22 Setup sw kién

23 Rehearsal

24 Sykién

25 Cong chiéu tai sur kién

26 Cong chiéu trén Facebook, Youtube (onling)
EVALUATION (TUAN 9-10)

27 Thong ké va do lwdng higu qua truyén thdng trén fanpage

28 Thu thap feedback vé s kién cong chiéu phim va md phong trai nghiém

28 Panh gid tdng quan toan bd dw dn

Figure 16: Project plan timeline
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Link: Here

2.7. Media Campaign
2.7.1. Target Audience:

2.7.1.1. Main target audience:

People who are of the legal age to use alcohol, are old enough to be responsible before the law, like
gathering with friends and relatives on important occasions (birthdays, anniversaries, holidays, etc.)
e Demographic:
o Gender: both male and female
o Occupation: Student
o Aged: 18-24 years old
e Geographic:
o Ho Chi Minh city
e Psychological:
o Like joining fun with friends and relatives.
o Pay attention to social issues
o Enjoy watching clips or short films on social media platforms
e Behavioral:
o Used to use alcohol
o Driving by themselves after using alcohol
o Using substances with alcohol content (wine, beer, etc.) in gatherings
o Regularly use social networks for entertainment and news updates.

2.7.1.2. Target Audience 2 -audien

People who are in the age of adulthood preparing to get married or become parents (mostly men), are
old enough to be responsible before the law, like to gather friends and relatives on important
occasions (birthdays, anniversaries, holidays...)
e Demographic:
o Gender: both male and female
o Occupation: Worked
o Aged: 25-36 years old
e Geographic:
o Ho Chi Minh city
e Psychological:
o Like joining fun with friends and relatives.
o The nature of the job requires frequent use of alcohol

o Relieve psychology and problems in life with alcohol
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o Pay attention to social issues

o Enjoy watching clips or short films on social media platforms
Behavioral:

o Used to use alcohol

o Driving by themselves after using alcohol

o Using substances with alcohol content (wine, beer, etc.) in gatherings

o Regularly use social networks for entertainment and news updates.

A. Main topic: Say about “Say”
Content: Update on the progress of the film

Task: Information throughout the process from pre-production to post-production of
the film
Format: Image - Post - Video

Hashtag: #4betaraproduction #SBS #sayaboutsay #dauongruoubiathikhonglaixe

1: Share “reel” with “Say”
Content: Interview or podcast about the stories of alcohol-related traffic accident
victims (both patients, the people who caused the accident and witness)
Task: Find interviewees through the application form or do podcasts through
collected confessions
Format: Image - Post - Video
Hashtag: #4betaraproduction #SWS #sharewithsay #TNGT

#dauongruoubiathikhonglaixe

C. Sub-topic 2: “Say” know

Content: Share useful information related to traffic and alcohol issues.

Task: Search and collect knowledge related to traffic and participating in traffic when
using alcohol.

Format: Image - Post

Hashtag: #4betaraproduction #SWS #sayknow #TNGT

#dauongruoubiathikhonglaixe

D. Sub-topic 3: “Say” Real
Content: Share real images, information about drunken traffic conditions

Task Search, share or record real images of driving vehicles in traffic.



.
e Format: Image - Post - Video
o
e Hashtag: #4betaraproduction #SR #SAYreal #TNGT #dauongruoubiathikhonglaixe
. . . .
2.7.2. Social media timeline
STARTED RESPONSIBLE RESPONSIBLE DATE OF
srr‘ e | DEADLINE ‘ TOPIC ‘ CONTENT W CONTENT ‘ DESIGN DEsie ‘TVPEOFMEDIA Pumcmo"‘nmzurmanzn| STATUS
TUAN 1
1 Say about say caption cho avatar ava 16/01/2023 (10:00eM v (IEREREEID
2 Say about say caption cho cover cover 16/01/2023 (i000PM > (EREEED
3/1/2023  7/1/2023 bai ding gidi thidu fanpage va project, mong
3 Sayaboutsay ¥ chtrsy dén nhn clia mng cho céc bai ding 17/01/2023  (EGOEMNS EREREEND
ti€p theo bai déng
1 93 Sayaboutsay ¥ Saylagi? Mai v L [ pat -] 18/01/2023  10:00AM ~ (EREECEES
9 4/1/2023 8/1/2023 v v Va8 Saylagi? 01/
5 Sayaboutsay ~ Thanh phin tao nén “Say”? members 19/01/2023 (iooPvy~ @EREEEEES
néng d& cdn abc cé duge didu khign phuong
3 5/1/2023  9/1/2023 “say'know ¥ tién giao thdng khéng? (tim ludt rdi 48 v file 20/01/2023  10:00AM v (NSRS
dec content cho des vé 18y thit ké) CON ABC
7 9/1/2023 | 14/1/2023 say real - caption v& hinh dnh/video chuyén budn cudi 20/01/2023 (00PN ERERES
n3m
£idi thigu chuyén muc SRWS (¥ nghia, néi
8 Share reel withsay =  dung, hinh thitc tham gia - form ding ky phong  (NEIIRS 21/01/2023  1000AM v (ERSHEAD
6/1/2023  10/1/2023 véin hodc cfs chia sé cu chuyén) gids thidu SRWS
Sitheodip v AEMMBUECdEn T nguyen dén Quy Mio 4 gy - CsoopM v (EEhed®)
) bai theo dip ) P Facebook 21/01/2023
10 8/1/2023  12/1/2023 biitheodip ~ chic mirng nim méi Mai_ ~ CMNM 22/01/2023 . Finished ¥
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2.8. Event
2.8.1. Concept
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Figure 17: Social media timeline

This event will take place based on the idea that participants will experience simulating the

perspective and feeling of a person with vision loss after using alcohol, and will participate in

some simple games for them to experience mobility and cognitive difficulties during the

effects of alcohol use. Spaces and games will be decorated like roads to create a realistic

feeling.

Beside the above experience is the premiere of the short film "Say" - a film on the topic of

alcohol-related traffic accidents, along with the element of sacred family affection.

Participants will receive free food such as popcorn, candy and soft drinks to enhance their

movie experience.

2.8.2. Mood and Tone

Mood: Experience participating in the game brings fun, entertainment, excitement

4 tones:

o Yellow and White: the color of beer, road markings and traffic signs

o Black and gray : the color of the road surface


https://docs.google.com/spreadsheets/d/1Pvfnip6csjS-P9QG6GhbC64QzRuA67-wBUMiIi10yBY/edit?usp=sharing

2.8.3. Key Visual
Road surface with road markings, traffic lights and different types of traffic signs

2.8.4. Insight

e Topics on social issues are paid much attention by the school.

e Through the results of primary research done above, the majority of subjects are 18-24 years
old and are students, they are interested in news and stories about traffic safety, and they are
willing to attend a movie showtime event that combines an experience that simulates the
feeling of being drunk by alcohol.

e The event will let participants feel that although they feel sober, after drinking alcohol, the
body will be affected by a number of effects such as visual impairment leading to loss of
concentration, slowness of the body, movement. Thereby, they will be more aware and

understand the harmful effects of drinking while driving.

2.8.5. Target audience
The target audiences of the event are the people who have the same characteristics as the target
audience of the entire campaign
e Main T.A: Student of FPT HCM University
o Interested in social issues
o Like to participate in new experiences.
o Love watching movies, especially short films.

e Sub T.A: Lecturers, staff of FPT University, students from other schools

2.8.6. Time & Location
e Estimated date: March 8 (mid-week 9 of the semester), starting at 8:00 am and ending at
12:00 pm.
e Expected location: Stairs 2 floors, opposite Drum Dong, and 1 classroom nearby. After a
stressful week of work and study, everyone can relieve stress by participating in interesting

experiences and watching a short film with a meaningful message.

2.8.7. Event execution
The event is divided into 2 parts: Drunk experience and the premiere event of the short film “SAY”’:
e Short film premiere "SAY"
o Propaganda to raise awareness about the consequences of driving behavior after using
alcohol. Participants will be provided with soft drinks, popcorn...to enhance the
movie watching experience .The movie will have 6 showtimes. While waiting for the

next showtime, customers can participate in the Drunk simulation experience for
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entertainment and receive gifts. Get feedback from the audience after watching the

movie.

e Drunk simulation experience (Drunk & drive):

o Players will be wearing glasses, arms and legs with light weights and limited
movement with bandages. Players will have to balance in the demarcation line, and at
the same time pick up the ball and place it on the hole of the pyramid.

o  When going to the intersection, players will have to look closely at the traffic signs to

know which direction to turn, if they go the wrong way, they will be immediately

disqualified.

Figure 18: Illustration for experience (Source: VICI14 Channel).

2.9. Expected Budget

1 EVENT 10.000.000
2 FILM 20.000.000
3 MEDIA 1.500.000

TOTAL 31.500.000

Table 3: Expected budget for the whole project

General budget

3.
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Pre-production
3.1. Film introduction
e Title: Say (Drunk)
o Genre: Drama
e Theme: Consequences of being drunk in traffic
e Duration: 15 - 20 minutes

e Target audience: Young adult (18 - 24 years old)


https://docs.google.com/spreadsheets/d/11EdTU1XnVw02Ed29nJcSqlGm2SQbFbjfdr4vY561Cj4/edit#gid=1885939478
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Logline: A brother, after a quarrel with his younger sister, went out drinking with friends. On
the way back, due to the influence of alcohol, he lost focus and his eyes were blurred so he
caused an accident that led to the death of his sister. After going through a series of old
memories in a deep coma, the older brother woke up and found himself back in the time when
he drank with friends. He decided to correct his mistake.

Tagline: Don't let alcohol drive your vehicle

Synopsis: Cuong (24 years old) and Nghi (18 years old) are two siblings, on Cuong's
birthday, Nghi wants the two brothers to go to dinner together to celebrate his birthday and
also Nghi's university entrance. However, Cuong had an appointment to drink with friends,

which caused them to quarrel and Nghi decided to go out with her boyfriend.

During the drinking party, Cuong tries his best to complete the challenge given by his friends
to get a birthday gift, so Cuong drinks a lot of beer without knowing Nghi is going to buy
birthday gifts for Cuong. After the drinking party ended, on the way back home in a drunken
state, Cuong lost his steering wheel and rushed to the other side of the lane, hitting a couple.
Before losing consciousness, he could only see the image of a girl lying in a pool of blood,

that person was his little sister.

