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A. CONTEXT ANALYSIS

1. Introduction

The idea of   the project is inspired by the experience of reliving a part of childhood memories through
the children's "Ngày Xửa Ngày Xưa 33" musical theater. After participating in the theater, many
young people have shared their unforgettable moments, happiness and emotional feelings when get to
experience childhood memories again through confession pages, facebook groups of “Ngày Xửa
Ngày Xưa”. Along with the strong return of childhood "legends" such as figurine painting, children's
“Ngày Xửa Ngày Xưa” musical theater, ... has created a trend of "reviving" childhood of young
adults. Besides, events related to or recreating childhood such as “Childhood Concert”, “Đời của
2000s”, “Tuổi Thơ” exhibition... also attracted the attention and participation of many young adults,
especially the Gen Z.

After realizing that the subject of childhood is popular, capturing the attention of young people,
including group members, and is a trend in recent months, the group decided to do a project to
recreate childhood memories of the years 2007 to 2012 for young people aged 20 to 25. The team has
conducted secondary and primary research to reinforce the scientific justification for the project's
purpose and to learn more about the target's opinions, feelings, and thoughts on this subject.

2. Research

2.1. Secondary research

2.1.1. Rate of stress and anxiety in young adults

Deloitte's annual survey in April 2022 shows that the stress level of the Zs gene was higher than that
of other generations [20]. A prominent stressor in Gen Zs was work pressure, people always felt
overloaded with their workload and felt that poor work balance leads to stress. The amount of Gen Zs
who always felt exhausted due to the intensity and demand of their work was 46%. [20]
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Figure 1. The gender gap among those who regularly feel stressed of anxious (source: Deloitte)

Figure 2. Top factors contributing to feeling of stress (source: Deloitte)

Another study about Student Stress at Vietnamese Universities found that fourth-year students
experienced more stress than others because it was their last year of study at Vietnamese universities,
so every student had high pressure to do a thesis/final exam to get a certificate [18]. Studies and data
showed that young people always had pressures and worries in life such as work and study pressure
[18]. Accordingly, the consequences of long-term stress and anxiety are self-disconnection [16].
Research has shown that disconnection was a phenomenon associated with negative emotions and was
said to be one of the most painful experiences people have to endure [10].

All of the studies mentioned above demonstrate that young people are under great pressure in life and
with long-term stress and anxiety, which increases their demand for stress reduction higher than other

Experiential Event And Social Media Campaign - @Nóise_TV | 6



FPT University | Multimedia Communication Capstone Project

generations. Therefore, young people need to find a way, and childhood nostalgia is one of the
suitable ways to help them relieve that stress.

2.1.2. Relieve stress through Childhood Nostalgia

Childhood nostalgia is where young people connect to themselves and relieve stress [8]. Young adults
often focus on childhood nostalgia because it vividly describes the completed stage of one’s life [2].
As Faulkner (2013) explains, childhood nostalgia is in a period without having to worry or take
responsibility [8]. The happiness of innocence when nostalgic about childhood seems to be related to
a free action ability without the pressure of fear or responsibility [8]. Childhood nostalgia plays a
significant role in the identity-building process because it gives people a sense of self-continuity to
adapt to major life events and deal with long-term pressure in their life [2, 10]. Childhood nostalgia is
a positive energy that helps people have an overview of life, from which it is a bridge to reach the
present and the future [9]. In addition, while childhood nostalgia is an emotion that belongs to the
past, it can still influence the future by organizing one's identity or drawing inspiration from the past
[9]. Moreover, in a survey of 2,000 adults, 67% said they frequently thought back on their childhood,
and 40% said it was the best time of their lives [1].

In addition, the connection between the present moment itself, connecting with the past and moving
toward the future is called self-continuity [11]. In particular, connection is the core value of
self-continuity and it requires a connection with one's truths [12]. It can be said that self-continuity is
a positive motivation for protecting and enhancing one's purpose [8]. The goal of self-continuity is to
minimize the negative and maximize the positive level of self-concept as much as the external
influences create [12]. According to the studies, looking back to the past, especially childhood, is an
effective way to relieve stress and pressure on young people, especially when society needs more
connections.

2.1.3. The influence of popular culture on bringing back memories of
childhood

Nostalgia is not only recalled by close relationships, but also by good memories, or a game, activities,
melody, song lyrics, scent or event that happened with a special person [19]. Moreover, nostalgia can
be triggered by childhood objects [2]. For adults, objects which are associated with childhood, are
priceless presents of valuable memories that have already occurred and cannot be recovered [2].

Accordingly, using popular culture from the past may cause nostalgia for childhood. In addition,
popular culture is something that everyone experiences together and is the thing that we can use to
remake. Therefore reviving childhood nostalgia by popular culture elements is the appropriate way for
us to achieve our goals.
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2.1.4. The popular culture in Vietnam from 2007 to 2012

The years 2007 to 2012 marked a wave of popular culture in music, television, movies, and even
social media which strongly influenced young people's childhood in the late 1990s and early 2000s.
The period was the golden era of television and children’s television programs. After 2012, not only
television channels like Disney, YanTV, Yeah1, HTV3, ... gradually disappeared, but Zing me social
network also had fewer users and was replaced by Facebook. Therefore, it was a memorable time for
the generation of young adults. Besides, 2007 - 2012 was also the childhood of the team members.
Because of this, the members want to recreate the most valuable things in that period.

a. Television channels and television series

In 2007 -2012, television was the main communication device, so there were many attractive content
programs on television that attracted not only children but also many other ages to watch. Yan TV,
Yeah1 TV, .. and children's channels like Disney channel, Cartoon Network, Sao TV, HTV3 channels
by Tri Viet Company,... have kept young people with unforgettable memories. Especially, the period
2007 - 2012 is the last period in the golden age of the Disney channel with many world famous series.
In the period after 2012, Disney stopped (or rarely aired) the previous popular series and the new
series did not achieve the same success as before. After this period, Disney gradually lost its "quality"
as in the past, not before.

