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ABSTRACT

Communications include a variety of aspects and working as a communications officer
sometimes means that the person has to acquire diverse skills and knowledge. During three
months of our capstone project, our team were fortunate and honored to be a part of the
internal communication department of NTQ Solution in Vietnham where we gained various
hands-on experience.

In the first section of this production book, we have tried to provide some information about
the company that we have been working with as well as our major tasks there. We have
joined two main projects, including the internal communications series of events celebrating
NTQ’s 12th anniversary - “SHINE1306: Leap into the future” and the Annual Activities in
order to strengthen the brand through internal communication activities at NTQ.

The second section would elaborate on the theories we rely on during our project as well
as how we have applied them in actual situations. We would like to present our research to
reinforce our plans which shall be clarified in the following part. The production book would
also give more insights into our actual work in NTQ Solution and evaluation from different
parties. There is a section for self-reflection at the end of the book as well.
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. PROJECT INTRODUCTION

1. Project Overview
1.1 Project Title

Campaign to strengthen the brand through internal communication activities at NTQ
1.2 Project Field

Branding is the process of building and managing the image, values and reputation of a
business in the minds of customers and the public. For NTQ Solution JSC, branding
through internal communication activities is an important activity to enhance the company’s
recognition and reputation. One of the important internal communication activities is to create
and maintain an environment and send messages and information about the values, vision
and goals of the NTQ Solution JSC brand to employees. And from there, it will become an
effective branding channel for the company.

2. Reasons for Choosing the Topic & Team
Responsibilities

2.1 Reasons for Choosing the Topic

2.1.1 Team Objectives

» Using the skills and knowledge learned to complete the project and defend the graduation
project of FPT University in Hanoi.

* Having the opportunity to learn and work in a professional enterprise to improve knowledge
and gain experience.

« Participating in real media projects to challenge and discover ourselves in new roles.

* Bringing value to each individual in the team and the company through the campaign
executed

2.1.2 Relevance of the Team to the Campaign

With a passion for communication study, our team realizes the important role of internal
communication in building and developing the NTQ Solution JSC brand. Therefore, we desire
to spread positive messages about the culture, work ethic, and growth opportunities at NTQ
to the employees. Our long-term goal is to create trust and commitment from members of the
company.

2.2 Team Roles & Responsibilities

Our team implemented this campaign with the support of Internal Communications department
and Branding department. We are proud of our roles in this project, which is to spread the
positive message of NTQ and build team spirit in the company. With commitment and
dedication, we hope to make a significant contribution to building a strong brand and creating
sustainable value for NTQ Solution JSC.
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Il. THEORETICAL FRAMEWORK

1. Internal communication definitions

Internal Communications is the process of transmitting information, news, knowledge, and
messages related to a company, organization or business to members, employees and
internal officers in the organization.

The main objective of Internal Communications is to create an environment for effective
communication and provide the information necessary to support daily operations. Therefore,
Internal Communications help members of the organization understand the goals, strategies,
and important information from the company. It also plays an important role in communicating
policies, regulations, events, achievements and other information related to the company. This
maintains consistent information within the organization and creates connections between
departments and employees.

—o
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2. The role of internal communications in a modern
business

2.1 Roles

Internal Communications in today’s businesses play an important role in building and
maintaining a positive working environment, improving communication and creating
consensus among all employees in the organization. Moreover, Internal Communications
help create the foundation for a strong corporate culture that fosters engagement, teamwork,
and performance enhancement. Therefore, it contributes to employer branding and effective
response to changes and innovations in the business environment.

2.2 Differences from before

Information technology and social networks

In the current era, Internal Communications use information technology and social networks
to transmit information quickly to all members of the organization. Email, intranets, internal
messaging apps, and corporate social networking platforms have replaced many traditional
internal communication media such as newsletters and information walls.

Diversification of media

Currently, Internal Communications use various media and communication platforms to
convey information. In addition to traditional communication tools such as email and news-
letters, businesses also use video, live streaming, podcasts, and social media platforms to
engage with employees.

Mobile integration

Internal Communications today are mobile-integrated, allowing employees to access
information from anywhere and from any mobile device. This enhances flexibility and
convenience for employees and improves access to information.

Focusing on two-way interaction and communication

Internal Communications today focus on creating an environment of interaction
and two-way communication. Instead of just one-way communication from leadership
to employees, today’s Internal Communications foster discussion, feedback, and close
interaction between all levels of the organization.

Flexible and fast communication

Today, Internal Communications are faster and more flexible. Information and messages
can be updated and spread instantly, helping to respond quickly to changing situations in the
organization.

12



3. PESO

3.1 Definition

PESO theory is a concept in the field of communication and marketing, including four types

of media: Paid Media, Earned Media, Shared Media, and Owned Media.

Paid Media involves paid advertising to
reach the target audience.

Earned Media focuses on creating engaging
content that goes viral naturally through
keywords, articles, and shares from

customers and partners.

Shared Media is shared communication
through social networking channels and
forums, helping to increase interaction and
engagement with the community.

Owned Media includes media channels
owned by the business such as the
company’s website, blog, and social media
channels, helping to control information and
interact directly with customers.

13



3.2 Applying the PESO Model to the Project

Paid Media
* Printing promotional posters and banners for internal media events.

+ Creating internal events in the office such as offline minigame activities (rental speakers
and gifts for minigames).

Earned Media

» Authenticity and Reliability: Earned media is created from internal employees who directly
experience and work in the company. Employees often share their information and
experiences truthfully, making the message conveyed more believable than paid media.

+ Spread the message quickly: Employees often share information and experiences
through social media channels and internal chat tools. The company has more than
1000 employees and various events throughout the year, which leads to the sharing of
employees on social networks that will create curiosity and the company’s stories are
spread more authentic.

+ Interactivity and engagement: Earned media creates interaction and cohesion among
employees in the company. Sharing information and personal experiences helps
employees feel connected to each other and to the company, creating a positive and
united working environment.

* Expanding the image of the company in other countries: NTQ Solutions has 5 agencies
in 5 different countries, which boosts the company’s image not only in Vietnam but also in
the international market.

Case study

Figure 1: The dance performance of Chairman of ACB, Tran Hoang Hung Huy.

During the 30th anniversary celebration, the participation of ACB’s deputy general director
created a positive effect through earned media. This action strengthens the company’s
reputation and image, spreads a positive message, influences markets and customers, and
strengthens internal solidarity. The image of director celebration created cohesion with the
company and strengthen the trust of customers and investors for ACB.

14



Share Media

With channels such as the company’s internal group on Facebook (e.g. “NTQ Phé&”, “NTQ
Solutions” Fanpage), the company’s radio channel and TikTok channel, information and
messages from leadership are shared widely and quickly to the entire community.

With “NTQ Phg&” group, employees can share stories about daily life and work to create
interaction. This helps to build a friendly working environment and united staff.

Important articles, videos or messages from company leaders are able to be spread quickly
through communication channels such as radio channels. This helps to ensure that all
employees are up to date and well informed on the latest company information. Not only
that, employees can share their stories to help spread the message to all colleagues through
internal communication channels.

Case study

This case study focuses on the ALS Association’s “lce Bucket Challenge” campaign in
2014. The ALS Association is a nonprofit organization in the United States that supports
Amyotrophic Lateral Sclerosis (ALS), also known as Lou Gehrig’s disease. In this campaign,
participants were challenged to pour a bucket of ice cold water over their heads, post their
videos on social media and mention the ALS Association After that, they suggested friends,
relatives and the public to join the campaign and raise money for the organization.

B

Figure 2: Ice bucket challenge.

* Going viral: The Ice Bucket Challenge campaign has gone viral on social media with
unprecedented speed. The participants’ ice-cold water splashing videos have become a
social media phenomenon, garnering millions of views and shares.

* Create ALS Awareness: The campaign has not only raised funds but also created a
wave of awareness about ALS in the community and around the world. Many people
have learned about ALS and the need to research and support patients with this disease
through the Ice Bucket Challenge campaign.

Own Media

NTQ Solutions’ members communicate on various social media: Facebook, Tiktok,, Radio
and App MyNTQ. Besides, the company produced the book “NTQ Téi ké&” which tells the
story of the formation and building of the brand.

15



4. S.M.A.R.T Model
4.1. Definition

The S.M.A.R.T model is a widely used approach in leadership, project management, and
goal management to define and establish specific and measurable objectives. This model
ensures that the goals are clear, measurable, achievable, relevant to the overall strategy, and
have a definite time frame. Below are the key elements of the S.M.A.R.T model:

Specific: Goals must be clearly and specifically defined. This implies that the goal needs to
describe in detail what needs to be achieved, who will do it, where it will be done, and why it
is important.

Measurable: Goals should be measurable to track progress and determine when the goal
has been achieved. This can involve using specific indicators, metrics, or criteria to evaluate
progress.

Actionable: Goals must be feasible to accomplish. This ensures that the individuals working
towards the goal have the necessary resources, time, and skills to achieve it.

Relevant: Goals should be relevant to the overall strategy or larger objectives of the
organization. Goals should not be considered in isolation but should support the broader
goals of the organization.

Time-bound: Goals must have a specific timeframe, especially a completion date or a specific
time frame. This helps create urgency and effective time management.

4.2. Application to a project:

Specific: Create a series of internal communication activities, including writing blogs, creating
videos, posting news on the intranet, and conducting radio broadcasts internally to enhance
awareness of the NTQ Solutions brand among employees.

Measurable: Establish metrics to evaluate the campaign’s performance, including views,
engagement, the number of participating employees, and interactions in internal discussions.
Measure changes in brand awareness before and after the campaign.

Actionable: Ensure that there is a communications team with the necessary skills and
resources to carry out the internal communication activities. This includes individuals with
writing skills, video editing capabilities, and internal communication management expertise.

Relevant: The internal communication activities will be designed to support the overarching

goal of strengthening the NTQ Solutions brand and creating positive interactions among
employees.

16



Time-bound: Specify a specific timeframe for campaign implementation, from May to August,
ensuring time-boundness and effective time management.

5. Employee Advocacy
5.1 Definition

Employee Advocacy is a theory in communication and branding that focuses on leveraging
and harnessing employee support, commitment, and contributions to spread positive
messages and build corporate credibility. It is an effective method to exploit the voluntary and
passionate involvement of employees to share information, showcase a company’s products,
services or values, and contribute to a positive brand image.

Instagram Account

of your brand
Twitter Account LinkedIn Page
of your brand of your company
®
(©

(¢
Facebook Page i RSS Flow
of your brand ' d o of any Website or Blog
2a

Facebook Profiles
of your ambassadors

LinkedIn Profiles @87
ofyouramtﬁ@gg@@- i

5.2 Aspects of the Theory

The Employee Advocacy modelis aninternal communication strategy that focuses on voluntary
employee engagement. Instead of forcing, this strategy encourages and supports employees
to share positive information about the company, products and services across a variety of
communication platforms. Sharing positive and honest experiences from employees creates
trust and honor for the company and the brand. Messages from insiders often have a more
positive influence, creating interaction and increasing brand awareness for the company. The
variety of communication platforms and channels in this model ensures a more effective and
authentic spread of positive messages to the community and customers.

17



5.3 Applying Employee Advocacy Model to the Project

Our team desires to create a supportive and motivating environment that encourages
employees to attend company events. This can be completed by creating internal
communication channels or corporate events that are easily accessible. Organising events in
common spaces of the company such as meeting room, pantry, workplace is also a resource
for employees to share about their workspace, thereby promoting the environment at the
company.

Making Shared Content Available: Our team creates employees’ available content to
share, such as blog articles, company news, project achievements, and positive company
messages. Making content available simplifies the process of sharing messages and ensures
that information is conveyed accurately and consistently.

Encouraging positive information sharing: Our team encourages employees to share positive
information about the company and project achievements on their personal social media
platforms, such as LinkedIn, Facebook or Twitter. To encourage participation, the company
may hold contests or awards for employees who share the most positive messages.
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Figure 4: A post on the internal media group
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6. AIDA

THE AIDA MODEL HIERARCHY

= 4

Q @ © &

Attention Interest Desire Action

| The first stage in When a consumer is Once a consumer indicates | The end goal of any

marketing or advertising i apprehensive of the ¢ interestin your product or : marketing effort is to get
: is to think about how to i existence of a productor | service, make them shift i the recipient to take
get people's attention. i service, you must try to i the mentality from "l like i action and buy the
i stimulate the potential it to "l want it." i product or service,

i consumer's interest.

Figure 5: AIDA model

6.1 Definition

The AIDA theory is a classic marketing and communication model based on the 4 stages of
Customer Conversion. The Attention stage focuses on capturing the customer’s attention with
a unique and engaging message. Next is the Interest stage, generating interest by providing
valuable information. Then, the Desire stage motivates the customer to develop a desire to
own the product or service. Finally, the Action stage encourages the customer to make a
purchase or other desired action. This model helps businesses understand and optimize the
marketing process to achieve high efficiency in attracting and converting customers.

19



6.2 Applying the AIDA Model to the Project

Attention

Our team creates unique and engaging marketing messages
to capture the attention of company employees. Creative
titles, images or videos can be used to highlight the company’s
message. Besides, we organizes events or content to
introduce and discuss the company’s goals, vision and core
values.

Interest

Our team provides useful and valuable information
to employees about company products, services and
projects (project achievements, new projects, development
opportunities and the benefits of working at the company).
Moreover, we creates engaging internal communications
such as blog articles, media videos, or internal newsletters to
maintain employee interest and curiosity.

Desire

Our team fosters pride and commitment on the employees by
sharing individual and team accomplishments, or expressing
positive feelings about the company through internal social
media platforms. We also appreciate the company’s policies
and practices, making them parts of the brand’s important
culture.

Action

Our team motivates employees to take action in favor of
the company, such as sharing positive company messages
on personal social networks. We encourage employees
to participate in internal communication activities (writing
personal blogs, joining podcasts or internal videos to share
their experiences and perspectives on the company).
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7. Primary Research
7.1 Definition

Primary research, also known as original research, is the process of gathering news and
natural data from a primary source, rather than relying on existing data from secondary
sources. Itis a direct research method and is carried out directly from the subject or participant
in the study.

7.2 Applying Primary Research to the Project

Surve: An online survey is conducted to collect opinions and evaluations from employees
within the company regarding the internal communication activitiesw.

Interviews: Interviews with some key employees or groups of people within the company are
done to gain a better understanding of their information requirements and needs.

Focus groups: Our team holds small group discussions within the company to gather ideas
and suggestions from a variety of perspectives.

Observation: Our team observes employees during meetings, discussions, and other internal
communications to identify their behavior toward information and shared content.

22



® PRIMARY RESEARCH

AND
SECONDARY RESEARCH

Figure 6: Primary research and secondary research.

8. Secondary Research
8.1 Definition

Secondary research is the process of collecting data from pre-existing and published
information sources to answer research questions. In secondary research, researchers do
not collect new data themselves, but rely on existing data from secondary sources such as
books, market reports, scientific articles, financial documents, newspapers, etc. and previous
studies.

8.2 Applying Secondary Research to the Project

Assessing the market and competitors: Our team uses secondary research to gather
information about the market and competitors in the information technology industry.

Researching on employee demographics and interests: Our team uses secondary research
to learn about employee demographics and interests in the company.

Providing ideas and content for internal communication: Our team utilizes secondary research
to find useful ideas and content to share with employees in internal communication.

Evaluating the effectiveness of internal communication activities: Our team utilizes secondary
research to compare and evaluate the effectiveness of the company’s current internal
communication activities with other businesses in the same industry.

23



lll. COMPANY OVERVIEW

1. Company Introduction
+ Name: NTQ Solution JSC

Founded in 2011 with 5 organizers,
NTQ Solution has now grown to an
organization of nearly 1000 employees
with the headquarter in Hanoi and
4 branches in Japan, Korea, and Hong
Kong.

S O L U | O N
By providing world-leading products Figure 7: Logo of NTQ Solution.
and professional quality services, NTQ

has become a trusted partner of more than 300 large enterprises from more than 20
countries around the world, successfully implementing more than 600 projects. NTQ
focuses on investing in human resource development, researching and developing new
technologies such as Blockchain, Al/ML, Big Data, Cloud, VR/AR, Low code, Agile... NTQ

always strives to stand firmly in the market and meet the increasing demands of customers.

NTQ not only focuses on the quality of products and services, but also aims to develop the
community and promote sustainable development. The company always attaches
importance to creating a positive working environment, promoting personal development and
employee satisfaction.

» Established year: 2011
* Personnel: More than 1000 employees

+ Campus: 5 campuses (Vietnam, Korea, Japan, Hong Kong, Singapore)

2. Company Vision, Mission, Core Values
2.1 Company Vision

NTQ aspires to be the convergence of talents who share the same passion, desire and spirit
of learning in all fields of science and technology. Together, the members will overcome all
obstacles, turn NTQ into a leading IT company in Vietnam, and leave footprints on the world
digital map.

24



2.2 Company Mission

At NTQ Solution, members are committed to bringing breakthroughs and excellence in the
field of Information Technology. The brand builds a community of consensus, creativity and
passion, towards providing products and high-quality IT services that meet stringent global
standards.

The company mission is to become a leading international IT enterprise, overcome all
challenges and expand presence in many countries. Members are dedicated to serving,
sharing the company vision and creating positive changes for the future of the IT industry.

2.3 Company Core Values

Proud - Discipline - Enthusiasm - Innovation - Companionship

3. Brand identity

3.11lcons

Logo: The NTQ logo is simple, consisting of only three letters: N, T and Q, representing the
brand name. However, on closer inspection, people can easily notice the small, distinct
pieces of the puzzle on each letter. These pieces represent talented individuals from all over
the world converging at NTQ to provide the best services for customers. It also emphasizes
the importance of the company in valuing and appreciating talent.

3.2 Slogan

Slogan: NEW TOP QUALITY
3.3 Brandtone

White - blue

R:18 G:104 B:179
#1268b3
C:90 M:60 Y:0 K:0

Primary color (brand color)

Complementary color

Figure 8: Brandtone of NTQ Solution.
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3.4 Products and services
NTQ Solution offers a wide rang

e of products and services, including custom software development, mobile application
development, web development, digital transformation, cloud computing, intelligence Al and
machine learning, blockchain development, quality assurance and testing, Agile consulting
and IT staffing. These services help businesses meet their technology needs and improve
their operations.

4. Company Communication Activities
4.1 Internal Communication Channels

Group Facebook “NTQ Phé”: This is a common space to post updates on activities and
information for all NTQ employees. The posts are created not only from the company’s
internal department, but also from personnel who want to share information.

g tu - 1,2K thanh vién

SHINE1306
.=

Doan chat céng dong ctia ban > } 1 THE F

tham gia v

NTQ Phé
LRUDHHEIIDISLELS

Hudng dan Pang cha y Phéng hop mat Thanh vién Su kién Xem thém ¥

Figure 9: NTQ Solution’s internal communication facebook group
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Figure 10: Online app My NTQ.

Online app “MyNTQ”: The app updates new policies as well
as announcements about the company’s activities in the near
future.

‘MyNTQ” is only for official information shared from
departments within the company, besides, personnel can
easily search for internal information on the app.

Radio: This is a channel to share stories NG

and messages Sent to personnel through CHUONGTRiNHOljl;';’I;P;(:A‘MNHACNTQIMUZIK
songs . Moreover, it is considered as a

radio station of NTQ for the reason that N T

through the radio channel the leaders M[NH CUNG NHAU

can proactively share updates on

company policies.

Figure 11: Radio posters
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4.2 External Communication
*  Website: Official website of NTQ

Website is the place to post the latest information about the company’s activities, projects,

Services Industries Portfolio Products Company Insight Q Contact us

NTQ AWARDED

TOP 10
VIETNAM ICT
2022

Figure 12: Official website of NTQ.
+ Facebook: NTQ Solution JSC Official Fanpage of NTQ Solution
Facebook is the platform to post business activities, products, services and partners of NTQ.

NTQ 12"

ANNIVERSARY

SHINE1306

LE

NTQ Solution JSC

6,4K lugt thich - 6,8K ngugi theo dbi

&,i‘g\! ;lfﬁp'i ] @ Nhin tin 1l D3 thich Q_ Tim kiém

Gidi thiéu Lugt nhac Danh gia Ngudi theo d&i Anh Xem thém

Figure 13: Official Fanpage of NTQ Solution.
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4.2.1 Intermediate Conclusion

It can be seen that the company NTQ is having a considerably good internal communication
foundation, which our team can develope from the core value of the company.