After being admitted to the hospital, Cuong falls into a deep coma and subconsciously
experiences a series of old memories of when he and Nghi were young. In that memory, he
witnessed with his own eyes the scene where he received his parents' bodies, and heard the
doctor say that his parents had been in a serious traffic accident and the cause of that accident
was also because of alcohol. Cuong suddenly realized how much he hated alcohol, but now he
was the one who caused the accident when he was drunk, and his victim was his only relative.
He was deeply regretful and tormented, constantly wishing that he would have a chance to
correct that unforgivable mistake. When Cuong gradually fainted from crying, he suddenly
woke up and found himself at that fateful drinking party. He decided to correct his mistake,

not to lose any more loved ones because of alcohol



3.2. Structure

1. YOU
MOT NHAN VAT &
TRONG VUNG AN TOAN

8. CHANGE 2. NEED
LA MOT NGUOI DA NHUNG ANH TA MUON
THAY DOT MOT THU GI DO

DISHONEST
ORDER

3. GO
NEN PHRI BUGC
RA KHOI VUNG

7. RETURN
ROI TRO VE NOI
XUAT PHAT

AN TOAN
6. TARE 4. SEARCH
NHUNG PHAI TRA PE TIM KIEM CAI
THU DO

MOT CAI GIA RAT PAT

5. FIND

ANH TA TIM PUQC
CAI MINH CAN

www.vietstories.com

Figure 19: Dan Harmon's Story Circle structure (Source: vietstories.com)

Based on Dan Harmon's Story Circle structure - a structure that helps the story to be arranged
in a more logical and coherent layout, the film's script will be developed in the following 8 steps:
e YOU - A character is in the safe zone:
Cuong and Nghi are two siblings, they are planning to have dinner together to celebrate
Cuong's birthday as well as to celebrate Nghi's graduation from university.
e NEED - But the character has a need for something:
Cuong received an invitation to have a birthday dinner with his friends and friends prepared a
gift for him.
® GO - So having to step into an unfamiliar situation:

Cuong decided to go drinking with his friends while Nghi went with her lover.
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e SEARCH - To find and adapt:

During the drinking session, friends gave Cuong birthday gifts, but with one condition, Cuong

had to drink all 3 cans of beer within 1 minute.
e FIND - Get a result:

Cuong fulfilled the conditions set by his friends, received a valuable birthday gift, an Airpod
Pro.

e TAKE - Have to pay the price:

Cuong on the way home caused an accident that led to the death of his sister, he also fell into
a state of unconsciousness

e RETURN - Then go back to the starting point:

After experiencing old memories, Cuong remembered that his parents had also died in a
drunken traffic accident, Cuong suddenly woke up and realized he was back in the time of drinking
with friends.

e CHANGE - Become a person who has changed:
Cuong decided to grab a bike so that he wouldn't make that unfortunate mistake, promising

his sister never to drive after drinking again.

3.3. Script
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1. NGOAI. TREN DUONG VANG VE - DEM

Khuén mit Cudng tring béch, hoang s¢ tét d6, d6i tay dinh day
miu. Cudng méu mio dua tay lén &ém diu gao lén mét tiéng to

Cudng: Raaaaaa...!

CUT TO

2. NOI. NHA TRQ - NGAY

MONTAGE . N
MOt cénh tay thodn thoat ding dao
cat thm, théai rau
Tha mon an va gla vlvao nOl, chao
Ném ném, bay blen mén &n ra dia

Sau khi hoan thanh mén cudi ciing, NGHI (18 tudi, dang ngudi
thanh thoat) dit mén cudi lén ban &n véi cit chi vé cling nhi
nhanh, nhin CUONG (24 tudi, da hoi ng#m, cao rao, khéng qua
gdy, anh trai rudt cba Nghi) dang ngdi trén ghé vdi anh mit
vuli vé, ndi

Nghi: Chic ming sinh nhdt anh haiiii! Nay em dic biét lam mdn
hai thich 3#n nhit né

Cudng: Ua, hém nay sinh nhit hai haz

Nghi: Sinh nhdt minh ma hai cling khéng nhé& luén ha?

Cudng: Um, ... Cam on em nhé, ciling chi 1i ngay thudng théi ma.

Nghi: Thucng 1a thucng thé nao, tu lic ba me mit, hai vat va
lam viéc t&i ngay, dén ca ngay sinh nhat ciing khéng té chiic
dugc 1 bita dang hoang. Hay la nhén dip nay em ciing via 48 dai
hoc, téi nay hai anh em minh cing di #n 1 bita cho hoanh
trang, hai thiy saoc?

Cudng via dinh dap 1&i thi dién thoai théng bao tiéng tin
nhd&n, Cudng nhin sang chiéc dién thoai doc déng tin nhin xem
trudc dén to Thudn voi ndi dung: “Téi nay gua nha tac lam bita
ch nhi? Coi nhu mimng sinh nhdt may, tui tao cé mdén gua ngon
cho may day”

Cuéng suy nghi din do trong thodng chbc

Nghi: ANH HAT!

Cudng: Ha?

Nghi: Em bdo 14 tdi nay di #n sinh nhat, sao hai khéng tra
141,
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Cuong: A., t6i nay Thudn né ru hai di &n mit rdi. P& mai hai
dit 4i 3n mét bita ngon nhé.

Nghi: Hai lai di nhdu ntta cht giz
Cudng: Um thi,... Lau lau mdéi nhdu mdt hém.

Nghi: Liu gi ma ldu, méi hém trudc nhiu say mém cha cén biét
trdi dit gi.

Cudng: Thdéi &n di!

Nghi td vé gidn ddi mét chut rédi lai diu mit di

Nghi: Thé hai di nhau vé sém nhé, nhd goi em qua dén rdi hai
anh em minh ciing di mua qua cho hai. Ping chay xe vé diy nguy
hiém l&m.

Cuong: U hai biét rdi, lat nhé goi nhdc hai nhé.

Nghi: Da!

Hai anh em cing nhau mim cudi rdi tidp tuc &n nét bita sang.

3. NOI. NHA THUAN - TOI

M&t cai vé chai dang xoay trén ban, diu vd chai huéng vé phia
Cudng.

Ca dam cung vé tay, cudi lén
Thudn: Haha téi luot may diy, that hay thach?
Cudng (cudi triu): That di.

Thudn (cudi nham hiém): Thit ha? May dang map md voi em Yén
ding khdéng? bPling nhdn sai cdi.

Cudng cudi ngugng nging khéng biét néi gi, sau dé tu gidc cim
ly bia diy lén uéng can. Dam ban thiy thé hidu ¢ nén khéu tay
nhau cudi ram ré.

Thuén: Thing nay kh& hahaha. A quén nita, hém nay tui tao cé
mén qua cho may, nhung.hehehe 4ddi diu dé nhu mo, may phai
ubng hét 3 lon bia trong 3 phiit thi tyi tao méi tidng qua.
Cudng: X&i, ba trd con nit.

Néi xong Cuédng ubng lién tuc 3 lon trong véng 1 phit dudi su
cd vi cha ban be.

CUT TO
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4. NOI. NHA TRO - TOI

Nghi cédm trén tay chiéc dién thoai, bim vao tén "Anh hai" luu
trén danh ba va goi cho Cudng. Ltc nay dién thoai Cudng tit
chuéng nén Cudng khéng hé hay biét dién thoai dang &8 chuéng.
Sau khi goi khéng duge, Nghi nhan tin cho Cudng vdi ndi dung:
"Hai vé& chua? Em qua dén hai vé& nhé"

Sau dé Nghi khoac vdi chiéc &o chudn bi ra ngoai.

5. NOI. NHA THUAN - TOI

Sau khi cuéc goi két thic, man hinh hién 1&n doan tin nhén
trén. Cudng van khéng hé hay biét, udng can ly bia cubi cung,
dit chiéc ly xubng dat “cach” mdét cai, dam ban déng théi hoan
hé c¢b vii. Thudn ding lén ldy trong tii ra mét hdép qua ducgc
trang tri bat mit, dua cho Cudng.

Thudn: Ping la anh Cudng tién t{u hahaha. Pay! Phin thudng
cho tién tim cia ching ta.

Cudng cdm trén tay médn qua, md chiéc hép ra, bén trong la mét
hép BRirpod Pro. Cudng v cing bit ngd, di chi cudi mim nhung
trong léng Cudng rit wvui.

6. NGOAI. TRUOC CUA NHA THUAN - DEM

Sau khi budi nh&u két thuc, miy ngudi ban khac dédu lin ra ngo
luén & nha Thudn. Cén Cudng thi nhit quyét ding lén ddi vé

Cudng: Théi tao vé day!

Thudn: Sao th&, moi khi ngd lai ma sao nay doi vé?

Cudng: Tao vé di véi em tao nita, ndé dang dgi & nha.

Cudng dit chiéc xe mAy cii ki ra khdi ctta nha Thudn chuidn bi
lén xe chay vé. Thudn lo ling cho Cudng nén lén tiéng khuyén

can

Thuén: Hay 13 may goi bé Nghi ra dén di. Tao biét tuu lugng
may cao nhung du gi ciing uéng rdi chay vé nguy hiém 1&m.

Cudng: Théi phién né 1l3m. Tao cén tinh ma, tao chay duge. Viay
nha, vé day!

Thudn chua kip néi clu tiép theo thi Cudng da vot ga chay mét
dang, dé& lai Thuan véi khuén mit dady lo ldng.
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7. NGOAI. TREN PUONG VANG VE - BEM

Ccudng chay xe trén duong ve, dil chua say nhung anh huwdng cla
rucu bia it nhidu lam tém mit anh nhu nhae di, tay 1lai cung
khéng con wimg. bi dugc mdt lac, tém mat Cudng ngay cang mo
dan, khdéng nhin thidy rd cd mdt cd gai dang chudn bi quay xe
sang dudng. MAL dén khi tdi gan, Cudng mdi nhin rd dugpe ob gai
dy lic nay d4 sang dugc nlra dudng. Cudng khdng kip phan xa va
dd4 dém tryc dién wvao cd, sau dd Cudng bat tinh.

8. TRONG TIEM THUC CUa CUONG

P&1 mat tir tir m& ra, dua tidm nit nhin xung quanh, Cudng mit mét
lic méi nhdn ra khung canh =zung quanh.

cuong: Day.. dady la nha minh ma?

Chép mat mét cai, cudng thiv minh dang @géi‘trén ban &n, bkén
canh 1a Nghi, trudc mat 14 ba me dang gdp 46 &n cho hai anh em
v&i ny cuwdri hién hau

Me Cudhg: 5S5ao ngéi nghét ra thé&? En di, nay me lam mén hai dita
thich &n nhdt davy.

Chép mé&t 1&n nita, khung canh xung quanh lai thay adi, cudng vén
& trong nha, trén tay la chiéc dién thoai dang hién cudc goil
dén ti mdt =5 la. Cudng bt gidc run rdv nhic may, bén kia
truyén tdil giong mdt nguddi dan dng

Bac si: Alo, cd phdi anh Cuéng dang nghe may khdng?
Giong bac si gdp gap, khéng d& cudng kip trd 181 44 noi tidp

Bac si {tigp tuc): T41 rat tiec phail bao mdt tin budn la ba me
anh d& qua d&i trong mdt vy tai nan giao théng, ngudi giy tail
nan la mét nguéi say xin, dng ta cﬁng dd tlr vong ngay tal ché.
Mong anh nén néi dau va 1€n bénh vién da khoa G& Vap aé nhén
thi thé.