There are many famous cartoon and children's film series that are childhood memories of young
people, such as: Phineas and Ferb, Sakura, Doraemon, Gia Đình Phép Thuật, Kính Vạn Hoa, The
Wizard of Waverly, High School Musical…

b. Music

Music period 2007 - 2012 with the penetration of the Hallyu, which was the golden era of generation
two idols of KPOP music. There were famous groups well-received in Vietnam such as Big Bang,
2NE1, Super Juniors, Girls Generation… Many hit songs by popular artists from the USUK, such as
You Belong With Me by Taylor Swift, Baby by Justin Beiber, What Make You Beautiful by One
Direction… Along with that, the appearance of new Vietnamese factors, such as: HKT, Đông Nhi,
Bảo Thy… made the music in the 2007-2012 period extremely exciting and created many good
memories for young people.

c. Social Media: Zing Me

In the year 2009. Zing Me had 945,000 users, which is higher than Facebook with 918,000 users. At
the time Zing Me was the most popular social media in Vietnam, its users doubled compared to
Facebook users, which was 6,8 million compared with 3,1 million. By August 2013, there were 19.6
million Facebook users, accounting for 21.42% of the population and accounting for 71.4% of
Internet users in Vietnam [4].
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Figure 3. Most popular social networks in Vietnam in April 2013, based on the number of unique visitors(in millions). Cre:
Statistic

This statistic shows the most popular social networks in Vietnam in April 2013, based on their number
of unique visitors. During that month, Zing Me had 5.3 million unique visitors. Facebook had 11.8
million unique visitors in Vietnam [14]. Thus, by 2013, Zing Me was gradually replaced by Facebook
and lost market share to Facebook.

d. Toys

Many toys were inspired by television series: Pokemon card from Pokémon; Sakura card from
Sakura; yoyo from Blazing Teen; racing car with remote control from Flash and Dash. Besides, there
are many other toys that were popular in that period: cooking toys; fishing toys; legos; chains;
marbles.
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e. Snack & Beverage

Every child at the period enjoyed certain snacks and soft beverages, including: “mì trẻ em”; vitamin C
candy; “bánh tráng tắc”; “đá bọc”; singum; crackling candy; jelly; sting; coke. These snacks used to
be readily available every day in the school cafeteria or in carts pulled by street merchants.

2.1.5. Key findings

The group's secondary research led to the following key conclusions. Generation Z is constantly under
more pressure to study and work than previous generations, especially those nearing the end of
university and just beginning their professional careers. They will experience negative emotions as a
result of long-term pressure. As a result, people need to be relieved of the stress, and nostalgia for
childhood is one way to deal with that. Popular culture is an appropriate option to trigger fond
memories of childhood. In addition, popular culture between 2007 and 2012 left unique marks,
according to observations and studies.

2.2. Primary research

The group did primary research in two formats: in-depth interview and survey with research
participants from 20 to 25 years old with a variety of backgrounds in order to demonstrate the findings
from secondary research on the demand to look for childhood memories of young people.

2.2.1. In - depth interview

In-depth interviews were conducted with a total of 17 respondents, aged 20 to 25, who varied in their
employment, educational backgrounds, personalities, and hometowns. The group prepared some
images and a video synthesizing our childhood memories through popular culture of the years 2007 -
2012 for the interview. The purpose of an in-depth interview is to let the group lead the discussion and
go further into each person's thoughts, opinions, and deep feelings because nostalgia for childhood is
an emotive subject.

The key findings are summarized as follows based on the interview's results. All respondents engaged
in the practice of looking for childhood memories, with 13 of them doing so out of love, habit, or
having free time, while the remaining four do so as a result of the influence of social networks or their
surrounding environment and relationships. As a result, they sought out the enjoyable, innocent, and
carefree things associated with childhood to unwind, relieve pressure, and take time for themself.
When people reflected on the group's collection of childhood memories, positive words like
"sincerely, joyful, happy, touched, satisfied, heartwarming, familiar, relaxing, and looking forward to
coming back" were frequently (about 88.2%) used to express their emotions. Besides, a small
percentage of respondents (about 29.4%) said they still feel a little sad, lost, or regret it because things
are no longer the same. Even if there were some negative emotions, they just accounted for minor and
did not cause depression, and positive emotions still made up a larger portion of the experience.
Particularly, there were childhood memories or things that were unintentionally forgotten, but when
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the group recalled them, the responders would show delight, joy, and exhilaration when they
recognized the familiar sights and were pleased to discuss it.

A person's childhood can also be shaped by incidental circumstances like whether they went to a
public or private school, they had siblings or their parents were strict, and they spent more time at
home or outside playing. Finally, when asked if they would be willing to take part in an activity that
brought back childhood memories, all 17 respondents said they would. However, it is impossible to be
certain that everyone responded with honest answers during the face-to-face interview.

2.2.2. Survey

The team has included a survey form with a total of 199 responses, of which 90.6% respondents
between the ages of 20 and 25 to be able to learn about the views, opinions, and emotions of a wider
audience and to have more accurate results.