Group Facebook “NTQ Phé”: With 1000 employees participating, Group Facebook “NTQ
Phd” has become an important and effective communication platform. This platform provide
opportunities for employees to communicate, share information, and interact with each other.
Through connecting and sharing, the company generates a cohesive environment, promotes
teamwork, and creates attachment to the brand.

Online app “MyNTQ”: “MyNTQ” works effectively, providing diverse and relevant information
to employees. The use of the “MyNTQ” helps the company to improve internal communication
by announcing important information. This enhances interaction between the company and
its employees, and helps strengthen the brand in the corporate environment.

NTQ’s radio channel: The interesting and varied content on NTQ’s radio channel provides
an entertaining and informative experience for employees. The radio channel is a powerful
internal communication tool that helps the company convey the message and values of the
NTQ brand. Investing in quality content on the radio channel creates a good impression of
the company on employees and promotes brand recognition.
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5. Competitors Analysis
5.1 TMA Solution

Figure 14: Logo TMA Solution.

5.1.1 Company Overview

TMA Solutions is a software and information technology service company established in
1997 in Vietnam. The company provides software solutions, software development services,
software testing services, project management services and technical support services to
customers in Vietham and around the world.

5.1.2 Company Products and Services

Software development: TMA Solutions has achieved success in developing customized
applications and software according to customer requirements. From mobile applications,
web applications, to enterprise software and more complex solutio uirements of its customers.

Software Testing: TMA Solutions provides comprehensive software testing services to ensure
product quality and reliability. By applying advanced technology and testing standards, the
company helps customers reduce risks and ensure their applications run smoothly.

5.1.3 Internal Communication Campaign

At TMA Solution, the internal communication campaign focuses on promoting the spirit of
“Customer-centric” in all activities. Workshops and seminars are held to share successes and
failures, thus extracting valuable lessons from projects with clients. By creating an environment
where everyone is encouraging to put the customer at the center of every decision, TMA
Solution achieves a strong bond between employees and the goal of top service quality.
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5.2 Rikkeisoft
5.2.1 Company Overview

Rikkeisoft is a software development company based in Hanoi, Vietnam. The company was
founded in 2012 and has since grown to become a leading provider of software development
services, including web development, mobile application development, and custom software
development.

5.2.2 Company Products and Services

Custom Software Development: Rikkeisoft provides mobile application development,
enterprise software, web application and on-demand software solutions.

Information Technology Solutions: Rikkeisoft provides information technology solutions such
as system development and management, network infrastructure, information security and
digital technology.

5.2.3 Internal Communication Campaign

Rikkeisoft has implemented a strong internal communication campaign, promoting the spirit of
creativity and innovation in the corporate environment. By creating a culture that encourages
employees to think outside the box and propose new ideas, the company has established
discussion forums, organized a monthly “Innovation Day” and encouraged research teams
independence. As a result, Rikkeisoft has generated an inspiring environment where creativity
is stimulated and applied in innovative technological solutions.

]

| z d 1O
—

where the dream begins

Figure 15: Logo Rikkeisoft.
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5.3 VMO Group

VMO

Figure 16: VMO Group.

5.3.1 Company Overview

VMO Holdings is a company operating in the field of providing solutions and outsourcing
services in English-speaking markets such as the US and Singapore, as well as the Japanese
market. In addition to directly participating in system construction and development, VMO
provides consulting services and develops solutionsinareas suchasloT, Al, Machine Learning,
healthcare, education, commerce and development. domestic software development.

5.3.2 Company Products and Services

VMO Holdings specializes in software outsourcing, providing diverse solutions such as
customer support, financial management, project management, market research and data
analysis. The company has the ability to develop flexible, customized products and solutions
to meet the unique needs of customers.

5.3.3 Internal Communication Campaign

With a vision to put employees at the center of development, VMO has set up an internal
communication campaign to encourage employees’ personal and career development. From
clearly identifying advancement opportunities within the company to providing quality training
programs, VMO has created an environment that fosters the professional and personal
growth of employees. Thanks to this campaign, VMO not only creates a solid commitment
from employees but also attracts and retains excellent talent in the IT industry.
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IV. CURRENT SITUATION ANALYSIS
1. Company Scale

NTQ Solution is a technology company with 12 years of experience in exporting software to
foreign and domestic markets. Our team is in charge of building the brand image together
with other departments. Currently, the internal group “NTQ Ph&” has 1000 members, but
each post only receives 20 to 50 interactions, which shows that the content being scattered
and without a proper plan.

2. Current Situation of Internal Commmunication at
NTQ

Due to the scale of the company growing rapidly surpassing 1000 people and the speed
of branch expansion in foreign countries, staff members gradually decrease their cohesion
and the company’s orientation is weakened, thus leading to employees having difficulty in
grasping the spirit of “Beyond Global” due to lack of consistency and continuity. The slogan
“Beyond Global” of 2023 at NTQ is not fully and uniformly reflected in activities, reducing the
effectiveness of communicating messages and creating consensus among employees.

The message and core values are not effectively conveyed: The company’s message and
core values are not communicated clearly and effectively, therefore employees may not
understand the core goals and values.

Lack of Employee Engagement and Interaction: Employees are not actively participating and
interacting with internal communication activities, which reduces the effectiveness of these
activities. Lack of engagement and interaction means a lack of consensus and commitment
to the company.

Therefore, in order to reach a wide range of customers, the company should implement a
campaign to improve brand awareness through suitable internal communication activities.
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3. SWOT Analysis

Strengths

For NTQ: NTQ already has a consistent and relatively reliable
brand identity in the information technology industry and a variety of
internal communication channels, helping to reach every employee
and deliver a comprehensive message. .

For the team: NTQ’s infrastructure and working culture are very
interesting, allowing the team to have many ideas to implement.
Besides, the personnel at NTQ are always ready to help the team,
and it is convenient when implementing a project that NTQ have
the resources and budget to operate throughout the project.

Weaknesses

For NTQ: The content of brand communication to personnel is not
diverse enough, the contentis a bitrigid and inappropriate. And there
are no overall internal communication campaigns, synchronous
coordination between internal and external communications to
build a consistent brand.

For the team: Lack of experience in actual campaigns because
you are students and new to the company, so lack of understand-
ing of company culture is also a weakness of the team.

Opportunities

For NTQ: Through internal communication to strengthen the
company’s brand, NTQ will have more opportunities to spread its
cultural values to potential candidates, thereby enhancing brand
awareness for customers and personnel in the company.

For the team: Our members are all final year students who do not
have experience in a professional working environment. This will
be a great opportunity for the team to learn and practice in a leading
company.

Challenges

For NTQ: Through internal communication to strengthen the
company’s brand, NTQ will have more opportunities to spread its
cultural values to potential candidates, thereby enhancing brand
awareness for customers and personnel in the company.

For the team: Our members are all final year students who do not
have experience in a professional working environment. This will
be a great opportunity for the team to learn and practice in a leading
company.
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CURRENT
SITUATION

Employees
forgot “Be-
yond Glob-
al” message

Employ-

ees are not
enthusiastic
about in-
ternal com-
munication
activities

OBJECTIVE

Reminding the

4. Team's Initial Communication Proposal

4.1 Team'’s initial proposal plan

STRATEGIES AND MEASURES

- Raising awareness and

IC and

At the end of April 2023, the team gained a chance to learn about NTQ Solution. After adapting
to the working environment at the company, at the beginning of May 2023, NTQ officially
agreed for the group to participate in a project in the series of activities “SHINE 1306”. Right
fter that, the group embarked on the campaign “Branding the company through internal
ommunication activities at NTQ”.

message in understanding of the slogan “Beyond | Marketing
the minds of Global’. Departments
employees - Ensuring consistency and continuity

in the way “Beyond Global” is

conveyed in internal communication

activities.

- Organizing seminars, sharing

information about the meaning and

importance of the message “Beyond

Global”.

- Including “Beyond Global” messages

in company documents and events.
Increasing - Creating attractiveness and IC and HR
employees motivating employees to actively Departments
participation participate.
and positive - Designing engaging internal
interaction communication activities to capture
in internal employees’ interest.
communication | - Developing a mechanism to evaluate
activities and encourage employees to actively

participate in internal communication
activities.

- Creating an environment to create
consensus and dedication in the
company.
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CURRENT
SITUATION

Low effi-
ciency in
conveying
messages
and core
values

Restrictions
on the use
of internal
communi-
cation chan-
nels
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OBJECTIVE

Increasing
efficiency in

communicating

messages to
employees

STRATEGIES AND MEASURES

- Focusing on the main message and
core values of the company.

- Identifying and focusing on key
messages and core values of the
company to convey in internal
communication activities.

- Using internal communication
platforms such as email, intranet,
forums, video media and internal
social networks to convey messages
quickly and accurately.

- Organizing training sessions and
workshops to introduce key messages
and core values of the company to
employees.

PIC

IC and HR
Departments

Increasing
stimulation
in the use
of internal

communication

channels by
employees

- Assessing the current status of using
internal communication channels;
identifying difficulties and limitations.

- Evaluating and optimising the use of
internal communication channels such
as internal email, intranet, internal
forum, internal video communication
and internal social network.

- Proposing solutions and
improvements to improve the
efficiency of using internal
communication channels.

ICand IT
Departments

Table 1: Team’s initial proposal plan.




4.2 NTQ feedback

NTQ agrees to the team’s recommendations on adjusting how the brand communicates
internally by mid-2023, including formats and sets of content. This is animportant step to refresh
and strengthen our brand image. Allowing the team to contribute to internal communications
is an effective way to ensure that the brand reflects the spirit and values of NTQ.

Besides, conducting a survey about employees’ desire for an ideal company is necessary.
This will help the company better understand the needs and concerns of the employees,
thereby creating more relevant and engaging internal communications.

NTQ agrees that spreading and promoting the brand through our employees should be in a
more natural and sincere way.
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. IDEA DEVELOPMENT

1. Situation Analysis

NTQ Solution Company is an Information Technology company that has been operating in
the field of software development, mobile applications and information technology services
for the past 12 years. In recent years, the company has noticed that attention to internal
communication activities and brand reinforcement has decreased significantly. The cause of
this situation is due to the characteristics of the company: employees are mainly information
technology professionals; they focus on completing technical work and pay little attention to
internal communication activities. Therefore, the company has difficulty in building corporate
culture and creating pride among employees after 12 years of operation.

However, in the information technology industry, competition is getting fiercer, and other
companies are emerging with new projects and solutions that attract customers. NTQ Solution
Company has realized that it is necessary to increase its brand awareness and reputation in
order to retain existing members and attract new talents. Several competing companies have
succeeded in building a strong brand and creating an engaging work environment that fosters
employee engagement.
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2. Target Audiences

TARGET
AUDIENCES TARGET AUDIENCES CHARACTERISTICS

AT NTQ

- Young

- University degree or higher

- Have a good foreign language

- Embrace technology

- Flexible and active

- Strong personality

- Open-minded, ready to accept new things

- Easily affected by information on social networks

BY AGE MARITAL STATUS DEMANDS OBJECTIVES

All employees at
NTQ

7x-1986 Married - Desire for - Advance to better

advancement positions
- Advanced professional | - Opportunity to

1987-1994 training _ increase income level
- Showing a certain
influence

Unmarried - Professional training - Connecting

- Learning to work in colleagues

1995-2002 a new environment - Commiting to the
(different from university) [ working environment

BY FIELD SPECIALISATION DEMANDS
In the fields of Understanding and
technology having the need to

IT exchange about

IT-related majors

Service industries, | Non-specialized content,
support, customer | do not understand and
Non-IT care .... do not have interest in
the IT industry

Table 2: Target Audiences.



3. Conducting surveys to generate campaign ideas.

Prior to the commencement of the campaign, our team conducted a survey consisting
of 10 questions to further study the perspectives of NTQ personnel regarding internal
communication events. This was done in order to tailor our efforts according to the genuine
needs and desires of the staff.

Details:
& 4 T6 Trudng Dan Phé .
%ﬁ 25Théng 5 - @

HACK NAO CAC NTQ-ER VOI Q&A TOUR CUNG TO TRUGNG NAO!

@ Chi con khodng hai tudn nita théi, NTQ sé chinh thic ky niém sinh nhat tha 12. TU hom Té
trudng toi bat dau chia sé cudn sach "NTQ Téi ké” 1én “xom phd” nay, nghe dén rat nhigu anh chi
em da chuyén tay nhau dudng link doc sach dé "thudng thic” nhitng cdu chuyén cuc ky tha vi.
Vay thi nhan day, T4 trudng t6i d& quyét dinh s& 1am mot "Q&A Tour” khap van phong dé hack
ndo dong bao. Nao, ngay bay gid, hdy theo chan Té trudng dao mét vong cdng ty dé dua ra
nhifng cdu hdi trac nghiém tdi cac thanh vién, xem ai 1a ngudi nhan dugdc nhigu qua nhit nhé!

#NTQTOIKE #5HINE1306 #NTQ12TUOI

Figure 17: Conducting surveys to generate campaign ideas.

3.1 Survey Participants and Personnel Information

The survey involved the participation of 197 individuals, which accounts for 24% of the total
company workforce.

Tuyén Dung NTQ Solution - Theo déi
Sthang 6- &y

£2 [NTQ 12th] Nhing diém “ddc la” tai su kién sinh nhat tudi 12 nha NTQ £2

V@i chl @& "Leap into the Future”, chuong trinh ky niém 12 ndm thanh [3p NTQ Solution 13
méit bira tiéc theo concept mat chuyén tau - qua khir - hién tai - tuong lai - danh riéng cho tat ca
thanh vien NTQ-ers.
=y Tir hanh trinh day cam xuc cia qué khir dén khat vong vuon minh dén tuong lai ruc rd, su
dong gop cla méi ¢ nhan déu rdt dang quy - dang tran trong. V4i tinh than d6, tiéc sinh nhat
tudi 12 cd... Xem thém

Figure 18: Survey Participants and Personnel Information
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Figure 19: Survey Participants and Personnel Information

An impressive 51.8% of the personnel fall within the age range of 18-27 years, followed by
44.2% aged between 27-40 years. Only a minor 4.1% of the personnel are above the age
of 40. This data demonstrates that the majority of NTQ’s workforce is relatively young, with
more than half of the survey participants falling within the 18-27 age bracket.

Furthermore, a significant 74.1% of the personnel have been employed at NTQ for a duration
of 1to 5 years. This figure is mirrored in the distribution of those who have worked for less than
1 year (11.2%) and those who have been with the company for over 5 years (14.7%). This
observation suggests that a substantial portion of our workforce has been with the company
long enough to grasp its people and culture.
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3.2 Assessment of Current Internal Communication Activities

# .4 TaTrudng Dan Phd
i@ 4 Thang & - &

TAM THIEP MO TREN BAN, THOI GIAN BIA BIEM RO RANG, ANH CHI EM TANG 2, TANG TA
RAT ROM RAMGG & i@ o

#¢ ¥hong khi budi sang 1dm vidc cla ting 2 HH3 vé ting TA HH4 trd nén séi ddng hon bao gid
hét vi dudc nhan trén tay tdm thigp moi tham dv Gala cung man qua xinh oi 1a xinh dén tu BTC
chuong trinh GALA SHINE1306-NTO12TH.

& Ving, va ngay trong chigu nay, BTC & tiép tuc "d8 b4” tai t3ng 3, ting 78, ting 10. ting 21
cing hoat dong phat thiép va qua. Anh chi em & hdy che don nhese 36

& V3 ding quén ghi danh dang ky tham dy dé khéng bd I8 mdt bita tidc sinh nhat sigu 48 mai
nim nay nhaa: https)//bitly/43nct3: @

Figure 20: Assessment of current internal communication activities

Ban cam thay céach thire va néi dung truyén théng céc théng tin néi bd tai NTQ hién . Sao

sy 43 di : i C
nay da du da dang va phong phus chép
197 cAu tra loi

@ Rt da dang va phong phu
@ Da dang nhwng chua @l
@ Kha han ché

® Rathan ché

@ Khéng biét

Figure 21: Assessment of current internal communication activities

In the first two questions, our focus was on surveying the satisfaction level of personnel
regarding the current internal communication channels. The data reveals that a substantial
majority, 74.6% and 79.7% respectively, expressed contentment and a sense of diversity
in the internal communication content. Additionally, a minimal percentage of participants,
merely 1%, indicated dissatisfaction with the existing internal communication channels.
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Ban co thuong xuyén theo déi céc thong bao va tin tire truyén théng noi bo tai Sao

NTQ? 10

197 cau tra |oi

chép

@ Co, hau hét moi luc

@ Co, nhung khéng thwéeng xuyén
Khang, chi ddi khi

@ Knhong, hiém khi

@ Khéng, t6i khéng theo doi

Figure 22: Assessment of current internal communication activities
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Summer Trip trong tdi 13 mign tay du oy

MARK TWAIN ting ndi rang: “Hai muci ndm vé sau ban s& héi han v& nhiing gi ban khdng 1am hon 13
nhiing gi ban l3m". Th& nén mia hé ndy 2 bd phin TCO & PD d3 bat tay wdi nhau aing thdo diy, nhd
neo khoi nhiing cing viéc bon b thuting ngay, 98n mat nai that xa - vB mifn miét vudm - miBn tay
song nudc - Can Tha @ @-

Chuyén di g dugc kn lich trudc ngdy di mot thdi gian, cam dn cic chi em khdi PD g3 tf mi 18n todn bd
k& hoach chi tigt tir A... Xem thém

Figure 24: Assessment of current internal communication activities

In the remaining three questions, our focus shifted towards examining personnel actions
such as (frequency of monitoring, post-monitoring actions, preferred channels). Through the
survey, it can be observed that a remarkable 80.2% of the personnel regularly monitor internal
news, with a mere 1% indicating no monitoring activity. Furthermore, colleagues frequently
engage in commenting or sharing with each other, with only 1% displaying no activity after
monitoring. The most prominent channel for accessing information by personnel is NTQ Phé,
with an overwhelming 99.5% preference, followed by Radio with a choice of 39.1%.

3.3 Enhancing and Developing Internal Communication in the Future

Loai thdng tin ndo ban quan tadm nhat khi d&é cap dén truyén théng ndi bd cliia NTQ? |_|:| Sao chép

197 cau tra loi

Dw an va cac chirng chi cla
cong ty

Béng nghiép va nhitng hoat déng

. 176 (89,3%)
cong ty

Gia tri va tdm nhin cua cang ty 165 (83,8%)

Van héa va con nguwéi cla cong

0,
y 196 (99,5%)

0 50 100 150 200

Figure 25: Assessment of current internal communication activities
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Ban c6 mong mudn nhan théng tin truyén thdng ndi bd théng qua nhirng phuong Sao

thire nao ? O .
chép
197 cau trd 1&i
Théng qua hinh &nh
Théng qua video 160 (81,2%)
Banner, poster, bang trjong t‘)ao | 36 (18,3%)
tai van phong
Thong qua van ban —36 (18,3%)
Khéng co su wu tién cu thé 3 (1,5%)
0 50 100 150 200

Figure 26: Assessment of current internal communication activities

The first two questions provide us with insights into personnel interests, culture, colleagues,
and values. The top concerns are culture and people of the company, with an overwhelming
99.5% choosing these as their primary topics of interest. Moreover, all personnel prefer to
receive information through video, with a substantial 81.2% opting for this method.

Ban nghi rang céng ty nén tap trung phat trién thém cac kénh truyén théng ndi bd nao 0 Sao
d€ cai thién tuong tac va théng tin? & .

chép
197 cu tra loi

Group NTQ Phé 158 (80,2%)

Radio ndi bo ( Imuzik,

0,
mondaynews) 39 (19,8%)

App MyNTQ [ 11 (5,6%)

Email cong ty

Su kién offline

Banner, poster offline, bang

—36 (18,3%
théng bao tai van phong (18,3%)

0 50 100 150 200

Figure 27: Assessment of current internal communication activities

From this question, it is evident that “NTQ Ph&” Group has effectively reached out to the
personnel, as all individuals concur that we should continue developing through this channel,
with an impressive 80.2% choosing this option.

