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ABSTRACT

"Chuyén cua Bim" is a social media initiative produced from scientific study by a group
of students from FPT University in Hanoi to increase awareness about gynecological and
female genital health. The project is exceedingly delighted to have placed third in the
scientific research competition FPT Edu Research Festival 2022, under the Multimedia
Communication Subcommittee.

Fantastic 5 (Multimedia student- K15, FPT University, Hanoi) isthrilled to joinin and contribute
to the growth of a scientific research study into a successful communication initiative that
positively impacts the community. Our key tasks in contributing to the development of the
communication plan for the campaign “A journey to happiness with “Chuyén cua Bim” - a
communication campaign from FPT University Students” are listed below:

e Building and managing content for the social network channel of "Chuyén cua Bim"
* Organizing event activities in partnership with social media parties to connect the
community

Happiness is an essential component of reproductive health care, which involves physical,
emotional, and social elements. This initiative aims to spread positive concepts and create
a media space where specialized knowledge about reproductive health can be shared with
everyone, especially women.

The project team wants each woman to be able to understand her body, open up and share
with family and friends in addition to fostering diversity, self-confidence and convey correct
knowledge. Our team collects research information through the experience survey tables
of the target audience using the quantitative research approach. The findings indicate that
health care communication is essential. In many ways, the ability to acquire information to
protect and care for oneself remains limited. As a result, we must strengthen and promote
online and offline communication efforts to enable young people to approach and be more
receptive to reproductive health concerns so that they can respect and love themselves.

As a result, our team develops the campaign based on the four criteria listed below:

- Possibility: Reproductive and gynecological health care is a practical issue that has
received little attention on social media. As a result of the campaign's focus on an issue
that is considered taboo in society, the initiative offers three solutions: awarness raising,
interaction and engagement, and support and care. When combined with concurrent
operation on online and offline platforms, it aids in the broad and effective sharing of the
project's message to the community.

- Creativity: The project employs the representative figure Bim, who is individualized and
demonstrated with close visuals, aiding in the reduction of sensitivity and progressively
familiarizing the audience with the provision of information and open conversation. More
information about female genitalia.

- Community: This is a non-profit effort whose goal is to create a secure and trustworthy
community for women, free of body and value judgements. Spreading good messages and
diverse and open tales empowers women to be secure in their own experiences, allowing
them to love and care for themselves better.
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- Credibility: Establish an accessible and reputable source of information to assist people
in properly understanding and comprehending issues and facts about female genitalia that
raise public awareness about reproductive health care in women; while also supporting
connections with reputable and orthodox organizations and clinics on reproductive health
care in women.

- Scientific: The project team used research approaches to establish correct tactics and
examined the findings to determine the efficacy of the communication planin this campaign.

Based on the graduation project requirements, this Production Book has a total of 160
pages and is divided into 6 parts to be completed between May 2023 and August 2023. To
be specific, the capstone project includes:

A. Introduction

B. Formative Research

C. Idea Development

D. Production Planning

E. Campaign Execution

F. Evaluation & Recommendation

G. Appendix
Our team has completed with a rate of only 2% plagiarism by using Grammarly Pro and met
the graduation project requirements under the guidance of lecturers from FPT University
Hanoi.

In general, the activities and communication for the campaign “A Journey to Happiness with

Chuyén cua Bim” have been successfully evaluated and received many positive feedbacks
from participants, project owners as well as other organizations in this collaboration
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In this section, we will explain the origins of
our project and why we think it is important
to society. We dall know, health is the most
valuable asset we possess, and it directly
affects our quality of life and our potential.
And especially reproductive health,because
it not only affects personal health but also
affects the development and happiness
of the family and the whole society. We
wanted our final basic media campaign to
at least have a positive impact on society.
So we are grateful to be allowed to work
with the Non-governmental organizations
and sponsors on this project. Moreover,
this is also the most important time for
us to apply what we have learned into
practice, training and practical experience.
This section will also briefly introduce the
direct stakeholders involved as well as the
communication work items, from there, the
roles and responsibilities of our team in the
events of this campaign. In addition to our
specialist Sponsoring Non-governmental
organizations, we are also working directly
with financial sponsors and event partners.

Capstone Project
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Project Dashboard

A journey to happiness with "Chuyén cua Bim"
- a communication campaign from
FPT University Students

Schedule
Start date: 10/5/2023

End-date: 10/8/2023

Stakeholders

Project Owner: L& Ngoc Anh

Sponsors & Collaborators:

fimsi MSI - Reproductive Choices
Vietham

A% T6i 20 - Twenties

= Melonning

@=+ Phong Tu van Tam ly BH FPT
Ha Noi - Céc Ké

Our tasks

Building and managing content
for the social media platforms of
"Chuyén cua Bim"

Organizing event activities in
partnership with social media
parties to connect the community.

Social Media Platforms

Chuyén cua Bim

Chuyén cua Bim @chuyencuabiim
https:/fwww.facebook.com/ https://www.instagram.com/
chuyencuabiim/ chuyencuabiim/

Project Status: m Project Team: m

Objectives:
« Contribute to eliminating prejudices

and

misconceptions related to the

female reproductive system.
+« Promotes self-confidence and self-love
for women's and children's bodies

Goals

« Provide easily accessible, detailed, and
precise information.

o Establish an open, safe, and positive
environment for discussions.

« Extend its reach and impact beyond the
initial community.

Facebook
Instagram
o7

! ' ‘ | !
; w?,g‘::' ;: P Ti |Workshop 2 | | Talkshow |
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Chién dich truyén théng cua sinh vién Bai hoc FPT vé muu cdu

hanh phuc cung “Chuyén cua Bim™.

A journey to happiness with “Chuyén cta Bim” - a communication

campaign from FPT University Students.

In the context of the age of technology and
great progress, modern society has placed
too much importance on economic, material
and personal success. People today spend
a lot of time and energy working toward
financial goals due to intense competition
in life and social pressure, but they often
neglect to take care of their mental, spiritual,
and physical health.. And humans can only
build successful and fulfilling lives when they
look after our emotions, spirits, and general
well-being.

Realizingthatimportance,thecommunication
campaign of FPT University students about
the pursuit of happiness with “Chuyén cua
Bim” is a project using multi-platform social
networks such as Facebook, Instagram and
offline events. With the criteria of safety,
correctness, and accuracy, the project
wishes to create the “Understanding” of

10  Capstone Project
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knowledge for people to “Understand”
about their own body. The project team
believes that after the word “UNDERSTAND”
will be the word “COMPREHEND”. In this
case, “COMPREHEND” refers to learning to
appreciate your body more and how to take
care of your mental health on an internal
level so that every woman may see that being
a female is ALWAYS GREAT.
So, on the way to build and improve the
community’s knowledge about reproductive
health care - a topic that is still taboo to
discuss in Vietnam, “Chuyén cua Bim” will
become a companion to share the most
up-to-date, accurate knowledge with the
community and encourage love for oneself
and society.

The desire and attempt to acquire the
condition of contentment, peace, and joy
that individuals always seek are by definition
the pursuit of happiness, which is a concept
of thinking and psychological state. The
pursuit of happiness is viewed in a variety of
contexts and can mean different things to
different people.

Happiness may be correlated with material
well-being and professional achievement for
some people. However, love, empathy, and
the capacity to share can also contribute
to happiness through attachment in
interpersonal relationships. It is crucial that
the pursuit of pleasure encompasses not just
meeting one's own wants but also a social
componentand giving backtothe community.
Helping others, showing kindness and living
meaningfully is also an important part of the
pursuit of happiness, which is what our team
is aiming for.

Together with the “Pursuing happiness”
(“Cung muu cdu hanh phuc”) movement, the
Fantastic 5 project team - proudly composed
of students from FPT University - is infused
with inspiration, affection, and entrusted
with the message of “Creating Happiness.”
Chairman Truong Gia Binh emphasized the

guiding principles, compass, and reasons
for the establishment of FPT: “Each of our
lives will be happier, more beautiful, and
meaningful when we all strive for happiness
together”. “Chuyén cua Bim” desires to
actively contribute to spreading and building
a community that effectively embodies FPT's
message of “Pursuing Happiness.”

In terms of sharing and educating their
offspring and subsequent generations, our
group is aware that not all generations are
open and forthcoming. Even many people feel
embarrassed when it comes to things that
seem to be physiologically normal. However,
it is an important source of encouragement,
motivating us - representing a strong young
generation - to dare to think, to dare and
always ready to face any challenge. This is
reflected in the message and knowledge
conveyed in this media campaign. We
believe that evoking the positive aspects
of understanding and open-mindedness in
young people will be a solid step towards the
happiness journey of individuals in particular
and the community in general.

Introduction 11



CERVICAL CANCER IN VIETNAM
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Figure 1.3.a Percentage of cervical cancer
in Vietnham

The alarming statistics on the prevalence
of deadly diseases like cancer cannot be
disregarded. Millions of women battle this
terrifying disease every vyear all around
the world. According to statistics provided
by the medical sector on the prevalence
of gynecological cancer in Vietnam, up to
5,000 women are diagnosed with cervical
cancer each year, which equates to 14 new
cases and 7 fatalities every day. Shame and
guilt have been found to be the main factors
in gynecological cancer deaths thus far.

40%

of women feel embarrassed when it
comes to gynecological problems

Figure 1.3.b Percentage of women feel embarrassed
about gynecological problems

The alarming statistics on the prevalence
of deadly diseases like cancer cannot be
disregarded. Millions of women battle this
terrifying disease every vyear all around
the world. According to statistics provided
by the medical sector on the prevalence
of gynecological cancer in Vietnam, up to
5,000 women are diagnosed with cervical
cancer each year, which equates to 14 new
cases and 7 fatalities every day. Shame and
guilt have been found to be the main factors
in gynecological cancer deaths thus far. In
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fact, 40% of women feel embarrassed when
it comes to gynecological problems and a
quarter of them decide not to go for a check-
up (Thu Cuc hospital,2023). Additionally,
the terrible issue of infertility is growing in
prevalence. Numerous couples may never be
able to have children of their own, and part
of the reason for this may be due to a lack
of understanding about healthy relationships
and reproductive health care. According to
statistics of the World Health Organization
(WHQO), Vietnam is one of the countries
with the highest infertility rate in the world.
Statistics of the Ministry of Health Portal of
our country show that every year there are
about 1 million infertile and infertile couples,
the rateis about 7.7%. In which, couples under
the age of 30 account for 50%. Along with
the problem of infertility, many women still
lack systematic awareness of gynecological
issues. A lack of proper information and
education can lead to a failure to know
how to care for and protect this vital organ,
thereby facilitating health problems.

Chuyén cua Bim

THAU HIEU - YEU THUGNG - TRAN TRONG

Understanding the above situation, “A
journey to happiness with “Chuyén cua
Bim” - a communication campaign from
FPT University Students” was conceived
and implemented to create the spread of
consciousness about the pursuit of happiness
in the community. By combining education
and communication platforms, this campaign
aims to help people realize that happiness
is not only an individual state but also a
shared task in society. At the same time, the
campaign also arouses social awareness
of love, sharing and the ability to create a
strong and livable community, especially in
sex education and reproductive health care.

4. Proposed Solutions

We have some recommendations for
“Chuyén cua Bim” to put into practice with
the aim of bringing positive qualities not
only physically but also mentally. Before
the presence of Fantastic 5, the fanpage
“Chuyén cua Bim” had not been put into
operation according to the complete and
specific plan. In addition, the topic of
reproductive health care and sex education
is limited on social media channels due to
the platform's policies (for example, content
moderation policy, policies against fake
news and misinformation, etc.). In that
context, detailed planning and execution of
a media campaign is necessary for “Chuyén
cua Bim” - a project that is starting the
process of branding and implementation.
This will help the project be known as a
prestigious, long-term program, carefully
invested and with top attention to people's

physical and mental health.

In addition, to be able to reach the
target audience that is the current young
generation, our group will maintain the use of
avatars is the character Bim and design and
communication publications in a cute, eye-
catching style and a youthful and friendly
tone. Moreover, maintaining the use of such
characters will increase brand recognition for
“Chuyén cua Bim”. Media sponsorship is also
important to help increase the authenticity
of the information posted, the project will
cooperate between NGOs, medical and
educational professionals.

Therefore, “Chuyén cua Bim” goes beyond

just developing an online community, creating
a knowledge-rich information channel,
and bringing a comfortable space where
individuals may directly share information and
experiences in a secure and open manner.

1
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e collaborators

The sponsors and media cooperation

The campaign's outcome depends on many factors, including the assistance of the
media partners, who are crucial to the project's success as well as the campaign's

activities. We hope that this combination serves as both a lesson learned and an
inspiration to work together to propagate more ideals, transform people's perspectives
on health care, and foster a better social environment for all.

1. Expertise
sponsorship

¢ MSI Reproductive Choice
Viét Nam

Website: msichoices.org.vn

Email: thai.knt@msichoices.org.vn

Fanpage:https://www.facebook.com/
MSIchoicesvietnam

.‘"‘
] ]
] ]
Since its establishment in Vietham in 1989,
MSI Reproductive Choices has been a
recognized leader in the fields of family
planning and reproductive health (RH).
Through an inventive route that grants
Vietnamese women the right to have "choice,"
the organization offers healthcare services,
high-quality reproductive health, and family
planning, including safe abortion.

The organization has worked with partners for
more than 30 years to address the wide range
of requirements of its clients, particularly
disadvantaged groups with significant unmet

needs. The organization's main objective is
to offer excellent, client-centered treatment
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to assist women in avoiding unintended
pregnanciesand minimizing unsafe abortions,
which are the two main causes of death for
women globally. MSI gives women the tools
they need to create the world they want.

MSI with a system of international standard
clinics, a team of medical experts, and a
reliable source of authoritative data on
gynecological and reproductive health.
MSI offers a trusted healthcare resource
accessible to the project target group.

The cooperation of the project Chuyén cua
Bim and MSI will provide an opportunity to
help the community, especially young women,
with an accurate source of information and
an open space to learn and share issues
that are considered important issues. The
project simultaneously encourages support
for women's access to cost-effective, high-
quality healthcare services.

2. Financial
sponsorship

e I'm 20 - Twenties

Website: https://toi20.org/
Email: thamgia@toi20.org

Founded in September 2013, Twenties is
a non-profit organization run by a group
of Vietnamese students and international
students. During the years of operation,
Twenties has always been faithful to my
mission of finding and realizing social ideas
and projects that have the power to change
the community. Every year, Twenties hosts an
idea competition to support creative teams
and ground-breaking concepts. Educational
projects with the potential to have a beneficial

influence on the young people and promote
effective, widespread communication are
given special consideration.

“Chuyén cua Bim” has advanced to the Top
3 Best Social Projects of the Twenties 2023
Contest as a result of the efforts of our team,
and has also been awarded support to deploy
in the summer of 2023 with a sponsorship
value of VND 50,000,000.

Twenties will provide funds for each project
activity, as well as help “Chuyén cua Bim”
plan the implementation, contact local
and international sponsors, and write the
necessary documents to apply for funding.
The project is expected to be promoted on
Twenties’s website, social networking sites
& Influencers, Independent media Twenties.
The organization will also assist initiatives to
contact Viethamese media outlets, arrange
press conferences, and produce press
releases.

Thanks to funding from Twenties, we have
been able to carry out plans and activities
that were previously only a dream. Having
significant capital has opened many new
doors, helping to strengthen community
cohesion activities, such as organizing
workshops and seminars. These activities
not only help strengthen solidarity in the
community, but also facilitate the sharing
of knowledge and experiences and create
an environment that promotes personal and
social growth.

3. Event cooperations

¢ Melonning

Representative: Ms. Han Minh Nhat

Email: safesexsharingsss@gmail.com

Fanpage: https://www.facebook.com/
Melonmeloning

Melonning is a non-profit organization
operating since 2019 in Vietnam, with the
main mission of improving knowledge and
creating a healthy exchange environment
for the LGBT+ community. Melonning was
originally a group of young people with the
desire to create an open, friendly and safe
place to share with friends in the community
about sexual safety issues in modern society.

A
=

%1 onnan®

Based on the background that female-
loving girl groups are somewhat more closed
off, it's hard to come out, there is gender
discrimination in the workplace and among
friends and family, making them vulnerable
groups in underprivileged areas. Melonning
has organized workshops and several
exchange activities in an effort to encourage
acceptance and consensus in society. These
initiatives offer knowledge and information,
promote dialogue, and build links between the
LGBT+ community and the wider community.
In its four years of continuous operation,
Melonning  has  maintained monthly
workshops and chat programs to disseminate
information and raise public awareness
about safe sexual health for two of those
years. As a result, this collaboration will
attract a clientele interested in the initiatives
of the two parties and enable you to freely
exchange and locate reliable information
sources.

Introduction 15



* Psychological Counseling
Department of FPT University
Hanoi - Céc Ké

Email: tuvansinhvien@fpt.edu.vn
Fanpage: https://www.facebook.com/
tuvantamlyFPT/

For FPT university students, Coc K& is a free
and open psychological counseling program
where they are always invited to come and
talk about whatever problems they are having
in life, particularly those that are academic
life, psychology, abilities,... Since its founding
on December 6, 2016, Céc Ké& has been
carrying out a wide range of activities, such
as: Providing articles on knowledge about
mental health; Providing coffee every Friday
in the form of group counseling; Organizing
events with university students; and Monthly
workshop and media support.

Coc Ké

phong tu vin tim ly
Dai hoc FPT

The psychological counseling department at
Céc Ké has been in operation constantly, has
planned numerous sharing activities, raised
awareness of mental health, and has had the
fervent support and involvement of students.
Céc Ké has had a certain degree of access
and attendees over the course of its almost
six years in operation. People who have
received extensive training in psychology
work for Coc ké. First and foremost, that
methodical expression demonstrates the
professional ethical standards we must
uphold when working with pupils, including
discretion, respect, objectivity, and honesty.
The initiative benefited greatly from the
psychological  counseling  department’s
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assistance in terms of people, location, and
experience. We are able to carry out activities
and programs that are more in-depth
and successful with the target community
because of our partnership.

e MSI Reproductive Choices
Viét Nam

Website: msichoices.org.vn

Email: thai.knt@msichoices.org.vn

Fanpage: https://www.facebook.com/
MSlIchoicesvietnam

As a sponsor, co-organizer and professional
sponsor, MSI Reproductive Choices VN has
dedicatedly supported Chuyén cua Bim in
implementing projects and programs related
to reproductive health care. With a vision and
high ethical values, MSI has brought to the
community advanced and effective solutions.
MSI’'s support in organizing events for
Chuyén cua Bim project has made an
important contribution to our success and
influence. Thanks to this support, we can
organize social and educational events more
professionally and effectively, creating a
space to share information, exchange and
make connections among members of the
community.

* I'm Nature
Email: imnature.vn@gmail.com
Fanpage: https://www.facebook.com/
imnature.vn

I'm*F" Nature

Vvé dep thuyic su dén tit thién nhién

)

I’'m Nature is a natural cosmetics company,
with more than 5000 distributors and agents
nationwide. I'm Nature has consistently
worked to advance and strengthen the
brand through sustainable development over
the years. I'm Nature has steadily earned
customers’ trust by producing high-quality,
safe, and friendly products.

In addition, I'm Nature has always
accompanied and carried out many
meaningful volunteer programs, giving love
and sending thousands of gifts to unfortunate
lives, children and households in difficult
circumstances across the country with a
series of programs: “Mid-Autumn Festival for
you”, “High and warm sunshine”.

I'm Nature is a sponsor, an effective

“‘Chuyén cua Bim”
project has just been
built based on research
and initially put into
practice, so it still
faced many challenges
and difficulties. So,
our team took care of
the entire process of
planning, researching
and implementing the
media project (building
multi-platforms:
Facebook, Instagram
and supporting events),
starting from April 17,
2023 to August 25,
2023 with three main
phases as follows: First,
we conducted research

e in the project

Conclusion:

companion, contributing to promoting and
supporting the activities and mission of
Chuyén cua Bim. I'm Nature is conceived
from understanding the concerns and worries
of women, especially those who are mothers
and wives, to bring completely natural
products to create care products. Health
and beauty ensure absolute safety criteria,
bringing outstanding efficiency to users. I'm
Nature has also been loved and trusted by
tens of thousands of customers nationwide.
With this cooperation, I'm Nature and Chuyén
cua Bim together aim to strive together to
contribute to the community, collaboratively
shaping a promising future, imparting positive
values, and spreading love to everyone, with
a special focus on women.

Role of our team

to build big ideas, useful
content and messages
for the communication
project. Next, we
were responsible  for
the development and
production of media
content, including
concept generation,
content planning and
logistics, as well as
image production,
video. Besides, we
also  cooperated with
related organizations
and sponsors to
organize events. Finally,
we evaluated the
effectiveness  of  the
communication project
in the final stage.

Working with many organizations and sponsors might be impacted by a wide range of
subjective and objective organizational elements, making it difficult for some tasks to go
as expected. However, every task was finished and done successfully under the supervision
of instructors and leaders; with the effort, the highest spirit of each member as well as the
close distribution among sponsors, members of the group, and partners.
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Subject analysis and research
e Objectives

1. About the project “Chuyén cua Bim”

1.1. Project overview

1.1.1. Vision and core values

“Chuyén cua Bim” is a social media project - aiming to spread a positive atmosphere, create a
space to share civilized knowledge on the topic of reproductive health for everyone, especially
women. The vision of "Chuyén ctia Bim" is to create an environment where everyone can learn
and share accurate information about female genitalia and human pursuit of happiness. In
order for women to properly understand their bodies and be able to love, appreciate, and
care for themselves, this initiative strives to provide women with the necessary knowledge
regarding female genitalia.

To better understand the project’s
communication landscape and to define
overarching communication strategies for
the campaign, we initiated the process of
understanding and analyzing stakeholders
and objectives.

With the purposes of having “Chuyén cua
Bim” featured across media platforms and
creating an impact with the campaign
information, as well as projecting the
campaign’s image and presence in Vietham,
we have researched the following topics:

- An overview of the project’s
pre-deployment situation

- The issues and current realities have
had an impact on the campaign’s subject

-Appropriate research methods to
identify specific community needs for the
campaign

“Chuyén cua Bim” focuses
oneducatingandincreasing
awareness about women'’s
reproductive health,
self-determination and
confidence about their
genitals. By  providing

the right knowledge and
medical understanding. This information, the project

helps ensure that readers hopes to help women

receive information that is Setrer UneEreienel  dhe

correct and applicable to bodies and make smart and

everyday life. right decisions regarding
personal health and
happiness.

-Appropriate target audience for

campaign implementation The project's goal is to

present  accurate and
trustworthy information
regarding female genitalia
that is based on academic
study and professional

- Popular and appropriate media
platforms for the target audience

Capstone Project Formative research 19




gmgspeXt

“Chuyén cua Bim” promotes respect and
empathy for each person’s experience
and right to self-determination. The
project intends to establish a secure,
open environment where people
may openly talk and share thoughts
without being judged or scrutinized by
objectively researching and reliably
spreading knowledge regarding female
genitalia.

1.2. Environmental analysis

“Chuyén cua Bim” wants to promote
a positive change in the way female
genitals are viewed and treated. By
stimulating discussion and providing
the right information, we hope to
contribute to eradicating prejudice,
improving awareness, and promoting
social change in understanding and
respecting female genitalia.

motivation
for change

Before entering the communication planning phase for the campaign, we need to study
and analyze the environment in which we evaluate the external and internal factors that
will affect our project. This is a necessary stage as it will give us a clear understanding
of the situation as well as where we stand in the current situation. This provides the
basis for future communication strategies.

1.2.1. SWOT

A SWOT analysis is a frequently employed
tool for situation analysis in advertising
communications. When utilized in the field
of communication, SWOT analysis aids
in developing effective communication
strategies by providing a broad picture
of an organization’s, project, or product’s
internal and external condition. Strength (S),
Weakness (W), Opportunity (O), and Threat
(T) are the letters in the acronym SWOT.

In our case, we performed a SWOT analysis of

20 Capstone Project

“Chuyén ctia Bim” in the context of where we
began our research and campaign planning.
The aim is to find out the current advantages
and disadvantages of the project, grasp the
current situation, thereby assess the potential
and bring about a successful campaign.

@

STRENGTHS

Quality content: The project “Chuyén cua
Bim” is supported by experts, specialized
sponsors in gender and reproductive
health, ensuring accurate, reliable and
quality communication content.

*  Combining education and communication
platforms: The combination of education
and communication helps the project
spread the message effectively and make
a wide impact in the community.

Community Participation: The project
creates a positive environment for
discussion and interaction from the
community, helpingtospreadthe message
naturally and promote participation.

WEAKNESSES

* Budget constraints: The project’s reliance
on a certain amount of funds may limit its
ability to execute bigger media and event
initiatives..

* Fixed time events: Workshops and
talkshows have a fixed time, which can be
difficult to attract the target audience to
participate because group members are
still students, so personal schedules are
affected.

* Practical Interoperability: Although the
projectisfocused onbeingonline, creating
the actual interactive environment can be
quite challenging.

» Difficulty in changing habits: It may be
difficult for some people in the community
to change habits and attitudes about
sex and reproductive health. Changing
perceptions and behaviors is not an easy
process and can take time and effort.

A

OPPORTUNITIES

* Increased interest in reproductive health:
There is growing interest in sexual and
reproductive health topics in society,
facilitating the project to spread its
message and make an impact.

* Direct connection with target audience:
Using social networks and online media
allows the project to interact directly with
the target audience and create an open
discussion environment.

THREATS

» Competition from other content: On social
media, there are many other content
competing for the attention of the target
audience. This competition can make the
project’'s message dilution and difficult to
stand out.

» Difficult to make change: Some target
audiences may not be able to easily
change their habits and attitudes about
sex and reproductive health. The low
likelihood of change can reduce the
project’s impact on these people.

* False perception: Some people may
perceive the project in a way that is not
true to its original purpose. This can lead
to misunderstandings and cause negative
reactions from the community.

* Creating social competition: Discussing
sensitive issues such as gender and
reproductivehealthcancausecompetition
and conflict in the community, especially
when there are different views on the
topic.
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1.2.2. PESTLE

This PESTLE analysis helped us better understand the key factors in the external
environment that can affect a community project like “Chuyén cua Bim”. From there,
we were able to identify opportunities and challenges, and tailor the project’s strategy
to effectively achieve its goals within the context of the operating environment.

is referred to Political, Economic, Social, Technological, Legal and
Environmental. Below is the PESTLE analysis for the project.

PESTLE

Political:

Regulations and policies on sex education
and information on women’s reproductive
health, applied by government and
regulatory agencies.

Policy or regulatory changes may affect
the scope and content of posts on social
media platforms.

From a political point of view, the provision
of information about female genitalia
and women'’s self-determination can be
controversial and attract interest from
interest groups.

Economic:

The economic situation and income of
users can affect the ability to access and
use tools to access social networks.
Business partners or sponsors can play an
important role in maintaining and growing
the project.

It is possible to develop different business
models such as advertising, support from
non-profit organizations or collecting
service fees to generate revenue for the
project.
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Social:

Social attitudes, values, and notions about
female genitalia, gender, reproductive
health, and women’s self-determination
can vary across cultures and societies.
ltisnecessarytoconsiderandrespectlocal
cultural values and social conceptions
when transmitting information on social
networks.

Creating empathy and support to help
women overcome stereotypes and
insecurities tied to female genitals is vital
in communication.

People are often afraid to talk about
reproductive health, so when they have
problems, they often worry and do not
know how to take care and solve them.
Therefore, it is necessary to have reliable
sources of information and the community
to share, to play an active role in building
a better environment for everyone.

Technological:

In order to expand effectiveness and
reach, new technologies can be utilized,
including social media, mobile apps, and
data analytics.

Using the most recent technological
developments to produce material for
social networks in an effort to connect

with young people, such as AR effects on
Instagram, ...

The privacy and protection of personal
data is a significant concern when
gathering and handling information on
social platforms.

OPTION ONE

Legal:

It is necessary to comply with regulations
and privacy regarding the collection and
use of users’ personal information.

Legal provisions related to content and
communication about female genitals
should be considered and adhered to,
especially when the audience is children
and adolescents.

Environmental:

Each person’s environment and living
conditions directly affect how they
approach health care and sex education.
Environmental issues such as pandemics
or climate change can affect community
health and development.

)

In summary, the analysis of various
contexts surrounding ‘Chuyén cua
Bim’ project is a crucial stride in
guaranteeing the campaign’s future
success. Drawing from these factors
above, the campaign can adeptly
navigate sensitive matters, customize
messages, and create campaigns that
resonate deeply with its audience.

2. About the topic
“Pursuing happiness”

Researching the prospect of happiness
helps us better understand people’s
psychology, emotions, and perspectives
on important aspects of life, from
psychology to society and economics.
Besides, this helps us better understand

the nature of happiness and how to
create an environment that promotes
happiness by improving quality of life
through “Chuyén cua Bim” as well as
this campaign.
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2.1. Concept

It's challenging to describe the state of happiness. Since the beginning of time, philosophers,
psychologists, and even economists have tried to understand it. The psychology of happiness,
a subfield of psychology, has been used to describe happiness since the 1990s. Happiness is
more than just a happy mood; it is a state brought about by having a good life, a meaningful
life, and a deep sense of contentment.