The survey's multiple choice and short answer questions are incorporated within the form. The group
intends to use short answer questions to get into each person's most genuine memories, ideas, and
feelings to discover common ground. There are multiple-choice questions to gauge the level and
choose the best course of action. Additionally, to recall memories for participants, the team provided
some images from 2007 to 2012 that were relevant to childhood.

Following is a summary of the group based on the findings: 19.6% of the target audience “always”
looked back on their childhood, out of the 52.3% of respondents who engaged in this habit.

Figure 4. The data of how often you look back to your childhood

Over 57% of respondents said they were reminded of their childhood through popular culture. Almost
50% of respondents indicated that they were "extremely interested" in information or activities
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relevant to childhood memories. When asked if they were interested in taking part in the event about
childhood, 51.6% of young people responded "extremely ready" These statistics demonstrate that the
target audience paid a lot of attention to the topic of childhood.

Figure 5. The data of the interesting level of target audience with content/ activities relevant to childhood nostalgia

Positive adjectives appeared in 65.8% while negative adjectives appeared in 21.6% with the question
about people's feelings when remembering childhood memories. 80.4% of respondents claimed that
recalling their childhood evokes positive feelings.

Figure 6. The feeling of the target audience when they recalled childhood memories.
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Looking back at old photos made 84% of the target audience feel "nostalgic" and 62% of respondents
feel "joyful". Moreover, when reflecting on or engaging in activities that brought back childhood
memories, 76.4% of survey respondents felt energized and positively motivated. From the foregoing,
it may be inferred that young individuals experience happiness, positive emotions and positive
motivation when they recollect their childhood.

Figure 7. Young individuals experience happiness, positive emotions and positive motivation when they recollect their
childhood.

2.3. Conclusion

The team concluded from the research findings that generation Z, particularly those between the ages
of 20 and 25 (who are in their final years of university or just starting to work), is the age group that is
under the most pressure from life. Therefore, in order to relieve stress and pressure, they desire to
engage in entertainment activities and content that are connected to childhood memories.
Additionally, social media posts about childhood can also operate as a call to action, encouraging
users to proactively search more content on the topic. As a result of the foregoing, the team recognizes
that this project should be carried out and desires to create a place that not only meets the demands of
the target audience but also transfers positive emotions to them.
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B. STRATEGIC PLANNING
This is a non-profit project aimed at recreating childhood memories in the period 2007 - 2012 for
young people from 20 to 25 years old. The project uses popular culture from that period, including
films, music, television shows, foods, toys, games, and video games to sincerely evoke childhood
memories. The focus of this project is on interactive activities and performances that will take place in
early April. Besides, to support the event, we have 2 supporting pillars: social media campaign and
media products. The project started on January 16th, 2023 and is expected to end in early April 2023.

1. Purpose & KPIs

1.1. Purpose

The purpose of the project is to create a place where young adults can experience what it's like to be
an innocent child again and enjoy childhood joys. This is regarded as a way to assist people in
reducing life's stress and exhaustion.

1.2. KPIs

Online communications

● Attain 50.000 total reaches through Facebook page.

● Attain 2.000.000 total views through TikTok page.

● Attain 2.000 average reaches per Facebook page post about the event information.

● Attain 2.000 average views per TikTok page post about the event information.

Offline event

● Have 500 participants in the big event.

● Achieve more than 90% positive responses from participants about the activities in the event.

● Achieve more than 90% of participants feel “happy” when experiencing the event's activities.

● Achieve more than 90% of participants feel positively energized after joining in the event.

2. Target audience

Main Target Audience: 20 - 25 years old

Sub Target Audience: 17 - 20 years old
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Demographic

● Geographic: Study and work at Ho Chi Minh City.

● Occupation: Student, fresher and junior.

● Gender: All gender

Behavioral psychology

● Have a lot of enjoyable childhood memories.

● Appreciate childhood memories.

● Occasionally find childhood elements to reduce stress.

● Interested in objects that bring back childhood memories.

● Interested in popular culture from 2007 to 2012.

● Frequently use social media such as Facebook and TikTok.

3. Key message

“Nhắc về tuổi thơ, hồn nhiên thêm lần nữa”

The project's message is that by recalling childhood, young adults have time to look back on their
childhood and revive carefree moments. Therefore, young adults transform the care-free sentiment
into positive motivating factors that will help them transition into adulthood.
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4. Overall concept

Figure 8. Overall concept

In order to deliver the aforementioned message, the concept for the project is inspired by television.
According to the multiscreen home theory of Dr. Deborah Chambers, the television is a common
space for everyone to gather together to watch television programs in the living room [5]. However
technology advances, the television is no longer creating a common space for everyone. Everyone in
the family has a private space and can watch through smartphones [5]. Therefore, we decided to use
the television symbol to serve as a connection between individuals.

Additionally, television is associated with childhood of young people in the late 1990s and early
2000s. Almost all young people generally agreed that the golden age of television channels for
children ran from the years 2007 to 2012. Consequently, this generation's childhood memories are
associated with elements from popular television series and stories surrounding the television.

The team applied the concept to the implementation of the project in the following way. The social
media platform is presented as a virtual television channel named "@Nóise_TV" that transmits old
content from childhood memories with a new, imaginative, and appealing expression. The television
concept was then used to produce a big event by bringing television into the real world. When
attendees arrive at the event, it will seem like they are entering the world established within the
television, which includes activities that are simulated from the popular television series of 2007 -
2012 years.

