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CAPSTONE PROJECT EXECUTIVE SUMMARY

Subject code

SP23MCO7

Subject name
(English)

Media production for The Seventh Barista

Subject name

(Vietnhamese)

San xuat san pham Truyén théng cho The Seventh

Barista

Subject

explanation

<The Seventh Barista>, is known as a coffee shop that
has a design just like a bar. Through visually appealing
content, we aim to create a media campaign that
focuses on enhancing the identity of the coffee shop
and showcasing the wide variety of drinks it offers. We
will use multiple platforms, including Facebook,
Instagram, and in-store promotions, to effectively

communicate our message to the target audience.

Group code

GSP23MCO7

Group

members

1. Lé Minh Bach - SS130167
2. Tran Nguyén Xuan Anh - SS140075
3. Phan Tai Khanh - SS150328

Scope of work

1. Research and finding

2. Media Planning

3. Execution

- Design chibi characters attached to each drink item
in The Seventh Barista's menu

- Producing content on Facebook and Instagram

- Organizing minigame activities to accumulate points,
exchange gifts and give free drinks at the shop

- Redesign new menu for the coffee shop
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- Producing a Motivational Video
- Performance evaluation and measurement reports
4. Tasks
- Le Minh Bach: Designer, Copywriter, Content Writer,
Script Writer
- Tran Nguyen Xuan Anh: Video producer,
Photographer
- Phan Tai Khanh: Account, Product Assistant
Results
KPI Actual Comparison
Reach
Motivational Video
Views 15000 15014 100,09%
Facebook
Reach 50,000 47,030 94,06%
Like 5,500 6,083 110,6%
Instagram
Follow 2,500 2,563 102,5%
Budget 9,950,000 VND
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CHAPTER 1. INTRODUCTION

1.1 Business Overview

The Seventh Barista is an independent coffee shop located in District 7. Here, the
shop is designed in the form of a bar with a comfortable and relaxing style with
coffee products made from Arabica beans that bring a strong flavor with other
drinks prepared professionally, combined with a pleasant quiet space to bring a
very "Chill" experience to customers. In general, the shop has a unique design
style but is also extremely cozy and quiet, creating a friendly feeling in the eyes of
customers every time they visit. In addition, the shop has a bar serving coffee,

customers can sit and chat like small bars, bringing a new experience.

Figure 1: The Seventh Barista’s bar corner

Just like wine and beer, each type of coffee has a different flavor depending on
the coffee beans, the way the coffee is roasted and where it is grown and where it
comes from. At The Seventh Barista, if customers have a need, the barista can still
provide customers with useful information about the type of coffee bean they are
using and can explain how they taste, thereby helping customers decide which

coffee to choose to best reflect personal taste.
1.2 Client’s brief

CLIENT: The Seventh Barista

PROJECT NAME: Media production for The Seventh Barista
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Owner contact name: Nguyén H{u Hién
Phone number: 091 362 91 69

Email Address: huuhien2505@gmail.com

Facebook Address: https://www.facebook.com/nguyen.huuhien.524
1. WHAT DO YOU DESIRE THROUGH OUR CORPORATION?
Building a strong online presence.

Increase the brand identity of The Seventh Barista, develop a comprehensive
strategy that helps establish a clear and consistent brand image in the minds of
the target audience. Create a unigue and memorable brand that resonates with

customers and makes them feel like they are a part of something special.
2. WHAT IS THE ISSUE/CHALLENGE THAT YOU ARE FACING?

e Low brand identity.
e The shop has so many choices in drinks that customers only order familiar
drinks.

3. WHAT PRODUCT YOU WANT TO PROMOTE IN THE CAMPAIGN?

| need you to help promote the shop's entire range of available drinks on our
current menu. Our aim is to raise awareness about our offerings and attract more
customers. Additionally, we are planning to launch a new menu with some
exciting new drinks, and | want you to promote these new additions on our
fanpage as well. It would be great if you could showcase the uniqueness and

appeal of these drinks to entice customers to try them out.
4. WHAT ARE THE OBJECTIVES THAT NEED TO BE ACHIEVED?

Marketing objective: Our primary goal is to maintain our existing customer base
and attract new customers and followers to our brand. This can be achieved
through various marketing initiatives aimed at promoting our products and

services in a positive light.
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Communication objective: Our focus is on communicating the unique qualities
and characteristics of our products and production process to potential
customers and followers. This will involve highlighting the distinctive features
that set us apart from our competitors, such as the quality of our ingredients, the
creativity of our recipes, and the attention to detail in our production methods. By
raising awareness of our uniqueness, we can build a stronger connection with our

customers and attract new fans to our brand.
5. WHO IS OUR TARGET AUDIENCE?

Currently, our shop has two main customer segments: university students aged
19-25 and office staff aged around 26-35. The students usually visit the shop to do
homework, study or hang out with friends, while the working people often come
to meet up with clients or business matters. Our strategy can target either one of

these customer segments or both, if possible, for maximum impact.

6. WHAT OUR TARGET AUDIENCE ALWAYS REMEMBER WHEN MENTIONING
YOUR BRAND?

Our brand is often associated with the number seven by our customers due to
our location in District 7 and the incorporation of the number seven in our coffee
shop name (The Seventh Barista). Oh and also, our customers remember us by
our friendly baristas, including myself as the owner who also serves as a barista
too. As a barista, | feel a responsibility to not only craft delicious drinks but also to
create a welcoming and enjoyable experience for our customers. It's important to
me that when our customers leave the shop, they feel happy and satisfied with

both the quality of our drinks and the customer service quality they received.
7. WHAT OUR TARGET AUDIENCE PASSIONATE ABOUT?

Customers love the eye-catching drinks at the bar, so you can take pictures, film

the drinks and post them on our fanpage in the most eye-catching way possible.
8. PROVIDE THE BUDGET ALLOCATED FOR THE CAMPAIGN.

The owner of The Seventh Barista has set a budget of up to 10 million VND for the

social media campaign and media production. Any expenses beyond this amount
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must be approved by the owner. However, the brand is willing to cover all

necessary costs to ensure the success of the campaign and production.

CONCLUSION: After discussing with the owner, we have come to the conclusion
that the two main problems The Seventh Barista currently facing are: The content
posted on fanpage is generally simple and boring, most of it is conveyed by
random, without a clear purpose, leading to unsatisfied customers can't really
receive the information that the shop wants to convey effectively. Despite having
an extensive menu of coffee, tea, and fruit juice, customers often default to
ordering drinks that they have had in the past or that they are already familiar
with. This can lead to a lack of variety and experimentation in the customer's

experience, limiting their potential to discover new and exciting flavors.

The objective of this campaign is to establish a fresh approach to customer
engagement for the brand. Our target audience comprises one of these two
current customer segments: young individuals between 19 to 25 years old or
those who are more mature that aged between 26 to 35 years old. We will focus

our efforts on two primary platforms, namely Facebook and Instagram.

CHAPTER 2. RESEARCH

2.1 Theoretical Research

2.1.1. Frazer's Six creative strategies

Creativity is considered to be a remarkable trait among individuals as it allows an
individual, organization and any governing body to think out of the box. The role
of creativity in advertising is competitive as it allows organizations to design
advertisements in many different ways to approach consumers in the most

effective way [1] (Werner J. Reinartz and Peter Saffert, 2013).

Frazer regards creative strategy as instructive principles determining the general
guality and character of the content designed for the advertisement message.
Within this scope, Frazer proposes six creative strategy sets applying for different
message circumstances. These six strategies comprise preemptive, unique selling

proposition, brand image, positioning, resonance and anomalous/affective. [2]
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First, preemptive strategy or generic claim with assertion of superiority. This
means extolling a product or service attribute or user benefit commmon to all in its
class. This strategy forces competitors into the "me too" position, or into strategies
based on physical or psychological differentiation which may be hard to achieve.

It is used for categories with little differentiation or new product categories.

Second, unigque selling proposition strategy (USP) ascribes to superiority claims
based on unique physical product characteristics and/or benefits. Uses a distinct
difference in attributes that creates a meaningful consumer benefit. It is used for

categories with high levels of technological improvement and innovation.

Third, brand image strategy is a claim of superiority or distinction based on
psychological differentiation, which is usually symbolic association. It is used with

homogeneous, low-tech goods with little differentiation.

The fourth strategy is positioning strategy which is an attempt to build or occupy
a mental niche in relation to an identified competitor. It is used by new entries or

small brands that want to challenge the market leader.

The fifth strategy is the resonance strategy or an attempt to evoke stored
experiences of prospective consumers to give the product relevant meaning or
significance. Uses situations, lifestyles, and emotions with which the target
audience can identify. It is used in highly competitive, undifferentiated product

categories.

The sixth strategy is the anomalous/affective strategy refers to attempts to
provoke involvement or emotion through ambiguity, humor, or the like, without
strong selling emphasis. It is used where competitors are playing it straight and

informative.
2.1.2. Positioning strategy

The "Positioning" in Frazer's Six creative strategies is one of six creative strategies
suggested by Keith Frazer, an advertising researcher. Positioning is an innovative
strategy that focuses on determining the position of a product or service in the

mind of a customer using certain characters or characteristics.

Table 1: Frazer's Positioning strategy (Frazer, 1983)
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Positioning Establish a place in the Used by new entries or small
consumer’'s mind relative to | brands that want to challenge
the competition. the market leader.

The goal of positioning strategy is to create a new product or service image in the
customer's mind and position that product or service as a top choice for their
needs. The author mentions these six creative strategies in his book "Advertising

Strategy: A Guide to Marketing Communication".
2.1.3. Through positioning strategy, evaluate The Seventh Barista

Positioning strategy is a crucial aspect in evaluating The Seventh Barista and

determining their competitive advantage in the market.

1. Target Market: To evaluate The Seventh Barista's positioning strategy, it's
important to understand who their target market is. They might be targeting a
specific age group, such as their current customers, or a particular lifestyle
segment, such as people who love coffee and want to find a coffee shop to go
and talk with friends. Understanding the target market will help you determine

whether The Seventh Barista's positioning strategy is appropriate and effective.

2. Competitor Analysis: It's important to understand The Seventh Barista's
competition and how it is positioning itself in relation to its competitors. This
includes analyzing its competitors' target markets, USPs, and overall branding

and marketing strategies.

3. Brand Image: Evaluate The Seventh Barista's brand image and determine
whether it aligns with its target market. This includes analyzing its packaging,

logo, and overall visual identity, as well as its tone of voice and messaging.

By evaluating these factors, we can gain a better understanding of The Seventh
Barista's positioning strategy and determine whether they are effectively
communicating their value proposition to their target market and differentiating

themselves from their competition that we will analyze below.
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2.2 Market Research

According to Amanda Zantal-Wiener, The Balance Small Business (2022) [3], an
independent coffee shop is a coffee shop that is not affiliated with a larger chain
or corporation. It is typically owned and operated by one or a few individuals who
have a passion for coffee and a desire to create a unique experience for their
customers. Independent coffee shops often focus on specialty coffee and
espresso drinks, using high-quality beans and roasts, and they may also offer a
variety of baked goods, sandwiches, and other food items. They strive to create a
cozy and welcoming atmosphere, often with unique decor, and they may offer
free Wi-Fi and a space for customers to work or socialize. Independent coffee
shops are often seen as a symbol of local culture and community, and they may
become gathering places for regulars who appreciate the personalized service
and attention to detail that they offer. Our client, The Seventh Barista can be
considered as an independent coffee shop because they meet the criteria of

being locally owned and operated, not part of a larger chain or franchise.

And according to to a market study conducted by Qandme.net about: “The
Vietnamese routine and habit of hanging out for coffee” (S3 thich va théi quen tdi
cac quan ca phé cua ngugi Viét Nam) [4], the type of coffee shops most favored

by Vietnamese customers are independent coffee shops.
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Types of Coffee shops

Independent coffee shops Chain coffee shops Local coffee shops

@ Usually go
Q. Please choose all the types of coffee shops that you have used for last 14 days. - %
Q. Please choose the coffee shop that vou use the most. " Go to the most

Popularity of coffee shops by type

53%

48% 46% 48% A7%,
36%
33
309
258
2%
20
8% ik 7%
5% 30
% 8% 7%
o 2% 5% 3 % 3% 3% % 39,
T : .

16-19 20-29 30-39 Female Male All
m Chain shops m Independent shops m Local shop
m Street coffee m Street takeaway  m Convenience store

The ratio of independent shops go higher as age goes older. Local

shops are more popular among male
‘he ratio of “Please choose the coffee shop that you use the most” Cm F/'gure

2 & 3: According to a survey conducted by Q&Me, Independent, non-chain cafes
are the most popular choice. (Source: Q&Me.net)

Statistically, even when it comes to the popularity of independent coffee shops,
the age group of The Seventh Barista current customers (19 - 25 and 26 - 35) is still
the highest. This is the first evidence that we found, proving that independent
coffee shops are completely capable of competing with chain coffee shops. This

will be further demonstrated through our brand research below.

2.3 Brand Research

2.3.1. Brand 4P

a. Product:
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Food and drinks service at The Seventh Barista are inspired or heavily influenced
by Western-style cafes such as America and Europe, which are hard to find for
customers who love Vietnamese coffee but still satisfy a department that wants

to experience unique things.

The menu is generally quite complete from traditional coffees made from
Robusta, coffee beans grown from abroad such as areas of Central America,
Central Africa and roasted by Australia like Arabica beans, from hand-brewed

coffee to cocoa, tea, fruit juice, croissants, rolls and especially signature dishes.

Beverages

]

Beverage Nonalcoholic
Wietnam's style - Orange Juice
with Robusta bean - Apple Juice

- Apple and pieapple

m Wietnam's Rohista

cnffes
Wietnam's Robusta

] with conderesed milk
Cafe Arabica Vietnam's Robusta

with coconut snack
Vietnam's Robusta
with joly snack

Cacao and tea

Geisha I special geisha
Hario Ved
kalita wave

ABrOpress
Cheme:x
Cold brew

Espresso single Crigin
Iced milk espressn
Americana
Cappuching

Latte

Plat white

Chooolate coffes
mMacchiato caramel
Classic affogato

Iced apple tea

Iced orange tea
Iced strawberry tea
matcha caramel
macchiato

Hot cocoa

Sweet potato
Coconut cocoa

Mocha affogato

Coffee and matcha
fusion

Apple coffee
Orange coffes
Freshcoco coffes
Beer coffee
Wabahi ice-cream

Ice-cream
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Figure 4: The Seventh Barista’s Product line

According to the overall review, The Seventh Barista was rated 4.7/5 on Google's
map search page with 114 positive reviews from customers both at domestic and
abroad with most of the reviews praising its drink and spatial. The quality of the
cakes, the coffee, the affordable prices, the music in the bar, the cozy atmosphere,

a suitable place to have fun with friends and the decoration of the store.

Figure 5: The Seventh Barista’s rating on Google map

b. Price:

The price of a drink at The Seventh Barista ranges from 40,000 to 150,000 VND,
far beyond the popular segment and comparable to those located in the mid-
range segment such as Trung Nguyen Coffee, Starbucks, and Highlands. Coffee,
The Coffee House,... However, in terms of experiences that customers can enjoy
when coming to the shop, then such a price is completely reasonable. The main
proof is that although the price is quite high, the shop still has a loyal customer
who is students from neighboring universities who come here thanks to being
attracted by its eye-catching appearance as well as the quality of service of food
and drink.
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THE SEVENTH BAF iSTA

CAFE TRUYEN THONG
Vietnarmes s syt with Robusta bean

CAFE DEN

Viesmarm Rotusts cofiee

CAFE SUA

Viearms Robusts coffen with condenaed mk
CAFE DUA

Viemarns Ratsts cofiee meh coonus snsck

CAFE JOLLY
Vemarm's Robusta coffee wih Jody snack

CAFE ARABICA

Espresso 3 hat cate Aradrca

ESPRESSO SINGLE ORIGIN
Single Shot { Doutle Shot

ICED MILK ESPRESSO
AMERICANO  hot | iced
Cat espreeso i hat Aratice phe lodng

CAPPUCCINO
Ca, 508 (UK vt foarn ddy
LATTE

Cat, 50 tux vet foam mdeg.

FLAT WHITE
Cat, 33 tucx kning foam

CHOCOLATE COFFEE iced
Cat cacac vi se x

MACCHIATO CARAMEL
Catt, caravmel sa rues kerm béo

CLASSIC AFFOGATO
Cut, ke ki o G

MOCHA AFFOGATO

OUR SIGNATURE

COFFEE AND MATCHA FUSION
Caté, 00 s vé mstchs

APPLE COFFEE

Cath. nucc 49 160 tucs vb tomic

ORANGE COFFEE
Catd, e ép corm e b ter:

| PRESHCOCO COFFEE

Café i s i e
NITRO COFFEE

Caté Colctrem duoe N,
BEER COFFEE

(Coté w8 Quisch beer dupe Ntro

WASABI ICE-CREAM

ICE-CREAM

ARTISAN COFFEE

Cato ha thi cng
GEISHA | SPECIAL GEISHA
HARIO V80  hot | iced

Caté pha ding phi V60
KALITA WAVE  hot | iced
Ca%é ha béng phiks Kaits
AEROPRESS ot | icec
Caté o béng bk Aercpros
CHEMEX hot | iced
Caté oha Bding binh Chermex
COLD BREW

Coté et st tarh

c. Place:

¢ Physical stores

Figure 6:

CACAO VA TRA
Cocos and Tes

TRA TAO

fers e oo

TRA CAM

o crange tea

TRA DAU

fond strawborry e

TRA DAO ATISO DO
oo rosese peach 128

MATCHA CARAMEL MACCHIATO
Marcha cararme v 333 furs ke to

HOT COCOA

Cacao v 508

SWEET POTATO hot | iced
Knos: tim v s3n

COCONUT COCOA

Cacan, U vé 508 e hem Dk

HOT TEA - POT

NUGC EP TRAI CAY - FRESH

NUGC CAM

Orange pace

NUGC TAO

Aople juce

NUGC THOM

Faneanche juce

NUGC THOM VA TAO
Aogie an prescpie prce
NUGC DUA LUGI
Cartaioupes puce

_ THESEVENTHBAFiSTA

The Seventh Barista’s menu

The Seventh Barista's physical store plays a vital role in creating a welcoming and
cozy atmosphere for its regular customers. The location of the store is
strategically chosen to cater to the needs of students studying at two renowned
universities in the district, RMIT University Vietnam and Ton Duc Thang University.
As these universities are located in the vicinity of the store, it is a convenient and

ideal spot for students to gather and unwind over a cup of coffee.

Apart from students, The Seventh Barista's location also attracts customers from
neighboring companies who are looking for a relaxing space to chat and enjoy
their drinks. The coffee shop's warm ambiance and friendly baristas make it an
ideal place for professionals to take a break from their busy schedules and
recharge. The store's convenient location and welcoming atmosphere help to

strengthen its customer base and build lasting relationships with its patrons.
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Figure 7: The Seventh Barista’s physical store

Address: 63 Street No. 14, Riverside Area, District 7, Ho Chi Minh City, Vietnam.
e Online channels

Owner of The Seventh Barista has been using Facebook and Instagram as a main
communication channel, using a mix of visual content and written posts to build
and maintain a dialogue with his friends or loyal customers. The coffee shop has
established an average online presence with 4,357 likes on Facebook and 1,574
followers on Instagram. He regularly posts pictures of the shop’s coffee, along

with status updates from the owner and messages to his customers.

On Facebook, The Seventh Barista has shared photos of its cozy interior, as well as
pictures of its signature drinks and food items. The coffee shop also shares
updates about its opening hours, special events. The page also includes reviews
and feedback from customers. On Instagram, The Seventh Barista often shares

visually appealing photos of its coffee items, along with short captions that
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include descriptions about coffee. The coffee shop also uses Instagram stories to

showcase its behind-the-scenes operations and highlight events and promotions.

TAN PHONG

Mgy en Van,l -inh Stroet

0

-o Ching téi phuc vu cafe 13 hat arabica trong tir nhigu viing & khu
vuic trung My, trung Phi. Budc rang bdi cic nha rang ciia Uc, dudc
cap déng dé gin giif h... Xem thém

il 4357 ngudi thich

4.499 ngudi theo déi Trang nay

9 1.111 ngudi da check in tai diy

Figure 8: Basic information of The Seventh Barista’s fanpage

the.seventh.barista Theo dai

149 bai viét 1.574 nguai theo doi Pang theo d6i 1 ngudi dung

The Seventh Barista
Sén phdm/Dich vu
Tai day chang t6i c6 ca phé ding chuén va ngon @

www.fb.com/the.seventh.barista

LoveU! Custo... The signature

Figure 9: The old interface of The Seventh Barista’s Instagram

d. Promotion:
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In addition to the "congratulations" posts posted on the Facebook homepage,
The Seventh Barista has not yet organized any programs, events, promotions, and
discounts on drinks on Tet holiday to attract customers to come back to the store

as well as attract more new customer profiles.

“My philosophy before opening the shop was that it had to be
different from the majority. If | wanted to serve a cup of coffee made from
Arabica beans, it had to be original Arabica beans because some shops
sell at a cheaper price and use who-knows-what to brew for their
customers. My shop doesn't offer discounts because it has the right value

and quality, and it will always be like that in the present and future.”

(Mr. Hien, the owner)

2.3.2 Brand Resonance Pyramid

First of all, a brand can be defined as a set of tangible and intangible attributes
designed to create awareness and identity and build the reputation of products,
services, people, place or institution[5] (Bonnici, 2015). Branding is a process that
ensures the success of a product or service by making people believe that one

product or service is better than another.

Stages of Brand Branding Objective at
Development Each Stage
4. Relationships Intense,

What about you and me? Resonance active loyalty

‘ |

3. Response Positive,

Nhat about you? Judgments  Feelings accessible reactions
2. Meaning Points-of-parity
What are you? Performance Imagery and -difference
1. Identity o Deep, broad
Who are you? Salience brand awareness

Figure 10: Brand resonance pyramid. (Keller, 2013).
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The Brand Resonance Pyramid is a model used in branding and marketing to
understand the different levels of customer engagement and attachment to a
brand. The pyramid consists of five levels, with each level representing a deeper
and more meaningful connection between the customer and the brand. (Keller,

2013, Strategic Brand Management, pp. 108-109). [6]

We use the Brand Resonance Pyramid to understand the level of customer
engagement with their brand and to develop strategies to move customers up
the pyramid to create deeper and more meaningful connections. This can include
creating targeted content and experiences, building brand communities, and
aligning the brand's values and messaging with those of its customers. By
building a strong brand resonance, a brand can create loyal customers who are
more likely to make repeat purchases and become advocates for the brand.
Branding can also reinforce a good reputation, encourage loyalty, ensure quality,
and convey a greater perception of value (allowing a product to be priced higher).
In addition, branding is a two-way process between the producers and the
customer [7] (Healey, 2008, pp. 10-14, 26-28). Based on the model, there are six

steps to build a strategy for a brand, specifically for The Seventh Barista, these are:

1. Brand Salience:

Brand salience refers to the degree to which a brand is perceived as different or
distinctive from other brands in the same product category, and how easily and

often it comes to mind when consumers think about that category.

Based on the survey we conducted (See in Appendix 1), it has been found that
76,8% of customers tend to visit independent coffee shops such as The Seventh
Barista only when they are located in close proximity to their place of residence.
This implies that customers may not be willing to travel far for a coffee shop that
they are not familiar with, hence emphasizing the importance of local brand
awareness for independent cafes. As The Seventh Barista is a small independent
coffee shop with only one branch, it is natural that the cafe is mostly known to the
local customers in its vicinity. However, when compared to other similar bar
coffee shops, The Seventh Barista has a better brand identity breadth with a

percentage of 29.5%. This suggests that The Seventh Barista has been successful
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in establishing itself among its local competitors. However, the overall brand

identity of The Seventh Barista remains relatively low as per the survey results.
2. Brand Performance:

Brand Performance is a term used to measure how well a brand is delivering on
its functional benefits or product attributes compared to its competitors. It refers
to how well a brand meets the needs of its customers and how it performs in

terms of quality, reliability, and consistency.

According to our survey, customers rated the coffee shop positively in terms of its

space, beverages, baristas, and price.

Our second survey also showed that customers liked the brand and products.
Respondents agreed or strongly agreed on the Likert Scale that these factors
were satisfactory. However, the communication on the shop's social media page
was not effective. It's also revealed that 61.8% of the respondents liked the baristas
the most, 32% of respondents appreciated the space. The survey did not identify

product cost as a strong point of The Seventh Barista.
3. Brand Imagery:

Brand imagery refers to the mental picture or image that consumers have of a
brand. It is the set of associations, feelings, and beliefs that consumers have about
a brand, which are often formed through the brand's marketing and

communication efforts, as well as their experiences with the brand.

The brand image of The Seventh Barista is a vital aspect of its marketing strategy,
and it plays a crucial role in the perception of the coffee shop by both potential
and current customers. The results of the survey showed that the brand image of
The Seventh Barista is associated with five primary keywords: "Am cung" (Cozy),
"Than thién" (Friendly), "Ngon miéng" (Delicious), "Tré trung" (Youthful), and "Bat
mat" (Eye-catching). These keywords are the main attributes that customers

associate with the brand, and they form the basis of the brand's identity.

"Than thién" (Friendly) was the most prominent, with 84.5% of customers who

have visited the shop and 55.4% of those who had not visited using it to describe
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the brand. This suggests that the friendliness of The Seventh Barista is a

significant factor in the brand's image and is a key driver of its success.
4. Brand Judgements:

Brand judgments refer to the customer's overall evaluation of the brand. It
includes the customer's perceptions and opinions about the brand's quality,

reliability, value, satisfaction, and likability.

In the case of The Seventh Barista, according to the survey results, customers
generally have a negative judgment regarding the product’s pricing. They feel
that the prices are high compared to other similar independent coffee shops in
the area. This perception can potentially discourage some potential customers

from visiting the shop.

Additionally, the survey showed that customers perceive the communication
activities of the brand to be unoriginal and unappealing. This implies that the
brand's messaging may not be resonating well with its target audience.
Consequently, this can lead to a lack of interest in the brand's offerings and a lack

of engagement with potential customers.
5. Brand Feelings:

Brand Feelings refer to the emotional responses or connections that customers
have with a brand. It reflects how the brand makes customers feel, which can
influence their decision to purchase or use the brand. Positive brand feelings can
lead to brand loyalty, while negative brand feelings can deter customers from

engaging with the brand.

The Seventh Barista has built a positive brand image in the minds of its
customers, with several key feelings associated with it. Customers have described
the coffee shop as "friendly," with "happy baristas" and "nice space" being
common phrases used to describe their experience at the shop. However, there is

a lack of clearly defined feelings associated with the brand.

To enhance its brand feelings, The Seventh Barista should focus on incorporating
elements that align with the brand's identity. For example, the number 7 could

be used as a key theme to create a sense of unigueness and creativity. The brand
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could also focus on creating an experience around their delicious drinks, such as
incorporating unique flavors or using high-quality ingredients. By doing so, the
brand can create a stronger emotional connection with its customers and

establish itself as a go-to destination for coffee lovers.
6. Brand Resonance:

Brand resonance refers to the level of connection or relationship between the
brand and the customer. It is a measure of how deeply the customer is attached

to the brand and how likely they are to continue using or recommending it.

Despite having a relatively low brand identity, The Seventh Barista has been
successful in building strong brand resonance with its existing customers. A
significant proportion of customers who have already experienced The Seventh
Barista's coffee have developed a strong affinity for the brand, with 54.5% of them
indicating that they would consider The Seventh Barista when selecting a coffee
shop. Moreover, the owner of the coffee shop has observed a high level of
consumer loyalty among customers who live or work near the shop. In fact, the
survey results indicate that 60% of customers who have tried The Seventh
Barista's coffee would definitely recommend it to others, highlighting the

strength of the brand's resonance among its loyal customer base.

2.4 S.W.OT Analysis

Table 2: SW.OT Analysis of The Seventh Barista

The Seventh Barista

Strength Many customers appreciate the quality and variety of drinks
at The Seventh Barista. The coffee shop boasts a spacious,
clean, and beautiful space that is relaxing and inviting.

It is both suitable for guests to gather, chat with friends, and
suitable for guests to work, study and deal with deadlines.

Weakness The average price is quite high, the commmunication is not
really strong enough for many people to know.

Because there has not been a specific communication or
advertising campaign, the number of people who know the
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shop is mostly regular and loyal customers.

Opportunity

The vast majority of Vietnamese people have a culture of
sitting at a cafe shop in their free time. This is a habit that has
been ingrained in the subconscious of the people from all
ages. Therefore, this is also an opportunity for businesses to
understand the target audience to come up with a
communication strategy that is suitable for local tastes.

Threats

The coffee shop industry is a highly competitive market with
various types of coffee shops (Brand coffee shop,
independent coffee shop, local coffee shop,...) aiming to the
same target customers.

Customers today have more and more choices, as well as
can easily distinguish the quality of coffee between shops.

If the shop doesn't impress enough and doesn't create many
events and discounts, nothing can stop customers from
moving from one shop to another.

2.5 Customer Research

2.5.1. Appendix 1: Survey on the coffee shop selection behavior of

young people in Ho Chi Minh City (Khao sat vé hanh vi lua chon

quan ca phé cua gidi tré trong dia ban Thanh pho H6 Chi Minh.)

Table 3: The time of the first survey execution

Method

Techniques Time Duration Location

Quantitative

Survey January/2023 1 weeks TP.HCM

This survey was done before the start of the campaign, we carried out a

guantitative sampling through a survey. There are also two ways we collect

results. First, we asked people we knew on social media. Secondly, the

information collection was done by surveying customers directly at The Seventh

Barista when they ordered or paid for drinks through scanning a Qr code placed

at the counter.
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First thing first, we conducted a small survey with 154 people participating, which
includes 91 men (59.1%) and 62 women (40.3%) about the coffee shop selection

behavior of young people in Ho Chi Minh City.