46



Ban mong mudn ducc théng bao vé nhirng hoat déng noi théng qua cac phuong thic Sao
truyén tai nhu thé nao ? 0 .

chép
197 céu trd lai

Vui vé, hai hudc 169 (85,8%)

43 (21,8%)

Trang trong, chuy&n nghiép

Cb dién, ngan gon —16 (8,1%)

Chi tiét, day da cac thong tin 39 (19,8%)

0 50 100 150 200

Figure 28: Assessment of current internal communication activities

Joyful and humorous approaches are the most frequently chosen methods of communication.
It can be assessed that a cheerful and approachable manner of engagement is favored by a
significant number of personnel, with an impressive 85.8% selecting this option.

Ban mudén nhan thong tin vé cdc chuong trinh dao tao va phat trién cd nhan trong 0 Sao
NTQ nhu thé nao? L

chép
197 cAu tra 16i

Email cong ty —37 (18,8%)

Group NTQ Phé 196 (99,5%)

App My NTQ 44 (22,3%)
Radio (Imuzik, mondaynews) 57 (28,9%)

Banner, poster offline, bang

—36 (18,3%
théng bao tai van phéng (18,3%)

Su kién offline
0 50 100 150 200
Figure 28: Assessment of current internal communication activities

Regarding personnel training activities at NTQ, the survey indicates that communication
through the NTQ Pho Group could potentially be the most effective option, as an overwhelming
99.5% have chosen this as their preferred channel for accessing training programs.
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Il. PROJECT PLANNING

1. Project Overview
1.1. Project Objectives

Short-term Objectives

Our team aims to provide accurate, interesting and regular information about the company’s
activities, helping to build trust and commitment from employees. At the same time, we hope
to create an inspiring working environment where members can better understand the values,
vision and goals of the NTQ Solution. By promoting interaction and information sharing, we
desire to create a strong team spirit, contributing to a work environment filled with satisfaction
and cohesion.

Long-term Objectives

Building a strong corporate brand: Thanks to constant internal communications and the united
work of employees, a company can build a strong brand with positive values and reputation

Creating pride for employees: A strong and successful brand will help create pride for NTQ
Solution employees.

Attracting and retaining talents: A good and reputable brand helps NTQ Solution to attract
new talents and retain current employees.

Expanding cooperation opportunities: With a strong brand, NTQ Solution can expand
cooperation opportunities with international businesses and partners.

Creating practical and sustainable value: From building a strong brand and creating trust
from employees, NTQ Solution can create practical and sustainable value for the community,
partners and customers.
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S.M.A.R.T Objectives

Before the planning process, our team had a deeper discussion on the internal activities with
Ms. Thao from the Internal Communications department and set the S.M.A.R.T goals for this
project as follows.

Specific

Through this event series, we expected to:

* Maintain and enhance the 5 core values of “Pride - Discipline - Enthusiasm - Innovation -
Companion”

* Increase employees’ pride and dedication for the company

 Strengthen the bond between employees and branches, affirming that NTQ Northern is a
united and strong collective.

» Create a common playground, connect and exchange among employees.

Measurable

The event series should achieve these results:

* 60% of total employees in NTQ Solutions Vietnam (720/1200) participate in the 12th
anniversary “SHINE1306: Leap into the future”.

* The video contest “Chuyen pho toi” will reach 7 entries.

» The contest “NTQ Kid’'s Got Talent” will receive at least 40 applications.

* Billiard Tournament will receive at least 60 applications from employees.

« Summer Trip’s writing contest will receive applications from 15 out of 20 departments.

« Each social posts on the internal group “NTQ Phé” will have 300 views and 40 reacts on
average.

» 80% participants have a positive impression on this year’s anniversary event activities.

Achievable

* The events convey emotional messages so it is reasonable to attract 60% employees to
participate.

* Activities are designed to suit the needs of a large number of employees, so the risk of
employees not participating is relatively low.

Relevant

* Enhance vertical communication: The 12th anniversary “SHINE1306: Leap into the future and
the post series “NTQ T6i ké€”s aim was to increase the connection between NTQ Solutions’s
leadership and employees. The activities would be an opportunity for the upper managers to
create a playground, boost employees’ pride and dedication to the company, and promote
productivity through improved spiritual life.

* Improve horizontal communication: This was the purpose of the “Chuyen pho toi” video
contest, “NTQ Kid's Got Talent” contest and NTQ’s annual activities. These activities were
held with the participation of all units in the NTQ Solutions. These events would raise the
solidarity between both the internal departments and all units in NTQ.

Time-Bound
The series of activities to celebrate the 12th anniversary of NTQ Solutions took place from 4th
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May to 7th June 2023, in which events were deployed simultaneously.

« “NTQ T6i ké” post series: 17th May - 31th May.

* “NTQ Kid’'s Got Talent” contest: 19th May - 27th May.

* “Chuyén phé to6i” video contest: 23th May - 9th June.

The NTQ'’s annual activities took place from 12th May to 31th July, in which events were
deployed simultaneously.

* “Good Morning” news: 25th May - 28th July.

* Billiard Tournament: 29th June -16th July.

» Summer Trip’s writing contest: 12th May - 31th July.
1.2. Target Audience
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EMPLOYEES
CLASSIFICATION “NTQ KID’S GOT TAL- “CHUYEN PHO SOCIAL MEDIA SE-

ENT” CONTEST TOI” CONTEST  RIES “NTQ TOI KE”

Demographics

Gender All All

Age 30+ 20+
Job Employees of NTQ Solutions in different positions.

All

Geographic

Region Northern Vietnam All regions All regions

All cities within NTQ
City Solutions’ Northern All cities All cities
region

Psychographic

Attitudes Proud and happy about Dynamic, Nostalgic, proud

their children enthusiastic
Values Recognition, Pride jzonisction, Expression, Sharings
Teamwork

Attitude To The

NTQ's Not interested, Interested or very interested

Internal Events

Influenced By Superiors, colleagues
Behaviors
Behaviors To-
wards Participate and follow | Participate in and | Participate in, follow the
Company’s Inter- the encourage their | activities, and want to
nal activities with their colleagues to join | share their stories about
children together the company
Events

Communication

Channel Used

Workplace, Zalo, Facebook and Email

Table 5: Main event target audience
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1.3 Big Idea
"Leap to the Future - Beyond Global":
"From the past to the future beyond borders!"

Big Idea for this campaign focuses on two main factors, that is, a look back at NTQ Solution's
12-year developmentjourney and a vision beyond borders towards the future "Beyond Global".
This campaign will be a unique combination between the traditional elements inherent in
annual activities or activities to celebrate the 12th journey and innovative points in the way
of organizing birthday parties this time. This creates excitement, anticipation and brings back
meaningful memories to all members at NTQ Solution.

From the past: the campaign will bring everyone back to precious moments, proud
achievements, ups and downs during NTQ Solution's 12 years of operation. Through
internal communication activities, unique images and videos about the human culture here
will recreate meaningful years in the company's formation and development, creating pride
within the company each member so that every time NTQ Solution is mentioned, everyone
is excited to share about it.

The future goes beyond borders: The campaign not only focuses on the past but also focuses
on the "Beyond Global" vision of NTQ Solution company - a vision that goes beyond borders,
bringing new and potential opportunities Unlimited growth. We will connect breakthrough
aspects of information technology with international stature, affirming our confidence and
desire to reach the global market.

1.4 Key Message

“We are the warriors of NTQ Solution, standing firmly together in the race of time. Through
the past, present and future, the spirit of solidarity and companionship never stops shining.
No matter what, Branch or unit, we are all dedicated to the common goal, creating strong
steps to bring NTQ Solution onto the path of light.”

Rely on communication activities to reinforce the company’s vision, values and culture to
each member, so that each person can continue to convey it internally and externally. Unity
among members is the core factor that creates collective strength. A strong team is not
necessarily full of strong people, but it certainly has a close bond and solidarity. So that
everyone can see the bond and understand each other. Then, with solidarity and dedication,
NTQ members will together leave their footprints on the world’s digital map. The present’s
great leaps are the foundation for great successes in the future.
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2. Main event
2.1 Event Background

In the context of increasingly fierce competition in the information technology industry, NTQ
Solution realizes that it is necessary to increase its brand awareness and reputation in order
to retain existing members and attract new talents. Besides, other competing companies
have succeeded in building a strong brand and creating an engaging work environment that
fosters employee engagement.

Therefore, the event “Shine 1306: Leap to the Future” is an opportunity to strengthen the
brand for NTQ Solution company. This event carries a clear message about the growth and
future of the company (“Leap to the Future”) and emphasizes the importance of reaching and
surpassing limits (“Beyond Global”).

2.2. Research and Report (Primary Research,Secondary Research)

With active participation in the preparation of NTQ Solution’s 12th Anniversary, our team is
focusing on collecting data of employee attitudes, therefore helping the members effectively
design the plan and evaluate it after the event. Our team have chosen to use the following
main research methods:

Survey: After NTQ Solution’s 12th Anniversary, our team sets up a survey called “Employee
Satisfaction Assessment of NTQ Solution’s 12th Anniversary Event” on Google Form
platform. We received responses from 157 participants, providing us with the necessary data
to analyze and assess staff attitudes towards the event.
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2.3 Objectives

Our team will spread the message “Beyond Global” - a vision that goes beyond borders, to
affirm the importance of the event. This message will be combined with information about
NTQ Solution’s biggest party and event of the year.

This goal includes helping each member feel that it is their own special day, through a clear
understanding of the company’s formation and development milestones, the roles of each
department and branch, as well as the development direction of the company. At the same
time, our team will help new employees understand the experienced ones and vice versa,
creating solidarity and attachment.

2.4 Main Event Message
“Leap to the Future - Beyond Global”:

The main event’s big idea focuses on two main elements, which is the celebration of NTQ
Solution company during 12 years of operation and the vision “Beyond Global” of the
future. The event will present a unique combination of tradition and innovation, creating an
atmosphere of excitement and memorable meaning for all participants.

From the past: The event will bring attendees back to the precious memories of NTQ Solution,
looking back at the achievements and important developments in the past 12 years. Through
internal communication activities, special photos and videos, our team will recreate meaningful
moments in the company’s formation and development, creating a feeling of joy and pride.

Borderless Future: The event also focused on NTQ Solution’s “Beyond Global” vision - a
vision that transcends borders, offering new opportunities and unlimited growth potential. Our
team will connect breakthrough aspects of information technology with international stature,
affirming the company’s confidence and desire to reach out to the global market.

“From the majestic past, stepping into the future beyond the borders!” - This Big Idea will
convey a strong message about the combination of tradition and innovation, this much-
awaited event will become a joyful and meaningful occasion, helping to create solidarity and
attachment in the NTQ community.

2.5 Message

“We are the warriors of NTQ Solution, standing firmly together in the race of time. Through
the past, present and future, the spirit of solidarity and companionship never ceases to shine.
Whatever branch or unit, we are all dedicated to the common goal, making strong strides to
bring NTQ Solution to the path of light.”

With solidarity and dedication, NTQ together leave footprints on the world’s digital map. The
members’ leaps and bounds are the premise for great success in the future.
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2.6 Key Visual

Main Idea
Companion: NTQ members always accompanies and moves forward together
New land: With aspirations, NTQ members dream of conquering new lands

Development: Along with a strong, explosive, enterprising spirit, NTQ members make a leap
into the future

Globalization: NTQ brings its solutions, reaching far with the goal of leaving a footprint on the
digital map of the world

Style
Mystery, Adventure, Space travel, space, galaxy

Tone

Black purple (mysterious, stimulating, curious, strong)

Hashtag
#SHINE1306 #NTQ12tuoi #LEAPINTOTHEFUTURE

Concept

Time train

The time ship is highlighted throughout the entire program as an infinite space of the flow of
time. The anniversary is compared as a giant time machine. It is a place where guests can
adventure and immerse themselves in countless emotions that the flow of time brings.

This concept brings members back to the past to reminisce and be nostalgic. “Time train”
represents feelings of thrill, excitement, surprise, bursting in the present and the future

Main slogan
LEAP INTO THE FUTURE

In the past, present or future, NTQ members are always doing their best, connecting and
accompanying each other, no matter which branch or unit. NTQ Solution step by step on the
path of light, creating strong strides, leaps and bounds in the future. Our members aspire to
leave footprints on the world digital map.
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2.7 Implementation Details
2.7.1 “NTQ’s Kid Got Talent” Contest

2.7.1.1 Event Objectives

Creating a playground for the children of NTQ employees to have the opportunity to express
themselves

Connecting employees’ families with the company

Celebrating the International Children’s Day

Selecting participants to perform at the company’s Anniversary Gala

2.7.1.2 Participants

Children of members working at NTQ (from 2 to under 15 years old)

2.7.1.3 Message

The event is a space for children to freely express their strength ang passion such as singing,
drawing, reading poetry, dancing, playing musical instruments, painting statues, telling stories,
etc. From there, it helps participants to develop confidence and at the same time creates a
bond between the children and the parents.

2.7.1.4 Contest content

The children participate in demonstrating their talents in the following areas:

- Singing (single, song — trio);

- Choreography (dance, dance, dance,...);

- Performing musical instruments (guitar, cajon, organ, flute...);

- Variety performance (drama, magic, martial arts, circus...);

- Other talents (artistic like painting...)

Note:

- Organisers does not limit the field of children participating in the contest. However, he/she
must choose a main area of talent if he/she joins the next round

- Children who compete in more than 1 field will be given priority to add points to the next
round

- Organisers encourages all children to participate in painting. Children’s paintings will be
selected to be shown in the Anniversary Gala night to welcome the new era of NTQ.

2.7.1.5 Contest Rounds

- Preliminary round: Online contest on Facebook group “NTQ Phé&”. The 10 best kids will
enter the final round.

- Final round:

Top 10 children leading the preliminary round will participate in the final competition in “Fun
Day”, to choose the Top 5 best children.

Top 10 children will be invited to perform at NTQ’s 12th birthday party.

2.7.1.6 Scoring method

- Promising Star Award: The contest video elaborates creativity, and children confidently
express their talents.
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- Favorite Star Award: Top 3 videos with the most interactions on Facebook Group “NTQ
Pho” (1 like, react = 1 point, 1 comment = 3 points)

2.7.1.7 Prize structure

- 03 Promising Star Awards

- 03 Most Popular Star Awards
2.7.1.8 Event Time

- Application: May 19 - May 27

- Voting: May 28
- TiniWorld Vincom Nguyen Chi Thanh

2.7.1.9 Estimated costs

- 03 Promising Star Awards: 1,000,000 VND/prize
- 03 Most Popular Star Awards: 500,000 VND/prize

2.7.2 Gala Dinner for 12th Anniversary “Leap Into The Future”

Target Audience: All employees from NTQ and invited guests
Venue: DUBAI Hall, Louis Palace, Le Trong Tan, Hoai Duc, Hanoi
Event Time: 18nh00 - 21h00 | 09/06/2023

Event Scale: 800 - 1,000 pax

2.8. Communication Channels

2.8.1 Owned Media

2.8.1.1 Internal Communication channel
“My NTQ"

It is a place to post information, news or upload videos, photos of activities in anniversary
events. The “My NTQ” platform is mainly used for communicating contest information to
employees

Facebook Group “NTQ Pho”

Link: https://www.facebook.com/groups/ntqpho

This group is a place to share information about spiritual activities, where members are free
to express opinions and emotions, therefore helping individuals to bond with each other.
The current group has over 1,200 active members.

Radio
This is a space for sharing inner thoughts and emotions through messages and songs with
fellow members.
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2.8.1.2 External Communication Channel
“Giai Phap NTQ - NTQ Solution JSC”

Link: https://www.facebook.com/NtgSolutiondsc

The fanpage posts information about business situation, products, partners, customers,
company culture and technology trends.

It has approximately 6,000 likes and 6,000 followers.

“Tuyén dung NTQ Solution”

Link: https://www.facebook.com/tuyendung.ntgsolution

The fanpage posts job vacancies, share knowledge, technology courses, update company
culture and people.

It has approximately 9,000 likes and 10,000 followers.

TikTok: “Life at NTQ Solution”

Link: https://www.tiktok.com/@ntgsolution.life
The account is a place to impart knowledge about company culture, people, work and life at
NTQ as well as share technology experiences.

2.8.2. On other means

2.8.2.1 Participants’ personal page

Contestants share information about the event and post about the participation process of
themselves or their family members. Candidates are able to share their thoughts, lessons, and
actual images about the programs they participate in. Winners will create a communication
effect, spreading the reputation of NTQ to relatives and friends.

2.8.2.2 Word of mouth

Relatives and friends of candidates will be a great source of motivation for candidates. They
will share, interact and support on the media for the contestants. Moreover, they tends to
contact with their acquaintances to vote for the contestants. 2.11 Strategies & Tactics

2.9 Strategies & Tactics

2.9.1 Communication Strategies

The internal event “Shine1306: Leap into the future” aims to celebrate NTQ'’s 12th birthday,
maintain and enhance the 5 core values of “Pride - Discipline - Enthusiasm - Innovation -
Companion”. At the same time, this event helps increase cohesion, pride and dedication
among employees. To achieve those goals, our team utilized the following strategies:
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Emotional Strategy

The event “Shine1306: Leap into the future” used spiritual attraction to spread the message
“Looking to the future together” to all employees. This factor helped to spread the main
message, increase employee pride and connect to the highest level through “Chuyén phd toi”
video contest and “NTQ Kid’s Got Talent” contest.

Prioritising Internal Communication

The main platform used in this event is Facebook Group - “NTQ Phé”. This is an internal

social network familiar to NTQ employees. Using “NTQ Phd” to communicate about internal
activities will make communications more centralized and easy to track.

AIDA Model

This model is used to implement the activities as well as the communication of the event. The
stages of event communication are divided into the following stages: Awareness, Interest,
Desire, and Action.

2.9.2 Communication Tactics
Applying the AIDA Model to communication activities

Attention Stage

Through discussions with the Internal Communications department of NTQ Vietnam branch,
our team wishes to create a positive image of NTQ through internal events that will help
improve the understanding and teamwork of employees. Therefore, to introduce the campaign,
our team used “Quick Q&A” posts and minigames to highlight that something big is about to
happen, grab the attention of employees, and elicit their curiosity.

Interest Stage

After receiving the attention of the staff, our team gradually revealed the main interesting
activities in the birthday event (the “NTQ Kid’s Got Talent” contest and the “Chuyén pho t6i”
video contest) and encourage employees’ participation. These are unprecedented activities
and are created based on a survey of employees’ interest and preferences. These internal
activities promise to be highly effective and boost employee morale.

Desire Stage

Valuable awards are always one of the factors that attract employees to participate in activities.
At this stage, our team will focus on the prize information disclosure.

Action Stage

During this period, our team needs to contact NTQ locations around the world, especially
in the North region to inspire employees to participate. Countdown posts and call-to-action
posts highlighting major prizes on social media platforms motivate employees to engage in
more activities. In addition, our team delivers gifts and invitations directly to employees to
increase the level of action with the event.
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Clear and concise in a fresh, motivating tone

Based on the above research, our team came up with a communication strategy for NTQ’s
12th birthday event “Shine1306: Leap into the future” as follows

CONTENT PILLAR

(A) (B) (C)
TIME 14/5 - 21/5 22/5 - 28/5 29/5 - 9/6 10/6 - 13/6
STAGE TEASER OUTBREAK MAINTAIN | LOOKING BACK
(A): 100% (A): 40% (A): 30% (A): 20%
DENSITY (B) : 0% (B): 50% (B): 20%
80% S
(C): 0% (C): 10% (C): 50% % Summary
. Post series “NTQ |Post series Post series “NTQ
Post series “NTQ |14 k& “NTQ T6i k&”  |Téi ké”

SOCIAL
CONTENT
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Toi ké&”

Minigame “Hai
xoay dap gon”

Minigame “Hai
xoay dap gon”

Minigame “Hai
xoay dap gon”

Minigame “Hai
xoay dap gon”

Talent” contest

“Chuyén Phé Torr | CnUYen PO cap event
. T6i” video
video contest moments
contest
NTQ'sKid Got | Dinner  |Video highlight

Contents of the
anniversary event

Time & Place
Reminder

Launching the
whole event

Anniversary Gala
information:

+ Messages

+ Concepts

+ Location

+ Costumes

Registration
Reminder

Table 6: Social content




2.10 Timeline

Our team divided this project into 4 stages: Research; Planning and Preparation;
Implementation and Post-production. The table below shows the actual duration of each
phase and add-on events, as well as a detailed schedule of some of the offline activities.