5. Project’s brand identity

5.1. Name of project: @Nóise_TV

The name “@Nóise_TV” means to remind the values of the past but still has the youthful color of
young adults. "@" refers to a generation when the internet was first introduced to Vietnam, and "@"
in Facebook and Gmail today means mentioning someone in a post or message. "@" as a prompt, in
addition "@" also means somewhere.
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The “noise” also known as noise interference is a typical sound of television and belongs to white
noise, helping adults relax when stressed and tired [7]. Moreover, young people today are often
attracted by puns such as the names of famous songs: See Tình (Hoàng Thùy Linh), Shay nắng
(Amee), etc. The word "Nóise" was transformed from the word noise evokes the sound of a television
or the voices of a family gathering watching television.

“@Nóise_ TV” is also a campaign call to action method of inviting people to talk about their
childhood through television and the television will play back their memories.

5.2. Logo

Figure 9. Logo of project

The logo is simply designed with RGB colors inspired by the logos of popular Vietnamese television
channels such as HTV, VTV, and THVL... to create a familiar feeling. The letter O is stylized in the
shape of a power button symbolizing turning on the television and showing the name of the project.

5.3. Color palette

Figure 10. Color palette of project

We used a retro color palette and lighter tones to make the audience feel like they were revisiting an
old television channel [15]. Yellow and orange are two warm tones that transmit positive and dynamic
energy. Green gives a feeling of healing. Simultaneously combine with noise effects to promote the
image to be expressed more properly [6].
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5.4. Typo

Using fonts in designs: UTM Bebas, Roboto and iCiel Be Cool.

Figure 11. Typo of project

5.5. Characters

The two characters of the project are named Mr. TiTi and Ms. ViVi, they have a playful, humorous
personality and act as the host in the project.

Figure 12. Characters of project
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6. Strategy

Figure 13. Table of project’s strategy

7. Execution plan

Figure 14. Project’s execution plan
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7.1. Social media

7.1.1. Media channels

Based on the research on social media usage, the platform most used in Vietnam had been Facebook,
and TikTok had been in the Top 4 [13].

Figure 15. Most Used Platform In Viet Nam. Cre: GWI

So that, the team choose 2 platforms: Facebook and TikTok to process, in which, Facebook will
increase awareness through text, images, and videos about childhood elements related to the period
2007-2012; TikTok will increase the interest of the audience, trigger the audience with videos related
to famous songs and videos related to childhood in the selected period.
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7.1.2. Content direction

Figure 16. Content direction

7.1.3. Content pillar

Figure 17. Content pillar for Facebook platform

Figure 18. Content pillar for TikTok platform
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7.2. Media production

7.2.1. Photoshoot

The photoshoot is about combining a street theme with childhood elements as accessories. The
clothing is in street style, and the accessories are chains, which are a symbol of children from 2007 to
2012. The collection of images aims to bring back memories of childhood objects in a way that is
stylish, modern, and appropriate for target audiences.

7.2.2. Promotional video

Producing a video for 10 to 15 minutes. The content is about recreating childhood games and the
target audience is invited to participate in the filming. The aim of these videos is to raise the target
audience's nostalgia for childhood memories through empathy when seeing people like them with
familiar childhood games.

7.2.3. Aftermovie

A 15–20 minutes video featuring all activities of the event. The event journey and the most authentic
experiences of attendees are highlighted in this video. The intention is for viewers who are not at the
event to yet have a general understanding of all that took place there.

7.3. Big event

7.3.1. Event concept

Figure 19. Event concept
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7.3.2. Type of activities

The big event gives young people between the ages of 20 and 25 the chance to go back in time and
relive their childhood. Interactive activities and mini-concert are the event's two primary attractions.
The event will recreate the atmosphere, setting, and enjoyable activities that were a part of childhood
recollections between 2007 and 2012. The experiential event includes various interactive activities
which are created using the popular television series with children of that time as inspiration. The
props and products used for the setup on the activities relating to the key elements of that series.
Before entering the event, participants will pass through a television-shaped welcome gate, which
feels like they are lost in a fantastical world created inside the television. In addition to receiving gifts
after participating in the activities, participants also get a chance to re-experience the carefree space as
a child again. To completely evoke sentimental feelings in the attendees, they will also be reminded of
their childhood memories through all five senses.

7.3.3. Interactive activities

a. Name

“Gõ Tivi, Dò Ký Ức”

“Gõ Tivi”: In the past people used to knock on the top of the television to fix the television
interference and to clearly show the picture. “Dò Ký Ức”: Tuning the transmission channel means
when participating in the event, one can gradually retrace the memories. "Gõ Tivi, Dò Ký Ức" is the
next step of @Nóise_TV. When the childhood memory fades out, it looks like the effect of noise when
television has no signal, but through the event by tapping on childhood elements, participants will
detect their memories.

b. Key activities

Being able to interact with childhood objects such as playing old games, eating old foods, seeing old
characters will be the best way to bring out the full feeling of nostalgia for childhood memories. As a
result, the team creates the following activities to help people relive their childhood in the most
genuine way possible:

● Game booth: included activities related to popular culture from 2007 to 2012, such as the
gyro contest and the Pokemon card smashing competition.

● Workshop booth: where individuals can produce items for themselves using familiar materials
from childhood like beads.

● Exhibition booth: display a book written and designed by fans of the Vietnamese children's
musical theater "Ngay Xua Ngay Xua" for the theater group.