The establishment of creating the questionnaire based on what we have learned

about consumer behavior and the coffee shop market in Vietnam.

“Coffee shop chains are often cafes belonging to "big names" or popular
"brands" such as Highlands, Trung Nguyen, The Coffee House, Starbucks, etc.
and have locations in many districts, cities, and even different countries.
Meanwhile, local coffee shops are usually just small individual shops with only
one location in the city or country where they are located.” After giving them this
information, the questionnaire was separated to classify two types of customers
who prefer two different types of coffee shops: brand coffee shop and

independent coffee shop.
a. Brand coffee shop

“The most famous coffee shop brands with the most branches in Ho Chi Minh
City at present are Trung Nguyen, Highlands, and The Coffee House. The
common strengths of these brands that can be clearly seen are the prime
locations of their branches, which are spread throughout the city, and the fact
that they have been present for a long time, so they have a good position in the

hearts of customers.

However, despite having hundreds of branches, each branch of these brands has
a common point that their space and menu are all designed the same way,
without bringing anything new, creating a feeling of "safe but boring" for

customers”. Do you agree with this viewpoint?”

It's surprising that the majority of survey respondents agreed with us and took

about 45 people (68.2%).

It can be seen that the famous coffee shop brands with the most branches in Ho
Chi Minh City today are Trung Nguyen, Highlands, and The Coffee House. The

most visible common strength of these brands is that the branches they open
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have prime locations, spread across the city, plus because they have been around

for a long time, they occupy a good position. good in the hearts of customers.

However, even though there are hundreds of branches, every shop of these
brands opens has the same thing that from the space to the menu are designed

the same, giving customers a feeling of "safety that can lead to boring".
b. Independent coffee shop

According to our survey, the majority of participants choose independent coffee
shops mainly because of the affordable prices. Specifically, 51.8% of them spend
less than 50,000 VND for a cup of coffee. On the other hand, 66.7% of those who
prefer "Branded” coffee shops are willing to spend from 50,000 to 100,000 VND
for a cup of coffee. However, The Seventh Barista seems to be facing a price
barrier to reach a wider customer base, as their prices may not be considered
affordable by some customers. Therefore, the coffee shop may need to find other

ways to attract more price-sensitive customers.

Creating compelling campaigns that target potential customers can be an
effective way for The Seventh Barista to reach a wider audience. The campaigns
could be centered around the unique features of The Seventh Barista that we
have found through this customer research. By creating compelling campaigns
and promotions, The Seventh Barista can reach a wider audience and attract new

customers while also retaining its existing loyal customer base.

2.5.2. Appendix 2: Survey on the awareness of The Seventh Barista
in Ho Chi Minh City. (Khao sat vé dé nhan biét cua quan ca phé
The Seventh Barista trong dia ban Thanh phd H6 Chi Minh.)

Table 4: The time of the second survey execution

Method Techniques Time Duration Location

Quantitative Survey February/2023 1 weeks TP.HCM

To further understand our customer, a second survey was conducted to measure
the awareness of The Seventh Barista coffee shop in Ho Chi Minh City. The second

survey conducted at The Seventh Barista also used the sampling method similar
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to the first survey. However, this time, the surveyors were more active in surveying
directly at the shop. The surveyors asked customers to scan a QR code with their
phones to access the survey form, making it more convenient for customers

to participate.

In the second survey, we measure brand awareness of The Seventh Barista
through surveying 193 participants including 97 men and 95 women. In which,
57% (110) of survey respondents have been to The Seventh Barista and 60% (66) of

them visit the shop from time to time with a frequency of 3 to 5 times a month.

To summarize, The Seventh Barista has successfully established itself as a
sustainable brand, resonating well with its current customers. The coffee shop
has managed to create a positive brand image with its customers, who associate
the brand with attributes such as being "friendly," "youthful," and "eye-catching."
Additionally, customers have also been impressed with the coffee shop's
performance, describing its spaces as "beautiful and cozy," its baristas as

"enthusiastic and friendly," and its drinks as "delicious and eye-catching."

However, despite the strong connection with existing customers, The Seventh
Barista appears to be struggling to effectively communicate its brand image to a
wider audience. This may be attributed to the lack of targeted promotional
activities that aim to reach a broader customer base. Therefore, the coffee shop
must develop more strategic communication methods to clearly convey its brand
message, increase its visibility, and expand its customer reach. By doing so, the

brand can strengthen its reputation and continue to grow its loyal customer base.

Always be creative and

e BRAND EXPLORATORY

+ Baristas are enthusiasticand

Great customer service

e THE e
SEVEN7H
BAFTSTA . .

M E NTAL M AP + Communication is not good

Overall not attractive enough for

customers
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Figure 11: The Seventh Barista Mental Map

2.6 Competitor Research

In order to identify competitors of The Seventh Barista, we based on the first

survey (Appendix 1) on the coffee shop selection behavior of young people in Ho

Chi Minh City. This survey served as the foundation for identifying other cafes that

are similar in nature to The Seventh Barista. The results showed that 45.9% of the

participants prefer to go to independent cafes like The Seventh Barista. We asked

them to provide the names of a few local coffee shops that they frequented, and

the responses were filtered to determine the top three. The cafes that emerged

as top competitors were Ngot Coffee, AVOCAFE, and Otis Coffee & Tea.

Table 5: Competitor of The Seventh Barista

Ngot Coffee

AVOCAFE

Otis Coffee & Tea

Address

Physical shop: 1 Street No. 7,
Ward 4, District 4, Ho Chi
Minh City

Social media:
https:;//www.facebook.com/N

gotcaphegiaikhat

Physical shop: 204A Pasteur,
Ward 6, District 3, Ho Chi
Minh City

Social media:
https://www.facebook.com/a

vocafene

Physical shop: 269 Tran Phu
Street, Ward 8, District 5, Ho
Chi Minh City

Social media:
https://www.facebook.com/pro
file.php?id=100076000390981
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Overview

Ngot coffee has 4 branches
commonly known as Ngot
Khanh Hoi (District 4), Ngot
Thi Nghe (Binh Thanh
District), Ngot Bac Hai
(District 10) and Ngot Bau Cat
(Tan Binh District). Ngot
coffee has an old design style
like the coffee shops in the
60s-80s in Saigon. The
segment of Ngot is also the
segment of rustic coffee
shops with relatively cheap

prices, suitable for everyone.

AVOCAFE is a small coffee
shop located on the front of
Pasteur Street, District 3 with
the logo of a cute and lovely
avocado. Avo has a modern,
youthful style with an easy-
to-find location for
customers, right on the street
of many buildings and
frequent visitors are the
office world. Avo has a
relatively small space, so the
quality of drinks along with
affordable prices are their top

goals.

Otis is a coffee shop located in
District 5 that brings
exceptional quality from coffee
and tea. Otis has a youthful
modern design style suitable
for young people to serve the
needs of running deadlines or
gatherings. The diverse menu
is a strong point of Otis when
there are many items from
Coffee to milk tea, dessert that
help customers have many
choices. Otis' goal is to bring
customers the best quality
drinks with the best
decoration. Not only drinks,
Otis also focuses on
developing desserts such as

yogurt and other pastries.
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Social Currently, Ngot coffee owns a | Currently, Avo has a fanpage [ Currently, Otis only owns one
media fanpage on Facebook with on Facebook with about 260 | main media channel,
about 12K likes and follows likes and followers along with | Facebook, with about 10K
Page, along with an an Instagram channel that is | page likes and followers. Otis
Instagram channel of about not really valuable when it focuses on beverage product
1K followers. only has 56 followers. images but has no specific
content. This is also a
Ngot coffee shares images Avo focuses on sharing limitation of Otis.
and content around the shop | photos of ingredients to
in the spirit of reminding the | make a drink and delicious
audience of an old coffee dishes at the restaurant.
shop that brings nostalgia,
rusticity, and accessibility.
Content | Although Ngot coffee owns a | Because of the small space, Despite owning a Facebook

facebook fan page with a
large following, it seems that
they have not really focused
on content to reach
customers on social
platforms. The content
posted is quite simple,
including pictures of the
corners of the shop and a few
lines of inviting content and
content around the details in
the image. With the
implementation of the above

content is quite old,

they focus on sharing,
introducing drinks and fresh
ingredients with wishes and
invitations to come to

AVOCAFE.

Overall, it can be seen that
the content of AVOCAFE only
revolves around images of
dishes and ingredients, does
not have clear, purposeful
and not really attractive
content and the number of
page followers is also limited.

There are many problems in

channel with a fairly high
reach, Otis has not yet been
able to use it to communicate
with his audience. Most of the
published articles revolve
around two main contents,
which are product images and

the shop's announcements.

Otis has the advantage that
the drinks here are quiet, eye-
catching and of good quality,
even the product images are
guite beautiful, but with the

uploading without information
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repetitive, without
innovations, so Ngot's
interaction on social
networks has not yet
attracted the audience.
Specifically, each of Ngot's
articles published in 2022
received about 40
interactions per article, but
then articles with similar
content only received around

20 interactions.

Ngot Coffee mainly
communicates with its
customers through the

hashtag #ngotcaphe.

Specifically, Ngot will use the
images of customers when
they come to Ngot and post
them on social networks with
#ngotcaphe, then Ngot will
choose and re-upload on
Ngot's 2 social networking

channels.

Ngot's content follows a loop,
mainly articles showing off
the beautiful corner of the
shop along with invitations
and informational content
such as recruitment,

holidays,...

communicating the
restaurant to people. The
interactions are mainly
patrons who have not been
able to expand their
customer base through

social platforms.

of that product, the image
only comes with A pitch that
should lead to the audience
not gathering product
information, easily skimming
and nothing moving. Typically,
each Otis article has only 10 or
less interactions, even though

the fan page has 10K followers.

All content that is transmitted
on Fanpage only revolves
around content related to
water dishes, announcements
or wishes on holidays, haven't

reached the audience yet.

Media Production For The Seventh Barista | 35




Price

and

Quality

In general, basic drinks such
as coffee, soft drinks, tea are
quite cheap, suitable for the
majority of people with prices
ranging from 24k - 35k.
Special dishes fluctuate
around 45k. In addition,
sweets also serve side dishes
such as sunflower seeds, bear
cake for customers who want
to sip. The quality of the
water dishes evaluated by
customers is suitable for the
amount of money on review

sites like Foody.

Avo focuses on water quality,
using clean fresh green
ingredients with affordable
prices that are affordable for
everyone. The main dishes
range from 25k - 45k, in
addition, Avo also serves
croissants with many
different fillings, but the price
of only 50k for a croissant is

too affordable.

Otis always puts the quality of
drinks on top, accompanied by
an extremely suitable price for
the quality. The menu is
diverse, including many
different types of water, but in
general, all dishes are priced
from 30k and the highest
priced drink is less than 60k.
With such quality and price,
Otis is always in the crowded

cafes in District 5.

Having an attractive online presence is important as it can attract a younger

target audience who often make their coffee shop selections based on what they

see on social media. When compared to Sweet Coffee, AVOCAFE, and Otis Coffee

& Tea, The Seventh Barista shares a common mistake: their media channels are

lacking in attraction, combined with their low frequency of posting (only 3-4 posts

a month) leads to not attracting customers' attention. By not having visually

appealing content, The Seventh Barista may be missing out on potential

customers who are drawn to unique and aesthetically pleasing coffee shops.
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Figure 12: Data from our's survey

It is important for The Seventh Barista to recognize the importance of having a
strong online presence in today's digital age. This could be achieved by improving
the aesthetics of their social media content, creating more engaging posts, and
incorporating more visually appealing elements into their branding. By doing so,
they can attract a wider range of customers and establish themselves as unique

and attractive among every independent coffee shop in the market.

2.7 Media Research

Social media has become an integral part of daily life in Vietnam, with people
using it for a variety of purposes including communication with friends and
family, following trends, and online entertainment. Vietnam was among the
countries with the highest number of social media users worldwide. Tech giant
Facebook Inc. dominates the social media landscape in the country, as its
platforms Facebook, YouTube, and Instagram account for three out of the five
leading active social networks among internet users. Being the only Vietnamese
brand among the top five, messaging app Zalo was the second most-used social
media platform, just behind Facebook. Meanwhile, TikTok has recently emerged
as one of the networks with the highest growth in user number in Vietnam,
slowly gaining its spot among the leading platforms. [8] (Minh-Ngoc Nguyen,
2023)
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A survey conducted by Decision Lab in the fourth quarter of 2022 revealed that
Facebook remained the most popular social media platform among all age
groups of internet users in Vietnam. The platform was found to be highly favored
by Vietnamese users of all ages, indicating the importance of Facebook in the
country's social media landscape. It was noted that the younger Generation Z had
the lowest Zalo usage rate compared to other generations, but demonstrated a
higher preference for international platforms such as Instagram, Tiktok, and
Pinterest. This finding highlights the importance for businesses to understand
their target audience's social media habits and preferences in order to effectively

engage with them through their preferred channels.

96%
Facebook 96%
94%
93%
Zalo 92%
94%
91%
Youtube 89%
88%
67%
Tiktok 65%
49%
73%
Instagram 47%
37%
34%
Twitter 29%
27%
30%
Pinterest 14%
14%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100% 110%
Share of respondents
@ Generation X @ Generation Y Generation Z

Figure 13: Leading active social media apps among internet users in Vietnam as

of 4th quarter of 2022, by generation (Source: statista)
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Reason to use social media Social media’s usage time

“Friends connection™ “entertainment” and "News update” are Peak hours are 18:00-22:00
the top 3 reasons for using social media

0%

18%
B% b“f-;-
;\, 4%
- - I
- - -

001- 201~ 401- G01- 8:01- 10:01 - 12:01 - 14.01 - 16:01 - 1&8:01 -20:01 - 22:01 -
200 400 600 8:00 1000 12:00 14:00 1600 18:00 20000 22:00 24:00

C&’b. C&\Vk

el MNews update
|Il'§

Figure 14: Reason to use social media & Social media usage time - Mdc dé phd

bién cua mang xda héi tai Viét Nam 2022 (Source: Q&Me)

To better understand the popularity of different social media platforms, the usage
patterns of users, and the differences in their services, we found a survey made by
Q&Me.net, conducted in January 2022 [9] and aimed to provide insight into the
social media landscape in Vietnam among 600 male and female respondents
aged 18 to 44 years old. The results of the survey also conducted among social
media users showed that 79% of users reported using these platforms for
entertainment purposes. This presents a valuable opportunity for us to leverage
these platforms to connect with potential customers and bring them engaging
content related to coffee. By sharing entertaining and informative posts, The
Seventh Barista can increase its online visibility and attract the attention of new

customers who may not have otherwise heard of the coffee shop.

The survey also revealed that the peak hours of social media usage are between 6
pm and 10 pm, which coincides with the after-work and evening hours. This
suggests that social media is not only used for personal reasons, but also as a
form of relaxation and leisure. The results further showed that social media has
become an integral part of people's daily routine, with a significant proportion of
users accessing these platforms on a daily basis. The survey conducted by Q&Me
highlights the significant role that social media plays in people's lives and how it
has become an essential tool for communication, information, and

entertainment. With an increasing number of people using social media, it is
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crucial for businesses to understand the usage patterns and preferences of their

target audience to effectively reach and engage with them.

In our primary survey, which measured the awareness of The Seventh Barista
coffee shop in Ho Chi Minh City, the majority of participants revealed that they
primarily used social media platforms such as Facebook and Instagram to stay

informed about various coffee shops, including The Seventh Barista.

Ban theo d&i nhirng quéan ca phé ké trén qua céc phuong tién truyén thong nao? |0 saochép

193 céu tra loi

Facebook

Instagram

TikTok

Youtube

Website

Minh khéng theo ddi

ban bé gidi thiéu

Ban bé

Tir théng tin cia hang xém xun...
Ko co

Gan nha, chd quen, ban bé gid...

179 (92,7%)

200

Figure 15: Through which media do you follow these coffee shops? (Source:

Author’s survey)

Another statistic from Q&Me also showed that Facebook remains to be the most
popular social media platform among users with an impressive 97% usage rate.
Out of these, 94% are daily users, which is a 1% increase from the previous year.
This indicates the continued popularity of Facebook as a means of connecting
with friends and keeping updated with news and trends. On the other hand,
Instagram is also widely used by social media users, with a usage rate of 48%. This
platform is especially popular among women and young adults. The daily usage
rate of Instagram has also increased by 3% from last year, reaching 54%. This
highlights the importance of having a strong presence on both Facebook and
Instagram for businesses that are looking to reach a wider audience and drive

engagement with their target customers.
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Facebook profile / frequency Instagram profile / frequency
97% use Facebook with all the profile. 94% are daily users, 48% use Instagram with higher popularity among female and
increased 1% compared with last year. youth. 54% are daily users, increased 3% compared with last
year.
Usage by profile Usage frequency Usage by profile Usage frequency
E
7% oo sew OT% gew Severﬂ lmE. 5% Several §mes | 2%
5% day 255,
‘9.*2:
Once / dd)-' o % Onoe | day lZZ%
m 2022 5% s1% e = 3022
2021 w2021
Saveral fmes | 5% Several fmes | %
wieesk 4% wieek 2%
Less thanthe = 1% Less thanthe 15%
above | 24 above 18%
Towl Make Fermale 1625 2630 3144 Tatal Malke Female 1B-25 2630 31-44

Figure 16: Facebook & Instagram profile/frequency - Mdc dé phé bién cia mang
xa hoi tai Viét Nam 2022 (Source: Q&Me)

To gain a deeper understanding of the audience's attitudes towards coffee shop
businesses, a survey was conducted with 193 participants. The survey aimed to
evaluate the communication activities of coffee shop businesses and better
comprehend the preferences of the audience. The data showed that the majority
of participants preferred visual content such as images, videos, and comic strips.
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Figure 17: | like coffee-related media content delivered in the format of.... (Source:

Author’s survey)

Visual content has become increasingly popular in recent years, with the rise of

social media platforms such as Instagram, which prioritize visually engaging
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content. Images and videos are a quick and easy way for businesses to grab the
attention of their audience and convey their message effectively. Short comics, on
the other hand, are a unique and creative way to tell a story or convey a message

while engaging the audience.

Social media is not just a tool for communication, but also a source of information
and entertainment for many users. It was also found that the demographic of
social media users in Vietnam is diverse and includes people from all walks of life,
including students, professionals, and retirees. The survey also revealed some
interesting trends in the use of social media in Vietnam. For example, it was
found that certain platforms are more popular among certain age groups, with
younger users more likely to use newer platforms like TikTok and older users
more likely to use more established platforms like Facebook. Additionally, the
survey found that users in Vietnam tend to use social media for specific purposes,
such as keeping in touch with friends, following their favorite celebrities, and
staying up to date on current events. The survey provided valuable insights into
the social media landscape in Vietnam and showed the importance of social
media in the daily lives of users. This information can be used by businesses to
better understand their target audience and to develop effective social media

marketing strategies that reach the right people and achieve their goals.
2.8 Key challenges

When it comes to creating a successful media campaign, there are always
challenges that need to be addressed and overcome. In the case of The Seventh
Barista, there were several challenges that we had to navigate in order to create a

successful brand identity.

First and foremost, The Seventh Barista was a new business, which meant that we
had to start from scratch when it came to creating a brand identity. We had to
develop a clear understanding of the company's values, mission, and goals in
order to create a brand that accurately reflected these qualities. This required
extensive research and collaboration with the company's management team to

ensure that we were all on the same page.
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Another challenge that we faced was the fact that The Seventh Barista was
entering a crowded and competitive market. There were already many
established coffee shops and cafes in the area, each with their own unique brand
identity and loyal customer base. Our challenge was to create a brand that would
stand out from the competition and attract customers who were looking for

something different.

We also had to consider the fact that The Seventh Barista was a relatively small
business with a limited marketing budget. This meant that we had to be creative
and resourceful when it came to developing and executing our branding
strategy. We had to find ways to effectively communicate the brand's message

and values to potential customers without “breaking the bank”.
2.9 Creative Concept

After analyzing the client brief and conducting brand and customer research, it is
evident that The Seventh Barista is currently facing several challenges. One of the
main challenges is the low brand identity due to the content posted on its
fanpage being generally simplistic and uninteresting. Most of the content comes
from the owner's random thoughts without any plans or strategies and lacks a
clear purpose, which has resulted in unsatisfied customers who cannot effectively

receive the information that the shop intends to convey.

To overcome these challenges, we need to revamp its social media strategy. By
thinking of an idea to create engaging and purposeful content that resonates
with its target audience. That is when we recognized that the shop has always

been known for its spirit of creativity and innovation, as perceived by customers.

The Seventh Barista truyén tai... |0 saochép

110 céu tra oi

@ Chét lrong ca phé dang cap

@ Fhuc vu khach hang tuyét voi
Khéng gian 4m cling

@ M6i trréng lam viéc/chay deadline
chuyén nghiép

@ Ludn ludn sang tao va ddi mai
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Figure 18: The Seventh Barista conveys....... (Source: Author’s survey)

Therefore, it's imperative that the coffee shop delivers quality content that's
unigue and sets it apart from the competition. In today's digital age, customers
expect to see dynamic and engaging content that captures their attention and
keeps them coming back for more. By providing such content, The Seventh

Barista can effectively communicate its brand identity to customers.

From the SWOT analysis, we all know that the coffee shop market in Vietnam is
highly competitive, with many options for consumers to choose from. To stand
out, The Seventh Barista had to think outside the box and come up with creative
ways to reach their target audience. We realized that the traditional approach of
simply posting product photos and promotional offers would not be enough to
capture the attention of young, tech-savvy consumers. Instead, we should focus

on developing content that is visually appealing, informative, and entertaining.

Chon 3 tir ban nghi chinh xac nhat vé& hinh anh clia quan ca phé The Seventh Sao
Barista: |—D .

chep
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Bat mat 77 (70%)
Ngon miéng 80 (72,7%)
Chuyén nghiép 41 (37,3%)
Hién dai 74 (B7,3%)
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Figure 19: Choose 3 words that you think best describe the image of The Seventh

Barista (Source: Author’s survey)

Withdrawing from the primary survey conducted, we identified three keywords
that were commonly associated with The Seventh Barista's brand identity:
"Friendly," "Youthful," and "Eye-catching." To differentiate the coffee shop from its
competitors and deliver unique content, we came up with a creative idea inspired

by chibi painting, a style of Japanese manga that emphasizes cuteness and
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simplicity. By combining “The Seventh Barista's brand” with the “Chibi art style”,
we were able to create a distinctive visual identity that was instantly recognizable
and memorable. This new content was unlike anything other coffee shops had
ever done before, allowing The Seventh Barista to stand out in a crowded market

and even attract new customers to come to the shop.

The inception of The Seventh Barista's Chibi Art Style campaign came as a result
of stumbling upon a Facebook post that featured an artist combining a
restaurant menu with a chibi character. This post generated a great deal of
positive feedback, which sparked the idea of incorporating a similar concept into
our coffee shop's media campaign strategy. We recognized that The Seventh
Barista also had a unigue menu with a wide variety of coffee and a lot of drinks
that could be further enhanced by using this creative concept, which had already
proven to be successful. With the customer research we conducted, the coffee
shop was able to tailor the idea to meet the preferences of its target audience,

ultimately leading to the creation of the successful Chibi Art Style campaign.

The Art of Gambargin
May 20, 2021- @

Chibi in Real Life

Just another quick drawing that | made, where |
insert cartoon character in real life photo.

The Idea is to use this method to introduce
*Chibi’ or "Cute’ characters into a real life photo,
especially in reenactment/living history to cater
for younger audience @

It's not much, but hopefully | can utilize this
concept with enough practice!

> Share @~

Oldest =

So...when will there be lewd
crossovers between your drawings
and pics of all us simping fans? @

Like Reply

Figure 20: Chibi in Real Life (Source: The Art of Gambargin)
2.10 Definition

a. What is Chibi art style?

Chibi art is a style of manga and anime illustration that has become popular

around the world. It is characterized by its cute and whimsical appearance,
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featuring characters with small bodies, round faces, and large heads. “These styles
are often chosen for their youthful look, but they can also be used to convey

personality traits such as innocence or playfulness.” (Artsydee, 2022) [10]

The term "chibi" is derived from the Japanese word for "small" or "short," and the
style is often used to represent a more lighthearted and comedic side of a story.
In chibi art, the small stature of the characters adds to the cute and childlike

quality of the style, and makes it particularly appealing to audiences of all ages.

The use of chibi art style in marketing and media campaigns has become
increasingly popular in recent years, especially in the Asian market. Chibi art style
is used in a wide range of products and services, from video games to food and
beverage brands. Chibi art style is also used in various forms of media, including
anime and manga. In these mediums, chibi versions of characters are often used
for comedic effect or to convey a sense of innocence and cuteness. The popularity
of these forms of media has helped to popularize the chibi art style and make it

more recognizable to a wider audience.
Case study I: LINE Friends and McDonald

The LINE Friends characters were first introduced as stickers for the LINE
messaging app in 2011, and quickly gained a large following among users. It is a
global character brand that was created by LINE Corporation, the company
behind the popular messaging app, LINE. The brand features a range of chibi sty

style characters, including Brown the bear, Cony the rabbit, and Sally the chick, as

well as a host of other animals and creatures. [11]
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Figure 21: LINE FRIENDS (Source: daebak.co)

In 2020, McDonald's collaborated with LINE Friends to launch a limited-time
promotion in several Asian countries, including Hong Kong, Taiwan, and Thailand.
LINE Friends is a popular brand known for its chibi-style characters, including

Brown the bear, Cony the rabbit, and Sally the chick.

The promotion included a range of LINE Friends-themed toys, which were
available as part of McDonald's Happy Meals, which are designed for children and

come with a main meal, a side dish, a drink, and a toy.

Figure 22: MCDONALD’S X LINE PLUSH COLLECTIBLES NOW IN SINCGAPORE

(Source: superadrianme.com)

The promotion was a hit with customers, with many people lining up to get their
hands on the LINE Friends-themed toys. The toys were so popular that
McDonald's had to limit the number of toys each customer could buy to prevent
stock shortages. Overall, the collaboration between McDonald's and LINE Friends
was a successful example of how brands can leverage chibi art style characters to

create engaging and memorable media campaigns for any F&B brand.

Case study 2: Pocky and Pocky-kun
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Pocky, a popular Japanese snack brand that has become known for its use of a

chibi character named Pocky-kun in marketing.

Pocky-kun is a cute and playful character that has become synonymous with the
brand and its products. This chibi character has been featured on product
packaging, commercials, and other promotional materials, capturing the hearts

of younger consumers and creating a loyal following. [12]

The use of Pocky-kun in marketing has helped to differentiate Pocky from other
snack brands and create a unique brand identity. The character's fun and playful
personality has helped to make Pocky more relatable and appealing to younger
audiences. The use of Pocky-kun has also helped the brand to stand out in a

crowded snack market and become a top choice for many consumers.

® ° ‘N:kl . ® 0
. _ “YOUR KOPI-KAYA Ry .
"REMIXED.

Figure 23: Pocky X Ya Kun Kaya Toast & Limited Edition (Source: glico.com)

Pocky-kun has been featured in a variety of marketing campaigns, from television
commercials to social media posts. The character has been used to promote new
product releases, limited edition flavors, and other promotions. Pocky's social
media accounts frequently feature images and videos of Pocky-kun engaging in

fun activities and promoting the brand's products.
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In addition to the use of Pocky-kun in marketing, Pocky has also partnered with
other brands to create limited edition collaborations featuring popular characters
from other franchises. These collaborations have helped to further boost the
brand's popularity and expand its reach to new audiences. Overall, this has been a
successful strategy for Pocky, helping the brand to create a unique identity and

establish a loyal following among younger consumers.
b. Chibi art style in Viet Nam?

The trend of chibi drawings is on the rise in Vietnam and has become especially
prevalent in the artistic community. Numerous artists and illustrators are using
this technique to craft unique and entertaining works of art. This style of drawing
is not only limited to creative endeavors, but it is also being utilized in marketing
and product promotion. The utilization of chibi characters in marketing strategies

has proven to be quite effective and has become a common practice in Vietnam.

> Nhip séng Thr nam, 13/10/2022, 06:00 (GMT+7)
Nan tugng chibi kiém 50 triéu dong moi
thang

Anh Héng Durc, 34 tudi, & quan Tan Phu, méi thang nhan khoang 250 don hang nan
twong theo phong cach chibi, ban véi gia tir 400.000 dén 4 triéu déng.

(=)

Figure 24: Ndn tuong chibi ki€m 50 triéu déng mébi thdng (Source: vnexpress.net)

Chang trai 9X thu 10 triéu/thang nho¢ vé tranh
Chibi

Chu nhét, 27/1/2013 13:13 (GMT+7

Figure 25: Chang trai 9X thu 10 triéu/thdng nhdo vé tranh Chibi (Source:

zingnews.vn)

The use of chibi drawings has extended beyond just digital mediums, and is now

being widely utilized in various print media as well. Magazines, newspapers, and
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other printed documents often feature pages of chibi drawings, further
increasing the popularity of this style in Vietnam. The prevalence of chibi
drawings in children's comic books is also playing a significant role in promoting
this trend among younger generations. The trend of using chibi drawings in
marketing and product promotion is only growing stronger and is expected to
continue its upward trajectory in the future. The versatility and appeal of this style
has made it a valuable tool for businesses and artists alike. Whether it's in digital
or print form, the popularity of chibi drawings in Vietnam shows no signs of

slowing down.
c. What is a Comic Strip?

In our survey, in addition to images and videos, customers seem to be interested
in "Comic Strips" when asked about what form of coffee-related media they are
interested in. A comic strip is a sequence of drawings, typically accompanied by

captions or speech balloons, arranged in panels to tell a story or make a point.