Creating a survey
of employees’

Stage 1: Research

and survey interest and desire None 2/5-5/5 None
about internal
events
Making proposals | Completing project | 6/5 - None
for competitions proposal 12/5
and preparing P ] terial
necessary repar.lng gt 13/5 -
. (Key visual, teaser, None
materials ) 17/5
kick-off posts, etc.)
Post series “NTQ | Posting a series of | 17/5 - None
Toi ké” shared stories 31/5
L 19/5 -
Application round 27/5 None
10h00 - 17h00:
“Fun Day” event
Stage 2: Plan and 14h00 - 17h00:
prepare cor_npl_e- “NTQ Kid’s Got
mentary activities Talent” contest
“NTQ’s Kid Got .
” + 14h00: Opening
Talent” contest Performance and
award event 2715 Ceremony
+ 14h15: Starting
the contest
+ 16h30: Giving
awards
+ 17h00: Closing
Ceremony
Application round 22?2 ) None
“Chuyén pho toi” 9/6
Video Contest Announcement of
(Gala None
award results .
Dinner)

Table 7: Project timeline
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SiEl SIS Gl e[l 12th anniversary
(BRI glii(el B event “Shine1603:
VL GIGTEER Leap into the
ry events future”

Series of teasing

14/5

osts - None
P 21/5
Launching and | 22/5 None
Opening Application| - 8/6
18h00: Opening
Ceremony

Gala Dinner cele-

18h05: Chapter 1 -
The beginning of a
journey

18h25: Chapter 2 -
Historical Footsteps

Stage 4: Post-
event activities

“Shine1603: Leap
into the future

brating 13th birth- | 9/6
day 19h10: Chapter 3 -
Sustainable Journey
19h20: Chapter 4 -
Leap into the future
20h35: Key moment
21h00: Closing
Ceremony
Sharing photos of 9/6 -
Gala Dinner jone 13/6 jloge
Evaluation of com-
plementary activi- | 2/6 None
ties
Suer\‘/qz;?:ar{ioannd Review of the 12th
anniversary event 1/6 None

Table 7: Project timeline
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2.11 Estimated budget

ESTIMATED BUDGET

“NTQ’s Kid Got
Talent” contest

“Chuyén ph6 toi”
video contest

Preliminary round gifts 4.400.000
Printing 935.000 d
Tickets & services 31.460.000 d
Prizes 15.000.000 d
Final round 22.600.000 4
Printing 600.000 d
Minigame 600.000 d
Prizes 24.000.000 4
Venue & Party 553.300.000 d

Event organization service

460.811.560 d

Artists and performances (staff + NTQ

12th anniversary
event “Shine1603:
Leap into the

future”

Kids) 22.900.000 4

Set of invitation cards & mini gifts 27.500.000 d
Minigame “Hdi xoay dap thdng” 5.000.000 @
Video Contest 27.039.000 4

Printing 3.300.000 @
Contingency expenses incurred 60.491.781 4

SUMMARY

Table 8: Estimated budget

1.259.937.341 D
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2.12 Project Risk Classification and Management

Contest products
do not match the
theme “Chuyén
ph6 t6i”

Products submit-
ted for the con-
test do not meet
the

minimum quality
(image, sound)

Video submis-
sion time is not
guaranteed

Music copyright
issues in the
contest video

SEVERITY PROBABILITY

CONTINGENCY PLAN

“CHUYEN PHO TOI” VIDEO CONTEST

Medium

Medium

Providing clear instructions on the
topic and entry requirements for all
working floors.

Organizing a meeting or creating
a forum to answer questions and
advising the contestants.

High

Low

Providing detailed instructions on
the format and quality of the contest
video.

Performing technical testing and
evaluation prior to publication of
results.

High

Medium

Defining a clear deadline for send-
ing the video and notifying all tiers
of the submission time and process.

Sending reminders to all working
floors before the video submission
deadline to avoid late submissions

Medium

High

Providing clear guidance and ad-
visory support to ensure appropri-
ate use of music and no copyright
infringement.

Encouraging creativity and use of
self-made or free music to avoid
copyright issues.

Table 9: Project risk classification and management of “Chuyén Phé Téi” video contest
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Technical
and sound
problems

Lack of
participation of
children

Children loses
or forgets their

costumes and
performance
equipments

The children are
late to the show

The contestants

were afraid of not

getting used to
the stage

“NTQ KIDS’ GOT TALENT” CONTEST

Medium

Medium

Thoroughly inspecting and testing
sound equipment, lighting and
other technical elements prior to the
competition.

Backing up equipment and having
a quick fix plan in place in case
something goes wrong.

Medium

High

Getting the kids excited and
motivated by creating a mix of pre-
and post-competition activities.

Confirming there is no compulsion to
participate and creating a comfortable
space for the children to perform.

Medium

High

Preparing important items ready for
replacement

There are always staff to take care of
the children during the contest

Medium

Low

Holding a meeting before the
competition day and reminding the
specified time and location with the
children’s parents

Arranging staff to take care of each
child participating in the contest,
ready to support transportation if
something goes wrong

Medium

High

Practicing and rehearsing the
previous performances various times
so that the children can familiarize
themselves with the audience and the
stage

Table 10: Project risk classification and management of “NTQ KID GOT TALENT” contest
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12TH ANNIVERSARY EVENT “SHINE1603: LEAP INTO THE FUTURE”

Performing pre-event engineering checks
and tests to detect and fix problems.
Confirming to have a team of professional

Sound, light or High High technicians standing by to handle technical
visual technical issues quickly.
problems Creating a backup plan and ancillary
equipment to ensure continuous operation
in the event of a breakdown.
Clearly  defining the roles and
responsibilities of each member of the
Unable to contact Medium High organ|.2|.ng committee. .
the personnel Organizing regular meetings and
in the event exchanges to exchange information and
organizers solve all problems.
Department heads capture contact
information with each employee in the
department so that they can call when
needed
The number Preparing empty seats to accommodate
of guests and an unexpected number of guests
svaarstlzliz:r;sthan Medium Medium | Confirming there are enough caterers:
expected Ensuring that there are enough caterers
to assist all guests and resolve any issues
that arise during the event.
Since the eventis held indoors, the content
Bad weather Medium Low of the program will not be affected

conditions

There are support staff with umbrellas and
shuttles if guests have problems on the
way

Table 11: Project risk classification and management of NTQ Solution’s 12th Anniversary
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3. Annual Activities
3.1 “Chao Buodi Sang"” news/ “Good Morning” news

3.1.1 Introduction

NTQ Solutions Company deployed a “Good Morning” news section on an internal Facebook
group called “NTQ Phé” in early March 2023 to provide internal communication information
to employees. In this section, posts are diverse including photos, infographics and images
related to aspects of the company. Posted at 8:30 a.m. as the name suggests, the “Good
Morning” section, in addition to internal communication, also serves as an entertainment
channel through its videos to help employees start the day with enthusiasm.

3.1.2 Current Situation

From March to May the “Good Morning” section had a few issues that our team noticed as
follows:

Lack of diversity and creativity: The “Good Morning” section lacked diversity in content and
forms of communication. The posts regularly had the same type of image and did not exploite
the creativity in how to convey information, therefore causing employees to pay attention to
the news.

Reflecting information rigidly: The information about NTQ was reflected in a rigid way
especially when providing data and regulations. Moreover, the news used only images to
describe the communication content.

3.1.3 Theoretical Application
SWOT Analysis:

Strengths: NTQ generats a large and dynamic team with diverse talents and skills. This
diversity can be leveraged from the company’s own personnel to build content for each “Good
Morning” section.

Opportunities: Today’s internal events are mainly communicated through social networking
platforms. This is a great opportunity to diversify the form of transmission and optimize
the amount of information. With the strong growth of Tiktok, short videos will help convey
information quickly and effectively. Therefore, this will be a great opportunity for our team to
implement a “Good Morning” news campaign.

PESO Model:

Earned Media: Through the utilisation of employees as media resources (such as actors,
MCs, content writers,...) “Good Morning” columnists can create posts, activities and positive
information about the company. This leads to excitement and familiarity when employees
see their colleagues appear on internal media posts, creating a close image and brotherhood
solidarity in the company.
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3.1.4 Activity Objectives after Conversion

Goal 1: Increasing interaction for the “Good Morning” column
Switching from photo to video posting and incorporating humor helps create more interesting

and relatable content.

Goal 2: Increasing employee engagement and contribution
Appearing various members on the posts helps to create cohesion and interaction among

employees.
Goal 3: Building solidarity and loyalty

Using videos and humorous content combined with the presence of different employees in
the company helps create a familiar, comfortable and relaxing working environment.

3.1.5 Conversion Plan

CONTENT BEFORE CONVERSION

Infographic images,
accompanied by informative
articles

Communication
Method

AFTER CONVERSION

Posting videos containing humour,
using diverse images, connecting
company personnel

Frequency 2 posts per week

At least 1 post and 1 video per week

Because of the use of
images, it is difficult for the
staff to participate in the news

Personnel

Actively inviting personnel from
different departments to participate
in filming videos

Low, less interaction and
sharing

vinteractivity

Actively collaborating with HR
department to share so that the
videos generates more attention

Table 12: Conversion plan.
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3.1.6 Media Plan

CHANNELS
TIME TOPIC CONTENT “Group SCRIPT MEDIA FORMAT
Phé”

Reviewing
Tiniworld where Nhung . -

“ZIEN  Tini world |“NTQ Kids Got X Huyén Huyén Video
Talent” contest
takes place
Familiar corners

. suddenly
8/6 Offlc:e;:hoto become....through X Nhung lLuénr?r; Anh

the lens of bold
street style

Meme Video |Funny video

8/6 reminds |reminds staff about X Nhung |Khanh, Trung Video
anniversary |the schedule of the '

schedule |anniversary party

Checking out the
outstanding and

Outfit for i it .
11/6 anniversary sparkiing outfits X Huyén Khanh Video
niaht of the members
9 NTQ'’s anniversary
party
Beautiful moments
‘Pl Anniversary of company X Huyén, Tru’ng, Anh
moment |members at the Nhung Khanh

anniversary party

Word matching

game to define Huyén, Khanh,

Review .
16/6 i X Video
Performance | J"2Ng methods Nhung Trung
in performance
review

Table 13: Media plan of “Chao Bubi Sang” news
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CHANNELS
TIME TOPIC CONTENT “Group SCRIPT MEDIA FORMAT

Phé”
Members come
in different time
frames in flexible
timekeeping due
778 Timekeeping |to various reasons, X
thereby defining
what “flexible
timekeeping”
means

Team do
an

Team dé an Video

Making the trend of
25/6 Internal Job |“clashing into fate” X

Posting |to define Internal
Job Posting

Huyén Nhung Video

Imitating the
broadcaster’s
27/6 55 f'advertis.ement X
instructing the
staff to use the 5s
model for the office
Sending thank-
you messages to
all employees of X Khanh Trung Anh
the departments
through photos
Explaining aspects |
30/6 CMMI3 of the CMMI3 X Huyén Team Video

certification

Company situation
5/7 Billard |after launching the X Team Khanh Video
Billiard Prize

Summarizing

and answering
questions that X Nhung Iﬁ_hanh, 2
personnel have rung
asked the internal
department before

Team Team Video

28/6 Viet Nam
Family Day

Answering
questions
1717 about
Internal Job
Posting

Table 13: Media plan of “Chao Budi Sang” news
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3.1.7 Project Risk Classification and Management

Not attracting
interest from
employees

Ineffective High
in internal
communication

Lack of employee
contribution and
participation

Lack of consensus  |RRCA
and failure in
innovation

Changes do not High
align with company
culture and values

Infringement of

copyright and
regulations on
content use

RISK SEVERITY PROBABILITY COUNTERMEASURES
Medium High Improving content, selecting en-
gaging humor
Medium Measuring performance, strength-
ening management
Medium Medium Encouraging contributions
Low Creating consensus, promoting
change value
Medium Ensuring appropriate change, train-
ing employees on company values
Medium Low Using content from the right source
and complying with copyright regu-
lations
Medium Medium Listening to feedback, creating the

Negative reaction
from staff

right solution

Table 14: Project risk classification and management of “Chao Budi Sang” news

71



3.2 Billiard Contest

3.2.1 Introduction

Billiard Contest at NTQ Solution JSC is where passion, health and integration are all linked.
Internal Communications Department is proud to introduce sports clubs at the company,
where employees have the opportunity to participate in diverse and exciting sports activities.

In addition to holding annual activities every year, our team organises tournaments to meet
the sports and entertainment needs of the company’s members.

3.2.2 Current Situation

In previous years, the communication plan of the tournaments was fragmented. There was
no specific plan and the purpose of the communication of the previous years was only to
inform where the tournament takes place. In other words, there are no specific stages and
goals for each stage.

3.2.3 Theoretical Application
PESO Model
Earned Media

Our team created highlight videos and memorable images about sports tournaments to
encourage employees to spread information.

Owned Media

Our team created diverse and interesting content about sports leagues like videos,
infographics, articles, blogs,... for sharing on internal communication channels (Facebook
Group “NTQ Phé”, email, and “MyNTQ” app)

We also designed posters, banners and printed materials at the corporate office to announce
tournaments and draw attention from employees.

SWOT Analysis
Strength

IC Department uses effective, coherent and creative internal communications through
channels such as “NTQ Phg”, email or “MyNTQ” app to announce and share information
about the tournaments.

Our team designed tournaments’ posters that are interesting, diverse and suitable for
participants. We developed ancillary activities and tournament programs such as contests,
awards ceremonies, or cultural programs to increase attraction and entertainment.

3.2.4 Activity Objectives
Objective 1: Fostering cohesion within the employee community through tournaments utilizing
internal communication channels.

Objective 2: Generating enthusiasm and motivation for participating in the Billiard tournament
through internal communication, and cultivating a closer bond with company personnel.
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3.2.5 Implementation Plan

+ Target Audience: All employees of NTQ

» Application process: Participants fill out the registration form provided by the organizers
» Participation fee: 100,000 VND/person

* Each player who joins will receive an item worth 35,000 VND

* Location: ACE Bida

Prizes:

* First prize: 3,000,000 VND

» Second prize: 2,000,000 VND

» Third prize: 1,000,000 VND/prize

+ Consolation Prizes: 500,000 VND/prize
*  “Paving” Prize: 200,000 VND

3.2.6 Media Timeline
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TIME

06 -
02/07

03/07 -
10/07

74

CHANNEL

DEAvD-

STAGE TOPIC CONTENT MyNTQ Phé Radio Email LINE
Launch- 1| aunching the
ingthe  ltournament X X X 29/06
whole
event
The contest has
the highest win-
ning rate with 9
Prize prizes including 1
v 4 structure  [First, 1 Second, X X 01/07
2 Third, 4 Conso-
lation, 1 “Paving”
Prize
Launch-
ing the ,
Minigame Le_lu_nchmg the X 03/07
Minigame
on the
sidelines
Minigame:Guess
Minigame |the word to re- X 04/07
ceive the gift
Falling in love
with the amazing - 05/07
performance of
the NTQ-er player
Bung Appli- Minigame: “Duoi 06/07
BN ion  |hinh bat chi”
Reminder
[Video funny]
The situation of
the players when X 07/07
the tournament is
launched
Minigame Minigame: Bil- X 10/07
liards quiz

Table 15: Media timeline of Billiard Contest




CHANNEL DEAVD-
TIME STAGE TOPIC __ CONTENT  MyNTQ Phé Radio Email LINE

Closing the ap-
plication and
Table in-|announcing tr_]e x 11/07
formation |faces competing
for this year’s
_ trophy
Mllnlgame Announcing the
winners .
) winners of the X
informa- .
. minigame
tion
Minigame “Pre-
Minigame |dicting the X 12/07
champion”
Livestream di-
viding the match X 13/07
Table in- |table
formation
Match Table X 13/07
Note
when What to prepare
.part.lmpat- pefqre participat- x 14/07
ing in the |ing in the tourna-
tourna- |ment?
ment
"PAAING | oficially an-
nouncing the X 15/07
ment
award results
results
Acknowl-
edgments|Thank you for a
& Sum- |brilliant season! X 16/07
mary

Table 15: Media timeline of Billiard Contest
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3.2.7 Estimated Budget

CATEGORY UNIT PRICE

First Prize 3,000,000 ¢ 3,000,000
Second Prize ltem 2,000,000 ¢ 1 2,000,000
Prizes Third Prize ltem 1,000,000 d 2 2,000,000
Consolation Prize ltem 500,000 4 4 2,000,000
“Paving” Prize ltem |200,000 d 1 200,000
Side Activities Item 2,000,000 ¢ 1 2,000,000
Water Voucher Person |35,000 4 40 1,400,000
Venue Item (5,000,000 d 1 5,000,000
Trophy + Souvenir Flag ltem |1,000,000 4 1 1,000,000
Printing Item 1,000,000 ¢ 1 1,000,000
Livestream tripod 300,000 4 300,000
19,900,000

Table 16: Estimated Budget of Billiard Contest
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3.2.8 Project Risk Classification and Management

RISK SEVERITY PROBABILITY COUNTERMEASURES

Lack of participants galle]sl High Actively propagating and encourag-
ing participation

Technical problems RYle[[¥]g! Medium Checking the equipment and con-
with playing equip- tacting the lessor of the venue

ment (mechanics,
balls, tables, etc.)

Location-related Medium Low Checking the venue in advance to
issues confirm it fits needs and budget

Lack of finance for R[]Vl Medium Applying for sponsorship from the
the organization company or from outside

A CTEERE TR Medium Low The organizers are always ready to
help bring athletes to the hospital in
case of emergency

Athletes report can- H\Yl[{¥] Medium Meeting with the organizers to cre-
cellation or unex- ate a plan for replacement
pected leave

Table 17: Project risk classification and management of Billiard Contest

3.3 Summer Trip Activity

3.3.1 Introduction

The Summer Trip 2023 program is implemented according to the scale of block/production
center/subsidiary, with the desire to help members generate moments of comfortable rest
after a period of hard work. In the framework of this year's Summer Trip 2023 program, the
contest “Summer Trip trong téi la...?”/"The Summer Trip in me is...?” will be held to enliven
the activity’s atmosphere. At the same time, this contest is a place to store the members’
memorable stories that takes place during the trip.

3.3.2 Current Situation

Previously, during Summer trips, the company did not hold contests or had a side story
sharing channel so that members could send their memorable stories, happy moments,
or personal feelings. This lead to no side sharing channels, hindering the preservation of
memorable moments during the trip.
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3.3.3 Theoretical Application
SWOT Analysis

Strengths: NTQ company has experience in organizing Summer Trip trips, which creates a
good premise for changing and upgrading the contest “Summer Trip in me is...?”. Consensus
and support from members is also an important strength to generate positive changes.

PESO Model

Earned media: By encouraging members to share stories, impressions and photos from their
trip on their personal platforms, our team created organic and positive virality.

Shared media: Our team created a channel to share side stories through internal Facebook
group “NTQ Phé” internal group Facebook

Employee Advocacy

With the staff sharing photos of the trips, it helps to increase brand awareness and promote
the company’s culture more widely. And above all, these media bring a high degree of
authenticity and trust to the viewers.

3.3.4 Activity Objectives

The writing contest helps create positive stories about the company and the Summer Trip
program. It will form an archive of stories, memorable moments and spiritual feelings of the
members during the trip.

3.3.5 Implementation Plan

3.3.5.1 Contest name

“Summer Trip trong téi la...?”/“Summer Trip in me is...?”
3.3.5.2 Slogan

Summer trip - A place to keep memorable moments
3.3.5.3 Hashtag

#summertrip2023
3.3.5.4 Application process

Members choose 1 of 2 topics below to write articles to post on internal Facebook Group
“NTQ Pho”

Topic 1: “Review your Summer Trip”
Topic 2: “What do you like most about the trip”

Note: When submitting, the member’s post will be in the “Posts pending approval” section.
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3.3.5.5 Post requirements
Posts are sent within 1 week after the trip ended

Articles have at least 200 words, accompanied by eye-catching pictures or videos about the
trip (>3 images)

The content of the article provides full information, brings value to the reader, sticks to the
topic and suggested content.