● Food court: participants can re-enjoy their favorite childhood snacks and drinks, such as
Oishi snack, “mì trẻ em”, “đá bọc”, and sting.
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7.3.4. Mini-concert

a. Name

“Ngày Xưa Lúc Thơ Bé”

The name of the mini-concert is the opening line of the song "Công Chúa Bong Bóng", a signature
song of 2007. Besides, the song reminds of familiar childhood tunes and is also very suitable for the
theme and purpose of the mini-concert, which is to use familiar tunes that evoke the whole sky of
childhood.

b. Key activity

According to “TUNE IN: Why Music Improves Mood, Memory and Motivation” by Jennifer
Buchanan argued that sound is “activated” by songs, melodies, and genres of music can quickly evoke
emotional states. Because of this, when actively stimulating your hearing with music helps emotions
explode, which in turn helps you create a happy, positive, less stressful atmosphere for yourself [3].
So that a childhood mini-concert is a way to help us trigger and remember the experiences of our
carefree times.

The last hook of the big event is a mini-concert performing songs typical for children of that day with
famous artists of the time, such as Huyen Chi with the soundtrack of HTV3 to bring the participant
back to childhood.
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8. Master timeline

Figure 20. Table of Master timeline
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9. Estimated budget

Figure 21. Table of Estimated budget
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10. Evaluation plan
10.1. Meta Business Suite

Meta Business Suite is a free tool provided by Facebook. We will use this tool to evaluate the
effectiveness of social media campaigns through page interaction metrics like reaches, likes,
followers, views and shares.

10.2. TikTok Analytics

Tiktok Analytics is a free tool provided by TikTok. We will use this tool to evaluate the effectiveness
of social media campaigns through page interaction metrics like followers, views, likes and shares.

10.3. Survey

The survey will be conducted to evaluate the participants after taking part in the big event.
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C. EXECUTION

1. Social media

1.1. Media channels

Apply the brand identity to the interface design of two main social media channels.

Figure 22. Facebook page

Figure 33. TikTok page
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1.2. Content pillar

This is how social media content is implemented across platforms. There are 7 main contents on
Facebook and 5 main contents on TikTok.

Figure 34. Facebook and TikTok post for “Bạn Biết Gì Chưa?” content

Figure 35. Facebook and TikTok post for “Chiến Zone” content
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Figure 36. Facebook and TikTok post for “‘Cải’ Sao Được” content

Figure 37. Facebook and TikTok post for “HOT HIT” content
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Figure 38. Facebook post for “Xì Tin Xì Tai” content

Figure 39. Facebook and TikTok post about the daily life surrounding the television
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Figure 40. Facebook and TikTok post about the event activities

1.3. Media timeline

Depending on the event phase, the team created 3 main phases for a media timeline. From January
16th to February 28th (Pre-event phase), the team was posting content about childhood elements in
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2007 - 2012, which created a connection with the audience by recalling their childhood with pop
culture products. From February 24th to March 13rd (Pre-event phase), the team is customizing content
with short stories about the daily life of children surrounding a television to further increase the
demand of the target audience about experiencing childhood. Then, from March 17th to April 2nd

(Event phase), the team focused on posting detailed information about experiential event. Finally,
from April 3rd to April 15th (Post-event phase), the media will go to the wrap-up stage, the post will be
all about thank you posts and after-movie.

1.3.1. Facebook timeline
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Figure 41. Table of Facebook platform’s timeline
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1.3.2. TikTok timeline

Figure 42. Table of TikTok platform’s timeline
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1.4. Outstanding post

After a period of time working on social media, the team got some outstanding post results:

During the Lunar New Year, the team created the one about "Top favorite cat characters" with 5.536
reaches. The post was loved by the audience because the variety of cat characters was familiar with
the audience.

Figure 43, 44. Result of the post “Top favorite cat characters"

To attract an audience with childhood elements in a creative and trendy way, the team used neon
chains and created a collection of chain accessories. This collection was attractive to Facebook
audiences with 2.487 reaches and received positive comments from the target audience.
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Figure 45, 46: Result of the post “Dây Xích Collection”

The two most interesting and loved videos were the two parts "Top Things You Scared As A Kid".
Both of these parts went viral on TikTok with more than 4 million views and reached a large audience
on Facebook with more than 7.000 reaches.

Figure 47, 48. Result of two parts of the post “Top Things You Scared As A Kid” on TikTok
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Figure 49, 50. Result of two parts of the post “Top Things You Scared As A Kid” on Facebook
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In the event stage, the team planned to post event poster to promote the “Gõ TiVi, Dò Ký Ức” event
and “Ngày Xưa Lúc Thơ Bé” mini-concert. The poster for the mini-concert “Ngày Xưa Lúc Thơ Bé”
gained the highest organic reach on the page with 22.142 reaches and 553 interactions and the poster
“Gõ TiVi, Dò Ký Ức” reached 3,313 users and 218 interactions.

Figure 51, 52. Result of the poster post on Facebook
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Figure 53,53. Result of the mini-concert poster post on Facebook

2. Media production

2.1. Photoshoot: “DÂY XÍCH NEON COLLECTION”

2.1.1. Idea

The target audience's childhood is evoked by the use of the chains (also called "xích nhựa") in the
photoshoot. In addition, the photoshoot also demonstrates the novelty of wearing the chains as
accessories in streetstyle.

2.1.2. Mood board

Costume

● Youth, simple, street-style attire appropriate for young adults: tights, a short t-shirt, a hat,
jeans, and a short skirt.

● Color: Mainly white, black, beige, or denim blue.
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Figure 54, 55, 56, 57. The brief of costume

● Chains accessories: a childhood toy that is the main highlight of the photos, helps to remind
memories and creates excitement for the target audience.