Cuéng ngd khuy xudng ddt, ndi dau ngay dy tudng ching nhuo Ji
chim wao quén léng, nhung khéng, néi dau néy mdt 14n nita bop
nghet tral tim Cudng. Cudng nhu nhd lai ting cdm gidc dau dén
khéng thé ta trong léng, khéc khdng thanh tleng

Cuung (tham nghi) : Minh.. Minh 44 tirng c&m ghét rirgu bia dén mic
nao,... minh d& timg thé sé khong dung vao giot bia ndo nita.
Vay ma gid ddy, minh d3d lam cai quai gi vaw.

Cudmg cit thé khédc nic nd, tiéng khéc dau xé léng. Khée ducc mét
liuc, cuémg ngdt lim Jdi.

K&t thic canh tidm thile
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9. NGOAI. TREN DUONG YANG YE - DEM

Cudmg tir tir md mit ra, thiy ¢ gidi d4 nfm mét chd bén ving mau,
cudng wdi chay tél bén cd gai wa 14t ngudi cd lai, khudn mit
8v,... chinh la Nghi.

cuéng (Goi tham) : Ng..Nghi.

cudmg &m Nghi vao léng gdo khéc, nhd lai nhitng kv tc minh via
trdl qua, &n hdn gdp trém lan. Cudéng dau dén tdt cung bé Nghi
di tim ngudi giap 48 vd1 hi vong réng MNghi wdn con sdng.

HET FHIM

Figure 20: Script of the short Film “Say”

3.4. Mood and tone
e Mood:
o The beginning of the film has a fast tempo to give a brief introduction to the
relationships between the characters and the setting of the story.
o The later part of the film has a slow tempo so that viewers can clearly understand the
plot of the film as well as the message conveyed.
e Tone:
o The first segment of the film has cheerful colors, showing the joy throughout Cuong's
drinking party.
o After Cuong fall into a coma due to the accident, he wakes up and realizes that he has
returned to the time when his parents were still alive, the color of the film will

become more blurred and nostalgic, showing scenes from the past.

3.5. Characters

3.5.1. Main characters:

> Cuong:
o Age: 24 years old.
o Gender: Male
o Occupation: Students dropout of school to work early
o Family background: My parents passed away a few years ago, and had to go to work
to support my younger sister.
o Personality: cool, quiet, rarely expressing emotions, always acting strong but very

emotional.



o Appearance: Balanced figure, slightly dark skin, cool face

> Nghi:
o Age: 18 tudi
o Gender: Female

o Occupation: Just graduated from high school and got into college

o Family background: Mom and Dad passed away a few years ago, living with her
older brother.

o Relationship with the protagonist: Cuong's younger sister

o Personality: Playful, funny, cute, likes to flirt with his brother, care about others,

active, always brings positive energy.

o Appearance: Small body, not too thin, cute face, innocent.

3.5.2. Qther characters:
> Thuén:
o Age: 24 years old
o Gender: Male
o Personality: humourous, likes to make jokes, cares about friends.
o Relationship with the protagonist: Cuong’s friend.
o Appearance: Well-proportioned figure, style, trendy clothes, funny face
> BO clia Cuong (when young):
o Age: Over 35 years old
o Gender: Male
o Appearance: Balanced figure, kind face
> Me cua Cuong (when young):
o Age: Over 35 years old
o Gender: Female

o Appearance: Slender figure, kind face, gentle smile



4. Production

4.1. Film execution

4.1.1. Shot list

Production Title: Drink & Drive CALL TIME

Dirsctar: Phan M

Produces: L Thanh

BREAKFAST + CREW CALL + SET UP + TALENT @LOCATION

SHOOTING - THE HOUSE

Table 4: Shot list of Short Film “Say”
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4.1.2. Call sheet

ACE Productions =z Breakfast [a:15 am
Lunch 13:00 PM
Dinner 17:30 PM
Sunset
1 Weather
Producer L& Thanh 0326776478 . . Bénh vién Gia Binh
Director Phan Minh Drl n k & Drlve Nearest Hospital 1 No Trang Long
AD Khanh Uyén 0834501969
29 Hoang Hoa Tham, Phwing 7, Binh Thanh, Thanh
J =
B 7% CALL
£
F 5
a% SE T PHUBNG 7 2
Moy ! 8AM
gy Bénh vigh Ung Budu @ o
a PHUONG 14
9.89
o PHUHNG 7 a B
Google EHTHHLN Map datal £2023
SCENES SET AND DESCRIPTION CHARACTER # DIN PAGES LOCATIONINOTES
MNhé Curémg & Nghi (Hién tai) Curémg, Nghi Day 2%/35/18a Hoang Hoa Tham
1 Chuén bi mén &n Nghi ndu, chudn bi db set
Thivi gian quay: 8h set up, 10h bdm may dén 13h 1 cho dién vién Cuwirng, Nghi
Mhé Curémg & Nghi (Qua khi) Cuémg, Nghi, B4, Me | Day I 2%/35/18a Hoang Hoa Tham
prd t - Chuén bi d& set 2 cho dién vién Curémg,
Thivi gian quay: 14h dén 17h Mghi
Nha Thun Cutmg, Nghi, Thuan, d |Night | 29213 Binh Loi
3 Chuén bi 46 nhéu, hop airpods
Thiri gian quay: 18h00 dén 19h00 Dién vién Cuémg Nghi m3c do set 1
Ngoai durang Cuimg, Nghi INigm I 292/13 Binh Loi
4 Chusn bi méu gia, bom khi
Thiri gian quay: 19h30 dén 23h00 Dién vién Cuémg Nghi mic do set 1
[Total Pages:
# CAST CHARACTER [ CALL TIME NOTES & PHONE NUMBERS
1 | Lé Nhir Quang LAm Cuwirng 8:30 MaEc 2 set db - 096 3909859
2 | Pham Vi Anh Thuw MNghi 8:30 MEc 2 set db - 090 4433816
3 | Tran Thi Thuy Vi Me 13h00 0528501192
4 | Hung BA 13h00 0B5 7257548
§ | Thai Phing Minh Théng | Thuén 17h30 0907065073
PRODUCTION NOTES
POSITION MNAME PHONE EMAIL CALL TIME
Producer L& Thanh 0326776478 duythanh121201@&gmail.com 7hoa
Director Phan Minh 0582064779 Thoo
AD 1 Khanh Uyén 083 4501969 ah0o
AD 2 Quynh Anh 0799684665 8h0o

Simple Callsheet by Set Scouter | simplecallsheet.com

Drink & Drive Page 2 of 2
POSITION MNAME PHONE EMAIL CALL TIME

Cam OP Nhit Huy 0375603822 Thao

1st PA ¥uan Mai 0838876123 7haa

2nd PA Nhiat Truémg 0357624345 7hoo

Ard PA Phat Bat 0968165308 Thao
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Figure 21: Call sheet of Short Film “Say”




4.1.3. Human resources

No. Name Position
1 | Phan Anh Minh Director/Scriptwriter
2 | Trinh Nguyén Nhat Truong AC/Editor
3 | Nguyén Vii Xuan Mai Line Producer/Set design
4 | Nguyén Ng6 Phat Dat Lighting
5 | Lé Duy Thanh D.O.P
6 | Nhat Huy Cam OP
7 | Thanh Tung AC
8 | Bao Khanh MUA
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Table 5: Human resources of short film “Say” production




4.1.4. Budget

PRODUCTION COST

£
No. [Hang muc Ll Pon gid | Thanh tién
Ngueri | 38 lrong | Ngay | Bleen vi tinh

1 |Phao khi tréng 2 1 éng 50.000 100,000
2 |Mau gis 4 1 o 40.000 180.000
EERE 2 1 phan 45.000 80.000
4 |Com gia dinh 2 1 ohin 45 000 90.000
5 |Hanh 1 1 bd 2.000 2.000

& |Thitheo 1 1 midng 15.000 15.000

T |26 nhiu 1 1 md 500.000 500.000
8 |Lynhua 1 1 & 30.000 30.000
o |Bia 5 1 lan 16.000 125.000
1 |cuang Lam 1 1 1 ngay 600.000 500.000
2 |&nh The 1 1 1 ngay 600.000 500.000
3 |Minh Thing 1 1 1 ngay 400.000 400.000
& |Thiy 1 1 1 ngay 300.000 300.000
5 |Minh Hung 1 1 1 ngady 300.000 300.000
1 [May 3nh Sony ATS3 1 1 cd 1.000.000 1.000.000
2 Eg;nF:;j:.-FT Fle= 1 1 o3 200.000 200.000
3 Rode Wireless Gao |l 1 1 ca 300000 300000
4 |Lens 85GM F1.4 1 1 ca 300.000 300.000
5 |Bang Clapper 1 1 ca A0.000 30,000
g |D&n 1 1 ca 3.000.000 3.000.000

Khac
1 |Tién &n sang 15 1 1 ohén 20000 300.000
2 | Tién standee cast ng 1 1 ca 180.000 180.000
3 |Win chuyén dén 3 1 1&n 200.000 G00.000
4 |k thudt an 2 1 1 ngud £50.000 1.700.000
5 |Make Up 1 1 ngay 2.500.000 2.500.000
8 |Tién nudc dira 7 7 1 phin 15.000 105.000
7 | Tidn &ntrea 15 1 1 phin 35.000 525.000
& | Thing nroc aguafina 1 1 1 thing 100.000 100.000
g |Tién 3n tdi 14 1 1 phan 55.000 F70.000
10 [camop 1 1 1 g 1.500.000 1.500.000
11 |Fhétsinh 100.000 100.000
12 | Ca phé cho doan 200.000
13 | Tidn mua GB Drive 1 1 57.000 57.000
14 [ac 1 1 ngud 2.500.000 2.500.000
15 | At director 1 ngud 3.300.000 3.300.000
0
0

Tong cdng | 22580000

Table 6. Film production budget



4.1.5. Production kit
4.1.5.1. Talent

ETT Tén Yal didn Hinh &nh MG $8 nhbn wit

i - Dt 22 fuihi
- Lain tind: Mam
Peghed nghigdn: Sanh vien nhiemg ba hoc 3 lan simm
1 1.2 Mhiz Qhzarg, Lim Uiy i - L
lanh ling
. | i
] # .
1 h

- D 1H ik
= Lakin vk N
- Meghet ngl

- Hiodn o

i Vi e nghidp cdp 3 v &5 dai bow
Jinh: B2 v me mat v

h gia B oG, soeg

1Tl Mo

2 Plegin Vi Anh The Shi i e v mbdn v chinh: B

inh,
T dem |
- Maogi |

IEIEOTIE, NPaW e

- Dt 22 fuihi
- Lenin ek Pdame T ciche Bal hinde, ghilch pia tra, uas
tim den bgn b

k| Thii Phiing Minh Thimy Thaazn
S ! : ! - M0 quan ke vim nfdn val chinh: Ban cua Ledmg.
- Mol ki Vo & chn o, phe
thaw trang. khuidn mat hisi huoe
- Dl Dren 33 Al
. . - Lawn
= Tra k by % e
e ! . - Mgogi | ginen mank Khanh, khuidn mdi phic
hilvm, mvg Circn higni
- Tz Trén 3% fudin
5 Sink Hump B - Lann i Mam

- Mol kimh: Lang ngeno io, khuiin mdi hidn lamk

Table 7: Table of talents
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4.1.5.2.  Custom
Trang phyo
=1 lin =8 cans Hin= s=h Wil te bang peyc
Itare s bl T s b Trang phaec phl hone 88 i Bmwlo bodi sing
Cuntrng Wrali Qusa nindmig) boj O Trong qua ke, 10 nay
] Temmg phvec i Cunimg ot by Curtrrg chi ks hoe Sinhy relin guatn do dom gidn, ird
Trureg hiom
. L O b cdnh R dai, Bbahi oy sdwen ndu B sdng ndn
4 e g ik gt P miac lusln et 84 gt =2 phi hop B carh & nhi,
i 0¥ phiin cdnh Mghi 8 320 Cudng, Mohi sim soan
b e P bt ualin &0 dep A% i muse 38 cing anh e
O b cdnh cud Khir, Blghi 1S hoe sinbh nn irang phis
5 T phue s Mol s kT it g, phil ho v K i i oo
B cdnh &m nindu Sin ra & nhid Thuln nén Fang
H Pmarg phyc oo Thuin s b phiee cls Thusin dorgidn nbung oing th hidn dugn
sl dinh
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Table 8: Table of customs




4.1.5.3. Location

The filming locations below are all sponsored by individuals, so the team does not have to spend a lot

of money on the filming location, which is an advantage that helps the team reduce the total cost.

