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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.

Source: Báo Bạc Liêu, 2022.

7



Source: Báo Thái Nguyên, 2022

Source: Báo Đồng 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
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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
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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
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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 mở

chiến dịch tuyên

truyền xử lý

nồng độ cồn

(Ho Chi Minh

City opens a

campaign to

propagate and

handle alcohol

concentration)

(6/2022)

1/ Is an official

campaign jointly

implemented by the

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.

1/ The video is

projected outside the

outdoor led screen,

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.

1/ Maintained and

sponsored by the

government.

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.

1/ At the same time,

there were many

similar campaigns by

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.

Sức mạnh của

nói “không”

(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

people.

3/ There is a good

investment in terms of

costs to implement the

campaign enough to

stimulate the desire of

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.

accidents will be

overshadowed, making

young people

subjective.

2/ Quite a few articles

on other topics related

to alcohol-related

traffic accidents.

happening quite

popular in today's

society.

3/ Contributing to

traffic accident

propaganda in a way

that is relevant to young

people.

alcohol-related traffic

accidents or similar

campaigns.

2/ May not be suitable

for some young

audiences.

3/ This campaign

asked young people to

know a little about

technology at that

time.

Liên hoan phim

toàn quốc về An

toàn giao thông

năm 2019 với

chủ đề “Đã uống

rượu bia –

Không lái xe”

(National Film

Festival on

Traffic Safety

2019 with the

theme "Drink -

Don't drive")

(8/2019)

1/ Attracted many

attendees (200 works

of 3 genres: reportage;

Science; Short clip)

from agencies,

departments to

individuals.

2/ Being a official

event, receiving

government support.

3/ The winning works

are used for

propaganda purposes

throughout the country.

4/ It has practical

1/ The works

participating in the

event are not

publicized in new

media, causing limited

access.

2/ The communication

to the public to know

about the event is still

limited.

3/ Not targeting young

people.

4/ The way of

transmission still

follows the old,

1/ Maintained and

sponsored by the

National Traffic Safety

Committee.

2/ Get support from

attendees.

3/ Contributing to the

propaganda in the

cinematic aspect.

4/ Incorporating the

right time to change

Decree

100/2019/ND-CP on

sanctioning of

administrative

1/ Overwhelmed by

other newly built

campaigns.

2/ Not focusing on

communication in new

media, leading to the

number of attendees

often coming from

television stations,

state agencies.
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meaning to choose

good movies to convey

the message of the

event.

stereotypical motif. violations in the field of

road and railway traffic.

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

● 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.

● Short film “White flower”:

○ 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.
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→ 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:

● 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.

● 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.

● 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%).

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%.

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.

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.

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.

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.

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.

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.

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. Big idea

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

● Một chén rượu, triệu trách nhiệm.
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2.3. Goal

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

2.4. KPIs

● Social media: Facebook fanpage (4BETARA PRODUCTION) about the project has 8000

reaches and increased 1000 likes from 16/1 to 02/04.

● Achieving 50 posts for 9 weeks of social media.

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

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

especially the film

● 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.
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2.5. Strategy approach:

Timeline Week 3

(16/01/2023 - 05/02/2023)

Week 4-8

(06/02/2023 - 12/03/2023)

Week 9-12

(13/03/2023 - 02/04/2023)

Phase Phase 1: Awareness Phase 2: Interest Phase 3: Desire Phase 4: Action

Goals - Introduction of ongoing

projects on Facebook.

- Increase the awareness of the

project by introducing posts

about the project and the group

on fanpage Facebook, providing

knowledge related to the topic

on the fanpage to T.A.

- Attract the target

audience's interest

in the project,

especially short

films.

- Update

information about

movies and

categories on the

fanpage.

- Let T.A share their

own stories about

alcohol-related

traffic accidents.

- Share pictures and

information about

traffic accidents

recently.

- Launching the movie and

attracting T.A to attend the

online and offline premiere.

- Update on the movie

premiere event combined with

the simulation of drunken

experience.

- Spread the message to T.A

to increase awareness about

not driving after drinking.

KPIs 500 likes, 5000 reaches, 100

interactions.

1000 likes, 8000 reaches, 200 interactions. Reaching 2,000 views for

short film launching on media

platform (Facebook, Youtube)

Reaching 100 participants for

the event.

Key

activities

Sharing project information

posts, education posts.

Sharing stories of traffic accidents caused

by alcohol, education posts, project

information posts.

Sharing event information

posts.

Short film “Say” released.

Platform Facebook

Supporting

platform

Youtube

Table 2: Strategy approach
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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.

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.)

● Demographic:

○ Gender: both male and female

○ Occupation: Student

○ Aged: 18-24 years old

● Geographic:

○ Ho Chi Minh city

● Psychological:

○ Like joining fun with friends and relatives.

○ Pay attention to social issues

○ Enjoy watching clips or short films on social media platforms

● Behavioral:

○ Used to use alcohol

○ Driving by themselves after using alcohol

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

○ Regularly use social networks for entertainment and news updates.

2.7.1.2. Target Audience 2 (sub-audience):

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...)

● Demographic:

○ Gender: both male and female

○ Occupation: Worked

○ Aged: 25-36 years old

● Geographic:

○ Ho Chi Minh city

● Psychological:

○ Like joining fun with friends and relatives.