○ Necklace

Figure 58. The Necklace by chains

○ Bracelet
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Figure 59. The Bracelet by chains

○ Handbag

Figure 60. The Handbag by chains

○ Pants chain
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Figure 61. The Pant chain by chains

○ Belt

Figure 62. The Belt by chains

● Posing: Focus on products which made from chains
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Figure 63, 64, 65, 66. Posing reference

2.1.3. Implementation plan

PHASE TIMELINE DETAIL

PRE - PRODUCTION

15/01/2023 Come up with a photoshoot idea

26/01/2023 Exchange and agree the concept

27/01/2023 Complete the checklist, photoshoot brief for the set

PRODUCTION
30/01/2023 Prepare props

05 - 07/02/2023 Shooting

POST - PRODUCTION
08 - 11/02/2023 Edit photos

12/2/2023 Post photoshoot on social media

Table 1. Implementation plan for photoshoot production
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2.1.4. Checklist

Figure 67. Checklist for photoshoot production
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2.1.5. Product

Figure 68, 69, 70. “BST Dây Xích Neon” photoshoot

2.2. Event teaser

2.2.1. Idea

This is an animation video about young people whose childhood is attached to television programs.
However, as you get older and life becomes more difficult, you unintentionally forget about the
television that was a part of your childhood until you are taken back there and have a chance to
experience the happiness of childhood memory. From that, you will relive the happy, innocent times
of your childhood.
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2.2.2. Storyline

Figure 71. Storyline of Event Teaser
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2.2.3. Storyboard

Figure 72. Storyboard of Event Teaser

2.2.4. Implementation plan

PHASE TIMELINE DETAIL

PRE - PRODUCTION

24/02/2023 Get ideas

25/02/2023 Exchange and agree the concept

28/02/2023 Complete script

04/03/2023 Complete Storyboard

PRODUCTION 05/03/2023 Editing

POST - PRODUCTION

11/03/2023 First Feedback

15/03/2023 Final Feedback

17/03/2023 Post video on Facebook

Table 2. Implementation for Event Teaser
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2.2.5. Product

Figure 73, 74, 75. Event Teaser

2.3. Promotional video

2.3.1. Idea

The video is about 100 childhood songs of all genres. Players will see the name of the song and within
10 seconds the player will have to win the right to answer and sing the tune of that song. Whoever
sings more songs will be the winner.

2.3.2. Implementation plan

PHASE TIMELINE DETAIL

PRE - PRODUCTION

01/03/2023 Get ideas

03/03/2023 Exchange and agree the concept

10/03/2023 Complete scripts, game rules, game questions

11/02/2023 Select location, checklists for videos

12/03/2023 Contact guests

13 - 17/03/2023 Prepare props

PRODUCTION 19/03/2023 Shooting
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POST - PRODUCTION
03 - 13/04/2023 Editing

10/04/2023 Upload video

Table 3. Implementation plan for Promotional video

a. Checklist

Figure 76. Checklist of video production

b. Product

Figure 77. 100 songs
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2.4. Aftermovie

2.4.1. Idea

The aftermovie for the event to recapture the moment of the participant and overview the event. The
video recap all the moment in experimental event “Gõ Tivi, Dò Ký Ức'', include: interactive activity
and mini-concert “Ngày Xưa Lúc Thơ Bé”. The customer journey and the most authentic experiences
of attendees are highlighted in this video. The intention is for viewers who are not at the event to yet
have a general understanding of all that took place there.

2.4.2. Script
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Figure 78. Script of aftermovie

2.4.3. Implementation plan

PHASE TIMELINE DETAIL

PRE - PRODUCTION

28/03/2023 Come up ideas

29/03/2023 Meeting with production team

30/03/2023 Aftermovie script

PRODUCTION

01/04/2023 Shooting day 1

02/04/2023 Shooting day 2

03 - 05/04/2023 Collect source and finalize the script

06 - 08/04/2023 Prepare equipment, editor and actors

09/04/2023 Shooting additional sources

10 - 12/04/2023 Editing
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POST - PRODUCTION 13/04/2023 First feedback

15/04/2023 Final feedback

18/04/2023 Post on Social Media

Table 4. Implementation plan for aftermovie

2.4.4. Product
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Figure 79, 80. Aftermovie

3. Big event

3.1. Event Overview

3.1.1. Time

Interactive activities:

● 10:00 A.M - 8:00 P.M, April 1st 2023

● 10:00 A.M - 6:30 P.M, April 2nd 2023

Mini-concert: 6:30 P.M - 8:30 P.M, April 2nd 2023

3.1.2. Place

District 5 Cultural Center

Address: 105 Tran Hung Dao street, Ward 6, District 5, Ho Chi Minh city
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3.2. Event site

a. Sitecheck

Figure 81. Sitecheck
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b. Final event site

District 5 Cultural Center

Address: 105 Tran Hung Dao street, Ward 6, District 5, Ho Chi Minh city

Figure 82. District 5 Cultural Center

Due to the following factors, the team decided to organize the event at the District 5 Cultural Center.
Firstly, this is an area that is also close to the city center, and it is near the young people's hangout
areas like District 1 and District 10. Secondly, when it comes to entertainment events like Japanese
cosplay festivals or fanmeeting for famous idols, the District 5 Cultural Center is one of the sites that
young people are familiar with. So, this is a site which has experience in organizing entertainment
events for young people. Moreover, the campus of the center is spacious and suitable for the event
layout. Especially, this organizer which sponsors the venue for the event as well as the legal agent for
the event. In particular, the center partially sponsored the cost of renting the venue, assisting in
handling legal issues and supporting a lot of logistics for the event.