Tén dw 4n SHORT FILM "SAY"
Ngay bét déu 1810212022
Ngay két thic 19/02/2022

Sir dung phéng bép, ban &n Chudn bi mén n Nghi
nau, chudn bi dé‘: set .
Thei gian quay: 8h set up, 10h bam may d&n 13h 1 cho
di&n vién Curéng, Nghi

1 Nha Cuéng Nha rigng 29/35/18a Hoang Hoa Tham

S(r dung pong bép, ban dn cho bdi canh nhau gitra
2 Mha Thudn Nha rigng 292/13 Binh Loi cuéng va ban bé trong ngay sinh nhat

S dung dudng phé. ngd ba dréng cho canh Cudng
di xe vé, canh tai nan va canh 2 anh em cuwéng nghi
3 Tai nan Budng Hém 292 Binh lgi gap lai

Table 9: Check list short film “Say”

Figure 22: Cuong’s House
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Figure 23: Thudn's House

Figure 24: 292 Binh Loi street
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4.1.5.4.

Equipment

CHECKLIST THIET BI

ETT Tén B vl Hinh dnh 24 gy
S ﬁ
-]
Mic Rode Pra Plus g
2 {Shalgun =i
3 Rode Wirt JEL] = E
) Len= BSGM F1.4 - i
5 Lens FE 50mm 1.8 = |
‘.;f;i)
] Bing Clappe -1
7 Ewén =

Table 10: Table of equipments




4.1.6. Product placement

STT Tén Pon vi Hinh anh S4 lwong
Ph&o khoi trang ong 2
2 Mau giad o 4

Bun bd phén

Com gia dinh phan 2
5 Hanh bo 1
8 Thit heo miéng 1
7 Pé nhau phén 1
8 Ly nhura 16 1
g Bia lom &
10 Alrpod hop 1

55

Table 11: Table of product placements
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4.1.7. Artwork - design kit

G 4EI:TARA 5 P i

W
: i am—
T umVERSTTY & = - o " T umizasTY WA

Figure 25: Poster introduces characters in the film




4.1.8. Risk management

Risk description

Level

Percent

Suggestion

Can't book the venue

High

70%

Have a backup location plan in
case of rejection

Contact to book the venue early
to reduce the rate of booking
failure or rejection, still have
time to find another location

Actual expenditure is in
excess of estimated
budget

High

50%

Try to spend more
Try to find a sponsor for that
extra expense

The health of the crew and
actors/actresses

High

40%

Prepare medicine, if we don't
have the necessary medicine, we
need to buy it immediately

Equipments have problems

High

30%

Check before filming date and
prepare backup equipment

The schedule did not go as
expected

High

30%

If finished earlier than planned: let the
crew and actors rest to prepare for the
next filming, have more time to
prepare. If finished later than
expected: 30 - 60 minutes later than
expected time, try to finish; too late
because there are too many scenes to
plan for a new filming date.

Context is limited in time

Medium

15%

Take the initiative to ask the
householder/manager/principal for
an estimated date if we can not
film in time

Not enough figurants

Medium

15%

Try to call other students who are at
the school at the time of filming. If
we don't have the ability to invite
more, change the angles to use we
existing figurants

Bad weather

Low

10%

Bring umbrellas and tarps to
shield actors/actresses and
equipment when filming
outdoors. If the weather is too
severe, change to the backup day

Table 12: Production and event operational risk management




5. Post-production

The team use Adobe Premiere Pro 2022 to edit the short film

-]
Fi

Figure 26. Screenshot of film editing process

The first is to arrange the main film circuit for the film, then to edit the audio such as characters' voice
adjustment and noise cancellation through Adobe Premiere and Adobe Audition. Then use additional
sound effects, background music, and transition effects to gradually complete the film and finally
balance the colors and add subtitles to complete the film. The team also collected feedback from
viewers such as family, friends, and instructors through the preview to come up with the most

complete product before the premiere.

Figure 27. Before and after color grading
The film uses warm yellow colors to express the warmth of the family, and the love of the two

brothers. The color will be darker when the accident happens, showing the suffering and torment of

the main character after the mistake he made.
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e Post production crisis management:

Crisis Description Level Suggestion

Publish brand logo (Beer, water, ..) High Blurring product names and logos in the
post-production process

Sound is faulty because of micro High Use backup devices
Scenes of accidents and gore may be High Post product tests on two social media
removed for violation of community platforms to check if the movie contains any
standards when posted on social media scenes that violate community standards for
platforms (facebook, youtube). timely handling.
Movie circuits may differ from Medium | Survey the location before the shooting date,
expected due to insufficient shooting and let the actors practice in advance to make
conditions (time, place,...) the filming go more smoothly
Lack of footage, causing difficulties in | Medium | Overshoot some important scenes, add effects
the editing process during editing
Props not suitable for ages under 18 Medium | Add a scene warning that the movie has

scenes or actions that are not suitable for
people under 18 years old

Table 13. Table of crisis management on post-production

6. Distribution

6.1. Film premiere event

Experience event combined with the premiering of the short film "Say" is organized for the purpose of

offline communication for the short film, and at the same time premiering the film, collecting

comments and feedback from viewers. From that feedback, the team edited and perfected the product

in the most complete way to prepare for the online premiere.

59




6.1.1. Human Resources

STT | Ten | Ngay tham gia Vi tri Nhiém vu Ghi chti
SANH LAU 1
o Digu phéi chinh trong sw kién trai nghiém, quan Iy
1 |Phan Anh Minh s hd Event Coordinator chung 2 khu vyc
S Xir Iy ki thust, &m thanh, hd tro trai nghiém, ding
2 |Nguy&n Ngé Phat Dat o hd Event Executive bai on site
10/3 -
3 |L& Vwerng Hién Ly Supporter Kiém tra form check in, gidi thiéu sw kién va qua ting chigu 10/3
4 |Tra Thanh Pang 12/3 7 Supporter Refill qudy teabreak
5 |Nguyén Thi Anh Thw 12/3 7 Supporter Kiém tra form check in, gi¢i thiéu sy ki&n va qua ting
6 |L&TiénPat c2 hai w7 Supporter Refill quiy teabreak, hd trg phat bip nuwéc
7 |Trwong Bae Khanh ca hai v Supporter Huéng din ngudl chei thue hién trdi nghiém séng 10/3 va 12/3
& |Nguyén L& Vy ca hai v Cameraman H& tro ngurdni choi deo/théo ta
9  |Lwong Thj Thanh Thdy c2 hai v Supporter Chup chinh tai khu viec trai nghigm
10 |Nguyén Yén Nhi 10/3 v Supporter sang 10/3
11 |L& Thij Kiéu Hanh 10/3 v Supporter
SEMINAR THU' VIEN
1 |Trinh Nguy&n Nhat Truéng c3 hai ~/ Cameraman Quay chup tai phang chigu phim, h trg don dep
Digu phdi chinh trong phong chigu phim, phét biu
ca hai v trrére va sau budi cdng chifu, nhic ngudi xem dign
Nguyén Vi Xuin Mai Event Manager form feedback, hé tro don dep
Trwe'ng Thi Tuyét Mai cd hai v Supporter Hb tro sip x&p chd ngdi cho ngudi xem, don dep séng 10/3 va 12/3
‘ . ) 12/3 - Check form feedback, ting qua cho ngudi xem, hd
Huynh Minh Nguyét Supporter trg don dep
Ngoc Pao c3 hai v Supporter Hb tro sip xEp chd ngdi cho ngudi xem, don dep sédng 10/3 va 12/3
L Check form feedback, ting qua cho nguii xem, hd
& |Pao Thanh Binh o hd Supporter tre don dep
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e 10/03/2023:

Table 14. Table of event’s human resources

6.1.2. Time & Location

o Drunk simulation experience: at Stair floor 1st, opposite Drum Dong




Figure 28: Participants enjoy “Say” simulator experience at Stair floor 1st

o Premiere short film “Say”: at FPT University HCM’s library seminar room

Figure 29: Participants enjoy “Say” short film at Library seminar room
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12/03/2023:

Drunk simulation experience: at Stair floor 5th

Premiere short film “Say”: at FPT University HCM’s Hall B

6.1.3. Activities

The event will be held all day on March 10, 2023 (from 9am to 6pm) and the morning of March 12th,

2023 (from 9am to 11am) with two main activities: Drunk simulation experience and Short film

premiere "SAY ". Film showtime activities include 11 showtimes, each 30 minutes apart, and on

March 12, there were only 3 showtimes.

EVENT FLOW

DATE

KHU Ve

TIME

DUR

NOIDUNG

HOAT DONG

08/03/2023

PHONG
CHIEU PHIM
(SEMINAR
THU VIEN)

8:00- 1000

2n

- DEcor khu wire céng chigu
- Phan edng nhiém wu cho core team va CTV
- Checkecac n pham in an

- Toan b core team comét
- Chu@n bicac &n pham in &n cén thigt
- Training CT% thudc khu virc chiéu phim

16:00- 17:00

1h

- Test kithuat, &m thanh phim
- Cang chiéu thik cho ndi b team

- Test @m Iegng, loa, mic..