Happinessis both a conquest and an universal desire. Many scientists have found thatin order
to succeed, one must learn to love and share with everyone around them, especially those
who care about and love them. That matters more than the accomplishments themselves,
such as being wealthy and possessing a lot of material goods, etc. (Happiness | Psychology
Today)

2.2. Statistical Research
Happiness is a difficult concept to

quantify,butthereisawholescience WORLD HAPPINESS RANK (2022)

of happiness. Besides, happiness

refers to a person’s subjective RANK COUNTRY
experience of contentment with 1 + Finland
their external living environment, 2 “p k

. . . . . w pbenmar
which includes their relationship >
to the natural world, their social 3 i lceland
environment, and their inner mental 4 O Switzerland
environment. 5 < Netherlands
Vietnam is currently ranked 7/7th
in the ranking of 156 countries on 77 * Vietnam
the Happiness Index - a relatively 84 ® Nepal
high rank fo;o\l/gw—m|ddle—|ncorr1|e 94 @ Bangladesh
country, an iethamese people 121 ®Pakistan

are also relatively optimistic and ,
satisfied with their happiness. what 127 © Sri Lanka
they are having such as jobs, family
life - society, welfare - insurance
from the State and a comfortable
life now (Government electronic
newspaper, 2022).

Figure 1.2.2. World Happiness Rank 2022

Variables to evaluate happiness index:
GDP per capita, Social Support, Generosity,
Healthy Living Expectations, Freedom of Life
Choices, and Corruption Perceptions(World
Happiness Report, Industry and Trade
magazine).

Social support

Is social support or someone to lean on in
times of trouble.“lIf you are in trouble, do
you have a relative or friend that you can
count on to help you whenever you need
it?”. The average of all responses resulted
in a single value representing the amount
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of social support present in a country. The
Happiness Index and the degree of Social
Support have an exponential rather than a
linear relationship. The lack of Social Support
affects the Happiness Index to a certain
extent.

Healthy life expectancy

Mental health is an important component of
subjective well-being and also arisk factor for
future physical health and longevity. Mental
health influences and drives certain choices,
behaviors, and outcomes of individuals.

Freedom to choose life

Inherent to everyone, regardless of shade,
sex, nationality, ethnicity, language,
religion, or any other status, are Human
Rights. Human rights cover a wide range
of freedoms, such as the right to labor and
education, the freedom from slavery and
torture, the freedom of speech and opinion,
and many others. Everyone is entitled to
non-discrimination rights.

Generosity

People are happier when we try and happily
share our own happiness with others. It's a
valuable lesson and the world will become
a better place when more people focus on
sharing happiness, happiness is sometimes
simply a matter of giving.

DONATE
”

»

Corruption Perceptions

This factor is determined by averaging the
results from the following two questions: (1)
“Is corruption widespread in the Government
in your country?”, and (2) “Is corruption
pervasive in businesses in your country?”.
However, this factor had the smallest
correlation with the happiness index.

8C

GDP per capita (GDP per capita)

Is the most accurate method to determine
the wealth of a country. A country’s wealth
is highly correlated with happiness levels.
High GDP per capita allows for development,
growth, convenience and so many other
things that lead to higher levels of happiness.
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Therefore, to create a happy society it is necessary to create an environment that
promotes happiness by providing opportunities for personal growth and Chuyén cua
Bim will help to bring that opportunity to everyone, creating a good environment in
which each individual can learn, develop, contribute and feel satisfied with his or
her life. Chuyén cua Bim wishes to smash prejudice, promote each person’s pursuit
of happiness, thereby improving understanding of the body and health through this
useful information channel.

Capstone Project

3. Issues on sex education and reproductive
health care in Vietham

3.1. Situation of the problem A . . S
In order for adolescents to successfully Hoc siohnom T EEm
transition into adulthood, it’s critical that they Hoc sioh o T — . W

have the knowledge, attitudes, and abilities s e [

necessary to take responsibility for their own e G

\mﬂ qm
health and wellbeing, regardless of their age, e m__//-—Tw* _

sex, marital status, socioeconomic standing,

Ty 1& sit dung cac bién phap tranh thai

ethnicity, sexual orientation, or gender clia nhém trudc 14 tudi
identity. Comprehensive sex and sexuality

education in age-appropriate schools is an =

effective means of reaching a wide range of < Boo oo su

children and young people.

On 25th April 2022, the World Health ’ ’
Organization (WHO) and the Ministry of

Health Portal published the “Global Student

Health Behavior Survey Report in Vietnam bt bifn phép Khc

2019” and it revealed alarming data after a

two-year pause brought on by the Covid-19

pa ndemlo. . (Figure 1.3.1. The results of the survey on sexual
Accordingly, the rate of having sex for the behavior of 13-17 year old students
first time before the age of 14 in Vietnam had at 81schools in 21 provinces, comparing 2013

doubled in the past 6 years, from 1.45% in and 2019)

2013 to 3.51% in 2019. (WHO, 2022)

Besides, the survey in 2021, according to UNICEF, in Vietnam, the rate of young men having
sex before the age of 15 was 0.2%. This rate was higher in women, about 0.9%. Even 8.9% of
women aged 15-19 had sex with a partner 10 years older than them. (UNICEF, 2021)
According to statistics from the Department of Maternal and Child Health, on average,
each year, the whole country has about 300 to 400 thousand abortions at the age of 15-19
recorded, of which 60-70% are students. The General Department of Population reported
that while the abortion rate in Vietham has declined over the last ten years, it has been
growing for more than ten years among adolescents and young people. (Ministry of Health
Portal,2019) There are cases when knowing that despite the risk of abortion at facilities that
do not meet the requirements, it has led to major health consequences such as infertility &
genital infections. Therefore, providing young people with knowledge about sexual health,
reproductive health combined with life skills education is a necessary and urgent issue.

3.2. Cause of the problem

The above facts and statistics have raised the question of education as well as
reproductive health care, which still has many unresolved problems. Therefore, based
on what we find out, we can give the following two main reasons:
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Cultural factors and social prejudices: In
fact, according to Asian culture, people’s
psychology is still shy and indifferent when it
comes to sex education and sexuality. When
children have a need to learn, many parents
hastily “label” them, claiming that they are
not wise and fear that they are “drawing a
way for the deer to run.” The lack of trust and
mutual understanding between Parents and
children have led to a widening gap between
parents and children when it comes to sex
education, reproductive health or knowledge
about safe sex. Preventing the inclusion of
sex education in the curriculum is mainly the
fear that “sensitive” content will “destroy”
the innocence of students and stimulate
unhealthy curiosity.

Education program: From the current
situation and statistics, there are gaps in the
current sex education. The contents of sex
education and sexual health in schools are
still not really effective due to the content,
time and method of teaching. Teachers
do not have enough skills and methods to
communicate and connect with students,
creating a comfortable environment for
them to share their problems so that they can
provide timely support.In today’s schools, sex
education is not a separate subject but is
integrated with other subjectssuch asScience
and Biology. Education expert Nguyen Le
Thuy, Center for Youth Skills Development,
said that the leading cause of teenage
pregnancy is a lack of knowledge about
sex education and emotional management
skills. Meanwhile, today’s children have easy
access to movies, pictures and stories about
gender inappropriateness on the Internet.

CONCLUSION

4. About the related media projects

Sex education and reproductive healthcare have gained increasing attention and
importance in recent years. Recognizing the significance of comprehensive sexual
health knowledge, some projects aim to address cultural taboos and promote open

discussions about sexuality. By focusing on topics such as reproductive health, consent,
contraception, and gender equality, these initiatives strive to empower Vietnamese
youth with accurate information and skills to make informed decisions about their sexual
and reproductive well-being.

4.1. A reproductive health project: Tim Xinh

“Tim Xinh” is a community project for Gen Z individuals focusing on women'’s reproductive
health, specifically the uterus. The project made its debut on social media on December 15,
2022, with the message “BEAUTY IN HEALTH AND APPEARANCE".

They initiative with the community’s improvement at heart, as they firmly hold the belief
that attaining ‘BEAUTY’ can be achieved through the acquisition of knowledge, personal
experience, and the enjoyable embrace of positive, joyful energy to sustain the fervor of
passion throughout the journey”.

A creative contest was organized by Tim Xinh in collaboration with L'Officiel Vietnam and
Smoovy, with the shared goal of spreading awareness about the significance of understanding
that safeguarding the uterus is to protect the beloved women in your life.

The contest gained a lot of media attention, which spread the message to many GenZ as well

as Influencers and KOLs on social media.

+ Official Facebook Fanpage: https://www.facebook.com/timxinh.xinchao (2.7K followers)

+  Official Instagram Fanpage: https://www.instagram.com/timxinh.xinchao/
(1.6K followers)

Tim Xinh

1,9 gt thich = 2.7K ngudi theo ddi

Baiviét  Gidithidu Llugtnhac Dinhgia  Reels  Anh  Xem thém = =

Gigi thiéu Dang cha y

28

To sum up, understanding the situation and the causes helps us to clearly define the
goals that the campaign was aiming for. This insight enabled us to create a solution-

providing campaign and positive experience to make a profound impact and real
change on the issue of sex education and reproductive health in Vietham. We hope
that “Chuyén cua Bim” will encourage active participation from each individual to
contribute to building a healthy and loving community.

Capstone Project

Tim Kinh-nhing ban tré Gen Z cb hodi b3o cling thye iln hod cic

gid tri nhin vin hudng tdi cng dBng.

© Trang - Visin cing déng

€ 152 Cso L3 Phudng 4, Quén 8. Ho Chi Minh City. Vistnam
L 0000442421

B xinhxinchao@gmailcom

[@ timuinhxinchao

W Chwa xiip hang (0 lust dinh gid) @

Tim Xinh d3 tao mt sy kién Tim Xinh
20 thing 7-@ 16 thing 7-@
AL FHETS

(XINH)3 EXHIBITION

Hiy cling ché Gén rién 1m (ANH)3 - h.

i T7, 28 THANG 7
[XINH)3 EXHIBITION

7 Quan tim

PR T S L Y
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4.2. A general sex education project: She talks

SHE TALKS is a platform dedicated to sex education and reproductive health for adolescents
and young individuals. Its content offers unique perspectives on sexand encourages everyone,
especially women, to discuss it confidently, comfortably, and in a sophisticated manner.
Founded in 2019, SHE TALKS has become one of the leading sources of sex education for
young people on Facebook. Developed extensively on both the Facebook platform and
website, this project is built upon a comprehensive vision of sex education.

» Official Facebook Fanpage: https://www.facebook.com/shetalks.info (158K followers)

« Official Instagram: https://www.instagram.com/shetalkssexed (2,0K followers)

Research methods play an important role in promoting community project activities.

They help identify the specific needs of the community, measure effectiveness,
and generate proactive community participation. Here are two important research
methods and their role in campaign execution.

. v
ntk"/A

1. Data collection methods
TAL

hoat hinh 1phtt z‘ 1.1. Primary Research
S5 SHE TALKS

46K Iugt thich « 158K ngudi theo déi ob Dathich @ Nhan tin s Primary research is
conducted by collecting data

via survey questionnaires
based on research topics.
The questions in this study

Bai viét Gidi thiéu Lugt nhac Panh gia Reels Anh Xem thém «

Giéi thiéu Exing chii.y phase were aimed to offer
GDGT toan dién dudi géc nhin khoa hoc - yéu co thé tir 1 L SHE TALKS 3 L an overview of sex education 2 . z an ~ ’e B
SexEducator c6 chiing chi & Anh «" 17 théng 4, 2022 - @ Video mdi dy d d ti h |th tho Sqt muc do quqn tqm tdl Chu
e an reproductive ea A - ’ . \ ’
iy Ia minh - ngudi diing ding sau 4 quy tic bt bug P - dé Cham séc stic khée ving kin clia
@ Trang - Gido duc & hoc tap nhiing chiéc video hoat hinh 1 phut hoc phai nhé trudc k concerns, pa rtlculorly ~ N
SEE Vo S bal et e She TRk - S health awareness issues phu nirViéet Nam
o Ha Noi - Pa Lat, Ldm Ddng - Ba Ning - Thanh phé HB — f | it | Th k ’ . *
Chi Minh al 5ao ban khon emale genitalia. IS IS A Chao cdc ban!
¥ lai vao TTKC? - . . . .. o
EX4 shetalks.info@gmail.com | 16 Thang 8.2,3K luc quontltotlve pUbllC emplrICOI

ith ol d . Khéo sdt nay dugc thue hién bdi Fantastic 5 - nhém sinh vién thuée I6p MC1503 -
TTKC diing nhiéw survey with closed questions trudng dai hoc FPT Ha Néi. Hién nhém dang khéo sdt vé Mife dé quan tam t6i cha
€6 rdi ro gi, nhu' that is Simp|e, easy to reod’ dé chdm sdc stic khde ving kin ctia phu nit Viét Nam. Ching minh rét mong cdc
9 Thang 8-9,8K lugt . anh chi/ cée ban da, dang vé sé tham gia trd 18i cdc cdu héi dudi day.

and straightforward. 1/ cacbe 9 ¢ Y

(©) shetalkssexed

% She Talks Sex Ed

ZINGNEWS.VN

B shetalkssexed Thac si & Anh: ‘Viét Nam khong qué Kamtiotca e *  Quantitative research is a "fk'ié'nf:tmmgingu&irfitquqntrgngchohogtdc}ngkhéosdtciluchl.’mgminh,mgiy
research Opprooch used in kién déu dugc ghi nhén va danh gid cao.
the social sciences and other Fantastic 5 cam k&t form khdo sét nay s& duge béo mat vé chi phue vy cho qué
Fr - — — — — - — — — — — — — — = — = = — — q disciplines that collects and trinh nghién ctu tai trudng BH FPT Ha Néi.
onolyzes data numeriCO”Y Ching minh trén trong cdm on va xin dénh téing céc ban mén qué nho nhé cudi

| and statistically. The kho sat nhé!
survey team will be able to
| c o N c L U s I o N | v (Online survey:https://shorturl.at/uGHT4)
generalize to a broad sample

| | group for the project’s target audience thanks to the utilization of quantitative research

To sum up, understanding the situation and the causes helps us to clearly define the in this project.
. goals that the campaign was aiming for. This insight enabled us to create a solution- | « Quantitative research is appropriate for studying respondents’ attitudes, views, habits,
providing campaign and positive experience to make a profound impact and real and levels of interest in reproductive health. The information gathered included age,
| change on the issue of sex education and reproductive health in Vietnam. We hope | gender, sexual relations, contraceptive methods, and reproductive health knowledge.
| that “Chuyén cua Bim” will also encourage active participation from each individual | «  This primary research was conducted from June 19 to July 19, 2023.
to contribute to building a healthy and loving community and the campaign can have «  Online survey: hitps://shorturl.at/uGHTA

| astrong sustainable position on social media compared to other related projects. |
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1.2. Secondary Research

Secondary research, also known as document-based research, is the process of
gathering, synthesizing, and evaluating existing information and data from a variety
of sources, including books, papers, and articles. Newspapers, reports, past studies,
databases, and other sources are all available. The project team gathers information
from official sources of reproductive health papers, published and produced by
scientists and clinicians with competence, in order to have a thorough picture of

reproductive health care information and knowledge. These informational resources
not only assist the project team in knowledge acquisition, but also act as a source
of content to give readers with correct information on many platforms for this
implementation project.

Title

Schuiling, Kerri Durnell, and Fran-

Link

https://drive.google.com/

Book ces E. Likis. Women’s gynecologic file/d/1hTk3ckOxaoEz-
health. Jones & Bartlett Learning, ZGY7ZOODRFYEBFJFj3H6/
2016. view?usp=sharing
Book Enright, L. (2019). Vagina: A https://drive.google.com/
re-education. Atlantic Books. file/d/1f5iIKWLpmxHhbd-
8kzOlIr3ISEKZaKfsDF/view?us-
p=sharing
Handbook of obstetrics and |https://drive.google.com/file/d/1z-
Book gynecology, Prof. Translated by| MIX5qCN8cRWT2gZkgPadlec-
Nguyen Duy Tai muRLf4DL/view?usp=sharing
Strickland, B. (2012). READ MY
LIPS: A COMPLETE GUIDE TO THE https://drive.google.com/
Book VAGINA AND VULVA. Feminist| file/d/13nu3AjlUOp-9QjvQ408_
Collections: A Quarterly of Women’s | d6fJ4Wtgn0Aj/view?usp=sharing
Studies Resources, 33(2), 23-25.
Schuurmans, N., & Blake, J. (2017). https://drive.google.com/
Book Healthy beginnings: giving your baby |  drive/folders/1imvmYxHK_Srg-
the best start, from preconception PIAKvuhGbK5WF7LgDzON
to birth. John Wiley & Sons.
Gunter, J. (2019). The vagina bible: https://drive.google.com/
Book The vulvaandthe vagina: Separating | file/d/1SZ-h7gllixyRPaE7-VxC70lI-

the myth from the medicine. Citadel.

NUgQINGgm@9/view?usp=sharing

Website Wellness Trends, Sex & Relationships | https://www.refinery29.com/en-
- Refinery29 us/health
Website The vulva galleries https://www.thevulvagallery.com/
Website Planned parenthood https://www.plannedparenthood.
org/learn/teens/puberty/my-vul-
va-and-vagina-normal
Website Gender spectrum https://www.genderspectrum.org/
Website Smart sex resource https://smartsexresource.com/
sexual-health/
Website Hopkins Medicine https://www.hopkinsmedicine.org/
health/wellness-and-prevention/
preparing-for-gender-affirma-
tion-surgery-ask-the-experts
Website Vulvovaginal Health https://www.acog.org/wom-
ens-health/faqgs/vulvovagi-
nal-health#:~:text=The%20
vulva%20also%20may %20
change,can%20vary%20with%20
different%20ethnicities.
Website We Grow VN https://www.wegrow.edu.vn/
UNHCR: Sexual and gender based | https://emergency.unhcr.org/pro-
Website violence (SGBV) prevention and tection/protection-mechanisms/
response sexual-and-gender-based-vio-
lence-sgbv-prevention-and-re-
spons
Website RAINN: Sexual violence https://www.rainn.org/
Website Vietnam Youth Alliance https://vnyouthally.org/
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(Table 11.1.2. Content reference source)
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2.1. Measurement evaluation requirements

34

Credibility

* This study’s methods, results,
and data sources  should
be published and shared
appropriately and rationally.

* Analytical data must be
provided in a «clear and
transparent manner.

MEASUREMENT

In reproductive health
research, the information
gathering procedure must
be closely tied to the study
purpose and handled in a
consistent and polite way,
in order to acquire accurate
and sensitive information.

Relevancy

Capstone Project

EVALUATION

Scientific

Data collecting must be done
to assure the correctness,
reliability, and consistency of
the data obtained.

REQUIREMENTS

Gathering information within
this time period might give
the most up-to-date and
reliable information.

The project team can,
however, still refer to past
literature and research in the
field of reproductive health
as a foundation.

Recency

2.2. Measurement Evaluation Assurance

Factors

Ways to implement

Reliability

Assesses the survey’s dependability, or the capacity to assess the
stability and consistency of the results.

Internal reliability and test-retest reliability are two reliability
metrics that may be used to examine the dependability of survey
questions or items.

Validity

Assesses a survey’'s reasonableness, or its capacity to reliably
and efficiently assess the qualities that it quantifies or quantifies.
A survey’s reasonableness may be assessed using relevance
metrics such as internal validity, external validity, and content
validity.

Hierarchy

Assesses the survey’s capacity to differentiate between distinct
audiences or purposes.

This may be determined by examining the survey’s capacity to
detect discrepancies in participant replies or ratings.

Consistency

Assess the degree of consistency among the survey’s questions
or items.

Thiscan be determined by examining commonalitiesin participant
replies or evaluations.

(Table Il. 2.2. Factors influence the project team survey)
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I I Target audience
e analysis

¢ Young women who want to care for
their health through reputable
sources of knowledge.

» Women have been seeking
motivation to promote self-
improvement and especially
know how to cherish themselves.

* People want to open up with each
other about these seemingly
sensitive issues that are difficult to
talk about.

36 Capstone Project

18-25

Female

In major cities

Student, Office worker,
General Laborer

Use social media
regularly

The function of target audience analysis is critical in identifying, understanding, and
addressing the requirements of the individuals who will be served by the project,
campaign, or activity. Target audience analysis assists in developing an accurate
and suitable direction, consequently optimizing the project’s or activity’s influence
on the target audience. Here are the elements to consider.

The project’'stargetaudience forreproductive
health care for women aged 18-25is a group
of young women who are nearing maturity.
This is a vital time in a woman’s life when
she begins to acquire significant habits and
make reproductive and health decisions. This
age group is frequently making big decisions
regarding their professions, education,
marriage, and families.

Furthermore, when working and living in the
city, students and office employees will have
access to an environment that frequently
has quick access to information sources
such as the internet, books, periodicals, and
instructional materials. This allows individuals
to educate themselvesand have accesstothe
most up-to-date information on reproductive
health care.

The project’s target demographic is young
individuals who already live in the city. When
living in a city, it is common to have rapid
and easy access to information via various
media sources such as television, radio,
newspapers, and the internet. This provides
the target population with accurate, up-to-
date information about reproductive health
care, as well as information about relevant
community activities and initiatives.

Furthermore, major cities  frequently
feature a plethora of social and community
groups that promote reproductive health.
This is a popular location for educational
activities, seminars, and events connected
to reproductive health. Students and office
professionals may readily participate in these
activities to develop their knowledge and
abilities, share experiences and learn from
others, and facilitate information sharing.
More easily trust and connect the community.

°©
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3. Psychographic

3.1. Mentality

Women between the ages of 18 and 25 are a vibrant group of young people who are
curious about life and themselves. During this time, individuals are experiencing a wide

range of complex emotions and ideas about various elements of life, particularly those

concerning sexual and reproductive health.

CURIOSITY CONSCIOUSNESS OF

SELF-APPEARANCE

Are a natural aspect of
young women’s lives.
Interactions in sexual
relationships are quite
significant in their life.
Young women, on the
otherhand,haveastrong
feeling of reproductive
health. They recognize
that reproductive
health is important for
living a healthy and
happy life.  Another
prevalent tendency is
comparison with others.
Women aged 18 to 25
frequently compare
their attractiveness
and sexuality standards
to those of others in
society, which can lead
to psychological stress.

* Confused and worried about being
judged and criticism from society is also a
challenge for them. Emotions are triggered
by the fear of being perceived as lacking
in integrity or modesty, being looked
down upon by others, or being harassed
by family, friends, or society for opposing
opinions and actions. Uncomfortable and
self-conscious.

* Women of this age have sensitive
psychology and are often cautious about
discussing sensitive matters, taboos,
feelings of inadequacy, and anxiety when
confronted with these concerns. They
require assistance and counsel in order to
overcome these challenges and develop
a good outlook and confidence in life.

3.2. Interest

The project subjects’ concern for their
comfort and self-confidence is expressed
by their thorough and clean care for the
intimate region, which is not simply an issue
of health. This interest is also reflected in the
fact that the target audience is continually on
the lookout for fresh information and ways to
improve their understanding of how to care
for their private space. They may remain up
to speed with the newest information and
guidance by participating in forums, chat
groups, or following women’s health social
networking sites.

Not only is intimate care routinely practiced,
but the target audience is also interested in
spreading social awareness about this issue.
They can take part in community activities
related to women’s reproductive health
campaigns in order to spread the word
about the significance of reproductive health
care and assist other women in gaining
knowledge.

In addition toindividual characteristics, there are general factors that affect women in this age
group. The need to feel loved, cared for, and respected in emotional and sexual relationships
is important. If this need is not met, loneliness and psychological distress may result.

*  Women between the ages of 18 and 25 are often filled with self-doubt and concern about
how to conform to and satisfy social expectations about sex and relationships. This might
result in psychological disorders such as tension and irritation, especially in key situations
such as first-time intercourse.
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People who are engaged in health care
frequently use purposeful and wise
communication. They search and select
information from media sources to better
their ~comprehension and health-care
decisions. To discover accurate and
scientific information, they frequently consult
respected medical websites, books, and
professional publications.

BREAKING NEWS

WATCH
THE LATEST NEWS
S AND LIVE EVENTS

HEADUNES AN L

Furthermore, they frequently monitor /

healthcare-related social media platforms == o

and online videos. These sections provide them practical information, advice on exercise,
food, and reproductive health measures.

Participation in online forums, healthcare communities, or discussion groups to exchange
information and experiences is also reflected in media usage behavior. They disclose
personal details about their experiments and debate the findings, allowing others to learn
and contribute again.

Word of mouth is a strong way to spread the word about sex education and reproductive
healthcare. When people share helpful and true information with their friends and family,
it's like tossing a pebble in a pond — the knowledge spreads out. Talking openly about these
things makes it easier for everyone to learn. People become more interested in important
topics like staying healthy, understanding their bodies, and making good choices. When
people share in a circle of mutual friends, it creates a nice environment where people can
feel okay asking questions. This sharing of information not only helps people learn more but
also brings them together in a supportive group. As more people learn about these projects,
they can help others know too. So, when people spread the word, they're motivating others
to join and come to participate in meaningful events as well as social activities like workshops
and talkshows.

The intended demographic of the project consists of young women
aiming to enhance their well-being through reputable sources of
knowledge. These individuals have been seeking inspirationto foster

personal growth, particularly in the realm of self-appreciation.
Additionally, they desire a platform for candid discussions about
topics that might appear delicate and hard to broach.

Media channel
analvsi

The most effective media and communication platforms to reach the target audience
and maximize the effectiveness of the media campaign are determined through

media analysis, which is of utmost importance. The data we gathered for our media
channel analysis is summarized here.
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e Digital era 4.0

The use of the internet and
social media is becoming
increasingly popular in the
daily lives of Vietnamese w
people. Vietnam has

witnessed a rapid increase
in internet usage rates, from
70.3% in 2021 to 79.1% in
2023. The percentage of
social media users has also

we
are <O>Meltwater

risen to a figure of 89.8% social
across Vietnam (using at (Figure IV.1.a. Adoption and use of connected devices and services,
least one social network), Data Reportal 2023)

with Facebook and Zalo being the primary platforms. Social media is also considered a
reliable source of information for news updates and job opportunities. It plays a significant
role in shaping one’s identity, especially among individuals aged 16-19 (43%) and 20-30. Life
without the internet and social media is nearly unimaginable for many Vietnamese people.

* Internet usage situation in Vietnam in 2023

Vietnam had 77.93  million
Internet users in total in January
2023, making up 79.1% of the
= T ountys total population. In
Vietnam, there are now 5.3
million more Internet users than
there were in 2022, up 7.3%,
according to Kepios study. At
the start of 2023, there was still
20.9% of Vietnam’s population,

or 20.60 million people, without
we
Frighz it Internet access.

Figure IV.1.b. Internet Behaviors in Vietnam, Data Reportal 2023
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* Percentage of men and women ® 1V LE PHU NU TIEP CAN VOI CAC PHUONG TIEN e Statistics on the usage rate of social
* THONG TIN TRUYEN THONG

accessing the media networking platforms

(tir 15-49 tudi)

B thanh thi According to  Data

Percentages of women and men Reportal: MOST USED SOCIAL MEDIA PLATFORMS
ggceecigc?'tolfgdvvh: Wes-k IY(OCCeSSGd o Poc bao it nhat 1 1an . 59-6 F?ercent _of o e R e A e e
in kind of media (newspaper, Vietnam’s social

radio, or television) as well as those Nehe dai ft nhat 1 [3n/tusr media users were LACERCOK
who accessed to all three (2022). female, while 49.4
In Vietnam, 8.0% of women aged 15 percent were male
to 49 listen to the radio, 50.2% read C3 3 phuong tién it nhat 1 [3n/w3r * 64.40 million users
newspapers, and 76.4% watch TV at aged 18 and above
least once each week. For men, the were using social
rates were similar at 49.6%, 11.3%,
and 75.9%.

Additionally, only 5.4% of women and

Xem tivi it nhat 1 lan,

TY LE NAM GIG1 TIEP CAN VG1 CAC PHUONG TIEN media in Vietnam
THONG TIN TRUYEN THONG at the start of

(CLEIG, 2023, which was 152%

6.7% of men frequently accessed all
three types of media, whereas 86.5%
of women and 86.9% of men did not

B Thanh thi [l Néng than

equivalent to 89.0
percent of the total

ao it nhat 1 lan/

population aged 18

Figure IV.1.e. Statistic on the usage rate of the social networking
platforms in Vietnam on January, 2023, Data Reportal

use any of the aforementioned three
media categories.

and above at that
1ai it nhat 1 [an/tua time.

tivi it nhét 1 lan/tu’ In consideration of the discussed research on media usage trends and audience
demographics, “Chuyén cua Bim” opted for Facebook and Instagram as its primary channels
for executing the campaign. Both platforms wanted to share educational content, make
things more inclusive, and engage the project’s followers. Furthermore, “Chuyén cua Bim”
could effectively and rapidly reach out to audiences, especially the youngsters, due to the

widespread use of these social platforms for communication in contemporary society.