Each post should have the following hashtags: #summertrip2023 #YourDepartment

3.3.5.6 Criteria for reviewing articles

Post approval time: after 1 week since receiving the articles, the organizers will select the
best quality articles for approval.

Number of articles approved:

Units < 100 people: 1 post/department

Units > 100 people: 2 posts/department (2 posts with no duplicate topics)

Criteria for royalties:

The number of reactions will be counted in 1 week from the time the story is posted

The royalties will be aggregated monthly and given to the top 5 posts with the highest number
of reactions

The royalty mechanism is as follows:

Diamond pen: 1,000,000 VND

Golden Pen: 800.00 VND

Silver pen: 500.00 VND

Bronze pen: 300,000 VND

Wooden pen: 200,000 VND
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3.3.6 Schedule Assignmen

ACTIVITY

Launching the program

Sharing, instructing and giving examples of entries

12/5 - 30/5 Receiving articles from units

31/5 Closing and awarding the May articles

1/6 - 29/6 Receiving articles from units

30/6 Closing and awarding the June articles

1/7 - 30/7 Receiving articles from units

31/7

Closing and awarding the July articles

Table 18: Schedule assignment of Summer Trip Activity

3.3.7 Media Timeline

CHANNEL

CONTENT MyNTQ Phé Radio Email
1. Title: Feel free to create content

with the writing contest “Summer
trip in me is...”

Content:

- Launching the writing contest

DEADLINE

12/5

2. Title: 1001 ways to review a

“million-heart” trip from Travel
Bloggers that will help you in-

stantly win 1,000,000 VND with
only 200 words!

Content:

- Guiding staff to start writing review
articles about their trips

1715

Table 19: Media timeline Summer Trip Activity
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CHANNEL

CONTENT MyNTQ Phé Radio Email DEADLINE

Title: Various “unique” travel styles

that are only available at NTQ 21/5
Content: Types of tourism of NTQ

personnel

3. Title: “Summer Trip trong téi la...”:
Diamond pen in May called 2B

X 31/5
Content:

- Congratulating the 2B department

Title: SDC1 Culture Department: If
you are not overwhelmed, how can
you be so happy for the first time!
Content: 2116
- Thoughts from the staff sharing about
the trip

2. Title: Diamond Pen Owner - “Sum-
mer Trip in me is...” June revealed!!!

Content: X 30/6

- Announcing the owner of the diamond
pen in June

1. Title: Members Le Thi Hai Yen
(DentalFlow) and Nguyen Tuan Anh
(SDC1) are the excellent writers of

Summer Trip in me is... X 1/8

Noi dung:

- Announcing the owner of the diamond
pen in July

Table 19: Media timeline Summer Trip Activity
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3.3.8 Project Risk Classification and Management

RISK SEVERITY PROBABILITY Countermeasures

Lack of participa- Creating engagement and encourag-
tion ing participation through attractive re-

wards, alignment with program goals
and values.
Lack of consen- R[]Vl Medium Ensuring a fair evaluation and rank-
sus ing process, organizing a transparent

result announcement session.

Missing registra- §VY[Ele[[¥]py High Clearly define deadlines and provide
tion and submis- comprehensive notifications to all
sion deadlines members, creating favorable condi-
tions for participation.

Table 20: Project risk classification and management of Summer Trip Activity

3.3.9 Estimated Budget

PROJECTED COSTS FOR SUMMER TRIP 2023

CRITERIA UNIT QUANTITY UNITE PRICE
Diamond Pen Prize 1,000,000 3,000,000
Gold Pen Prize Prize 3 800,000 2,400,000
Silver Pen Prize Prize 3 500,000 1,500,000
Bronze Pen Prize IR{r4:] 3 300,000 900,000
Wooden Pen Prize 3 200,000 600,000
SUMMARY 8,400,000

Table 21: Project risk classification and management of Summer Trip Activity
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PRODUCT EXECUTION




. Overview

The following section will outline the detailed plan for the series of events celebrating NTQ

Solutions' 12th birthday from May 4, 2023, to June 7, 2023.

1. Assign progress

CONTENT

Launching

DETAIL

PIC

"NTQ KID'S GOT TALENT" CONTEST

Timeline, participation process,

prize structure....

Complementary
Media Plan

03 additional media articles on the
following topics:

+ Reminding the submission
schedule, the date of participation

+ Kids' talents...

Pre-event

Receiving entries

Collecting the contest videos

Posting videos on “NTQ Phé”

Checking voting results

Summary Marking
Preparing the certification
framework
Giving prizes to children and
Awarding families

IC
Department
+ All team

DEADLINE H

20/5 - 28/5

2415

25/5

28/5

2715

29/5

Table 22: Assign progress of the project




CONTENT

Contest rules

DETAIL

PIC

“CHUYEN PHO TOI” VIDEO CONTEST

Contest |deas

Specific plans and rules

Media
o Publication Design
publications
Launching the contest
Launching  |Advertising contest information
through groups
Meeting floor representatives to
Supporting guide the development of video
content
Complementary |Implementing complementary
media plan activities

In-event

Following the

Following the list of participating

teams & presenters

contest Compiling clips and sending to
agency
] Preparing the voting link at Gala
Awarding

night

IC
Department
+ All team

DEADLINE

16/5

1715

18/5

22/5

23/5

24/5

22/5~13/6

22/5~9/6

416

4/6

Table 22: Assign progress of the project
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In-event

Week 1 -4

Q&A

Planning posts and submitting them

for approval

Deploying the posts according to
the checklist

FLOW - SCRIPT

Making a set of general questions

"Héi xoay - Dap thang"

Planning to post the questionnaire
online and finishing it according to
the plan

Awarding at Gala night

MC Script

Planning

Planning the headings in the script

Receiving the final script and

sending it back for review

Communicating with the agency

and editing scripts
PERFORMANCES

Finalizing the number of

performances with the agency

Estimating cost of performances &

cassettes

Implementation

Following the practice &
timekeeping for the art troupe

Summary

Making a training plan

POST SERIES “NTQ TOI KE”

IC
Department
+ All team

IC
Department

IC
Department
+ All team

16/05

16/05 - 11/6

19/05

9/6

26 - 26/5

6/6

76

1715

22/5-8/6

Sau chwrong trinh

86

Table 22: Assign progress of the project




PRODUCTION - SET UP

Checking the design content with the agency according
17/05 - 18/05
to the master plan IC
Receiving feedback and exchanging edits directly with | Department 18105
the agency
Collecting design files Ic 19/05
_ _ Department | Tryéc chuong
Following Setup at Check-in and Stage areas .
+ All team trinh

Finishing media plan

12TH ANNIVERSARY MEDIA PLAN

18/5

Post-event

Implementing media plan 23/5-10/6
IC

Conducting external communication before, during and | Department 205 - 5/6

after the event + All team )

Sharing the event's livestream on the NTQ Solution o6

fanpage

Copying data from memory card to shared server

COLLECTING FILM DATA

IC

Collecting video editing data on demand

Department

+ All team 3075

Table 22: Assign progress of the project
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2. Media

STAGE CONTENT FORMAT PIC DEADLINE
"NTQ Kid's Got Talent" CONTEST
1.Suggestin
gg g_ |1 post+4
TEASER activities for kids this| All team 55
pictures
summer
2. Launching the
June 1st contest 1 post + 1 |C Department 10/5
"MTQ Kid's Got picture & All team
CAPTURE Talent”
3. Highlighting this IC Department
ghiighiing 1post+4 P
year's June 1st ) & Nhung, 11/5
pictures N
Pre-event contest Huyen
4. Publishing this
1 post + 1 .
year's award . Khanh, Trung |18/3
picture
structure
, 1post+8
2. Behind the scenes | All team 2003
EXCITE pICtLI res
6. Looking back at
the contestants of 1 post + 1 clip IC Department|26/5
this year's contest
7. Perceptions of
members regarding _
1 post + 1 clip All team 28/5

the contest and

contoctamte

88

T T T DA T T

Table 23: Media plan of the project




Pre-event

8. 10 faces

o 1 post+10 .

appearing in the final | Mhung, Huyén |29/3
pictures

round

9. Revealing the

) 1 post+4

Judges of the final . IC Department|31/3
pictures

round

10.WWhat are parents

EXCITE preparing for their 1 post + 8

children when ctures All team 206

participating in the P

final round?

11. Adorable

moments of the 1 post + 30 IC Department 26

children in the final  |pictures & Trung

round

12. Impressive
1 post + 1

numbers of the ) IC Department|5/6
picture

program

13. Parents' feelings

SPREAD about this year's 1 post + 1 clip All team 76

June 1st contest

Table 23: Media plan of the project
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Pre-avent

90

"CHUYEN PHO TOI" CONTEST

1. Re-sharing
) ) 1 post + 1
information about the | All team 23/5
picture
contest
2 Introduction of _ |C Departmeant
o 1 post + 1 clip 2475
participating floors & All team
3. Minigame "Who is |1 post + 1 IC Department
TEASER game P P 25/5
the contest judge?" |picture & All team
4. Announcing 1 post + 1
L . All team 26/5
Minigame results picture
3. Key moments on '© Depariment
ReY 1 post + 1 clip & Khanh, 28/5
the floors
Trung
6. Instructions on |C Department
1 post+4
how to use the . & Mhung, TG
pictures N
contest bonus Huyen
7. The meeting to 1 post + 4 IC Department
develop the idea of _p P 3175
. .. pictures & All team
"Chuyén pho toi"
EXCITE
8. Updating the
1post+8
current status of . All team 26
L pictures
participating floors
9. Fun behind-the- 1 post + 8
sCenas moments on _p Khanh, Trung |3/6
pictures

the floors

Table 23: Media plan of the project




POST SERIES "NTQ TOI KE"

1. Expanding
Horizons: NTQ 1post+4 N
. Nhung, Huyén [17/05
Office Growth and pictures
Creating a Home
DIFFICULTIES
2. NTQ Travel
Diaries: E)?'plonng 1_|:u:-st + 4 All team 20/05
the World in pictures
Countless Ways
3. Footprints Beyond
Borders: NTQ's 1 post + 4
) ) IC Department|24/05
Wentures in pictures
In-event International Markets
STEPS TO —
TRANSEER 4. Navigating
Challenges: Early
. ) 1 post+ 4
Onsite Experiences | All team 2705
pictures
Abroad for NTQ
Team
5. Perspectives of
International 1 Dost + 4
Members at NTQ: _|:r All team 31/05
_ ] _ pictures
Embracing Diversity
SUCCESS in the Workplace
STORIES
5. Unveiling NTQ's
Froduct Journey: 1 post + 4 IC Department|31/05
Stories Behind Our  |pictures P
Innovations

Table 23: Media plan of the project
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92

NTQ'S 12TH-ANNIVERSARY - "SHINE1306: LEAP INTO THE FUTURE™

In-event

1. Launching of the

entire birthday event
of the Company

- Launching a video

1 post +1

IC Department

contest for the units  |picture & All team 22105

"Chuyén phé tai"

- Launching a Q&A

mini game

2 An i

?werlng 1 post + 4 :

guestions about the | | Huyéen, Nhung |23/05
pictures

venue

DIRECT

3. Dilﬂcerences in this 1.pc-st +4 Al team 245

years party content  |pictures

4 R ling th 1 t+4

. sveaing e .pos |C Department |25/5

images of the venue |pictures

5. Reminding the

concept of the 1post+1clp |Allteam 2715

banquet table:

Westemn, elegant

&. Seniors share

thoughts about party (1 post+ 1 clip  [IC Department|27/5

cultura

1. NTQ Monday's

MNews: Interpreting  |Radio All team 29/5

the LITF message

2. Dress code

suggestions based |1post+1clip |All team 1/6

on the event

3- Types of 1post+iclp |Allteam 26

partygoers

Table 23: Media plan of the project




4. Tips f ing at |1 t+4
pelorposingat 7 pos Al team 36
parties pictures
5. The uniqueness of |1 post + 4 :
this year's art pictures Huyén, Nhung | 3/6
6. Unfortunate 1 47
moments behind the .pc-s Khanh, Trung |3/&
.. pictures
scenes of practicing
7. Revealing the
image of the 1 post+8
member practicing  |pictures C Department) 45
with the children
8. What are the art 1 post + 4
performances this .p |C Department|4/6
pictures
year?
9. Clip: Funny
interview about the
most anticipated 1post+1clip |Huyén, Trung |4/6
content in this year's
birthday program
1. Revealing the 1 post + 1
Event's Agenda picture I Department 515
2. Set of pictures 1 post+8
All t 56
from NTQ kids pictures eam
3. Pictures of
. 1post+8 .
members practicing ctures Khanh, Trung |5/&
with NTQ kids P
4. Benefits of tiered |1 t+1
t-a-ne its of tiere -pc-s All team 66
seating picture
5. Checkin locations |1 post+ 8
at this year's hall pictures | Department £/6

Table 23: Media plan of the project
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In-event

94

REMIND

6. Points to note
before coming to the

party

1 post + 1 clip

|C Department

66

7. Reminding about

o 1 post + 1 clip Nhung, Khanh |7/6
the organization time
8. Reminding about
the invitation IetEer 1.pc-st + 1 Huyén, Trung |8/6
from the Gala Dinner | picture
party
9. Encouraging to
share livestream on 1iEtDuErIL+ ! All team 8/
Gala Night P
10. Funny meme: 1 t+ 1
"Looks like it's _Et':'s Khénh 96
Friday” piciure
MR ling th 1 t + 4
&w—::a ing e . pos |C Department|9/G
preparation work pictures
Recap event 1. post + 30 Trung 126
moments pictures
MAINTAIN Video highlight 1post+1clip |IC Department|13/6

Share live content on
the page

1 post + 1 clip

|C Department

13/6

Table 23: Media plan of the project




3. Print design

ACTIVITY CATEGORY PIC QUANTITY  DEADLINE
Backdrop |C Department 1 21/5
|C Department +
"NTQ Kid's Got[goay . =parmen 10 10/5
Talent” Contest rung
|C Department +
Standee =parmen 2 2115
Trung
"Chuyén phé toi" il All team 10 23/5
Video Contest Award Certificate  |Huyén, Nhung, Khanh |3 25/5
Backdrop |C Department 2 1/6
LED display |C Department 1 36
Standee 'C Department + 4 16
Trung
|C Department +
Invitation Card SPETMEMT 14000 28/5
Huyén, Nhung, Khanh

Table 24: Print design of the project

Il. Implementation
1. Pre-event implementation

To prepare for the event, our team was tasked with planning, writing, and designing social
media posts for the "NTQ Kid's Got Talent" contest. We consistently adhered to the key
visual and program concept throughout the post creation process to ensure brand identity
consistency and effective message delivery. In addition, our team also participated in the
operational and organizational aspects of the competition event.

1.1 Participating roles
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PARTICIPATING ROLES

PRELIMINARY

ROUND

Media F{:II{:'.'.rilng the arti{:les.l Al team According to

according to the media plan plan

Designing media publlcatuuns: Trung 6I5
Printing Poster, banner. thumbnail ..

Sticking poster All team  [10/5
Following the Che.cklng the  submitted Allteam 110 - 21/5
contest entry antries

Confirmi th b f

Dnl rming the number o Allteam | 21/5

audience votes
Scoring Huve

Generating results uyen. 22 - 23/5

Nhung

Recommending gifts for kids |All team |3/5
Gifts for the kids Completing the gift box for

children participating in the|All team |26/5

contest

PRE-EVENT

Contacting the judges &

discussing  the  program|All team [15/5
Judges (overview, grading criteria...)

Reminding schedules Khanh 26/5

Sefting up a chat group to

. exchange information with . 23/5
Following candidates’ parents Huyén,
candidates MNhung

Reminding information in the

26/5
final round
Sorting the identification .

i 2 24/5
Arranging number for each performance Huyén,
schedules Nhung

Moticing to Candidates 25/5
Sticking  the  reqgistration|Khanh, 56/5
numbers Trung
Preparing logistics
Preparing prize envelopes Khanh, 26/5
panng p P Trung

Table 25: Participating roles of the project
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Completing

the

setup of the staging

dred

IN-EVENT

Setup seating area:
+ Judges
+ Candidates & parents

Test:
- Sound
- Beat materials

Check-in, receiving the list
number

Coordinating  the :
contestant area Informing MC & Judges about Allteam 12715
the candidate's next
performance
Receiving  information &
Judges area Confirming with judges about
the contest entry on stage
Summarizing the score from
Stage area the judges and notifying the
MC
Media Taking photos
POST-EVENT
Gifts for the kids Giving gifts to children All team  [29/5
Announcing Top 5 results Huyén 2715
Media i i i
Posting the image of children Nhung 30/5

receiving gifts. ..

Table 25: Participating roles of the project
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1.2 Print materials

The "NTQ Kid's Got Talent" poster features a predominant blue color scheme, combined
with cartoon characters, creating a lively and engaging atmosphere. The poster conveys the
The “NTQ Kid’s Got Talent” poster features a predominant blue color scheme, combined
with cartoon characters, creating a lively and engaging atmosphere. The poster conveys
the message that the event will bring entertaining and enjoyable experiences for the whole
family.

10.05 - 23.05 "

lgag hdi cla rigng OT0 nhf - Tham gia 1A cd quil

Figure 25: Official poster of ‘'NTQ Kid's Got Talent'

1.3 Application forms

In addition, our team has also prepared the registration form for the “NTQ Kid’s Got Talent”
competition. The registration form is created in Google Forms, written in a concise and
clear format, including basic information of applicants such as their full name and workplace
address. It contains instructions as well as sections for registration and image submission
requirements. This will minimize any potential confusion for contestants during the registration
process.
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PANG KY THAM GIA CUOC THI NTQ'SGOT  * ¢
TALENT - TIM KIEM TAI NANG NTQ

 Nham tao mat sdn chai lanh manh cho e NTG-ers of thit 1he hidgn 1i ning cba mink, cuge thi NTO's Gat
Talent - Tim kidim 13i nding NTQ chinh thire duege phit d4ng. Vi quan diém thi ning khing chi 13 gidi ehuyién
ety gy, cude thi NTO's Got Talent che ngudi NTQ dugs 18 chire w& mang muiin mang Jin ehao ede thimh
widn mét sin chel chuyén nghiep, bif ich £ th hién nang lye, dam mé vl khilng dinh gid
iy i i mt digm nhdn trong chuyin du lich Summer Trip 2022 b& Vang Chung kEt cia cube thi & duge
diitn ra ngay treng dém Gala Dinner W ngiy 2977,

% 04 tugng tham gla: Cae thinh vién tham gia chueng trinh Summer Trip 2022,
= Hinh thize du thi; Thanh vién cé the lua chon 2 hinh thire - thi ¢ nhén v thi tip thé

% Na dung du thi
~Thi sinhy Nhdm thi sinh them gia dédng k§ th hign 11 ndng & cdc linh vue sau
+ Hat {don ca, sang - tam ca hodc band nham);

+ Vil dzo (nhay, mua, khiéu vil flashmab..);

+ Bidu dién nhac cy (ghitar, cajon, argan, sdc. ),

+ Bidy dién tzp k7 (kich, o thudt, va thuds, =i
+ Tai niing khdc {mang tinh nghé thuat va cd thi
L

+ BTC khéng gidi han =& kegng tiét muc ding kf clia méi cé nhan/dan vi

+ Gac thanh vign/nhiam thanh vién & cée don vi khac nhau cd thé cing kit hop dé tae nén tigt muc du thi

‘nh dién trén san khiu)

% Thang tin chi tigt v& cude thi ban vui 1dng xem trong bai phat dang nhé! Can bay gia hay ding &y tham gia
ngay d& eé oo hdi téa sdng tai ndng trén sin khiu théi nao!