○ The nature of the job requires frequent use of alcohol

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

○ Enjoy watching clips or short films on social media platforms

● Behavioral:

○ Used to use alcohol

○ Driving by themselves after using alcohol

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

○ 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

B. Sub-topic 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” Reạl

● Content: Share real images, information about drunken traffic conditions

● Task Search, share or record real images of driving vehicles in traffic.
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● Format: Image - Post - Video

● Hashtag: #4betaraproduction #SR #SAYreal #TNGT #dauongruoubiathikhonglaixe

2.7.2. Social media timeline

Figure 17: Social media timeline

Link: Here

2.8. Event

2.8.1. Concept

● 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:

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

○ Black and gray : the color of the road surface
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2.8.3. Key Visual

Road surface with road markings, traffic lights and different types of traffic signs

2.8.4. Insight

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

● 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.

● 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

● Main T.A: Student of FPT HCM University

○ Interested in social issues

○ Like to participate in new experiences.

○ Love watching movies, especially short films.

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

2.8.6. Time & Location

● Estimated date: March 8 (mid-week 9 of the semester), starting at 8:00 am and ending at

12:00 pm.

● 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”:

● Short film premiere "SAY"

○ 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.

● Drunk simulation experience (Drunk & drive):

○ 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.

○ 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: VTC14 Channel).

2.9. Expected Budget

No. Category Expense
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. Pre-production
3.1. Film introduction

● Title: Say (Drunk)

● Genre: Drama

● Theme: Consequences of being drunk in traffic

● Duration: 15 - 20 minutes

● Target audience: Young adult (18 - 24 years old)
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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: Cường (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
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3.2. Structure

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:

● 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.

● 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.

38



● 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.

● FIND - Get a result:

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

Pro.

● 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

● 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.

● 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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Figure 20: Script of the short Film “Say”

3.4. Mood and tone

● Mood:

○ 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.

○ 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.

● Tone:

○ The first segment of the film has cheerful colors, showing the joy throughout Cuong's

drinking party.

○ 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:

➢ Cường:

○ Age: 24 years old.

○ Gender: Male

○ Occupation: Students dropout of school to work early

○ Family background: My parents passed away a few years ago, and had to go to work

to support my younger sister.

○ Personality: cool, quiet, rarely expressing emotions, always acting strong but very

emotional.
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○ Appearance: Balanced figure, slightly dark skin, cool face

➢ Nghi:

○ Age: 18 tuổi

○ Gender: Female

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

○ Family background: Mom and Dad passed away a few years ago, living with her

older brother.

○ Relationship with the protagonist: Cuong's younger sister

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

active, always brings positive energy.

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

3.5.2. Other characters:

➢ Thuận:

○ Age: 24 years old

○ Gender: Male

○ Personality: humourous, likes to make jokes, cares about friends.

○ Relationship with the protagonist: Cuong’s friend.

○ Appearance: Well-proportioned figure, style, trendy clothes, funny face

➢ Bố của Cường (when young):

○ Age: Over 35 years old

○ Gender: Male

○ Appearance: Balanced figure, kind face

➢ Mẹ của Cường (when young):

○ Age: Over 35 years old

○ Gender: Female

○ Appearance: Slender figure, kind face, gentle smile
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4. Production
4.1. Film execution

4.1.1. Shot list

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

Figure 21: Call sheet of Short Film “Say”

47



4.1.3. Human resources

No. Name Position

1 Phan Anh Minh Director/Scriptwriter

2 Trịnh Nguyễn Nhật Trường AC/Editor

3 Nguyễn Vũ Xuân Mai Line Producer/Set design

4 Nguyễn Ngô Phát Đạt Lighting

5 Lê Duy Thành D.O.P

6 Nhật Huy Cam OP

7 Thanh Tùng AC

8 Bảo Khánh MUA

Table 5: Human resources of short film “Say” production
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4.1.4. Budget

Table 6: Film production budget
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4.1.5. Production kit

4.1.5.1. Talent

Table 7: Table of talents
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4.1.5.2. Custom

Table 8: Table of customs
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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.

Table 9: Check list short film “Say”

Figure 22: Cường’s House
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Figure 23: Thuận’s House

Figure 24: 292 Binh Loi street
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4.1.5.4. Equipment

Table 10: Table of equipments
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4.1.6. Product placement

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

Figure 25: Poster introduces characters in the film
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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
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5. Post-production

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

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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● 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
removed for violation of community
standards when posted on social media
platforms (facebook, youtube).

High Post product tests on two social media
platforms to check if the movie contains any
scenes that violate community standards for
timely handling.

Movie circuits may differ from
expected due to insufficient shooting
conditions (time, place,...)

Medium Survey the location before the shooting date,
and let the actors practice in advance to make
the filming go more smoothly

Lack of footage, causing difficulties in
the editing process

Medium Overshoot some important scenes, add effects
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.
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6.1.1. Human Resources

Table 14. Table of event’s human resources

6.1.2. Time & Location

● 10/03/2023:

○ Drunk simulation experience: at Stair floor 1st, opposite Drum Dong
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Figure 28: Participants enjoy “Say” simulator experience at Stair floor 1st

○ 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.

Table 15: Event flow

● Drunk simulation experience:

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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Figure 30: Drunk simulation experience

● 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.
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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.

Figure 33: Directional decals
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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.

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.

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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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 FPT University HCM’s Hall B

01/04/2023 20:00 4Betara Production and 2711 Production

Table 16: Expected film premiere date
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Figure 38: The film was released on Facebook
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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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Figure 40: Shares on Facebook
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6.4. Feedback on online platforms:
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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.
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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

● 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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Figure 43: The occupation of participants

● 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.

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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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.

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

improve on?
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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!

83



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

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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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

No. Category Expense
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.

● 181 check-in forms include:

○ 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.

Figure 51: Check-in question 1

○ 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.

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.

○ 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.

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. Reflection
10.1. Key takeaways

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
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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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