&n it nhat 1 lan

Figure IV.1.c. Percentage of man and women
accessing the media 2022

* Percentage of households owning
communication devices and accessing
the Internet

2.1. Facebook Platform

TY LE HO GIA PINH S& HU'U CAC THIET BI TRUYEN
THONG VA TRUY CAP INTERNET

n B néngthen [l Thanh thj

Popularity of Facebook in Vietham

According to data from Napoleon Cat (a tool Facebook Users in Viet Nam

to measure social network indicators) as of April 2023 Q
April 2023, there were more than 84.1% of the
country’s population in Vietnam, or close to
Dién thoai 85,100,000 (Eighty five million one hundred
Mav.vitinh thousand) Facebook members; in which Q 5]2% o 48.8%

D E]

5§ 84 600 000

Figure IV.1.d. Percentage of households
owning communication devides and

accessing the Internet

It is evident that knowledge and information are spread at a very low level because nearly
the same percentage of people in urban and rural areas use communication devices and
access the Internet. “Chuyén cua Bim” was created with the intention of effectively providing
important knowledge about sex and reproductive education by taking advantage of the
current scenario.

42

women make up 51% of the population. The
greatest demographic was those between
the ages of 25 and 34, which accounted for
24,600,000 users. The age group of 18 to
24 was the greatest gender disparity, with
women outnumbering men by 10,300,000
(ten million three hundred thousand) people.

(Figure 1V.2.1. Statistics of Facebook users in
Vietnam April 2023)

+

1317 18-24 25-34 35-44 45-54 55-64 65
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What do they do on Facebook?

* In Vietnam, Facebook is the most widely
used social network. Users frequently use
this social network to post photographs,
videos, and memories from their lives,
despite the fact that Tiktok is trending
and growing more interesting due to its
short video approach. Additionally, a
sizable number of users utilize Facebook
for recruiting, livestream sales, and online
commerce.

* Facebook is a popular platform for
people to exchange information, media,
and private information with friends and
family. Facebook is additionally utilized
as a platform for updating news, events,
and topics of interest.

According to the aforementioned studies, “Chuyén cua Bim” had the
benefit of being able to swiftly increase both the quantity and quality
of content and images for Vietnamese users to consume. Additionally,
in order to prevent our content from being flagged by Facebook
as prohibited content, it must be transmitted carefully, neatly, and
naturally.

SUMMARY

2.2. Instagram Platform

* Instagram’s popularity in Vietham

i e : : .
According to data from Meta’s advertising tool, there
8¢ 12715500 would be 10.35 million Instagram users in Vietnam in
I . the beginning of 2023. Instagram’s advertising reach
in Vietnam at the beginning of the year was equal to
10.5% of the country’s overall population, according
to the company’s most recent adjusted statistics. It
- should be emphasized, though, that Instagram solely
g prohibits users under 13. Therefore, 13.0% of the eligible
- I population in Vietham would be using Instagram in
I: I Bm _- . - 2023

(Figure 1V.2.2. Statistics of Instagram users in
Vietnam April 2023)

‘;9} NapoleonCat. Source: NapoleonCatcom
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In early 2023, 13.3% of all Internet users in Viethnam (regardless of age) was reached by
Instagram’s advertising. In Vietnam, 62.5% of Instagram’s advertising users were female,
compared to 37.5% of male users.

The potential advertising reach of Instagram in Vietnam has shrunk by 1.3 million (-11.2%)
between 2022 and 2023, according to Meta’s strategists. The company’s statistics also
showed that between October 2022 and January 2023, the size of Instagram’s Vietnamese
ad viewership declined by 450k (-4.2%).

* Instagram specific statics

As of May 2021, Instagram had been downloaded more than 1.2 billion times worldwide,
according to Sensor Tower.

Data from Instagram indicates that as of October 2020, there are approximately 1.16 billion
monthly users of the service. The typical user spends roughly 30 minutes each day on
Instagram.

There are around 100 million new photographs and videos uploaded to Instagram every day.
User age: Instagram users tend to be fairly young, with 32% of users being between the ages
of 18 and 24 and 67% of users being under 34.

Instagram will generate around 18 billion USD in income by 2021, a rise of more than 35%
over the current year, predicts eMarketer.

Instagram has been and continues to be the global leader in visual
social media growth. Chuyén cua Bim has the ability to produce
higher content on photographs thanks to the current popularity and
trends on Instagram, better communicating knowledge, messages,

and education to viewers. The message of “pursuing happiness” is
gradually intermingled to raise the value of human life, beginning with
fresh insights and viewpoints.
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|l.ldea overview

1. Goals

The main goal of the campaign is to contribute to eliminating
prejudices and misconceptions related to the female
reproductive system. By providing accurate, scientific,and clear
information, the campaign aims to help women understand
correctly and comprehensively about their reproductive

After doing the initial research, we used anatomy. Through addressing misinformation and biases,
the insights and knowledge from our the campaign creates an environment for women to build
research to develop ideas for our media confidence and positive awareness about their bodies.
campaign.

It took us almost a month to complete
the research and planning phase of the
media mission for Bim’s Story. During the
finalization process, we also received
many corrections and comments from
stakeholders to finalize the plan. The plan
presented in this report will list all the
information and all the necessary steps
the campaign will go through.

Furthermore, the campaign promotes self-confidence and self-love
for women and children’s bodies. It focuses on educating and guiding
women and children to learn, care for, and prioritize their reproductive
health. This objective encourages the development of positive thinking
and fosters a positive attitude towards managing and safeguarding
reproductive health.

In order to achieve the outlined objectives, which include raising awareness, establishing
a cohesive image, strengthening connections, and bringing the project closer to the
public, especially women aged 18-25, we have developed the following activities:

* Researchandanalyzethetargetaudiencetoorientthe appropriate
strategy.

Identify the core value of the project to make a difference and
capture the interest of the audience

* Build a consistent project image using elements such as logos,
colors, and references.

By developing interactive activities, responding to their

requirements, and obtaining feedback, you may improve Eﬁ]‘a
engagement and communication with your target audience. alalal

* Measure results and adjust strategies for best results.

Develop relationships with partners, potential audiences,
organizations. @
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2. Objectives

With the significant goals set forth by the project, focusing on enhancing brand recognition
and its value, “Chuyén cua Bim” has to undertake the planning and implementation of a
series of activities to accomplish these objectives

48 Capstone Project

3. Theory applied

3.1. Method 5W1H

5W1H is a model to help define specific
goals, plans, and strategies for each
campaign, project or idea. The 5W1H method
is commonly used in marketing, helping
businesses plan implementation and achieve
set goals.

Based on this formula, we will know what we
need to do, why we need to do it, how to do
it, and how people are involved. Specifically,
5W1H stands for the words to ask “What —
When -Where —Why -Who -How” in English.

Some questions to ask when using the 5W1H model are as follows:

* What do | need to communicate?
*  What do | want to bring to the audience?

WHAT *  What will be my data source?

*  What should the message be?

* Howlongdoesthisplan/project/campaigntake to execute?

WH E N *  When does development start?

* How long can a project phase take to complete?

*  Where does the problem happen?
WHERE *  Where is the event venue?
* In which region does the target audience live?

e Where will this communication lead?

*  Why choose this audience?

WHY *  Why is this communication important?
*  Why is my choice correct?

*  Whois my audience?

*  Who will be affected by my communication?
WHO *  Who will take the necessary actions?

*  Who are the stakeholders?

*  Who will take responsibility?

*  How will | communicate?
*  How will | be convinced?
HOW * How will | handle difficult audiences or questions?
* How did | come to a particular decision or idea?
* How is that going to help stakeholders?

Idea Development
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Reasons for choosing to apply this model

useful.

From the beginning of the project, there were many stages of planning and
preparation, so we needed to find a model that could guide our work. Every
project or campaign, whether short or long, must have a purpose and must
pose problems about people, situations, situations and need solutions. We
have to answer the questions: What? What happened? Who is involved?
Where does it happen? When did that happen? Why does it happen? How did
it happen? Understanding this, we came up with the 5W1H model, which will
help us answer the direction of our implementation. Moreover, 5W1H can be
easily applied in all other communication projects because this model is very

HOW TO APPLY TO THE PROJECT?

Applying the 5W1TH model for our team to
ask themselves questions each time they
perform each task, helps determine the path
to take without deviating from the original

goal. 5W1H is a model that can be applied
to every mission in the campaign. Here are
some questions asked by our team during the
implementation:

* What is the main content and message that the project

WHAT

wants to convey to readers through the article?

*  What medium to use to convey to the audience?

* How long does this campaign take to run?

WH E N *  When does development start?

* How long can a project phase take to complete?

WH ERE *  Where should this content be posted and where should it
be sent?
WHY *  Why choose this audience?
*  Why this content?
WHO *  Who will read this article? Who will be affected by this content?
*  Who will need this content? Who will be attracted to this content?

* How do | write to fit the overall voice of the campaign?
How *  How should | write to suit this sensitive field? How should |
convey my message to best suit my target audience?
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3.2. AIDA model

The AIDA (Attention - Interest - Desire -

Action) model describes the journey that the

AIDA MODEL

audience goes through before acting. The

model consists of four phases. In these four
stages, the primary task is to draw people’s

attention to your brand, create interest in
your brand’s product, arouse desire for the

product, and ultimately drive action. Brands
use this model to decide how they build and

I'm getting it.

deliver messages to their target audience at

each stage of their journey.

ATTENTION

INTEREST

When you awaken the hidden needs, concerns, and
pain in the target customers, they will also begin to
form needs, wants and desires to own the product/
service.

This is the step to push the target customer to self-

awareness of the core reason why they want the
product/service.

ACTION
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Communication
o strategy

Reasons for choosing this model

“Chuyén cua Bim” is a non-profit project, and is somewhat sensitive to the
desire to give women the opportunity to look directly at their genitals with
a more positive attitude. We have set the biggest goal: How to let more
people know about the project and help readers get the right information
that can be applied in daily life. Therefore, the AIDA model was chosen by us
to optimize the efficiency of the stages.

We prepared and strategized content and channels under the section on media
strategy. Expressly, the following communication objectives form the basis of our
primary communication plan from the beginning of May to August:

* To raise awareness of “Chuyén cua Bim™’s branding among viewers: Put the

logo, Bim character, hashtag, image, and brand tone of the channel on the
chosen media networks.
Creating content about the significance of reproductive health care: Actively
promoting engaging and interesting content to raise awareness about self-care,
thereby potentially enhancing the well-being of individuals and the community.
Share with the audience “Chuyén cua Bim” collective spirit: Work with
stakeholders to organize activities that will promote, disseminate, and provide
the community with important information.

HOW TO APPLY TO THE PROJECT?

A (Attention)

« We will use a distinct and cohesive representation of Bim to
draw people’ attention on social media. Bringing intimacy to
audiences through colors, images, and content to let them know
the project.

1. Content strategy

I (Interest) 1.1. Concept

* Present interesting and captivating information about 1.1.1. Background
Reproductive Health as well as knowledge about sex (genital
organs). To make the issue relatable and realistic, we will provide

e : . . : Harsh life conditions
specific examples and relevant stories (like Diary series).

and societal
pressures lead
individuals to spend
most of theirtime and
effort on achieving
material success as
well as remarkable
advancement.
However, amidst this
pursuit, they often
neglect to enjoy
: happiness and take
D (Desire) care of their own
* Finally, promote the tasks in the above three stages and focus on health.

the message of the campaign, to increase the audience’s love for designed by @ freepik

Chuyén cua Bim project and the campaign, thereby participating

in offline events. This helps to create an environment that

promotes action by creating stimulation and positive emotions.

D (Desire)

* At this stage, we need to create a connection between the
project’s message and the demand of the target audience. It is
necessary to organize more offline events to promote interaction
to reach the maximum audience target and make them love and
follow other products of the campaign.

Team Fantastic 5 became aware of thisissue and began “Ajourney to happiness with “Chuyén
cua Bim” - a communication campaign from FPT University Students”. In the community, this
project aims to increase awareness of the pursuit of pleasure. Invoking social awareness
about love, sharing, and creating a strong, liveable community, particularly with the topic of
sex education and reproductive health care, this campaign aims to help people realize that
happiness is not only a personal state but also a shared responsibility of society.

r—-— - - - - - - - - - - - - - - — — —/ —/ /1

Using this model, we were able to determine what our mission was and at what stage
| of the campaign we were. Besides, AIDA makes it easy for us to evaluate and measure |
| communication effectiveness after the campaign ends, therefore drawing many lessons |
from experience.

L - - e —_- —_- —_ — — —_— e — — — —_ = 4]
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1.1.2. Insights

Insight is a deep understanding of the target
audience, their needs, wants, and moods.
Therefore, the project “Chuyén cua Bim” will
need insights about the target audience to
build effective content and communication
strategies. Here are some insights that can
be applied to the project:

* Pursuit of happiness: People in
society are under a lot of pressure to
succeed financially, materially, and
personally because of these pressures
and problems. It's crucial to establish
a happy consciousness environment
where individuals can concentrate on
spiritual principles and understand that
seeking genuine happiness is necessary
and should not only be dependent on
monetary success.
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Interest in stories and real-life
experiences: With a combination of
education and communication, the
project “Chuyén cua Bim” aims to
spread the message of love, sharing and
reproductive health care. Sex education
and reproductive health care are crucial
for increasing community understanding
and knowledge, assisting individuals in
developing a deeper sense of self, and
fostering an atmosphere of respect and
care for each other.

X

=
4

A

Limited knowledge about gender:
Young people in Vietham are frequently
interested in and concerned about
gender-related topics, but they frequently
lack access to forums for open discourse
and information from reputable sources.
They might rely on inaccurate information
from friends, the media, or other unreliable
sources because they lack accurate and
comprehensive knowledge about gender
and reproductive health care.

e Theneedforreliable sources andreliable
information: To understand gender and
take care of their reproductive health,
young people need trustworthy sources
of information. They need information
from reliable sources, which “Chuyén cua
Bim” will provide.

e Actively participate on social networks:

r - - - - - - — — — —

Young people often have the habit of
participating in social networks, using
platforms such as Facebook, Instagram
and TikTok to express their views and
interact with information.

- - - - -/ — — — /"7

| Based on the above insights would help us clarify our direction and goals. Additionally, |
insight was crucial in creating the “Big idea” for the project communication campaign

that is described below.

L - - - - - = = = = =

1.2. ldea

1.2.1. Big idea

Name of big idea: “The stories of Bim” (Nhiing
cdu chuyén cua Bim)

Aiming to inspire and enact real change,
the Big ldea of the campaign will generate
a series of practical and positive real-life
stories. These stories will narrate experiences
and knowledge, encompassing journeys filled
with challenges but also Bim’s confidence
and strength. The audience will engage
with intriguing and touching stories of self-
acceptance, exploration, love, and self-value,
aiming to foster a positive shift in societal
perspectives on gender and reproductive
health.

_ = = = = = = = 4
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1.2.2. Key message

The main message that “Chuyén clia Bim” wants to convey is divided into 2 phases “Hiéu bao
nhiéu, thuong bdy nhiéu” and “Tham thuong nhirng diéu thém kin”.

1.2.3. Slogan: “Th@u hiéu - Yéu thuong - Trén trong”
(Understanding - Love - Apprecication)

1

Hiéu bao nhiéu,

thuong bdy nhiéu

During this stage, the focus will be on
recognizing the importance of understanding
the difficulties, problems, and emotions of
each community member. To sympathize with
and gain a deeper understanding of people’s
experiences, it's essential to dedicate time
to actively listen, communicate, and gather
insights about them.

This creates a mindful space in the society
where each person can concentrate on
spiritual principles and acknowledge the
pursuit of genuine happiness, which is not
merely based on worldly success. Moreover,
mutual respect and caring are fostered when
people comprehend and understand each
other more.

66

Th@m thuong

’

a- * 78

nhiing diéu tham kin

)

In the community and in all facets of life,
it's much better if we can stress the value
of showing one another love and care. It is
essential to extend love, encouragement, and
considerationforthe mentalandreproductive
health of others as we acknowledge their
challenges and concerns.

On the other hand, we should promote the
importance of the community in creating
a safe and fulfilling environment to live in.
We must support, love, and care for one
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other’s mental and reproductive health
by accompanying, understanding, and
sharing these things. A safe and supportive
environment can be created by expressing
affection and sharing secrets.

The project wishes to create a new society
where there are no judgments about our
values or our bodies and where women are
given the chance to have a more positive
relationship with their genitalia.

Slogan of “Chuyén cua Bim” refers to a special way of loving, understanding, and respecting
others. It conjures up the sense of comprehending and empathizing with various facets of life,
particularly those pertaining to sex and reproduction.

Théu hiéu - Yéu thuong - Trén trong

9

UNDERSTANDING

Respect is a key virtue
in respecting  and
appreciating  diversity,
self-determination,
and individual ideals.
Respect demands an
appreciation of each
person’s uniqueness
and freedom of choice.
Respectfully ensure
that everyone has the
freedom to choose
their own gender and
reproductive options
and that their body and
health are respected.

The slogan also promotes respect for individual ideals, independence, and variety in the
workplace. We have the ability to establish a space of respect where everyone’s contributions
are esteemed, and discussions about female genitalia are conveyed with security and equality
through mutual understanding and care.
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1.2.4. Hastag

#ChuyencuaBim #Nhungdieuchuadamnoi
#Thamthuongnhungdieuthamkin #Bimtutinkhongngainoi
#Hieubaonhieuthuongbaynhieu #kienthuc #workshop

Not only are they keywords, but they also convey profound messages, symbolizing the spirit
and objectives of the campaign. They are closely associated with the promotion of awareness,
understanding, and love for reproductive health. The chosen hashtags represent the nature
of the project, its messages, and the values that the “Chuyén cua Bim” project aims to share
with the community. They help establish recognition and attract individuals interested in the
content and goals of the project.

1.2.5. Key visual

Bim’s portrait - the symbol representing each individual in the community, where
Bim is smiling brightly and eyes full of sympathy and love. Bim is holding a big heart,
symbolizing love and sharing. Below the key visual is “Chuyén cua Bim” - the project

name is written in large, prominent letters.

The color of “Chuyén cua Bim” stands out as bright pink. Creates a feeling of warmth

and positivity, showing playfulness and optimism in building a community of love and

care.

MAIN LOGO

i CHUYEN
#/ CUA BIM

COLOR PALETTE

BRAND
IDENTITY

4 AN
PN o701 Al
sl KAy
" b i
R %‘, Y WO
X g

GRAPHIC lllustrations for the article

ILLUSTRATOR

1Bi6 14 ©
8000000

FOMTS

Main colors and logos

Main fonts

Monsterrat Roboto Condensed
ABCDEFGHIKLMNOPQRSTUVWXYZ ABCDEFGHLIKLMNOPORS TUVWXYZ
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(Table 11.1.2.5. Visual moodboard)
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1.2.5. Content route

Hiéu bao nhiéu, thuong bédy nhiéu

Bim vé nhirng diéu ban chua biét

1. Tén goi

2. Vitri cua Bim

3. Ngoai hinh cua
Bim

4. Tin dén vé Bim

- Nhing tén goi thén
thuong moi nguai
hay goi (c6 bé, vung
kin, buom budm, bim,
co quan sinh duc, dm
hod, dm dao,...)
=>Vay tén nao la
dung?

=> Hdy cung Bim bét
déu moét hanh trinh
thdu hiéu dé yéu
thuong, binh thudng
hoa Bim trén co thé
va goi tén that dung
dé tran trong cb bé
clia minh that nhiéu

- Bim la ai? O dau?
(Bim & co quan sinh
duc cua phu n{1, bao
gbm &@m hd, gd mu,
l6ng mu, méi ngoai
&dm hd, moi trong &ém
hd, dm vat, mang
trinh, &m dao, clia
&dm dao)

=> M&i bo phan déu
co vi tri va chic ndng
riéng

=>Dlung nén nhdm
1&n v&i nhau nhé

- Hinh dang chung
cua Bim: kich thusc
va hinh déng (Gm ho,
moi dm ho, dm vat...)
=> T6ng hop 5 loai
dang phé bién cua
Bim

=> Tuy nhién mai
ngudi mot ve mudi
phan ven mudi (binh
thuong héa veé dep tu
nhién clua Bim)

- Series tdng hop
nhiing chuyén la vé
Bim (“Quan hé tinh
duc nhiéu sé& ldm c6
bé rong ra”; “Phu nlr
phdi cam thdy dau
don vao 1an ddau tién
khi quan hé”; “Su
dung cadc logi kem
boéi va thudce dat sé
giup c6 bé cua ban
tré nén héong hao”...)
=> Co6 dung khong?
=> Hoan toan la
nhiing cGu chuyén
troi néi khéng rd
ngon nganh trén
mang

=> Khuyén dung
nghe theo nhiing
diéu chua duoc kiém
ching c6 thé lam hai
t&i Bim cua ban

- Chuic ndng cua
tung bd phdn trong
co quan sinh duc

=> Hiéu hon vé kién
thic y khoa giup cdc
hoat déng chdm séc
va quan hé tinh duc
trd nén dé dang hon

- Mau sdc cuia Bim:
khdc nhau dua trén
mau da tu nhién
(mau do tia, mau
héng, mau do, mau
ndu, mau ghi,...) va
tuy thudc vao luu
luong mdu

=> Khéng cé quy
chudn cho mau séc
cua Bim

- Bim trén truyén
thong (trén phim anh:
porn, sex education,
cdc bai bdo, web-
site,...)

=> Dinh kién v& hinh
anh cua Bim (phai
mau héng hao, sang
va déu mau, mdi lén
moi bé khéng qud
dai, cira dm dao nho
khep kin,...)

=> Hinh anh tiéu
chudn so sénh cla
phu ni khién phu nt
ngay cang tu ti hon
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Hiéu bao nhiéu, thuong béy nhiéu

Bim va nhirng diéu ban chua biét

Thdm thuong nhiing diéu thdm kin

5. Gia dinh cuia Bim

6. Ban bé clua Bim

7. Ngudi yéu cua Bim

8. Workshop

Cudc séng hang ngay cua Bim

- Ddng vé cua bim
qua cdc thai ky (luc
bé, ddy thi, truéng
thanh, sinh san)

=> Cdi nhin ré rang
vé cach Bim phdt
trién

=> Thdu hiéu vé mdi
khodanh khéc cuia Bim
- Gia dinh cua Bim
(ba, me, co, di, bac
gai)

=> Bd va me: hinh
anh & dd tudi gia

=> Co di: thai ky thai
sdn va hdu thai san

- Nhiing hinh dang
doc ddo cua Bim

=> Mdi Bim la mot
cd thé ddéc nhat
(mawu sdc, kich thudce,
hinh dang)

=> Dep theo cdch
riéng, khéng tu ti, so
sdnh

- Tha thi tham thi:
Series Tém su clia
Bim vd&i nguai yéu (Vé
nhiing bdn khodn lo
I&ng vé ngodi; nhiing
ddu hiéu thay déi
cla ban than)

=> Ngudi yéu tém ly
khuyén nén tu tin vé
ban than hon (i
ngudi moét ve dep
riéng)

=> Nhing thay doi
theo thai gian la
chuyén binh thudng
(do tdc doéng cua
tudi tdc, hormone,
chuyén quan hé,...)

Workshop 1“Get

to know your Bim -
Chdo ban minh la
Bim!”

+ No&i dung: Gido
duc va cung cdp kién
thac vé BPSD n.

- Cdac hoat dong chia
sé cam nhéan BPSD
qua hinh anh don
gian va mau séc

- B6 suu tép hinh vé
clia ngudi tham gia
dugc ddng tai trén
website va social
media cla du an”

+ Muc dich: Nang
cao nhdn thuc

- Nhiing céu chuyén
xay ra khi Bim I&n 1én
=> Bé ngodi thay déi,
gi&n tinh mach, dé bi
nhiém trung, ...

=> Ham muén thay
d6i khi BPSD bét déu
tro nén khoé

- What’s in my bag
=> Nhing ngay
thudng: d6 makeup,
son moi, nudc hoa,
khdn udt, nuée hoa,

=> Nhing ngay “déen
do”: tampon, bdng
vé sinh, bao cao su,
keo socola,...

- Nhiing ngay “dén
do”

=> Nhing su quan
tém tai tu Nnguoi
yéu cua Bim (tdm
su, chdm séc, chiéu
chudng, ....)

=> Tips mua do,
quan tém

Workshop 2 “Cung
Bim dap tan dinh
kién (Dinh kién)” - Su
kién riéng

PR bado chi

- N&i dung chinh:

+ Thao ludn, chia sé
vé nhiing dinh kién
thuong bi dp dat 1én
BPSD nir

+ Phén tich tdc déng
cua nhiing dinh kién
dé dén nhdan dinh
cua xa hoi vé BPSD
nd

- Hoat déng trdi ng-
hiém:

+ T6 mau nhdn vat
Bim (2 1an)

+ Ngdm tho vé cac
dinh kién

- Viét thu cho mail-
box

1.Lam thé ndo | 2. Skincare thé 3. Outfit of the 4. Et o ét Day 5. Workshop
dé khoe ndo la tét day

- An uéng - Tiéu chi lua - Quan nho phu |- Thuc phdm Workshop 3

healthy dé chon ddvs (d6 hop Iadm Bim giup Bim d& “We all have

Bim luén khoe
manh (prebiot-
ics, probiotics,
chdt béo lanh
manh, nuse...)
=> Thuc phdm
l& nguén cung
hodc la nguén
ngdn ngua cdc
men ndm am
dao

=> Cdc cob gai
cdn chuy ché
dé dinh dudng
va thuc phdm
nap vao day du
va cdn thiét

pH, cong dung,
khéng chua chat
gdy hai, khéng
tao bot,...)

thodi mdi (nhiing
tiéu chi lua chon
quadn lot: chat
liéu, ki€u dang,
kich c&, do hd
tro,...)

“chiu kho” (so-
cola, uéng nhiéu
nudc, dn trdi
cdy, cq, thit
ga,...)

=>Dasb la cac
dé an ladnh manh
tot cho suc khoe
(Ché do dinh
dudng déng vai
tro quan trong
giup co thé khoe
manh hon)

=> Hday luuy b6
sung cac loai
dudng chdt gom
thuc phém giau
canxi, cdc loai
vitamin, chat
sdt, Magie va
Kali, Axit béo
Omega-3.

a Bim to love

- Bim dé yéu
thuong” két
hgp véi Melon-
ning

- N&i dung
chinh:

+ Thuc trang
viéc chdm soc
SKSS n{r, nhiing
sai ldm trong
viéc chdm soc
BPSD nir

+ Chia sé cach
chdm soc SKSS
va BPSD n{r

- Hoat déng trai
nghiém:

+ T6 mdau nhdn
vat Bim (2 1an)
+ Tro choi
Bingo vé cdach
chdm soéc BPSD
nG

- Viét thu cho
mailbox

60 Capstone Project

Idea Development 61




Th@m thuong nhiing diéu thdm kin

Cudc séng hang ngay cua Bim

- Bim khoe,
Bim tu tin (cac
bai t&p se khit
vung kin: kegel,
squat, yoga...)
=> Tap thé duc
khoéng chi giup
Bim xdy dung
duoc thoi quen
ladnh manh, con
giup duy tri
duoc voc dang
khoe manh

- Chd&m soc thé
ndo cho chudn?
(vé sinh, tia tot,
luuy...)

- Thoi quen nho,
hanh phuc to

+ Nhing thoi
quen tot (thay dé
l6t mbi ngay, ngu
nude, vut do 16t
cd, luuy...)

- Ch&m soc
dung dé nhdm
giam nguy co
nhiém khudn.
(vé sinh it nhat
3-41an/ngay,
s dung voi
nudc hodc dong
nudc chay dé
ria sach, chuy
lam sach hodic
thdm kho vung
kin, thay BVS,
tampon thuong
Xuyeén,...)

- Tép thé duc
nhe nhang:
khéng tép cac
mon thé thao
doi hoi sir dung
nhiéu suc luc

Workshop 4
“Bim va chuyén
tinh duc (Tinh
duc)”

- N&i dung
chinh:

+ Thuc trang
viéc quan hé
tinh duc, nhiing
dinh ki€n ma nl
giGi gdp phai
v&i BPSD trong
viéc quan hé
tinh duc

+ Chia sé cdach
dé quan hé tinh
duc an toan
cho BPSD nii va
cdch vuot qua
nhiing dinh kién
sai lém do

- Hoat déng trai
nghiém:

+ T6 mdu nhdn
vat Bim (2 1an)
+ Tro choi
Bingo vé cach
QHTD an todn
cho BPSD nit

- Viét thu cho
mailbox

1. Bim nhay cam

2. Bim va chuyén dy

3. Tan trang cho Bim

Bim thuding dé bi méc céc
bénh phu khoa thuong gdp:
- Nhiing bénh phé bién
nhdt (viem ém dao, u xo tu
cung,...)