% Han chét dZng ky du thi: 08/07/2022
Email *
Valid email

This form is collecting emails, Change settings

bin thisn. Bie kiét,

Section 3 of 3

Théng tin Géing ki dinh cho cas thank vign du thi tép thé

Section 2 of 3

Thang tin dang ky danh cho ede thanh vien eur thi ca nhan v

The Ioai ban lua chon duy thi? *
Héit dom e

Wil dan {nhay, mda, khiéu vi,..

Biéu gién nhac cu (guitar, cajon, organ, séa..)

Bidu i tap k§ (kich, a0 thudt, v thudt, xife...)

Tal nang khéc (mang tinh nghé thuét va cd the trinh dién én san khiu)

Méu ban lua chon thE loai i ndng khic, vui long che BTC bigt thé logi ban ddng ky du thi nhél

Short answer text

Tén tigt muc dur thi ez ban? *

Vui léng diing kj théng tin cda 1t cd cdc 8t mus ban tham gia.

Long answer text

Thé leai nhém ban lys chon du thi? *

Hét (song - tam ca hodc band nhém...}

Wi dao [nhéy, mia, khidu vil, lashmab..)

Bitu dién nhac oy (guitar, cajen, organ, 540, )
Bidu didn tap k7 (kich, do thuit, v3 thui, xide..)

Tai néng khéc {mang tinh nghé thust v ¢ thé trinh dién irén san ki)

NE ban lua chan thi laal tii ndng khic, vul 1Bng che BTG bigt thé loal nham cia ban dang ky du thi
nhél

Short answer text

Figure 26: “NTQ Kid’s Got Talent” contest application form
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DANG KY THAM GIA DEM TIEC GALA DINNER
"SHINE1306 - NTQ 12TH"

PEm tifc G
cing nhau
lai con dudng d

“SHINE1306 - NTQ12TH: LEAP INTO THE FUTURE™ it thii diffm mis ngurdi NTG ty hii 08
ahdt ding nhé nhit treng niim. Va ching ta 58 cé dip duge cing sdt bin nhau 98 nhin
ua, d€ ciing nhau lan téa néng luong cia tudi mai e ra.

Vi ban hdy ¢ lai thang tin cie minh dugi déy nhé, néu nivw ban chéc chin tham gia Gala Dinner
Thei gia ngay 09/06/ 2073,
. Dia diém: Mg DUBAN LG

Sy hign difn cxia ban tai dam tige chinh 1d mét trong nhifng thanh cing tuydt vii nhit cia "SHINET306 -
NTQIZTH: LEAP INTO THE FUTURE™!

Tedn trong,
BTC Chuomg frinh

Email =

Valid ema

This form is collecting emails. Change settings

Ho vé tén clia ban *

Short answer text

Bomw *

Figure 27: “Shine1306: Leap into the future” application form

1.4 Social media posts

Prior to the event, our team is responsible for participating in content creation and organizing
the "NTQ Kid's Got Talent" competition, as outlined below:

App MyNTQ

100 B @

< Tin Tirc Tin Tirc

e a

Tin ndng Hoat dging - Surkién
Khép lai ngay héi vui choi Han hoan chao dén ngay
va cudc thi NTQ Kid's Got Quac té thiéu nhi vai
Talent vai that nhieu ky nhirng su kién siéu hap
niém dang nho dan!
Vay la chuong trinh 1/6 nam nay da Vay 1a mot mia 1/6 niia lai g6 clra NTQ
khép lai vai hang tram luot ghé tham vdi biét bao hao hirc, mong ché cla

i rhevi ~line aher nA uli cha ran NTA Mhi HSe ciina chiins mink tim

Viét binh ludn Vigt binh lugn

Figure 28: App MyNTQ post of "NTQ Kid's Got Talent" contest
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Facebook

£ 3 To Trufing Dan Phd # 4 To Trusing Dan Pha

\-FE('-?’ 77 Théng 5 - @ WA o Thing 5@

& L0V CAM 0N COA CHUONG TRINH MGAY HOIVUINCHGI & CUDT THI NTQYS KID GOT HELLG MGAY M3 V3 10 GUIGHG MAT MHI XUAT SAC NHAT CUQC THI NTQ KID'S GOT
TALENWT & TALENT

Wiy 1a chuang trinh 16 ndm nay da khép la hing trlim luigt ghé thim gy bl vul che

17y, khing khi “xam phé® NTQ

hiin lén vdi cude

cling b od v chung két cia hi WTQ Kid's Got Talent. Trang suét t chon cho cac tai ning nni Ao ehi rigng
chiic chudng t Izi dang v Ta tru na dudc chon thi tui cho hét tét ca 1l thiy bé néo
nibidu i n eiing 1 B nao cing wing ding

& Xin dudc gli 13 cém o
... Kem thém

ai thi chi duige chgn 10 bE xudt séc nhit, nén BTC d4 thys su phai "cén ndo..

0P 10 2 wa 10P 10
UG THIHI 8'S GUT TALERT 03 THI TG RIS 608 TALENT

OOF Nguyén Vit Phi, Pham Thu Thae va 73 noubi khae 1 binh ludn OO Mguylin Vign Phih, Hanh Hant v 52 ngutii khie 5 binh uin
Figure 29 : Facebook post of "NTQ Kid's Got Talent" contest

Our team aims for a cheerful, friendly, and memorable image and tone. This approach helps the
"NTQ Kid's Got Talent" competition capture attention, evoke positive emotions, and establish
a strong connection with the participants. Consequently, it generates a natural spread and
leaves a profound impression of the event in everyone's minds.

Figure 30 : Facebook reel of “NTQ Kid’s Got Talent” contest
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In addition, our team is also primarily responsible for scripting and producing a teaser for the
"NTQ Kid's Got Talent" competition at Tiniworld. Throughout this process, we placed special
emphasis on creating engaging and captivating activities, thus arousing an irresistible sense
of curiosity. By doing so, the teaser stimulated viewers' imagination and enticed them to
participate in the event. Our team chose to employ lively, friendly, and memorable visuals and
language to convey the fun and excitement inherent in the competition. Creating a dynamic,
artistic, and enthusiastic ambiance in the teaser was the objective that our team aimed to
achieve.

2. In-event Implementation
2.1. “Chuyén pho t6i” Video Contest

2.1.1 Assignment and progress

CRITERIA CONTENT PIC DEADLINE
MEDIA Designing media publications Trung 18/05

Following the list of participating teams
=o)L A1 el & presenters
THE CONTEST

Khanh 22/5 ~ 9/6

Compiling clip and sending to organizers|All team 04/06

0120600 |\ e Supporting scripts All team 24/05
CONTESTANTS

Filming Trung - Khanh  [03/06
Re-sharing information about the contest|Nhung 23/05
Launching Minigame “Who is the judge N
of the contest?” L a3
Announcing Minigame results Huyén 25/05
SUPPLEMEN-
17U &nele LIV E Introducing the contestants Nhung 29/05

NICATION

Members of all floors gather together to

prepare for the competition Trung 02/06

Behind the scenes of blockbuster movies|Nhung - Huyén |03/06

Instructions on how to spend the prize
money of the contest

AWARDING Preparing the voting link at Gala night  |All team 08/06

Khanh - Huyén |07/06

Table 26 : Assignment and progress "Chuyen Pho Toi"
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2.1.2 Media products

r T8 Trusdreg Dida P! F T2 Trugng Didn Fha
A oot

A SAN PHAM C0A UG THECHUYEN #HE 100 0GR SAK TARNG OEMG CHITU BE NIG- CULE TH WD LD "THUFLK PHD 7047 LA,
CHILEM 1 TAM 10GH OUF OF BikW ONDN MNADD

o carg din ga. ve qua minhcing nhas
S chind L (5B

v BTC cam

3% s o i redeeg e
il adt b g cong

Caln anki cheem

CAMONTAT CAANN CHIEM
Vi B LGRS LG THAM GIA Cude THL. 1Y,
cilse WHAN TRUGHE THGE WHDNS SiEu b 5

A1 BEM GALK HHELL DOl TUGNG THAM GIA

o Tesdn DSBS thng K veds o HTG

b0 giden cd chi nhdrh Madt Bdn

CHU BE

@ Cdc don o trong 1 1dng lam wiéc s&

MO rarimG cuing nhou thigs hisn 01 vdeo v chl t?‘i
PHIEN LN S0 TRE NORY 09,006, 1023 x 3 [al-] ":hl'?"!'" Fhé tal®

CACH THUC G

® Bal dy thi gdi wé emall cla bd phan K
f5.hom ntg -solution.comun

T i Gl wichasn

008 = | Bl k 23.05 ~ 02.06

L0 Thikdng <bng B4 - A

Figure 31: Facebook post of "Chuyen Pho Toi" contest

CUGE THI CHUYER PH0 71

iF

8 HA
18 HH
0 e

K10 Jagars

Fol videa ‘Churgks phedn . 108
HHa
T 157

Video "CUhuyen phd tai” - 78 HHY

..
HTQ TV : = :
, -

Figure 32: Contest entries on Youtube
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2.2 “NTQ Toi ké” Post Series

2.2.1 Assignment and progress

CATEGORY DETAILS PIC DEADLINE
“NTQ TOI KE” Finding funny stories in the book Khanh 08/05

POST SERIES Filtering out the questions All team 10/05

Expanding Horizons: NTQ Office Growth

and Creating a Home Nhung, Huyen (17/05

NTQ Travel Diaries: Exploring the World

in Countless Ways All team 20/05

Footprints Beyond Borders: NTQ’s

Ventures in International Markets IC Department | 24/05

(1=l RS S IS N avigating Challenges: Early Onsite
Experiences Abroad for NTQ Team

All team 27/05

Perspectives of International Members at
NTQ: Embracing Diversity in the All team 31/05
Workplace

Unveiling NTQ’s Product Journey: Stories

Behind Our Innovations IC Department 31/05

Minigame answering questions about

details in NTQ Toi K& Huyén - Trung |05/06

MINIGAME Finding the winners Huyén 07/06

Awarding Trung, Khanh [09/06

Table 27: Assignment and progress “NTQ Téi K&”

2.2.2 Posted products

# 4 To Trudng Din Phd

16 Thang 5- &
Théi gian thim thoat thoi dua, mdi 2 ndm trude NTQ vira tron 10 tudi, ma nay T6 trudng toi lat
trang lich tudn mai da thay chi con dém |Ui chua 41 1 thang nira l3i d3 tdi sinh nhat thir 12 cla
"phd nha", That 13 dip hop If 8€ doc lai nhimg chia sé tha vi va diy "tinh cim® clia nhiing thinh
vién NTQ vé “khu phd" minh dang song. Ma niém vui thi ai nd tan hugng mdt minh, nhan day To
trudng t6i s€ dang lai ban full “NTCQ Toi ké* d& ba con of bac anh chi cling “ngém clu® nhé, tidc
Gala sinh nhat thang t&i, chung ta lai ¢6 thém nhiu chuyén dé k& nhau nghe!

PDF
MNTQ toi ke_final.pdf

DDP 19 7 binh ludn
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\'@;" T:T_'_T_"%Dan P €L T3 Truing Dan Phé
thing & @aa hing 5+ @

CUNG T TRUCING TiM “NHA THONG THAI" CUA CUGN NTQ TQI KE NAD! A ’ ; . " p
HACK NAD CAC NTQ-ER VI Q&A TOUR CUNG TO TRUONG NAD!

W Chi can vai ngay nifa thai, cac anh chi em nha minh s& dudc "tha dang” tai thém dé budi cang
chiéu phim NTQ12th, Bén c hiing di€m mdi trong Gala ndm nay, TS Trudng t6i sé mét bi cho
cac thanh vién $& cb mdt MiniGame siéu hip din, 10ng gidi thudng lén dén sau s8 07, BAL mi
thém, Minigame nay s& lién quan mét thiét dén cudn "NTQ Téi K™ va chudi dip "Q&A Tour™ cla
Té Truding, cac thanh vign hiy ciing theo déi chudi bai viet nay va dodn xem MiniGame nao dang
chao don cac thanh vién nha.

W Chi can khoang hai tudn nita thai, NTQ sé chinh thic ky niém sinh nhat thir 12, Tir hém Td
triding tai bat dau chia sé cudn sach "NTQ Téi ké” Ien "xom phd” nay, nghe dan rat nhigu anh chi
em di chuy@n tay nhau duting link doc sach dé "thuding thife” nhiing ciu chuy@n eue ky thi vi.
Wy thi nhan day, T8 trudng téi di quyét dinh sé lam mdét "Q&A Tour” khip vin phong G& hack
nao dong bao. Nao, ngay by gid, hdy theo chan T4 triding dao mdt wing cdng ty d& dua ra
nhiing ciu hoi trac nghiém tdi cic thanh vién, xem ai 13 nguéi nhan dugc nhigu qua nhat nhe!

FNTOTOIKE #5HINE1306 #NTQ12TUO!I

&2 Com bay gid, xin mdi cic thanh vién nha minh ti€p tuc Q&A Tour hack ndo cac NTQ-er part 2,
D wem Ian nay T8 Tnedng hack ndo cac thanh vién nhu nao nha

Pap an:
A. Quéan 4n “Nha Toi Quan“

005' Ngoc Huyen va 13 ngudi khdc 0‘.0 12 1 bink luan

oy Thich O &inh lugn (=) G I Thich (3 Binh lugn (=) Gt

Figure 33: Facebook post of "NTQ To6i K"

2.3 NTQ’s 12th anniversary - “SHINE1306: Leap into the future”

2.3.1 Assignment and progress

CRITERIA CONTENT PIC

Photographing & Recording Trung
Preparing facilities:

- Carpet

- Tablecloths

- Dining substances
S U8 S5\ - Decoration (flowers, candles, podium...) Huyén,Khanh
-WC

- Areas of welcome gate, backdrop, check-in...
- Welcome drink area

- Table area to write birthday wishes
Controlling the greeting book area Nhung
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PERFORMANCE

GUEST

PARTY

MINIGAME

PHOTOGRAPH

MEDIA

106

Gathering and reviewing the internal performance
team

Huyén - Nhung

Joining the performance team Huyén
Taking care and guiding the Kids team Nhung
Sorting the guest positions according to the final list [Khanh
Printing VIP guest names Trung
Guiding guests to the party table All team
Following the preparation time at the party tables All team
Moving micro to players and guests Huyén
Presenting gifts Nhung
Taking photos at the backdrop areas Trung
Following at the checkin area Khanh
Posting All team

Table 28: Assignment and progress NTQ’s 12th anniversary




2.3.2. Script

# ACTIVITY
WELCOME GUEST

- Check in

1700 -17:35 35
- Welcome drink & Net working

- MC Voice off bat dau vao chuong trinh
-PGén dinh chd ngé‘:i cho khach theo tirng khu vuc

I CHUFO'NG TRINH CHINH

1735 -17:45 10

17:45 -18:05 20 |Opening performance

Opening perfformance LED Dance
Hanh trinh cua NTQers

10 |MC Chao murng, gici thigu y nghia chuorng trinh

5 |Chiéu clip "TOI LA ..."

18:05 - 18:25 20 |Chapter 1: The beginning of a journey

15 |Chiéu Clip Chapter 1: Mét hanh trinh méi bat ddu | MC giao luu

5 Tiét muc Nhay hién dai S6i dong. Mix 3 bai

18:25-19:10 45  [Chapter 2: Historical Footsteps

Chiéu Clip chapter 2

16
Nhing bude chan tién phong

10 |MC gi&i thiéu dén clip ghi hinh sén & cac dau cau

Tiét muc biéu dién cha ca sy Thu Thuy

Biéu dién ca khie: Budce di khong dimg lai

Game: Hoi xoay - Dap thang

15 : ]
MC gidi thiéu tré chod, thé & va giai thwong

Table 29: Script of NTQ’s 12th anniversary
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19:10 - 19:20

19:20 - 20:35

20:35 - 20:35

20:35 - 21:10

108

10  |Chapter 3: Sustainable Journey
5 |Chiéu Clip Chapter 3: Béng hanh viing budc
5 |Tiét muc van nghé cla ca s§ Thu Thuy va vii doan
75 |Chapter 4: Leap into the future
5 Chiéu Clip Chapter 4: Nhitng bwéc nhay vot
1 |MC két Chapter 4 va din vao Talkshow
15 Talkshow: chia sé cau chuyén cua minh vé hanh trinh
Beyond Global
1 |MC két Talkshow va dan vao cudc thi Chuyén Phé toi
Cudc thi Chuyén Phé t6i
10 MC gidi thiéu format cia cudc thi
tlai dién don vi dirng 1€n trinh bay va kéu goi binh chon cho bai
du thi cia tﬁfmg minh
MC dén phat déng binh chon gi@i thiéu Tiét muc van nghé
3 |Tap thé CBNV va con CBNV
Binh chon cho bai dw thi song song do la biéu dién vin nghe
10 |Trao giai cudc thi Chuyén Phd téi
20 |Key Moment: HAPPY BIRTHDAY 12 YEARS YOUNG
20 MC méi BOD va ddi ngii nhan sw tre
Cung thuwre hieén nghi thire cat banh ki niém 12 nam
b MC bé mac, két thic chuwrong trinh
Tiét muc hat tap thé (Hat live, tw phat)
15  |Cac thanh vién NTQ tién Ién san khau cing hat bai NTQ két

thic chwong trinh

Table 29: Script of NTQ’s 12th anniversary




2.3.3 Media products
App MyNTQ

100 B &

Tin Tirc

SHINETIOE

Tin néng

Chinh thire phat déng
chuoi su kién chao dén
Shine1306 - NTQ12TH

Chwa day 1 thang nifa, ngudi NTQ sé
clng nhau chao dén mot tudi mdi, tudi
thir 12 day nang lugng. Va nhu thuéng
1€, nguwdi NTQ sé cing nhau dén vdi

Viel binh luan

[2023] NTQ Monday's News #19:

Mé&i la sinh nhat tudi thr 12 cd...

00000

Culing dén nghe ban tin hém nay!

Bé chao don tudi mai cda NTQ, chudi
hoat ddng hudng dén sinh nhat thir 12
s& co rat nhidu didqu mdi la. Vay didu
mai la Ay 1a gi, hiy cing lang nghe ciu
chuyén ngay hém nay nheal

Figure 34: App MyNTQ posts of NTQ’s 12th anniversary

Facebook

We distributed invitations to each employee to show
our care and attention even in the smallest stages.
Thereby also shows the thoughtfulness and careful in
each stage of preparation for the company's big event.

#la 16 Trudng Din Phi
“3’% o

TAM THIEP MO TREN BAN, THOI GIAN DIA DIEM RO RANG, ANH CHI EM TANG 2, TANG TA

Figure 35: Birthday invitation post
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4 TS Trudng Déin Phé
W v 0

GIAI AP NHING THAC MAC VE BUA TIEC GALA SHINETI06-NTQ2 TH 2

GLABAR THAC MAC VE

BALA DINMNER
SHINEI3DB

Thich [ Binh luin =) Gif

#.4 T Trudng Din Ph

=i

B OO MAN NHING £81EU MO LA TAI GALA SHINETI0E. MO ANH CHI EM VAD KHAM
PHARAL £

ay Td trudng
i s kien “bom 13@n” nam nay

o™ Thich O Binh Iudn = Gl

Figure 36: Posts novelties and questions answered this year

(3 T Truding Ddn Phd
&5
=

| KHOMNG THE NGO LT TAI BOA TIEC GALA SHINETIS

ol Thich 2 ginh luin ~) i

Figure 37: Post novelties and
questions answered this year
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During the event phase, our team kick-started
with posts and images related to the birthday
celebration date. The posts primarily focused
on communicating information to employees
and highlighting the event's time and location
to attract their participation. Prior to the writing
and design process, our team was provided
with posts from similar events to determine
an appropriate writing and design style for
presenting our message to the target audience.
Accordingly, we adhere to the established style
of being cheerful, engaging, and trendy for all
our artworks and captions.