The art form has its roots in the early days of newspaper printing, and has since
evolved into a medium that can be enjoyed by audiences of all ages and
backgrounds. In Japan, a comic strip is called a Yonkoma. It exists in most
publications in Japan, including Manga magazines, graphic novels, newspaper

Mmanga sections, game magazines, cooking magazines, and more. [13]

The plot is usually summed up in just four frames, although some stories can be
followed up in later sections, creating a work of multiple continuous story
patterns. Some comic strips also deal with serious issues in real-life world, though
most of them are humorous. Some Manga sometimes use comic strips, usually at

the end of a chapter or at the end of a story as a side story.
Structure

Usually, comic strips are arranged in a certain structure called Kishotenketsu. This

phrase is a collection of Japanese Kanji characters:
Ki: The first frame serves as the basis for the story.

Sho: The second frame connects the story written in the first frame.
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Ten: The third frame is the climax, in which an unforeseen situation develops.

Ketsu: The final frame takes over the ending, where the influence of the third

frame can be seen.

Comic strips often feature characters who are consistent from strip to strip, and
the stories they tell can range from simple jokes to complex narratives that
explore a wide range of themes and emotions. The style of comic strip art can
vary greatly, from simple and cartoony to highly detailed and realistic, depending

on the creator's vision and the tone of the story being told.

[HOW ABOUT A TASTY, Dl i TLL JUST HAVE
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Figure 26: Nowadays there is an art form to ordering coffee. (Source:

comicskingdom.com)
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Figure 27: Needs more than one cup of coffee to get her day started. (Source:

comicskingdom.com)
d. Comic strip in Viet Nam

In recent years, the rise of digital media has had a profound impact on comic
strips in Vietnam, and has opened up new opportunities for artists and writers to

reach wider audiences. With the help of digital tools and platforms, comic strip
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artists are able to bring their stories to life in new and exciting ways, and are

reaching audiences both inside and outside of Vietnam.

Comic strips have been a popular form of storytelling in Vietnam for many years,

and have played an important role in shaping the country's cultural landscape.

One of the unique features of comic strips in Vietnam is the wide variety of styles
and genres that are represented. From humor and satire, to fantasy and
adventure, to serious social commentary, there is a comic strip for every taste and
interest. Some of the most popular comic strips in Vietnam focus on the everyday
lives of young people, exploring the challenges and triumphs of growing up and
coming of age. Other popular comic strips take a more fantastical approach,

telling epic stories of magic and adventure that captivate readers of all ages.

E MEo, QUA TANG (Ho CRUSH THI
G6i LAM SA0 (Ho DE THUONG Gid?

Ko CAN G4i
kY AU, BUAC

CAi No LEN LA
XiNH ROi

G THOBAYMAY
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Figure 28: A comic strip created by Tho Bdy Mau (Source: Thé Bdy Mau Fanpage)
2.11 Content trend

The trend of drawing chibi artwork is becoming increasingly popular in 2023, as
evidenced by Google trend search results. Many artists and graphic designers in
Vietnam are using the chibi art technique to create creative and humorous
works. In many cases, they also use chibi characters to carry out marketing
campaigns and product promotions. Chibi is also widely used in magazines, news
and printed documents. Artwork featuring chibi drawings in art magazines or
children's comic books may also contribute to the growing popularity of chibi art
in Vietnam. So we can see that the use of chibi in marketing and product

promotion is a growing trend in Vietnam and may continue to grow in the future.

Mtrc dé quan tam theo thoi gian ¥ o<

Figure 29: The interest level of the keyword "Vé tranh CHibi" (Source: Google
Trend)

2.12 In - depth interview

Before implementing the "Chibi art style" campaign in The Seventh Barista's
advertising products, we conducted a thorough consultation with the coffee shop
owner and 17 customers who were present at the establishment (See in Appendix
3). This consultation process was critical in gathering valuable insights and

feedback that would guide the campaign's direction and ensure its success.

During the consultation, we sought to understand the customers' preferences,
needs, and expectations in relation to The Seventh Barista's branding and

communication strategies. The process was conducted in a friendly and
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engaging manner to encourage customers to share their opinions and insights
freely. We listened carefully to their feedback and suggestions and used this
information to tailor the chibi art style campaign to meet their preferences and

expectations.

During the consultation with the owner, we presented the preliminary idea for
the campaign and were pleased to receive positive feedback. The owner was

impressed with the concept and expressed his satisfaction with the approach.

We also conducted a survey with the customers to gauge their thoughts on the
idea of incorporating chibi paintings into the coffee shop's advertising products.
Out of the 17 people who participated in the survey, 14 expressed interest in the
idea, describing it as "cute," "close," "funny," "petite," "gentle," "attractive," and

"accessible to today's young people."

When we asked “In the near future, we will have an advertising campaign for 7th
barista through 7 characters through chibi drawings. What do you think about
the above information?” Many of the customers expressed eagerness and
excitement to see the chibi characters in action, with comments such as "Very
eager and waiting to see." and "Feeling interesting, first time hearing about such
a media campaign for a cafe." The uniqueness of the campaign seemed to draw

attention and create buzz among the customers.

Some of the customers appreciated the idea of being able to choose drinks that
match their personality, which was a key component of the campaign. One
customer said, "It feels good to be able to let customers choose drinks that match
their personality." This personalized touch seemed to resonate with customers
and create a positive impression of the cafe. Finally, many customers felt that the
chibi art style was suitable for accessible young people, with one saying, "Seems
good and suitable for accessible young people." The cute, playful nature of the
chibi characters seemed to appeal to the younger demographic and create a

welcoming and friendly atmosphere for them.

When asked about the upcoming comic strip, in general: “What do you think
about the upcoming 7-character comic strip series product?” The feedback was

equally positive, with customers commenting on how creative and unique the
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idea was, and how it was sure to be popular among students. The responses were

positive, with most expressing anticipation to see the campaign come to life.

Overall, by involving the owner and customers directly in the campaign planning
process, we were able to create a unique and engaging marketing strategy that
resonated well with The Seventh Barista's target audience. This approach helped
to build trust and loyalty among customers, ensuring the success of the

campaign and the long-term success of the coffee shop.

CHAPTER 3. PLANNING

3.1 Goals & KPIs

3.1.1. Goals

- Increase brand identity among the selected target audience.

- Highlights The Seventh Barista from other coffee shops on the market.
3.1.2. KPIs

- Increase 1100 likes on The Seventh Barista's Facebook page.
- Increase 1000 followers on The Seventh Barista's Instagram page.
- Get a total of 50000 reach on The Seventh Barista’'s Facebook page.

- Get a total of 15000 views for the motivational videos.
3.2 Target Audience

After consulting with the owner and conducting extensive research on the
customer demographics, our team decided to focus on two main age groups:
students (19-25) and working people (26-35), or both. However, based on our
research findings and survey results, we determined that the primary audience

for our campaign should be the 19-25 age group.

The decision was based on several factors, including the age range of the

customers who expressed interest in the product during our in-depth interviews,
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as well as the overall image and branding of The Seventh Barista. The keyword
"Youthful" was consistently associated with the shop in our survey, all of these

elements making the 19-25 age group a natural fit for our campaign.

Furthermore, this age group is known to be active on social media platforms,
particularly Facebook and Instagram, which will be the primary channels for our
campaign. By focusing on this audience, we hope to increase brand identity and
engagement among younger customers who are likely to share and interact with

our chibi art style content.

Table 6: Target Audience of our Campaign

Geographic Region Ho Chi Minh city, Vietnam
Density Urban
Demographic Age 19-25
Gender Males, Females
Behavior Consumption habits | - Having a habit of using

social networks like Facebook
and Instagram to find out
information about coffee
shops and various types of
tea, juice and coffee.

- Like to spend time online
with the smartphone for

entertainment purposes.

User status Potential

Psychographic Personality - Enjoy having a good cup of

coffee when working,
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studying or dealing with a
deadline.

- Dynamic and full of passion,
creativity, always seeking new
stories, contents to share with

their friends.

3.3 Insight

3.3.1. Secondary research

The target audience we selected is 19-25, they are also called people of the
generation Z group. As a target audience, generation Z is a crucial demographic
for many businesses with their unique perspective and experience. Gen Z values
financial stability because of the stress they experience surrounding personal
debt. They rely heavily on reviews and recommendations through social media
more than other generations and engage with brands who use social selling
techniques. Gen Zers are also less likely to sign up for loyalty programs, despite

looking for ways to save money. [14] (Griffin LaFleur, 2022)

“Millennials adapted to technology as they got older, starting with laptops, then
iPods and iPads, then the iPhone, etc. But Gen Z is the first truly digital
generation—the first generation who could FaceTime their friends, text their

mom and order a pizza, all at the same time.” - Connor Blakley

In a book called “Marketing to Gen Z: The Rules for Reaching This Vast--and Very
Different--Generation of Influencers” pointed out that: “Pivotals (Generation Z)
aren't mobile-first, they're mobile-only. To them, a phone isn't just a phone. In
fact, it can hardly be considered a phone at all, as they rarely make actual voice
calls. Instead, it's a personal portal between their offline and online worlds.
Getting their first phone is right up there with their first Kiss, getting their driver's

license, and graduation. It's a rite of passage for today's youth.”
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“Teens are their own eagle-eyed editors, programming content, limiting the
volume of posts and paying close attention to quality content”, said Nick

Reggars, director of content strategy for Heat.

Gen Z consumers expect to be at the center of every brand’s universe. They
demand an experience catered to their individual needs at any given moment.
This means that modern brands must offer opportunities for both
personalization and customization in a unique and meaningful way. Pivotals are

looking for brands that offer something no one else can.

Great brands understand today9s consumer requires proof. Brands are helping
consumers co-create their own unique story. Proof of Purpose isn't a creative
slogan or clever marketing campaign. Proof of Purpose consists of the visible
steps a company takes to prove its values and beliefs. One of the key findings of
our research was that being seen as unique is crucial to Pivotals. In fact, when
asked how they want others to view them, nearly one-third of teens told us they

would rather be considered unique than real. (See Figure 30.)
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Figure 30: Uniqueness beliefs by generation (Source: Marketing to Gen Z: The

Rules for Reaching This VVast--and Very Different--Generation of Influencers) [15]

But that's not to say they want to be so unique they don't fit in. Remember, the
whole goal of personal branding is to feel a sense of belonging. Like the

generations of teens before, Pivotals seek validation and acceptance from their
peers. Thus, Pivotals must create a persona that toes the line between different

and relatable. To put in effort but not to try too hard.

Brands must tread lightly when trying to reach Pivotals on social media. Unless a
brand knows its editorial authority what it has permission to talk about based on
the true beliefs of the brand it won’t resonate with this consumer group. Brands
should avoid marketing in social media and instead focus on conversations. If
you try to sell, you will fail. The best approach is to listen to Pivotals and then

engage in an authentic, meaningful way [16] (Jeff Fromm, Angie Read, 2018).
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Today, mobile content is about engagement and discovery, not interruptive
advertising. Companies must think of content as an opportunity for the brand
voice to fit into Pivotals lives, however small the screen may be. When asked how
to create a Pivotal-focused mobile content strategy, Jake Katz, Revolt Mobile vice
president of audience insights and strategy, recommended starting by
humanizing your brand. This means giving the brand a personality that
consumers can engage with. [17] You can't simply put a 30-second TV commercial
on Facebook or YouTube and call it a day. Your content needs to match the
purpose of the channel on which it's shared. Be personable. Have authentic, two-
way conversations with Pivotals, both online and offline. The idea of brand loyalty
isn't automatic for Pivotals; brands must earn the relationship. As a brand, your
interactions reflect what is important to consumers. Recognize their passions,

interests, and values, as well as the type of content they seek.
3.3.2. Primary research

Product Truth: In recent years, the coffee industry in Vietnam has become
increasingly competitive, with numerous new coffee shops and brands opening
up in various cities. As a result, customers have become more selective and
demanding when it comes to the content that they see on social media channels
of coffee shops and brands. They want to see fresh and creative content that

stands out from the crowd, rather than the same old generic posts.

Many coffee shops in Vietnam have been struggling to keep up with the
demands of their customers, and have failed to come up with engaging content
that resonates with their target audience. As a result, customers are getting
bored with the content of articles on social media channels of coffee shops and
brands in Vietnam today. They are looking for something new and exciting,

something that will capture their attention and make them want to visit the
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coffee shop.

Danh gid cua ban vé ndi dung bai viét trén céc kénh mang xa hoi cla cac quan/thuong
hiéu ca phé tai Viét Nam hién nay: 5
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Figure 31: Data from our survey
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Figure 32: Data from our survey
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Figure 33: Data from our survey

As the coffee shop/brand industry in Vietnam becomes more and more
competitive, customers are seeking new and unique experiences. According to a
survey conducted with 193 respondents, 118 of them expressed their desire for
coffee shops/brands to create new and creative media/contents. This means that
customers are becoming increasingly bored with the current content on social

media channels of coffee shops/brands in Vietnam.

Furthermore, the survey revealed that 64.2% of respondents believe that it is
necessary to make a difference in the approach to customers. This implies that
customers are looking for coffee shops/brands that can engage with them in a
unigue and memorable way. With these statistics in mind, it is crucial for coffee
shops/brands to create fresh and innovative content that can stand out from the

competition and connect with their target audience.

In fact, the team received a great motivation from the survey results as 124
people, out of the 64.2%, expressed their willingness to support coffee
shops/brands that deliver breakthroughs in creating new/creative content. This
encouragement led the team to push forward with our plans to introduce a new
and unique media campaign that could captivate the target audience that we

selected.

Our team believed that using chibi art style in our social media campaign and

production would help the brand stand out and provide customers with a fresh
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and exciting experience. With the support and encouragement from the survey
respondents, the team felt confident in their ability to deliver a successful and

innovative campaign that would resonate with our select target audience.

Human Truth: The Seventh Barista has a specific customer base, which is
primarily composed of young people who come to study and work. These
customers are driven by the desire to achieve their dreams, goals, and future
aspirations. The owner's observations and our primary survey also indicate that
The Seventh Barista is seen as a unique space with a personal touch, a place that

fosters creativity and new ideas, and motivates customers to achieve their goals.

Khi bude chan d&n The Seventh Barista, t6i cam thay... |0 saochép

W Rétkhéng ddngy M Khong déng y Binhthrong M Dongy MM Ratdong v

Khac biét, cé ddudnca  Sangtao, co thém nhiduy  Co6 dong lrc dé thirc hién Doc lap, tuw tin Thodi mai, ddu oc thw
nhan tedng méi moi thir

Figure 34: Data from our survey

We have recognized the importance of portraying The Seventh Barista as a place

that can meet customers' needs and accompany them on their creative journey.

Proposition: To achieve this, we will use the chibi art style in our campaigns. The
chibi characters will represent the brand's customers, who are young, energetic,
and creative. The use of chibi art style in The Seventh Barista's media campaigns
will help the brand to effectively communicate their message and values to our
selected target audience. By representing its customers through chibi characters,
the brand will create a sense of relatability and connection with the customers.
The use of chibi art style has also contributed to the brand's overall image as a

creative and unique space that fosters personal growth and development.
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3.4 Big Ildea

Seven Baristas - Dé gidc md Barista tré thanh hién thuc!

Correlation between number 7 and the word dream (gidac ma) - In many different
cultures, the number 7 is considered a lucky number and carries many meanings.
In dreams, the number 7 is often seen as an important number, representing
perfection and sophistication. In recurring dreams, the number 7 may represent
completeness and wholeness. For example, a person may dream of a deck of
cards consisting of 7 cards, representing the completeness of their life or a
situation being resolved in a positive way. The number 7 is often associated with
creativity. Making the dreams come true here is a metaphor for how we will bring

the best creativity product that we can in this campaign to our customers.

Correlation between number 7 and the word Barista - At The Seventh Barista, we
aim to create a unique and fun way of showcasing their various drinks by
introducing a series of chibi characters, each representing a different type of
drink on their menu. Not only would this visually appeal to customers, but it
would also make it easier for them to remember and order their favorite drinks.
The chibi characters could also be used in marketing campaigns and on social
media, allowing customers to connect with the brand and feel like they're part of
a community. The Seventh Barista could even host events where customers can
meet and take pictures with the chibi characters, further promoting the brand
and increasing customer engagement. Overall, this idea emphasizes the fun,
playful, and unique aspect of the coffee shop, differentiating it from other coffee

shops and creating a memorable experience for our customers.
3.5 Key Message
“Hay tré thanh Barista cua chinh ban.”

At our coffee shop, being a Barista is more than just a job - it's a symbol of
achieving something great. We understand that our target audience consists of

young individuals with aspirations and dreams that they have yet to fulfill.
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Therefore, we believe that by conveying this message, we can emphasize the

importance of pursuing one's passion regardless of their background.

Our goal is to create an environment where anyone can aspire to be a Barista,
regardless of their current situation or level of experience. By promoting the idea
that becoming a Barista is attainable, we hope to inspire and motivate our

customers to pursue their passions and achieve their goals.

We believe that our coffee shop can serve as a platform for young people to come
together, share their ideas, and work towards their aspirations. Our message of
inclusivity and accessibility resonates with our target audience and can help
foster a sense of community within our coffee shop. By emphasizing the value of
pursuing one's passion and the attainability of becoming a Barista, we hope to

create meaningful content that encourages our customers to be themselves.

To be concluded, our campaign highlights the importance of individuality and
the pursuit of passion, and our café's unique and cozy atmosphere reflects this
message. We want customers to feel inspired and empowered when they enter
our café, and to see the possibilities of pursuing their own dreams. The décor and
layout of our café are carefully crafted to create a warm and welcoming space
where customers can relax and enjoy their coffee, and perhaps even be
motivated to pursue their own passions. We aim to encourage and inspire people
to become themselves, pursue their dreams, and enjoy a delicious cup of coffee in
a cozy and welcoming space. Whether it's through our chibi art style or the drink
and the atmosphere of our bar coffee, we hope to spread a positive message that

resonates with our customers and encourages them to live their best lives.

3.6 Strategy

The upcoming media campaign for The Seventh Barista will run from February
20th to April 9th, 2023 and will include two main activities to engage with target

customers. The first activity will be a social media campaign that will utilize the
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chibi characters to tell stories and promote the brand. The chibi characters will be
featured in a series of creative and humorous posts on various social media
platforms, including Facebook and Instagram. These posts will aim to showcase
the unique personality and vibe of The Seventh Barista while also promoting the
brand's products and services. The second activity of the campaign will be the
production of an emotional video that can fully transmit the key messages of the
campaign and will be posted on the coffee shop's social media pages when
available. The goal of this campaign is to create a fun and engaging way to
promote The Seventh Barista and to showcase the coffee shop's unique
personality and offerings, it is expected to increase brand awareness,

engagement, and customer loyalty.
Strategic Rationale:

1. Social media campaign: The social media campaign for The Seventh Barista will
involve a combination of comic strips and photos of the bar's drinks, with the
chibi characters providing comedic commentary and introducing the different
drinks. This approach aims to capture the attention of the younger audience who
are more likely to respond to visual and engaging content on social media
platforms. The use of chibi characters will also help to create a cute and playful
vibe that aligns with the youthful and creative atmosphere of The Seventh

Barista.

2. Video production: Tells the story behind the creation of the unique coffee cups
at our shop. The video will showcase the hard work, dedication, and creativity that
goes into crafting each drink, and it will provide an inspirational message which is
also the key message to the audience. This approach is designed to further
highlight The Seventh Barista's commitment to creativity, quality, and attention

to detail, which are all values that are important to their target audience.

3.7 Tactics

Firstly, according to Tjiptono (2011), purchasing decisions are the consumer's effort
to decide which product to consume through many different processes and
stages. No matter how deep the competitive market is, consumers are still the

deciding factor in making purchasing decisions. [18] To gain a competitive edge,
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The Seventh Barista needs to build a solid brand awareness in the eyes of
consumers. Brand Awareness is how a brand can be noticed when a consumer
thinks of a certain product or service, how easily a name can appear in the mind
of the customer (Shimp, 2010). Perception refers to how strong a brand can be

ingrained in the customer's mind. [19]

Overall, the use of chibi art style in a media campaign for The Seventh Barista has
the potential to positively influence consumer perception of the brand. By using
cute, eye-catching and accessible chibi characters to represent the brand and its
products, the campaign could make it more appealing to young consumers and

create a more friendly image for the business.

The chibi characters could also help to convey the creative and innovative spirit of
the brand, which is a key element in attracting customers who are looking for
unique and quality content. Moreover, the use of comic strips in this campaign
could create a more engaging and interactive experience for customers, further
enhancing their perception of the brand. The story could help to establish a
deeper emotional connection between the brand and its customers, which could

lead to increased loyalty and advocacy.

Secondly, the Marketing Funnel is a model that visualizes the customer journey
from initial awareness of a product or service to the final purchase. It is often
depicted as a funnel shape, with the number of potential customers decreasing
at each stage as the journey moves from the top (awareness) to the bottom
(purchase). (Rachel Handley, 2023) [20]

The Marketing Funnel

Arwareness
Consideration

Comnvrsian

Logalty

Figure 35: The Marketing Funnel model (Source: aryng.com)
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We use the marketing funnel to understand the customer journey and develop
strategies to move customers through each stage. This can include creating
targeted content and optimizing the customer experience. And with our mission,
creating a bunch of characters that are relatable, memorable, and aligns with The
Seventh Barista brand values, we can build a strong connection with our target
audience and effectively commmunicate our brand's messaging. To establishing a
place in customers' minds through using a cute chibi and fictional character, we

must go through several steps, including:

1. Identify the target audience: The first step in creating a successful fictional
character marketing campaign is to understand our target audience. This will
help you determine the type of character that will resonate with them and the

messaging that will be most effective.

2. Develop characters that aligns with our brand: Once we have a clear
understanding of target audiences, we can start developing a character that
aligns with our brand values and goals. The character should be relatable, likable,

and memorable, and should effectively communicate our brand's messaging.

3. Create a story around the character: A compelling story can help engage target
audiences and build a connection with them. The story should be relevant to our

target audience and should showcase the character's personality and values.

4, Use various platforms to promote the character: There are many platforms that
you can use to promote our comic character, including social media like
Facebook and Instagram, advertisements, merchandise, and maybe even an
event. Choose the platforms that are most effective for reaching our target

audience and that align with your overall marketing strategy.

5. Engage with our audience: Once our chibi character has been established, it's
important to engage with our target audience and build a relationship with
them. This can be done through social media interactions, contests, and other

promotions that encourage audience participation.

And then thirdly, the AIDA model is a widely used marketing framework that
describes the four stages of the customer journey: Attention, Interest, Desire, and

Action. During these four stages, your content will ideally attract attention to your
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brand, generate interest in your product or service, stimulate a desire for it, and
spur action to try or buy it. The model suggests that successful marketing
campaigns should guide customers through each of these stages in order to
ultimately persuade them to take a desired action, such as making a purchase or

signing up for a service. [21] (Amanda Sellers, 2022)

AIDA MODEL

I'm getting it.

Figure 36: THE AIDA MODEL (Source: blog.hubspot.com)

We will apply the AIDA model to ensure that our chibi art style character and the
campaign message are effectively conveyed to customers. In the Attention stage,
we will use various attractive content to hook customers' attention. After that, we
will proceed to the Interest stage. At this stage, we will provide customers with
information about our products and services, as well as the benefits and value
they can bring to customers. We will be most focused on the Desire stage, where
we try to spark customers' desire for our services. We will explain why our
products are the best choice for customers, and provide specific reasons why
customers should want to own our products and services. Finally, we will issue a
call to action for customers by presenting attractive options for customers to

easily and quickly engage in our products.
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3.8 Scope of work

Table 7: Detail execution of total campaign

Timeline Week 6 Week 7-11 Week 12
(20/02/2023 - (27/02/2023 - 02/04/2023) (03/04/2023 - 09/04/2023)
26/02/2023)
Phase Phase 1: Attention Phase 2: Phase 3: Desire Phase 4: Action
Interest
(06/03/2023 -

(27/02/2023 - 02/04/2023)

05/03/2023)

Tactics - Introducing our - Interact with - Organize - Continue to maintain what
campaign, make customers and | minigames, with was done in the previous
sure it reaches our | share exclusive gifts for phase, share stories.
target audience on | knowledge customers.

Facebook and related to coffee - Ending the campaign, thank
Instagram and the coffee - Continue to you to everyone who
platform. industry maintain what was | supported.
through our done in the

- Express the media channels. | previous phase, - Sharing, seeding our contents
message by These stories share stories. on selected groups on
making will not only Facebook.
announcements, | entertain but - Sharing, seeding
introducing our also educate our contents on
“The seven barista” | customers selected groups on
by telling seven about the world | Facebook.
different stories of coffee.
around them to
interact with - Begin to
customers, provide announce our
knowledge related comic strip launch
to the topicin the and start to post
media. our first one.

- Motivational

Video launched.

Activities Sharing stories Sharing stories about coffee, the bar
about coffee, the coffee, and providing ideas about
bar coffee, what makes an independent coffee
introducing the shop like The Seventh Barista stand
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barista and what out.
makes The
Seventh Barista so
different.

Platform

Facebook Instagram

CHAPTER 4. SOCIAL CAMPAIGN

4.1 Visual guideline

The Seventh Barista has granted permission for the use of their logo in all of our
media products. This means that we are free to incorporate the logo into various
types of media, including but not limited to print, digital, and audio-visual
content. By allowing the use of their logo, The Seventh Barista is effectively giving

us the go-ahead to use their brand identity to promote our project.

THE

SEVENTH B THE SEVENTH BAF'TSTA
BAIISTA

THE “&
SEVEN/H

BAIISTA

Figure 37: The Seventh Barista all logo, Sent By Business
4.2 Story

e Title: Seven Baristas
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e Genre: Comedly, Slice of life

e Theme: At The Seventh Barista, we believe in not just serving delicious coffee, but
also educating our customers about the products they are purchasing. Our goal is
to create an immersive experience that goes beyond just a typical coffee
purchase. To achieve this, we want to share the knowledge and stories behind
each of our coffee products to give our customers a deeper understanding of the
drink they are about to enjoy. By doing so, we hope to create a more personal
connection with our customers, and foster a greater appreciation for the art of
coffee-making. We understand that every type of coffee has its own unique
history, flavor profile, and origin story, and we want to bring these elements to the
forefront. By sharing these stories and providing knowledge about the coffee
products we sell, we aim to create a more informed and engaged customer base.
We believe that the more our customers know about the coffee they are drinking,
the more they will appreciate and enjoy it. At The Seventh Barista, we aim to
create a memorable experience for all of our customers, and by sharing the

stories behind our coffee products, we believe that we can achieve just that.

e Logline: At The Seventh Barista, there's always something brewing beyond just
coffee. The bustling cafe is home of seven quirky baristas, each with their own
distinct personalities and passions. They spend their days crafting the perfect cup
of coffee and sharing their love of all things java with the customers who frequent
the cafe. Every day brings a new adventure at The Seventh Barista, and the
baristas are always up for a challenge. Whether it's experimenting with new
brewing methods or coming up with new, creative twists on classic drinks, they're
always pushing the boundaries of what coffee can be. One barista, is an expert in
pour over brewing and spends hours perfecting each cup for her customers.
Another barista is a coffee connoisseur and spends his free time sourcing the
finest beans from around the world. And yet another barista is a chocolate art
master, turning each cup into a work of art that's as delicious as it is. Despite their
different approaches to coffee, the seven baristas all share a commmon love of the
beverage and a commitment to providing the best possible experience for their
customers. Whether you're grabbing a quick cup of coffee on the go or settling in
for a leisurely afternoon chat with friends, you're sure to be charmed by the

personalities and stories of the seven baristas at The Seventh Barista.
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e Setting: The narrative of our story will primarily be set within the walls of our cafe

bar. This serves two purposes - first, to highlight the individuality of our bar, which

is defined by our talented baristas. Second, to create a lasting impression in the

minds of our customers about the warm atmosphere of our coffee shop, as well

as the unforgettable experiences that can be had within our establishment.

4.3 About our Inspiration

At The Seventh Barista, our extensive drink menu is divided into seven distinct

categories, each corresponding to a signature drink served at the bar. From

traditional Robusta café to foreign Arabica coffee, and our own Unigue blends, to

Artisanal coffee, rich and velvety Cocoa, a variety of Teas, and Fresh juices, there is

something unique for every taste and preference. Each category is represented

by its own character, or barista, each with their own distinct personality,

appearance, and story. We invite customers to get to know each of these seven

baristas, as they share their knowledge and passion for the art of coffee-making

and bring to life the flavors and experiences of our menu.
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Figure 38: Each characters represent one category in The Seventh Barista menu

4.4 Characters Introduction

e Roberto
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Nickname: Barista Traditional
Gender: Male
Age: 24

Characteristic: Quiet, serious, face little expression, cold outside but actually very

attentive to the surrounding.

Features: Fit body in business shirt and square glasses, 2 hair colors, right side is

white, left is black.

Color: We selected the black and white scheme for him due to its representation
of the combination of both traditional and contemporary elements. He embodies
the essence of black and white coffee, a blend that reflects his hot & cold
personality and the traditional roots of the drink that he symbolizes on our menu.
The use of these two classic colors perfectly captures the essence of the drink,

showcasing its timeless quality and its place in coffee history.

3C3A39

F2EEED
DDDDDD

C3BABE

222222

Figure 39: Roberto

e Antony

Nickname: Barista Arabica

Gender: Male
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Age: 22

Characteristic: Extroverted, vivacious, vibrant, possessing a smile that always

shines and especially knows how to express himself in front of a crowd.

Features: Long golden hair, green eyes, handsome face and strong body and a

romantic outfit.

Color: We opted for a light hair color and green eyes to embody his energetic and
passion. This choice was inspired by a popular Australian actor, as well as the
location where the shop's prized Arabica beans are roasted. By incorporating
these elements into his appearance, we aim to not only reflect his persona, but

also pay homage to the quality and origin of the coffee he represents.