SANH LAU1

10:00- 13:00

3n

- Setup khu v khal mac

- Setup ban teabreak

- Setup ban K thuat

- Decor khu vuc sa hinh cla md phang trai nghiém

- SApxép ban teabreak
- Sapxép khuvuc K thuét gdm: Ban kithuat, am thanh, anh sang
- B tri backdrop, trang tri khu v T3 nghigm

14:00 - 16:00

2n

- Rehearsal khu wc tréi nghigm

-Phan cong céng vigc

- B8P xép vt thuke hién nhigm Wi cho CTY

- Training cho C TV cac hoat dfing c&n thue hign tai khu vue minh chiutrach
nhigm

- Chay thi hoat ddng trai nghiém

10/03/2023

SANH LAU 1

§00- &20

20p

- Khai mac ¢hwang trinh

-MC khai mac
- MC phét bifu gidi thidu v& sw Kkén, gidi hiéu cac khachmai

8:30- 1600

7h30

- Trai nghiém m & phdng say

- Checkfomn checkin

- Thut hign s 3p xép thir b nguei tham duw, hd o deo va thao Knh, tatay,
chan

- Phuc vu @ &n va nurde udng tal ban teabreak cho nhitng ngudi dang dai
i gt cho

- Nguweri chai tham gia d trén sa hinh md phdng baithi & hach 181 ke may,
gap hang vao rf trang khi mac bd @ md phdng cam giac say

- Hi try va nhac nhd khi ngueai chai cham vach guy dnh

~Nh#c nhd ngwén chai 818N form fesdback sau khitham gia

- Tang qua sau khi ngudi choi @ gli form thanh céng

- Phuc vy bap rang va niedc ngat, ding thiyi hedng dan ngud tham gia tén
dn phang chiéu phim

PHONG
CHIEU PHIM
(SEMINAR
THW YIEN)

9:00- 1800

h

- Céng chigu phim ngan "say"

- Sapxép khuvuc cher cho nguei tham du budi chigu
- S&pxép ch ngdi

- Bitu tiet bén trong phang chigu phim

- Nhac nhé ngud xem dign form sau khi xem phim

- TANng qua chi ngued kem khi d& gl form thanh cang
- Don dep phing chigu sau mii suat chigu

12/03/2023

SANH LAU1

9:00-11:00

Zh

- Tréi nghiém m & phdng say

-Checkfonn checkin

- Thire hign s 8p xép thik b nguedi tham di, b o deo va thao kinh, tatay,
chan

- Phuc vy &8 3n vi neede udng tai ban teabreak cho nhing nguw dang doi
toi lyot cho

- Ngueri choi tham gia di tén sa hinh md phdng baithi s & hach 1ai xe may,
g8p bang vao ré trong kni m&e b a4 mé phdng cAm giac say

- Hi try va nhdc nhd khi noguedni chai cham vach guy dnh

- Nhac nhd ngudi choi dien farm feedback sau khitham gia

- T&ng qua sau khi ngLedri choi @8 guvi farm thanh cng

- Phyc vy bap rang va nee@e ngat, dong thei heeng dén ngudi tham gia tién
dn phong chiéu phim

PHONG
CHIEU PHIM
(SEMINAR
THU VIEN)

9:00- 11:00

2h

Drunk simulation experience:

- Céng chigu phim ngan "Say"

Table 15: Event flow

- SApxEp khuviee chir cho nouedni tham diy budi chifu

- Sapxép chd ngdi

- Phit bifu trigre bubi chifu

- Bifu tiét bén trong phong chidu phim

- Phat higu sau budi chiéu, nhac nhé nguwdi xem dien form sau khixem
phim

- Téng qua cho ngudr xem khi 33 gl form thanh cng

- Don dep phong chigu sau mi suat chigu

The event opened at 8§ am on 10/03/2023 with the MC's speech introducing the meaning as well as the

main activities of the event. After the opening ceremony, participants can play an experiential game

starting at 8:30 a.m. and receive popcorn and soft drinks to prepare to head to the cinema at 9 a.m.
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4BETARA

chne clEy

PHIM N GAN




FPT UNIVERSITY

Figure 30: Drunk simulation experience

e Short film premiere "SAY"
Film premiere activities was held at Library’s Seminar (March 10, 2023) and Hall B (March 12,
2023), starting at 9 a.m. with each showtime 30 minutes apart and takes place parallel to the
experiential event. Audiences can bring popcorn and soft drinks from the experiential event to the

Seminar room to create the feeling and atmosphere of watching a movie in a theater.

' FEEDBACK
~ SU KIEN CONG CHIEU
7 & :
341 NGHIEM "SAY"

| i ¥
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CONG CHIEU TAI
DAl HOC FPT

10/03/2083
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v/

Figure 31: Short film premiere "SAY"
6.1.4. Artwork - design kit

Some of the designs made and used by the team during the premiere event are below
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Figure 32: Simulation model
Simulation model is designed based on the model of the A1 driving test with tests such as round eight,
the obstacle course, ... to create a realistic environment that helps participants really experience the

feeling of driving.

BANGDUGC
CONGCHIEUTAL
SEMINAR THUVIEN

ic Tl

Figure 33: Directional decals

66



The directional decals guide the way from the experience area to the cinema room so that participants
can easily experience the activities of the event. The decals are also designed to simulate traffic signs

to create synchronization on the theme of the event.

Figure 34: Traffic signs in the experiential activity
Traffic signs are designed to simulate the actual terrain when participating in traffic and are placed on
the simulation model to guide the player to know the directions as well as warn the player about

obstacles.

'
-

»

NAM 2022, TRUNG BINH )Gt Vi SAO NHIEU NGUGI VIET EEF MUC PHAT NONG DO CON - \
MOI NGAY €O L/ NGUGI CHET S8 LAl THICH NHAU? =~ j NHUNG CON SO

FRANN
. pER | G €O THE BAN CHUA BIET
Vi TAINAN GIAO THONG o %A NGH| PINH 100/2019/ND-CP|; s VE LAI XE
i RN\ N\ 3 SAU KHI UGNG RUGU BIA
. 7o) T NNN SNANNNN ¢

CON NGUOI DA BIET 7 3
MUGN MEN RUGU DE »: A CHUA VUQT QUA 50 MG/100 ML MAU
cHonsLACATLANN Lo, ¢ HOAC 0,25 MG/AL KHi THO

RUGU BIA TRG THANH NET !
— VAN HOA" DACTRUNG 5
CUANGUGI VIET

/0T QUA 50MG BEN 80MG/100ML
MAU HOAC QUA 0,25MG BEN - it £ i
z 0,4MG/1L KHi THG / TlNF} ‘A0 . KHONG MUON
St dung rudu bia ném trong 7/ 2. ' . [ ‘ 2 /, LAM PHIEN
NGUYEN NHAN CHINH - 777 vecTeTuousA ¥ . o 7 / E"GuthHAN
dé&n dén TNGT p T BEN TU CAC CUOC GIAD ———

T ; : ; 750 Ty DIEU KHIEN 4
SEEEAAY 2%/ PHUONG TIEN GIAO THONG
621-24

ot Sarkableadv ] HOAC VUGT Q MG/1L KHi THO ’ Can nhdc vé viéc

UONG RUGU BIA, KHONG y LAl XE SAU
; &) - ¥ KHI UONG
W H : H ;" RUGU BIA

trong nhiing 1dn
TINH MANG CUA BAN THAN *
VA CONG DONG tiép theo

0C MOI NGUOI CHUNG #

Figure 35: Educational infographic standees
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Some infographic standees are designed to convey information and data related to the topic of driving

after using alcohol that the team has collected through the research process to the participants.

CHECK-IN FEEDBACK
SU KIEN CONG CHIEU SU KIEN CONG CHIEU
& &
TRAI NGHIEM "SAY" TRAI NGHIEM "SAY"

4EETARA p. P

Figure 36: Check-in and feedback QR code forms
The check-in and feedback forms are also printed out with a QR code by the team so that event

participants can easily scan the code and fill out the form quickly.
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Xuan Mai Phat Pat
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Figure 37. Name tag

6.2. Film premiere online

Estimated premiere schedule of the short film “Say”:
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Date Time Channel/Place
10/03/2023 9:00 FPT University HCM’s library seminar
room
12/03/2023 9:00
01/04/2023 20:00 4Betara Production and 2711 Production
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Table 16: Expected film premiere date




. 4Betara Production
1 Thang 4 lic 2058 - @&
M PHIM NGAN “SAY" CHINH THUC CONG CHIEU ONLINE Y

5 Cudi cing thi sau bao nhigu ngay chd doi ggPHIM NGAN “SAY g clng d& chinh thic
duge cdng chigu d&n toan bd khan gid rdi. Béy 13 tac pham J8u tay cla 4BETARA
PRODUCTION,  tuy ring vBn chuta phai 12 tac pham xudt sdc nhung déy clng 14 cong sifc
cla toan bd thanh wién trong nhém va déng thai cling 14 nhitng gop vt cac khan gid d& trai
nghigém k& phim trudc dd thdng qua hinh thic Offline.

WHi wong ring théng qua bd phim, khan gid s& khéng chi quan tdm t3i tinh nghé thut cla
b& phim, ma dong thdi cén higu thém vé théng digp ma PHIM NGAN “SAY" mudn truyén dat
tdi cho ngudi xem vé vin dé thudng thily & trong x& hdi néy da 1d @ LAl xe sau khi sir dung
ruou bia” g,

¢ Haw cing 4BETARA PRODUCTION lan tda bd phim wa thang digp d&n wdi nhifng ngudi
®ung guanh minh d& ho cé thé vira thudng thire b3 phim vira ¢d thé nhan thirc dugc vin d&
nay nhéy

#shortfilmsay #saysaochodung #4hetaraproduction #sayaboutsay #conachieu #phimnaan
#trainghiem #mophong #ruoubia

Contact for work:

Minh Phan (Project Leader)

Mail: dbetaraproduction@gmail.com

PHIM HNGAN

KH

CHIET "MQOT CHEN RUQU

TRIGU TRACH NHIEM"

MESSENGER & Gui tin nhdn

Xem thdng tin chi ti&t Gia han guang cdo

@O Ban, Ngan Nguy@n, An Trin va 245 ngudi khac 58 binh ludn 100 lugt chia sé

Figure 38: The film was released on Facebook
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P B W om o B & O I3

SAY - Phim ngén | 4Betara Production
2711 Production I f om0 - —
9 366 N ngu2i dang ky 4 &) 4> Chiast  §C Taodsnvdes =+ Lw

99 lugt xem 12 ngay trude #trai
M3t chén rugiu, tridu trach nhiém - hau qua nghiém trang clia hanh vi lai xe sau khi uding rrgu bia khang chixay ra khi ban haan toan “Say”, ma na 13 mat mdi nguy hiém tiém tang ngay tir khi ban udng
nhitng ngum rugu bia d3u tién.

Hién them

Figure 39: The film was released on Youtube

After the short film “Say” was released on two online platforms, Facebook and Youtube, the film
received more than 12,000 views on the Facebook fanpage, more than 200 reactions, and 50 positive
comments, helping the fanpage achieve more than 15 thousand reachs. The effect of the film on
Facebook is positive, but for the Youtube platform, because the communication on Youtube is still

poor, the film only achieved 100 views.