- Dau hiéu nhan biét (Khi hu
bdt thuong, chdy mau ém
dao,...)

=> Cdch phong tranh (vé
sinh, kham dinh ki,...)

=> Bim rdt nhay cam nén
hdy trén trong va yéu
thuong nhiéu hon

Bim td mo vé chinh minh:

- Gidi md cadm xuc ki la ->
Nhing cam xuc chua tung co
(khodi cam khi tu kham pha
ban than)

- Dinh ki€n vé chuyén ‘tu
sudng’ ¢ n gidi

=> Khoéng cé gi la ngai khi
minh tu kham phd co thé,
hi€éu ban than dé cang yéu
chinh minh

- Bim dd tung c6 suy nghi

di phdu thuat (do ban than
chua thdy minh dep)

=> Vado cdc hdi nhom trén
Facebook dé tim hiéu, doc
trai nghiém cua cdc ban,
cac chj dd tung phau thudt
=> Tuy nhién doc thdy kha
nhiéu rui ro (phong khdm
chua chdt luong, bdc sitay
nghé kém, gid tién cao, bién
chung sau phdu thudt,...) nén
chua ddam lam
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- Bim g&p di dang bdm sinh
- Nhiing bdt thuong vé cdu
trdc do su réi loan qud trinh
biét héa cac BPSD trong
thai ky bao thai (dj tét mang
trinh, dinh m&i sinh duc, di
dang dm dao)

=> Co thé anh huong téi
hoat déng tinh duc va suc
khoe sinh san

=> Cdan phai phdt hién sém
dé phdu thuat kip thai, gitp
Bim tré phat trién va sinh
hoat binh thudng

Bim vd&i partner:

- Khi n&o thi Bim d& sén sang
cho “chuyén dé”? (cam xuc,
tam ly, céch thac chudn bi,...)
- Nbi so khi Bim quan hé (so
dau, cb bé bjréng, tdm ly,
mui co thé,...)

=> Cdc c6 gdi hdy tu tin vao
chinh minh va chuén bi cdc
kién thuc ki cang truse khi
quyét dinh ‘chuyén d¢’

- Cdc hinh thic tén trang
cho Bim (d&t vién, phdu
thudt, tré héa, tdy 16ng ving
kin...)

=> your body, your choice.
Yéu ban thén theo cdch
riéeng minh

- Nhiing diéu can luu y truéc
khi quyét dinh ‘lam dep’ cho
Bim

=> Cung cdp kién thiuc dé
cdc cb gdi cam thdy an tém
trudc khi quyét dinh lam dep

(Table 11.1.3. Content route)
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2. Communication channels strategy

Communication channel strategies refer to
the deliberate selection and use of different
communication channels to effectively
convey information, messages, or content to
a target audience. “Chuyén cua Bim” utilizes
a combination of mix-channels including
social media channels and offline activities.
Social media platforms have now permeated
billions of people’s daily lives on a global
scale. Internet connectivity and technological
advancement have made it easier to interact
and communicate online. Social networks
offer a space for information sharing,
entertainment, learning, and networking
in addition to facilitating connections with
family and friends.

Besides, the trend of social network users
today tends to favor short, high-quality
content; content with educational and

humanistic value; and interactive, interesting
and relatable content. That's why the group
chose social media Facebook and Instagram
as the main communication platform by its
relevant and effective features in the current
digital age. Both Facebook and Instagram
have large user bases globally, especially
in big cities. This facilitates reaching a
broad target audience and enhances the
effectiveness of the communication strategy.
Both platforms can share various types of
content such as articles, images, videos,
stories, live streams, and more. This allows
our team to create and diversify content to
appeal to the target audience. Furthermore,
Meta has now integrated Facebook and
Instagram features, making it easy to share
content across platforms and enhance brand
presence.

However, content in the field of Reproductive Health is not widely available on social
networks due to sensitive issues, strict regu

lations and policies of the platforms... our

team offers strategies to develop the content of the platforms. social media channels

below.

2.1. Facebook

TARGET

The target audience “Chuyén cua Bim”
wanted to reach was about 18-25 years old.
They were students and office workers. This
shows that the target audience has a diverse
range of education and occupations, from
people studying at universities and colleges
to people already working and experiencing
daily work life. An important point in the target
audience was sexual orientation. Fanpage
aimed to educate and support those who were
in the process of learning about and taking
care of their reproductive health, including
gender dualism and the LGBT+ community.
“Chuyén cua Bim” has always demonstrated
a commitment to respecting and meeting the

needs of members of this diverse community, providing them with accurate and reliable
knowledge and understanding of sex and reproductive health.
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CONTENT

On the page, our team creates diverse content on topics about care, gender
stereotypes, workshops, etc. for articles, photos, and videos. Content primarily
reflects the brand’s values and satisfies the needs of the target audience.
Articles, information and advice will be intelligently designed and aim to build
community, increase awareness and encourage active discussion on issues
related to sex education and reproductive health. By providing quality content,
rich format, Chuyén cua Bim will contribute to raising awareness, health and
happiness for its target audience.

FORMAT OF CONTENT

Title of the article is brief and concise, the content of the whole article; The
content is extracted from reputable websites, scientific researches, books
with high accuracy; Use the signature hashtags of Chuyén cua Bim, used
throughout the campaign.

ADVERTISEMENT

“Chuyén cua Bim” considers using Facebook ads to increase reach and
enhance the effectiveness of communication strategy.
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2.2. Instagram

PHOTOS AND VIDEOS

Instagram is a photo social network, our team always puts a premium on the quality
of our pictures and videos. The content posted on the Instagram page is succinct,
concise and uses attractive and clearly branded images to attract the target audience
using the dominant pink tone and images. Bim is drawn in a cute and intimate style.

FORMAT OF CONTENT

On the page, our team creates diverse content on topics about care, gender
stereotypes, workshops, etc. for articles, photos, and videos. Content primarily reflects
the brand’s values and satisfies the needs of the target audience. Articles, information
and advice will be intelligently designed and aim to build community, increase
awareness and encourage active discussion on issues related to sex education and
reproductive health. By providing quality content, rich format, “Chuyén cta Bim” will
contribute to raising awareness, health and happiness for its target audience.

HASHTAG

Our team researched and used hashtags suitable for each stage of the campaign
to reach the audience of interest. These hashtags correspond to the social network
Facebook to ensure consistency throughout the campaign.

#ChuyencuaBim #Nhungdieuchuadamnoi
#Thamthuongnhungdieuthamkin#Bimtutinkhongngainoi
#Hieubaonhieuthuongbaynhieu #kienthuc #workshop

|G STORIES AND REELS

Leverage Stories and Instagram reels to deliver higher quality and interactive content.
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Create acommunity on Instagram by interacting with followers, replying tocomments,
and participating in conversations. Interact with the target audience in the media to
build trust and promote positive interactions with “Chuyén cua Bim”.

2.3. Workshops and Talkshow

PURPOSE

Workshops and talkshows can be highly beneficial components of a reproductive
health campaign. They provide platforms for education, discussion, and engagement,
allowing participants to learn about reproductive health topics, share their
experiences, and receive expert guidance.

FORMAT OF EVENTS

Each event has a master of ceremonies (MC) or a specialist talking about a particular
reproductive health topic using pictures, videos, and activities to get everyone
involved. This format allows for Q&A sessions and group discussions. Minigames,
interactive role-playing, artistic activities, meaningful prizes... can be also added as
entertaining factors to attract the audience in the middle of the events.

COLLABORATORS

This campaign can be considered as a non-profit social activity that “Chuyén cua
Bim” proudly cooperates with different Non-Profit organizations and Hygiene Brands.
These partnerships can be powerful tools for achieving greater impact, resources,
and leveraging expertise in the area of reproductive health.
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3. Execution timeline
Facebook Facebook
The communication campaign is expected to be implemented based on the experience - Fanpage Chuyén cua Bim (30 - Story of Bim Fanpage (30
journey of the target audience that the project brings through two stages of Awareness (May, articles) articles)
June) and Interaction (July and 8). Based on that journey of experience, we offer specific + Topic: Knowledge about health + Topic: Knowledge about health
communication activities as the following table. care for female genitals care for female genitals
+ Post content: articles about + Post content: articles about
?ﬁclth care, Womenjs difficult heglth care, Women"s difficult
ings to say about issues related [ things to say about issues related
to the genitals to the genitals
The experience + Facebook Reels: short video + Facebook Reels: short video
journey of the AWARENESS - Awareness ENGAGEMENT - Interact and un-
target derstand
audience

Online Advertising:

Time May June July August + Facebook (Facebook page)
+ Instagram (Instagram account)

Hiéu bao nhiéu, thuong bdy nhiéu | Thadm thuong nhiing diéu tham kin
Table I1.3. Execution timeline

- Building and launching a cam- - Continue to build and develop the
paign project with the theme of project

Main activities | female genital and reproductive - Organize Workshop and
health: “Chuyén cua Bim” Talkshow

Communication
e tactics

- Workshop organization

Workshop 1 Workshop 2
Purpose: Increase interaction, Communication tactics are the specific actions and methods we use to convey
Purpose: Introduction, creating an | bring the project closer to the message to the target audience and achieve the campaign goals effectively and
image, and disseminating the target audience through efficiently. This campaign tactics are selected through suitable media channels as
project to the community experiential activities well as chosen activities:
Offline * Social Media Campaign: By using Facebook and Instagram as the main network
communication Talkshow platforms, it involves creating and sharing specialized content to engage with
Purpose: Strongly attract the the online target audience; build brand awareness of “Chuyén cua Bim”; increase
target audience and enhance the conversions, and achieve other desired outcomes.
credibility and reputation of the Non-profit Organization Partnership & Collaborations: Partnering NPOs not only
project, build relationships with can collaborate on advocacy efforts to raise awareness about a shared cause
stakeholders or issue of female reproductive health and care, but also can be presented as
professional sponsor organization for the project.
Instagram Events Hosting: Events provide a platform for direct and personal engagement
Instagram - The story of bim Istagram with audience of “Chuyén cua Bim”. Attendees are more likely to remember and
- The story of bim Instagram Account (24 articles): connect with messages when they’ve experienced it in a live setting. By creating a
Account (24 articles): + Post content: short articles, safe and open environment for the participants, it allows us to build relationships
Online + Post content: short articles, focusing on images related to with people, allow them to answer questions, and address concerns directly,
communication |focusing on images related to|female genital shapes, Meme, fostering trust and support.
female genital shapes, Meme, | Movie about Sex Education
Movie about Sex Education + Story content: Poll, interactive
+ Story content: Poll, interactive game according to template

game according to template
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- Prepare for the Talkshow “Théam thuong

nhirng diéu tham kin” (find collaborative

brands, sponsors, speaker doctors)

*  Meeting with doctors, MCs and sponsors

* Complete preparation for the Talkshow
(Effective  budget, risk assessment, e
preparation stage, venue) | A P'}‘f,CF';HJ::MdEcv

- Organize the Talkshow “Théam thuong oy

nhirng diéu tham kin” (06/08)

* Evaluate the effectiveness of talkshow
and learn from experience

* Collect information and re-evaluate the
effectiveness of the communication in
July and August

1. Phases of the campaign

1.1. Phase 1 - Preparation

- Meeting to brainstorm ideas and define content
and topics with the project owner.

* Define target audience

* Insight target

- Meeting with Melonning to plan

Workshop 1 “Get to know your Bim - Chao ban,
minh la Bim”

- Meeting with MSI to plan long-term
cooperation,Plan, apply for funding, plan the
implementation of the communication campaign

- Complete the schedule section

* Completing content to communicate for MSI partners
* Finalize and schedule content for facebook and instagram in May, June
* Finalize outline for Workshop 1 Téng quan vé Trang 28 ngay qua
* Finalize our team’s long-term development plan and budget. 1.3.1. Summary

1.3. Phase 3 - Summary and future plans

Kham pha

85 posts on Facebook, Instagram of

@ 56 ngudi bai viét tiép can 4,924
1.2. Phase 2 B Deployment Chuyén CUO Blm /& Lugt tuong tac vai bai viét 2.341
- Media posts * Cooperate with MSI, support media, * MSI's 21 Facebook posts . Lu;nmcmngmm N

* Post media on Chuyén cua Bim media sponsor expertise, co-organize events * Successfully organized 2 Workshops o
channel « Join to learn and support media on the and 1talkshow 3 ool theo doimetcirng 7

* Post media on MSI's media channel ‘Prevention of sexual harassment and * Follow Facebook increased from 22 Luot twang tc

- Collect prejudices about Bim by survey sexual abuse’ class at KOTO Social to 771 ® cimxic 644
Enterprise with MSI (19/06) » Follow Instagram increased from 89 ® sinhuin ”

- Planning for Workshop 2: “Chuyén cua Bim to 359

- Sdc méau hanh phac”

« Co-operated with Coc Ké the media and
orgonized Workshop 2 1.3.2. Future plans

* Complete preparation for Workshop 2

* Organize Workshop 2: “Chuyén cua Bim -
Sde mau hanh phic” with Coc Ké (19/07)

* Evaluate the effectiveness of the
workshop and learn from experience

* Prepare interview activity plan

* Interview FPT University students about
reproductive health

M Luct chia sé 27

* September publishing manuals “Chuyén cua
Bim - Nhiing diéu tudng dé nhung khé néi”

*  Workshop Unitour will be held in October
“Su that vé c6 bé cua ban”

- OrganizationWorkshop 1: “Get to know

your Bim - Chao ban, minh la Bim” with

Melonning (14/05)

* Evaluate the effectiveness of the
workshop and learn from experience

* Collect information and Re-evaluate the
effectiveness of the communication in
May and June

- Finalize and schedule content for facebook

and instagram in July and August

* In November, the Handbook Launch Seminar
will be organized

Exhibition held in December “Vulva Beauty -
Vé dep hinh chir V”
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2. Implementing Activities

2.1. Online media

FACEBOOK INSTAGRAM

MEDIA CHANNEL

1. Content

Ensure the factors are accurate, do not conflict with the
research, experts; Update new and objective information in
the post, which enhances the usefulness and credibility of
the content, and builds trust and positive interaction from
readers.

The group also avoids sharing sensitive medical information
and complex medical diagnoses, encouraging readers to
turn to medical professionals for more detailed advice.

1.1. Knowledge

1.3. Advertisement

Selecting and  advertising
articles with useful, trending
knowledge  content  that
match the characteristics,
needs and interests of the
target audience helps create
engaging content and positive
interactions.

2.lmage

Format

Images with flexible formats
andsizes, including standalone
photos or photo albums.

Focus on image and video
content, especially square
images. The content in the
picture will be full and more.

Design

Posts with clear and engaging
images can capture the
interest of users.

Images on Instagram need
to be optimized to attract
users and create a nice
visual feel.

3. Frequency

The topics are similar to
those on Facebook, the
implementation formats are
more varied: facts, Q&A,
games, memes, puzzles,
quizzes, etc.

Diverse topics such as
knowledge about female
1.2. Topic genitals, prejudice,
reproductive health care,
event communication...

Plan a posting schedule with
a frequency of 4 posts/week,
for the month with workshops
and talkshows, there will be
a frequency of 5 posts/week,
equivalent to 18-20 posts/
month. Our team makes sure
to post regularly to maintain
the page’s interaction but not
too spamming.

Plan to post with a frequency
of 4 posts/week, including
knowledge, entertainment
and communication for the
workshop, equivalent to 16
articles/month.
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Table lll. 2. 1. Online media
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2.2. Offline activities
2.2.1. Workshop Plan

Purpose

* Increased awareness for participants about the project ‘Chuyén cua Bim’
* Bringing media projects closer to the public
* Attract target audience,turn potential audience into core audience

Target

* Create a creative playground through experiential activities

* Increase the audience’s opportunity to learn and improve knowledge
about sex education

* Spreading a positive atmosphere, encouraging and enhancing the spirit
of sharing as well as building more knowledge about reproductive health,

* Attracting participants are mainly pupils and students

Implementation
content

Estimated implementation time:

*  May: The project phase begins to operate, the organization of this
phase’s workshop to attract and find the target audience interested in
the project

» July: After a period of social media and learning from the first workshop,
this is the right time to continue organizing the next workshop to build
relationships with stakeholders, and spread value to the community

Content production:

* |dentify topics in each phase to provide a detailed program plan and an
appropriate workshop format.

* Media channel:

* Facebook, Instagram: information about the event includes 3 stages:
before, during and after the event; Post a promotion, put the content
around the workshop topic

Production of media publications:

* Theimage must be uniformly designed to match the project’s identity
throughout the Workshop

* Printing time should be prepared and implemented 1 week before the
event to avoid unnecessary risks during the event
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2.2.2. Talkshow plan

Implementation
content
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3.2. Earned Media

3. Communication platform
3.1. Owned Media

EARNED MEDIA

OWNED MEDIA

76  Capstone Project Idea Development 77



In this segment, we presented a
comprehensive and meticulous production
plan designed to support the effective and
impactful execution of the campaign. Within
this segment, we outlined the essential
steps in the production process, including
creating a work breakdown structure,
planning financial management, human
resource as well as possible risks during the
campaign.

Capstone Project

Work breakdown
e Structure

The work breakdown structure plays an important role in organizing and managing a
projector task. It facilitates the creation of order and organization in the working process
and helps to clearly identify the tasks and responsibilities of each team member. So that
this communication campaign can not only operate and maintain on target and schedule,
optimize resource use, but also help clearly define the tasks and responsibilities of each
member, and promote teamwork spirit and transparency in the working process.

WORK STRUCTURE

Campaign A journey to happiness with “Chuyén cua Bim” - a communication
campaign from FPT University Students

Start day 10/05/2023 End date 10/08/2023
(expected) (expected)

Owner of Project Le Ngoc Anh

Project manager Fantastic 5
Instructors Ms. Vu Viet Nga

Project member - Increase awareness and spread the

project to the public, especially girls aged

15 and over and women
- Provide knowledge/Raise people’s
awareness about sex education and
reproductive health care
Nguyen Thu Thuy | Team leader, content | _ Organize activities for students, students
creator and even working people can participate,
Hoang Phuong Nhi Design and run ads share and learn
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Important milestones 2. Detailed communication costs
NPT, Contert 2.1. Communication costs social network ( COMMUNICATION COSTS )

- Prepare communication plans, sponsorship and cooperation plans _

May - Complete social media posts in May = ooobook Ads 3 Dot 500,000 £00.000
- Organize workshop 01 ; ,
Facebook [ Book Fanpage/ | 2 post | 300,000 600,000

Media Community
. . . channel
- Complete social media posts in June Instagram | Instagram Ads 3 post 200,000 600,000
June - Suppo.rt communication for stakeholders (specifically MSI Book PR articles 1 post 1,200,000 1,200,000
organization) _ ,
PR/ Newspaper | with available
Journalism content

Book PR articles 1 post 1,000,000 1,000,000
with available
content

Total 4,000,000

- Support communication for stakeholders (specifically MSI
July organization)

- Complete the article on social media in July

- Organize workshop 02

(Table 11.2.1.a. Communication costs overview)

- Posted some artioles on social media in August - wme ]
August ¢ STT CATEGORY May June July August Total
- Organize talkshow oohoor
- Summarize and evaluate Ads 200,000d | 200,000d | 200,000d | 600,000d
Facebook
Onlir?e Book
(Table I. Work breakdown structure) 1 media Fanpage/ 300,0004 | 300,000& 600,000a
channel Community
COSt Instagram | Instagram 200,000d | 200,000d | 200,000d | 600,000d
Ads
O management ook PR
articles with 1,200,0004
available
content
Our team chose to take 40% (VND 20,000,000) out of the total of VND 50,000,000 2 | PRPress | Newspaper 2,200,000d
for the project “Chuyén cua Bim” in order to concentrate on the two stages of Hook PR
proj ye ! ! . 9 articles with 1,000,000d
awareness (awareness) and interaction-understanding (engagement) in the available
project phase. 70% of which will go toward communications, events, and human content

resources costs, with the remaining funds going toward risk and reinvestment.

(Table 11.2.1.b. Media channel & PR press cost’s schedule for each month)

1. Budget Allocation
L & [powe | Ui [ weeloon]

Increase post Reach 7.1K
Total cost of communication 20% dong 4,000,000d engagement | 5days 1 200,000 200,000 people
Facebook (key article of Post
Total event cost 40% dong 8,000,000 d aeenee s month) engagements
Total cost of personnel 15% dong 3,000,000 d June Page ads 5 days 1 300,000 300,000 [ Reach 996-2.9
Risk 5% dong 1,000,000 d people/day
. Increase
Other costs Reinvestment 20% dOﬂg 4,000,000 d Instagram personal visits | 5 days 1 118,090 118,090
Estimated total cost 20,000,000 d

Total 5 618,090

(Table Il.1.Budget Allocation)
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Increase post
engagement 3 days 1 150,000 150,000
Facebook (key article of
July the month)
Page ads 5 days 200,000 200,000
Instagram Increase 5 days 4 118,090 472,360
personal visits
Total 8 822,360
August Facebook Increase post 5 days 1 200,000d 200,000
engagement
(key article of
the month)
Page ads 5 days 1 0 0
Facebook Increase 5 days 1 0 0
personal visits
Total 5 200,000
(Table 11.2.1.c. Budget of running ads)
2.2. Event cost
2.2.1. Workshop
Workshop 1
12,5%
Workshop 2
25,0%

Talkshow

62,5%
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(Graph 11.2.2.1. Workshop cost overview)

2.2.1.1. Workshop 1 (Periodic Workshops)

Location 1 Location 1 day 0 0 Free shop,
rental support venue

Tool 2 Crayon 5 box 60,000 300,000

3 Printing 1 package 500,000 500,000

4 Flashcard 100 paper 1,000 100,000

5 QR code 5 pcs 20,000 100,000
stand

6 Owner of 1 People 0 0

Project

Total 1,000,000

(Table 11.2.2.1.1. Workshop 1 cost estimate)

2.2.1.2. Workshop 2

1 Standee Design 1 piece 80,000 80,000
2 Handheld hashtags 2 piece 40,000 80,000
3 TV screen design 1 piece 0 0
4 Gifts: Gift card design 4 piece 15,000 60,000
DESIGN, PRINT 5 Gifts: Stickers 35 piece 8,000 280,000
6 Graphic design for WS 10 piece 500 5,000
Game slide design,
7 wallpaper for the WS 1 piece00 0 0
xXsession
8 Canvas (20x20) 35 frame 12,000 420,000
9 Tissue 50 scroll 1,440 72,000
10 Milk glue (120ml) 15 bottle 14,000 210,000
1 Watercolor (100ml) 10 bottle 22,000 220,000
12 Package of 1 set 10,000 10,000
chopsticks
13 Purl 5 bottle 10,000 50,000
14 Paper cup (270ml) 50 cup 45,000 45,000
SUPPLIES 15 Pencil 5 piece 6,000 30,000
16 Tablecloth 5 piece 25,000 125,000
(137x180cm)
17 Rice cake pag 2 package 25,000 50,000
18 Water 2 bottle 11,000 22,000
19 Lolipop: gift after package 55,000 55,000
the event
20 Flower 1 bouquet 150,000 150,000
21 Snack (Chips) 5 package 5,000 25,000
22 Chicken hair clip 5 piece 2,100 10,500
23 MC (Courtesy of 1 personel 0 0
Personnel Coc ké)
24 Owner of Project 1 personel 0 0
25 Fliming + taking
Media photos (person in 2 personel 0 0
the group)
Total 2,000,000

(Table 11.2.2.1.2. Workshop 2 cost estimate)
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2.2.2. Talkshow (Reference:CCB_Talkshow)

1 Standee design 1 piece 80,000 80,000
Handheld hashtags 1 piece 60,000 60,000
(Gift) Design a gift 30 card 2,800 85,000
Printing card
4 (Gifts) Stickers 4 set 7,000 28,000
5 Lucky number 1 set 7,000 7,000
6 Organizer’s card 6 piece 10,000 60,000
Flowers for guests
7 (Sponsors, MSI, 3 bouquet 120,000 360,000
doctors)
8 Gift box 20 bag 3,000 60,000
Present
9 Glass bag 1 bag 20,000 20,000
10 Gift cup 20 piece 15,000 300,000
1 Logo 2 sheet 130,000 260,000
12 Water bottle 20L 1 bottle 30,000 30,000
Tea-break 13 Tea-break (cake, fruit) 100,000
14 Paper cups and plates 1 set 100,000 100,000
15 Venue 1 session 3,000,000 3,000,000
16 Financial support for
Personel singers 1 personel 150.000 150.000
17 Financial support for 1 personel 150.000 150.000
Collaborators
18 Financial support for 1 personel 150.000 150.000
MC
Guest 19 Dr. Vu Minh Phuong 1 personel 0 0
Total 5,000,000
MSI
Sponsor 20 Sponsored by MSI 3,000,000 3,000,000 supports
inviting
experts
Total 8,000,000
(Table 11.2.2.2. Talkshow cost estimate)
2.2.3. Staff costs

Personnel The oranges
Executive of justice 5 hour 5,000 1,600,000
Board

Fantastic 5 5 hour 5,000 1,500,000

Professional MsI 10 |personel 0 0

advisory team
Women's

Support Team Museumn 14 day 0 0

Collaborators | Meal support 18 day 0 0
TOTAL 3,000,000

(Table 11.2.3. Human resources cost estimate)
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2.2.4. Risk cost

Organize i

1 Risk 9 Thereisashortage of |, 5, 500 | 1,000,000
workshops items, costs are incurred
Cost of Communication,

2 Reinvestment [preparation for the cooperation with 4,000,000 | 4,000,000
next stage parties, printing

TOTAL 5,000,000

1. Internal

Planning phase

(Table 11.2.4. Risk cost estimate)

Human Resource
e Management

2 weeks

- Achieving

Lead Nguyen | - Responsible for monitoring
Team & | Thu and evaluating the
Content | Thuy performance of team
Producti members

on - Connecting members to

create collective strength
to help  the group
accomplish a common
goal

Brainstorm ideas for the
detailed content of the
proposed plan

Ensure the number of
articles and the quality of
output content

Check the progress and
quality of the work before
reporting the results

group
goals
Make sure
the
deadline is
on time / 2
days in
advance
The quality
of the
content of
the article
should be
ensured for
completen
ess and
accuracy
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Content | Nguyen Brainstorm ideas for the | 2 weeks - Make sure
Producti | LuuDuc detailed content of the the
on & proposed plan deadline is
Risk Ensure the number of on time / 2
Manage articles and the quality of days in
ment output content advance
Ensure media content is The plan
produced according to the should be
set timeline and plan as
Make predictions and risk complete
management methods to and
optimize the project's comprehen
chances of success sive as
Manage and be in charge possible.
of interaction for the page
Producti [Le Do Design publications, | 2 weeks Make sure
on & | Nhat videos, infographics based the
Visual Anh on the planning deadline is
Design framework. on time / 2
Create and process image days in
and video content on advance
multiple platforms The quality
Manage quality, ensure of design
images, products stick to products
the content and plan set should be
out guarantee
d in terms
of  color
and layout

2 Content | Pham Manage team | 2 weeks - Make sure

Producti | Thi Hai performance and come up the

on & HR | Yen with methods to improve deadline is

Manage productivity on time [ 2

ment Ensure the participation days in
and presence of members advance
in the meeting Content
Ensure the interests of quality
members should be
Recruiting collaborators ensured for
for the project completen
Create ideas for detailed ess and
content according to the accuracy
planned plan
Ensure the number of
articles and the quality of
output content
Ensure media content is
produced according to the
set timeline and plan

3 Media Hoang Make an overview plan for | 2 weeks Make sure

Planner | Phuong communication activities the

& Visual | Nhi for the project deadline is

Design Detailed content planning on time / 2
for each social media days in
platform advance
Allocate the right amount The plan
of work in media should be
production to each team as
member complete
Ensure media content is and
produced according to the comprehen
set timeline and plan sive as
Support to design possible.
publications, videos,
infographics based on the
planning framework
Support processing video
image content, on multiple
platforms
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(Table Il.1. Human Resource Management)

Deployment phase

In order to complete group work, it is first required to create an environment where
team members may communicate with one another. Members of the group will
actively approach and get to know one another under the direction of the group
leader. You can either ask questions or hear an introduction live. The more details
we can get about one another, particularly details pertaining to group activities,
the better the members will understand one another and be able to cooperate.
Boost the effectiveness of teamwork.

Through team activities as well as individual team member activities, teamwork
outcomes are guaranteed. Before beginning the assignment, the group’s leader
and members have a discussion, come up with some good ideas, speak out, and
share their thoughts.

Production Planning
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2. Stakeholders

After reaching agreement on the implementation plan, the team members will
assign and discuss the work to suit each person’s ability based on their expertise.
The group discussed together to set out a specific plan, work diary, estimated

time to complete and prepare for the next activities.
The team leader is responsible for connecting and synthesizing all the work of
each member, ensuring the work is done on schedule and with results.