@4 T4 Trudng Dan Phé
ER Guin trivién |Ngudi déng gép nhifu nhét . 8 théng 6. @

# & ¢ LEAP INTO THE FUTURE - OFFICIAL TRAILER | KHO1 CHIEU 09.06.2023 & ¢ &
ISHINE1306 #NTQ12tuoi #LEAPINTOTHEFUTURE

12/ 047

DO® Duong Nguyén, Nguyén Tién Trung vi 37 nguii khic

oy Thich [ Binh lusn ~) Gii

Figure 38: Movie trailer post

Facebook Reels is a short-form video sharing
platformthataimstocreateacloserconnection
with viewers. The videos are presented in a
humorous and adorable manner, making it
more comfortable for viewers to receive the
message. They primarily focus on naturally
and gently emphasizing the event's time and
location.

fsa T4 Inrong Dan PhG
us Er Nguis déng oép nhiku nhit . 2 thing & . 6

1m nay 13 npay git &
ndz chdn ba ngy dién ra tiée sinh nhit oéng ty raiii

Hen gap lai moi ngudi 17h ham nay nhazal

Hinh tron Hinh tam giac

Hinh nhu
hém nay & thd 6

Hinh vuéng

Figure 40: Birthday time reminder post

A video trailer is set to introduce this year's
Shine 1306 event, which holds significant
importance for the entire company. The
short video, lasting less than a minute,
aims to create an initial impression on each
member, piquing their curiosity and building
anticipation for the upcoming event.

uhm NTC Phei
S Reets (8 Tating (Déin Phal - B Thing -8

==pOu: Khi bani nhinra odn mdy phit nlia o 1@ Gala Dinner = g

i it ciimigy quiin i hen Iic T7ho! /06 tai hei trusdng
Lowis Paldce nhaxa! FEHINE1306 #NTOA 2tuoi FLEAPINTOTHEFUTURE An
bet

Figure 39: Use Facebook reel to remind time

On the day of the event, short and gentle
reminder posts will be prioritized to help
members remember the program's schedule
milestones.
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Figure 41: Posts updated atmosphere at the event

Leading up to the event's scheduled time, sharing event photos will capture more attention
from everyone. Those who are still hesitant will be further motivated to participate, witnessing
how the program unfolds. These posts also serve as a reminder for everyone to quickly
attend the event and join in welcoming this meaningful occasion.

# 4 Ta Trudng Dan Phd da phat truc tigp.
Quan tnvien Nguei déng gop nhigu nhat - 9 thang 6- &

[09.06] LIVESTREAM: GALA DINNER SHINE1306-NTQ12TH

Xem ban dich

Oﬁfr‘ Dugng “J__‘_I_:;'.“I'I va 30 nguai khac 16 binh ludn

g™ Thich (J Binh luan (=) G

Figure 42: Event livestream on Facebook
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Livestreaming to share the memorable moments of the program allows those who cannot
attend to still be part of the festive atmosphere. The video also captures the unforgettable
moments of this event, even after it has concluded, allowing people to revisit them at any

3. Post-event Implementary

In the post-celebration phase, our team collaborated with the Internal Communications
department to create a series of articles aimed at sustaining the excitement and camaraderie
established during the celebration of NTQ's 12th anniversary. The main purpose of this article
series is to maintain and enhance the sense of community spirit, commemorate meaningful
moments, and foster a strong connection among NTQ members..

Summary and Conclusion: By recapping the highlights of the Gala Dinner and simultaneously
expressing gratitude for participation and support, the article continues to convey appreciation
and honor the spirit of collaboration.

ke NTQ Phé T8 Trudng Din Phd

S0 oh 968 Videa ngdn - T& Taring Dl PhS - 11 Thing § -8 i % N &8ng gép nhatu nhdh 13 Thing 6 -
ANH CO ROI NE. DAY NGAM ANH MINH THOI NAO CAC BAC Gflill

i NTQ RON RANG BON TUGI 12 TRONG CON
®

Chiic miing sinh nhdtNTQ mui
hai hal hai haiChile NTQ ddy

B

# LANG BONG CAM XUC TAI LE KV NIEM 12 NAM THANH LAP CUA NTQ %

Figure 43: Pictures of posts after the event

At the end of the event, a series of articles is not only a part of recording the moments that
took place, but also serves the clear purpose of maintaining and enhancing the sense of
solidarity of the brothers in the company and presenting express gratitude and honor to
members, and affirm the goal of developing and fostering a strong connection for the future.
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Figure 44: Project group with brothers and sisters at NTQ
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3.1. Actual Budget

CRITERIA DETAILS UNIT QUANTITY TOTAL
“E"‘::ta':ﬂ"" g::fc'ghcgf'”cg”"'cam" Package 1 534,892,600
Event - N~
urgnniz-ntiun g::ﬁ{hﬂ;hﬂg?rﬂgumcahnn Package 1 514,806,600
service
Supporting practice Person 281 5,620,000
Artists’ faes Person 25 12,500,000
Supporting MC Person 2 2,000,000
PG Person 10 1,500,000
Minigift sets Mini gift [E:;dei:}s * Glass Set 950 19,855,000
First Prize Prize 1 10,000,000
Second Prize Prize 1 £.000.000
“Chuyén ph& i Third Prize Prize 1 3.000.000
video contest Consolation Prize Prize 4 2.000.000
Minigame Prize 5 500000
Awards formex Package 1 495000
Shipping Mone Package 1 220000
Minigame “Héi Co-award Prize 1 3,500,000
xoay dap thang” Clips props Prize 1 352000
1st Shine Poster Piece 35 385000
2nd Shine Poster Piece 25 &8T 500
Logo sticker Piece 50 110000
Cover letter Pieca 1 22000
Decal Pieca 1 286000
Card Piece 1000 6,600.000
Table nameplate Piece 37 203,500
Diagram Pieca 10 16,500
Organizers’ card Pieca 30 49,500

1,130,601,200

Table 30: Actual Budget of NTQ’s 12th anniversary
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Ill. Annual Activities
1.“Chao budi sang” news/ “Good Morning” news

1.1 Assignment and Progress

Below is an example of a scenario and our work breakdown in implementing the plan outlined

above:

DIEN
VIEN

THO!I
LUONG

BILLIARD
Tiéu dé: Tinh hinh cong ty sau khi phat déng giai Billiard

LO1 THOAI

Poster giai dau Billiard

Canh nhan sy cam Anh Camera: anh @i anh xem xem dang an
dia tap luyén cho Diing 10s com ma anh cif chot chot gi day ?
thang trong bira com |SDC1 Nhan vat 1 - & anh lau diia &y ma
Canh nhan s cam ]
. s Camera: anh anh anhlll anh lam cai gi
chdi lau nha dé tap A
L 10s day
luyén sau khi di vé o .
, MNhé&n vat 2: & anh lau nha ay ma
sinh xong
Canh nhan su trong Camera: o anh anh cé cai dang lam
L .. [Anh Phu S :
giér lam viéc cam chudt spC3 10s viéc gi ma ky cuc thé ?
luyén tap Nhan vat 3 - & anh viét code 4y ma
Camera: o hai anh tranh céi cai gi day
Canh 2 nh&n vién c&i  |Anh Huy ?
nhau theo hinh hoc so |OD, Anh 20s 2 Nhan vat - bai hinh ndm nay a4y ma
dd cua ban Billiard Tai OD Camera: hinh gi ma cé ca bi 8 vs bi 15
réi can bang thé nay ??
Canh nhan vién dang N Camera: o dirng lam vay nha dirng
oc .
vira di v& sinh xong thi Hg . 10s lam vay nha, dang lam gi day
. . s uyen
lay chéi dé tap billiard Y Nhé&n vat: em dang quét nha ma
Pay nhu chung ta cd thé thay ai ciing
Canh MC ndi vé tinh rat hang say tap luyén, vay nén chiing
hinh tap luyén tai van |Chi 0 ta dirng bd |& giai dau Billiard hap dan
e m s 5 -
phang réi dan dén Nhung dignratai.._. vao . nhal Hen gap

tat c& moi ngudri vao hom do

nhaaaallll

Huyén

Khanh

Table 31: Billiard post script, “Chao budi sang” news
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KICH BAN QUAY DUNG "1001 CACH FLEX THEO KIEU NGLFOT NHA NTQ™
Tiéu dé: Can gi dén hoi thé cudi cing, ngurdi nha N& ma flex thi trén tirng hoi thér

DIEN THON KICH  QUAY

CHI TIET . LOM THOAI

VIEN GIAN BAN DUNG

Giong Google: 1001 cach Flex theo kigu

Gioi thieu 105 qwei nha NTQ

Flex doc hét Anh Huyén: Anh Phu, anh cé gi flex ?

sach NTQ tai Phi [C s Anh Phu: Boc hét 497 trang cia NTQ tdi
ké ” ké KHONG SOT MOT CH(¥

Flex Design Chi Huyén: Chi Nhung oi, lam ti flex di chi

3 . ' /s Chi Nhung: Théy cai poster bang kia
Nhun . ;
bang Paint Vi ﬁ,gA khéng? Chi design bing paint dy )1

Huyén: Anh Trung oi anh cé cdi gi dé
"ph& léc xinh™ khdng a
Anh Trung: Hém nay... Anh OT qua dém

g:;; OT qua Trung (10s 4] ‘
Huyen: Kinh vayyyy
Anh Trung: Thuc ra ngudi yéu déi nén .
khéng duoc vé nha Auyen, |, anh
- - Nhung
Huyén: Chi Thao, chico gi flexa ?
Chi Thao: Hmmm, nay chi dén cdng ty
Flex di lam Chi 7 luc ?h aérlng
s0'm Thao IC Huyen: U udi som vayyy

Chi Thao: Khach hang goi ma em
“money money money

Huyén dang dinh két thic video: bla bla
bla

Chi Thao: & em oi con nifra con niFa. ...
Huyén: O ké chi.

20s Chi Thao: bh gl¥i chi demo cai em dang
quay ludn nhé

Huyén: nhung ma gicr 5 rudi réi ma chi...
Chi Thao: kip khéng em

Huyén: vang (run run)

Flex giao viéc [Chi
6 zé Thao

Table 32: Flex post script, “Chao budi sang” news
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1.2 Media posts

Our posts are primarily focused on development through the Facebook Reels platform,
which aligns well with short video content. Moreover, this format easily surfaces on users’
newsfeeds, leading to a substantial increase in both views and engagement.

d a Ky chua nhi? NEu
i con chiin chif gi niia ma khéng trién ngay théi
P i Link ding ky:
“~*https//forms.gle/b3swinuaTPDaAadCA ¥ Heon gfip
lai moi ngudi tai NTQ Pool 9 Gall 2023! An bét

Figure 45 : “Good Morning” posts on Facebook Group “NTQ Phé”

2. Billiard Tournaments

2.1 Media Publications

To prepare for the event, our team has been tasked with designing social media posts and
printing materials for the Billiard tournament.

POOL -85+ BALL

o
CO THU TOAN NANG

Figure 46: Billiard Tournaments’ Email Cover
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CO THU TOAN NANG

HaH CHOE SR K TERCH AN THI D!

1/07/2023 15,/07,/2023

Figure 47: Billiard Tournaments’ Email Cover

BT e Ra@mu cuui’N'eAv
@ur | AN QAN GAY /

Bay la mét tir tiéng Anh vé 1dung cu khi chai bnllnard

=0 N
&-JJ ]

THAM GIA NGAY ,
Iquﬁ et ‘u@ﬂﬂlf

Figure 48: Billiard Tournaments’ Minigames

That 2023
THAM GIA NGAY
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2.2 Application Form

DANG KY THI DAU GIAI NTQ POOL 9
BALL 2023: CO THU TOAN NANG

cansfinedgama Loom ChuysEn Jzi -ai khzan &

s Ekuth cdu bo bl bods

Hu ve 1 wde bizn.

Cauted o oda ban

Skyze clacan:

Oyt 151 c0n ban

LRl

Cauted o oda ban

Ben e 2oy tu Jdny ky Bang cla bhan Lhan Beo wde Lo ohi du i Tay nie ==
O Hang "= 1é1 nay ke, & cimh v o6 khd ning dom 2an

O Ilang 2z Thi trearg chot. 351 %hi 8n dupe 243 b 1 &1t nhang khang zist Jigu oai
G Ilang J: | &y cha =3 thé 22 clyrg ki thuit 8 kism 2o Bi cai

) T

Duay & “ ®oc hiet odu 13 O

Figure 49: Billiard Tournaments’ Application Form

Additionally, our team has also prepared a registration form for participation in the NTQ
Pool 9 Ball tournament using an online submission format. The registration form is created
on Google Form, written concisely and clearly, including basic information of the registrants
such as their full name and workplace address. It contains instructions as well as sections
for submitting the registration form and mandatory profile images. This will minimize any
potential confusion for contestants during the registration process.
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2.3 Assignment and Progress

CRITERIA DETAIL DEADLINE

PRE-EVENT

Designing:
+ Voucher
+ Competition table (2 copies) Trung, Khanh o707
M UL + Standee
WG ELTrE UG+ Posters
items

Printing the above items Mhung, Huyén

Preparing Cup,Souvenir Chess Nhung 10/07

Preparing Award Envelopes Speaker, Micro Huyén 1477

Cups & Flags
(W, TR T Prize envelopes
L UL B Standees
List of candidates to check in

|C Department 14/07

All team

Setting up the check-in desk

Setting up standee All team

MC {opening & closing) Huyén

Livestream: setting tripod Khanh, Trung 15/07

0 Te T Recording results on the scoreboard Khanh

Photographing Khanh, Trung

Giving awards Huyén, Nhung

POST-EVENT

Handing over the venue Khanh

(Garbage collection, cleaning All Team 16/07

Table 32: 2.2 Assignment and Progress Billiard Tournaments
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2.4 Media Posts

Our team is responsible for creating content for the NTQ Pool 9 Ball tournament event on
social media. According to the plan, the kickoff posts and mini-games will be initially posted
on NTQ Pho to capture employees’ attention, increase their awareness, and energize the

atmosphere of the event series.

CO THU TOAN NANG
/07/2023 15/07/2023
Hoat dQng—S‘ k!é
Khép lai mot mua giai
billiard thanh cong vai
nhirng chién thang day
thuyét phuc cua co thu
toan ndng nha Ng

Ngay 15/07, khan gia tai ACE Billiards

Viét binh luan

Figure 51: Post
sending to Email
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N

POOL <85+ BALL

CO THU TOAN NANG

11/07/2023

16/07/2023
Hoat dong - Su kién
Céc co thi nha No da san

sang "pha dao" moi duong

bang ctiia NTQ Pool 9 Ball
2023

Hay cling diém qua nhifng thdng tin nai
b4t cua NTQ Pool 9 Ball 2023 khién
ban nhat dinh khona duoc bé 1§ mia

Viét binh luan

HIR

POOL -8 BALL

CO THU TOAN NANG

¢4 oo ool 2l ndnc
BILLIARDS FOOL & B
che oz cothd Thi NTG,

8118p harh ong cua ma o
chinh Tz Suoe phit dénz, m2

2 % kizhlrh

2y cing Jm R eem mis gia 8m new of 21 dic big € cbn nnanhtay déng kj mécde cothil ol

Figure 50: Media Posts
on “‘MyNTQ”

THENG TIN GHI TIET VE 5141 DA NTO BILLIARDS POGL 5 BALL

1 B TUTNG THAM 1A & LE PHI THI B

= éiueng o iz

rerdz Lorg In @ BUUvnd oo
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Figure 54: Billiard Tournaments’ Minigame 1
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Figure 55: Billiard Tournaments’ Minigame 2

©e0
VOO

Thi ghan ok chabc: B - TLOTHETE f

ang tz binh tinh bu tin the dau thit k6t nha!

3 binh lugn

Figure 57: Update post on the Tournament



ICH NTE) POOE

1.0t he) t5dn rdng

Figure 58: Announcement of
Tournament Champion Post

Tl SE MOI NHONG ANH EM
NHAM TIN CHUC MUNG TOI

PLANTRUA
UONG TRA DA!

Figure 59: Billiard Tournaments’ Recap Post

Tor ribginarvarh b rda R
anh Trén Hodng W - ¥ N
chemnhmgt “coi dou lpak' &

oo | 8 bl b rd b | B i

* | ndy 7 it e, Guan quin |

boa.gis sl bl bifn bruawh £

141 °glt gfin*, chng Hersan sFB
cu okl shil

Figure 60: Post Sharing from the Champion

125



3. Summer Trip Activity

3.1 Media Posts

1:00 B @

£ Tin Tlre

Hoat ddng - Sur kién

[Summer Trip 2023] Thoa
suc xay dung ndi dung
cling cudc thi viét
"Summer Trip trong to6i
la.."

/12-05-2023 B0

Vra qua, chuong trinh Summer Trip
Viét binh luan o

Figure 61: Media Posts on “MyNTQ”

- o TE Tnrdng Din Phe
@ 31thinz 5-@

“Surmrmer Trip frang B3i 14, Cay but <im suang thang 5 goi i 28

i, U e s i i duyl i iy nhu i o Lung 1saction 1, e tiéen

WG SUMMER

—-5:; -—J.f_!P

Cay bitw him atgng thang 5 eita

“Qummer “Jrip twng, i la..."

o0 41 & Einh lugr

DCear ali NTD ery

Py * 2, chao g Vi Sumes Trip 2023 03 o il i o pd, g 1 cde s v, Thew
46, chuongiah duoc & khal 1hao quy mé ko runa Tim sdn xufieén o con vl meng mL8n
ip £4e Tharh wén 56 nling gdy ThITnan noor rodi mal ssu N3 gan ISm vise nEns £ay dic DKT
7drq coeng T ThEn gén k51 gr'ta ede mann v, £Ing rn olfa TAN En VA don A

Tronz kngn hd uong vih Summer Trip 2023 74Ny, 2UGc T Summer Trp reng W 4. " o2
Aue s ez 78 ks, séng kharg knleruong v, bna thel 1% rof Lu gl rhing cau chuyen,

krodm khie ding nhié cba cdendnn Aén 43 21En 1 wong choyér ).

“ay cude 171 "Summes Trlp wona 6l [ o ¢l :hd vi, g = cirq e rigunré

THONG TIN CHUNG VE CHUDNG TRINH
LTI glan @idn rac i 1205 2 1T
2. D gy hewm gie TR - thimh i NTH
3. Cach i ham gle:

o T vin e chen 1 o el % o iy

O @ Peimu o chiyin d riie Sor i han
o Ui dé "Bes contich ndt trzng chayéh of

Luu RV dEng o, Ll WS cda hinn i sEndm rong mue B K dang oho pné duvd
4 en chu b iFE
o Bt duo qun trong veag Tudn kEu i zhuyén ot i

« Bl vigh t€15E) 200 enil s8m hirh dnn hoZe v deo bt mdTul eunEn 1 (~3 Rinh ank.
i chi G

i i g 5 Ty B g L, g i 0 s g Qi

wAndidng pay
» M b ding €n o3 dil rasmag: FELAMME MBS F1er | BT (T oy FEummer | rpetis
DL

Figure 62: Post sending to Email

£ 4 Td Trudng Can rhd
@ Vithing 1@

<hu niun Chy but kim oueng - “summer P trong tol 13, thing & 1§ didnt!

& Trang 2viaqua, MES, G SDC6 NWS, Fresiles, PO TS0, MTO &), SOCT, STET1 63 nhirg
chuyEn summer Trip oz “enedy™ 161 cic dio canh du lch ndii Téng HaLeng. Cin The <4 10,

' 167 chic mirng 5 thanh vién o6 <2n i B4y 04 xust <A dank gidi thudng cla “summer Trip
ong to 1. thing 2

™ Cuwiny Tidi: Mamm - NES
= G "Cy Ll v i Thi Trang - G
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nNig

SUMMER
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“Summer | ip trong 1oi ...
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LirMai Ly
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Figure 63: Media Posts on Facebook Group “NTQ Phd”
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Figure 64: Media Posts on Facebook Group “NTQ Phé”
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3.2 Posts featuring participation from different departments

Elolieaae, thirng i Id DenlalFlow

Ha 1 i 0 B Ha Lorg ien xanln o2l lng nacg wimy. Ui Ju bisd 30 Dren.alPow 3 m21

ourEn a8
WFhoach ohi

£ i R LT

Figure 65: Posts featuring participation on Facebook
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IV. Campaign Overview

Our team organized the “Shine1306: Leap into the Future” event and annual activities at
NTQ to spread a positive message about our company’s culture, work ethics, and growth
opportunities. This year, the aforementioned activities stood out with distinctiveness and a
professional scale. We placed particular emphasis on the following aspects:

Creating a Space for Discussion and Feedback: Our team designed a pre-event segment
exclusively dedicated to discussions and feedback from employees. This helped create a
comfortable and secure environment for everyone to share their opinions, allowing us to gain
a deeper understanding of their emotions and thoughts.