6.3. Communication support:

The film received the support and sharing of media partners and some parents
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° 2711 Production
2 Thang 4 [0c 09:00 - &
A PHIM NGAN “SAY" CHINH THIIC CONG CHIEU ONLINE

Bdv 14 tac pham diu tay cla 4BETARA PRODUCTION,  tuy rng win chua phai 14 tac pham
¥udt sic nhung déy cling 14 céng sdrc cla toan bd thanh vign trong nhom vé dng thai cling
|4 su cai thién sau nhifng gép vt cac khan gia da trai nghiém bd phim trudc do théng qua
hinh thirc Sffline.

fgHi vong ring thang qua bd phim, khan gid s& khdng chi quan tim tdi tinh nghé thuat cla
bd phim, ma dong thai con higu thém v thdng digp ma PHIM NGAN "SAY" mudh truyén dat
tdi cho ngudi xem e van dé thudng thiy & trong x& hdi ndy d6 14 @ LAl xe sau khi s dung
rugu bia”@Q.

¢ H&y cung 4BETARA PRODUCTION lan tda bd phim va théng diép dén wdi nhiing ngudi
¥ung guanh minh d€ hg cd théwira thudng thire bé phim wira ¢d thé nhan thic dude win dé
nay nhai .

#shortfilmsay #saysacchodung #4betaraproduction #sayaboutsay #congchiew #phimngan
#trainghiem #mophong #ruoubia

Contact for work:

Minh Phan (Project Leader)

Mail: 4betaraproduction@gmail.com

4:11' TARA

A M

PHIM NG

“MOT CHNEN RUOWU
TRIFU TRACHN NMIFM*

YOUTURE.COM @
SAY - Phim ngén | 4Betara Production
MEt chén rugu, triéu trach nhiém - hdu qua nghiém trong cda hanh vi 13i xe sau khi udngr...
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@ Multimedia Communications - FPT University HCM
4 ngay - @

= B0 AN TET NGHIEP - Phim ngan "Say" chinh thire cdng chiéu online

Phim ngén "Say" nhdm ndng cao nhan thirc cda moi ngudi, dac biét 14 cac ban tré v& hanh vi
l&i xe sau khi st dung rugu bia.

PHIM HCAHN

o

O

“MOT CHEN RUOU
TRIEU TRACH NHIEM"

MESSEMGER @ G tin nhan

- 4Betara Production
1 Thang 4 10 2053 - &

M PHIM NGAN “SAY" CHINH THUT CONG CHIEU ONLINE 2

= Cudi cang thi sau bao nhiéu ngay chd doi ggPHIM NGAN "SA "§ clng d& chinh thirc
dugc cdng chiéu dén toan bd khan ... Xem thém
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- H®& Thién Diing
@ Lan Nguyén 3gic @

Toid @

St ()

10032023

MESSEMGER

MESSENGER @ Gui tin nhin © i tin nhin
LA 4Betara Production
1Théng 4 lic 20053 - @
PPHIM NGAN "SAY" CHINH THIUC CONG CHIEU ONLINE %
5 Cudi cling thi sau bao nhidu ngay ché doi ggPHIM NGAN

“SAY'§# cling di chinh thirc dugc céing chiéu d&n toan bo khan ...
Xem thém

A 4Betara Production
1Thang 4 Iic 20:53 - @
P PHIM NGAN “SAY* CHINH THUC CONG CHIEU ONLINE ¢y
< Cudi cung thi sau bao nhigu ngay chd doi g&PHIM NGAN

"SAY g cling dé chinh thirc ducc cong chigu dén toan bé khan ...
Xem thém

Thich Chia sé
oy Thich £ Chia sé o Thic @ Chia sé

o ), Ng6 Nhan
@ CamTién 3giv @

2 Thing 4 lic 07:30 - &

MESSENGER @ Gl tin nhdn

MESSENGER @ G tin nhén
A 4Betara Production )
1 Thang 4 lic 20:53 - @ 4Betara Production

PPHIM NGAN "Sav" CHINH THUC CONG CHIEU OMLINE & 1Thang 4 lic 2053 - &

5 Cudi cing Hhi sau bao nhidu ngay chd dgi gPHIM NGAN PHIM NGAN "SAY" CHINH THUC CONG CHIEL ONLINER

“SAY" i@ cUng d& chinh thi'c dude cdng chigu d&h toan b khan .. % Cudi cing thi sau bao nhiéu ngay chi dgi ggPHIM NGAN

Xem thém “SAY g clng da chinh thifc dudc cdng chidu d&n toan bd khan ...
Xem thém

[+ ]
o> Thich 2 Chiasé oy Thich 7 Chia sé

Figure 40: Shares on Facebook



6.4. Feedback on online platforms:

@ Minh Thing

minh ma la nam chinh chac dn ...
han ca doi e s ws
Thich Phan hdi 1 tuin

@ Toan Ngoc 'ﬁ Eﬁénh Ngﬁfw\ﬂ S 8n nha
Phim rét y nghta @ tif h méi Ua tul nhau ve 1ol gan nha

. f e . cling té lun trudic céng. Lan
ldn nhau vé lai am anh canh ) -
sau nghi di ke ludn

phim nay & : R N
- Thich Phan hoi 2 gig
Thich Phan hdi 1tuin -
) J’ Bang Son Ho
e & Tic gia Phim hay thuc t&
4Betara Production Thich Phan hdi 2 gig
TclanﬁNggc dirng ﬁe} phal . &3 Nguy&n Hing
h&i han nhu' nam chinh ® khong ca cg héi dé stia sai lun
nha huhu

Thich Phan hdi 1 tuin Thich Phan hdi 2 gio



&3

@

T Sach Kin
mau me lum la vy trdi

Thich Phan hdi 2 gid

Tai Xinh Trai
nhau la van hod, nhau xong 1ai
xe we 1a |1En xe hoa ngay

Thich Phan héi 2 gid

Lien Chi Mai

Minh Toan Ngd

¥em xong nghl nhau ludn
Thich Phan hdi 2 gig
Cugng Vi

thui 1En sau di b6 di nhau
Thich Phan hdi 2 gig

Cai Tuyét Hoa

B4 chi wi chén rugu chét ca
nha ludn

Bi bat10 & doan tinh day. Thich Phan hdi 2 gigf
Tuf?ng l:’_tilér‘l El.ér‘l chinh 1&n gy TuZn Anh Luong

thién dang rdi.... © BuBn qué vay

Thich Phan hdi 2 gid Thich Phan hdi 2 gia

% Phan ¥&n Mai

Théang digp phim v nghia qua
Thich Phan hdi 2 gid
Q Fhuong Lan Bing

Thuc trang cla gidi tré hién
nay & day chir diu

Thich Phan héi 2 gig

"

HB Phuang Thanh

€0 53 thé. LAn sau nhiu xong
di grab v& thai
Thich Phan hdi 2 gig

Figure 41: Comments about the film on Facebook

In addition to comments about the film on Facebook, the team also collected feedback from viewers

through a survey form posted on the project's Facebook fanpage.

Tl
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Sau khi xem xong phim ngan "Say", ban nhan thirc vé tac hai cia hanh vi lai xe sau khi str dung rugu
bia nhu thé nao
58 cau tra |oi

@ Chi khi thuc sy sayva méatkiém
soatthi m&i nguy hiém khi lai xe

@ Lai xe sau khi udng ruou bia rét
nguy hiém ké ca khi ban than van
cam thay tinh tao

Ban thay dugc thong diép ma bd phim mudn truyén tai la gi?
58 cau trd loi

20
17 (29,3%)
15
10
5 3(52%)
1(1; AV@TATATQTQTATATQTAT AT %y(1 7@V QAT AT QAT A7 AN AT

1 chénruwou trié... Khéng nén uéng... Ko lai xe khi da... ko lai xe khi da... ubngbialiaxat.. d..
Khéng lai xe sau... Khéng tham gia... Sau khiudngru... l&i xe sau khi ué... Paubng ruou bi...



Hay dé lai mot vai 167 nhan xét hoac gép ¥ cla ban danh cho phim ngén "Say" nhé! Nhing v kién
ddng gdp cua ban s& gidp ching minh hoan thién bd phim mét cach tron ven nhat.

14 céu tra I&i
nhdm hay ¢ gang céi thigdn vé mat m thanh cho nhitng phim sau nhé
phim nén duge quang ba réng rai hon nita
Phim rat y nghia, dac biét truyén tai dugc thdng digp vé hanh vi gay nhire nhdi véi x4 hdi. Tuy nhién phim
chua thuce sy 6 i plot twist khign khan gia bat ngd v suy ngdm v& bd phim, hi vong cac ban sé& xay dung
mdt bd phim cd ndi dung bat ngd hon & nhiing du 4n sau nay. T4t nhién minh van s& dén xem san pham
clla cacban **
phim ¥ nghia 1am a, cai két hoi budn
Phim y nghia

Phim truy&n tai théng diép ¥ nghia, cd thé thay cac ban d4 rat nd luc céi thign phim so véi ban ddu tién cong
chiéu, chiic cac ban thanh cdng véi du &n va ¢é sau nay nita <3

Am thanh hei ko dugc 181, dau tu thém chiic chic sé hay hon

Figure 42: Feedback from viewers on online platform

It can be seen that almost 100% of viewers after watching the film understand the message that the
film has conveyed and have a better awareness of the dangerous level of driving behavior after using
alcohol. In addition, there are some suggestions on the film content as well as the sound that the team

could not fix, this will be a lesson for the team to learn from, thereby improving in future products.

6.5. Feedback from surveys
e Question 1: What is your occupation?
156 (71.9%) from FPT University HCM’s students, 43 (19.8%) from High school pupils, 14 (6.6%)

from other university students, 4 (1.9%) from others.
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Hién tai ban la? |_|:] Sao chép

217 cau tra lai

@ Sinh vién PH FPT HCM
@® Hoc sinh

@ Sinh vién trwéng khac
® Khac

Figure 43: The occupation of participants

e Question 2: What activities did you participate in?
129 (59.4%) participated in premiere short film “Say”, 79 (36.4%) in both activities, 9 (4.1%) in

“Say” simulator experience.

Ban da tham gia hoat déng nao ne? @ Sao chép

217 cautraloi

@ Cong chiéu phim ngén "Say"
@ Trai nghiém mé phdng cam giac say
@ C3 hai

-
-

Figure 44: The activities that participants have joined in
® Question 3: What element of the “Say” short film are you most impressed with?

Most impressive points: 64 (30%) in the key message, 41 (18.9%) in the building characters and story
way, 35 (16.1%) in short film details, 21 (9.7%) in the conveyed story way and others.
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Ban an tuong vai yéu td ndo cla phim ngan "Say" nhat? @ Sao chép

217 cautra lai

@ Tinh tiét

@ Cach xay dung cau chuyén va nhan vat
@ Dién xuét caa dién vién

@ Théng diép dugc truyén tai

@ Cach thurc truyén tai thong diep

@ Am thanh, nhac phim

@ Canh quay

@ Chua xem

18,9%

17 4

Figure 45: Elements of short film “Say” that participants most impressed with

It can be seen that, at most, 30% of the audience thinks that they are impressed with the message that
the film conveys, which proves that the film has succeeded in conveying the message that this project
wants to target.

e Question 4: How do you feel about the premiere? Is there anything you would like us to

improve on?