E6C182

FDF8FS

222222

Figure 40: Antony

e DrYu

Nickname: Barista Signature
Gender: Female

Age: 30

Characteristic: Confident, brave, know how to be creative in all situations, like to

use different ways to solve even normal problems.
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Feature: Tomboy, has short and messy hair, sharp eyes as if he can see into other

people's hearts, wearing a blouse shirt.

Color: Her color scheme was derived from a combination of the hues present in
all of the coffee beans that we use, ranging from the light brown of Robusta to
the delicate shade of Arabica, paired with the creamy white milk. This fusion of

colors serves as the foundation for our distinctive and one-of-a-kind coffee

signature.
4F4546
8C6553
FDF8FS
Figure 41: Dr Yu
e Picasso

Nickname: Barista Artisan

Gender: Male

Age: 19

Characteristic: Open, generous and loves to draw.

Features: Pointed chin, dark blue hair, long eyebrows, slim body, wearing beret

hat and white long-sleeved shirt.

Color: The color scheme chosen for him pays homage to the iconic French flag,

symbolizing his connection to the birthplace of the renowned painter. This also
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serves as a nod to the artist's deep-rooted passion for the craft of painting,
showcasing his love for his art form through the visual representation of his
identity. The blue, white, and red hues represent not only the French heritage but
also the fire and determination that fuels the artist's creativity and drive. The
colors serve as a visual representation of the depth of the artist's connection to his

art, highlighting the impact it has on his life and his creative journey.

B74D56

38486A

FDF8F5

222222

Figure 42: Picasso
® Cocoa
Nickname: Barista Cacao
Gender: Female
Age: 17
Characteristic: Enthusiastic, enthusiastic, but competitive.

Features: Small like a chocolate, showing fangs when smiling, bob hair with

brown pupils, red and yellow hairpin, Barista outfit.

Color: All the rich brown tones that we chose for her are meant to evoke the

heartwarming and comforting feeling of drinking a steaming cup of hot
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chocolate. We wanted to convey a sense of energy and liveliness through her

colors, capturing the essence of this cute, delightful character.

A96D3C

80503A

E1D3D2

1E1E1E

Figure 43: Cocoa
e Teapot
Nickname: Barista Tea
Gender: Female
Age: 18
Characteristic: Introverted, quiet, less expressive.
Features: Slim body, long green hair and wearing traditional clothes.

Color: The color scheme for her was carefully selected to embody the essence of a
peaceful cup of tea. Green, the color of tea leaves, was chosen to evoke feelings of
relaxation and serenity. It's as if you are sitting quietly and taking in the calming
ambiance of a tea garden, with the leaves gently swaying in the breeze. The use
of green perfectly captures the light and peaceful nature of tea, making her the

embodiment of a relaxing moment with a warm cup in hand.
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Figure 44: Teapot
® Frann
Nickname: Barista Fresh Fruit
Gender: Male
Age: 20

Characteristic: Kind, gentle, knowledgeable about fruits, always telling everyone

to live healthy.

Features: Short orange hair, tall (1Im88), The outfit is a barista shirt with a green

apron and headphones wrapped around the neck.

Color: We chose the color orange for him as it symbolizes warmth, kindness and
positivity, evoking feelings of happiness and joy. The hue also reminds us of a juicy
and ripe fresh orange, representing health and wellness. This bright and cheerful
color aligns with his subtle and genuine personality. By incorporating oranges, we
aim to convey the idea that every time you see our guy, you will be motivated to

go grab some healthy food for dessert and enjoy a wide range of fruits.
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Figure 45: Frann
4.5 Social Media Content Pillar

e Topic 1: Ngudn gdc va sic manh
Content: Introducing our Baristas

Meaning: Each one of our seven proud baristas brings unique skills and
specialties to our coffee shop, making them a valuable asset to our team.
Whether it be their passion for coffee, their exceptional customer service, or their
knowledge of brewing techniques. We would like customers to meet, sample
their creations and be a part of the amazing experience that our baristas bring to

every cup.

Task: Everyday, we will introduce our 7 proud baristas respectively. Each one of

them brings unique skills and specialties to our coffee shop.

Key Hook: Tell a surprising fact behind every Barista story to spark the reader's

curiosity and interest in the post, making them want to read on and learn more.
Format: Content - Image - Post

Hashtag: #Nguocgocvasucmanh #BaristasBringsTheHeat

e Topic 2: Barista 101

Content: Introducing drinks, space and special things of the shop
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Meaning: The number 101 is often used to indicate a foundational course at a
college or university, aimed at providing a comprehensive introduction to a
particular subject matter. In this context, our barista will serve as a
knowledgeable guide, introducing the customers to the various coffee dishes
available at the shop and highlighting the unique characteristics of each menu
item they represent. Whether it's the rich and bold flavors of a classic espresso or
the lighter and more delicate notes of a specialty tea, our barista will provide a
clear and insightful overview of the options available, helping customers to

navigate the menu and make informed choices about what to order.

Task: Let our chibi characters showcase food photographs with an interesting

fact.

Key Hook: Focus on highlighting the unique aspects of every coffee, tea and juice

served at The Seventh Barista with a story behind it.
Format: Content - Image - Post

Hashtag: #7thBaristaKhampha #BaristalOl

e Topic 3: Chuyén chua ké bén quay Bar

Content: The untold story being told by our barista

Meaning: Join us as we showcase the entertaining and lighthearted slice of life
tales of our seven baristas, who share their amusing experiences working behind
the bar in the form of a lively comic strip. Get ready to be entertained as they
bring to life the witty anecdotes of the daily goings-on in the coffee shop.
Immerse yourself in a world of humor, creativity, and barista magic, as they bring

the stories of their lives to life in a truly unigue and engaging manner.
Task: Storytelling under the form of comic strips.

Key Hook: Every story will have a unique perspective, which could be a witty
punchline, a clever use of visual imagery, or a surprising plot twist that captures

the essence of the comic strip in a way that ignites the reader's curiosity.

Format: Content - Image - Video - Post
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Hashtag: #SeventhBaristaStories #CoffeeTales #ComicStripCoffeeTalks
e Topic 4: Cudp bién vung “Cafe-Bar”
Content: Discovering all the pieces of 7 Baristas puzzle

Meaning: It's a thrilling adventure through the art of coffee as you embark on our
treasure hunt mini-game. Our talented baristas have created a unique challenge
for customers, where each purchase of a drink from the bar is rewarded with a
collectible sticker. As you collect all seven, you'll not only uncover the hidden

stories behind each barista, but also earn yourself a special and attractive gift!
Task: Two-way interaction with customers.

Key Hook: Focus on the exciting rewards that participants will receive for
participating in this game, creating a sense of value and satisfaction that

surpasses the cost of participation.

Format: Content - Image - Post

Hashtag: #SeventhBaristaAdventure #BaristaTreasureHunt
® Topic 5: Loa loa loa loa!

Content: Announcing about everything

Meaning: This designated space is used to disseminate important information,
updates and extend our warmest wishes and congratulations to our audience on

significant events and milestones taking place within the current month.
Task: Two-way interaction with customers.
Format: Content - Image - Post

Hashtag: #Loaloaloaloa #BaristaThongBao
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4.6 Social Media Content Calendar

vl DATE PILLAR CONTENT TIME CONTENTLINK|  FACEBOOK TIEN DO IN CHARGE
Week 1 Phase 1 - Attention
Thir2 | 200022023 Loa loa loa loal zﬁ'g';mﬂ‘x::‘aﬁg;‘i::m" Téh (19pm - 2... ~ Week1  |nthbaristaiphotos/a 1084 D@ hoan thanh L& Minh Bach
Thirs | 2100212023 Nguén géc va sire manh ~= NO- ROBERTO - BARISTA TRUYEN Week1  |The Seventh Barista-§ D@ hoan thanh L& Minh Béch
Thir 4 22/02/2023 Nguén géc va sirc manh NO:Z ANTHONY - BARISTA ARABICA Week 1 The Seventh Barista - § D& hoén thanh L& Minh Bach
Thir 6 23/02/2023 Nguén géc va sive manh = "o"ngN"AiL:"é‘ BARIITA, ) v Week 1 The Seventh Barista - § D hoén thénh L& Minh Bach
Thir 6 24/02/2023 Nguén géc va sirc manh % NO.4 PICASSO - BARISTA ARTISAN © Week 1 The Seventh Barista - D& hoan thanh L& Minh Bach
Khac Chao Budi Sang Sang (7am Week 1 The Seventh Barista - £ ‘Da hoan thanh L& Minh Bach
Thie7
Nguén géc va sirc manh - B’ﬁfs‘{'.:%gézo"&s;::"fr' Week1  |Ihe Seventh Barista-f D& hoan thanh L& Minh Bach
Khac Chao Budi Trva Week1  [TheS: i D# hoan thanh L& Minh Béch
Nguén géc va sirc manh @ NO.7 FRANN - BARISTA FRESH @ Week 1 The Seventh Barista - D& hodn thanh L& Minh Béch
Week 2 Phase 2 - Interest
Barista 101 ’ 'é’é:*éiﬁi'rﬁ"mﬁ”,ﬁéﬂ THONG Week2 [T nth Bar DA hoan thanh L& Minh Béch
Ther 2
Loa loa loa loa! KHAN (EIAAPN‘(Z,IE:':]I;TA BANG CAN Week 2 Da hoan thanh L& Minh Béch
) T i 1
Thir 3 28/02/2023 Barista 101 e AMERICANO ‘":JBBC TRUNG RAT Week 2 B1X1Ym M Da hoan thanh L& Minh Bach
Third 01/03/2023 Barista 101 e CDFFEETASSPM::F:QIL?ON e Week 2 tag3xpa7iSWoKiANH| D& hoan thénh Lé Minh Béach
Thir 5 02/03/2023 Barista 101 ® Cn%wﬂlﬁgg VA Sy Week 2 The Seventh Barista-§ 93 hoan thanh L& Minh Bach
Thir 6 03/03/2023 Barista 101 HoT cggt;: ;zEsuLglut“ NHUNG Week 2 The Seventh Barista - § D4 hoan thanh L& Minh Bach
Barista 101 o fﬁf’nzgionﬁ e HON Week2 [The Sev i 93 hoan thanh L& Minh Bach
.
Loa loa loa loal ¥ RAMAT| STICKER 7 SARISTA DANG Week? |The SeventhBarista-§ DA hoan thanh Lé Minh Béch
Chi Nhat
Barista 101 » Nu’% cam :ﬂﬁ.‘é‘?ﬁfﬁ NGAO ~ Week2 |The Seventh Barista-£ D& hoan thanh L& Minh Bach
Week 3 Phase 3 - Desire
Ther2 | 06/03/2023 Barista 101 + HARIO ﬁ ‘P:ETP?‘EAPL’E’"“ TE cUA Week3  |The Seventh Barsta-§ D& hoan thanh L& Minh Bach
Thee3 | 07/03/2023 Cup bién ving “Cafe-Bar” - Y°“$:Uﬂéﬁmﬁ§::g§m SET Week3  |Ihe Seventh Bansta-  Da hoanthanh L& Minh Bach
L] -
Theed | 08/03/2023 Barista 101 s“mi“ggf;ﬁﬂ :"g‘*,',‘ VE sir Week3  |The Seventh Barista-H D& hoan thanh L& Minh Bach
Thees | 09/03/2023 Barista 101 ;‘gmﬁ:gﬁﬁ,ﬂfgs‘ ggn.slc Week3  |Ihe Seventh Bansta-§ D& hoanthanh L& Minh Bach
Thire | 10/03/2023 Barista 101 . Msgﬁz':ggm"gﬁv&”gm Vi Week 3 i nth Barista - §  D# hoan thanh L& Minh Bach
Chuyén chura ké bén quiy Bar Di khi chi can anh mat la du Week 3 The Seventh Barista-H D& hoan thanh L& Minh Bach
Cha Nhat | 12/03/2023 Barista 101 # CAFE JOLLY - TU CAO NGUYEN DEN Week 3 The Seventh Barista-§ D& hoan thanh L& Minh Bach

CONG THU'C VI DIEU
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Week 4

Phase 3 - Desire

wa GIOT THIEU | BAY BE BARISTA DANG

Loa loa loa loa! - EO CUA QUAN DA CO MAT TREN ErE Week 4 I wenth Barista - Pahoanthanh ~ Lé Minh Béach
INSTAGRAM &
Thr 2
. < © & DA CACAO LAI CON DUA, P Chisu (16pm . = ] R < . .
Barista 101 COCONUT COCOA BONG DAY HUONG V| Week 4 The Seventh Barista - B Ba hoan thanh Lé Minh Bach
Thir 3 14/03/2023 Barista 101 ) | @ HOTPOT ﬁﬁs'emg:"mm GAN KET [ Sang (7Tam - ~] Week 4 The Seventh Barista -/ D& hoan thanh = L& Minh Bach
Thir 4 16/03/2023 Barista 101 - < AF;?&ACTER ';ﬁHPEHIH;_J:‘;’N“NET Week 4 Ihe Seventh Barista - § ~ D&hoan thanh ~ Lé Minh Bach
Thir§ 16/03/2023 Barista 101 - ot CANM%:E?&;NGQTBEH Trura (11am - Week 4 The Seventh Barista - B P& hoan thanh  ~ L& Minh Bach
Thir 6 1710312023 Chuyén chwa ké bén quiy Bar ~ 9 nguei, 10y Week 4 The Seventh Barista - |~ D@ hoan thanh  ~ Lé Minh Bach
Chuyén chua ké bén quiy Bar ~ Nai it thei [ sang (am- . ~] Week 4 hitps //www facebook ¢ D@ hoan thanh Lé Minh Béch
Barista 101 - | & AT v A NGy e YN | GEIETIREMNED |  Weekd |niosiwwfacobookod  BAhoanthénh L& Minh Bach
Week 5 Phase 3 - Desire
Thrz | 201032023 Barista 101 + | ®caphe :::" J::':cm Vi nguydn Week5  |The Seventh Barista-H  ©ahoanthanh L& Minh Bach
Third | 2110312023 Barista 101 - e npna o Week § D& hoan thanh  ~ L6 Minh Béch
i AEROPRESS - DUA HUONG VI BAY
Third 2210312023 Barista 101 - XA VUT TROT Week § Dahoanthanh ~ Lé Minh Bach
@ TRA DAU - THAN KY, TINH TE, LAI
Thirs | 2310312023 Barista 101 - Gl Chicu (16om  ~ ] Week § Dahoan thanh ¥ L& Minh Bach
CON THOM NGON MAT LANH The Seventh Barista - {
Thir 6 24/03/2023 | Chuyén chura ké bén quay Bar ~ Moi thir déu c6 gi6i han Week § Da hoan thanh  ~ L& Minh Bach
The Seventh Barista -
The7 | 25032023 Barista 101 ® | swss;zgmﬁgc'o;\wm THANG | TIETID | Weeks ©ahoanthanh L& Minh Bach
The Seventh Bansta - §
Loa loa loa loa! P |8 m'euflm‘iﬁ. DA AP CANH| qeryrmessesD Week § Pahoanthanh L& Minh Béch
g The Seventh Barista -
Chi Nhat
Chuyén chura ké bén quay Bar ~ Chii quan va... dan bao con [ T4 (19pm -2 ~] Week 5 Dahoanthanh v L& Minh Béach
The Seventh Barista
Week 6 Phase 3 - Desire
The2 | 270312023 Loaloa loa loal - | EONG ;‘}gc'm':,i%,'cc KHOA | CHTTTENNED | Weeks D hoan thanh = L& Minh Bach
The Seventh Barista - §
Thee3 | 28/03/2023 Barista 101 - 2 C”mﬁ%ﬁfﬁ&gﬁ” SAY Week 6 Dé hoanthanh  ~ L& Minh Bach
Ihe Seventh Barista -
£ GIO1 THIEU: MONG BARISTA | . .
Third | 29/03/2023 Loa loa loa loa! - - Week 6 Pahoanthanh = L& Minh Bach
MOTIVATIONAL VIDEO SAP RA MAT The Seventh Barista - §
& FRESH COCO COFFEE - MOT NGUM
Thirs | 301032023 Barista 101 - ’ ETTEEED) | Week s Dahoanthanh = L& Minh Bach
NGAP TRAN SUC SONG The Seventh Barista
® [MONG BARISTA] - HAY TRO' THANH —
Thir6 | 310312023 Loa loa loa loal - g Tdi (19pm Week 6 Déhoanthanh  ~ L& Minh Bach
BARISTA CUA CHINH BAN The Seventh Barista - f
The7 | 010412023 Barista 101 - * c"E”E"ﬁ :&P #m;:m Hoe T Week 6 Dé hoanthanh  + L& Minh Bach
The Seventh Barista - §
Week 7 Phase 4: Action
The2 | 03/04/2023 Barista 101 ® | &LATE- ""E"'T'L'm“"'"“ CUA TINH Week 7 D& hoan thanh L& Minh Béch
The Seventh Barista -
Therd | 05/04/2023 Barista 101 - 4 TRATRMQ:QL:U‘N%%‘IQ‘.P"H TE Week 7 D& hoan thanh L& Minh Béch
The Seventh Barista - §
Thir6 | 07/04/2023 | Chuyén chua ké bén quiy Bar ~ THE SEVENTH BARISTA...? Week 7 D& hoan thanh  ~ L& Minh Bach
The Seventh Barsta
Ther7 | 08/04/2023 Barista 101 - c““s&"h%:,gﬂm" DULICH Week 7 D& hoan thanh L& Minh Bach
Chi Nhat | 09/04/2023 Chuyén chuwra ké bén qudy Bar ~ CAM ON Vi DA DEN [ Sang (Tam - .. ~] Week 7 Chura hoan thanh ~ L& Minh Béach
Chi Nhat | 09/04/2023 Khac - Tam biét [ 76i (19pm -2... ~] Week 7 Chura hoan thanh + L& Minh Béch

Figure 46: Social Media Content Calendar Planning

Media Production For The Seventh Barista | 84




CHAPTER 5. MEDIA PRODUCTION

5.1 Pre-production stage

5.1.1. Overview

Title: MOng Barista (Barista’ dream)
Genre: Emotional, inspirational

Theme: Journey of a coffee shop owner
Duration: 5 minutes

Logline: When we are young, we often harbor grand aspirations and dreams for
our future. However, as we grow older, we are confronted with the harsh realities
and pressures of life and society, which often make us lose sight of those
aspirations. Nevertheless, if we persist in holding onto our beliefs and passions,
those dreams will continue to reside within our hearts, waiting to be fulfilled. It
may take some time, but eventually, we will witness the realization of those
dreams. It is imperative that we never give up on our dreams, as they are the
driving force that compels us to move forward and remain steadfast on the path
we have chosen. We should always strive to maintain our enthusiasm and
determination, no matter the obstacles that may arise, for it is through this

steadfastness that we can bring our aspirations to fruition.
Tagline: Hay tré thanh Barista cua chinh ban.

Synopsis: The scene is set in a bustling bar cafe with the sound of dispensers and
customers chatting. The main character, Bay, is the owner of this crowded cafe
and is a passionate barista. However, not many people know that he also had a
dream and ambition when he was younger. The scene then changes to a young
man who had a hobby of reading comics and dreamed of becoming the hero of
those books. He also wrote novels and created his own fictional characters and
fantasy world. He worked part-time at a coffee shop, where he was a humble but

enthusiastic and hard-working coffee waiter.
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After a long day of work, he came home tired and realized that he had not paid
this month's rent. This left him feeling depressed, and he had to put his dream
away to make more money. He had to leave behind his books, novels, and
fictional characters. However, he could not forget his passion. One day, while
sitting down exhausted, he picked up a pile of comics he had left in a corner of his

room and read them with interest.

Ten years later, he returned to the bar cafe space, but this time as the owner of a
cafe bar. The characters he created in his youth had now become seven Chibi
characters, representing the menu of the restaurant. He happily served coffee to
his guests, opened the door to welcome them and bid them farewell, and
returned to the shop where he flipped through the menu of the restaurant and
saw the seven characters he had created. He smiled happily as if they were
smiling back at him. His dreams and passion had become a reality, and he was

now living the life he had always wanted.

5.1.2. Characters

a. Main characters

e BAY LUC CON TRE:

Age: 23 years old.

Gender: Male

Occupation: Students, work part-time at coffee shop

Background: Having a passion for reading comics, loving cartoon characters, he

spends most time imagining and creating characters and stories around them.
Appearance: Balanced, nerd, wearing glasses

e BAY LUC VE GIA:

Age: 50 years old.

Gender: Male

Occupation: The Seventh Barista owner
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Background: He was the owner of The Seventh Barista. However, he still didn’t

forget his passion, turning his coffee into characters, bringing color to the shop.

Appearance: Old but still strong, balanced, wearing glasses

b. Other characters

e Khach hang dau TVC:

Age: 22 years old.

Gender: Male or Female
Occupation: Students
Appearance: Can't see face clearly
e Chu quan ca phé cii:

Age: 30 years old.

Gender: Male

Occupation: Coffee shop owner
Appearance: Tall, dusty but very gentle

5.1.3. Talent

a. TVC Actor

e BAY LUC CON TRE:

Name: Bang Phu Quy

Role: Main Actor

Resume: Currently, Quy is acting mainly on tik tok platforms and short films.
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Figure 47: ©bang Phu Quy

THOA THUAN NGUYEN TAC HQP TAC DIEN VI
DU AN PHIM NGAN “MONG BARISTA”

Tp.HCM., ngay.... thing ......ndm

Chiing t6i gom co,

Bén A: The Seventh Barista

Bén B: Diing Phit Quy

Ciing thoa thudn ky thoa thudn hop tic nay véi cac diéu khoan va diéu kién sau day:

DIEU 1: NOI DUNG BAN THOA

Hai bén tham gia ky két bin théa thudn ndy trén co s& quan hé déi tic, binh ding vi cing

6 loi theo ding cic quy dinh da dé ra.
- Cic ndi dung trong ban thoa thudn ndy chi duoe sira ddi khi c6 s thoa thujn ding ¥ cia
hai bén va duoc thing nhit bing vin ban.
Thasi gian thyc hién cong viée: Ngay 14/03
Théa thuan c6 hiéu luc dén hét qua trinh thuc hién du an: Ngay 31/3

2023.

DIEU 2: TRACH NHIEM CUA BEN A
Cung cip diy dii nhimg thong tin, tai li¢u liéu lién quan dén dur n phim cho bén B.

- HBtro cic khodn chi hiu cin, di lai, &n ubng cho bén B theo thoa thuin.
- Toin quyén sir dung hinh dnh, video, bn thu dm, ghi hinh cla bén B trong qué trinh lim
du dn.

- Chitiét 16 cac thong tin ci nhan khi ¢é su chip thudn cia bén B.

- Dam bio sin phim ra mit ding véi ké hoach dur kién (du kién cong chiéu ra mit: Thang
31/03/2023)

DE cao tinh thin, trich nhiém hop tac lam vi
hity cdng viée duoc giao khi du dang thie hién ( trir truémg hop nha ¢6 tang, bénh
- Dam bio tit c céc ké hoach, hoat dong trong dur dn ding tién do.

c gilta bén A v bén B, khing tu § ngung
.)

PIEU 3: TRACH NHIEM CUA BEN B

Yéu ciu bén A cung cip diy du nhimg thong tin, tai liéu lién quan dén du an “MONG
BARIST
Dim bio luon ding tién dd trong qué trinh thue hién du én, d& nghi khéng dén dia diém
ghi hinh mudn so véi ké hoach ban diu.

Thue hién cdng viée theo diing ndi dung d thoa thuin ban diu.
Chi tiét 16 cac thong tin cia du an khi ¢6 sw chip thudn cua bén A.
Khong tu  ding tai cic san phim, thong tin cta du 4n khi chua c6 su cho phép ciia bén A.

Trong qué trinh thue hién du dn. néu c6 vén d& anh huang dén tién 45 cin thong bio ngay

dé déi bén clng giai quyét.

Dé cao tinh thin, trich nhiém lim viéc hop tic gilta bén A vé bén B, khong tur ¥ ngung
(hiy) cong viéc duoc giao khi du dn dang thuc hién ( trr truomg hop nha cé tang, bénh
1at,...).

Hoan tit cdc cdng viée vé linh vue quay, dung ding théi han duoe giao.

DIEU 4: DIEU KHOAN CHUNG
- Hai bén cam két thuc hién nghiém tiic céc diéu khoan trong bn théa thuin nay. Trong qué
trinh thue hién du 4n néu c6 khé khin gi hai bén cing giai quyét trén tinh thin hop tic.
Tranh gay mau thuin tinh cam ¢ nhan.
Quy dinh vé vin dé thoi gian: Dén phim trudng ding thér gian thoa thuin theo ké hoach
(Néu dén trd 52 nop phat: 50.000 vad/15 phit).
- Ban thoa thuin duoc lap thanh 2 ban, mbi bén gilr 01 ban cé gia tri ngang nhau

Tp. HG Chi Minh, Ngdy ~ Thang ~ Nam

Bén A Bén B

(Ky vé ghi 1 ho tén) (K v ghi rd ho tén)

Figure 48: Actor hire contract

e BAY LUC VE GIA:

Name: Nguyén H{u Hién
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Role: Main Actor

Resume: He is the owner of The Seventh Barista, our client.

Figure 49: Nguyén HGu Hién

b. Voice off actor
Name: L& Quan Nhan
Role: Voice off Actor

Resume: Used to be a child star in Mui Ngo Gai, voiceover for different big and
small projects, inspiring voice-reading classes, owning a Tik Tok channel with 1

million followers.
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Figure 50: Lé Quan Nhan

BAN THOA THUAN NGUYEN TAC HQP TAC LONG TIENG
DU AN PHIM NGAN “MONG BARISTA”

TpHCM., ngdy.... thang ndm

Chting 161 gém ct,
Bén A: The Seventh Barista

Bén B: L& Quan Nhin

Ciing thoa thugn ky' thoa thudn hgp tie ndy véi cde diéu khodn vd didu kign sau ddy:

DIEU 1: NOI DUNG BAN THOA THUAN

Hai bén tham gia ky két bin théa thuln niy trén eo s quan h d5i tic, binh ding v ciing
€6 loi theo diing ede quy dinh i dé ra.

Cie ndi dung trong ban théa thudn ndy chi dwoc sim d6i khi c6 su thoa thudn déng § cia
hai bén v duoe thng nhit bing vin ban

Thin gian thue hién cong vige: Ngay 21/03/2023.

Théa thudn cb hiéu lie dén hét qua trinh thue hién du 4n: Ngay 31/ 3/2023

2: TRACH NHIEM CUA BEN A

u lién quan dén du én phim cho bén B

thng tin, i ligu |

H3 trg cac khodn chi hiu cn, di lai, in udng cho bén B theo thoa thudn
Toin quyén sir dung bin thu im cia bén B trong qud trinh lim di dn

Chi tiét 16 cac the

tin ¢4 nhin khi c6 sur chip thudn cia bén B
Dam bao sin phim ra mit ding véi ké hoach du kién (du kién cong chiéu ra mit: Thing
31/03/2023)

bé

hiy con

> tinh thin, trich nhidm hop tic lim vi
a0 khi dir da
< cic ké hopch, hoat dong trong du dn ding tién 4o

ta bén A vi bén B, khong tu § ngung

iéc duac r thire hién ( inr trudn

hop nhi ¢ tang, bénh tat,...)

Bam bio (a

PIEU 3: TRACH NHIEM CUA BEN B

Yéu ciu bén A cung cip diy di nhit
BARISTA”

Bam bao ludn dir

hong tin, tii liéu lién quan dén dw 4n “MONG

L dé nghi khong dén dia didm

tién db trong qué trinh thire hign di

thu &m mugn so V61 ké hoach ban diu

Thue hién cong viée theo ding ndi dung 44 thoa thuiin ban diu.

Chi ti¢t 10 cde thong tin cua du dn khi c6 sy chap thudn cua bén A.

Khong tir ¥ diing ti e4c sin phim, thing tin ciia du dn khi chira 6 sir cho phép eila bén A

Trong qud trinh thure hin dir dn, néu ¢ vin d& anh hudng dén tidn 45 cin thong bio

d& ddi bén ciing gidi quyét

- BE cao tinh thin, trich nhiém lam viéc hop tic gilra bén A va bén B, khéi

(hiy) cong viée duve giao khi dir dn dang thuc hién ( trir truémg hop nha cb tang, bénh

1t....).
Hoin tit ce cong viée vé linh vire quay, dung diing thisi han duoc giao.

BIEU 4: PIEU KHOAN CHUNG
- Hai bén cam két thue hign nghiém tic cc diéu khodn trong bin thoa thuin niy. Trong qui

i quyét trén tinh thin hop tic

thoa thuin theo ké hoach

an: Dén phim truimg ding this
000 vnd/15 phi

- Bin thoa thuin dwoe Iip thanh 2 ban, m3i bén gir 01 bin c6 gid tri ngang nhau,
Tp. HE Chi Mink, Ngdy ~ Thdng  Ném
Bén A Bén B

(Ky va ghi rd ho tén) hi rd) ho tén)

Figure 49: Voice off actor hire contract

5.1.4. Script
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INT. THE SEVENTH BARISTA. DAY

Tai guén The Seventh Barista, khich héng dang tré chuyén rén
rang bén qudy bar, &m thanh huyén ndo hda 13n véi tidng méy pha
chi, tae thanh mdt tap &m tuol vul mé blt cir ngudl chi quin cad
ph# nao cing mang mudn duge nghe thiy mdi ngay.

QUAY DBAN HEN CANH PHA CHE QUAY BAR VOI CAMH KHACH HANG TAI QUAN
VA EHONG GIAN COR QUAN.

Gidi thigu Bdy gia, anh &y 14 chi cia quin ci phé ddng khich
nay, ddng théi cing 14 mdt Barista tran diy nhidt huyée.

BEN QUAY BAR. BAY PHA CHE, TRO CHUYEN VOT EHACH.