MSI Reproductive Choices Vietnam

T6i 20 - Twenties

Melonning

Psychological Counseling Department of FPT
University Hanoi - Coc Ké

I'm Nature

PARTNERS

4
o
=
g
=
L
o
o
O
o

During the meeting:
Listen carefully and keep the meeting focused on its goals
Simplify all the complexities using summaries and summaries
Prevent misunderstandings and ambiguities, and try to
maintain transparency in the discussion
Control comments that are too long to affect the content or

GENERAL OBJECTIVE

work plan of the group
End of meeting:
* Record meeting minutes R
* Evaluate the meeting (determine what has been done, what
has not; what needs to be promoted, what needs to be learned)
* Set up upcoming to-dos and assign tasks

Thecollaborationwith Chuyén Cua Bim Projectisanopportunity
to provide the community, particularly young women, with
a source of essential information and a comfortable space
to learn about and discuss delicate subjects. The project
emphasizes helping women connect to affordable, high-quality
health care throughout the project’s period.

* These projects work best together because they each provide
distinctive qualities and together they create a complete
ecosystem for women’s health care. The collaboration of
Chuyén Cua Bim, MSI, and Melonning can aid in broadening
the projects’ horizons and improving their operational

effectiveness, giving the Vietnamese people a crucial resource
* Report fully on the results, the process of implementing the for quality healthcare in a thorough manner.

plan, the work productivity of each member and the financial « Twenties’ financial assistance and planning recommendations
plan according to the correct form and regulations. seem to offer “Chuyén cua Bim” additional strength and

* Review and check whether the project is running on schedule resources to spread pragmatic principles throughout the
and KPI's. neighborhood. Through their collaboration, “Chuyén cua Bim”
and Twenties are able to more effectively spread important
information to the target and essential audiences.

* The Chuyén cua Bim project is closer to the students of FPT
University Hanoi, in particular, thanks to the assistance of

SOME NOTES

* Post-project phase
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Learn lessons and propose plans for the future so that the
project can continue to be implemented more effectively.
Collect personal opinions of project members and participants
to be able to get objective views on project results.

the Psychological Counseling Department of FPT University
Hanoi - Céc K& event planning team. The project’s values are
then more accessible to the general public, increasing the
effectiveness of reaching the target audience.

With the sponsorship from the I'm nature, Chuyén cua Bim
project seems to be inspired by the belief that the value of
protecting health and the environment goes further, creating
motivation and building credibility for target audience.

Production Planning
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THE CRITERIA FOR EVALUATING
THE PARTNERSHIP RELATIONSHIP

Risk
e management

In order to ensure that the project has a plan and remedies in place to limit negative outcomes,
project risk management is crucial to its success. The project’s ability to survive unforeseen
circumstances is aided by how closely the risks are managed. Here are the threats and
defenses that we believe could have an impact on the campaign.

90 Capstone Project

1 Funding loss

Unable to secure funding or
encountering disagreements
during collaboration.

- Members of the project use personal funds
to provide funding for the creation and
maintenance of the project.

- Look for fresh sources of funding and make
sure the project doesn't rely on just one.

- Spend time and cultivate strong bonds with
other prospective sponsors.

- Work together with like-minded groups,
individuals, or organizations to achieve
shared objectives to improve your chances
of receiving funding.

2 Slow progress

The project owner will
decide whether to approve
the proposal and content.

- Before beginning the project, define the
objectives, strategies, and approved content
with the project owner.

- Establish precise work schedules and
completion dates as the project is being
implemented.

- Present drafts, interim wversions, or
continuing work to the project owner for
approval rather than merely waiting for final
approval.

- To ensure timely delivery of all content to
the reviewer, conduct thorough research.

- Working effectively to prevent conflicts
and arguments boosts project potential and
productivity.

3 MWegative response

Foced with opposition and
negative reactions from
certain individuals or groups
holding traditional views or
biases on this topic.

- The administrators will debate and explain
any offensive comments among themselves.
- Delete any unhelpful, offensive, or
promotional comments.

4 MNo

in plans

notification
about the change

Since the team and the
project owner share
communication, when the
project owner modifies the
plan, the team will learn
about it too late to respond.

- Providing feedback that needs to be heard,
gaining a better understanding of the project
owners activities to always be aware of
changes in the working process

- Create o method for notice and
communication that is clear. Establish a
particular procedure for project owners to
communicate changes to their plans. Make

request early notice from the project owner.
- Make sure that the project owner and the
communication team are in  constant
communication and information exchange.

- Make backup plans and be prepared to
deal with unforeseen adjustments.

5 Readers fail

grasp
conveyed

information

o
the

The posts lack direction and
contain rambling content
that lacks stage-by-stage
strategies.

- Readers who have not yet understood
should be given an explanation or a reminder
by reacting to comments.

- Add a brief comment to condense the
article’s key point.
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Talkshows and
workshops  have
garnered little
notice and have
attracted few
people.

Low involvement

The absence of
speakers ot the
talkshows,
waorkshops

No sponsors when
organizing the
talkshows and
workshops

The presence of a
small number of
participants at
workshops and
talkshows

Capstone Project

The number of people who
have signed up to attend
discussion shows and
workshaps iz still small,
falling short of the group's
goal.

The posted article did not
receive much engagement
due to its content being
restricted by readers and
social media policies.

For private or
reluctance-related reasons.

There is no  sponsor
providing money or
resources for discussion
shows or workshops.

There are not many people
who have signed up and are
certain to attend talkshows
and workshops.

- Discover and specify your target market.
Clearly state who vyour talkshows and
workshops are intended for.

To get the oaudience's attention, use
aggressive promation and up your marketing
efforts.

- To publicize talkshows and seminars, use
social media platforms, email marketing,
internet, and offline communication.

- Produce interesting articles, interesting
pictures, and interesting videos, then
distribute it on appropriate forums, groups,
and communities.

- Take into account providing alluring
incentives or rewards to boost engogement.
- Cooperate with celleagues and leaders in
the same industry. Influencers and partners
can spread the word about your talkshow
and workshop to a bigger audience.

- Place adverts

- Encourage participation by posing queries,
conducting polls, or soliciting feedback.

- Seeding articles from sites with relevant
content

- Use social media ond other means of
communication to generate conversation
and draw readers.

- To increase interest and engagement, post
links to the page's content on major social
networks and join relevant organizations and
communities.

- Demands that a contract be signed before
cooperating in  order to guarantee
participation

- Make contact with companies, charities, or
people who dre interested in the event's
theme to ask for sponsorship.

-Take into account maximizing
already-available resources, such as utilizing
available space, reducing the use of facilities
and equipment, and planning low-resource
activities.

Use your current contacts. Request the help
of MSlin locating possible sponsors that they
have ties to.

- Create pre-event marketing initiatives to
attract attention and boost participation.
Use email, social media, and other avenues
of contact to engage participants and
promote the event.

- To encourage marketing and involvement,
get in touch with pertinent groups,
organizations, or educational institutions.
Cooperate with subject-matter specialists
to build credibility and draw audience
members.

- Establish the event's target audience
clearly, and concentrate on reaching them
with the appropriate information.

(Table IV. Risk management)

The next step is implementation and
implementation once the communication
campaign for the project “Chuyén cua Bim”
has been planned. The project’s most crucial
phase, where actions are carried out in
accordance with a previously created plan.
We will adhere to the suggested course of
action, reduce risks, and effectively address
any issues that may crop up throughout
the execution phase. We will provide an
overview of the campaign, as well as
details on the implementation activities and
advancements we have made.

Campaign Execution



PROJECT OVERVIEW

PLANNING AND

17 Apr 2023 -
PREPARE . g

14 May 2023 @

/9\‘

06 Aug 2023 .

Campaign
e Ooverview

1. About the campaign

In the context of an increasingly progressive and developed
society, the goal of financial, material and personal success
is gradually dominating people’s minds. However, the
harshness and pressures of life sometimes make us miss
another important aspect, which is happiness and mental

health. Recognizing this situation, the project “Chuyén cua
Bim” was born with specific goals: raising awareness about
the pursuit of happiness in the community and sharing
knowledge about sex and reproductive health.

10 May 2023

ORGANIZE

WORKSHOP 1

ORGANIZE
TALKSHOW
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The project aims to build a positive education and communication
environment, where people can learn, discuss and share
knowledge about gender, relationship and reproductive health.
We aim to awaken awareness of the importance of happiness and
mental health, and build a united and understanding community.

“Chuyén cua Bim” not only directs people to learn about
gender and reproductive health topics correctly, but also
opens up opportunities for them to share, discuss and create an
empathetic community. By focusing on happiness and mental
health, we hope the project will have a great impact on people’s
lives, especially those who are at a critical stage in their lives.

2. Main target

Building knowledge about sex and reproductive health: Provide information,
knowledge and education related to sex and reproductive health, help people
better understand how to manage their health, and create a safe environment for
conversations about this topic.

Building a strong and livable community: Create an open and confident
community where everyone works together to build a better environment for the
future, with understanding, respect and love.

o1
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* Workshop and Talkshow organization:

The project “Chuyén cua Bim” implements
offline activities such as workshops and
talkshows to create an environment for face-
to-face meeting, discussion and information
exchange. These events are designed to
provide quality knowledge from experts in
sex and reproductive health. They provide an
opportunity for attendeesto delve deeperinto
the topic, ask questions, share experiences,
and build common interest.

e Using social networks:

“Chuyén cua Bim” uses the popularity of
social networks such as Facebook, Instagram
to connect with the target audience. We
post content regularly to create interaction,
discussion and sharing of the project’s
message. These platforms help us reach a
large number of users and create an open
discussion environment.

Chuyén cua Bim

THAU HIEU - YEU THUONG - TRAN TRONG

\ Chuyén cta Bim

634 lugt thich « 775 ngudi theo doi

\ U SN 9D T ©

Bai viét GiGi thiéu Lugt nhic Panh gia Ngugai theo doi Anh Xem thém v
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e Create interactive engagement:

The project encourages active participation
from the community through contests, live
discussions and creating a place where
people can share personal stories. We create
a safe and trusted space for people to dare
to express opinions and share experiences.

e Collaborate with experts:

The project works with experts in gender,
reproductive  health, psychology and
education to ensure knowledge is conveyed
accurately and with credibility. We invite
experts to join the forum, discuss and provide
useful information in project activities.

({4

Hi€u bao nhiéu,

thuong bday nhiéu

29

This campaign focuses on conveying an important message about the
importance of understanding, understanding and loving. This message
shows the subtlety and meaning of sharing, learning together and

building a united community.

66

Thé@m thuong
nhirng diéu tham kin

29

This message encourages openness and discussion on sensitive issues
such as gender and reproductive health. It encourages the sharing of
personal experiences and provides an atmosphere of safety and trust
so that significant life issues can be discussed.

* Pupils and students:
People including both men and women are
in the learning and development age, need
knowledge about sex, reproductive health
to have the right awareness and decisions in
life.
* Women in the period of childbearing and
reproductive health care:
Women in this stage need knowledge about
health and safety measures during childbirth
as well as how to take care of them after
giving birth, which will help women become
more confident and better manage their own
health and children.

* Parents:

Parents need information and guidance
to help their children understand gender,
reproductive health and build a positive body
image.

* Online community:

People who are interested in topics of sex
and reproductive health on social networks
and online forums.

e Social organizations:

Organizations focused on education, health
and community development can collaborate
and participate to spread messages and
knowledge.
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SOCIAL NETWORK

Use social networking platforms such
as Facebook, Instagram to share
campaign content, images, videos and
messages. This is a good environment
to connect with people, create
engagement, and interact.

TALKSHOW
AND WORKSHOP

Organize live talkshows, workshops,
seminars with the participation of
experts, researchers and target
audiences to create an environment
for discussion and direct information
exchange.

WORKSHOP

health care:
Organizing workshops on
reproductive  health care for
women, providing information on
the menstrual cycle, health check
and prevention of problems related
to reproductive health .

* Sex education: Organizing sex
education workshops for both

* Reproductive

men and women, helping to
increase awareness of rights
and responsibilities, preventing
pregnancy and protecting

reproductive health.

* Confidence and positive image
building: Workshop focuses on
building confidence and positive
body image, helping young
people  confidently  overcome
social pressures about shape and
appearance.

TALKSHOW

e Open discussion: Organize a
talkshow with the participation
of experts and speakers with in-
depth knowledge of gender and
reproductive health, opening an
in-depth discussion on sensitive
issues.

* Share stories: Invite people with
real-life experiences to share their
personal stories about overcoming
difficulties, motivating and
encouraging you to attend.

e Live Interaction: Enable audience
participation by asking questions
and engaging in live discussions
with  presenters, creating an
open and comfortable discussion
environment.

e Answer questions: Organize
talkshows dedicated to answering
questions and questions related
to gender and reproductive health
from the audience.
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Detailed
o implementation plan

1. Fanpage Facebook

STT Ngayddng Content Angle Outline CAPTION Trang thai
Gan hashtag: #ChuyencuaBim o DUYET .
#Nhungdieuchuadamnoi 1000 chi CAN CHINH SUA
Théng 5

- Nhifng tén goi than thueng moi

Xin chéo xin chaoo, loila Bim day @@@

I 10/5 1. Tén goi ngu’m hay gai (co be wiing kln -
112
2 11/5 2. Vi tri ciia Bim = Blm Ic: Gl'? o] d’uu'? (B|m laco quc:n hB|et Blm dc: Iclu nhu‘ng cht}c ht}n cdc bcm
. sinh duc ela phu nit bao oém am | chitg bigt d Sim hav difd At 1
3 17/5 3. Ngoai hinh ciia Bi - Hinh dang chung cia Bim: kich Theo Blm blet thl co khc: nhiéu chj em \.r{m don
/ - Ngogi hinh cua Sim tl'll.rénc vd hinh dédng (am hd, m&i am Cg.n béy gid, cung Bim tim ra déng vé cia min
4 19/5 4. Tin dén vé Bim - Bim trén truyén théng (trén phim |Dabao gio bqn W hdi, liéu minh cd can *tén trg
Anh norn sev education cdc béi
5 22/5 5. Gia dinh ciia Bim | - Nhifng céu chuyén xay ra khi Bim |'CO BE' SE THAY DOI NHU THE NAQ THEO THG
Icin 1&n Chao ¥in moinmedi Bim d6 auov trd loi rii dé
5] 23-';5 6. Ban bé clia Bim - What's in my bﬂg TRONG TUICUA BIM CO GI?
- == Nhiing nady thuéng: d&
7 24]5 7 Nguﬁiyéu cla Bim |~ Nhl.l'l'lg ngay "dan do” BNGA‘I“' "BEN £O" VA NHUNG BIEU NGUTI YE
) == Nhifng su quan tém tdi tu ngudi
g 12/5 Gidi thiéu workshop 6 bém thdng nﬁm chuanam dé dén ngéy di
NoD . nd . g
0 13/5 6. Workshop1 | Remind lch tham gia workshop 1 M6t cht théng bdo nhb 2
"Get to know your Bim
i0 14/5 - Chao ban r.,l-,'mh la |Remind check mail & COUNTDOWN 6 HOURS LEFT B
i2 [
i 14/5 Bim! Update trong s kién ¥ "Getto know your Bim - Chdo ban minh I3
. ' Dignl" o LIAIBAN™ Yo
12 15/5 Béi cdm an sau su kién [RECAP] WORKSHOP Eetto know your Bim -
- Chdo ban minh
13 26/5 3. Ngoai hinh ciia Bim |~ Hinh dang chung cba Bim: kich TAISAOQ MINH L.l'-\| CO LC'NG NHI? 3
: thutde wéy hinh ddna (Gm héméi dm
14 27/5 6. Banbé ciaBim |- Nhimg hinh dang déc ddo cla COBE THUONG COMAU GI? ¢ 2
o Bim L
: - Chém soc thé nao cho chudn? BIM VA CONG CUQC CHAM 50C BAN THAN
" 27/5 7. Skincare (vé sinh, tla tét, Iuu y..) MOINGAY
6 28/5 1. Tén goi - Bim dugc lién tudng qua nhiing NHAT KY CUA BIM #2: Chuyén cdi tén
N hinh dnh ndn? (oud du di héng
17 29/5 2 Vi tri ciia Bim - Chife nang cta tifng bd phan NHAT KY CUA BIM #1: Cdc bé phan ciia Bim cd
s trong cdquansinhduc
18 30/5 4. Tin dén vé Bim - Series tdng hop nhiing chuyén la NHAT KY CUA BIM #3: Bim va nhifng
i vé Bim (“Quan hé tinh duc nhigusé |"scandals’
Thang 6
. . - NHAT KY CUA BIM #3: Bim suyt tré thanh
1 5/6 | 4.TinddnvéBim |Dinh kién vé Bim trénphimanh |05t ) i SR Ere Ehan
5 7/6 3. Ngoqu.hmh cla Dinh kién vé ngoai hinh ciia Bim NHAT K,Y [WIEY P]M #4: Minh méc bikini co
Bim dep khéng nhi?
3 9/6 6. Ban bé ciia Bim E‘;C cam tu ti so sanh vai ban NHAT KY CUA BIM #5: Aicling co nét dep c
4 10/6 Ban bé ciia Bim pride month, love is love, nif yéu |NHAT KY CUA BIM #6: Love is love - "Véu" naid
: nif
5 12/6 7.Ngudiyéucia |- Thi thi tham thi: Tdm swvei nguei ay (P1)
Bim Series Tam su cla Bim vdingudi | £ Trudc khi co mat Bim tu tin ngdi day
o Binh ki&n vé Bim trén social BAN CO BIET &
6 13/6 4. Tindonvé Bim |media:
- Ban afm kién thite chuwén "t CAC NHA QUA AO TH NG DANH
7 16/6 5. Gia dinh clia Bim [N&ilo cla di Mai khi mang thai J\rﬂ#a-éiummg thai
g 17/6 7. Ngudi yéu eta |MEME cia Bim voi ngudi yéu Tdm swvdi nguei dy (P2)
Bim
9 18/6 Sudéngthuén1 |- Tinhduc déng thudn l& gi? K&t [ONLY YES MEANS YES #1 - Chi khi déng y moi
o] 19/6 Sudangthuéan 2 |- Ddu hidu cla sukhéng déng  |ONLY YES MEANS YES #2 - Chi khi déng y mdi
11 20/6 6.Banbé ciiaBim |Phim dnh & Am nhac - Nhitng noil NHAT KY CUA BIM #7: Hainh trinh déin thén
i2 21/6 4. Tin dén vé Bim |- Series téng hop nhiing chuyén NHA‘.‘T KY CUA BIM #8: Bim va nhiing
_ Ly od Bies (% Clisrim bA +ink s Adale"
13 23/6 7.Ngugiyéucua |- Nhiing ngay "dén dé" Tdm swvoi ngusi dy (P3)
Bim == Nhiing sy quan tam tai tu
. . . |Cuéc goicudituén: Bé Miem R. Cudc goi cudi tudn: Noilo cua em gdi vé khi
14 26/6 5. Gia dinh cia Bim gi Bim goi choB|mve tinh ’
—  |Chuyénmuc BANCOBIET-C6 |BAN CO BIET @
5 27/6 4. Tin dén ve Bim phdi c6 bé se khit thi mdi tot
16 30/6 | 5.Giadinh ciia Bim |Tam suvéi me vé cach vé sinh cg 1™ 5% Me

Trrdic khi c6 thiy cé, treée khi co bac siva cac
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Thang 7
1 06/07 1. Lam thé nao dé (TAO CHUOQI SERIES MJI: "BIM |BIM KHOE BIM PEP (&
khée KHOE MANH"
2 07/07 2. Skincare thé nao |- Tidu chi lvachon ddvs (dé6  |"Skincare” cing Bim
la tét pH, cong dung, khéng chua
3 08/07 | 3.Outfitof the day |- Quénnhé phihoplamBim |BAN DA MAC DUNG? &
. thndimai {nhitnn tidn ehilitn . .
4 10,07 4. Eto étDay - Thuc phdm gitp Bim d& ETOETDAY #1 8
"rhin kha' (encnla ufne nhidn
1.Lam thé nao dé |- Bim khoe, Bim tu tin (cdc bai |Lam thé nao dé khoe? #2
5 11407 s A e, DIm A
khoe tép se khit vang kin: kegel, .
7 13/07 Gigi thidu workshop Thdu hiéu bdn thén qua sdc mdu hanh phiic -
8 18/07 Remind lich tham gia 1 DAYS LEFT
9 18/07 Workshop 2 (FPT) |Remind check mail FLEX "Chuyén ciia Bim - Sdc mdu hanh phiic”
9 19/07 | "SéemauciaBim” [Update trong sy kién @ ON GIO| "Chuyén ciia Bim - Sde mdu hanh
0 20/07 Béi cam on sau su kién LO4 CAM ON VA HEN GAP LAI
Bai cam nghi sau sy kién €% Thd thi thdm thi cing Chuyén cia Bim €}
1 1407 2. Skincare thé nao |- Cham séc thé néio cho Skincare cho lan da ving kin
lé tét chudin? (vé sinh, tia tét, luu
12 16,/07 3. Outfit of the day |- Thoi quen nhd, hanh phic to |Ngi nude liéu c6 t8t? Cé nén bo dé Iét cii di?
i3 21/07 4.Eto ét Day -Chém séc cb bé lic dén B ETOETDAY#2 8
Thang 8
14 01/08 Gigi thigu talkshow + form Chuyén cia Bim - Thdm thirong ninfng
S Le 4% a A a
15 02/08 Gigi thigu khach mdi GIOI THIEU BAC STVUMINH PHUONG - DIE]
16 03/08 Gisi thiéu nhé tai trg [GIOI THIEUTNTT DONG HANH I'm nature - v{
i7 04/08 Pén Talkshow co gi? TAI SAO NEN TOH TALKSHOW CUA CHUYEN CUA Bl
Talkshow "Thdm P - PR P
. 1 DAY LEFT] Talkshow dau ti Ch
8 05/08 thudng nhitng diéu Remind lich tham gia talkshow |[ ] ow dau tién cua Chuyén cua
19 05/08 tham kin" (HN) Mail xéic nhan tham dy - giti  |[[CHUYEN CUA BIM] Xdc nhéan déang ky tham gi
20 | 06/08 Update trong su kién UPDATING | TALKSHOW "THAM THUONG NHUNG
21 07/08 Mail céim on - gifingay 7/8  |[TALKSHOW] CHUYEN CUA BIM CAM ON
22 0s8/08 Bdicdm on + Form ddnh gid su|[LOI CAM ON]
21 10/08 RECAP [RECAP] TALKSHOW "THAM THUONG NHUNG DIEU
22 12/08 Bao luc gidi Cdc dang vé bao lyc gidinhy | Diéu gi tao nén b.ao Luc gidi hién nay? Mét sé
(Table Il.1.1.Facebook content)

2. Instagram fanpage

Outline

Content Angle

- Téng hop mét vai du an vé vulva

10/7 me&:,hmﬁ'iﬁz?" vinh ;gidﬁ dat dugc thanh tuu trén thé
I
) i B phan cdu tao nén Bim (tap trung
12/7 GH.HM;;::??“T thudng |, 50 hinh &nh va chifc ndng sinh hoc
i cua Bim)
147 GAME: Nhin hinh doén chit |- Goi tén bd phan cia Bim

- Céu hdi vé chuyén quan hé tinh
duc (Quan hé tinh duc nhiéu s& lam
cé bé réng ra; Phu nl phdi cam théy

18/7 Q&A: Gidi dap chuyénie #1 |dau ddn vao Ian ddu tién khi quan
hé;...) => Gidi dap thdc méac. dinh
chinh tin don => Bua ra tips. kién
thic chuyén mon

20/7 FACTS: 5 diéu ban chua bi€t |- Nhimng bai tap luyén 1ot cho suc

vé Bim khoe clia Bim (Kegels, Arobics,...)

22/7 MEME: Hinh anh Bim trén - Hinh énh trén cac bd phim vé gido

truyén thong duc gidi tinh

100 Capstone Project

24/7

GAME: Nhin hinh dodn chir

- Doan tinh trang suc khoe cua Bim
(khi hu)

26/7

MEME: Hinh anh Bim trén
truyén théng

- Nhifng c@u néi hai hudc

27/7

Ban chua chac da hiéu Bim
dau

- Cau hdi xoay quanh chi dé vé cé
bé (vi dy: ¢c6 bé co thé tulam sach
dugc khong?)

- Dat nhirng cau héi ma Bim thudng
bi hiéu lam

=> Dua ra nhirng kién thic tha vi,
dinh chinh nhifng hiéu 16m dua trén
kién thirc khoa hoc

28/7

Q&A: Gidi dap chuyénie #2

- Cau hdi vé chuyén quan hé tinh
duc (Quan hé tinh duc nhigu sé lam
c6 bé rong ra; Phu nir phai cam thay
dau ddn vao lan dau tién khi quan
hé;...) == Gidi dap thac mac. dinh
chinh tin don => Bua ra tips. kién
thire chuyén mon

2.1. Workshop

(Table Il.1.2.Instagram content)

2. Event activities

2.1.1. Workshop 1: “Get to know your Bim - Chao ban, minh I& Bim”

Active content

Goals, requirements

Campaign Execution



2.1.1. Workshop 2: “Chuyén ctia Bim - Sdc mau hanh phtc”

Goals, requirements

Active content

2.2. Talkshow 2: “Chuyén ctuia Bim - Thdm thuong nhirng diéu tham kin”

* Create empathy and understanding about difficult issues of women.

* Spread a positive atmosphere, a safe space, encourage and enhance the spirit of
learning and sharing

* Provide additional expertise on sex education and reproductive health to attendees.

* Talkshow name"Tham thuong nhiing diéu tham kin”
*  Eventtime: 14:00 - 17:30 (August 6, 2023)
*  Venue: 25T2 Building — NO5 Nguyen Thi Thap, Cau Giay District, City. Hanoi
* Participants:
» Students, students from universities
+ Office staff
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* Estimated number: 40-50 people

e Main activities:

Part 1: Introduction of the program and sponsors

Part 2: Knowledge sharing from expert speakers with two topics, reproductive
health care and education about safe sex.