3.3. Key visual

NAME COLOR FONT

iCiel Soup of Justice
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Figure 83. Key visual of experiential event

NAME COLOR FONT

iCiel Soup of Justice

Experiential Event And Social Media Campaign - @Nóise_TV | 59



FPT University | Multimedia Communication Capstone Project

Figure 84, 85. Key visual of mini-concert

3.4. Event Agenda

Figure 86. Event Agenda
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3.5. Participant journey

The passport that participants receive after check-in will instruct participants to find out the answer to
the story of the event. The passport proceeds from the check-in area, passes through the welcome
gate, and joins the game booths in each area in order to finish the challenge there and obtain clues.
When completing any one of the games in each area, the participant will receive the clue of that area
and the link items to the next activities game. Obtaining all 8 hints will allow you to find the answer
and receive a ticket to start the time machine of the mini-concert "Ngày Xưa Lúc Thơ Bé".

3.5.1. Interactive activities

Figure 87. Information of check-in booth

Figure 88. Welcome gate & Passport
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Figure 89. Information of “Bánh Quy Biến Hình” booth

Figure 90. Set design of “Bánh Quy Biến Hình” booth

Figure 91,92. Event pictures of “Bánh Quy Biến Hình” booth
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Figure 93. Information of “Truy Lùng Quái Vật Tí Hon” booth

Figure 94. Set design of “Truy Lùng Quái Vật Tí Hon” booth

Figure 95, 96. Event pictures of “Truy Lùng Quái Vật Tí Hon” booth
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Figure 97. Information of “Khéo Tay Hay Làm” booth

Figure 98, 99. Event pictures of “Khéo Tay Hay Làm” booth

Figure 100. Information of “Cá Bay” booth
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Figure 101. Set design of “Cá Bay” booth

Figure 102, 103. Event pictures of “Cá Bay” booth

Figure 104. Information of “Bánh Mì Chuyển Ngữ” booth
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Figure 105. Set design of “Bánh Mì Chuyển Ngữ” booth

Figure 106, 107. Event pictures of “Bánh Mì Chuyển Ngữ” booth

Figure 108. Information of “Truy Lùng Thẻ Bài Bí Ẩn” booth
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Figure 109. Set design of “Truy Lùng Thẻ Bài Bí Ẩn” booth

Figure 110, 111. Event pictures of “Truy Lùng Thẻ Bài Bí Ẩn” booth

Figure 112. Information of exhibition booth
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Figure 113, 114. Event pictures of exhibition booth

Figure 115. Information of answering booth

Figure 116, 117. Event pictures of answering booth
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Figure 118. Information of check-in social booth

Figure 119, 120. Event pictures of check-in social booth

Figure 121. Information of food court

Figure 122, 123. Event pictures of food court
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Figure 124. Information of check-out booth

Figure 125, 126. Event pictures of check-out booth

3.5.2. “Ngày xưa lúc thơ bé” mini-concert

After experiencing the interactive booths, participants will receive the keyword "THỜI GIAN". This
is the "key" that opens the music concert and turns on the "time machine" that uses music to transport
people back to their childhood. The concert will take the participants on a time travel back to 2007
and 2012. The night is divided into 3 parts and each act will have a purpose, message and appropriate
songs.

Figure 127. Content of mini-concert
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Figure 128, 129, 130, 131, 132. Event pictures of mini-concert
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3.6. Layout

3.6.1. Interactive Activities

Figure 133. Layout of Interactive Activities
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3.6.2. “Ngày Xưa Lúc Thơ Bé” mini-concert

Figure 134. Layout of Mini-concert

Experiential Event And Social Media Campaign - @Nóise_TV | 73



FPT University | Multimedia Communication Capstone Project

3.7. Human resource

3.7.1. Human resource - Interactive Activities

Figure 135. Human resource of Interactive Activities
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3.7.2. Human resource - Mini-concert
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Figure 136. Human resource of Mini-concert
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3.8. Setup & rehearsal timeline

Figure 137. Setup & rehearsal timeline
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3.9. Onsite timeline

Figure 138. Onsite timeline
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3.10. Event flow

3.10.1. Interactive activities

Figure 139. Event flow of interactive activities
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3.10.2. “Ngày xưa lúc thơ bé” mini-concert
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Figure 140. Event flow of mini-concert

3.11. Sponsorship and media partners

Highlands coffee

Figure 141. Logo of Highlands coffee

In Vietnam, Highlands coffee brand has a lengthy history and is well-known. As a result, Vietnamese
people are highly comfortable and familiar with the Highlands because of the high number of
branches. Highlands offers a wide variety of popular beverages in addition to coffee, like freeze and
tea. With approximately 1000 coupon booklets, Highlands is the project's exclusive sponsor.

Cholon Downtown
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Figure 142. Logo of Cholon Downtown

Cholon Downtown is dedicated to providing information and reviews about places and entertainment
activities about Chinese culture in particular and taking place in District 5 in general for young
people. There are 157,000 likes and 236,000 followers on the page, which is a significant quantity.
The location of the event in District 5 makes this page a potential target for cooperation.

Edu2Review

Figure 143. Logo of Edu2Review

The Edu2Review facebook page specializes in posting news regarding events and programs for
students. And it is especially popular with students when it has become the object of media partners
for many student events.

DOL Ielts Đình Lực

Figure 144. Logo of DOL Ielts Đình Lực
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DOL Ielts Đình Lực is a page for young people with 46,000 page likes and 50,000 followers. Another
specialty of this page is working with Edu2Review to support student events in the media.