M3t khich hing méd cia busc vie quin, dimg trude quiy thanh quén
at gpi mén. Bay gik ra tifp khéch, nidm nd chio hél. Khéch hang
chi vae menu mdi cla gquan git 4du, ngu ¢ khen menu dep.

QUAY CAN. MEWD MOT COA QUAN.

Biy gid mim cudi chm om. Chi clng nhin vde mens vi shin thiy 7
nhin vat chibi trong dé.

QUAY CAN VAD MENU. 7 NEAN VAT CHIBI.

Anh midr Biy gis bing trd nén hedl nids. My ai bidt thoi con
tré, chi clng céd mdt dam md.

QUAY SAT VAO MENU. CHUYEN CANH VE QUA KHU.

INT. EHONG TRQ. DAY

Treng cin phéng thud chit hep, Bhy tré mide mil dos truyds
tranh, trong ddu anh léc ndy 14 ci mjt thé giéi gis tudng bac
la.

QUAY CAN. BAY BUA MAT THEQ TUNG TRANG TRUYEN.

QUAY CAN. BAY LAT TING TRANG TRUYEM.

Khdng nhing thich doe truyén, Bay cén cd dam mé vE tranh. DAL
quyfn truyEn sang bén, Bay hi huc v& gi dd 1&n mdt gily Ad.

Khéch quen chi via bube wao guin, ngdli xudng ghé thai, By 45
bung cd phé ra vi anh bidt diy 14 mén mi anh ta thuimg gol.
Khach ciling hai léng.

M3t khdch khic kfu tinh tiln, Bay vui vé nhanh chéng chay lai
quéy thu ngdn théi tidn lal cho khich. Sau 44, anh theo khidch
eéi tén cha, md cia cho khach, edi ngudi tidn khach ra wé .

Gi& gidi lae, ank ngdi phia sau quin, tidp tye migt mai v& tranh
thi bi chi gquén gof lai.

Chil quén dua cho anh mit phong thu. Bay mé ra, bén treng 48
ngodi val té tidn ra cén cb mdt 14 don cho thdi vide.

QUAY TU SAU LUNG BAY. CHU QUAN LAc AU.

Bay nhin ra gquin ci phE, ngodi nhimg vwi khach wvia vd h2i ndy thi
quin khing ebn mit al.

Tinh hinh kinh doanh cta guén khéng thufn loi, Bay hidu va théng
cam cho chi quin nén cing cii adu xin 131 wol anh.

Chil guén wd vai Bay, dua che anh mdt ly cd phd cufl cing nhu mdt
mén qué tem bigt.

EXT. TREN DUONG. WIGHT

Béy thé thin budc v tro, mdt tay cdm ly ca phé, mdt tay cdm
Bang ve telng eoar

Tuy nén chi, By vin bede AL vd phia trude.
INT. PHOMG TRQ. NIGHT

Trude cia phéng tro, Bay nhin thiy din tém béng cénh cle AI qud
hen thug phéng cta chi tro.

véi anh mEt budn bE, Bay g0 tém bang Ay xubng va mit moi 12 cém
thin buse vie phbng.

Béy ngdl thup xubng bin. Cim bir lén, Biy tifp tuc wé tranh.
NghL téi chuysén sang nay. ..

Dang vE thi Bay ding bot, anh thit veng 18e ade, ve to gily Ad FLASH BACK LA BCW NGHI VIEC VA BANG CANH CAO.

aé quing xudng abt.
Asdng a Ap lyc ti cude sbng lim Bay khdng thd séng tso, anh laf tidp tyc

QUAY CAN. RAT WHTEU T4 A4 BT VO DUST DAT. ve gifly ném xudng dat.

Bay nhdy lén giudng nkm thé thin. Ash tidp tye 18y truyén tranh

Bay nhin ddng hd bén ding diy vi nhin ra 45 t&i gid minh 41 ldm ca doe #% quéh AL ABL budn

thim. Anh rél khéi phéng.

Via dpe truyén, anh vél tay nhit ly ch phé chi quin téng lén ad

EXT. QUAN Ch PHE. DAY ubng. Bing chbe, mét § tuéng nhu bSt chot ndy lén trong ABu anh.

& quan c& phe noi anh lam th&m. Biy thyc chét chi 14 mdt nhin

QUAY KIEU GOC NHIN THO WHAT. TO MOT WHAN VAT TRONS QUYEN TRUYEN.
wign bung b& nhung rit chim chi. Ch PHE.

BAY LTEC SANG LY PH

Figure 51 (1): Script of Emotional Video “Méng Barista” page 1and 2

Bay ldp tic lea lén bang, khdc hga lén Roberto - nhin vat ddu
vidn ma anh tas ra phéng thee hinh dnh cta ly =& phe sia di 48,

CAMERA FHONG DAM RA XA ROI MO DAN. BaY VAN MIET MAI VE TRANH.
CAMERR DUA LEN CAO.

INT. THE SEVENTH BARISTA. DAY

c*m\ BUA XUSNG DUOI. CHUYEN CANH VE THE SEVENTH BARISTA. NHIEU
NAM SAU.

CHEN VAQ VAI CAMH KHONG GIAN QUAN.
BaAy gid hién nay A8 trd thinh chi cta mit gquén ca phé bar.
QUAY CAN. WHAN VIEN DAT HHAY ch PHE LEn QuAv.

Bay vin vui vé nhit khay 45 1én, by tay bung <& phi tél bdn tay
khach nhu thoi con trd.

Bay vui wé cii chao, chic khach vbng ngon midng.
ENT. BENW NGOAI 1 QUAN CA PHE KHAC. DAY

Bay tré cing mit nhidn vién budc ra khéi guén ci phé sau khi
phéng win.

‘:;h chhe nhin vifs 44, vul vé edm tedn tay b ddng phye mél ra

INT. THE SEVENTH BARISTA. DAY
Bay gid ngdi & quiy bar, ty tay vE menu méel.
EXT. CONG VIEN. DAY

Bay tré ngdi trén mdt bang ghéd tal cdng vign tidp tyc w& tranh,
wita wéng ca phé.

Anh dit ly ca phE a4 xubng ké bEn minh.
QUAY CAN CANH LY Ch PHE Bd.
INT. THE SEVENTH BARISTA. DAY

QUAY CAN. CHUYEM CANH. LY CA PHE TRONG CONG VIEN CHUYEN THANH LY
cA pHE TARE AWAY C5 DAM STICKER ROGERTC TAI THE SEVENTH BARISTA.

VL khdeh & chAnh diu tidn nhin 18y 1y cd phi 44 vA vul wvéd chie
Bay réi dfy cios ca v,

Bay clng wvui v¢ chéo vi khach dd.
Sau khi wi khach Sy vwd edi, Bay nhin lai menu. Chi 1&t =i trang

nay sang trang kia, bit gidc mim cudi, mdt ny cudi mang wé hoai
nidm.
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Figure 51 (2): Script of Emotional Video “Mbéng Barista” page 3
5.1.5. Voice off

[Before the video starts - Black space]

Mot ly ca phé hoan hao khong thé dat dudc chi sau mot [an pha.
[Video start] [00:01 - 01:42] No voice.

[01:44 - 03:58]

Khi con tré, ching ta thudng cé nhiing udc ma I8n lao, mong mudn khdm pha
thé gidi hay tré thanh nhiing ngugi dac biét. Khi trudng thanh, thuc té lai day |Ui
nhng giac ma dé, ap luc xa hdi, cong viéc, gia dinh vo tinh trd thanh nhing trd

ngai hién chung ta quén Mmat muc tiéu va niém dam mé.

Clng nhu trong qua trinh pha ché ca phé thudng di kém véi nhiéu thi thach va
sai lam, tU viéc chon hat ca phé dén diéu chinh nhiét doé va thai gian pha. Nhung
do khong phai la tat ca. Bé tao ra mot tach ca phé ngon chuan vi, ching ta can
thém vao dé su tan tam, tinh yéu va kién nhan. Bay chinh 1a nhiing pham chat

can thiét dé dat dudc muc tiéu I8n trong cudc séng.

Hay dé gidc ma va hoai bado dan dudng, ching ta sé khéng bao gid bi danh bai
va hay theo dudi niém dam mé dén cung. Hay cung nhau thudng thic mot tach
ca phé Arabica tham ngon va cdm nhan su kién tri va nd luc dé dat dugc muc

tiéu chinh nhu viéc pha ché mét ly ca phé hoan hao.

DU chi mét gidy phut ngan ngui, ding bao gid ndi I3i t bo. Hay nhé rang, khéng
bao giG qua tré dé theo dudi dam mé. Bat ky ai cling cé thé lam dudc néu ho ¢cé
du quyét tam, phan dau. Hay tudng tugng nhiing gi chung ta cé thé dat dugc
néu khéng bo cudc trude nhiing khé khan va thd thach. Chung ta co thé trd
thanh nhiing ngudi gilp d3 va lan tda tinh yéu thuadng, tao ra nhiing tac déng

tich cuc trong xa hoi va cong dong.

Viéc dat dudc udc ma Ién lao khéng phai la diéu dé dang. Thanh cong khéng
phai la mot dusng thang, nd 1a mot hanh trinh day thd thach, gian lao.

[04:18 - End of the video]
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Néu ta biét cach kién tri va khéng bd cubc, chung ta sé dat dugc moi diéu minh
muodn. Va tat nhién, ca phé Arabica cling la mdt phan cla cudc hanh trinh dé. N6
khéng chi la mét loai d6 uéng ma con la mét ngudén cadm hidng dé chung ta vugt
qua Mmoi kho khan va no luc, dat dudc udc ma ciia minh. Va dung bao gid quén,
mot tdch ca phé ngon khéng chi la két qua clda qué trinh pha ché, ma con |a két

qua cla tdm hon va tinh yéu thuong cda mdt ngudi Barista.
[Logo Appear] "Hay dan than vao dam mé, va trd thanh Barista cla chinh ban."

5.1.6. Shotlist

5 5 ¥

Scene Shot Angle ~ | Shotsize ~ | Movement ~ Subject S(::;t Note Checklist
Medium S A ha . . A - .
1 Eyelevel ~ Long v Tilt v quan ca phé Barista 4,00 quay tr trén quan xudng, do trong quan quay xung quanh
2 Eyelevel - | MUUM | pojyshot - 2 Khach (1 nam 1 nr) 3,00 - khden dang Iro chuygn vGi nhau vui v&
Long - thay duoc nhén vién dang lam viéc
3 Eyelevel ~ ::::::; - Static e dung cu dung ca phé 2,00 Quay tir tay barista Iy ly dua véo méay pha ca phé
4 Shoulder Long . Static . Bay gia 2,00 dat may ngay thang may 7 !u’ {hang may buéc vao khung hinh
level trudc mat la quan caphe
. Big - - P AL A £ Cal o PP A
5 Eye level Closeup Zoom Bay gia 1,00 quay can mét zoom dé thay Bay né nu cudi méan nguyén
6 Evelevel ~ Mfdlum - Pan - Kkhéng gian quén 200 dat ngang mat vi tri caa 7 nhlr) thay xung quanh thay dong
ong quén
Medium " A N A 5 A s . N N
1 7 Knee level ~ closeup A Static - chiéc chuéng 1,00 thay chiéc chudng & gilra va thay duoc canh clra md ra
Medium " 2y s P - . N 3 i 5 <
8 Eyelevel ~ Long - Static - bay gia 2,00 lay béng clia khach huéng vé phia 7 dang tién lai khach
9 Knee level ~ | Closeup ~ Static - bay gia 2,00 lay béng clia menu thay 7 nidm nd tré chuyenj vs khach
10 Shoulder Mild - Static - bay gia va khach 200 lay tlr kinh lay vao trong thay 7 ch_l menu va khéch gat dau va
level dura tay like
. Big . - . 2 FR N -
1 Eye level Closeup Static bay gia 2,00 lay can 7 nd 1 nu cuoi turoi
12 High level ~ Medium Static - menu 2,00 handheld qua vai bay thdy menu
closeup
13 Knee level ~ | Closeup <~ | Zoomin ~ chu 7 4,00 quay mé cudn lich thay 7 nhin menu vs anh mét triu mén
13 Kneelevel ~| Closeup ~| Zoomin ~ cha 7 4,00 quay mé cudn lich thdy 7 nhin menu vs anh mét triu mén
14 Glreovuer:d ~| Closeup ~ | Zoomout ~ cudn menu 2,00 quay tir phia canh tay7? zoom menu
1 Kneelevel -| MEShm - me - Ké i truyén 2,00 ke ti chira nhiing cudn truyén
2 Highlevel -| EXireme | gihe - bay tré 2,00 théy con mét bay 7 dang doc séch bén dén
closeup
3 Dutch . Mild ~ | Dolly shot ~ bay trd 3,00 thay 7 tré dang 14t sac:h sach §u0n:tru¥en, «ddng thai thay tép
angle gidy A4 bén goc ban
4 Knee level ~ Medium Static . bay tré 300 théy 7 tré cat cubn tquEr[ saung‘la}/ tra: sau do lay tir tay phai la
closeup g6 ké vé va to gidy vé
5l Knee level ~ Long ~| Zoomin ~ bay tré 2,00 théy bay tré hi huc v&
- Big - " - R o AP =
2 6 Eye level Closeup Static cdy bt dang vé 1,00 cdy buat dirng vé
7 Shoulder | Medium | 5oomin - céy biit dat trén ban 100 cay bit dat nhanh trén ban
level closeup
8 Knee level ~ Mild ~ | handheld ~ tay vo gidy 2,00 tay dang va gidy
9 Knee level ~ Mfdlum < | handheld ~ gidy vo 200 giay vo ném giuc gan sot (ac ben'canh v&i dong giay bén
ong ngoai sot réac
- Tracking PR 2 Y " A AR PRSI
10 Eyelevel ~ Mild shot bay tré va dong hd 3,00 quay tlr dau 7 tré quay sang thay déng hé chi gid
1" Glr:vuerrd ~| Closeup ~ Static - canh clra 1,00 thay cira dong cai ram ciia s vai vang
1 Hiplevel ~ | Closeup ~ Static - Bay tré 2,00 thdy 7 tré dang cot tap dé clia quan
2 Overhead ~ M::x;m - Static A khong gian quan cf ci 3,00 théy 7 tré dang lam viéc cham chi bung nuoc céc kiéu
3 Eyelevel ~ | Closeup ~ Tr::‘l:{'g cdi tay pha cf 5,00 follow theo tirng déng tac pha ca phé cla 7 tré
4 Hiplevel ~ | Closeup ~ Static - ly cf 1,00 ly cf dwoc dat trén mam
.| Medium | Tracking PR 2 5 ha
5 Eye level closeup shot bay tré 3,00 7 tré bung ly ca phé
6 Eyelevel ~ | Closeup Tr::‘l;lpg mam bwng ca phé 2,00 7 tré cAm mam bung cf cho khach
3 7 Hip level ~ Long - Static - bay tré va khach 2,00 bay tré dat ly cf cho khach khach n& nu cuai vs bay
8 Lowlevel ~ Medium Tiit - abng hd quan va 7 tré 4,00 tr dong ho ml'xuong sau \l;ng l?ay tré dang mlgt mai vé thay
Long béng dang chi quan dang buéc téi
9 Hip level ~ Mild - Static - bay tré va cha 5,00 chii dap vai 7 tré dang cudi, chl néi va 7 tré buén
. . Big . . - N N N 22
10 Hip level Closeup Static tay chd 2,00 tay chd dua phong bi cho bay tré
Shoulder Big . . - PR £ opa 2 s
12 level Closeup Static bay tré 2,00 thay bay tré ngac nhién co chut xic déng
13 Overhead ~ Long - | Static - bay tré va cha 3,00 thdy duwroc chi Iac Géu déng thai thay khéch di cudi cing di vé
14 Hiplevel - | Medlum | gphc - tay cam cf 2,00 chil dua 7 tré ly ca phé
closeup
15 Hip level ~ Long A Static - 71ré 3,00 bay tré dirng treée quan théy clra déng xudng tay cam ly cf
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4 1 Hip level ~ Mild - Static ~ Ttré 3,00 bay tré cam ly cf di bé gan v& t¢i nha
4 Shoulder _ | Medium Static - béng canh béo 2,00 quay sau lung 7 tré bugc \{ao kh’ung mnn thay ding stng lai
level closeup thay bang canh bao
. Big . ; . A A ta PR
2 Eye level Closeup Static Ttré 1,00 bay tré rung rung mat thé dai
- Medium N X N L 2 2 A2 o N P
3 Hip level ~ Long - Static hd Ttré 2,00 bay tré giut bang canh bao va mé clra phong buéc vao
" .| Medium | Tracking _ 2 Ape s - Sal e
4 Hip level closeup shot Ttré 3,00 7 tré bude vao phong roi ngdi xubng
Medium ; A b Ayt 1Ay eAy bt o hAn nha i hat dA0 v 18
5 Eye level ~ - Static hd tay cam but 2,00 bay tré lay cay bat tir bén phai roi bat dau vé tao lao
closeup
6 Lowlevel - [ Medum | gphc - THe 1,00 cam xiic 7 tré thén ther V& nhur ding réi
closeup
8 Highlevel ~| Medium | ghic  ~|  don nghiviéc va bang canh béo 2,00
closeup
5 9 Hip level ~ Mild - Static  ~ 7tré 2,00 vé déu suy nghi vé vé
10 Hip level ~ Long - Static hd Ttré 2,00 bay tré giuc tor gidy
" .| Medium _ | Tracking 2 5t h2y frd 1 5 A i
11 Hip level closeup shot Ttré 3,00 foloow mat bay tré réi ghé leo 1&n gidrng
12 Hiplevel - | Medium | g - 7te 2,00 ném uyt trén giwdng
Long
13 Hip level Mild . static . Twsvaly of 3,00 bay tré xoay hudng ly cf, nellt;fdmat bay tré hudng quay sang
: Medium " 2 PRI PO S =
14 Hip level ~ Long - Static - Ttré 3,00 bay tré lay ly cf ngdi déy udng roi dat ly cf xudng
15 Hiplevel - | Medium | gibe - ly cf 1,00 cén ly cf dat xuéng
closeup
16 Hip level ~ Mild - Static  ~ chiéc quat quay 2,00 chiéc quat quay thay gio
17 Hiplevel ~ | Closeup ~ Static - t&r gidy chi bi 3,00 bay nhurng to gidy chibi cét tira tung dinh trén ly cf
18 Hip level - Mild - Static - Tt 400 bay tré than thd lra[n tu';vo tl_rm gua:y huf?'ng ly cf bi dinh t&
(giay bat ngd doi sac mat
1 Kneelevel ~ | Closeup ~ Static - logo quan cf m&i 1,00 nét ré tir tir logo
2 High level ~ Mild h Static v khong gian qua va 7 gia 3,00 thdy khach dat men v6i chil quan 1a 7 gia
3 Hiplevel ~ | Closeup ~ Static - mam cf va cf 1,00 ly cf ddc dat trén khay
" . Tracking N PR 2 g N . N
4 Hip level ~ Mild shot - béy gia va mam cf 3,00 bay gia lay mém cf mang t&i cho khach
5 Hip level ~ Medium Static . bay gia va khach 2,00 ly cf ddc bay gia dat cho kh‘ach> thay.Y gia minh cudi ndi chic
Long wui vé vai khach
: Medium " 2 5
6 6 Hip level Long Static béy gia 3,00 pha cf v60
8 Hiplevel <~ | Closeup ~ Static - ly hirng nwée cf 1,00 bay gia s& 1y ly hing nuéc cf chay xudng
9 Hip level ~ Mild ~ | Zoomin ~ ly cf v60 2,00 7 gia dat ly cf xuéng quéy réi in vao ly cf
10 Hip level ~ Medium Static v ly cf take away 1,00 nhan vién dat ly cf take away dan sticker
closeup
11 Hip level ~ Mild - Static - 7 gid va khach 200 bady gia m& clra ch;)»b(ha(ih vui vé chao 'Khach ra vé roi buoc
6i quly co menu méi
12 Low level ~ Mild ~ | Zoomout ~ 7 gia va menu 5,00 7 gid cAm menu rdi man nguyén v&i menu nay
TONG: 157,00

Figure 52: Script of Emotional Video “Mbng Barista” page 3

5.1.7. Mood and tone

e Mood

The opening scene captures the essence of the café with its vibrant ambiance,
diverse menu offerings and friendly service staff, all designed to entice customers.
The camera pans through the café, showcasing the sleek design, the intricate

brewing machines, and the hustle and bustle of customers.

As the TVC progresses towards the middle, the focus shifts to the protagonist of
the story. We see him working tirelessly in the café, brewing coffee and serving
customers with a smile. We are then transported to his past where we learn
about his dreams and aspirations. A young man who had a passion for reading
comics and creating fictional characters. But as life happened, he had to put his

dreams on hold and work hard to make ends meet.
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The protagonist's story is relatable and touches a chord with many viewers, as it
shows the struggles of chasing one's dreams amidst the harsh realities of life. As
the TVC reaches its climax, the protagonist's dream comes to fruition. We see him
as the proud owner of The Seventh Barista, with his creations of Chibi characters
becoming an integral part of the café's menu. This is a powerful message that
encourages customers to pursue their dreams relentlessly and never give up,

despite the challenges that life throws at them.

The final moments of the TVC are designed to inspire and motivate customers.
The message of the campaign is clear — with passion, determination, and hard
work, one can achieve their dreams. The Seventh Barista offers not only a great
cup of coffee but also a message of hope and inspiration. It is a place where

dreams come to life, and customers are encouraged to pursue their passions.
® Tone

In order to capture the warm and inviting atmosphere of the cafe, we have opted
to use light brown tones throughout the TVC. These tones not only convey a
sense of warmth and coziness, but they also serve to highlight the loneliness and
struggle of the main character as he strives to pursue his dream. Despite the
challenges he faces, the main character remains dedicated and focused, pouring
his heart and soul into his work as a barista. As the TVC progresses, viewers will be
able to see the dedication and passion that the protagonist brings to his craft,
and the rewards that he is able to achieve as a result of his hard work and
perseverance. Ultimately, the use of light brown tones serves to enhance the
emotional impact of the TVC, drawing viewers in and helping them to connect

with the story and the message that we are trying to convey.
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LIGHT

| .

GENERAL SPECTRUM

Figure 53: The color pallet of the film ‘Her’ (Source

whistlingwoodsinternational.wordpress.com) [22]

MEDIUM

DARK

5.2 Production stage

5.2.1. Production timeline

- Hang muc Chi tiét cong viec Team Phu trach Ngwoi thwe hién Bt dau Két thuc
Outline kich ban + Logline
+ Tagline Team kich béan Xuén Anh+Béch > 13/02 - 19/02
Lén hoan thién kich ban
cho TVC ca team cateam 16/02 18102
Xac dinh Iy do, muc dich,
théng mép_TVC mubn
truyén tai ca team ca team 16/02 19/02/2023
Lén ké hoach chi tiét Pre -
Pro - Post cho TVC ca team cateam 16/02 18/02
khao sat dia diém quay | Team Production Xuén Anh 19/02 19/02
Lén Template mau choTVC | Team Production Xuan Anh 18/02 18/02
6 Lé&n ké hoach cho nhan su |c& team céteam 18/02 18/02
Hop gop y, brainstorm
nhitng 16 hong ca team ca team 19/02 19/02
Hoan thanh kich ban Final |ca team ca team 19/02 20/02
Lén Moodboard cho phim |Team kich ban Xuan Anh+Bach 20/02 22102
Chét nhan su va tim nguoi
cho hé tro' san xuat dw an | Team Production Xuén Anh 20/02 22/02
p bang ké hoach quan Iy rii|c team ca team 22/02 22/02
Lén Callsheet Team Production Xuan Anh 22/02 25/02
Hoan thanh Shotlist Team Production Xuén Anh 22102 25102
Lén Storyboard Team kich ban Xuan Anh+Bach 23/02 26/02
Lam bang mé ta nhan sy
va bang nhan s phuc vu
On Set ca team ca team 24/02 24/02
Tinh toan chi phi san xuét |ca team ca team 25/02 25/02
Cast dién vién cho TVC | Team Production Xuén Anh 25/02 26/02
Lén cac thiét bi dé sén xut | Team Production Xuan Anh 25/02 25/02
Joodboard trang phuc cho nhfca team ca team 26/02 26/02
7 Pre- Production | Lén timeline cho ngay quay |cé team ca team 26/02 26/02
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8 Lam Checklist va kiém tra la| Team Production Xu#in Anh
Production cé team
Dung phim bén thé,
Feedback Team Production Xuan Anh 12/03 13/03
9 Color Grading Team Production Xuan Anh 13/03 15/03
Hoan thién ban Final +
Feedback ca team cé team 16/03 18/03
Chét bén Final cé team cé team 19/03 19/03
10 Chinh stra lai s&n pham
Post- Production | theo nhan xét tr hdi dong |ca team ca team

Figure 54: “

5.2.2. Call Sheet

Director: Xuan Anh
Script: Minh Bach

Day Unit
Talent
Morning
Crew
Talent
Afternoon
Crew
Talent
Evenin
4 Crew

Name
Nguyén Hitu Hién
Quang Vinh
Huy Hoang
Minh Bach

Xuén Anh

Khanh Phan
Trinh Hoang Vinh
Béo Lé

bang Pha Quy
Minh Bach
Xuén Anh

Khénh Phan
Trinh Hoang Vinh
Bao Lé

DBéang Pha Quy

Minh Bach
Xuén Anh

Khénh Phan
Trinh Hoang Vinh
Bao Lé

5.2.3. Location

a. For filming

o The Seventh Barista:

Produce: the Seventh Barista team

Actor
Supporting Actor
Supporting Actor

BTS
Production Design

Production Design
B.T.S Stylist

Camera operator
Light

Actor

BTS
Production Design

Production Design
B.TS Stylist

Camera operator
Light
Actor

BTS
Production Design

Production Design
B.TS Stylist

Camera operator
Light

On set/ Date

6:30:00 AM

1:30:00 PM

6:30:00 PM

Shooting time

7:30:00 AM

2:00:00 PM

7:30:00 PM

Figure 55: “Mbéng Barista” Call sheet
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Mobng Barista” production timeline

43-27 Puong S6 {3, Tan Hung, Quan 7, Thanh

435/2 D. Pham Van Déng, Phurong 11, Binh

158/8 Nguyén Van Dau, phuong 7, Binh Thanh,

Shooting Date : 14/03/2023
Product : Méng " Barista "

Location

phé Hé Chi Minh

Thanh, Thanh phé H6 Chi Minh

TPHCM



The Seventh Barista is more than just a coffee shop; it is a labor of love that
embodies the owner's passion for coffee and his desire to create a welcoming and
unforgettable experience for all who visit. This is where his dreams have come
true. As such, it holds a special place in his heart, and we are determined to create
a unigue atmosphere that captures the essence of his passion for coffee. One of
the ways we can achieve this is by showcasing the bar space through stunning

camera angles that highlight its unique features and inviting ambiance.

g

Figure 56: Filming at The Seventh Barista
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Cong Hoa Xa Hoi Chia Nghta Viét Nam - Cic ndi dung trong ban thoa thudn ndy chi duge sira ddi khi c6 sy thoa thudn dén
hai bén vil duge thing nhit bing vin bin.
- This gian thuc hién cdng viée (du kién): Ngay 14/03/2023

Boc Lap - Tu Do - Hanh Phic
e
- Thoa thujn ¢b higu lyc dén hét qua trinh thyc hién dy &

31/3/2023 (dy kién).

BAN THOA THUAN HOP DONG DICH VU HOP TAC
DU AN VIDEO TRUYEN CAM HUNG “MONG BARISTA™ PIEU 2: TRACH NHIEM CUA BEN A
. g tin, tai liéu liéu lién quan dén dir dn phim cho bén B.
i hinh dnh thuong hiéu cho bén B theo thoa thuin.

Tp.HCM.. ngdy.... thing ......ndm .. - Cam két hé tro quin
- Toan quyén sir dung

qud trinh im dy én.

e Seventh Barista = Chi tiét 16 cac thong tin cé nhin khi ¢ sur Llﬁp thudn cua bén B.

i hinh tai dia diém cta bén B trong
Chilng 16i gom ¢
Bén A: Nhas

Pia chi: Ld E2a-7, Buimg D1 Khu Cér hé cao, Mhanh M3, TP. Thi Bire, TP H& - Dé cao tinh a bén A vi bén B, khing wr y
Chi Minh hay con

RN 5 - Dim bio tht c eée ké hoach, hoat dong trong dir 4n diing tién do.
Bai dign: Trin Nguyén Xuan Anh g trong v

Chite vy Bya dicn DIEU 3: TRACH NHIEM CUA BEN B
Dién thoai: 0347112491 o . i _— i N
- Yéu cu bén A cung clip dily dii nhing thing tin, i liéu lién quan dén du dn video truyén
Bén B : Ti¢m Ci Phi The Seventh Barista cim hime “MONG BARISTA™

Chiu trich nhigm vé an ninh, y té, phong chiy chita ¢
Tao moi diéu kién thuan lon cho bén A thire hién cong viéc.
Chitiér 1§ cdc thés cila bén A
an thye hién du dn

Dia chi: 63 Buing 14, Khu Din Cu Ven Song, Phuémg Tin Phong, Quin 7, Thanh phd HG
‘Chi Minh

Dai dién: Nguyén Hiru Hién in cia dy dn khi c6 sy chip thu;
- Cung cdp ngudn dién, nude trong thiri

Khing ti § ding tai cic sin phim, thong

Chire vu: Chi Quan

in cia di 4n khi chia €6 sir cho phép cia bén A.