Ban thay hoat dong cong chiéu th& nao? Cé di€m nao ban mudn tui minh cai thién khong?
217 cdu tréd loi

Da hdi nay am thanh cé chua bat hét nén hoi nhé. con lai oke a

C&n hoan thién hon vé nhirng chi tiét nhé trong phim dé tang tinh hoan thién

Bo phim ¢o théng diép, tuy nhién minh thay phan canh xay ra tai nan hoi nhanh, cé bt ngd nhung khéng

cham duogc téi cam xuc cla ngudi xem. Minh cé gép y mét teo, phan cénh cudi cudi tai phan doan ban

nam & lai 1 minh trong phong cé dé€ 16 dang hau can phia sau phan vao 1o vi séng.

Nhigu [dm

May lanh lanh qué a

Phim cling ok, minh ko cé van dé gi

Cé tinh lién tuwdng

Céch td chire thigu tinh toan dén trai nghiém ngudi dung, dé thai gian chét.
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Ban thay hoat dong céng chiéu thé nao? C6 di€m nao ban mudn tui minh cai thién khéng?

217 cautra lai

Phim rat y nghia a, nhung ma thai luong hoi ngadn nén minh xem con hoi hut hdng mong la minh sé& coi
dugce nhiéu phim hon tir cac ban

Hoat déng cong chiéu rat chin chu, ¢é phan @m thanh thi hai ré

Minh nghi tdng thé bd phim cé théng diép rat
hay, canh quay dep, moi thir chin chu, dién vién truyén tai dugc cam xtc.

Minh thay tuyét va khdng co feedback
Tuyét

tuyét voi

Khong minh thay vui lam

Céng chiéu tha vi bd phim truyén tai dugc y nghia cla van dé

Cam on ban da hoan thanh form feedback nay. Y kién dong gop cuta ban sé gitup 4BETARA
PRODUCTION cai thién hon trong nhirng du an ké tiép, hay viét nhirng l6i ban muén nhin nhu dén
chung minh nhé!
111 cau tra lai
Da chéc la chon dién vién cho hgp mood
E nghi phim c¢an dau tu am thanh hon
Xin hay nghién clru thém vé goc quay, céch xay dung tinh hudng trong phim, transition, sound design. Khau
16 chirc nén tinh toan that ky vé sound va sy chu y cla khan gia. Xin dirng dé théi gian chét, va ding dé

khan gia thay su thigu tinh toén trong khau chuan bi.

Phim hoi cut
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Cam on ban da hoan thanh form feedback nay. Y kién dong gop cua ban sé giup 4BETARA
PRODUCTION cai thién hon trong nhitng du an ké tiép, hay viét nhing 161 ban muén nhan nhu dén
chung minh nhé!

111 cau tra loi

Chinh chu hon trong céc du én tiép theo. Chic nhém thanh cong -

Cam on céc anh/chi da mang t&i cho em trai nghiém nay. Chiic anh/chi cé nhitng du n ké tiép thanh céng
hon nita. Anh/chi cé 1en& &

Khong c6 gi
Oce a
Very good

minh nght la nén han ché& canh mau lai vi né hai @m anh

Figure 46: Feedbacks about the film

The film received a lot of comments from the audience, most of whom were interested in the film, but
they also gave some comments about the plot in the film as well as other factors such as sound. The
team has received these comments and tried to edit the film in the most perfect way to bring a
complete product to the audience through online platforms.

® Question 5: Did you find the experiential activity interesting? Leave us a few words!

Ban thay hoat ddng trai nghiém cé thu vi khéng? DE lai vai 1&i cho tui minh biét nhé!

217 céu tra |Gi
Hoat dong va ndi dung bé phim rat thiét thuc o
Suong suong
Cilng kha thu vj
Da vui. Udc gi choi lau hon
Kha |a vui
Cda
Cach lam gidng nhu di xem phim that rat tha vi, trai nghiém rat méi la. Xin
Trung binh a

Dui

&3



Bat ngo -
Trai nghiém phim ngéan

rat tha vi

R&t tha vi, minh thay trai nghiém rat dang xem va xdc déng

Kha tha vj, trdi nghiém cam gidc say gan giéng that

Nice

Co chuong trinh tang bap nudc

Kha thu vi va hap dan

Cd nhe

Figure 47: Feedbacks about the drunk simulation experience

In summary, according to the data collected from the check-in and also feedback forms, we were able
to convey our campaign's key message to the target audiences through the “Say” simulator experience
and "Say" short film premiere event. Additionally, the effectiveness of the main communication

channel is the official campaign's Facebook fanpage.
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7. Media campaign

4Betara Production

648 lugt thich « 693 ngudi theo doi

Y eo 5006

Bai viét Gigi thidu Lugt nhic Banh gia Ngudi theo d&i Anh Xem thém «

&} Chuyén sang Trang cla 4Betara Production dé€ bt dau quén Iy.

Gidi thidu Bang cha y

@ Trang-Phim A 4Betara Production Video méi day (
1Thang 4 luc 20:56 - @

BPHIM NGAN "SAY"
CHINH THUC CONG...
1 Thang 4+ 144K Iugt xerr

| [VIDEQ RECAP SUf
KIEN CONG CHIEU... N
~

@ Hao Chi Minh City, Vietnam

BPHIM NGAN "SAY" CHINH THUC
CANG CHIEU ONLINE®

24 dbetaraproduction@gmail.com

Pr Chuax&p hang (1 1ugt danh gia) @
19 Thang 3+ 2.8K Iugt x

[TRAILER PHIM
NGAN "SAY'] B...
g Thang 3+ 14K lugt xem

Anh X¥em t§t cd dnh

Xemn tdt cd video

Bai viét 25 BG loc

Figure 48: Fanpage to communicate for short films "Say"

Fanpage Facebook has officially come into operation for nearly 2 months and has posted more than 40
posts which provides information, knowledge about driving behavior after drinking alcohol, and
communication for short films "Say" and for the release event. Some posts have achieved high

amounts of reach as below.
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Quang cao lai = | X

[SAY "KNOW"] Tir d3u thang 7/2022, d6i CSGT Nam Sai Go...
GT o 22:00 27 Thang 1, 2023
wEi O ID: 120893127563406

BAO TIN NEU KHACH
AN NHAU LAl XE (1
VE NHA il 550 lugt bay té cam xic ® 21 binh luan A 1 luct chia sé

Lugt tudng tac

Ténhg quan Hiéu qua Két qua tra phi Xem trudc bang feed

Hiéu qua

S&nguditiépcin @ Lugt tuong tac @ Lugt tuong tac tiéu cuc @
Téng Cam xtc Téng

6.961 550 0

Tu nhién 334 (5%) Binh ludn 21 Duy nhét 0

Tra phi 6.704 (95%) Lugt chia sé 1
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69 C PHAT NONG B0 CON KH

Téng quan Hidu qua

Hiéu qua

S& nguditiép cin @
Téng
2.322

Tu nhién
Tra phi

Quang cao lai e | X

[SAY "KNOW"] Ban da biét cac mirc phat cilia viéc tham gia ...

20:00 29 Thang 1, 2023
ID: 121861030799949

Lugt tugng tac

il 23 lugt bay t6 cam xdic

K&t qua tra phi Xem trudc bang feed
Lugt tuong tic @
Cam xuc
23
293 (13%) Binh luan
2.033 (87%) Lugt chia sé
Xem chi tiét

® 5 binh lugn A 0 luot chia sé

Lugt tueng tac tidu cuc @
Téng
0

Duy nhat 0
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oOAN XEV®

-.. 20:00 7 Thang 2, 2023
AN e

ID: 126403697012349

Lugt tuong tac

[BO QUA CAU NAY RA CO MINIGAME CHO BAN DOAN] Sa...

..-- ..-- il 216 lugt bay té cam saic ® 152 binh luan A 128 lugt chia sé
Téng quan Hiéu qua K&t qua tra phi Xem trudc bang feed
Hiéu qua
S& nguditiép can @ Lugt tuong tac @ Lugt tuong tac tiéu cuc @
Téng Cam xuc Tang
2.715 216 0
Tu nhién 1.953 (72%) Binh luén 182 Duy nhat
Tra phi 869 (28%) Lugt chia sé 128
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Téng quan Hiéu gua

Hiéu qua

S&' nguditiép can @

Téng

1.212

Tu nhién 343 (28%)
Trd phi 959 (72%)

K&t qua tré phi

20:00 20 Thang 2, 2023
ID: 132468153072570

Lugt twong tac

il 47 lugt bay té cam xuc

¥em trudc bang feed

Lugt tueng tic @

Cam xic

47

Binh luan 14
Lugt chia sé 2

20:46 11 Thang 2, 2023
ID: 128335236819195

Lugt tudng tac

® 14 binh luan

Quang cao lai

[BEHIND THE SCENCES PART 2] Trong qué trinh chd hoan ...

A 2 luct chia sé

Lugt tueng tac tiéu cuc @
Téng
0

Duy nhat

Quang cao bai viét

ES[BEHIND THE SCENES BUGI CASTING] B Vay 13 d3 két...

il 40 lugt bay t6 cam xuic ® 9 binh luan A 1 luct chia sé
Ténhg quan Hiéu qua Xem trudc bang feed
Hiéu qua
S& nguditiép can @ Lugt tuong tac @ Lugt tuong téac tiéu cuc @
Téng Cam xic Téng
571 40 0
Tu nhién 571 (100%) Binh luan 9 Duy nhat
Tra phi 0 {0%) Lugt chia sé
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diéu qua
$& ngudi tiép can ®
Téng Kém Tot
493 nhat L L nhat

Bai viét nay ti€p can dugc nhiéu
tai khoan trong Trung tam tai
khoan han 67% trong s& 50 hai
viét va tin gan day nhat ciia ban
trén Facebook.

S8 ngudi tip can 493
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20:03 6 Thang 3, 2023
ID: 141367532182632

Lugt tudng tac

Cam xuc, binh ludn v... ®
T e TO
132 nhit nhat

Bai viét nay thu hut dugc nhigu
cam xtic, binh luan va lugt chia
sé han 92% trong s& 50 bai vidt
va tin gan day nhat cia ban trén
Facebaok.

Cam xuc &7
Binh luan 41

i 87 luot bay td cam xtic

& POSTER CHINH THUC PHIM NGAN “SAY” 4Beta...

® 41 binh luan A A lugt ¢
K&t qua ®
Tang

Lugt click vao lien két -



SUKIEN TRAINGHIEM KET HOP

Il%‘)l!

Hiéu qua

S& ngudi tiép can ®
Téng  Kém | Tat
2.917 nhat nhat

Bai viét nay tiép can dugc nhidu
tai khoan trong Trung tam tai
khodn hon 93% trong sd 50 bai
viét va tin gan day nhat clia ban
trén Facebook.