Take a break between classes and play interactive minigames that give gifts
to participants

Part 3: Summarizing and giving gifts to talkshow attendees

Implementation

e progress

1. Communication activities

1.1. Production Schedule

MAY JUNE JuLy AUGUST
Week 1| Week 2 ";"‘ Week 4 | Week 1 o |Week 3 [ Week4 | Week 1| Week 2 | Week 3 | Week 4 [ Week 5 | Week 1 | Week 2
(01/05 | (08705 s/05 (22/05 | (29/05 ('0"5,"0“ (12/06 | (19/06 | (26/6 | (03/07 | (10/07 | (17/07 | (24707 | (31/07 | (07/08
5 5 ! 5 = T 5 5 B 5 2 5 = = =
07/05) | 14/05) 21/05) 28/05) | 04/06) /06) 18/06) | 26/06) | 02/07) [ 09/07) | 16/07) | 23/07) | 30/07) | 06/08) | 13/08)
Plonc!prolect Team | 17/04 | Complete
overview
Content
Planning for Team | 23/04 |Complete
MSI (R1)
Content MSI +
Planning for Team 27/04 | Complete
MsI (R2)
Plan an
overview I'm 20 + 04/05 | Complete
contentfor’l | Team
Facebook [ 20*
1 Content
(May) | Planning
content for
Facebook Team | 07/05 | Complete
Fanpage
(May)
Preparing
content for 08/05
Facebook Team - Complete
Fanpage 29/05
(May)
Instagram
Come.m Team | 09/05 | Complete
Planning
(May)
Instagram
2 | Content |Manage and
(May) schedule
Instagram 10/5 -
content Team 28/05 Complete
uploads
(May)
Planning for
Team | 08/05 | Complete
WS 1 (Moy) / °
Allocate
content 10/05
deployment Team - Complete
3 “1“(’;?‘;" staff for WS 1 15/06
") [ May)
Manage and 12/05
schedule
Team - Complete
content for 15/05
Workshop 1
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Content
moderation
Facebook
Fanpage
(May)

Owner
of
Project

09/05

1/05

Complete

Manage and
schedule
content
upload on
Facebook
Fanpage
(May)

Team

10/5 -
28/05

Complete

Preparing
content for
MsI
Facebook
Page (June)

MSI +
Team

09/05

Complete

Censorship of
Facebook
Fan Page
content
(June)

Owner
of
Project

11/05

Complete

Facebook
4 | Content
(June)

Planning
content for
Facebook
Fanpage
(June)

Team

29/05

Complete

Preparing
content for
Facebook
Fanpage
(June)

Team

01/06

Complete

Manage and
schedule
content
upload on
Facebook
Fanpage
(June)

Team

07/06

30/06

Complete

Air content
MSI
Facebook
Page (June)

MSI

01/06

30/06

Complete

Instagram
5 | Content
(June)

Manage and
schedule
Instagram
content
uploads
(June)

Team

03/06

22/06

Complete

Focebook
6 | Content

(July)

Preparing
content far
M3
Focebaak
Page (July}

Team

ozfor

nfo7

Complate

Planning
Foceback

content (July)

Taam

ozfor

Complate

Preparing
content for
Focebaok
Fonpags
(uly)

Team

o2for

3o

Complsts

Manage and
scheduls
conbent
uplood on
Foceback
Fanpage
(July)

Team

06/07

3o

Complste

AF content
M3l
Facebaak
Page (July}

L

oafor

o7

Complste

Warkshop
2 July)

Planning for
WS 2 {July)

Team

06/07

Complate

Prepars
content for
WS 2 (July)

Taam

0607

20/07

Complata

Maonage and
schedulz
content for
Workshop 2

Team

13/07
-20/0

Complate

Instogram
& | Content
(July)

Manage and
scheduls
Inztagrom
contant
uploads
(July)

Taam

o4fo7

o7

Complate
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Planning for
W52 Team | 28/07 |Complets
{August)
Contact o7
sponsors for Team - |Complats
cooperation 30/07
Talkshow [ ; 28/07
2 rEporing
CAUOUE) | esio for WS | Team - |Complete
2 (August) 0908
Manage and
scheduls olfos
Talkshaw Team - |Complete
contant 0908
uploods
Manage and
hs?u senedus 02/08
:J Content :;t::nrfm Team - |Complets
{August uploads 0908
1 {August)
(Table 111.1.1. Production Schedule)
1.2. Fanpage Facebook

1.2.1. Fanpage “Chuyén cua Bim”

During the period from 10/05/2023 - 20/08/2023, Fanpage “Chuyén cua Bim” has
deployed a total of 57 media posts and divided into 2 main phases:

* Phase 1 (May-June 2023): “Hi€u bao nhiéu, thuong bdy nhiéu”

* Phase 2 (July-August 2023): “Thédm thuong nhiing diéu tham kin”

Number of deployments: On average, there are 18-20 posts/month on fanpage

The implemented contents were sticked to Content Plan monthly according to the
following topics

* Topic 1“Bim va nhiing diéu ban chua biét”

* Topic 2 “Cudc séng hang ngay cuia Bim”

*  Topic 3 “Nhiing diéu Bim chua dam ndi”

1.2.1.1. Phase 1 “Hiéu bao nhiéu, thuong bdy nhiéu”

Hiéu bao nhiéu, thuong béay nhiéu
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* The contentis deployed under the theme “Bim ar
things you don’t know” - this topic is in phase 1
the project to provide professionalinformation ar
bring images of female genitals to the audienc

gradually

* The topic is divided into 6 content lines related
the life of the character image “Bim”

* Name

e Structure

* Appearance

e Rumor

*  Family friends

e Lover

Mai nho

Moi

Through the character Bim, these content pathways
in the form of professional
information with positive close language and visual
design imagery.

are approached

*  Knowledge pieces are synthesized and referenced
from medical reference books, and they are
moderated by MSI project owners and doctors.

* The image is portrayed in accordance with the
character Bim’s everyday tale, giving viewers and
readers a sympathetic look and progressively
familiarizing

appearance.

them  with this

character’s

* The project also makes use of short movies that
are spoken and animated based on the provided

Long mu

Ion

| CHUYEN

@

W/ cuABIM

Co quan
sinh duc ngoai

&

Co quan

sinh duc trong

Ong dan trimg

Buéng

tring

T cung

Am vat

L6 niéu dao

Cilra am dao

content. The video is created using the existing C3 tir cung Am dao
screenplay and music to create a sense of
familiarity and pleasure.
* Posting frequency: 1 post every 2 days
* Usually deployed time frame: 15h and 20h
* Interactions achieved: 1,306 interactions
D
Théng 5
1 10/5 10/5 Xin chdio xin chaoo, lai 14 Bim déy §36) &) Anh https://prat.sc| https:/www.f{ D& hodin thanh ~ 33 29 3
2 1/5 1/5 @ Biét Bim dd lau nhung chée hén cac ban chua bidt Anh https://prnt.sc| https:/www.f{ D& hoan thanh ~ 25 17 1
3 12/5 12/5 0 Dém thang naim chua nam da dén ngay di Worksho Anh https://prnt.sc| https://www.f{D& hoéin thanh ~ 34 31 6
a 13/5 13/5 £ M6t chiit thong bao nhd Q Anh https://prnt.sc| https://www.f{D& hoan thanh ~ 20 3 0
5 14/5 14/5 R COUNTDOWN 6 HOURS LEFT R Anh https://prnt.sc| https://www.f{Da hoén thanh ~ 21 8 2
6 14/5 14/5 JX "Get to know your Bim - Chao ban minh la Bim!" - KHA| Anh https://prnt.sc| https://www.f{D& ho&n thanh ~ 42 12 2
7 15/5 15/5 [RECAP] WORKSHOP "Get to know your Bim - Chao ban Anh https://prt.sc| https:/www.f{ D& hoan thanh ~ 23 9 )
8 17/5 17/5 @ Theo Bim biét thi cé khd nhiéu chi em hién nay vén Anh https://prnt.sc| https://www.f{ D& hoan thanh ~ 23 8 1
9 19/6 19/5 1 & bao gid ban ty héi, liéu minh cé cén ‘tdn trang’ lai Anh https://prnt.sc| https://www.f{Da hoan thanh ~ 27 14 2
10 22/5 22/5 ‘CO BE' SE THAY POI NHU THE NAO THEO THOI GIAN?] Anh https://prnt.sc| https:/www.f{Ba hoan thanh ~ 28 1 2
1 23/5 23/5 TRONG TUI CUA BIM GO GI? Video https://drive.q{ https:/www.f{ D& hoan thanh ~ 26 6 4
12 24/5 24/5 BNGAY "DEN PO’ VA NHUNG DIEUNGUCI YEU BIM LA Anh https:/prnt.sc| https://www.f{ D& hoan thanh ~ 19 6 0
13 26/5 26/5 TAI SAO MINH LAI CO LONG NHI? S Anh https://prnt.sc| https://www.f{ D& hoan thanh ~ 724 26 1
14 27/5 28/5 CO BE' THUONG CO MAU GI NHI? @ 2 Anh https://prnt.sc| https:/www.f{Da hoan thanh ~ 22 5} [
15 27/5 28/5 BIM VA CONG CUOC CHAM SOC BAN THAN MOI NGA Anh https://prnt.sc| https:/www.f{D& hoén thanh ~ 26 o 2
16 29/5 30/5 {ENHAT KY CUA BIM #1: Cdc bd phén cla Bim cé chir Anh https://prnt.sc| https://www.f{ D& hoén thanh ~ 25 2 [o]

(Table Ill. 1.2.1.1.a.Statistics of Facebook content in May)
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BIM’S DAIRIES (NHAT KY CUA BIM)

If the group’s content channel was used
intermittently in May, the material of “Chuyén
cua Bim” was delivered more clearly and
broadly in June. Stories about everyday
life combined with professional knowledge
are collected under the primary title “Bim’s
Diary” - where Bim’s character may simply
communicate and confide in readers facts
and words. Tell a day’s tale, elicit good
feelings, and transmit joy and happiness
through the message at the conclusion of the
day.

@ Chuyen ctia Bim

NHAT KY CUA BIM

S5 CheédoxemIusi = Che do xem bang feed
8 bai viét - 20 muc -1 ngui déng gop -

o) Thich
[

CAC BO PHAN CUA BIM
€6 CHIFC NANG Gl ?

SHARE WITH PARTNERS (TAM SU V31 NGUOI AY)

This is the direction of the material that the
project team intends to synthesize and reveal
hidden tales that are difficult to convey when
the character Bim enters a relationship,
focusing on friendship concerns and
challenges linked to love sentiments. “Tdm su
véi ngudi dy” intends to communicate sexual
difficulties, about red light days, care, and

; Chuyén ciia Bim Album Tam su cung ngudi ay
4% 10thge-@
= s o Chuyén cua Bim
1 €
Tam sy voi nguoi ay @ 7thg 6@

B Trudc khi cé mét Bim ty tin ngdi ddy chia... Xem thém Tam sy voi nguoi dy (P2)

"Ngudi dy" biét chdm séc, biét quan tam, bi... Xem thém

fm cdnanh muagikoy

Fo CHUYEN
$ cuaBiM e
@ CUA BIM

Tam su véi
ngugi ay

2 Téc minh dai ngdy mét dai thé
nay c6 xau khdng?

2 Cothé minh thay déi ngay
mot nhiéu vay?

2 Mau da cia minh trong khong
tréng hong c6 sao the?

2 Di"Dau" sap dén roi, tinh cach
minh thay d@i liéu moi ngudi
6 ghét minh khong?

recommendations with readers in order to
assist individuals approach the process of
growing towards love feelings more freely.
Expert expertise and guidance are also
added into tales in this content form to assist
the narrative line provide accurate, complete,
and succinct information.

Album Tam sy cling ngudi ay
.| Chuyén ctia Bim
23thg6- Q@
Tam su vdi ngudi dy (P3)

() D& bao gig cac ban tu hoi ban than réng,... Xem thém

CHUYEN
! CUA BIM

HOP HAY.
KHONG HOP
TRONG CHUYEN "YEU"?
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1.2.1.2. Phase 2 “Thdm thuong nhiing diéu thadm kin”

ONLY YES MEANS YES (TINH DUC DONG THUAN)

Tham thuong nhimg diéu théam kin

“Only Yes Means Yes” is used as material to effective inter-party contact are critical for
bridge consenting sex. Articles that aim to theapplicationofthisconceptinallsituations.
raise readers’ knowledge of the frequently Number of articles in June deployed: 17
difficult subject of sex. This topic not only articles (including 15 articles and 2 animated
includes knowledge, but also advice and videos)

techniques on how to identify mutual consent,
emphasizing the significance of respect in

sex. * Interactions achieved: 424 interactions
The major purpose of consensual sex is * Average: 24 interactions/post

to safeguard healthy and safe sex for « Some posts are delayed and published
everyone while honoring people’ right to self- earlier than expected

* Usually deployed time frame: 15h and 20h

The week of July 1, the project team deploys
posts related to reproductive health care and

seemingly insignificant but tough to
discuss situation in Bim’s everyday

determination. Understanding, respect, and protection of the private area through the existence.
— topic 2 “Cubc s6ng hang ngdy ctia Bim” * “Skincare cung Bim” is a type of
Y E— — : = - e — —— * The project team has brought intriguing creative material used by the team
17 28/5 3/6 NHAT KY CUA BIM #2: Chuyén cai tén Video " https://www f{{Dahoan thanh ~ 22 5 2 . . . .
R D T tos: vy {D8 ot thanh = 2 ; material about how to take care of the to provide intimate health care
19 7/6 7/6 NHAT KY CUA BIM #4 Minh mdc bikini co dep khéng ni Anh https://www f| D& hoan thanh ~ 26 2 H H H H
20 9/6 8/6 NHA‘IKYCUABIM#S:Aicﬁngcdne‘tdgpcﬁ:riénggmi Anh @:waw.f Dahoan thanh ~ 22 3 bOdy by expreSSIng the Content vid the QUIdonce Ond SuggeStlonS TO
21 12/6 10/6 Tam suvoi o a Anh https://www.f{{Dé& hoan thanh ~ 26 3 H H H H
o Tolc —|NBATRY CUb B € Toveisiows - Veurmio micilag] ot , e = - issues Bim frequently faces when his make the content more accessible
23 13/6 13/6 BANCOBIET @ | 3 Anh " t.sc|https://) [f{Dahoan thanh ~ 26 1 i 1 1 i H H i
S e o I 2 ! per!od arrives and the technlq.uesthot can to regders, it is written in o cheery,
% |k 76 |Tamsuvsingui dy®D ______ Ao iomt s/ s /v 1B hon thinh 2 5 assist Bim overcome that time. Health, hilarious, and entertaining tone.
26 18/6 18/6 ONLY YES MEANS YES #1 - (hi khi dongy mai la dong y Anh ://prt.sc|https://www f{Dé&hoan thanh ~ 21 5 . . . . .
27 19/6 19/6 | ONLY YESMEANS YES #2 - hi khi déngy mei laddng y Anh Ilprmtsc|hitps [www f{Dahoan thanh_~ 20 3 3 body hyg|ene, and vital suggestions for S|mu|tqneous|y’ brief phrgses are
28 20/6 20/6 NHAT KY CUA BIM#7 Hanh trinh dan than vio Showbiz Anh ://prat.sc|https://www.f{D& hoan thanh » 24 2
2 22/6__[[6OC KHAO SATIY Roh J/protsc] htps //wew £{Da hodn thanh + 5 2 females, as well as students who have chosen to better complement the
30 21/6 22/6 NHAT KY CUA BIM #8: Bim vé nhiimg " 3 Anh -//prot.sc|https://www.f{Dahoan thanh ~ 18 2] . . .
31 23/6 23/6 | Tam suvoi ngusi dy (P3) Enh J/prot sc|https://www {{D&hoan thanh ~ 20 B gone through this experience. material and tone.
32 27/6 27/6 BAN COBIET & ) Anh -//prnt sc|https://www f{Dé&hoan thanh ~ 15 0 . . . . .
33 26/6 29/6 | Cudcgai cudi tusn: Noilo cuia em gai ve ki hu Video htps://drive ol https-/[www.f| D& hodn thanh ~ 22 3 e The contents are distributed into 2 main Imoge.
(Table Iil. 1.2.1.1.b.Statistics of Facebook content in June) directions “Et-o-ét Day” and “Skincare * Implemented as Multi-photo, split
cung Bim” into smallimages with accompanying
D3 i 99999 g S . ° « “Et-o-ét Day” is a collection of media tips
W (e posts on the challenges that the * Bright colors create a healthy feeling
character Bim and her female pals and are friendly to the reader
i o . . .
868 wong e v, 2304 endure throughout the menstrual » Title: big and clear design, easy to
Host déng cycle. This is a means for the project read.
Lt uong dcvdi ba vit - team to express sympathy for the
Cam xdc ve bai viét
. 0 /_,
Luqtcllckvaollérsksét I@ Chuyén Cﬁa Blm ey
Binh luan v& bai viét
110

v Skincare cung Bim CEPRUSETl & B2cChedoxemlusi = Che dd xem bang feed
ISc:qut chia sé bai viet 4 bai viét - 13 muc - 1 ngudi déng gép - Qo

o Thich (J Binh ludn /2> Chiasé f-

Dai tugng
Quéng céo nay da tiép can dugc 7.124 ngudi trong d6i tugng cla ban.

i -t b aurt v
Moi ngudi Vi tri quang céo Vi tri Garm ° §amm ° . ca o ° G ° @

Rifa sach hang ngay

s i s g 3, i B e 1 g v i
DBy BAG oSt S s M ieg 5T e A1 nhe kB2 chira e
s hat gy kich ome

Don gidn trong viéc lam sach Sir dung nurde im Trénh sir dung san phdm vé sinh Hay nhe nhang trong qud trinh

01 i 90 G0 M 50 e AN s e |

30% va noi K‘H(]NG v6i xa phong, KHONG ty § thut rira 6 hurong ligu qué ndng Iam sach ban Bim it e
20% céc chét tao bot
10% o g ]
0% —— o __. v |
13-17  18-24 2534 3544 4554 5564 65+ % y I % .
4 N
- | == | |
Chi tiét vé doi tugng o L ° == ° e 1 [ THAY DO LOT MOI NGAY | ] :
Vi tri - S6ng tai o AR . Lua chon d3 16t phii NG LUU ¥ TRONG QUAN HE TINHDy, .
Viét Nam Tia tét vang kin Y 0 phu hop g 9w 1
’ - - | P - sk

(Table Ill. 1.2.1.1.c. Overall reach statistics)
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The second half of July is the time to conduct
communication for offline Workshop activities
that took place 1 week before and during the
event to call for participants to register and
know more about the event.

Content is written and prepared 2 weeks
before the event, including the pre-event,
during and post-event phases.

Footer of the article must be identical with
information including time and location of
the event; as well as event-specific hashtags

and call-to-action (CTAs)

The required information must be clear and
accurate and exciting to create a highlight
to attract readers to participate in the event
more.

*  Number of posts deployed in July: 14 posts
(including 12 articles and 2 videos)

* Usually deployed time frame: 20h

* Interactions achieved: 426 interactions

* Average: 26 interactions/post

The first two weeks of August are the final
stages of the project “In journey to happiness
with “Chuyén cua Bim”. This is also the time
when the Talkshow “Tham Thuong Nhiing
Piéu Tham Kin” marked the milestone of the
interactive phase of the project for the topic
3 “Nhing diéu Bim chua dédm néi”.

 Communication  activities on  the
Facebook Fanpage are focused on
communication for the project’s talkshow
on August 6. Because this event involves

Album TALKSHOW "Tham thuong nhiing digu tham kin”

4., Chuyén clia Bim .
1 thing 8 iic 15:00- @

[TALKSHOW] Chuyén cua Bim - Tham thwong nhiing dieu tham kin &
) Ban 6 biét ring stc khde sinh sdn cla phu nif ludn 13 mét chi &8 quan trang, nhung ddi khi
lai gap kho khan trong viéc th3o lun va chia 587 D6 chinh 13 Iy do tai sao ching minh - Chuyén
clia Bim t8 chie budi Talk show: “Thim thuong nhiing digu thim kin® &
s Vi muc tidu tao dugc sy dong cam, thau hiu vé nhimg van §é kho néi clia phy nit. Chuyén
cia Bim mong muén talk show c6 thé ndng cac tinh than ... Xem thém

o gove ... Bus

o -y . - = =

l TALK SHOW

stakeholders, the information provided

THAM THUONG

r——— on the fanpage must be accurate and Y & £ i
[ o hd . . ] [ - , Pag NHUNG PIEU THAM KiN
Théng 7 consistent throughout the event.

34 30/6 2/7 Tamsu Me = Anh https://prot sc| https://www f{D& hoan thanh ~ 16 m 06/08/2023 ® 14:00-17:30

35 6/7 6/7 BIM KHOE BIMDEP Anh https //prnt.sc|https://www f{D& hoan thanh ~ n H N H H

36 10/7 10/7 |ETOETDAY#1A Rnh https-//prot sc] https //www f| DA hotn thanh ~ 77 * Event content is divided into media posts TANG 3-;‘0* N“::‘-"n- NM-'&‘

37 /7 /7 Lam thé nao dé khoe? #2 Anh https://prnt s https-//www.f{ D& hoan thanh ~ 17 H P. NGUYEN TH| THAP, TRUNG H

38 13/7 13/7 | Thé hidu ban thin qua sde maw hanh phic - Banda t Anh hitps //prt sc https //www f|Da hoan thanh ~ 62 51 7 that give purpose, oppeol, updotes, and CAU GIAY, HA NOI

39 14/7 15/7 Skincare cholam da ving kin Anh https://prnt.sc| https: //www.f{D& hoan thanh ~ 18 2 1 thOﬂk you notes These stoges in the

20 16/7 16/7__ |'Ngii nude lieu c6 17 Co nén b da It ci di? nh https //prat sc https-//www.f{ D& hoan thanh + 26 2 :

a1 18/7 17/7  |FLEX "Chuyén cua Bim - Séc mdu hanh phic’ DUY NHA Anh https //prt.sc https//www f{{Da& hoan thanh ~ 25, 8 3 process of prepa ring and Conduct]ng the

42 18/7 18/7 1 DAY LEFT Anh https://prnt.sc|https://'www.f{D& hoan thanh ~ 27| 9 2

23 19/7 19/7 | @ ON GIO| Chuyén cuia Bim - Sac mauhanhphic DA| ___ Video hitps //www f{Dahoan thanh_~ 1] 3 2 event are all qpproved and censored by

44 20/7 20/7 LOI CAM ON VA HEN GAP LAl Anh https://prnt sc|https://www.f{D& hoan thanh ~ 29| 16 5 .

45 22/7 | € Tha thi tham thi cing Chuyén cua Bim @7 Anh https //prot sc| https //www f{ D@ hoan thanh_~ 24, 3 2 related pa rtners before belng pOS‘ted on

[ 7K 26/7 | Skincare cing Bim @ Video https://www ]Da hoan thanh _~ [0 e

a7 W7 31/7 |BETOETDAY#2A Anh hitps //prat sc|https//www f{ D& hoan thanh + 9) 1 Fan page. Sidng Wi Bt hoe ¥

Chuyén gia tv vdn sdc khde

cua chudng trinh Bodio VOV

(Table Ill. 1.2.1.2.a.Statistics of Facebook content in July) * Image: color in moodboard, title and logo G 36 tinh ydu

of the event. The layout is well-balanced,
making it easy to see and read.

Number of posts in August: 12 articles
* Usually deployed time frame: 9am; 15h and 20h

¢ |nteractions achieved: 350 interactions

* Average: 20 interactions/post

) D
Hiéu qua [ ) Déi tugng Thang 8
Da chi 299.682 d trong 3 ngay. 48 1/8 [TALKSHOW] Chuyén cuia § A'\nh https://prnt sc|https://www f{Dahoan the » 75 27 1
. T - . 3 49 2/8 GIOI THIEU BAC SI VU MINH Anh https://prnt sc|https://www f{Dahoan the = 16 3 1
Quing cdo ny 4 tiép cin dugic 13.040 ngudi trong ddi tugng cia ban. 50 3/8  |[GIOITHIEU]NTT x DONG Enh hitps://prnt.sc] https://www f{{D&hoan the = i 1
Lugt thich Trang o Noudi tigp can @ 13.040 51 3/8 [GIGI THIEU]NTT DONG H Anh https://prnt.sc|https://www f{{Da@hoan thé ~ 9
Moi ngudi Vitri quang cao Vit 52 4/8 TAI SAO NEN TOI TALKSHOW| Anh https://prnt sc| https://www f{Dahoan the ~ 8 6 2
53 5/8 [1 DAY LEFT] Talkshow da Anh https://drive g https //www f{D&hoan the = 8 1
272 chIphifLuct °1_1°2 g 54 6/8 UPDATING | TALKSHOW “THA Anh https://prnt.sc| https://www f| D& hoan thé = 23
thich Trang 50% 55 7/8 [LO1 CAMON] Anh https //prnt sc|https-//www f{ D@ hoan thé = 20 3
40% 56 RECAP
Hoat déng ;3: L. .
Lugt thich Trang hodc s6 ngud theo dai 10% l (Table Ill. 1.2.1.2.c.Statistics of Facebook content in August)
A 02 0% — .. P —

Lugt tuong tac véi bai viet 13-17  18-24  25-34  35-44  45-54 5564 65+

I 1 3
Luot click vao lién két
. 144

1.3. MSI Reproductive Choices Vietnam Fanpage

Chi tiét vé doi tugng ~
Vi tri - S6ng tai
Viét Nam: Ha Néi (+40 km) Hanoi

Cam xtc vé bai viét
N 2

Binh luén v bai viét

14 Tudi
18- 65+
Lugt luu bai viét
12 Nhiling ngudi khdp vdi
S6 Iuct chia sé bai viét Sd thich: Gidi tinh x& hdi, Doc sach, Hoc tép, Gido duc hodc
11 " Mang xa hoi

(Table Ill. 1.2.1.2.b.Overall reach statistics)
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Théang 5
Content Pillar Dang bai Vé dep cta BPSD nik
Key Message Cang hiéu lai cang Thwong
. . < . - 3. Hinh dang/mau sac da dang cla S . -
Content Angle 1. Dinh nghia ve dep 2. Cau tao cua BPSD nir BPSD niv - 4. Cham soc dinh ky BPSD niv
- Vé dep Ia gi? Vé dep clia ngudi phu nii [- BPSD dwoc cu thanh tir nhitng b - Cac hinh dang khdc nhau cila BPSD |- Théi gian can di khdm phu khoa dinh
duoc tiéu chudn hoa trén truyén thong  |phan nam Tac dung cla tLrng bd phan" nir: hinh &nh, d6 dai, kiéu ddng BPSD  |ky va nhirng chui y trudc khi di kham
nhur thé ndo == Co kién thirc ré rang, hidu sau vé co |nir cia méi ngurdi thudng khac nhau == V& viéc chon cac co s& uy tin
thé minh dya theo 4 tudi pht trién == Thoi gian di khdm khong tring vdi
== Khéng nén so sanh chu ky kinh nguyét, khéng quan hé tinh
- duc, kiéng chét kich thich
Direction - Hinh anh BPSD n{r duec minh hoa nhu (- Sy thay d6i ciia BPSD nif truGc va sau |- Méu sac cla BPSD: khcnhau dya | Céc tips cham soc giip BPSD luén khoé
thé nao trén cac phuong tién truyén khi sinh s@n (hoac thei ky: bé, day thi, trén mau da tw nhién (mau do tia. manh
thong trudc va sau khi sinh) mau héng, mau dd) va tiy thudc vao luu |+ Vé sinh viing kin
=> Co cai nhin don nhan vé qua trinh lwgng méau + Sir dung cdc bién phap phong tranh
thay dbi clia BPSD == Khéng c6 quy chudn cho mau sdc | khi quan hé tinh duc
== T&m Iy thodi mdi hon, trdntrong v& [ cuda ving kin +Tranh diing cac san pham tdy rira
yéu thuong + Di khdm phu khoa dinh ky
: N . < N Anh + caption tiéu g&
- Anh + caption tidu dé Infographic Anh + caption tiéu dé infographic
1nany v
Content Pillar Dang bai Bao lyc gidi trén co s tinh duc
Key Message Chi khi dong y, méi la dong y
1. Cac dang bao lwc gidi trén co so L 3Dnug|uyrukh|mngﬂ1alngoéiy' 4. Cach phong chong bao lyc gioi
Content Angle inh duc 2. Sy déng thuan ciia hai bén \rén co 86 tinh duc
- Nhirng dang bao lwc giditrén CSTD - Tinh dyc déng thudn 1a gi? Két hén c6 |Ly do chn viéc mang thai ngoal ¢ muén: |- Ngan chan bao lyc tinh duc bing
hién nay? Céc téc nhan géy nén bao luc |phai 14 viéc binh thuémng héa cho ddng | chil yéu 1a khéng sir dung bét ky bién nhirng cach ndo?
gidi trén CSTD thuén tinh duc khéng? phap tranh thai nao (do ban than ban => B3o vé ban than trudc cdc tac nhan
== Bao luc tinh duc cb nhidu dang vd  [=> Co thé phan (g trudc nhiing kich  |tinh kndng mudn sir dung) ¢ thé gdy &nh hudng v& mét tinh duc
nhirng anh hudng tao nén nhirng xu thich khéng ¢ nghia 1a déng thudn tinh .
hudng tinh dyc 46 duc => Ap lyc: Phu niF bi bao luc gidi trén
=> Ch&p nhan mdt mdi quan hé tinh yéu |phirong dién i nbi va hanh dong tir
hay vo chdng khéng co nghia I3 luén partner cga minh (khuyén di nao pha
déng thuan vé mét tinh duc. thai, 8 15i 1én ngudi phu ni, bi ngudi
== Only yes means yes (Chi khi dong y |y&u rudng bd, chia tay, khéng chiu trach
méi la dong §) nhiém vi hanh déng cda minh)
Content - DAu hiéu clia bao lyc tinh duc 1a gi? |- DAu hidu cda sy khéng dong thudn: 1&n | Nhirng phan (rng cla phu nif khi phdt |- Cac cdch lién hé vdi cdc té chirc vé
Direction Nhi¥ng hau qua ma nan nhan ciia bao  [tiéng "khdng" “dirng lai, diing vii lyc hién ra mang thai ngoai y mudn (So hai |bao luc tinh duc cho phu nir
Irc tinh duc phai hL’rng chiu chdng tra lai, bi ép budc (hanh dong, It valo 1ang: cam gidc cb don, ¢ 1ap; bdi  |=> Nhfrng noi co thé lién hé nhur: Trung
=> Nhiing ddu hiéu d& nhan ra khiai d6 |noi, thao ting), tinh trang khdng tinh téo |ri va &n ndn; khing hodng tinh thdn va |tdm Tu vén va HE tro Phép ludt cho Phu
dang bi bao lwc tinh duc mat kiém soat ban than; bubn b3 va that |nir (Hai Luat gia Viét Nam), T chirc
=> Hau qua: Ty Iam Gau ban than, trdm |=> Trong tinh duc, bat ky hanh viveet  |vong) Cham sbc va Bao vé Tré em, etc
cam, heang loan, rdi loan gidc ngd, . qua ranh gidi nao cling sé ird thanh
quéy:éi tinh dyc hodc tin céng tinh duc. |=> Nguyén nhan: ty trach ban than vi 03
== Can phai cing nhau ndi chuyén/chia |khdng Ién tieng bdo vé src khde ban
s& vdi nhau vé ngdn nglr clia sy dong  |than, that vong vi cach (rng xir, phan
thuan (rng ctia partner, su ghé lanh clia nhitng
ngudi xung quanh
== N&n tim kiém su gitp & cla chuyén
gia dé giai toa, chia sé, dé dugc hbtro y
te
= —
_ Anh + rantion tidu A8 Infaaranhic Anh + canfion fiu 78 Anh + CF""‘“! PeU as
Thang 7
Content Pillar Dang bai Cham soc siec khoe sinh san
Key Message Bau khoe - Me vui
PP PO .- 2. Cham soc strc khoe trong thoi ki L P .-
Content Angle 1. Cham séc sirc khoe tién thai san mang thai ng 3. Cham soc sirc khoe hau thai san
- . ) . Céch cham soc dé me bau co mét thai - A N
Nhirng budc can thiét dé chudn bi sirc Ky knoe manh: i : Nhirng van dé vé sirc khde thuong gap
khde trurdc khi mang thai: PP sau thai san (bi viém duong tiét niéu,
) P e - Ché db dinh duding ° A
- Tim kiém thdng tin & ho tro S . cang co day chau)
. S Pl - Té&m Iy khi mang thai
- X8t nghigm str¢ khoe dinh ky - Ché d6 Iam viéc, nghi ngoi
- L6i s6ng va ché a6 dinh dudng - LR e => Trang bi kién thirc G tranh gay
o == Me bau nam duoc cac kien thirc s
Content - Chuén bi tinh than . " hoang mang, lo ling cho me bau
Di ; quan trong khi mang thai
Kndm tidn 30 18 gi? Chn chulin bjgi | N mécthé gian cAn thibt a8 kaém
[ 4 - 2 2 A 3 Py a2 . Y - > A
trudc khi gén kha'!r]n’r‘ ‘g tra strc khde cho ba bau trong tirng giai | Tam Iy hau thai sén (baby blue, tram
=> Gidi thidu vé tAm quan trong caa vige | 902N cla thai K. cém sau sinh...)
;hém sbc sirc khﬁeirc:réc khi n?an thai |- 3 thang dau == Dua ra dau hiéu, giai phap kham
nhiFng loi ich va nguy co lién uamg " |- 3théng gilia bénh cho me bau
. £
9 lc quy quan. -3 thang cubi
Anh + caption tiéu dé Anh + caption tiéu dé Anh + caption tiéu dé
Infographic Infographic Infographic

(Table lll. 1.3.MSI Facebook content deployment)

The content of the articles is distributed by topic in the months 5-6-7 based on the request
of the organizer, including: beauty of female genitals, gender-based violence education
and reproductive health care. This content is researched and produced by the project team
according to the content pillar and angle as planned. After that, it is censored by a team of
experts and medical experts before uploading images and content on the page.