Dién thogi: 091 362 91 69

- Dé cao tinh thin, trich nhigm lam viée hop tic gilra bén A vi bén B, khing tr § ngung

Ciing thoa thudn k thia thudn hap e ndy véi cde didu khodn vé didu kién sau dy (hily) cong viée diroc giao khi dur in dang thuc hién

BIEU 4: PIEU KHOAN CHUNG

PIEU 1: NOI DUNG BAN THOA THUAN Hai bén cam két thie hién nghiém tic cde didu khodn tro

bin tha thudn ndy. Tro
i quyét trén tinh thin hep tc.

trinh thyc hién dy 4n néu ¢ kho khin gi hai bén cin

- Bén B ding ¥ hd tro mit biing va cung cip dich vu cho Bén A thurc hién t quay phim -

N miu thuin tinh cim cd nhin.
voi chi tiét sau:

Tranl
- Ban théa thudn duoc 1ip thinh 2 bin, m3i bén it 01 bin e gid tri nhu nhau

+ Dia diém quay phim tai tiém ca phé The Seventh Barista

+ Dién tich sir dung: Khudn vién bén ngodi vi

2 tr¢t cila cira hing

+ Then gian thue hién : 6 gior 30 ngay 14/03/2023 Tp. Ho Chi Minh, Ngdy Thang  Nam

a Hip dft b thng dm thanh, 4nh sdng vi cie hang muc khic lign quan i
dur dn trong vong 8 gir ddng hd ( bao gom thin gian Hp it vi thio gd
lién quan 161 dir dn, Bén B khong tinh thém bt cir chi phi ndo lién quan 161 thisi g
vi thio gd)

A Bén B

- Hai bén tham gia ky két bn thoa thuin ndy trén co s quan hé hop tic, binh ding vi cling (K¥ vi ghi rd ho tén) (K vi ghi rd ho tén)
b loi theo ding cdc quy dinh di dé ra.

Figure 57: The Seventh Barista - Venue rental contract

e Tiém cafe Thanh Ngoc:

At Tiém cafe Thanh Ngoc, the owner's aspirations remain unfulfilled. One reason
we selected this venue is due to its association with a group member's frequent
patronage, while another is the establishment's nostalgic decor, which aligns

perfectly with the past context in which our narrative unfolds.
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Figure 58: Filming at Tiém cafe Thanh Ngoc

Cong Hoa XA Hoi Chi Nghla Viét Nam
Déc Lip — T Do — Hanh Phiic

pra

Tp.HCM.. ngay

Chiing 137 gom o6,
Bén A: Nhém The Seventh Ba
Diachi: L& E2a-7, Buéng D1 Khu Cong
Chi Minh

Dai dién: Trin Nguyén Xuin Anh

ghé cao, P. Long Thanh M§, TP. Tha Die, TP. Ho

Chire vu: Bgo dién
Dién thoai: 0347112491

Bén B ém Ca Phé Thanh Ngoc

Diachi: 4
Minh

2 Pudng Pham Viin Dong, Phudng 11, Quin Binh Thanh, Thinh phd Ho Chi

Chirc vu: Chu Quin
Dién thogi:

Cing thoa thiedn &y thoa thudn hap tdc néy véi cdc diéu khkodn vie didu kign sau day:

PIEU 1: NQI DUNG BAN THOA THU

- Bén B dong ¥ hd tro mit biing va cung cdp dich vu cho Bén A thuc hién 1& quay phim -

viri chi tiét sau:

+ Dia diém quay phim tai tiém ci phé Thanh Ngoe

+ Dién tich sir dung: Todn b cira hing
+ Thisi gian thuc hién - 18 gidr 30 ngay 14/03/2023

+ Thei gian 1ip dit hé thing im thanh, 4nh sdng vi cfc hang muc khic lidn quan 16

dir dn trong vong 3 g
lién quan 16i du 4n, Bén B khang
Vi thio gtr).

ddng hd ( bao gdm thii

an 1ip ddt vi thio go tit ca céc hang muc

inh thém bét ctr chi phi no lién quan t6i thoi gian 1p dat

- Hai bén tham gia ky két ban thoa thuin nay trén co s&r quan hé hop tic. binh ding va ciing
©0 lgi theo diing cic quy dinh di dé ra.

Cic ni dung trong ban thoa thudn ndy chi duoc sita ddi khi c6 su théa thuin déng ¥ cia
hai bén vi duoc thén
Thisi gian thue hién cong vi

nhit bing vin ban.

gy 14/03/2023
Thoa thuin ¢6 higu lue dén hét qud trinh the hién dy dn: Ngay 31/3/2023 (dy kién),

PIEU 2: TRACH NHIEM CUA BEN A
p dity di nhimg théng tin, ti liéu ligu lién quan dén dy dn phim cho bén B.

Cam két hi trg quang b hinh anh thirong hiéu cho bén B theo thoa thugn.
Toan quyén sir dyung liinh dnh, video, ban thu dm, ghi hinh tai dia diém cia bén B trong
qui trinh lam dy dn.

Chi tiét 1§ cdc thong tin cd nhan khi c6 su chip thugn ciia bén B.

Dé cao tinh thin, wich nhiém hop tic lam v ifa bén A va bén B, khé

u ¥ ngung

hily eéng viéc dwac giao khi dir dang thue hién

Pam bio tit ¢ edc ké hoach, hoat dong trong du dn diing tién d5.
PIEU 3: TRACH NHIEM CUA BEN B

Yéu céiu bén A cu

clp di
cim himg “MONG BARIS
Chiu trich nhiém vé an ninh, y té, phing chdy chira chiy

dii nhimng théng tin, t4i liéu lién quan dén dir 4n video truyén

Tgo moi diéu kién thudn loi cho bén A thuc hién cng viée

Chi tiét 1§ cdc thong tin cua du dn khi ¢6 sy chip thudn cia bén A.

On dién, nude trong théi n thue hién du dn.

cic san phim, thong tin cia dy dn khi chua 6 sy cho phép cia bén A.

n, trich nhiém lam viéc hop tic gilta bén A va bén B, khoi

vige duoc giao khi du dn dang thurc b

u ¥ ngung

(hity)

DIEU 4: PIEU KHOAN CHUNG
Hai bén cam két thue hién nghiém tic céc diéu khoan trong ban théa thudn niy

‘Trong qui
trinh thyc hién du n néu c6 kh khin gi hai bén ciing giai quyét trén tinh thin hop tic.
Trénh gy miu thun finh cim cd nhin.

Ban théa thudn duoe 13p thinh 2 ban, méi bén gilr 01 ban c6 gid tri nhu nhaw.

Tp. Hé Chi Minh, Ngdy Thing ~ Nint

Bén A Bén B

(KY va ghi rd ho €n) (K¥ va ghi rd ho tén)

Media Production For The Seventh Barista | 100



Figure 59: Tiém cafe Thanh Ngoc - Venue rental contract
e Member’ house:

This rental house is where the owner resided during his impoverished student
days was also the birthplace of his many aspirations and passions. It was with this
in mind that we decided to use this location for our filming. One of our team
members has an empty room at his house, and he is generous enough to offer an
empty room for us to use. This not only provides a convenient space for filming,
but also allows us to take advantage of its emptiness for set design purposes. We
can depict the absence of an inn room, as required by the script, without

incurring additional costs associated with renting another location.

}.‘,‘a i1
byt

Figure 60: Filming at one of our member’ house
b. For post-production

e FAMMusic:
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"Voice off" is a term that is sometimes used in film and television production to
refer to a technique in which a character's voice is heard but their physical
presence is not seen on screen. This is achieved by recording the character's
dialogue separately and then adding it to the scene in post-production. The
purpose of using "voice off" may vary, but it is often employed to convey a sense
of distance or detachment between the character and the events taking place on

screen, or to provide exposition or narration.

FAMMusic is the workplace of one of our team members, and we were fortunate
enough to have access to their studio for our project. The fact that they
generously allowed us to use the space free of charge was a significant boon to
our limited budget. Additionally, the studio's state-of-the-art equipment and
ample tools allowed us to capture the voice of our talent with the utmost
accuracy, ensuring that the quality of our recordings was top-notch. Thanks to

FAMMusic's contributions, we were able to produce high-quality work without

having to sacrifice our creative vision or financial resources.

Figure 61: Voice off recording at FAMMusic

5.2.4. Behind the scene

As a result of limited financial resources, we were constrained to schedule and
execute the filming project within a compressed time frame of less than 24 hours.

To address this challenge, one of our team members who also served as a
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director, leveraged their professional network to seek out assistance from two
acquaintances who had expertise in lighting, filming and coordinating open
shoots based on scripted content. We were fortunate in that the process of
reaching out to our network of contacts for filming support proved to be a

seamless and expedient affair, with our contacts responding promptly and

effectively to our request.

Figure 62: Shooting the scene outside the cafe early in the morning
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Figure 63: Shooting the indoor scene at The Seventh Barista

On the day of the scheduled filming, we arrived at The Seventh Barista to find
that the owner and Baristas were all extremely welcoming and eager to support
our project. The level of enthusiasm and willingness to contribute was a major
boost to our morale and helped set the stage for a productive and enjoyable
filming experience. Despite the time constraints, we were able to execute the
filming with precision and efficiency thanks to the coordinated efforts of our team

and the support of the coffee shop staff.
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Figure 64: Shooting the indoor scene at The Seventh Barista with the owner

Despite our best efforts, the filming process at The Seventh Barista presented
several challenges, primarily due to the large number of scenes that needed to be
captured in the morning. Unfortunately, our team was unable to complete the
necessary filming within the allotted time frame, causing a delay in the schedule
that pushed the start time back to 2 o'clock in the afternoon. Once we relocated
to "Thanh Ngoc Cafe", the filming process proceeded much more smoothly, with
the exception of some difficulties caused by the limited space available for

equipment and personnel.
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Figure 65: Filming the past scene at Thanh Ngoc Cafe with the actor

Moreover, time constraints were another major issue as we had to finish filming
before the evening to ensure that the scenes could be properly synchronized with
each other. Despite these challenges, the actor playing the young shop owner
proved to be a valuable asset to the project, bringing a high level of energy and
enthusiasm to his performance. Additionally, the support of the coffee shop
owner and his wife in helping to apply makeup for the supporting actors helped
to streamline the filming process and ensure a high-quality end product.
Although the difficulties encountered during the filming process were significant,

the final outcome was a testament to the resilience and adaptability of our team.

The evening hours proved to be the most challenging period of the entire filming

process, as the crew was feeling fatigued and depleted from the long day of
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shooting. The final scene of the TVC was especially arduous, as it was shot in a

confined space at the home of one of the team members, resulting in a stuffy and

uncomfortable filming environment.

Figure 66: Filming the night (outside) scene at member house

However, despite these obstacles, the main cameraman of the group remained
steadfast in his commitment to the project, inspiring the remaining team
members with his unwavering dedication and energy. With renewed motivation
and a determined mindset, the group rallied together to push through the final

stretch of the filming process.

Through a combination of grit, perseverance, and teamwork, the TVC was
ultimately completed without further complications, culminating in a sense of
relief and accomplishment among the team members. Despite the many
challenges faced throughout the course of the project, the group's ability to

overcome adversity and maintain their focus on the end goal was a testament to
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their professionalism and dedication to the craft of filmnmaking. Overall, we are
happy to say that the successful outcome of this project was due in no small part

to the collaborative and cooperative spirit of all involved parties.

|

!
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Figure 67: Filming the night (inside) scene at member house

5.3 Post production stage

5.3.1. Editing and color grading

Media Production For The Seventh Barista | 108



The editing and recording phase of the project was relatively effortless when it

was the responsibility of just one team member.

However, during the post-production phase, the team was able to generate more
creative ideas, leveraging a wider range of sound effects provided by Epidemic
Sound. As of now, the TVC editing process is approximately 80% complete, with
only a few final touches left to be made such as color grading, creating an
introduction poster, designing a thumbnail image, and adding both English and

Vietnamese subtitles. Additionally, the team plans to credit all contributors

appropriately for their efforts in bringing this project to fruition.

Figure 68: Editing and color grading

5.3.2. Credit

Producer: Team The Seventh Barista

Director: Xuan Anh

Media Production For The Seventh Barista | 109



Writer: Minh Bach

Director of Photography: Xuan Anh

Main actor: HGu Hién, Phu Quy

Supporting actor: Quang Vinh, Huy Hoang, Khanh Phan, Bao Lé
Camera operator: Hoang Vinh

Editor: Xuan Anh

Production Design: Khanh Phan, Minh Bach, Xuan Anh
Lighting: Bao Lé

Voice Talent: Quan Nhan

Audio: Xuan Anh

Production Assistant : Khanh Phan

Stylist: Khanh Phan, Minh Bach, Xuan Anh

Behind the scenes photography: Khanh Phan, Minh Bach

CHAPTER 6. EVALUATION

6.1 Report on activities

6.1.1. Facebook

Media Production For The Seventh Barista |l 110



THE
SEVEN/H

BAITSTA
2927999

Figure 69: Our campaign logo, introducing 7 Barista with the name of the shop

e Topic 1: Ngudn gdc va sic manh
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Figure 70: Our campaign start image

Figure 71: Six images of introducing our 7 Barista

e Topic 2: Barista 101
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The Seventh Barista
Published by L& Minh Bach @ - March 19 at 8:00 PM - &

n KALITA WAVE - LAN SONG NGUYEN CHAT VA NGUY HIEM o
Liéu ban c¢6 dd tinh thdn dé chinh phuc ngon séng Kalita? %

Pia théi... @ Day 1a mét phuong phap pha ché tir Nhat Ban, sir dung phéu Kalita Wave dripper
d& trich xust hudng vi, tao ra mét ly ca phé dam da, thom ngon.

B Picasso, ciu da nghi ra y tudng gi cho tic phdm I3n nay chua?

A 63 budng 14, KDC Ven S6ng, Phudng Tan Phong, Quan 7, HG Chi Minh.
{Khu dan ar ddi dién Truéing RMIT)

Figure 72: Top status line with Barista 101 hashtag on top
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fién tudng dén nhing ngon s6ng, bal Kalita Wave dripper c6
e rinh s6ng chich dhe Bidt, giip dinh hinh vide trich xult
Fac loal dripper khic. Vige diéu khidn lugng nudc pha, téc 4
NUGC rat quan rong. VoI Kalita Wave, ca phé dugc do qua

ko thidit ké 36 180 ra SOng chily nudc déy va 00 A8 chist xuat
vi 10t nhat cis cb phé.. Dy I Giéu 1am no trd nén G3c biét.

It Wave off Kanagawa® cua nght si Hokusal vay.

jahe tle tya nhau ha, Gy & mdt bdc hos midy th chnh sbng
Jsc thuyén nhd giGs hai dinh il Trong tim nhin cda nguol
e xom I mdt thach thie manh mé din 1 thién nhign, dai
l4oi ching ta phai 45i mat va chién diu d6 tén tai

fhit oal phong 1am ligt qua di~ Tai cam thiy né hit nhy bic &8

4

. ) SN
: 5
'éq.‘§‘,l_' e
tranh, dai loal Sy 1 sy minh hoa cho sdc manh va vé dep
et khiat Khao phidu hiu va kKham phi cua con ngudl, Ngoai B

hien y nghls vé sy iém 06t v quyén Iuc, khisdng dusc T
I medt the ke manh m vl Khdng thé khing ché.

p pha ché bang Kalita Wave dripper. tuy thuéc sy can than ’
&N con sang cUa NguUtk pha ché. Tuy nhidn, “Song* |a biéu
V& 54 VO Binh trong cudc sSng, val Mol con song 1a mot sy

Oy dodn trudc. Vay nén ben s& khong thé ndo biét trudc
Kalita Wave néu chua dén qudn thl phdi khing né?

Figure 73: The content is posted in the form of "1 top status line, 2 photos of drinks

and 2 photos of introduction posted alternately”
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Figure 74: Some other pictures of Barista 101 post

e Topic 3: Chuyén chua ké bén quay Bar

Our aim for this comic strip series is to enhance the emotional connection
between the customers and our shop, by creating a total of 7 captivating
chapters. Each chapter will delve into the unigue and relatable experiences of our
baristas, highlighting their personalities, and daily routines. By showcasing the
humorous and heartwarming moments that take place within our shop, we hope
to engage our customers on a deeper level and create a sense of belonging. We
believe that this comic strip series will not only entertain and delight our
customers, but also reinforce their loyalty to our shop and bring in new patrons

who are curious and excited about the stories we have to tell.
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THE SEVENTH BAIiSTA

Dai khi chi can dnh mat la du e evam

chio mirng quy khdch

Chi ¢é dan éng mi mang
n lai hanh phic cho nhauyll

Figure 75: Chapter 1 of our comic strip series, have been posted on Fanpage

(o]
THE SEVEN7H BAFISTA
9 ngudi, 10y e
1 B hat it mhiemtaongl ||  H ghé thim The Severih @.»Q

Chu By ca phé doc ddo va thuéng thic | | Barista d& tréi nghiém huang vi
khéng gian dm cling clia qudn! ca phé doc ddo
~
()

Figure 76: Chapter 2 of our comic strip series, have been posted on Fanpage
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THE SEVENTH BAFTSTA

. . tist: @
NGdi it thai peliony ol iy

Figure 77: Chapter 3 of our comic strip series, have been posted on Fanpage

THE SEVEN7H BAFTSTA
Moi thir déu cé gidi han “au ey

E méy dira... Hong

Figure 78: Chapter 4 of our comic strip series, have been posted on Fanpage
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THE SEVENTH BAFTSTA

Chu qudn va... dan bdo cons. Gy aveme

|
e X Y Yl "R

Figure 79: Chapter 5 of our comic strip series, have been posted on Fanpage

THE SEVEN7H BATTSTA
THE SEVENTH BARISTA...? ‘ft g janre

- \\

( NS

uuuuuuuuuuuuuu

Vay thi chac kéo minh la
chti quan rdi (o>~ <)

Figure 80: Chapter 6 of our comic strip series, have been posted on Fanpage
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THE SEVENTH BArTSTA
Camonvidddén ‘G v

1| >

Cho chau xin vé sem \ Hey Roberto, don't
dugckhong a? pe so lazy, our shift
has just started

HOm nay chi muén
thi nghiém céng
thirc mdi gi né~

7.

Figure 81: Chapter 7 of our comic strip series, have been posted on Fanpage
e Topic 4: Cudp bién vung “Cafe-Bar”
Content: Discovering all the pieces of 7 Baristas puzzle

In order to enhance customer engagement towards our shop, we have designed
a new loyalty card program that incorporates the excitement of a treasure hunt
game. To participate in this program, each customer who purchases water at our
shop will receive a special map-like loyalty card upon checkout. The loyalty card
will have space for three stamps, which can be earned by purchasing water
products. Once the customer has collected all three stamps, they will be able to
redeem their card for a character keychain of their choice. To further incentivize
customers to continue purchasing water from our shop, we have added an
additional level of reward. Once a customer collects a total of seven stamps, they
will be able to redeem their card for a free drink. This reward serves as a token of

appreciation to our loyal customers, and encourages them to keep coming back.
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Pinate of The
COFFEE - B::

.

Figure 82: Image used in our minigame
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Mat trudc Mat sau

¥ hay char"LOVALY CARD"BANGLogo quin doc
CHU"TREASURE HUNT" -

THE
SEVEN7H
BAFTSTA

Figure 83: Pirate map (Point card) idea

(£) [©) theseventh.barista

@ 63 Duong 14, Khu Da
t , Cu Vi &
Phusng Tén Phong, 5:&:7, '?Fl’ SI-?ghg'i

iet Nam

Y

Figure 84: Pirate map (Point card) when printed
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Figure 85: Keychain (Prize for getting 3 stamps at The Seventh Barista)

6.1.2. Instagram

the.seventh.barista Chinh stra trang c& nhan Céng cu quang cdo O

180 bai viét 2.307 ngudi theo doi Pang theo d6i 1 ngusi dung

The Seventh Barista

Sén phdm/Dich vu

Tai day chang t6i c6 ca phé ding chuén va ngon @
www.fb.com/the.seventh.barista

The Artisan The Signature The Arabica The Traditional

Figure 86: New layout of Instagram page, suitable for our campaign
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Figure 87: New layout of Instagram page, suitable for our campaign

6.1.3. Sticker

The sticker design is a strategic way to enhance the brand image of our coffee
shop by promoting our seven unique barista characters. When a customer
purchases a cup of coffee to take away, they will receive a complimentary sticker
which can be randomly pasted on their cup or they can choose their favorite

character sticker from a selection, regardless of the menu. This not only creates a
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personalized experience for the guest, but also leaves a lasting impression on

them as they carry the sticker and our brand image with them.

S:\M07\121-2\11. zalo Khénh - C Chém- Can Mo

Figure 88: Sticker photo printed at the factory
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Figure 89: Sticker photo when it is pasted on the take away cup

6.1.4. New menu

The restaurant's old menu has been deemed too basic and uninviting by the
business owner, prompting the need for a new menu redesign. Our task is to
create a new menu that is not only visually appealing, but also informative and
easy to navigate for customers. To achieve this, we will be adding a specific item
for each menu option and making it more visually appealing with attractive
images and typography. A variety of new drinks will be added to the menu from

the bar, which will be paired with unique images of our seven barista characters.
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This will not only showcase the skills of our baristas but also add a touch of

personality to the menu, making it more engaging for customers.

We are striving to create a menu that not only meets the needs of the business
owner but also satisfies the customers' cravings while creating a more welcoming

and lively atmosphere. Our hope is to create a colorful and dynamic menu that

showcases the personality of our restaurant, leaving a lasting impression.

— _ — c—— — —
CAFE TRUYEN THONG il OUR SIGNATURE ol | CACAO VA TRA o
Viemames s style with Aobusts bean Cocos and Tea
| CAFEDEN ‘ - COFFEE AND MATCHA FUSION 1o TRATAO o
| Vietnams Robusts coffee Caté, 500 1ur vé malche | et apxle oo
| CAFESUA et APPLE COFFEE o TRA CAM >
| Vietarns Robusta coffes with condenged mék | Cald, nusc €0 160 1R v8 TN | foed orange tes
CAFE DUA ‘ e | ORANGE COFFEE 00 TRA DAU P
| Viearns Robuste coflen with coconu snack | | . Col, e 6 cam s v torsc: feod strawdorry e
| | caFE JoLLY | o | | FRESHCOCO COFFEE Wik TRA DAO ATISO DO e
| | Weamis Robusts coffee with Jody snack | | ot b e dim s o e A L |
| | NITRO COFFEE U MATCHA CARAMEL MACCHIATO =
| | CAFEARABICA = [t Coldoom oo o Ao
| | Enpresso vor ot cate Aot | BEER COFFEE S0 HOT COCOA e
| : | Caté v8 Qualtbisch beer duoo Nero Cvcao 80
[ | ESPRESSO SINGLE ORIGIN | o | WASABI ICE-CREAM 2 | SWEET POTATO hoticed oo
i | Srgle Srot Doutie Shot | voox | Ko tin v w3
1 |
| | 1cEDMILK ESPRESSO [ | ICE-CREAM P | GOCONUT COOOA %
| | Cacaa, dss v s e ke bé0
| I |
| | |
| | AMERICANO ot iced | o | HOT TEA - POT
| ; Cat esoreeso ciis hat Arabice phe oling | |
| capPUCCINOG | —
[ fic:mnnmmw ol ARTI.SAN COFFEE =7 = g
b~ | e Ll NUGC EP TRAI CAY - FRESH o
| | rarre =
| | Catt, 390 tuon v foam mdeg =, i A ;0
‘ } FUAT WHITE i |~ GRIBES’) ARECAL GRISRA < Nudc i3
Cal, 538 rue indeg foam | I | o
| [ 1 | HARIO V80 hot |iced - il
[ | CHOCOLATE COFFEE iced oy Coté pho g phls V60 NUGC TAO >
| CaM, cacso v e ot | I = T . =1 Aople uce
| 1 KALITA WAVE  hot | lced o
| | MACCHIATO CARAMEL ok | ot s stng prbs waiee NUGC THOM o~
Cat, caramel si3a e b beéo | Pneaote,
[ { | AEROPRESS fot) oo = s
| CLASSIC AFFOGATO oo | | Cuté pha bdng birt Awrcproas NUGC THOM VA TAO po
| Irerm bt o dihn I a0 preapple
[ 2= - | CHEMEX hot{jced = o L = i
| ‘ MOCHA AFFOGATO 1o | | ot sha g o Creeree | NuGc DUA UG o
Caté, ke v Cacao nguyén chSt | Cantsioupes
[ COLD BREW - saieot
; o el v
|
| THE SEVENTH BATSTA

Figure 90:
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Nay la hinh con
ong clia quan
nhung ma anh
mudn thay
bang nhan vat
cla tui anh luén

Hinh cta quan

Day s6 tir 1 t6i 7 nay s
duong v6i 7 trang clia q
trang nao thi minh sé kh

danh dau trang d6

Figure 91: The Seventh Barista new menu idea (Cover page)

Ca phé truyén thong Viét Nam
Traditional Vietnamese Coffee (Robusta bean)

Ca phé den 40k
Black coffee - Robusta espresso coffee

Ca phé stra 45k
Brown coffee - Robusta espresso coffes, condensed mitk

Ca phé diva 60k
Robusla espresso coffes, milk, Coconut snack

Ca phé Jolly 80k
Robusta espresso coffee, milk, Oat snack

For example, this is page 1, I will be
delineated or bold number 1

Figure 92: The Seventh Barista new menu idea (Front page)
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Figure 93: The Seventh Barista new menu demo

Front Backside

THE
SEVENTH
BAr'STA

THE SEVENTH BAI'TSTA

M) =3
& <D

Figure 94: The Seventh Barista new menu cover pages
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Front

THE SEVEN7H BArfSTA

CA PHE TRUYEN THONG
Vietnames style coffee (Robusta)

CA PHE DEN
Black coffee - Robusta espresso coffee

CA PHE SUA
Brown coffee - Robusta espresso coffee, condensed milk

CA PHE DUA
Robusta espresso coffee, milk, Coconut snack

CA PHE JOLLY
Robusta espresso coffee, milk, Oat snack

CA PHE MUOI
Robusta espresso coffee, salt caramel, milk

CA PHE TH'NOT
Robusta espresso coffee, milk, Jaggary jam

TRADITIONAL |
COFFEE

40K

45K

60K

60K

60K

60K

Backside

Figure 95: New menu first pages, showcasing the traditional coffee

Front

Backside

THE SEVEN7H BAF{STA

ESPRESSO BASE
Italian style

ESPRESSO (FULL SHOT)
Single Origin Arabica bean

AMERICANO (HOT / ICED)
Arabica bean

CAPPUCCINO
Ca phé, sira tuoi voi foam sira day

LATTE
Ca phé, sira tuoi voi foam sira méng

FLAT WHITE
Ca phé, sira tuoi khéng foam

CLASSIC AFFOGATO
Ca phé espresso va kem

MOCHA AFFOGATO
Ca phé espresso, kem va cacao nguyén chét

90K

80K

85K

85K

85K

100K

110K

-®wbvva~\1

finthony

ESPRESSO BASE
(ITALIAN STYLE)
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Figure 96: New menu second pages, showcasing the espresso base (Italian style)

Front

THE SEVEN7H BArfSTA

ESPRESSO BASE
Mixed style

COFFEE & MATCHA FUSION
Ca phé, sba tuoi va Matcha

APPLE COFFEE
Ca phé espresso, nudc ép 4o, tonic

ORANGE COFFEE
Ca phé espresso, nudc ép cam, tonic

FRESHCOCO COFFEE
Ca phé espresso, nudéc dira tuoi

110K

100K

100K

100K

“n@swo~

Backside

ESPRESSO BASE
(MIXED STYLE)

Figure 97: New menu third pages, showcasing the espresso base (Mixed style)
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Front

THE SEVENTH BArTSTA

MILK BASE
V6i sira tuoi va Matcha

ICED MILK COFFEE
Ca phé espresso, sira tuoi, sira ddc

MACCHIATO CARAMEL
Ca phé, caramel, stra tuoi kem béo

MATCHA CARAMEL MACCHIATO
Matcha, caramel, sira tuoi kem béo

CHOCOLATE COFFEE
Ca phé, Cacao, sira tuwoi

COCOA MILK (HOT / ICED)
Cacao va sta twoi

COCONUT COCOA
Cacao, dira va sira luwoi kem béo

100K

90K

90K

95K

60K

70K

MILK BASE

Backside

Figure 98: New menu fourth pages, showcasing the milk base

Front

THE SEVENTH BArTSTA

ARTISAN COFFEE

Hat Arabica Single Origin (ASO) pha tha céng

HARIO V6O (HOT / ICED)
ASO pha béng phéu V60

KALITA WAVE (HOT / ICED)
ASO pha béng phéu Kalita

AEROPRESS (HOT / ICED)
ASO pha bang binh Aeropress

CHEMEX (HOT / ICED)
ASO pha béng binh Chemex

GEISHA / GESHA

NITRO COFFEE
Céa phé Coldbrew duoc Nitro

COLD BREW COFFEE
Ca phé chiét xuét lanh

COLOMBIA ETHIOPIA
RWANDA  COSTARICA

BURUNDI KENYA
BOLIVIA ECUADOR
GUATAMALA PERU

90K

90K

90K

110K

150K - 300K

100K

85K

ARTISAN COFFEE

Backside
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Figure 99: New menu fifth pages, showcasing the artisan coffee

Front

THE SEVEN7H BAFTSTA

TEA
Tra

ICED APPLE TEA
Tra Téo

ICED ORANGE TEA
Tra Cam

ICED STRAWBERRY TEA
Tra Déau

ICED ROSELLE PEACH TEA
Tra Déo Atiso D6

DAMMANN TEA
Tré Dammann, binh tré néng

LOTUS TEA
Tré udp sen, binh tra néng

FLOS SOPHORAE TEA
Tra hoe hoa

CHAI TEA
Tra Masala

55K

55K

55K

60K

SR O

TEA

Backside

Figure 100: New menu sixth pages, showcasing the tea

Front

THE SEVEN7H BArfSTA

FRESH FRUIT
Nudc ép trai cay tuoi

ORANGE JUICE
Nudec cam

APPLE JUICE
Nudre tao

PINEAPPLE JUICE
Nudrc thom

PINEAPPLE & APPLE JUICE
Nudrc thom va tao

CANTALOUPES JUICE
Nudc dua ludi

50K

55K

50K

55K

75K

—~wauo®

Backside

FRESH FRUIT
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Figure 101: New menu seventh pages, showcasing the fresh fruit

Front Backside

THE SEVEN7H BAFfSTA

ICE CREAM & CAKE
Kem va banh

ICE-CREAM 60K
Kem dira / vani

YAOURT 15K
YAOURT MATCHA 50K
CREAM BRULEE 38K
TIRAMISU 75K
CROISANT 45K
COOKIE 68K

~>» —-—0O0moTWwv

ICE CREAM
L_&CAKE | o

Figure 102: New menu eighth pages, showcasing the ice cream & cake

Menu photos

CA PHE TRUYEN THONG ESPRESSO BASE ESPRESSO BASE MILK BASE

rakan style proidiants Vi sim tuor vi Matcha

T

espRe FuLL
Singee Origin Arabica boan OFFEE & NATCHA FUSION
Ca ph, 50w brox v8 Macha

NERICAM
Aratica bown PRLE COFFE
8 phé espressa, nud 40 160, fonve

capne camn, o

ARTISAN COFFEE FRESH FRUIT ICE CREAM & CAKE
Single Origin (ASO) pha thi cdrg Moo 6 t cly tvol Kerm va b

£-CREAN
Ko e/ van

ASO phin bding podu VD

ASO pha bikng pis Kot

COLOMBIA ETHIOPIA
RWANDA  COSTARICA

Figure 103: All the new menu pages has been posted on Facebook
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Figure 105: Some pictures of the new menu

6.2 Report on social media

During the 7-week social media campaign, we posted a total of 53 pieces of

content on Facebook. We aimed to produce an average of 1-2 posts per day to
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maintain consistent engagement with our audience. Our social media posts
included a combination of our seven chibi characters, comic strips, and photos

showcasing The Seventh Barista's drinks.