3.12. Risk management

Figure 145. Risk management
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4. Total actual cost

Figure 146. Table of total actual cost of the project
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5. Copyright

The team contacted the songwriters and singers to use their songs for performing in the “Ngày Xưa
Lúc Thơ Bé” mini-concert. The individuals that the team has spoken with include Sỹ Luân
(songwriter of “Cô Gái Trung Hoa”); the assistant of Khổng Tú Quỳnh (performers of “Nhớ Lắm”);
Nguyễn Văn Chung (songwriter of “Chiếc Khăn Gió Ấm” and “Ngôi Nhà Hoa Hồng”); Nguyễn
Hoàng Linh (songwriter of “Công Chúa Bong Bóng”); Nguyễn Anh Thu (songwriter of “Những Điều
Thần Tiên”) and Huỳnh Anh Tuấn (manager of “Ngày Xửa Ngày Xưa”); the assistant of Lynk Lee
(performer of “Cho Tôi Xin Một Vé Đi Tuổi Thơ”), the assistant of Orange (songwriter and performer
of “Khi Em Lớn”); Hứa Kim Tuyền (songwriter of “Hai mươi hai”). All of them have been approved
and allow the team to use their songs in the mini - concert under the condition that they not be utilized
for commercial gain.

Figure 147. Mail copyright of the song “Cô Gái Trung Hoa” - Sỹ Luân
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Figure 148, 149. Message copyright of the song “Nhớ Lắm” through the assistant of singer Khổng Tú Quỳnh.

Figure 150. Mail copyright of the song “Chiếc Khăn Gió Ấm” and “Ngôi Nhà Hoa Hồng” - Nguyễn Văn Chung.
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Figure 151. Message copyright of the song “Công Chúa Bong Bóng” by Nguyễn Hoàng Linh

Figure 152. Mail copyright of the song “Những Điều Thần Tiên” by Nguyễn Anh Thu
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Figure 153. Mail copyright of the song “Cho tôi xin một vé đi tuổi thơ” through the assistant of singer Lynk Lee

Figure 154. Message copyright of the song “Khi Em Lớn” through the assistant by singer Nguyễn Văn Tường
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Figure 155. Mail copyright of the song “22”- Hứa Kim Tuyền

D. EVALUATION

1. Online communications

1.1. Owned media

The figures and table below show the actual result of Facebook and TikTok till April 10th compared
to total KPIs.

Figure 156. Online communications’s KPIs achievement report

To summarize, the results of Facebook and Tik Tok till the date April 12th were: Facebook had 74
posts and 13 stories, which reached 55,800 Facebook users on its fanpage; Tik Tok reached 4,697,596
users and gained 12,500 followers. Because of the two viral videos, TikTok view keeps rising.
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Figure 157. The total result on Facebook (updated 12/4/2023)

Figure 158. The total result on TikTok (updated 12/4/2023)

1.2. Earned media

The fanpage which had the same audience or the same content to support posting information about
the project.
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Figure 159. Results of earned media on Facebook

Figure 160. Facebook post in “Cột sống” GenZ group
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Figure 161, 162, 163. Posts on other fanpages

Figure 164. Post on other Tiktok page
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Figure 165. Event teaser on HTV9 news

Figure 166. Event teaser posted on HTV news Youtube channel

2. Offline event

Figure 167. Offline event’s KPIs achievement report

According to the check-in list of interactive activities and the quantity of marbles gathered at the

mini-concert, the total number of participants was 416. In which, 148 people took part in the
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mini-concert, and 268 people engaged in interactive activities. With 83.2% of participants between the

ages of 22 and 25, the event effectively met its primary target audience. 14.2% of the participants

were from a secondary audience that the event also attracted.

The group obtained after the event was 243 responses to the feedback form for the interactive

activities. Participants gave the event a 98.4% positive rating, with 63.9% rating it as "very good" and

34.4% as "good." The rest rated the event as “acceptable” with 2.5%. There are no "bad" or "very

bad" reviews for the event. When asked how they felt after experiencing the event, 92.6% of the

participants responded that they felt "happy". With 54.1% of the selections, the option to feel

"nostalgic" also made up a significant portion of the choices. And more specifically, the project

achieved its purpose when 97.5% of participants report feeling positively energized after reliving their

childhood with the activities of the event.

Additionally, some of the participants shared interesting emotions regarding the event. They were

impressed with the topic of the event and the game material which was new and intriguing. They had

the opportunity to play games from their childhood, like beading or Pokemon games. Some of them

said the event gave them a chance to play childhood games that their childhood did not have the

opportunity to experience. Moreover, the participants also really enjoyed the gifts prepared by the

team.

As a result, even though the event hasn't yet met its participant KPIs, feedback indicates that its

activities have achieved the project's overall purpose. Young people can now relive their fondest

childhood memories thanks to the event, and after taking part, they have received happy emotions and

be infused with positive energy.
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E. FUTURE PLAN

Figure 168. Stages Of Engagement

According to the Stages Of Engagement of Cobalt Community Research [17], the project has
completed the action stage. In the next step the project will continue to the loyalty stage to increase
the trust and positive attitude of target audiences with the project. After that, at the advocacy stage, the
audiences will proactively choose childhood projects as a way to reduce stress and anxiety.

The project will continue to develop online media channels, especially on the Tiktok platform, the
project platform that attracts many followers and focuses on many target audiences. In the previous
stage, the team is not strong in communication on social media and takes the potential of the partners.
In the next step, the project will promote cooperation with KOLs and partners with the same
childhood theme to enhance and develop the values the team wants to convey to everyone.
Specifically, the upcoming “Ngày Xửa Ngày Xưa 34” drama theater with the return of the group "Líu
Lo" and the "Những Điều Thần Tiên" song is a potential opportunity for the team. We intend to
cooperate with the Idecaf theater and build a communication plan to convey the childhood value to the
young adults.
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G. APPENDIX

In-depth interview
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Survey
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Check-in list
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Feedback list
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