Number of written posts: 24 articles
Number of posted media posts: 20 posts
Number of photos produced: 60 photos (Average: 3 photos/post)
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(MSI’s Facebook posts)

1.4. Instagram fanpage
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Instagram posts

chuyencuabiim Theo d5i Nhén tin

34 bai viét 354 ngudi theo déi BDang theo d&i 64 ngudi dung
Chuyén cua Bim
"Th&u hiéu - Yéu thuong - Trén trong”
Nhirng cdu chuyén thi vi vé bd phén sinh duc nir
© Hanoi
Link talkshow © © ©
@ bit.ly/ThamThuongNhungDieuThamKin
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Instagram, in comparison to the initial
concept, is a parallel content deployment
project platform, although not as robust as
Facebook. The articles are largely visual,
and the information is varied based on the

Hiéu qua (i ]
Da chi 299.059 d trong 5 ngay.

Luot click vao lién két ° Ngudi tiép can © 7.726

target audience’s approach. The project 410 Chi phi/Lugt dickvio @ _
team calculated and planned the image’s e sk
preparation and emphasis on the platform in —

advance. Content should be more visual and
engaging with readers, and vital information
on Instagram capabilities like Stories and |G
Reels should be kept up to date.

Lugt phat video trong t6i thi€u 3 giay
I 2373

Lugt click vao lién két
. 410

Cam xuc vé bai viét
845

S6 luot chia sé bai viét

boitugng 110

Quang céo nay da tiép can dugc 7.726 ngudi trong déi tugng cua ban. Lo . o
Instogrom is interested in portICIpOtory ac-

tivities and genuine individuals, therefore
routes connected to  community activities
70% gain attention in addition to  professional
60% . . . .
50% material. One of the important strategies in
40% . . . L.
30% sharing information and optimizing the cam-
20%
o Be B

13-17  18-24  25-34  35-44  45-54  55-64 65+

Moi ngudi Vi tri quang cdo Vi tri

paign is advertising to extensively communi-
cate the meaning of community activities to
the target followers

*  Number of ads: 1 post

Chi tiét vé doi tugng ~
Vi trf - S6ng tai  Postreach: 7,726
Viét Nam . .

e Link clicks: 410
Tudi
18 - 65+

(Figure Ill.1.4.0Overall reach statistics)

Overall, team have been successfully implemented the amount
of media posts on Facebook and Instagram Fanpage, which has
gained an expected result of spreading messages and reaching
out to media users. The content topics have been delivered in a
diverse way which contain many aspects of reproductive health to

2. Communication Costs

the audience.

-
x
-
=
=
>
(72

give an accurate information for readers, as well as the creative
content format including photos and videos. Both social media
platforms have a quite amount of interested followers and the
gradual post tendency which makes the platforms more visible to
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1 post | 200,000 200,000
Facebook Ads 1 post | 300,000 300,000
Media chamel| | OCEPo0K i post | 70,741 70,741
Book
Fanpage/Community 0 post | 300,000 0
Instagram Instagram Ads 1 post | 300,000 300,000
Book PR articles with o post | 1,200,000 0
. available content
PR/Journalism Newspaper ook PR articl o
ook PR articles wit 0 post | 1,000,000 0
available content
Total 870,741
(Table Ill.2.a. Communication costs overview)
Time
STT CATEGORY
May June July August Total
Facebook Ads 1 1 1 3
Online media | Facebook | gook Fanpage/
! channel Community 0 0 0 0 0
Instagram | Instagram Ads 0 0 1 0 1
Book PR
qrtlclgs with 0 0 0 0
available
content
2 PR Press Newspaper 0
Book PR
articles with
available 0 0 0 0
content
Total 4
(Table 1ll.2.b. Media channel & PR press cost’s schedule for each month)
Cost of running ads
Number | Unit price Total cost
Stage | Communication Category | Time of |(excluding | (excluding VAT KPI
articles | VAT 10%) 10%)
Increase post Reach 7.1K
engagement 5 people
(key article of | days ! 199,999 209,999 Interact with
Facebook the month) post
June 5
Page ads days 1 o] 0
Increase 5
Instagram personal visits | days ! 0 0
Total 209,999

Campaign Execution
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Increase post 3.1.1.1. Timeline
engagement 3 0
(key article of | days Stage Time Work Time Personnel
Facebook the mont h) Prepare 14/05/2023 Arrange workshop space 2h Project member
Reach ) -
July Page ads 5 1 299 682 314,666 996-2,9K Part l Open to welcome 18:30 - 19:00 Welcome guests to the workshop 30p ;rolject.member'
days guests elonning
people/day -
Reach 7.726 19h00 - 19h10 Introducing Melonning project and partner 10p E‘sz;;i::mber’
Increase 5 people Part 2: Warm up — — -
E | : Col he ch t
Instugrdm personal visits | days 1 299,059 314,012 410 clicks for 19h10 - 19h40 B:ﬁerlennu activity: Coloring the character 30p Project member
link
- Brief introduction of sex education on female
Total 626,678 Part 3: Content 19h40 - 20h10 BPSD and reproductive health care to raise 20 Project member,
| t Deployment awareness among participants P Melonning
ncrease D‘Oi 5 R h1674 - Introduction to female BPSD divisions
engagemen each 1,
999 i 1 70,741 70,741 Flashcard game: Players describe and share
(key article of | days people 20h10 - 20h40 : 9 - Piayers | 30p Project member
Facebook the month) Part 4: Interactive feelings about keywords in flashcards
August activities Experiential activity: Play Bingo game and )
Page ads djys 0 o] 0 1910 - 19h40 color Bim character (2nd time) 30p Project member
_ Guests share their feelings about the workshop Project member,
Instugrum InCI'E‘{IJS\lE‘ it d 5 0 0 0 20h40 - 21h00 (Writing paper for Bimbox) 20p Melonning
persondal visits ays Part 5: The End
21h00 End of the worksho Project member,
Total 70,741 P Melonning
(Table lll.2.c. Budget of running ads) (Table I11.2.1.1.1.Timeline Workshop “Chao ban, minh la Bim”)
3.1.1.2. Actual cost of implementation
* List and tasks of members during event activities CATEGORY STT CONTENT Quantity Unit Unit price paid Total amount
LOCATION 1 Location rental support 4 day 0 0
STT Name Mission DESIGN, PRINT 2 Printing 1 package 500,000 500,000
1 Nguyen Thu Thuy Full coordinator 3 QR code stand 5 pcs 20,000 100,000
' . s 4 C 5 b 44,000 220,000
o Check-in participants ToOoL rayen ox
2 Pham Thi Hai Yen . Flashcard 60 paper 3,000 180,000
Upload media post
Total 1,000,000
3 Hoang Phuong Nhi Media Residual amount 0
4 Nguyen Luu Duc Takecare . -
guy (Table 111.2.1.1.2.Actual cost of Workshop “Chao ban, minh Ia Bim”)
5 Le Do Nhat Anh Media
3.1.1.3. Pictures and Videos
(Table IIl.2. Event tasks) NN LaSssy
s | SN RECAP
3.1. Workshop

3.1.1. Workshop “Get to know your Bim! - Chdao ban, minh Ia Bim!”

e Time: 14/05/2023

e Target: The goal of the “Get to know your Bim!” workshop was originally to
raise awareness through activities that involved exchanging feelings with
straightforward graphics and lifelike colors by educating people about female
genitalia. In addition, the group’s goal for this session is to foster a friendly
environment and suggestions from the young participants.

(Photos from the event)
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Workshop #1:
Get to know you;- ﬁim

c6 gi?

(Recap video image in the event
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3.1.2. Workshop “Chuyén ctia Bim -Séc mau hanh phic”

3.1.2.1. Timeline

Part 3: Painting

- Distributing tools and
painting supplies
- Post media (Story
Facebook, story Instogram,
MC introduces pointing activities post Facebook, post
+ Show participonts how to make a 1hour 30 Instogram)
Deploy painting 16:00 - 17:30  |video tutorial mins - Media: event All membears
Participants started to draw photography
pictures - Support event
participants to make
paintings
- Award for the most voted
S0NgS
Part 4: The End
- Take a picturs
ﬁ;;ﬁ: 17:30 - 17:40 — Tidy up 10 mins Al membars
- Send a thank you letter

(Table 111.3.1.2.1.Timeline Workshop “Chuyén ctia Bim - Sdc mau hanh phiic”)

3.1.2.2. Actual cost of implementation

Stage Time Work Time Hote Personmel
Part 1: The Beginning
i ) Gather members, bring tems to : Work:
1120 - 1200 R304 0 minz + Mount the standes
+ Set the table, cover the  [Allmembers
table Preparation: Flowers, waoter,
+ Fill water for drawing food
Prepars activities (2 big bottles of |Mounting stondee: Duc
12:30-12:30 |Setting up event room Thour  [water) Prepare the camera: Nhat Ank
+ Divide paper cups for Sat-up check-in desk,
positions Haoshtag: Yen
+ Prepare gifts
+ Receive flowers
. - Chack-in: Yen
Open to welcoms . . WHII::I::ma_'_.'nu to join the talkshaw . - Seating arrangement: Duc
- 13:30 - 14:00 |- Check-in 30 mins h .
participants - Stabilizs saats for attandess - Media to take pictures to
check-in for guests: Mhat Anh
MC introduced and started the
program
+ Introduction to the workshop Tok o
Warm up 14:30 - 14:40 |"Chuyén cla Bim - S#c méu hanh 0 mins - omecore: Luc
. - Media: Nhat Anh
phic” (5p)
+ Project owner speaks about the
project (5p)
Part 2: Breaking the lce - Learn about Bim
MC let participants get to know
each other
+ Activity "Each person gets to know - Up story media: Yen - Mhi
lce braaki the person next to them and tell - Media for toking pictures:
C& braaking 14:40 - 15:00 |everyone 3 things they know about 20 mins Mhat Anh
activities .
them - Takecare: Duc
+ The guestions are basad on the - Coordinating around: Thuy
information posted on Chuyén cla
Bim
Start the Slide goame "Get to know
wour Bim”
+ MC introduces the game - Media for toking pictures:
Deploy the game | 15:00 - 16:00 + Participants will discuss the 1 hour Mhat Anh

questions together and giva the best
answer

+ The project owner briefly explains
the content of the answear

- Takecare: Duc
- Coordinating around: Thuy

1 Standee Design 1 piece 75,000
2 Handheld hashtags piece 120,000 246,000
3 Stickers (shipping: 21k) 7 set 30,000
DESIGN, PRINT 4 Gift: Gift card design (5.8x%cm) 35 piece 3,000 85,000
5 TV screen 1 piece 0 0
& Graphic design for WS 20 sheet 2,000 40,000
7 Game slide dasign,ynllpaper for WS . | piece 0 0
session
Canvas (20x20) 35 frame 12,000
633,500
] Watercolor (100ml) 10 bottle 10,000
10 Tissue 50 roll 1,156 57,800
] Milk glue (120ml) 15 bottle 14,000 193,200
12 Single use chopsticks 1 set 4,000 4,000
13 Sparkling powder 5 bottle 3,000 15,000
14 Decorative beads 0
15 Paper cup (270ml) 1 sat (50 50,000 50,000
pieces)
TOOL
16 Pencil piece 3,000 15,000
17 Tablecloth (137x180cm) piece 100,000
18 Rice cake 1 package 20,000 20,000
19 Jelly 1 package 42,000 42,000
20 Flower 1 bouquet 200,000 200,000
21 Snack 10 package 6.050 60,500
22 Chicken hair clip 5 piece 3,600 18,000
set (50
23 Paper cup (270ml) <buy more> 1 piec(es) 55,000 55,000
Total 1,835,000
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(Table 111.3.1.2.2.Actual cost of Workshop “Chuyén ctia Bim -Sdc mau hanh phiic”)
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3.1.2.3. Pictures and Videos

(Photos from the event)

3.2. Talkshow “Tham thuong nhirng diéu tham kin”

image in the event

(Recap video

3.2.1. Timeline

participants

Stage | Tima Work Time Nots Personnal
Part 1: The Beginning
Allmembers
Preparation: Flowers,
water, food
Frapars 13:30 - 14:00 Arrange and sat-up for talkshow 1 higur Mourting stondes: Duc
Camera: Nhat Anh
- Backdrop Set-up check-in desk,
- Tablas and Hashtag: Yen
chairs on stoge -
- Artendes z=ats |- Chau:_:k-ln: ‘Yam + Maba
- Table for gifts - Seating arrangemeant:
- Frame for E::EI )
icturss - coming guests
Open to welcome 14:00 - 14:30 Welcome guests to join the talkshow 30 mins F Doctor, sponsors: Mhi,

Thury

- Media to take pictures
to check-in for guests:
Mhat Anh

120 Capstone Project

MC introduced

Giwve the mic to the singsr,
MC: Duc {running the

14:30 - 14:35 « "Whid mdi nu cudi xinh™ - singer Pham 5 mins Empty stage stage)
Thanh Huyean Meadia toking pictures at
event
Stobilize attendses
MC introduced and started the - Check-in + up story
program communication: Yen
Warmup =« Project intreduction; talkshow topic - Suppaort to hold flowers
“Thdm thuidng nhiing diéu tham kin® to give to sponsor: Nana
. i + Acknowledgments to sponsors (Im ) Empty stoge - Media for taking
14:35- 1430 yarurs and MSI) (5ph) 20 mins M| live streams | picturss: Nhat Anh
- Representative of I'm Matwre speaks - Run the stage: Duc
(5 minutas) - Coordinating around:
- M3l representaotive speaks (5 Thury
minutes) - Tokecars guest: Mhi
Project owner gives flowers to NTT
Part 2: Content 1
- Stage setup B 12':::;;
14:50 - 15:00 - MC introduces guests 10 mins _ 2 hottles of
+ Doctor Vu Minh Phuong P
Topic "Hiéu boo nhigu, thudng bdy - Run the stoge; give mic:
nhigu™ Cue )
Topic content on reproductive health - Check-in+
care in general and famale genitals in communication: Yen
particular. - Audisnce coordinator:
Content Deployment |ssues are roised: Hanao
- There are improper ways of taking B Lmbcllf - Tokecaors customers:
15:00 - 15:45 | care / Misunderstandings about care 45 mins B 5 EBMJ’ ; Hhi .
- Girls donot know how to take care of i =0 - Toke picturss: Nhat """_"'h
voging to prevent illness - Program coordinator:
- Feeling shy, not daring to share Thuy
problems to solve, understand and love
each other more.
QA
Part 3: Break
30 minutes before break
Tea-break and food —1table time:
Mini-game: Lottery to win prizes _Dcants - Prepare food: Yen, Mana
Minigarna 15:45 - 16:00 « Each person before joining is given a 15 mins — 7 bottles of - Bring fruit to the guest
number tabde: Nana
= 3 prizes for 3 lucky people waEr Mini game:
- Invite the oudience to
the stage: Duc
- Support gift giving:
Children
- Show slide: Thuy
- Take pictures: Mhat Anh
Part 4: Content 2
Thema 2: Thdu hidu 4€ yau thudng”
Theme content about lowve and sex
stories, take the inttiative to have a
safie relationship . .
Interact with the audience E)UR';" the stage; give mic:
The question posed: P
- When s the girlfriend ready for - 1table A
16:00- 16:45 having sex"? (emational, A% mins - Zsedis - Tokecars customers:
) . psychological, method of preparation, - 2 bottles of Hhi :
- . . - waner - Take pictures: Mhat Anh
Content Deployment - Feor of sex (fear of pain, the girl being - Program coordinator:
wide, psychological, body odar, ...} Thu
- How to prevent disease and what ¥
both men and women should do to have
o safe relationship (before marricge
and after marriage)
—1table - Ask the audience to ask
Q&A: to the participating oudience - CSedts questions: Mhi
16:45- 17-:00 Expert speakers answer 15 mins _ o bottles of - Toke pictures: Mhat Anh
= (Quantity: B-7 questions water - Rumn to give the mic to

the oudience: Duc

Campaign Execution 121



Paort 5: The final

- Prepare the comera for
the interview: Yen

- Looking for people and
- Summuary of events 10 mine Emoty =t interview: Mana

- Give gifts to all participants min= mpty stags - Giving gifts to the
audience: Duc

- Show QR to rata: Thuy
- Madia: Mhat Anh

17:00 -1Th1D

Summary - Prepare the camera for
the interview: Yan
- Looking for people and

1T Take o commemaorative photo: MG - P . interview: Mana
1710 - 1720 Guest - Audience members 10 min Empty stage - Coordinating
photography: Duc, Mhi,
Thury
- Media: Mhot Anh
17:20 - 17:30 Clean up and leawe 10 mins Clean up Allmembers
(Table 111.3.2.1. Timeline Talkshow “Thdm thuong nhing diéu thdm kin”)
3.2.2. Actual cost of implementation
CATEGORY No. CONTENT Quantity |  Unit Unit price Total amount
estimate
1 Standee Design 1 piece 75.000 75.000
2 Handheld hashtags 1 piece 30.000 30.000
4 (Gift): Stickers 4 piece 7.000 28.000
Printing 5 Lucky number 1 piece 7.000 7.000
6 (Gift): Design a gift card 30 plate 2.800 84.000
7 Print card 4 card 10.000 40.000
8 Organizer's cards (string + card cover) e plece 10.000 60.000
9 Flowers for guests (Sponsors, MSI, 3 bouquet 100.000 300.000
doctors)
10 Gift box 20 bag 5.000 100.000
Present 1 Glass bog 1 bag 60.000 60.000
12 Gift cup 20 piece 16.500 330.000
13 Loge 2 set 130.000 260.000
14 Water 15 bottle 4000 52 500
15 Paper cups and plates 1 set 85.000 85000
Tea-break
16 Tea-break service 1 session 1.510.000 1.510.000
17 Venue i session 2.600.000 2.600.000
18 Financial support for singers 1 personel 150.000 150.000
Personnel
19 Financial support for collaborators 1 personel 150.000 150.000
Guest 20 Dr. Vu Minh Phuong 1 personel 0 0
Total 5.921.500
sponsor | 21 | Sponsored by Ms| | 3.000.000
Total (deducting sponsorship) 2.921.500

(Table 111.3.2.2. Actual cost of Talkshow “Thdm thuong nhimg diéu tham kin”)
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3.2.3. Pictures and videos

(Photos from the event)

(Recap video image in the event)
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Capstone Project

Overall assessment of the effectiveness

e of the communication campaign

After three months of implementing the campaign “A journey to happiness with Chuyén cua
Bim”, the projectteam moved on to the stage of analyzing the efficacy of the communication
campaign to see if the campaign met its initial aim. Evaluation is particularly significant
since it is a means by which the project team can recognize the benefits and drawbacks of
the entire process, as well as examine the work of the entire team, read and analyze the
findings and data so that it may be improved in future projects.

Wewillevaluate twofactorsin evaluatingthe campaign’s effectiveness: the communication
metrics obtained during the campaign and the media survey from the target audience who
have been exposed to and engaged in the campaign.

1. Statistics

1.1. Fanpage Facebook

S&'ngudi tiép can Lugt truy cap Trang va trang ca nhan

S& ngudi tiép can trén Facebook (D Lugt truy cap trén Facebook (D

29.481 + 155

8,0K

800
6,0K
4,0K

2,0K

0 0
15 Thaag ShangTharigl @haRg BhargTharigt Thagd TharigThang 8 15 Thadh BhangTharigl Ghaag BhangTharigl Thadd ThamgThang 8

(Figure I.1.1.a. Facebook fanpage reach statistics 05-08/2023)
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Ngay

EEE— _

S&'ngudi tiép can trén Instagram O

8.687 1 soxx

3,0K

2,0K

o Thdu hiéu bdn thdn qua sdc mdu hanh phiic - Ban

" dd thi chwa? @ V&i muc dich gidp cac ban tré nha F c...
2 Ngudi dang: Ng Luu Dic @- 13 thang 7- @

1,0K

N e e AL T S Ly L L e i e Pt 0
o Mot s6 thong tin chi tiét chi hién thi khi dat tong t6i thiéu la 100. 15 Thaa§ Shant Tt GThaad Bhank antd Thadd ThardiThang 8

statistics 05-08/2023)

Luot hién thi bai viét @@ S8 ngudi bai viét tiép Q Lugt tuong tac vdi bai
viét

cén

2.386
1.993 702 Lugt truy cdp trang ca nhan Instagram ()
Lugt tuong tac o 1 . 041 T 1884%
©O O @ ® @ 200
72 65 9 5

| 150

100

50

0

15 Thadg Shany Thant@hadd Bhany Thantt Thadd TharThang 8
(Figure 1.1.2. Instagram reach statistics 05-08/2023)
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The article with the highest reach rate is the
video article |G Reels Recap of the Workshop
2 event “Sdc méau hanh phic” with views are
9,256 and 30 shares in there:

* The number of accessible accounts were

7,726 accounts

* Impressions were up to 9,124 impressions
Monitoring the development of the media
channel and improving content and images

chuyencuabiim
Nick re, o

.
(Photos from the event)

(Recap video image in the event)

helped “Chuyén cua Bim” gradually gain
higher recognition on this social networking
platform. Although there are still many
differences in the results of communication
on Instagram compared to Facebook, it
has met the original criteria and goal of
the campaign, which is to bring a positive
community message to more people.

SUMMARY

“Chuyén cua

Bim” and the campaign’s major
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communication channel evaluation team achieved the
aim of boosting the channel’svisibility on online platforms,
with the reach and relative number of Fanpage followers
increasing day by day. Simultaneously, the number of
personsinterested in reproductive health care is growing.
The most visible is the increased number of subscribers as
well as the magnitude of the event with the project team.

Because of the sensitivity and specificity of the media
material on reproductive and genital health, the project

team had to refer to the policy on two social networking platforms to ensure that
the community policies were not violated. This may be viewed as the media team
building investment communicates both the material and the visuals by employing
terms that are nice and friendly with content consumers. All of these materials have
been approved by Facebook and Instagram and are permitted to display advertising
on this platform.

The team plans and controls the mention of sensitive themes throughout the
moderation stage, ensuring that the articles are delivered to the readers in the most
detailed manner possible. To prevent sensitivity and unpleasant community rules
breaches, the visuals are entirely created and animated. However, the project team
must be developed more in order to quickly expand and reach additional target

audiences.

2. Media survey

During 3 months of campaignimplementation,

the team conducted 3 surveys corresponding

to communication activities.

* Stage one: Surveying the level of interest
in the topic of intimate health care

* Stage two: Survey on satisfaction after
Workshop 2 “S&c mau hanh phuc”

* Stage three: Survey on feedback after the
Talkshow “Thadm thuong nhiing diéu tham
kin”

The implementation of the survey helps the
project team to have an overview of the level
of interest of the target audience (students,
female office workers) about reproductive
health care and understanding about access
to media information related to female
genitals.

2.1. Phase one - Survey the level of interest in the topic of intimate health care

This is a survey to learn about the behavior
of social networking platform users and to
utilize their knowledge on how to acquire
information about genitals.

The survey on the level of interest in the
issue of intimate health care, which included
104 persons, yielded a variety of responses.
According to data, 70.2% of participants are
betweenthe agesof 18 and 24, with 51% being
students and 23.2% being office employees.
More than 42 percent of those polled were in
a relationship, while 50 percent were single.

#GIOITINH

8coOmMd

7
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- \
3 \
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/_:' A

SHE TALKS

45K luot thich « 156K ngu@i theo dai

ot © nin

Baiviet  Gidithieu Luotnhic  Danhgis  Reels Anh  Xemthém v

In terms of how they learnt about sex
education, more than 86.5% said they
learned through social networking platforms,
66.3% through school, and more than half
through friends. The majority of survey
respondents were most interested in sex
and menstruation/reproduction information.
The most popular sex education channels
with surveyors are “Sexeduby Trang” (sex
education site) and “Shetalks,” with 82.7%
having seen this information disseminated on
social networks.
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2.2. Phase two - Survey on satisfaction after Workshop 2 “Séc mau hanh phic”

|

fih CHUYEN
%Y/ cuaBIM

06

Chao Bim, minh hém truéc c6 tham gia workshop “Séc
mau hanh phuc” ctia cdc cau. Thay trén FU-HL bai truyén
thong théy la la cing ddng ky thir.

Ko ng& workshop y nghia dén vay @, mac du la con gai
nhung hém dé lan dau biét va hiéu thém vé “Bim” va dac
trdi nghiém vé tranh rat vui vé. C& budi hom do rat tu
nhién va tao cho minh cam giac dé chiu cuc ky.

T4 chi mudn néi cdm on téi cac cdu va chic cho dy é@n
thanh céng dugc mn biét dén nhiéu a

DMN
Sinh vién K15
Truyén théng da phuong tién

 ——
_—
_

After a month and a half of developing
communication content for two social media
channels, the project team engaged in an
interactive phase, arranging community
events with young people from the project’s
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target audience. To address the pain issue
identified in the original survey, we decided to
launch a paper painting class where we could
both communicate basic facts on female
genitals and work and exchange positive,
open thoughts in a secure environment.

PYERIR

Y coaBim

06

Minh chi I&d mudn cdm on Chuyén clia Bim va cac ban
rat nhigu vé budi workshop ngay hém dé. Tha thuc, minh
chua bao gi¢ di workshop va workshop lan dau tién
minh tham gia & trurdng 1a "Sdc mau hanh phac” - mét
workshop "tao hinh" cho Bim. Ban dau, minh d& nghi rang
minh khé c6 thé hoa déng, dic biét Ia trong mét can
phong ma sé dong Ia céc ban nir tham gia.

Tuy nhién, déi véi minh, day khéng chi I& mét budi
workshop théng thudng ma con Ia mét budi chia sé vé
nhimng kién thirc, kinh nghiém ma minh chua tirng dugc
biét, hon nita, minh cing c6 thé st dung nhitng kién
thitc d dé hiéu hon vé nhitng ngudi phu nit xung quanh
minh. Chuyén ctia Bim d& cho minh di tir bat ngd nay
dén bat ngd khac, tir viéc Bim niu chan minh & lai dén
cu6i bugi dén viéc khéng ngan ngai dung tay khong dé
lam tac phdm clia minh méac du ¢6 céc dung cu dugc
BTC cung cdp. Minh tin 1a véi nhifng tréi nghiém cla
minh, sé c6 rat nhiéu nhirng ban khac chua biét téi sé
cam thdy tiéc nuéi phan ndo vé viéc b I& budi workshop
David nay.
Sinh vién K15

T6m lai, minh chi muén cam on Bim rét nhiéuuuu, mong
TruyEn théng da phuang tién 1& Bim sé& c6 thé md ra thém nhitng ws méi hay ho, tha vi
hon trong tuong lai, va chc chan minh sé ri ca céc ban
clia minh dén dé trdi nghiém cing moi ngudi &

— o0

- —

SO on.