To ensure that our social media content was consistent with our campaign's
overall direction and met the business's requirements, we developed a content
calendar at the beginning of the campaign. This allowed us to plan out the
frequency and type of content to post each day. Our objective was to attract
attention and engagement from our target audience and promote The Seventh
Barista's unique selling points. By showcasing the chibi characters and
incorporating them into our content, we aimed to create a fun and relatable

persona for the brand that resonated with target audiences.

People reached Engagements Distribution score

®9®® Yo

Figure 106: Data results of the first launching of “Seven Baristas”
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ROBERTO-

CAFE TRUYEN THONG

THE
SEVENTH
BAFTSTA

Barista nol

746 197
People reached Engagements Distribution score

®® You and 77 others

Figure 107: Data results of the first “Ngudn géc va sic manh” post
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Phai giai thich tham nda vi thea 18/, ¢ phé sa 13 85 uing phd

9 1l VISt Nam 6L Tal 5a0 UT TR nol 181 xem ban 34 beo gt
4 phé oln chun?._ Thé 1h ban 8 o6 chu trh | r&i Sy, 0
M3t chot, ch phi 3T tai Vigt Nam i s pha trée gidla cb phé dd
502 @3¢ NGOt Thung dUsC pha theo 1 I 11 No3c 12 Quéc gif
g 1 ndl san st oA phé sa hio hang, ducc tréng vé ché bidn)
< ving dat dis phuong ki nha trén khip dat nusc
, ngUBi ta chi ding sUa dic dé pha, tuy nhién ca phé sds hidn
0 nhidu opl s0m khic nhau nhe 308 1k, sde e, sds hat, w.
19 <o nhidu bion thé phé bien khac nhul e phé cla da, ca phé o
5 kem, v, €8 phe 538 04 thung GuUcc us chudng trong thi

i con ca phé sa ndng thi phis heip hon val nhing ngay se Hnh,

THE SEVENTH BATTSTA

A Jo 154 c3 pho s0a Bugc ché bign cuc ky tham ngon. kGt hop ) shol
fsts vol 300 @3, mang ol hudng vi G8m @5 v manh mé, trong K
MGt M, diu min, chic chin o8 1hm hal ng bt ki tinh 46 yéu|

& tdi quén. Qud nhidn, ci phé truyén thing vin 1 nhit ma... @
Vi ot ngio hip diin vk béo nglly cia siTa b6 sung cho vi dlkn
13 cho logl thide LENG N3y tr8 Rén hoan hio han bae gio hit of

0 MOt buli sdng tinh ma. Tom lai 15 hiy G&n quén W G& nhim

9 thic huong vi phang pha va thom ngon cika thuc wng b dié:

16i ngon hay d3 thi ty ban quyst dinh sau cing dudk.

1.545 425

People reached Engagements

Figure 108: Data results of the first “Barista 101" post

Media Production For The Seventh Barista | 137



THE SEVENTH BAIiSTA

Dai khi chi can dnh mat la dd ‘&, evam.

( chio mimg quy khéch

Chi ¢6 dan 8ng méi mang
n lai hanh phic cho nhaull

441
People reached Engagements Distribution score

® M@ You and

Figure 109: Data results of the first “Chuyén chua ké bén qudy Bar” post

After the initial launch of the social media campaign for The Seventh Barista, we
received a high level of organic reach, with numbers ranging from 400 to 1500 or
even more. This was a positive sign that the content was resonating with the
target audience, and helped to build momentum for subsequent posts. This level
of engagement was a positive sign that the chibi art style and creative content
was resonating with the audience, and that the campaign was achieving its goals

of attracting attention and building brand awareness.
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The Seventh Barista
- MINIGAME KET THUC -
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07 March 2023 | 71 drink = 1 map
Tho thap dd 3 "manh ghép” free moc khoa

The Seventh Barista

5.644
People reached . Distribution score

Figure 110: Data results of the “Cudp bién vung “Cafe-Bar” post

The minigame post "Pirates of Cafe-Bar" was one of the most successful social
media posts during the campaign. To expand its reach and attract new
customers, we decided to run ads with a budget of 200,000 VND for two days.
Our goal was to increase the visibility of the post and encourage more people to
visit the shop and collect the gift. As a result of the campaign, we were able to
generate over 5000 reaches and attract many new customers to The Seventh
Barista. The collectable keychains offered as part of the campaign were highly
popular and ran out within just three weeks. The success of this campaign
showed us that customers were highly receptive to creative and interactive

content, which could help to build engagement and drive sales.
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Audience & Export ¥

Current audience Potential audience

Facebook Page likes (1) Instagram followers (O
6,085 2,563
Age & gender O Age & gender (D)

20%

I I B I II
0% l I L[ I —— 0% I [T T ——

18-24 25-34 35-44 45-54 55-64 65+ 18-24 25-34 35-44 45-54 55-64 65+

B women B Men B Women B Men

58.2% 41.8% 59.1% 40.9%

Figure 111: Data results of audiences on Facebook and Instagram

The age range of the customers who followed the article was from 19 to 25 years
old, which is in line with our target audience for the social media campaign.
However, the owner of The Seventh Barista also provided us with a second
audience, which was from 26 to 35 years old. This age group is slightly different
from the two platforms we used for the campaign, which were Instagram and
Facebook. Despite the difference, we believed that the second audience could
also be attracted by the chibi art style and the unique content we provided. The
results were quite positive, as we saw an increase in engagement and interest
from the 26 to 35 age group. This proves that the chibi art style and original
content can appeal to a wide range of audiences, not just the younger

generation.
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Reach & bBport v

Facebook Page reach (i) Instagram reach (0
45,720 1 25 2,099 + 1
800
8.0K
600
6.0K
400
4.0K
0
Feb 25 Mar 7 Mar 17 Mar 27 Apr6 Feb 25 Mar 7 Mar 17 Mar 27 Apr 6

Figure 112: Data results of reach on Facebook and Instagram

New likes and follows & Bport v
Facebook Page new likes ® New Instagram followers O]
1,825 1 150% 1,060 + 19
400 800
300 600
200 400
100 200
0
Feb 25 Mar 7 Mar 17 Mar 27 Apr 6 Feb 24 Feb 28 Mar 4 Mar 10Mar 16 Mar 21 Mar 25 Apr1 Apr

Figure 113: Data results of like and follow on Facebook and Instagram

Overall, the social media campaign for The Seventh Barista was successful in
reaching its target audience and bringing in new customers. By using a unique
art style and creative content, we were able to create a fun and engaging social

media presence that reflected the atmosphere of the coffee shop itself.
6.3 Report on media production

The motivational video, titled "Mong Barista", was created as part of the social
media campaign for The Seventh Barista. The video was posted on March 3lst,
along with a poster on March 29th to promote the upcoming release. The video

qguickly became the most viewed and reached video on the fan page, generating

Media Production For The Seventh Barista | 141



significant engagement from the audience. It received a total of 14896 views,
20320 reach, and 3348 interactions.

In addition to regular seeding, the marketing team also invested a budget of 300
thousand VND for three days in running ads for the video. This helped to further

increase the reach and engagement of the video among the target audience.

HUU HIEN

| ——
P 0117456 —— - : ' FANPABE: 20:30 5:31/03
-

PHU QUY

20,320

People reached Engagements

Figure 114: Data results of Mbng Barista on Facebook
6.4 Compare KPIs

Table 8: Total KPIs of our campaign

Objectives Current Target Progress

6083 5500 110,6%
Increase 1100 likes on The Seventh Barista's

Facebook page.

2563 2500 102,5%
Increase 1000 followers on The Seventh

Barista's Instagram page.
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47030 50000 94,06%
Get a total of 50000 reach on The Seventh
Barista's Facebook page.
Get a total of 15000 views for the 15014 15000 100,09%
motivational videos.

6.5 Evaluation After The Campaign

After running the social media campaign, it was important to gather feedback
from the customers at the restaurant to gauge its effectiveness. This was done by
recording a recap video and asking the customers about their thoughts on the
changes that had been made to the fanpage. (The full footage with question and

answer of the interviews can be viewed in Appendix 4.)

The responses from the customers were positive. Many of them expressed
satisfaction with the new content on the fanpage, particularly the cute chibi
characters that were used. These characters were seen as being especially
effective in reaching customers who are part of Generation Z, as they were

relatable and appealed to their sense of humor and playfulness.

The use of these characters was a deliberate choice made by the campaign team,
who recognized that Generation Z is a demographic that is particularly receptive
to visually engaging content. By incorporating these characters into the social
media campaign, they were able to capture the attention of this audience and

engage with them in a way that felt authentic and relatable.

Overall, the success of the campaign was evidenced not only by the positive
feedback from the customers, but also by the increased engagement on the
fanpage and the uptick in sales at the restaurant. The owner expressed
satisfaction with the results of the campaign, noting that it had helped to bring in
new customers and generate excitement about the coffee shop. This success
underscores the importance of creating content that is targeted to a specific

audience, and using creative and engaging strategies to connect with them.
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Figure 115: Image capture from our recap video

CHAPTER 7. CONCLUSION

7.1 Results Achieved After Capstone Project

The capstone project is the culmination of a team's efforts, bringing together all
the knowledge, skills, and expertise gained throughout the course of a program.
After completing such a project, us team members often feel a sense of
accomplishment and pride in our work. However, even with successful outcomes,
there is always room for improvement. In the case of this media campaign,
limitations and shortcomings may arise during the implementation phase, such
as budget difficulties or unforeseen obstacles. These challenges can lead to

valuable lessons learned, which can be used to improve future projects.
7.1.1. Our graduation

The capstone project was a significant undertaking for the team, created as a
requirement for their Multimedia Communication major graduation. It was not

without its challenges, and the team encountered several troubles along the way.
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Despite these difficulties, they persevered and managed to make it two-thirds of

the way towards their goal by the time of the final defense session.

Throughout the implementation of the project, the team faced several problems,
including issues posed by the graduation council, and by our lecturer. However,
they were determined to produce a high-quality output, and this drove us to

overcome these obstacles and make progress.

We are proud of the quality of our work, which was set as a goal from the outset.
We were confident that they could execute the project well, and this confidence
proved to be well-founded. The capstone project was an excellent learning
experience for the team, teaching them valuable lessons about project

management, problem-solving, and teamwork.
7.1.2. Lesson learned

During the implementation of the campaign, our team gained a lot of valuable
experience in project management. We started by strategically allocating the
team members' roles based on their individual strengths and abilities. The 7
Barista team also learned how to effectively commmunicate and collaborate with
various parties, including the instructors, the owner of The Seventh Barista, and
the chibi illustrator. In addition, the team had to be flexible and adapt to
changing circumstances, such as meeting the business needs and handling any
risks that arose during the project. This required quick thinking, problem-solving
skills, and the ability to work under pressure. Fortunately, we were able to rely on
the knowledge and skills they acquired from various courses, such as Media
Psychology, Intercultural Communication, Transmedia Storytelling, and Content
Strategy for Professionals,... Overall, we were finally able to effectively apply these
concepts and theories learned in the classroom to a real-world scenario, which
was a great learning experience for everyone involved. Moreover, the team
members were able to enhance their creativity, critical thinking, and teamwork
skills, which will be valuable assets in their future careers. In the end, the
implementation of the campaign was a challenging yet rewarding experience

that helped us members grow both personally and professionally.

7.1.3. Contribution to society
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Running a successful independent coffee shop business is no easy feat. It takes a
lot of hard work, dedication, and creativity to not only offer great coffee and food
but also to stand out in a crowded marketplace. And in today's digital age, it's
essential to have a strong online presence and social media strategy to reach a

wider audience, especially young customers.

At The Seventh Barista, we understand the importance of effective
communication to reach a younger audience. That's why we have made it our
mission to create a unique and engaging content that resonates with them. By
doing so, we have not only garnered a loyal following but also proved to other

businesses in the f&b field that being creative with commmunication is necessary.

We may not have solved a real-world problem, but we believe that our approach
can help small and medium-sized restaurants by creating a distinctive brand
personality, and businesses can attract more young customers who are looking
for experiences that go beyond just good food and drinks. With social media
being a powerful tool, businesses can use their personality to stand out in a

crowded marketplace and create a strong brand identity.

At the end of the day, it's not just about selling a cup of coffee. It's about creating
a memorable experience. By tapping into the power of effective commmunication,
we can connect with a younger audience and create a long-lasting relationship.
And that's what Seventh Baristas is all about - helping our coffee shop to find

their unique voice and attract customers in a competitive landscape.

7.2 Limitation And Recommendation

Throughout the research process, our team encountered numerous difficulties
and challenges that required us to utilize our problem-solving abilities. As we
worked towards achieving our goals, we were met with obstacles that tested our
knowledge and skills in various areas. From collecting and analyzing data to
conducting experiments and interpreting results, each step of the process
presented unique challenges. Even so, there were some limitations that could not
be fully overcome. These limitations may have resulted from factors such as

resource constraints, time constraints, or external factors outside of our control.
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Despite these limitations, we remained committed to our research and continued

to strive towards finding new and innovative ways to overcome these challenges.
7.2.1. Research

It is true that our team faced challenges in report writing and had to rely heavily
on the guidance of our instructor to make necessary corrections. This was largely
due to the fact that we lacked prior experience in writing reports of this nature.

However, we took this as an opportunity to learn and improve our skills.

Furthermore, our initial orientation for the project was not entirely clear and we
had to make adjustments along the way. This was partly due to our lack of
foresight and inability to anticipate potential challenges that could arise.
However, we did not let this setback discourage us and continued to work

diligently towards our goals.

Despite these limitations, our team persevered and remained committed to
achieving our objectives. We worked collaboratively and made use of our
individual strengths to overcome the challenges we faced. Through this
experience, we have gained valuable knowledge and skills that will be useful in

future projects and endeavors.

It is important to acknowledge and learn from our limitations and mistakes. By
doing so, we can use these experiences to improve ourselves and become better
equipped to tackle future challenges. Our team is grateful for the opportunity to
have worked on this project and we are confident that the lessons we have

learned will serve us well in the future.
7.2.2. Resource Management

Managing a budget can be a challenging task, especially when resources are
limited. When it comes to marketing campaigns, it is essential to strike a balance
between the production budget and the campaign budget. The production
budget covers the cost of creating the actual product or service, while the
campaign budget is used for promoting and advertising the product or service to
the target audience. However, with a limited budget, this balance can be difficult

to achieve. There may be a need to allocate more funds to one area over the
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other, which can affect the overall success of the campaign. For example, if the
production budget is too low, it may result in a product that is of low quality or
fails to meet the needs of the target audience. On the other hand, if the
campaign budget is too low, the product or service may not reach the intended

audience, leading to poor sales or revenue.

We only received financial support from our client, The Seventh Barista coffee
shop owner. So, finding the right balance between the two budgets requires
careful planning and decision-making. It is crucial to prioritize the areas that will
have the greatest impact on the success of the campaign. This may involve
cutting back on certain expenses or finding creative ways to reduce costs without

compromising the quality of the product or service.

Furthermore, it is important to continually monitor and adjust the budget
throughout the campaign. As the campaign progresses, new information may
come to light that requires changes in the allocation of funds. By staying flexible
and adapting to new information, it is possible to make the most of a limited

budget and achieve success in the campaign.

7.2.3. Teamwork

In any team project, the division and exchange of tasks among members can be a
challenge, especially when each member has their own subjective perspective on
how things should be done. The same was true for our team as we initially

struggled to delegate tasks effectively, resulting in delays in the project timeline.

It was frustrating for everyone involved as we found ourselves stuck in a state of
indecision and confusion. However, as we continued to work together, we
gradually found our footing and began to focus on the tasks that had been
assigned to us. This marked a turning point in the project as we started to see

progress and momentum building.

Despite our progress, there were still moments of tension and disagreement
among team members. However, we were able to navigate these conflicts and
find common ground through open communication and compromise. Through
this process, we developed a stronger sense of teamwork and a greater

appreciation for each other's strengths and weaknesses.

Media Production For The Seventh Barista | 148



Overall, the task division and exchange was a significant challenge for us, but we
were able to overcome it with determination and teamwork. Our experience has
taught us the importance of effective communication and the need to work

together towards a common goal, even in the face of adversity.

7.2.4. Recommendation

Seven Baristas has undoubtedly had its strengths and weaknesses, which is
common in any project. However, the important thing is that we have
successfully completed the project despite all the challenges we faced along the

way.

One of the main lessons we learned is the importance of careful planning and
preparation before starting a project. If we had taken the time to develop a clear
vision strategy and personnel plan from the beginning, we could have started the

campaign earlier and avoided delays.

Despite the challenges we faced during the project, we were able to work
together as a team and ultimately achieve our goals. The process of dividing tasks
among team members was initially difficult due to differences in subjective
opinions. However, as we moved into the middle stages of the project, things
became more streamlined and efficient as each member focused on their
assigned tasks. Although there were still disagreements, we were able to work

through them and emerge stronger as a team.

Moving forward, the chibi characters that we created will not stop here. They will
continue to be a valuable asset for us in the future. Additionally, Seventh Baristas
will forever stay on the menu page, they already also have a photo frame
displayed prominently in front of the bar like a mascot, reminding customers of

our successful campaign and the hard work and dedication that went into it.

7.3 Future Plan

In the end, the seven chibi characters we created for this campaign have become
an integral part of our brand identity. We have received a lot of positive feedback

from our customers, especially the younger generation, who find the characters

Media Production For The Seventh Barista | 149



very cute and appealing. As a result, the owner has decided to use the chibi

characters more prominently in the coffee shop's future products..

One of our plans is to discuss with the owner of The Seventh Barista about
incorporating the chibi characters into the store's flyers. We believe that by using
the characters in the flyers, we can attract more attention and create a more
memorable impression on potential customers. Additionally, we are also
exploring the possibility of distributing the flyers to neighboring companies,

schools and offices to reach out to a wider audience.
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Figure 116: The Seventh Barista’s leaflet

As their creator, we are excited about the future of The Seventh Barista and the

role that our chibi characters will play in the growth and success of the brand. We
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will continue to explore new and creative ways to integrate the characters into

our marketing efforts and enhance the overall customer experience at the store.

CHAPTER 8. ACTUAL COST

8.1 Total Actual Cost

Table 9: Total cost of our campaign

SOCIAL MEDIA
Artist 5.000.000
Ads 500.000
PROMOTION
Printing 1.450.000
Menu 600.000
PRODUCTION
Equipment 1.510.000
Catering 490.000
Talent 400.000
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TRUGNG BAIHOC FPT CONG HOA XA HOI CHU NGHIA VIET
NAM

THANH PHO HO CHI MINH
Béc lip - Tu do - Hanh phic

So: OUHDTT

e

HQP DONG TAI TRQ
Chién dich truyén théng “The Seventh Barista™

- Can cir vao Bo luat Dan su nuoc Cong Hoa Xa Hoi Chu Nghia Viét Nam nim
2015.

- Ciin cir vao nhu ciu va kha ning cia hai bén.
Hém nay, ngay 20 thing 02 nim 2023. Chiing t6i gom c6:
BEN TAI TRQ: (goi tit 1a bén A)

Dia chi : 63 Duomg 14, Khu Din Cu Ven Séng, Phuémg Tin Phong, Quin 7.
Thanh pho Hé Chi Minh

Diénthoai  : 0913629169
Daidién  :(Ong) NGUYEN HUU HIEN
Chicvu  : Chu cira hing ci phé The Seventh Barista

BEN TO CHUC: (goi tit 1a bén B)

PIEUIV: TRACH NHIEM BEN AVAB
1. Trich nhi¢m bén A

- Thanh todn chi phi ding va diy di cho bén B theo thii han va phuong thire duge
quy dinh tai disu V cia hop dong.

- Cung edp cho bén B nhimg yéu cdu cho chifn dich.

- Cung cip cho bén B thong tin v sin phim, dich vy, théng tin gidi thidu doanh
nghiép (néu cé)

2. Trich nhiém bén B

- Cam ket thye hién ding cic véu cdu cia bén A cung cap.

- Dim bio cde quyén loi ciia bén A tai mye 1, didu 11 cda hop déng.
DIEU V: DIEU KHOAN THANH TOAN
1. Biéu kién thanh toin

- Bén A thanh todn cho bén B 100% téng gid trj hop déng twong dwong voi: Muii
trign déng (10.000.000 VND) vi hién vit sau khi k¥ hop déng

2. Himh thirc thanh toin
- Hién leim: Muéri tridu dong (10.000.000 VNB)
3. Chim thanh toin

Trong trwémg hop bén A chim thanh todn cho bén B theo muc 1, diéu V cia hop
déng, bén A & phii thanh todn cho bén B thng s hign kim cin thanh todn cdng thém
50 tién chim thanh toan dwoe tinh theo 13 sut cho vay mot thing clia ngdn hing nhi
mrée dwoc tinh trén 50 ngay chim thanh todn.

BIEU VI: PIEU KHOAN CHUNG

1. Truimg hop bit khi khing

Dia chi : L6 E2a-7, Buong D1 Khu Céng nghé cao, P. Long Thanh My, TP. Thu
Dirc, TP. H6 Chi Minh

Diénthoai  : 0888118788
Daidién  : PHAN TAI KHANH

Chire vu : Pai dién don vi thuc hién chién dich truyén thong “The Scventh
Barista™.

Sau khi thao luin hai bén d3 déng ¥ ky két va thuc hién hop déng ti tro chién dich
truyén thng “THE SEVENTH BARISTA” véi nhimg di¢u khoan sau diy:

DIEU 1 : NOI DUNG HOP DONG

Bén A va B théa thuin théng nhit The Seventh Barista la don vi tai tro chinh cho
chién dich truyén théng “The Seventh Barista™.

Dién ra vio ngay 20/02/2023 dén ngay 09/04/2023.

Néi dung chién dich: Bao gbm tit ca san phim trén hai nén tang Offline: In-store
promotion va Online: Media platform (Facebook and Instagram)

DIEU 11 : KINH PHI TAI TRQ

Bén A déng ¥ tai tro cho bén B mudi triéu dong (10.000.000 VND) hién kim va mién
phi cac mon nuée ho tro viée tao san pham n'uyu":n théng hién vat.

DIEU 11: QUYEN LOIBEN AVAB

A. Quyén lgi bén A:

B. Quyén lgi bén B

- Duoe toin quyén sir dung hién kim tai tro dé phuc vu cho cic sin phim cua chién
dich truyén théng “The Seventh Barista™.

Mot hodic ca hai bén A vA B & khéng phar chiu trich nhuém do khéng thue hién hop
déng vi gip phii tnrdmg hop bit kha khing ngodi kha nang kiém sodt cia cde bén, véi
diéu kién 1 gip truong hop bit khi khing 43 dp dung moi bién phép dZ ngén chin
khic phuc hiu qua vi théng bao cho bén kia biét vé tnrimg hop déa.

2. Vi pham hgp dong

- Trong trwémg hop bén B khng thé thye hién nhimg phin viée 83 dwge thoa thuin
trong hop ddng mé khong phai do tnrémg hop bat kha khing nhir 43 néu trén. Bén A
58 cd quyén ddi bai hoan thidt hai s6 tién 43 trd cho bén B 41 véi nhing cong vide
bén B khang thye hién

- Trong truimg hop bén A khong thé thue hién cic cam két cia minh nhw di tha
thudn trong chwong trinh nay, bén B 52 ¢ quyén khéne dip tmg quyén loi cia bén A
cho téi khi bén A thie hién cdc cam két ciia minh,

- Néu mét bén vi pham bét cir cdc diu khodn no trong hop dong niy ma bén kia di
théng béo yéu cdu chim dit vi pham hode khie phuc hiu qud cia vi pham nhumg bén
vi pham khéng thye hién ahe dwge yéu cdu thi bén bi vi pham o6 thé don phuong
chdm dirt hop ddng vé dong thin co quyén yéu cau bén vi pham phai dén bi mor thiét
hai xéy ra cho bén bi vi pham.

3. Cic diéu khodn khic

- Moi bé sung sira 361 hop déng nay déu phii dwoc hai bén thing nhét thoa thuin va
thye hign bing van ban

- Hop déng nay bat dau co hidu hwe ke tir ngay ki va 53 cham dirt hidu hre ki vie
thire hién dich vis diroe hodn tit theo ding céc diéu khodn da thoa thusn.

- Moi tranh chip, bt dong gitta hai bén trong qud trinh thie hign hop déng déu phii

giat quyét thong qua fhromg hrong hoa gidi. Néu trong qué trinh ban bac ma khéng di
den thong nhat thi s& nhe den Toa 4n gial quyet.
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- Khi bén A vi B thye hién hodn tit cée ditu khodn néu trén thi hai bén tién hanh
thanh 1§ hop ddng.

- Hop ddng nay gom 05 (nam) trang, dwgc lip thanh 02 (hai) bin, mdi bén gilk 01

{mét) ban co gia tn phap Iy ngang nhau,

PAIDIEN BEN A DAIDIEN BENB

(K t8n) (R¥ tén)

BAIDIEN THE SEVENTH BARISTA - ——

NGUYEN HUU HIEN

Figure 117: The Seventh Barista - Sponsorship contract

8.2 Social Media Actual Cost

Table 9: Total cost of media in our campaign

SOCIAL MEDIA
Artist 7 weeks 5.000.000
Ads for Minigame 2 days 200.000
Ads for Motivational 3 days 300.000
Video

8.3 Promotion Actual Cost

Table 10: Total cost of minigame in our campaign
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PROMOTION
Sticker T3 14 500.000
Keychains Moc (Note: Mua 70 700.000
70 tang 30 cai)
Point cards H6p (Note: 100 1 150.000
phiéu/ hop)

Stamps Cai 1 100.000
Menu Quyén 1 600.000

8.4 Production Actual Cost

Table 11: Total cost of production in our campaign

Ben 200x

200.000

400.000

BK Production

Nanlite sp
300

200.000

250.000

BK Production

Aputure
300D

300.000

350.000

BK Production

Chan may

200.000

200.000

BK Production

Gimbal

150.000

150.000

BK Production

Sony A7M3

0

0

Xuan Anh
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https://www.google.com/search?sxsrf=APwXEdcHk77jFYxu841Nh7u-pXF8EZ841w:1680795777726&q=Aputure+fs+300b&spell=1&sa=X&ved=2ahUKEwj7ypWazJX-AhWI7WEKHZbzCL4QkeECKAB6BAgbEAE

Monitor 160.000 cai 160.000 BK Production
Ca phé 30.000 ly 90.000 -
Banh mi 20.000 cai 100.000 -
Com trua 30.000 hép 150.000 -
Cam toi 30.000 hoép 150.000
Dién vién 200.000 Nngudi 200.000
Voice Talent 200.000 Ngudi 200.000

Media Production For The Seventh Barista | 155




REFERENCES

[1] Harvard Business Review, Werner J. Reinartz and Peter Saffert, 2013, Creativity
in Advertising: When It Works and When It Doesn't [online] hbr.org, Available at:
<https://hbr.org/2013/06/creativity-in-advertising-when-it-works-and-when-it-
doesnt> [Accessed 12 April 2023].

[2] Frazer, C. (1983). Creative strategy: A management perspective. Journal of

Advertising, 21, 36— 41

[3] Amanda Zantal-Wiener, What Is an Independent Coffee Shop? [online]
thebalancesmb.com, Available at: <https://www.thebalancesmb.com/what-is-an-
independent-coffee-shop-4163606> [Accessed 12 April 2023].

[4] gandme.net, S3 thich va thdi quen t&i cdc quan ca phé cla ngudi Viét Nam
[online] gandme.net, Available at: <https://gandme.net/vi/baibaocao/So-thich-va-
thoi-quen-toi-cac-quan-ca-phe-cua-nguoi-Viet-Nam.html> [Accessed 12 April
2023].

[5] Tanya Sammut-Bonnici (2015), Brand and Branding [online]
onlinelibrary.wiley.com, Available
at:<https://onlinelibrary.wiley.com/doi/10.1002/9781118785317.weom120161 >
[Accessed 12 April 2023].