S8 ngudi tiép can 2.917
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14:21 3 Thang 3, 2023
ID: 138881939097858

Lugt tudng tac

Cam xuc, binh luan v... ®
e TG
174 nhat nhat

Bai viét nay thu hudt dugc nhidu
cam xudc, binh luan va lugt chia
sé han 94% trong sd 50 bai vist
va tin gan day nhét clia ban
trén Facebook.

Cam xdc 140
Binh luan 30
Lugt chia sé 4

il 140 lugt bay to cam xtic

<® BAN BIET GI CHUA? <8 TAIPH FPTSAP BUNG ...

® 20 binh luan A 4 luot
Két qua ®
TangKeém Tt
15 nhat nhat

Bai viét nay da nhan dugc
nhigu lugt click vao lién két
hon 40% trong téng sd 50 bai
viét va tin gan day nhat clia
ban trén Facebook.

Luot click vao lién két 15



DAIHQC FPT

10,/03/ 803

— e B

Hiéu qua
S& ngu'di tiép can ®
Téng  Kém | Tat
1.718 nhat nhat

Bai vigt nay ti€p can dugc nhigu
tai khoan trong Trung tam tai
khoé&n hon 82% trong sé 50 bai
vidt va tin gan day nhat clia ban
trén Facebook.

58 ngudi tidp can 1.718
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16:28 & Thang 3, 2023
ID: 1427 77608708291

Lugt tudng tac

Cam xc, binh ludn v... @®
Tat
nhat

TangKaém

96 rhy NN

Bai viét nay thu hat dugc nhigu
cam xuc, binh luan va Iuct chia
sé hon 88% trong sd 50 bai
viét va tin gan day nhat cla
ban trén Facebook.

Cam xuc 77
Binh luan 13

il 77 lugt bay & cam xuc

[TRAILER PHIM NGAN "SAY"] B8 Khéng d& moi ngu...

® 12 binh luan A 6 lugt ¢
Két qua ®
TangKém Tot
7 nhat nhat

Bai vigt nay da nhan dugc
nhidu luot click vao lien két
han 22% trong téng sé 50 bai
vigt va tin gan day nhat cla
ban trén Facebook.

Lugt click vao lién k&t 7



20:00 31 Thang 1, 2023
1D: 122861020699950

Lugt twdng tac

Quang céo lai X

[CASTING CALL EH] Xin chao tit ca moi ngudi, cdm on moi ...

- il 163 lugt bay té cam xuic ® 45 binh luan A 24 lugt chia sé
Téng quan Hiéu qua K&t qua tra phi Xem trudc bang feed
Hiéu qua
S nguciti€p cén @ Lugttuong tac @ Lugt tuong tac tiéucuc @
Téng Cam xtc Téng
7.027 168 0
Tu nhién 3.225 (46%) Binh luan 45 Duy nhat 0
Tra phi 4.068 (54%) Lugt chia sé 24

20:53 1 Thang 4, 2023
ID: 160112370308148

J  Lugt tuang tac

il 250 luot hay to cam xuc

Téhg quan Hiéu qua K&t qua trd phi Xem trudc bang feed
Hiéu qua

Sd nguditiép cidn @ Lugt tuong tic @

Tang Cam xic

15.286 280

Quéng cao lai e X

HPHIM NGAN “SAY” CHINH THUC CONG CHIEU ONLINE...

® &2 binh luan A 100 luct chia sé
Lugt tuong tac tiéu cuc @
Téng
0

Figure 49: Effective posts on fanpage Facebook

It can be seen that the posts in the period of increasing awareness of the target audience with the

content of updating news and laws on the topic of driving after using alcohol receive a lot of attention
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and interaction. These are all newly updated information that the team has learned, so many people do
not know it, thereby making them curious and interested, leading them to interact to be able to better
understand that information. In addition, the media posts for the movie mostly reach a lot of people,
thereby motivating the target audience to continue watching the media campaign to look forward to
the movie. As a result, the reach and interaction of the short film "Say" were higher than expected,

showing that the campaign's short film communication effect has been successful.

8. Actual Budget

1 EVENT 8.721.375

2 FILM 22.769.000

3 MEDIA 1.350.391
TOTAL 32.840.766

Table 17: Actual Budget

After implementing the entire campaign, the total cost that the team paid up to 32 million VND,
exceeding the estimated cost. However, the actual cost did not exceed 10% of the estimated cost, so it

can be said that this is a success of the team in estimating and managing expenditures properly.

9. Evaluation
9.1. About the social media platforms

After three months of the campaign, the campaign's results compared to the initial set of KPIs were
relatively positive. For social media platforms, the group has not yet achieved the initial KPI set of
1000 fanpage likes, but the campaign worked effectively on social networking platforms, especially
Facebook. That is reflected in the fact that the 4Betara Production Facebook page reached nearly
60000 people with a total of 62 posts, surpassing the initial KPIs set by the group (50 posts and
500,000 hits). From the above positive results, the main product is the short film "Say" which has
exceeded expectations (specifically, more than 12 thousand views, more than 200 reactions, 50

comments and 100 shares).
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Figure 50: Communication effectiveness measurement results

Although the communication effect of the campaign on the Facebook platform was more successful
than expected, the film released on the Youtube platform did not receive many views due to the lack
of content and the more difficult approach to users than Facebook.

9.2. About the event
The event achieved 181 check-in forms and 217 feedback forms. It is shown that the premiere short
film “Say” event was successful with the actual audience coming to participate more than the
expected target audience (150 people), even though the number of participants who filled out
feedback did not meet the initial target of 250 people. However, the feedback that the audience
contributed is very detailed and enthusiastic, showing that they really care about the project and want
the film to be completed to the fullest.

e 181 check-in forms include:

0 Question 1: Are you a student at FPT University taking part in the event, aren't
you?

113 (62.4%) from FPT University HCM’s students, 68 (37.6%) from others.

Ban co phai la sinh vién DH FPT HCM tham gia su kién 1an nay khong? |D Sao cheép

181 cau tra I&i

®Co
@ Khong

Figure 51: Check-in question 1

o0 Question 2: How can you approach the event?
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95 (52.5%) know the event by passing by, 34 (18.8%) by 4Betara Production, 22 (12.2%) by flier, 8
(4.4%) by standees and other forms.

Ban biét su kién an nay qua: ILJ saochép

181 cau tra 16i

@ Toroi

@ Fanpage 4Betara Production

@ Minh di ngang qua thay nén ghé vao
@ Standes

@ vé

@ Hurdng nghiép

@ thay co

@ Truc tiép

i 4

Figure 52: Check-in'’s question 2
More than half of the event participants said that they passed by and were interested in the activities of
the event so they participated, only 18.8% of the participants knew about the event through the official
Facebook page of the project. This shows that the media post for the event on Facebook has not really
attracted many participants, or it may be because they know but do not have time to attend the event.
o Question 3: What activities did you participate in?

70 (38.7%) participated in premiere short film “Say”, 64 (35.4%) in both activities, 47 (26%) in “Say”
simulator experience.

Ban da tham gia hoat déng nao? |D Sao chep

181 cau tra lai
@ Cong chigu phim ngén "Say”

@ Trii nghiém mé phdng cam giac say
@ Canhal

Figure 53: Check-in's question 3
It can be seen that the number of participants watching the movie in the premiere accounted for more
than the experience event. This proves the effectiveness of the event, with the main purpose of

communicating and releasing the short film "Say" to the audience.

After receiving the responses from the entire event, the project succeeded in conveying the message

based on the short film "Say" as well as the categories on the fanpage of 4Betara Production. At the
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same time, the reach and interaction of 4Betara Production's fanpage is also relatively high and close

to achieving the KPIs as planned.

10.
10.1. Key takeaways

98

Reflection

Stop

Start

Continue

Avoid delays in event
operation:

+ Reasonable division
of human resources
for the areas where
the activities of the
event take place.

+ Arrange instructors
and moderate
participants
properly, with no
downtime.

Avoid delaying, slowing
down the progress of the
event:

+ Arrange people to
open on time so as
not to affect
subsequent
activities.

Using Facebook Reels to
convey information about
alcohol content:

+ Analyze Facebook
Reels algorithm and
build polished
content to reach
many people and
not be squeezed
into interaction.

Links with social
organizations related to the
same topic of the project:

+ Receive support in
terms of
communication,
information,
personnel...

Access to
witnesses/victims/accidents
of traffic accidents due to
alcohol content:

+ Do podcasts or
interview with
insiders for
multi-dimensional
content and bring
the story to convey
the message.

"Say know" and "Say news"
categories:

+ These categories
are topical, received
from T.A, so they
have potential for
development.

Activities to experience the
"drunk" feeling:

+ Received support
from participants at
FPT University
HCM, capable of
attracting
participants and
simulating the
feeling of driving
difficulty after
using alcoholic
beverages.

Video tutorial for measuring
alcohol concentration:

+ Disseminate to
viewers how to
measure alcohol
content so that
viewers can
understand the
operating principle
of the device and
provide useful
information to help
viewers grasp the
information,
avoiding
disadvantage if they
fall into the case of
being prosecuted.
punish.

Table 18. Key takeaways after the campaign




10.2. Limitations
Besides the impressive stats from the campaign, there are still some weaknesses that need to be
overcome:

+ This is a campaign on the topic of "Traffic accidents caused by alcohol" - a new topic of
interest to the government and people in the past 2 years, so the access to and support from
the majority of people is still limited, and has not spread to other areas outside Thu Duc city.

+ The project only stops at raising awareness of the target audience or encroaching on a little
engagement through event activities because changing awareness and action is not a simple
thing that can be done in a short time but requires a lot of time, funding, human resources as
well as a combination of many aspects of propaganda, education, calling, communication...

+ Due to limited time and personnel, it is not possible to find out and contact social
organizations to receive support in terms of information, finance, human resources, etc.

+ The shooting angle, film color and sound processing of the film are still not professional and
professional, the project needs to listen to and improve these factors to perfect the short film
product.

+  Although the project has a good idea, it has not received support from many groups and
organizations and is limited in terms of funding and time, so the project still has difficulty in
accessing the target audience group.

10.3. Recommendations
Based on the recommendations on the “Continue” section, this campaign should:

+ Participating in groups on traffic safety topics; traffic news for seeding infographic posts or
news updates for the purpose of leading through Facebook fanpage and increasing reach and
interaction.

+ Update the latest information on the law or policy related to alcohol content to build content
for the fanpage, quickly update news to viewers.

+ Cooperate with other universities in the HCMC area to organize screenings and experiences to

reach more target audiences.

11.  Future plan

In the future, to achieve the most effective communication to everyone, especially young people, the
group will learn and suggest cooperation with universities, high schools and some non-profit
organizations in organizing traffic safety propaganda events in the upcoming traffic safety month.
Continue to build content on the topic of driving after drinking, and update the latest news and

legislation on the above topic to the audience.
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