Professional Scale: The event and annual activities were meticulously and professionally
planned, ensuring the best experience for employees. Every detail, from the anniversary
ceremony to sports activities, was perfectly prepared, ensuring a sense of connection and
significance.

Structured Communication Plan: We developed a detailed and organized communication
plan to convey information about the event and activities to all members. This helped everyone
understand the objectives and significance of the activities, fostering enthusiasm and active
participation.

The project management process provided our team with numerous new experiences,
particularly in terms of collaborating with various managers and departments, enhancing skills,
and gaining valuable lessons.

V. Future Activities for the Campaign

Most of the activities within the project have been completed by the team. However, there are
still two activities that the team is responsible for, as follows:

Organizing the Badminton Tournament at the end of August
Completing the preparation plan for the “NTQ Toi ké ver 2” book

After the event, our team will proceed with posting content across various communication
channels. Alongside this, we will gather feedback and engaging interactions from attendees to
supplement the project’s effectiveness measurement. With the recent event series, our team
aims to lay the foundation for NTQ'’s long-term activities, particularly with the upcoming “NTQ
Toi ké ver 2” book.
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l. Project Evaluation

1. Evaluating and measuring effectiveness

Evaluating and measuring effectiveness is a crucial step in a communication campaign.
Through effective measurement metrics that gauge the implemented campaign, we can
determine the ratio of completed tasks to the total workload as well as the achievement
of the initially set objectives. From there, we can formulate proposals for the company’s
development in the upcoming period based on the insights gained.

1.1 Pre-event activities

The birthday party program “Chuyen Pho Toi” and the contest “NTQ Kids Got Talent” are
unique and creative activities that NTQ Solution has implemented to strengthen the brand
and spread the company’s core values.

The birthday party program “Chuyen Pho Toi” and the contest “NTQ Kids Got Talent” deeply
connected with the emotions of NTQ employees and families. The fun and memorable
moments during these events created a strong and positive mental association with the NTQ
Solution brand.

Through the birthday party program and talent contest, NTQ Solution created positive and
insightful stories about the company. The photos, videos and stories shared from these
events were the company’s personnel to spread the positive message about NTQ to both
internal and external communities.

Through “Chuyen Pho Toi” and “NTQ Kids Got Talent”, NTQ Solution has created a multi-
dimensional interaction and bonding environment between employees and different members
of the company. Sharing, participation and support fostered teamwork and cohesion on all
levels.

The two birthday party programs “Chuyen Pho Toi” and the “NTQ Kids Got Talent” contest
have proven remarkable success in strengthening and strengthening the NTQ Solution brand.
These creative and meaningful activities have achieved impressive results, demonstrating
the consensus and commitment of both NTQ employees and the community.

With active participation and response from all members, these two pre-event programs
proved that strengthening the brand is not just about advertising or marketing, it is about
building relationships. true system and value in the eyes of each person. The success of
“Chuyen Pho Toi” and “NTQ Kids Got Talent” is a clear demonstration of the strength and
uniqueness of the NTQ Solution brand.
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1.2 NTQ'’s 12th anniversary - “SHINE1306: Leap into the future”

This year's SHINE1306 was planned and organized with an entirely new concept, different from
previous years. The birthday gala was aimed at a modern and youthful approach, embracing a
European style. With a series of kickoff activities, mini-games, and Q&A sessions to promote
the program, this year’s birthday celebration was successful in garnering significant interest
from the company’s members. We received over 700 registrations and had more than 800
attendees at the Gala night, which is an encouraging increase compared to previous years.

Throughout the event and even after its conclusion, both guests and company staff shared
images and videos of the company’s 12th-year birthday event on their personal pages, fan
pages, and groups. This has helped to promote the company’s image more widely and
effectively.

Figure 66: Company employees actively share invitations
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Figure 67: Company employees actively sharing the memories after the Gala night

133



U] TG 1o 1 bivi ey nigrreg i cissg Beyand Global - L ]

.‘I il Traeg

Tat P A L L SRR - L (A T P

i st v g e bl o i Rsd et o B i G pheF By iy
Gk réd e rqeda 85 65 va duds i pha che bhich béag vhrg rhinchusg B
ring Stang den né s, oH ed 3 s

ATy =M

Trcd: "6

Vet Ui Uanss

figper M. Tag rranmem
Wecly o Poed cticn « Mua D

@ Mguven Dan Phuong
Dep déy, chi biét NTQ nén s kign nhu néy 14 the hién ding cip cla

cac ban len 1 bac rd g

Thich Phan hél % wEn

. Minh Trurang
MNguyen Dan Phuang em cam o chi, day 13 sk dau tign NTQ s
duny Agency day ¢ nén cing rat la nd luc a.

Figure 69: Partners reposting the event
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Survey
Number of survey participants: 156 members (constituting 16% of the total NTQ members)
and (constituting 24% of the total attendees of Shine1306 Gala).

Overall rating

Highly rated categories (calculated by total rating member points):

* The program’s invitation card set (invitation cards & candies)

* Hall space (area, view)

* Images displayed on LED screen

* Information related to the event (parking information, seating chart, directions, etc.)
* Posters, check-in backdrop

Not highly rated categories (calculated by total rating member points):
* Food quality

* Restaurant’s table service quality

* Program duration

* Interactive content on Gala night

Ban the melder Sunee cic thnmg Lin sk chroong Wint thing qua kiinh nde? [l iy

155 regacnaes

HIL] <ré TR (11,95
T LTI
Cral 124 T3 58
Fartia €3 [40.4%)
P A7 0 5%
THiZp e 1837 3%
S e W o che Tann vl 37 AF A
vz Whng b T Ban g o 5132 TH)

O oy i Ll Cusde g EXRREL

Figure 70: Birthday program survey results

Based on the survey, NTQ members became aware of the program through various media
channels, primarily through the group “NTQ Phé”, Email, and invitation cards, with percentages
of 74.4%, 79.5%, and 67.3% respectively. This clearly indicates that these communication
channels are highly effective.

Furthermore, a significant majority of the participants attended the event with the aim of gaining
a better understanding of the company’s culture, networking with colleagues, and fostering
connections. These preferences dominated the survey results, with the remaining choices
being of negligible significance.
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Figure 70: Birthday program survey results

In the realm of visual media communication, the majority of responses have yielded positive
outcomes, as both the messaging and the execution have garnered favorable impressions
among event attendees. As indicated by the chart, it is evident that a significant portion of
participants’ choices fall within the categories of “satisfied” and “quite satisfied.”
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Figure 70: Birthday program survey results
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The positive feedback from the surveys extends beyond just the aspects of organization,
encompassing factors such as seating arrangements, hygiene maintenance, and lighting
ambiance. However, there is a noteworthy observation regarding the evaluation of the venue’s
location, which received a dissatisfactory rating from 11.5% of participants. This serves as a
valuable lesson for the organizing team to glean insights for future event planning endeavors.
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13 (8.3%)
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Figure 70: Birthday program survey results

The evaluations regarding the program’s duration and thematic messaging, however, are not
as positive as seen in the aforementioned surveys, with 8.3% giving a poor rating, and 18.6%
and 12.8% respectively offering a rather unsatisfactory assessment. The prevailing sentiment
among participants is one of acceptance, rather than outright satisfaction, in this aspect of
the event. This highlights the need for improvement in both the duration of the program and
the effectiveness of conveying the thematic message in order to achieve a higher level of
participant contentment.
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Figure 70: Birthday program survey results

137



Similar to the previously mentioned aspects, in peripheral categories such as the “Chuyén
Phé Toi” video contest, talk shows, welcome drinks, only the cultural performance segment
received a favorable evaluation, outperforming the other program elements.
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Figure 70: Birthday program survey results

In the evaluation section concerning the food and program concept, the majority of feedback
indicated that they were not suitable, with 78.8% and 69.2% respectively assessing them as
unsuitable. Furthermore, the quality of the food and the restaurant itself did not receive high
ratings.

Conclusion

From these observations, it becomes apparent that both the program concept and the food
offerings were not aligned with the cultural preferences of the NTQ community. This serves as
a significant experiment, not only for the team involved but also for the entire IC department
and the leadership, as they venture into testing new approaches. Moreover, this endeavor
has provided valuable insights and lessons learned for our team, contributing to a pool of
knowledge that will aid both the group and the entire company in progressing towards a more
prosperous future.
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1.3 Annual Activities

The “Summer Trip trong t6i Ia” contest, which was implemented for the first time, received
enthusiastic participation from various departments. Out of 20 departments, 14 of them shared
their heartfelt reflections with everyone.
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Figure 71: Result announcement post

This year’s billiard tournament also attracted a significant number of participants from various
players. With over 70 registrations, 32 players advanced to the championship rounds of this
year’s tournament.
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Figure 72: Tournament launch post

Alongside the communication campaign for the program, the number of registrations this year
has doubled compared to last year. This increase in participation signifies the heightened
interest of NTQ members in the company’s internal activities.
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1.4. Media Plan on Facebook Group “NTQ Pho”

During the period from 01/05 to 10/08, the activity index indicates that group members were
most active from mid-May to mid-June. This timeframe corresponds to a concentration of
events that attracted significant attention from members, such as the “Kid’s Got Talent” contest

and SHINE1306. The number of active members during this period remained relatively stable,
consistently above 500.
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Figure 73: Facebook reel of birthday event

After the birthday period, the activities returned to familiar routines and regular annual tasks.
The distribution of activity levels was quite distinct, with some days having very few participants
while others saw a significant increase, primarily focusing on days with scheduled events.
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Figure 74: Facebook reel of “Chao bubi sang” news

Compared to the first four months of the year, both the number of posts and the level of
engagement have significantly increased. The number of posts has risen by 193%, comments
by 118%, and reactions by 157%. Below is a table with specific data:

140



CONTENT CHANNEL TIME NUMBER LIKES, AVERAGE KPI COMPLETION
OF COMMENTS LEVEL
POSTS  AND VIEWS

S NGOl NTQ PR | 5/5- | 13 976 react 75,07 T0react | 107% react
TALENT" Kl 621 react 50 95% comment
CONTEST comment 47 76 commeant
comment
“CHUYEN NTQPhé |2355 |9 681 react 75,66 70 react | 108% react
PHO TOI - 36 131 react 20 72%
VIDEO comment 14 55 comment | comment
CONTEST comment
S IR S NTQPhé | 17/5 |6 421 react 70,16 50 react | 140% react
POST SERIES - 351 react 50 1M7%
35 comment 3.5 comment | comment
comment
LU T2 R NTQ Phé | 225 | 29 1,873 react | 6458 B0 react | 129% react
EVENT - 963 react 30 110%
13/6 comment 33,20 comment | comment
comment
o LGN NTQPhd | 25-5 | 17 699 react 41,11 50 react | 82% react
SANG” NEWS - 189 react 20 55% comment
287 comment 1.1 comment | 134% view
BETT view comment | 300 view
40417
view
BILLIARD NTQPhd | 296 |14 572 react 40 85 30 react | 136% react
TOURNAMENT - 187 react 10 133%
1617 comment 13.35 commeant | comment
comment
U TSR NTQPhE | 155 | T 316 react 45 14 40 react | 112% react
ACTIVITY - 42 comment | react 10 60% comment
3T 6 comment
comment

Table 34: Media scoreboard
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The maijority of content streams have achieved the set KPIs by our team. The communication
posts on the NTQ Street channel usually do not attract significant attention, resulting in
relatively low interaction rates. Our team’s established KPIs are also based on these actual
figures. Although the quantity may not be substantial, this represents a new step forward
compared to before. This progression helps the communication posts to gradually garner
more interest and engagement from the members.

2. NTQ’s Evaluation to Our Team

Our team has received an invitation to continue accompanying NTQ. After completing the
project, NTQ hopes that our team can return to the office to listen to feedback from the
Branding department. We will be provided with specific guidance by NTQ to leverage our
strengths in their work.

NTQ highly appreciates the efforts of our team working at NTQ over the past three months.
The collective has performed well in the assigned tasks and achieved results beyond
expectations. This demonstrates the professionalism, dedication, and relentless effort of our
team.

Excelling in the assigned tasks not only requires professional skills and personal abilities but
also demands collaboration and unity within the team. With a team spirit and mutual care, our
team has achieved significant successes.

NTQ would like to give special commendation to our team for demonstrating professionalism,
responsibility, and maximum effort in the work. Finally, NTQ congratulates all members for
our outstanding completion of the task and hopes that these successes will continue to be
sustained and developed in the future.

142



Il. Conclusion

1. Team’'s Contribution To The Project

In this 9th semester, our team has had the fortunate opportunity to become a part of the
internal communication department at NTQ Solutions, a technology company with over 1000
members. Within a span of three months, our team has gained valuable hands-on experience
and applied our existing knowledge to address communication challenges in the communication
process. This has provided the team with precious insights into identifying both positive and
negative aspects of the project and finding practical solutions. During the 12th-anniversary
celebration event of NTQ Solutions, we were fortunate to be involved from the very beginning,
and our proposals were seriously considered. We were also given the freedom to express our
opinions and recommendations, some of which were approved. While working at NTQ, we felt
like regular members of a team rather than just collaborators on a specific project. Additionally,
our team had the opportunity to engage in various tasks such as writing articles, designing,
photography, and surveying questionnaires. These tasks were not initially within our scope of
work, but these experiences allowed us to gain a deeper understanding of working in an office
environment and explore different areas.

We contributed to the project’s direction and actively participated in proposing ideas. All
communication materials (articles, posters, banners, backgrounds, etc.) and video scripts for
events were meticulously prepared to ensure the highest quality upon publication. The internal
event “Shine1306: Leap into the Future,” celebrating NTQ’s 12th anniversary, was warmly
received. The event allowed all employees to share stories, express themselves, and engage
in various related activities. One of the memorable moments that we take pride in was when
Ms. Thao (IC Manager) praised us from a team member during the evening after the “My Street
Story” video contest. Ms. Thao mentioned that NTQ had received excellent submissions from
offices around the world this year and was delighted to participate in the company’s event with
pride. These remarks truly inspired us and reinforced our commitment to the project.

However, our team does not fall under an official department, so all guidance and information
must come from Ms. Thao - Head of Internal Communication Department, NTQ Vietnam
Branch. This limitation hampers our communication with other departments and leads to
misunderstandings and obstacles in collaborating with NTQ employees. Partial access to
internal information is also restricted. Moreover, our team is not directly allowed to write articles
or propose ideas to NTQ'’s senior management. All matters have to go through Ms. Thao
to ensure confidentiality. Lastly, our team has received strong support from NTQ Vietnam’s
internal communication team. In each project, our team is assigned core tasks, proposes
ideas, and is granted approval to directly execute those ideas.
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2. Lessons

During our collaboration, our team applied a wealth of knowledge acquired during our studies,
especially from courses such as MED201, MKT101, CCO201, VPD201, MPL201, MEP201,
DTG111, and more. Although not all information was directly applicable to our practical work,
we selectively used it to develop guidelines for various tasks. Our strength did not lie in internal
communication activities, so working on this aspect for the first time within a technology-focused
organization like NTQ presented a learning curve. We spent quite some time adapting to this
new role. However, through these challenges, we gained valuable insights and developed
new perspectives. We recognized that there were diverse member profiles and varying ways
they engaged with internal activities.

Foratechnology-centric company like NTQ, the success of a project is often predictable through
revenue and customer feedback. Yet, for internal events, members have varied feelings and
viewpoints, expressed through various forms of feedback. For instance, while many NTQ
employees were excited about the “NTQ Kid’s Got Talent” competition, a portion of the staff
was not satisfied. The existence of the “Chuyén phé t6i” video competition catered well to the
dynamic and enthusiastic members. In contrast, the “NTQ Téi K&” communication campaign
targeted more introverted members. With an approachable nature and simple participation
criteria, this event appealed to a wide audience, ranging from high-ranking executives to

laborers and security personnel.

Furthermore, we realized that multitasking and possessing in-depth understanding of various
communication tasks, such as branding, internal communication, and public relations, were
essential to effectively execute projects within a large company like NTQ. Quick responsiveness
was crucial, as all ideas had to navigate through multiple management levels before reaching
their final form, and revisions could occur at any time. For example, our team played a central
role in helping departments create videos for the “My Street Story” competition. Just before
completion, the management requested changes. To meet the new requirements, Trung, our
team’s editor, dedicated most of his weekend to make the necessary adjustments and finalize
the video. Such incidents also occurred with video content scripts due to project management
requests, leading our team to generate more ideas, film, edit, and work more. Fortunately,
all unanticipated needs were met on schedule. This experience taught us to be agile and
prepared for unexpected situations in the future when executing similar initiatives.

We also realized that each company has its own unique approach to implementing
communication initiatives. Proposed concepts must align with the business, especially for
a technology company like NTQ. On the other hand, our team consistently presented two
proposals: a safe option and a riskier yet innovative one. We shared creative ideas while
maintaining NTQ’s internal culture for both the 12th-anniversary celebration and annual
activities.
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3. Suggestions & Recommendation For NTQ

3.1 Company Recommendations

After each event, our team also had the opportunity to propose ideas for future improvements.
Our recommendations were presented as follows:

« For the “NTQ T6i K& content sharing activity, we suggest replacing it with a similarly
meaningful but fresher and more engaging activity. We have plans to develop the company’s
next commemorative book. In this activity, instead of simply sharing memories from the old
book, participants—new staff members—uwill contribute with new and relatable content that
aligns with the current culture.

» For the “NTQ Kid’s Got Talent” contest, we propose adding accompanying side activities to
the finals. Therefore, the decision was made to host the finals at Tiniworld Nguyén Chi Thanh,
an attraction with fun services and activities that would keep participants engaged and excited.

+ Regarding they “Chuyén phé t6i” video contest, being the first time we organized such an
event, we recommend creating a more relatable concept—a family movie premiere. In this
activity, the team suggested video shooting between different floors, with all team members
contributing ideas and shooting videos for their teams. Additionally, we propose extending the
video shoot to other NTQ locations worldwide (NTQ Japan, NTQ Hongkong, NTQ Korea, etc.).
As expected, this initiative yielded positive results and enhanced NTQ’s overall culture.

* For the 12th-anniversary project “Shine1306: Leap into the Future,” we propose a segment
that combines members and kids participating in the “NTQ Kid’s Got Talent” competition. From
the survey, we identified that 45% of members fall within the 30-45 age range. Therefore, this
artistic segment proved effective and aligned well with NTQ’s current culture. We suggest
surveying members’ profiles and their desires to tailor events to the company’s evolving stages.

* Forthe annual activities, we propose a more intimate and cheerful approach to communication,
particularly through video series like “Good Morning” or radio bulletins like “Monday’s News”
and “IMuzik.” While seemingly minor, these daily activities have a positive and lasting impact,
making members’ daily work environment more enthusiastic and enjoyable.

» Generate more interactive content for other social media platforms such as Facebook and
TikTok. Specifically, we propose continuing the “Good Morning” video series to convey culture
and regulations in a relatable and enjoyable manner.

These recommendations were a result of our deep involvement and collaboration with NTQ,

aimed at enhancing internal communication, fostering a more engaging workplace culture,
and contributing positively to the company’s future development.
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3.2 NTQSquad Recommendations
* Learning and Knowledge Development: Continuously seek and absorb new information
about the field of communication, emerging trends, new tools, and effective methods.

« Enhancing Writing Skills: Improve the ability to write and articulate ideas clearly and logically.
Develop expressive sKkills in meetings, discussions, and group conversations.

« Audience Understanding: Grasp the goals, expectations, and needs of the target audience
(employees, managers, colleagues, etc.) to convey messages more effectively.

+ Mastering Internal Communication Tools: Proficiently use internal communication platforms
such as chat systems, email, project management tools, and document repositories.

+ Building Relationships: Cultivate positive relationships with members within the organization
to gather information more easily and gain a deeper understanding of the internal landscape.

+ Evaluation and Learning: Assess and draw lessons from past internal communication cases
to enhance future strategies.

+ Goal Setting: Define objectives for improving communication skills and establish metrics to
measure progress.
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