[6] Kevin Lane Keller (2013), Strategic Brand Management. Building, Measuring,
and Managing Brand Equity

[7] Healey, M. (2008). What is Branding?.Singapore: Page One Publishing Pte Ltd.

Increasing Brand Awareness of Sunshine Children Centre by Highlighting its
Unique Selling Points in a Promotional Video, [online] repository.petra.ac.id,
Available at:<http://repository.petra.ac.id/19408/1/Publikasil_04035_7501.pdf>
[Accessed 12 April 2023].

[8] Statista, Leading active social media apps among internet users in Vietnam as
of 4th quarter of 2022, by generation [online] statista.com, Available
at:<https://www.statista.com/statistics/1229529/vietham-leading-social-media-

platforms-by-generation/> [Accessed 12 April 2023].

Media Production For The Seventh Barista | 156



[9] gandme.net, MUc db phd bién cla mang xa hdi tai Viét Nam 2022 [online]
gandme.net, Available at:<https://gandme.net/vi/baibaocao/muc-do-pho-bien-

cua-mang-xa-hoi-tai-vietnam-2022.ntml> [Accessed 12 April 2023].

[10] Artsydee, 20 Anime Chibi Poses for Drawing [online] artsydee.com, Available

at:<https://www.artsydee.com/chibi-poses/> [Accessed 12 April 2023].

[11] Dalziel & Pow, The rise of Line Friends [online] dalziel-pow.com, Available
at:<https;//www.dalziel-pow.com/news/rise-line-friends-retail> [Accessed 12 April

2023].

[12] Glico, Eat It Loud, Eat it Proud: Iconic Singaporean Breakfast remixed with
Pocky X Ya Kun Kaya Toast & Limited Edition [online] glico.com, Available
at:<https://www.glico.com/sg/article/YaKunPocky/> [Accessed 12 April 2023].

Pat Viét, Chang trai 9X thu 10 triéu/thang nha vé tranh Chibi [online] zingnews.vn,
Available at:<https://zingnews.vn/chang-trai-9x-thu-10-trieuthang-nho-ve-tranh-
chibi-post299714.html> [Accessed 12 April 2023].

Quynh Tran, Nan tugng chibi kiém 50 triéu déong maoi thang [online]
vnexpress.net, Available at:<https:;//vnexpress.net/nan-tuong-chibi-kiem-50-trieu-
dong-moi-thang-4522547.html> [Accessed 12 April 2023].

[13] Chee, Truyén 4 khung tranh ra ddi nhu thé nao 3 Nhat? [online] vn.japo.news,
Available at:<https://vn.japo.news/contents/giai-tri/yeu-thich/49955.html>
[Accessed 12 April 2023].

[14] Whatls, GCriffin LaFleur, Generational marketing explained: Everything you
need to know, 2022, [online] techtarget.com, Available
at:<https://www.techtarget.com/whatis/feature/Generational-marketing-

explained-Everything-you-need-to-know> [Accessed 12 April 2023].

[15]Barkley Inc. and FutureCast, LLC,, “Getting to Know Gen Z: How the Pivotal

Generation is Different from Millennials”, 2017.

[16] Jeff Fromm, Angie Read. (2018). Marketing to Gen Z: The Rules for Reaching

This Vast--and Very Different--Generation of Influencers

Media Production For The Seventh Barista | 157



Nick Reggars and Kirby Todd, “Social Habits of Highly Effective Teens”, Medium,
May 21, 2015, [online] medium.com, Available
at:<https://medium.com/@sfheat/social-habits-ofhighly-effective-teens-
af45d60f5e06> [Accessed 12 April 2023].

[17] 3 Tips for Re-Thinking Your Culture of Content and Engagement to Reach
Gen Z", 2017 [online] millennialmarketing.com, Available
at:<http://www.millennialmarketing.com/2017/05/3-tipsfor-re-thinking-your-

culture-of-content-and-engagement-to-reach-gen-z/> [Accessed 12 April 2023].

[18] F. Tjiptono, Service Management Mewujudkan Layanan Prima, 2nd ed.

Yogyakarta: Andi, 2011.

[19] Shimp, T.A. (2010). Integrated marketing communication in advertising and

promotion. South Western: Cengage Learning.

Research Gate, The Role of Brand Recall, Brand Recognition and Price
Consciousness in Understanding Actual Purchase, Mehreen Khurram, Faisal
Qadeer, Muhammad Sheeraz [online] researchgate.net, Available
at:<https://www.researchgate.net/publication/326552304_The_Role_of_Brand_Rec
all_Brand_Recognition_and_Price_Consciousness_in_Understanding_Actual_Purc
hase> [Accessed 12 April 2023].

[20] Semrush Blog, Rachel Handley, The Marketing Funnel: What It Is & How It
Works [online] semrush.com, Available at:

<https;//mwww.semrush.com/blog/marketing-funnel/> [Accessed 12 April 2023].

[21] HubSpot, Amanda Sellers, The AIDA Model: A Proven Framework for
Converting Strangers Into Customers [online] blog.hubspot.com, Available at:

<https://blog.hubspot.com/marketing/aida-mode> [Accessed 12 April 2023].

Atlantis Press, The Influence of Lifestyle and Product Attractiveness on
Purchasing Decisions at Coffee Shop in Blora Regency, Devita Rizky Aprillia,
Rochman Hadi Mustofa [online] Available at: <https://www.atlantis-
press.com/article/125975146.pdf> [Accessed 12 April 2023].

[22] Whistling Woods International, Importance of Color Palette in the film!

[online] whistlingwoodsinternational.wordpress.com, Available

Media Production For The Seventh Barista | 158


https://medium.com/@sfheat/social-habits-ofhighly-effective-teens-af45d60f5e06
https://medium.com/@sfheat/social-habits-ofhighly-effective-teens-af45d60f5e06

at:<https:;//whistlingwoodsinternational.wordpress.com/2014/03/27/importance-

of-color-palette-in-the-film/> [Accessed 12 April 2023].

Media Production For The Seventh Barista | 159



APPENDIX 1: Quantitative Research: Survey 1

To conduct primary research, we carry out quantitative sampling by collecting
information by asking customers through a survey. The establishment of creating
the questionnaire based on what we have learned about consumer behavior and
the coffee shop market in Vietnam. The questionnaire was separated to classify
two types of customers who prefer two different types of coffee shops: brand

coffee shop and independent coffee shop.

1. General Information

Gi6i tinh cuia ban: IO saocheép

154 cdu tra loi

® Nam
® N
@ Khac

PO tudi clia ban:
154 cau tra |6i

@ Dudi 18 tudi
® 19-25tudi
@ Trén 25 tudi
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Khu vuc ma ban dang sinh séng: |_|:| Sao chép

154 cau trd loi

@ Quan 1, Quan 3, Quan 5, Quan 6

20,8% @ Quan 4, Quan 7, Quan 8

@ Quan 2, Quan 9, Quan Tha Blrc

@ Quan Binh Thanh, Quan Go Vap, Quan
Phi Nhuan

@ Quan Tan Pha, Quan Binh Tan, Quan
Tan Binh

® Quén 10, Quan 11, Quéan 12

Ban co thudng xuyén di dén quan ca phé dé thu gidn, hoc tap, lam viéc, chay Sao
deadline? |—D

154 cau tra lai

chep

®co
® Khéng
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Chuédi cira hang ca phé thudng 1a nhitng quan ca phé thudc "Tén tudi I6n" hodc ¢ “Thuong hiéu” phd
bién nhu Highlands, Trung Nguyén, The Coffee House, Starbucks,... va cé dia diém & nhiéu quan,
huyén, thanh phd, tham chi la cac qudc gia khac nhau. Trong khi d6, nhitng ctra hang ca phé dia
phuong thudng chi 1a nhitng quan riéng nhé 1 va chi cé mét dia diém goi gon trén dia thanh phd
hoéc qudc gia ma ho dang &.

Sau khi d@ nam ro thong tin trén, quan ca phé ma ban thudong lui téi thudc: [L] Sao chép

122 céu tra loi

@ Chudi throng higu
@ bia phrong

2. Chain coffee shop
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Quan ca phé thudc "Chudi thuong hiéu" ma ban thuong hay lui dén nhat la: I_D Sao chép

66 cau tra loi

@ Highlands Coffee

@ The Coffee House

@ Trung Nguyén Legend
@ Starbucks

@ Chuk Tea & Coffee

Ban thudng chi bao nhiéu tién tai day |0 saochép

66 cau tra loi

@ Duoi 50.000d

@ 50.000d - 100.000d
@ 100.0004 - 200.000d
@ Trén 200.000d

66,7%

Ban thudng danh bao nhiéu thai gian tai day |_|:| Sao chép

66 cau tra loi

® Dudi 1 tiéng
® 1tiéng - 2 tiéng
@ Trén 2 tiéng
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Diéu gi ¢ quan ca phé nay tao nén su hdp dan ban dé khién ban mong muén quay tré Sao
lai I4n nra? [Lj .
chép

66 cdu tra loi

® Gia cacliaquan

@ \Ju d&i cia quan

@ D6 udng cia quan

@ Khéng gian cda quan

@ Chét lvgng phuc vy cia quan

Sao
Nhitng huong hiéu quan ca phé nai tiéng véi nhigu chi nhanh nhat & Thanh phé Ho chi  |U
Minh hién nay la Trung Nguyén, Highlands, The Coffee House. Piém manh chung cé
th& nhin thay ré nh&t cta nhitng thuong hiéu nay chinh la nhirng chi nhanh ma ho mé
ra déu cd vi tri dac dia, trai rong khap thanh phé, cdng vdi viéc vi da xuat hién tir 1au
nén chiém vi thé kha 16t trong long khach hang.

chép

Tuy nhién, du ¢ hang trdm chi nhanh thi quéan nao quan néy cla céc thuong hiéu nay
md ra cling déu c6 diém chung |a tir khéng gian t&i menu déu duoc thiét k& giéng
nhau, khéng dem lai mdi mé, tao cho khach hang mot cam giac “an toan dén nham
chan”.

Ban ¢4 dong tinh véi quan diém trén?

66 cau tra loi

® Co
® Khing
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NE&u co dip, liéu ban cé mong mudn dugc thir trai nghiém nhitng quéan ca phé dia Sao
phuong néu ching téi gay du sy chi y va hdp dan danh cho ban? O chép
66 cau tra loi

®Co
® Khéng

3. Chain coffee shop

Hay cho ching minh biét tén mot vai quén ca phé dia phuang ma ban hay lui tdi:

56 cau tra loi

Ngot, The Seventh Barista,...

Ca phé Anh, Ngot

Phoenix

Ngot Q4

Ngot,...

Cafe Anh

Avocafe, the seventh barista, ngot
Da lat pho

MODA, 24/24
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Nhing quén ca phé dia phuong trén & gan khu vuc ma ban dang sinh séng IO saochép

56 cau tra lot

®co

@ Khang
Ban thudng chi bao nhiéu tién tai day? |0 saochép
56 cau tra lai

@ Dusi 50.000d

® 50.0004 - 100.000d

@ 100.000d - 200.000d

@ Trén 200.000d
Ban thuong danh bao nhiéu thai gian tai day |_|:| Sao chép
56 céu tra lai

@ Dudi 1 tiéng
@ 1tiéng - 2 tiéng
@ Trén 2 tiéng
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Diéu gi d quan ca phé nay tao nén su hap dén ban dé khién ban mong mudn quay trd Sao

lai 1an nra? @ .
chép

56 céu tra lai

® Giacaciaquan

@ U'u dsEi cda quan

® D6 ubng cia quan

® Khéng gian cla quan

@ Chét lvong phuc vy clia quan
Néu co dip, liéu ban cé6 mong mudn dugc thir trai nghiém nhiing quan ca phé dia 0 Sao
phuong ¢ xa khu vuc sinh séng néu ching toi géy du sy chu y va hap dan danh cho L chép
ban?
56 cau tra loi

®Co
@ Khong
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Bar coffee Ia nhitng quan ca phé dugc thiét ké theo kiéu quiy bar la dé khach hang cé thé ngdi tai
quay hodc khu vuc ban & bén trong khoang tir 5 d&n 10 phit dé doi trong khi nhan vién pha ché
(Barista) pha ch& dd udng. Tai bar coffee, nhan vién pha ché thuong sir dung m dun nudc, can va
may pha ché dac biét.

Ciing gidng nhu rugu va bia, mbi loai ca phé d&u c6 mét huong vi khac nhau tuy thudc vao hat ca
phé, cach rang ca phé va noi trong, ngudn goc xuat x(r cla loai ca phé do.

Tai The Seventh Barista, ngoai mang phong cach nhe nhang, thu gidn véi nhitng san pham ca phé
duoc lam tir hat Arabica. Quan dic biét con cé mét quiy Bar phuc vu ca phé, khach hang cé thé ngdi
trd chuyén nhu nhitng quan bar nho dem lai cam giac mai la. Néu khach hang cé nhu cau, nhan vién
pha ché& van cé thé cung cip cho khach nhiing théng tin b ich vé loai ca phé ma ho dang sl dung
va c6 thé giai thich huong vi, tir d6 gitp khach hang quyét dinh nén chon loai ca phé phii hop phan
&nh sd thich ca nhan nhat.

Thong tin trén co lam ban cam thay thu vi? IO saochep

122 cau tra loi

®co
® Khéng

]
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The Seventh Barista hién tai chi c6 mét chi nhanh duy nhat tai quan 7 (Gan truong dai Sao
hoc RMIT). Néu & xa khu vuc ké trén, sau khi da biét dén quan rdi thi liéu ban c6 muén 0

. chép
dugc thir ghé dé trai nghiém?
122 céu tra lai
® Co
@ Khang
APPENDIX 2: Quantitative Research: Survey 2
1. General Information
Gidi tinh cua ban: |0 saochép

193 cau tra loi

® Nam
® NG

@ Khéng mudn néu cy thé
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P06 tudi cua ban:

193 cau tra lai

Khu vuc ma ban dang sinh séng:

193 cau tra loi

Ngh@ nghiép hién tai ctia ban:

193 céau tra loi

|_D Sao chep

@ Dudi 18 tudi
® 19- 25 tudi
@ 26 - 35 tudi
@ Trén 35 tudi

|_D Sao chep

@ Quan 1, Quan 3, Quan 5, Quan 6

® Quan 4, Quan 7, Quan 8

@ Quan 2, Quan 9, Quan Tha Birc

@ Quéan Binh Thanh, Quan Go Vép, Quan
Phi Nhuan

@ Quéan Tan Phl, Quan Binh Tan, Quéan
Tan Binh

® Quan 10, Quan 11, Quan 12

|_D Sao chep

@ Nhan vién van phang
® Sinh vién/Hoc sinh
® Tuwdo

@ Nhan vién khach san
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Khoang thu nhap méi thang cua ban: IO saochép

193 cau tra lai

@ Dudi 5.000.000 VND

@ 5.000.000 VND - 10.000.000 VND
@ 10.000,000 VNB - 15.000.000 VND
@ 15.000.000 VND - 30.000.000 VND
@ Trén 30.000.000 VND

2. Brand awareness

Trong s8 nhitng quén "Bar coffee" dudi day, ban biét dén nhirng thuong hiéu ndo? |0 saochép

193 cau trd loi

@ Half Past Six Coffes

@ The Seventh Barista

® Dear Coffee

® Ollin Cafe

@ Saigon Coffee Roastery
® The 22 Coffee

@ khoéng cai nao

® khong biét
113Y
Ban da tung ghé qua The Seventh Barista chua? @ Sao chép
193 cau tra loi
@ Roi
® Chua

®

3. Guests who have visited The Seventh Barista
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Ban biét dén The Seventh Barista qua cac kénh nao: IO saochep

110 cau tra lai

@ Facebook & Instagram

® KOLs/Influencers/Reviewers
@ Ban bé/Gia dinha‘E)E‘mg nghiép
@ \Website (Google, Foody,...)

Murc d6 thudng xuyén ghé quén cua ban: |0 saochép

110 cau tra lai

@ Hiém khi (Dudi 1 1an/thang)

@ Thinh thodng (3 - 5 lanithang)

@ Thuong xuyén (3 - 5 lanftuan)

@ Rat thureng xuyén (Trén 7 lan/tuén)

The Seventh Barista co... |0 saocheép

60 MM Rétkhongdéngy MM Khong déngy MMM Binh thuong MMl Déngy MM Rét ddng v

40
20
O - . - - - -
Khéng gian dep d&, am cing,  Cac Barista nhiét tinh, than B4 udng ngon, bat mat Gia thanh twong rng v&i chat
yén tinh thién lrong
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Pénh gia téng quan cua ban vé The Seventh Barista: |0 saochép

50 mmm R&tchratst NEM Chuatét MM Binh thuong M Tt MM Rét tot

40
20
0 . .
Thwong higu San pham Truyén théng
Diéu ban thich nhat & The Seventh Barista la gi? IO saocheép

110 cau tra lai

@ Khong gian
® 56 uing
@ Barista

® Giathanh
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Nhing diéu The Seventh Barista cén cai thién:

110 cdu tra |oi

Thong tin ctia quén nhiéu hon trén cac nén tdng mang xa hoi
Chua c6 nhiéu thong tin trén fanpage

Chua bik

Thém théng tin cén thiét

Ve khéng gian quén

khong bit nua

Lam tat 1am

Khéng co gi can phai cdi thién

nén da dang do udng hon

Khi nhac dén The Seventh Barista, tir khda dau tién ban nghi tdi la:

110 céu tra lai

Coffee

khéng gian hogp li

Ca phé én, d6 udng da dang
Barista noi chuyén rat dé thuong
Barista

Am cling

Khéng gian thudng thic dep
Chill [am

S672)))
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Chon 3 tir ban nghi chinh xac nhat vé hinh anh cta quan ca phé The Seventh Sao

Barista: |—D .
chép
110 céu tra loi
Am cing
Than thién 93 (84,5%)
Sang trong
Tré trung 76 (69,1%)
Bat mat 77 (70%)
MNgon miéng 80 (72,7%)
Chuyén nghiép 41 (37,3%)
Hién dai 74 (67,3%)
0 20 40 60 80 100
The Seventh Barista truyén tai... |0 saochép
110 céu tra loi
@ Chét lrong ca phé dang cap
@ Phuc vu khach hang tuyét vii
@ Khéng gian 4m cling
@ W6i treevng 1am viéc/chay deadline
chuy&n nghiép
@ Ludn ludn sang tao va ddi méi
Khi bude chan dén The Seventh Barista, t6i cam thay... |0 saochép
B Rétkhong déngy MM Khong déngy W Binhthwong MMl Dongy MM Rét déng y
60
40
20
O = - -
Khac biét, co dau an ca nhan Cd ddng lyc dé thure hién moi thir Béc lap, tw tin Thoai mai,
] »
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Mirc d6 gan bo cua ban véi The Seventh Barista: |_|:| Sao chép

110 cau tra lai

60
57 (51,8%)
40
31 (28,2%)
20
18 (16,4%)
1 (0,9%)
0 |
1 2 3 4 5
Kha n&ng ban sé gidi thiéu The Seventh Barista v&i ngudi khéc: IO saochep
110 céu tra loi
80
60 66 (60%)
40
36 (32,7%)
20
0 (0%) 1 (0,9%)
0 | 7 (6,4%)
1 2 3 4 5
Khi nghi dén viéc di tim mot quén ca phé, The Seventh Barista sé nam trong su lua Sao
chon cua ban: [ .
chép
110 céu tra loi
o0 60 (54,5%)
40
34 (30,9%)
20
15 (13,6%)
0 (0%) 1 (0,9%)
0 | |
1 2 3 4 5

4. Guests who have not visited The Seventh Barista

Media Production For The Seventh Barista | 176



The Seventh Barista Ia mot quan ca phé kiéu bar ndm tai Quan 7. Tai day, quan dugc thiét k& dudi
dang mét quén bar vdi phong cach thodi mai va thu gidn cling cac san pham ca phé dugc [am tir hat
Arabica mang dén huong vi dam da cling véi cac thirc udng khac dugc chuan bi chuyén nghiép, két
hop véi khéng gian yén tinh tao nén trai nghiém "Chill" rat dac biét cho khach hang. Nhin chung, quan
c6 phong cach thiét k& doc ddo nhung ciing rat m cuing va yén tinh, tao nén cam gidc than thién
trong mat khach hang mdi khi ghé tham. Ngoai ra, quan c6 mét quay phuc vu ca phé, khach hang cé
thé ngdi va tro chuyén gidng nhu cac quan bar nhd, mang dén mot trai nghiém mdi la.

Gidng nhu ruou va bia, méi loai ca phé c6 huong vi khac nhau tly thudc vao hat ca phé, cach rang ca
phé va noi né dugc trong va dén tir dau. Tai The Seventh Barista, néu khach hang cé nhu c3u, céc
barista van c6 thé cung cap cho khach hang théng tin hitu ich vé loai hat ca phé ma ho dang sur
dung va cé thé gidi thich cach chiing ném, tir d6 gidp khach hang quyét dinh chon loai ca phé phu
hop nhat dé phan anh huong vi ca nhan.
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Sau khi doc thong tin trén, hdy chon 3 tr ban nghi chinh xac nhat dé miéu ta hinh anh Sao

The Seventh Barista: @ .
chép
83 cau tra lai
Am cing 47 (56,6%)
Than thién 46 (55,4%)
Sang trong 18 (21,7%)
Tré trung )
Bat mat 44 (53%)
Mgon miéng
Chuyén nghiép 16 (19,3%)
Hien dai 27 (32,5%)
0 10 20 30 40 50
Khi tim ki€m théng tin vé 1 quan ca phé, nhitng céng cu ma ban thudng s dung 0 Sao
nhigu nhat Ia: e
chep
83 cau tra loi
@ WMang xa hoi (Facebook, Instagram,
TikTok,...)
@ Website cia thirong hiéu
@ Cong cu tim kiém (Google, Bing,...)
@ Goiy tir ban bé, gia dinh, ngudi than, ..
@ Sach, bao, tap chi, to roi, ..
Ban c6 mong mudn dén va trai nghiém The Seventh Barista trong tuong lai néu quén 0 Sao
gday du su chd y va hdp dan danh cho ban? L chép
83 cdu tra loi
60
40 44 (53%)
26 (31,3%)
20
4 (4,8%)
0 (0%) 9 (10,8%)
0 ‘
1 2 3 4 5

5. Overall Communication Activities

Media Production For The Seventh Barista |l 178



Ngoai The Seventh Barista, hay ké tén mot sd quan/thuong hiéu ca phé ma ban thudng hay lui tdi:

193 cdu tra loi
the coffee house
Ngot
The Coffee House
The coffee house
Highland
Starbucks
Highlands
Amazon

N/A

Ban theo ddi nhirng quan ca phé ké trén qua cac phuong tién truyén théng nao? IO saochép

193 cau tra lai

Facebook 179 (92,7%)
Instagram

TikTok

Youtube

Website

Minh khéng theo dai
ban bé gidi thigu
Ban beé

34 (17,6%)

12 (6,2%)
16 (8,3%)

Tt théng tin cda hang xém xun...
Ko co
Gan nha, chd quen, ban bé gid...

0 50 100 150 200
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Néi dung bai viét clia cac quan ca phé do trén mang xa hoi IO saochep

193 cdu tra ot

100

87 (45,1%)

75

50

37 (19,2%)
25 30 (15,5%) 29 (15%)

10 (5,2%)

0
1 2 3 4 5
An pham truyén théng clia cac quén ca phé dé trén mang xa hoi (Hinh anh, Sao
video,...) |—D .
chép

193 cau tra loi

80

71 (36,8%)

60

40 47 (24,4%) 46 (23,8%)

20 21(10,9%)

8 (4,1%)

Hoat dong tuong tac cla céc quén ca phé dé trén mang xa hdi (minigame, Sao
giveaway,...) chép
193 cau tra lai

80

67 (34,7%)

60

40

37 (19,2%) o (176%)
29 (15% S
20 (s, 26 (13,5%)
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Danh gié cua ban vé ndi dung bai viét trén cac kénh mang x& hoi cla cac quan/thuong 0 Sao

hiéu ca phé tai Viét Nam hién nay: 5 chép

B Ritkhong déngy MM Khong déngy W Binh thwong WM Béngy M Rat dong v

75
50
25
0 s c
MNgi dung mét mau NG6i dung mang tinh 13p lai Néi dung khéng cé gi méi mé  Noi dung qua dai dong  Tan suat da
] »
Danh gid cua ban vé céc an pham truyén thong (hinh anh, video,...) trén cac kénh mang 0 Sao

xa hoi cla céac quan/thuong hiéu ca phé tai Viét Nam hién nay: chép

80

B Ritkhong déngy MM Khong déngy I Binh thwong_ WM DBéngy MM Rétdéng v

60
40
20
0 . N - s
Nham chan, don diéu Gidng nhau, khéng cé gi ndi bat Khéng thé hién duwoc tinh than thirong
hiéu
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Céc quan/thuong hiéu ca phé tai Viét Nam can truyén tai thong diép mot cach mai Sao

mé, séang tao hon |—|:| .
chep
193 ciu tra lai
150
100 109 (56,5%)
0 64 (33,2%)
0 00%) 2(1%) TYTED)
1 2 3 4 5
Céc quan/thuong hiéu ca phé tai Viét Nam can phai tao ra nhirng ni dung/an pham 0 Sao
truyén thong madi mé, séng tao hon = .
chép
193 cdu tra l&i
150
118 (61,1%)
100
50 58 (30,1%)
) 0 ((lj%) 1(0,5%) T
1 2 3 4 5
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Cac quan/thuong hiéu ca phé tai Viét Nam cén tao ra su khac biét trong cach tiép can Sao
dén vdi khach hang L

193 cau tra loi

chép

150
100 109 (56,5%)
66 (34,2%
50 Ed
. 0 (‘f%) 2 (1]%) 16 (8,3%)
1 2 3 4 5
T6i sé ing ho céc quan/thuong hiéu ca phé tai Viét Nam cd tinh dét pha trong viéc O Sao
truyén tai ndi dung mdi mé/sang tao L chép
193 cau tra lai
150
124 (64,2%)
100
50
49 (25,4%)
i 1 (0,|5%) 1(0,5%) 18 (9,.3%)
1 2
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To6i thich cac ndi dung truyén thong lién quan dén ca phé duge truyén tai dudi dinh

Sao

0
dang cheép
193 cau tra loi
Am thanh 120 (62,2%)
Hinh anh 165 (85,5%)
Video 151 (78,2%)
Gif
Truyén tranh ngan (Vd: Thé Bay .
Mau...) 132 (68,4%)
0 50 100 150 200
APPENDIX 3: In - depth interview
Our audio file can be found here
Tan suat Sap tdi chung
Diéu di dén minh sé& cé
ian . |nhtng Ban chién dich
. 9 Sau khi > . |thudng . ) T Cac ban nghi
Ban co tusng ~ quan ca ~ Ban cd|quang cao < s
R Ban o dén 7th - déen ~ Sao Ve san
thudng | ;= VGi . phé xa . an cho 7th = N
N - dén 7th barista -5 _ |nhlng . R pham chuyén
. Do  |xuyén . ban - |nhacua -~ . |tugng |barista théng IR
STT |Tén N barista . ban coé R quan ca T A 4 6 lién quen
tudi [t8i 7th U khi . |banla A givdi |qua 7 nhan < A
. délam | _. quay lai phé xa - N dén 7 nhan
barista |~ dén - bao NN tranh |vatthéngqua | . . . ..
A gi? khéng? . nha vi - N . o . |vatsaptai
khéng? 7th R nhiéu U chibi ? |hinh vé chibi, <
. Vi sao? A yéu to L.~ |dudc ra mat?
Barista lan 12 Ban nghithé
? trong 1 gt nao vagi théng
thang? tin trén?
Lqun Ban be
luon rd, khong
. Khéng [mudn - Kha hay vi
Giao . . gian . A an N
- gian |quay lai . ~_|Thich day da tung la
tiép A R T s quangan| . % 2 A
. < . |gan vi day da |Khoang R vide e Lo< . mo&t phan
x Co gapgd |21, . , = gdi, co Rat hao huc 5. ,
Nguyén L a N gliva |trd 12 1an s thuon | o o . .. tudi tha cua
1 p .| 22 [nhiéu |va N I P nhiéu R va chd dgi s Ny
Phuc bai N ; gap gd|thanh trong 1 o <2 |QVa o nhiéu ngudi
lan thudng s . ngugi dé |7 theo doi. N N
-~ Y |dugc |diadiém|thang. h .~ lgan va mong chdg
thuc ca A R giao tiép, [Z -, ; =
. nhiéu |yéu ' < - |gdi. san phamra
phé. N ) tiép nhan 4
Nngudi. [thich B mat.
, R théng
cua ban tin
than. :
A Khong |Chac Cha Cam thay thu Y tudng hay,
Lan - gian chan A trong x vi, lan dau biét| _ . L b
dau Beén tu cua quay lai vailan khéng be dén chién déc dao. Cac
2 My Linh 26 - hop vai . Lo |trong - thuon | 7. N ban hoc sinh,
dén ~ |guan |vithich B gian dich truyén . A <
. ban be. |, . thang. . g. - sinh vién chac
quan. va khéng quan théng nhu PR
. . ” ~ A N chan sé thich.
thidc |gianyén nhat sau vay cho mot

Media Production For The Seventh Barista | 184



https://drive.google.com/drive/folders/1Fdkwm8CmDH45xsSteh-70K0v0xxiBsxu?usp=sharing

uéng [tinh dé do dén quén ca phé.
ngon. |gap mat nudc
noi uéng.
chuyén
Vv3i ban
be hoac
lam viéc.
Thich
Khéng
gian
yén
tinh, |[Cova da
R Thudng|nhan |quay lai bi vai x ~ . . x
Hoai 1tuan |40 98 |vien  |nhidu  [1thang |banbe |D€  [Thaychien —jThayde -
26 |dimét |, . PN P o s thuaon |dich dé thuong va sé
T