The workshop was attended by more than
20 FPT University students, with 90% taking
part in the event survey. The majority of
attendees were pleased with the workshop’s
organization and responded well to the
speaker’s presentation. The information
supplied was thought to be valuable in
improving one’s understanding of female
geniality. 90% of participants rated the
interactive and painting sessions  as
innovative and enjoyable. The remaining 10%
stated that the task takes longer to finish.
Furthermore, some ideas from participants
regarding the preparation of accessories

in terms of colors, napkins, wet wipes, and

—_ — = — — — — 9
i CHUYEN

siiaitaiis | Forte | l l |
66 |

Hello Chuyén ctia Bim, minh biét chuong trinh qua mot
ngudi ban va da follow page cing kha lau réi. Minh |
khong phai sinh vién truéng FPT nhung minh that su rat
an tugng vdi workshop lan nay do céc ban sinh vién
trudng F t6 chire. Ban dau minh follow page vi thay ¥
tudng clia page that sy rat séng tao, téo bao va y nghia. |
Tuy nhién, qua workshop Ian nay minh méi thuc sy cam
nhan dugc cdi y tudng dé dugc hién thuc hod nhu thé

ddng gidp minh bé sung kién thirc ma minh cho réng
minh chua bao gi¢' dam tim hiéu hay quan tam tir trudc
dén nay. Workshop lam minh c&i md hon véi nhitng van
dé ngudi khac cho 1a "'nhay cdm”. Minh xin trén trong |

ndo. Minh dé dugc trai nghiém va tham gia cac hoat |

danh 1&i cdm on dén BTC va mong réng workshop sé
dugc nhiéu ngiroi quan tam hon, dat dugc nhimng thanh
cong trong tuong lai.

Rita 00 |

Cuu sinh vién
Hoc vién ngan hang |

_ = = = = = = = = =4

However, to continue the mining topic after
the event, our team open a tiny mailbox for
attendees to express their comments. We've
learned more about each person’s unique
viewpoint on how to handle the subject of
health care.

The majority of female friends in the audience
remarked that, despite being girls, they knew
and understood more about “Bim” for the
first time that day, and were supplied with
knowledge they had never dared to acquire
or care about. The workshop adopts a bold,
sensitive, yet subtle concept that makes the
experience more comfortable and open.

Fear of participation in a place with many
female friends is something many male
friends have, but they get to meet many new

h CHUYEN
Y/ CUABIM

]!

06

Minh thdy workshop "Chuyén clia Bim - S&¢ mau hanh
phlc” rat dang trai nghiém. Nhirng kién thirc dugc chia
sé tai workshop thure su rat hiru ich véi minh.

Hon nira, hoat déng vé tranh cang rét tha vi, tang kha
néng cam nhan v& séng tao cda moi ngudi. Hy vong
Chuyén clia Bim sé& cé thém nhitng workshop tuong tu
trong tuong lai dé tiép tuc nang cao kién thirc clia moi
ngudi vé "co bé".

Cam on Chuyén clia Bim va Ban té chirc dé@ mé ra mét
workshop méi la va hitu ich nhu vay!

Ca (néc nha) aa
Sinh vién K15
Kinh doanh quéc té

_
R —

friends and learn knowledge that no one
dares to offer. This knowledge is regarded
as novel and beneficial in understanding the
ladies in their life.

In overall, the event was a success; excellent
feedback on workshop activities was
received, and the message and information
were shared with the students; nevertheless,
the project team still has to develop at
the standard level. developed to offer the
complete experience to the attendees.

|1

@) croven
X cvaBIM

06

Minh déng ky tham gia Workshop S&c mau hanh phac
va that sy thdy rat tha vi va bat ngd al! Workshop
Chuyén cta Bim t8 chirc rat khac véi nhitng workshop
ma minh da tham gia trude day.

Minh dugc Iam quen véi nhigu ngudi ban méi va nghe
moi ngudi chia sé vé kinh nghiém va kién thire sau 1tuan
hoc tap cang thing & trudng. Hon nita, minh con dugc
séng tao véi hoat déng vé tranh néi hinh Bim né.

That sir cdm on team BTC d& dem t&i mot workshop
nghia véi nhiéu hoat déng thi vi va nhirng kién thirc day
htruich.

rung o0

Sinh vién K15
Truyén théng da phuong tién

_—
 ——
——
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2.3. Phase three - Survey on feelings after the Talkshow “Thdm thuong
nhirng di€u tham kin”

The Talkshow was organized by the project team in collaboration with
associated organization MSI - Reproductive Choices Vietham and the
brand I’'m Nature at the end of the campaign “A journey to happiness
with “Chuyén cua Bim.”

With a total of 41 persons attending the talkshow, this was the
campaign with the most involvement. This talkshow spread through
word-of-mouth to attract a larger number of participants. Based on
the registration form, a total of 32 individuals registered, and more than
15 people joined as friends and partners who were referred through
mutual connections. According to a project team survey, 93.3% of
participants were highly happy with the program. 90% good response
on the presenters and practical knowledge, and 83.3% happy with the
program substance.

Given the speakers’ expertise and warmth, 100% of the participants
who responded favorably to the manner delicate messages were
communicated were more subtle and open. The content in the
program was organized from simple to challenging so that people
might participate and discuss with the speaker more.

Furthermore, being personally involved in the program’s activities
helped assisting participants in interacting, connecting with the
community, and sharing tough information regarding female genital
health care. These insights were great tools for improving abilities and
learning more about self-loving.
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A separate assessment of the
e pProject’s communication campaign

Positive

Online communication

Offline activities

The tone used in the article was easy to
understand, fully conveying the
campaign's message; Avoided overly
sensitive words and images.

The information was fully sourced, not
copyrighted on images and content.
Articles with medical knowledge and
information were carefully censored to
avoid miscommunication.

The content of the article answered users’
questions, concerns and doubts about
gender and reproductive health, created
understanding and helped them feel more
confident in managing their personal
health.

Called to action readers by providing
detailed and scientific information, sites
and organizations that can promote
behavioral change in reproductive health
and gender, encourage the
implementation of preventive measures
and appropriate care.

Youthful and accessible workshop
activities for the target age group
(drawing pictures, playing flashcards,
talkshow...)

The content of the workshop or
talkshow program created many
opportunities for participants to ask
questions, discuss and interact
directly with speakers or experts,
helping to create a positive learning
environment.

The program created a wide range of
real-world experiences: participants
experience real-world experiences
and apply their knowledge first-hand,
helping them better understand
different aspects of gender and
reproductive health.

In addition to professional knowledge,
activities were organized for
participants to develop
communication, presentation,
teamwork and problem solving skills.

Limits

Online communication

Offline activities

The topics of sex education and
reproductive health care are often
sensitive topics that make some people
feel wuncomfortable participating or
interacting on the site. Chuyén cua Bim
has not received much interaction from
readers.

Because sex education on social networks,
especially in Vietham, has not been widely
disseminated, so many people who
approach the article still have a
not-so-serious attitude.

Some people may disagree with the
messages or values conveyed on the site,
especially if they conflict with their
religious or cultural values.

Topics of sex and reproductive health
are often sensitive topics, making
some people feel uncomfortable or
hesitant to participate in
face-to-face activities, so they have
not received much participation.

Due to financial constraints, the group
has not been able to organize a wider
variety of activities and events, which
hinders the group’s creativity in
content activities.

In some activities, the interaction is
biased towards one-way, when
participants are not confident or
comfortable enough to participate in
the discussion.

Evaluation and Recommendation 133



2. Media channel

e Main communication channel

e KPIs

Below are statistics comparing the
effectiveness of the 2 main communication
channels.

First, we measure communication
effectivenessacrossdifferentonlinechannels,
including Chuyén cua Bim Facebook page
and chuyencuabiim Instagram. The metrics
to focus on are likes, followers, reach, and
engagement. The results of this process will
be thefirst stepin evaluating the effectiveness
of the communication campaign.

* Total reach = reach per post * number of

posts per month * 6
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* Engagement rate = Reactions per post *
total posts / Number of followers

Likes 700 631 89,5%

Followers 900 m 85.6%
1 Facebook

Reach 20,000 29,390 146,95%

Interaction rate 1.5% 2.5% 166.7%

Followers 830 359 43,3%
2 Instagram | Reach 12,000 10,676 89%

Interaction rate 1.5% 1,9% 126.7%

(Table Il.2.Comparison between KPIs and results
obtained from Facebook and Instagram)

3. Expense

Online communication: the team ran 3 ads on Facebook and 1 post on Instagram under
different types of ads and goals. Each form of advertising has its own advantages and
disadvantages.

Facebook
* Interact with posts: reached 7,124 people and 868 interactions with the post

Bai viét dugc quang céo

10 Thang 6 * Do Nhi Ph... 7124 868
M Lugt tuong tac Da hoan tat Ngudi tiép Luct tuang tac vdi bai 2)3313332%0 000 d
== vibai viét can viét o

TAI SAO MINH LAI CO...

* Pros: Generated direct engagement with article content, often resulting in increased
likes, comments, and shares. Showed users’ real interest in content through direct
interaction. Created discussion around the content of the article, increasing the
likelihood of spreading the message.

e Cons: It was unlikely that an interaction comes with a deep understanding of the
message, as some interactions may be just “like” without reading the content.

* Like page: reached 13.040 people and 272 page likes

Quang céo Trang
13 Théng 7 * Do Nhi Ph... 13.040 272 299.682d

e D4 hoan tt s
ﬁ Luot thich Trang Ngui tiép D3 chi tiéu 100.000 ¢

. Lugt thich Trang e
. . can moi ngay
Khéng c6 gi flex ngoa...

* Pros: Created alasting connection between the user and the site, kept them informed
of new content. Increased brand recognition and trust from users.

* Cons: Did not create deeper engagement with specific content, just created a basic
relationship between the page and the user.

* The conversation begins via text message: reach 261 people

Bai viét dugc quang cdo

. . ) 261 -
sz 9Thang 8 * Do Nhi Phu... ) 20.035d
s . - Pang hoat déng Ngudi tiép Cudc trd chuyén bat T

:____g: Tin nhan can d3u qua tin nhén D4 chi tiéu/120.000

===  "Ngu nude liéu c6 tét...

* Pros: Created opportunities for personal interaction and drives engagement through
live chat. Created opportunities to consult and answer questions directly from users.
Cons: Site manager to ensure chats are responded to in a timely and quality manner.

Instagram
* Link clicks: reached 7,726 people and 410 clicks on the link

File phuang tién dugc quang cdo trén
Instagram
30 Thang 7 * Do Nhi Ph... 7726 410 299.059d
Da hoan tat Ngudi tiép D4 chi tiéu 60.000 @
can méi ngay

L e

«. .. u Filephuong tién
*g dugc quang cao
trén Instagram

Luot click vao lien két
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* Pros: Directed users to the fanpage Chuyén cua Bim. Link clicks could be easily
tracked and campaign performance determined based on whether users actually
redirected to the target page..

* Cons: Doesn’t create deeper engagement with specific content, just creates a basic
relationship between the page and the user.

Offline communication

POSITIVE

* Attracted students to participate because the program was quite
attractive, there were many activities and practical gifts, and no cost
to register.

» After each event, our group received many positive feedbacks about
the program and wish to join future events.

* The cost of buying equipment to prepare for the event was more
economical than the estimated cost.

* Expenditures were set outin clear and complete categories, avoiding
the lack of tools / items that affect the mood of attendees and guests.

LIMIT

4. Evaluation of media products

POSITIVE

* The image on the fanpage used the brand identity: Bim’s character
image and the main pink tone, helping to increase recognition with
an approachable, youthful style, suitable for the target age.

+  Communication products were designed in many forms: videos,
images, gif..., which were more accessible and diverse for viewers.

+ Offline media publications were designed to be easy to see, bearing
brand characteristics.
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I I Evaluation
e Of methods

1. Research and analysis method

r - - - - - - - - - - - - - - — — — —/ /7

| The review of research methodologies and information analysis on the issue of |
reproductive health care is critical to enhancing knowledge and giving accurate,

| trustworthy information in this sector. Quantitative research is an essential research |
toolin analyzing the campaign’s success as well as the response of the target audience

' inthe “Chuyén cla Bim” campaign on the pursuit of happiness. |

L — — — — — - — — — — /4 4 & & - = = = = =4

POSITIVE

* Theresearch surveys conducted before, during, and after the project
all got an objective sample of the data, allowing the project team to
see diverse replies on reproductive health concerns.

* Following each survey, there was a favorable shift in the findings.

* Gather information and thoughts on media participants and
followers.

LIMIT
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2. About ideas

- —

These approaches are implemented in the most complete and optimum manner based
on the obtained information and thoroughly applied to the problem to be addressed.
To examine and refine the communication concepts in this campaign, the project team
used the studied approaches (5W1H. - AIDA - SWOT - PESTLE).

POSITIVE

Using these tools to provide an overview and detailed analysis of the
target audience for the campaign.

Answering to questions that outline the ultimate goals and objectives
of the campaign

ldeas are studied from a variety of perspectives in order to foster
critical thinking and identify the best communication solutions.
Using the methods outlined above, the media material is closely
watched and reviewed so that our team can build and enhance the
image and content on a daily basis.

3. Planning and implementing

- —

Planning and implementation are critical components of every campaign in order to
assess its efficacy. Implementation planning assists the project team in defining the
campaign’s goals and scope. Setting precise goals, such as increasing understanding
about reproductive health, increasing community awareness of the initiative, and
establishing an engaging place for the target audience.

L —
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POSITIVE

* The strategy for the entire project is divided into progressive phases
so that our team can track the campaign’s development.

* The distribution of the media strategy; personnel; risks assist team
members in better managing and controlling the quality of output
goods.

* Once a time period is established, the implementation will go more
easily in order to meet the campaign’s deadline.

LIMIT

4. Evaluation and measurement

rFr- - - - - - — - — — — — — — — — — — — —

Post-campaign evaluation and measurement provides several advantages for
assuring the effectiveness and development of future initiatives. Evaluation and
measurement allow us to establish whether or not the campaign met its objectives.
It aids in determining the level of success and offers extensive information about the
outcomes obtained.

L - - - - - - - - - e =

POSITIVE

* The review process will highlight the campaign’s strengths and
weaknesses. This aids in concentrating on the skills that must be
created and optimized for the future plan.

* Having measurement and evaluation data aids in demonstrating
the worth of the campaign to stakeholders such as sponsors,
government, or the community. Post-campaign evaluations aid in
detecting changes in the environment or social condition and making
modifications to preserve campaign effectiveness.

Evaluation and Recommendation
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SUMMARY

Conducting a survey to collect opinions and information about
the target audience allows the group to have an overview of the
importance of reproductive health care issues for each person
while also having in-depth access to the participants’ thoughts,
opinions, and feelings prior to the group’s communication

activities.

o team and stakeholders

1. About the subject

POSITIVE

Evaluation of the implementation

2. Owner of Project

Project owner: Le Ngoc Anh

POSITIVE

The project owner is the one who assists Chuyén cua Bim’s content
and graphics in having the most precise orientations to make the
task more efficient and clear. The project owner has provided our
team members with access to a number of sources for research and
writing so that we are able to supply the audience with the most
accurate information possible.

In addition to providing the material, the project owner serves as
a liaison between our team and Twenties and MSI Reproductive
Choices to obtain media coverage, subject-matter expertise, and
image sponsorship for Chuyén cuia Bim.

After a period of developing Chuyén cua Bim, we have successfully
partially communicated important information regarding genital
care and sex education. Through the inclusion of commonplace
narratives and unpopular realities, viewers are made to feel heard
and are encouraged to love themselves more by Bim’s adorable
picture.

Workshop and Talkshow programs have consistently produced
specific highlights to make it simpler for young people to accept and
have fun with sex, as well as to consider it a regular part of life, with
the goal of establishing a comfortable and sharing environment for
them.
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3. Sponsors and Collaborators

The sponsor of the talkshow “Thdm thuong . .
Nature is an expert in providing goods and 'm Nature frequently makes requests,
. which throws off the timetable and
services for expectant and postpartum .
. makes our team try to catch up to finish
I'm Nature women.  Businesses have hEIPEF’ the the plan Sometimes project
program work as smoothly as possible by re uirements; conflict with the initial
providing gifts and communications. The quire )
) . . objective, but the two sides have
group's competent and proactive working .
. o - X successfully worked together to find a
manner is a benefit in helping them find a solution .
talkshow partner quickly. '
partner quickly Evaluation from
Since the beginning of the Bim Story
project, MS| Reproductive Choices has ® stq kehOIders
served as the initiative's expert sponsor
and media censor. Together, the two have | In the Respond project, a partnership
provided the target audience with insightful | between Chuyén cla Bim and MSI,
and beneficial content. f c:zie: :'fl:?]?ggfzgitngi’::;?;g:og:q"" The feedback and evaluations from our instructor, the project owner, collaborators,
R'Pr:f::cti“ Additionally, the organization makes it and sponsors w.iII be both lessons and .motivation for us t.o learn, im.prove, and
Choices possible for both parties to receive | The talkshow schedule deviates from the continuously refine our work. The compliments and expressions of gratitude make
assistance from each other throughout | original plan when the product is placed us feel valued and cared for, reflecting the trust that everyone has placed in us as
their qcuwueg. which helps our team have | on a table close t? the sguge instead of well as the credibility and reputation of the executing team.
more information and data for the present | the intended location, which may lead to
project. MSI is also very passionate about | issues with sponsor I'm Nature.
supporting the project to identify
specialists, assisting in the smooth
operation and success of the Talkshow.
& — 1. Sponsors and Collaborators
We had Téi 20's initial, fervent support,
but afterwards encountered several
T8i 20 has helbed the Chuvén cia Bim issues with the strategy, which limited We consider it an honor to have had businesses and organizations alongside us the entire
R ep yen cua o my ability to collaborate. Our team time the project was being built. The feedbacks from sponsors and partner groups are as
Téi 20 m't'the. “P t'." now by providing it with encountered challenges while working foll :
greater incentive. They help the group to | “ 0 "= "n S5 - T e oroiect's ollows:
organize and finalize the communication. .p ! . proJ
conclusion the Project Owner and the
Organization had not yet signed the
contract. Feedback from sponsors
(Table IV.3. Evaluation from team to sponsors and collaborators) @ Pa fitms g'g,a;;hnwom K lud 88 gl Workstiop
' s W S3c mau hanh phtic trong File dinh kém
a; Vo qud tinh lam vige v6i hém du an, chi
qua s , chi
,||"|' THAN GUI NHOM FANTASTIC 5, hay nho h"’h'j U tam h a1 Gi du @
4. About the group s e s [ | BTG S or ot bt v
[ 3“!,) " oo st ciing chu dao va can than trong viéc take

Nhitng ngéy vita qua, chiing ta da ciing whau lams vide, trao 461 § kiéh, hoc hoi vit cimg nhau care cac khau chuah bi cho sur kién. Du
vt iy Hich e RESPOND 51 Vit o s i i . e qua trinh truyén thong dién ra hoi voi,
it g tich i K

o i T i mcic by 8 ik o in. N 34 ingvho 0 i nhung nhém van dam bao sé lugng nguoi
Thay ma} I'm Nature, Ch! cam ta trithimh mt gia dink nhs, not mi thanh vien dé o vai trd v § nghia riéng. tham gia sy kién. N&u c6 diéu gi d6 c6 thé
on mn da cho I'm Nature dugc i A itk v trng i 43t i trong qu trinh Lo v 1am t8t hon, chj nghi nhém c6 thé viét chi
v cimg truyén cim hitng va qup bau. Nhing § tling i v sim
; T

ddng hanh véi sur kién y nghia ; i T tiét hon trong cac bai viét recap vé cac noi
néy Chuic cac CI’;U‘UI'.Ig trinh va cfilang»ai’:hmn,ua:ékhaﬂic;.my&qngx:mamujaammeu«fiugcw dung, fllzat d@ﬂg trong su l:énhdé r:Ihl‘.'rng
i iai i ’ R 5 " i chung thye s a g i i g b ngudi khong tham gia cé thé hiéu duoc
*  Our team has mainly adhered to the original plan based on the project owner’s hoat ddng tigp theo ctia Chuyén R e e b el
instructions regarding content and image. ctia Bim thanh céng hon nita b Chn i B D 3 i o i sing b i ing . o truyén tai. o
Knowledge and experi the things that th ins the most during th m— 6.1 chia o6 1S vin. Ch
° €0 cd hoi chia se vai sinh vién. uc nhom
nowledge and experience are the things that the group gains the most during the CZV) g o5 18p tuc phét triéh nhe,
operation. i e Chi Dung
. PR G . 2 Gidm déc Dy dn
*  Our team developed through learning and creativity, and they were completely Tinnhan, @ ooo (] P
committed to the project. I o) < o PHONG TU'VAN TAM LY DAI HOC FPT
*  Teamwork is excellent; members frequently help one another. HA NOI - COC KE
* Ourteam’s strength is its capacity for adaptability and swift problem-solving, which 'm Nature MS Reproductive Choices Vietnam  Phdng tam ly Céc Ké - Bai hoc FPT
is most evident during the Workshop and Talkshow periods.
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Feedback from Dr.Vu Viet Nga

V1. Recommendation

Feedback from Project Owner

3. Capstone Project’s Instructor

Communication campaign of FPT University students - A journey to happiness
with “Chuyén cua Bim” finished; our team has had many experiences and
learned many valuable lessons. However, based on the results and evaluations
reflected above, we would like to make some recommendations so that “Chuyén
cua Bim” project can continue to develop more and better serve the community
in the future. In addition, a few recommendations for FPT university, the next
term students and our team are also a good premise to hope for breakthroughs
in the future.

We truly appreciate the time and effort our instructor - Dr.Vu Viet Nga dedicated to reviewing
and evaluating our work:

1. Recommendations
for the project
“Chuyén cua Bim”

CHUYEN
CUA BIM

Tomaintainalong-termproject,itisnecessary services is needed. Today's young people
to have a long-term plan, with certainty and (especially Gen Z) are very talented and
specificity. It is suggested that the project dynamic. “Chuyén cua Bim” will have new
owner soon approve the operation plan as and breakthrough ideas to help the project
well as the human resource plan, ensuring become more creative in many aspects.

the time and progress of the necessary work. Ensuring  financial  aspects  for  the
During the operation, it is also necessary to development and sustainability of the project
better promote the professional ability of is essential, therefore our team recommends
the members, thereby helping to ensure the thatthe project should collaborate with more
quality of the preparation work. Optimization stakeholdersto exchange and reach common
of recruiting additional collaborative support goals, raising the status of the project for
personnel for communication and event “Chuyén cua Bim”.

Evaluation and Recommendation 145

144 Capstone Project



Up to now, the project has received the attention and love of
everyone. However, in order for the project to go further and
create more value to contribute to the community, the above
recommendations of the group hope to be of some help so that
Chuyén cua Bim project always has a role as a person. companion in
the eyes of the audience and stakeholders - A close, friendly, civilized
project that constantly strives to bring values to the community;
Besides, it also promotes the creation of many similar good projects
in the future.

2. Recommendations
for FPT university

Eﬂﬂ@ Education

FPT UNIVERSITY
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3. Recommendations for next semester’s

students

Indeed, we will have to prepare well to be
able to go out to work with organizations.
Start with a clear understanding of the basic
concepts and principles of communication.
This will help build a strong foundation to go
further in your studies and career.

In addition to studying in school and focusing
on specialized subjects, we also need to seek
a lot of practical experience or learn from
friends, predecessors and teachers. This will
help students develop necessary professional

skills and dont get confused in any situation.
Learning soft skills such as communication,
teamwork, time management and problem
solving are important skills in communication.
Developing these skills will help you shine in
the workplace.

For students who have never worked on
a community project, try it once to feel the
excitement because this is an area with a
lot of potential for exploitation and requires
creativity.

4. Recommended for our team

Although there were no conflicts in the process of working, there were still some points we
needed to improve to optimize the professional capacity of the whole team:
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| A.INTRODUCTION

In this section, we will explain the origins of our project and why we think
| it is important to society. We all know, health is the most valuable asset |
| we possess, and it directly affects our quality of life and our potential. And |

especially reproductive health, because it not only affects personal health
| but also affects the development and happiness of the family and the |
| whole society. We wanted our final basic media campaign to at least have

a positive impact on society. So we are grateful to be allowed to work
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Section C - D (Plagiarism: 1%)
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C.IDEA DEVELOPMENT

| After doing the initial research, we used the insights and knowledge from
our research to develop ideas for our media campaign.

| It took us almost a month to complete the research and planning phase of

| the media mission for Chuyén clia Bim. During the finalization process, we
also received many corrections and comments from stakeholders to

| finalize the plan. The plan presented in this report will list all the
information and all the necessary steps the campaign will go through.
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| accordance with a previously created plan. We will

adhere to the suggested course of action, reduce risks,

and effectively address any issues that may crop up

| throughout the execution phase. We will provide an
overview of the campaign, as well as details on the
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Go for hands-on experience
and practical training with MSI
® Reproductive Choices Vietnam

Media support for MSI Reproductive at Dr.Marie clinic
on August 1st,2023

on May 22nd, 2023
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Join the training course on the topic "Gender-based sexual violence"
with Doctor Do Viet Dung for KOTO students
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Figure and

VI e tables

Figure 1.3.a Percentage of cervical cancer in Vietnam
Figure 1.3.b Percentage of women feel embarrassed about gynecological problems

Figure 1.2.2. World Happiness Rank 2022

Figure 1.3.1. The results of the survey on sexual behavior of 13-17 year old students at 81
schools in 21 provinces, comparing 2013 and 2019

Table 11.1.2. Content reference source

Table I1.2.2. Factors influence the team survey

Figure IV.1.a. Adoption and use of connected devices and services, Data Reportal 2023
Figure IV.1.b. Internet Behaviors in Vietnam, Data Reportal 2023

Figure IV.1.c. Percentage of men and women accessing the media 2022

Figure IV.1.d. Percentage of households owning communication devices and accessing
the Internet

Figure IV.1.e. Statistics on the usage rate of social networking platforms in Vietnam
2023, Data Reportal

Figure IV.2.1. Statistics of Facebook users in Vietnam April 2023

Figure IV.2.2. Statistics of Instagram users in Vietnam April 2023

Table Il. 1.2.5. Visual moodboard
Table 11.1.3. Content route

Table II.3. Execution timeline
Table lll. 2. 1. Online media

Table I. Work breakdown structure

Table I1.1.Budget Allocation

Table I1.2.1.a. Communication costs overview
Table I1.2.1.b. Media channel & PR press cost’s schedule for each month
Table I1.2.1.c. Budget of running ads

Graph 11.2.2.1. Workshop cost overview
Table 11.2.2.1.1. Workshop 1 cost estimate
Table 11.2.2.1.2. Workshop 2 cost estimate
Table 11.2.2.2. Talkshow cost estimate

Table 11.2.3. Human resources cost estimate
Table 11.2.4. Risk cost estimate

Table [Il.1. Human Resource Management
Table V. Risk management

Table Il. 1.1.Facebook content

Table I1.1.2.Instagram content

Table [I1.1.1. Production Schedule

Table Ill. 1.2.1.1.a.Statistics of Facebook content in May
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Table Ill. 1.2.1.1.b.Statistics of Facebook content in June

Figure lll. 1.2.1.1.c.Overall reach statistics

Table lll. 1.2.1.2.a.Statistics of Facebook content in July

Figure lll. 1.2.1.2.b.Overall reach statistics

Table lll. 1.2.1.2.c.Statistics of Facebook content in August

Table lll. 1.3.MSI Facebook content deployment

Figure lll.1.4.0Overall reach statistics

Table lll.2. Event tasks

Table I11.2.1.1.1.Timeline Workshop “Get to know your Bim - Chao ban, minh l& Bim”
Table I11.2.1.1.2.Actual cost of Workshop “Get to know your Bim -Chdo ban, minh Ia Bim”
Table 111.2.1.2.1.Timeline Workshop “Chuyén cua Bim - S&c mau hanh phic”

Table 111.2.1.2.2. Actual cost of Workshop “Chuyén cuia Bim - Sdc mau hanh phuc”
Table l11.2.2.1. Timeline of Talkshow "Th&m thuong nhiing diéu tham kin”

Table 111.2.2.2. Actual cost of Talkshow "Thdm thuong nhiing diéu thdm kin”

Table I11.2.2.3. MC script of Talkshow "Thdm thuong nhiing diéu thdm kin”

Figure .1.1.a. Facebook fanpage reach statistics 05-08/2023

Figure I.1.1.b. Total number of Facebook fanpage followers per day 05-08/2023

Figure 1.1.2. Instagram reach statistics 05-08/202

Table I1.2.Comparison between KPIs and results obtained from Facebook and Instagram
Table IV.3. Evaluation from team to sponsors and collaborators
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