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INTRODUCTION

Tra Su Quan was founded by Mr. Tran
Cong Danh - Head of the Association
connecting Vietnamese tea cultural
heritage belonging to the Ho Chi Minh
City Cultural Heritage Association.

Tra Su Quan officially came into
operation on February 25, 2023 and is
located in the grounds of the Ho Chi
Minh City History Museum for those
who love Vietnamese tea.

FOUNDER TRA SU QUAN
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CLIENT BRIEF

SCOPE OF WORK Branding campaign to increase brand awareness for Tra Su Quan becomes an attractive place for

young people to experience Vietnamese tea

DELIVERABLES Social media plan for a 3-month campaign via Facebook FanPage 

Offline event at Tra Su Quan

PROJECT
OBJECTIVES

Increase brand awareness for Tra Su Quan about Vietnamese tea

Increase young people's interest and love for Vietnamese tea at Tra Su Quan 

TARGET AUDIENCE Young people interested (22 - 30 years old); have upper - middle-upper income, have an interest

about Vietnamese tea, and want to experience culinary culture activities 

TOUCHPOINTS Online: Social media (Facebook, Instagram), online newspaper

Offline: poster, standee at the museum, event at Tra Su Quan 



SITUATION ANALYSIS



SITUATION
ANALYSIS



Communication activities about tea in particular and
Vietnamese tea in general not only help promote the image
of Vietnam but also create the competitive potential for the

country to promote the national brand

CONCLUSION
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This campaign, we focus on Salience to improve brand Awareness, based on
the current stable factors of Image and Performance, thereby also indirectly

creating attraction for the shop to increase Loyalty.



The current optimal direction of Tra Su Quan is to strengthen communication
about the connection story, the brand story, to create its own highlight and

stand out in the current market.

CONCLUSION



COMMUNICATION
OBJECTIVES AND KPIS



COMMUNICATION OBJECTIVES KPIS EVALUATION

Increase brand awareness through stories
about Vietnamese tea in the audience's daily
life 

Highlight the difference in experiencing
Vietnamese tea through activities and stories of
Vietnamese culinary culture at Tra Su Quan

Introducing Tra Su Quan is an attractive place
for people to experience Vietnamese tea as
well as being connected with people with
similar interests

Increase 30% likes and followers on Tra Su
Quan's Facebook page in 10 weeks 
Increase 30% average reach on Facebook in
10 weeks
Increase 50% engagement on Facebook in
10 weeks 

Online channel (Fanpage Facebook) 

Meta Business
Suite 

Get a total of 40 participants in Tra Su
Quan’s workshop series in 4 weeks.
Get a total of 400 participants at the Tra Su
Quan experience event (4 days) 
Receive 80% positive responses from
participants in the feedback form

Offline channel (event): 

Feedback,
participants
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TARGET AUDIENCE

DEMOGRAPHIC

Sex: All gender
Age: 22 - 30 years old 
Class: Middle, Upper middle 
Living in HCM city, Viet Nam 

PSYCHOGRAPHIC

Enjoy engaging and connecting with people with similar
interests
Love Vietnamese culinary food 

INTEREST & BEHAVIOR

Likes to participate in rich and new experiences that help
broaden their horizons
Care about the traditional values of the Vietnamese people

MEDIA BEHAVIOR

Using two main social networking platforms, Facebook and
Instagram 
Facebook is the place they mainly use to find information 
They like to see articles in multi-format mainly



CAMPAIGN PROPOSITION

To get Vietnamese youngsters to experience Vietnamese
tea in the most realistic and joyful ways in their daily life
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CREATIVE
IDEA

Concept Key message Tagline

Every tea's a story - Mỗi chén trà là

một câu chuyện

Tra Su Quan is a place to connect

young people through stories and

experiences around a cup of tea

“Tea CONNECT us”






CREATIVE
IDEA



EXECUTION
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ALBUM



PHOTOSHOOT
ALBUM



WORKSHOP 
"IN BÁNH - UỐNG TRÀ
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WORKSHOP 
"IN BÁNH - UỐNG TRÀ
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REPORT & EVALUATION

Social Media WorkshopPhoto Album



SOCIAL
MEDIA







PHOTO
ALBUM



WORKSHOP
Earned Media 

Tuổi Trẻ online 

Bình Định Plus's Facebook

FAT Tiêu Điểm Á Châu
Saigon's Facebook



WORKSHOP

Earned Media 



Report & Evaluation 



Actual cost

Expenses of 4 workshops

Revenue of 4 workshops
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EVENT
OVERVIEW

Tra Su Quan is an interesting destination for people to experience tea through cultural and culinary activities
How the experience at Tra Su Quan different from other tea shops
Show the audience the comfort, closeness and connection when coming to Tra Su Quan
The story of tea and traditional cakes

Purpose: Introducing Tra Su Quan is a place for people to connect with each other through experiencing
Vietnamese culinary culture activities. At the same time create a space for people to share and listen to stories
surrounding 

Format: Offline event 

Talking points: 

KPIs: Get a total of 400 participants at the Tra Su Quan experience event (4 days)

Target Media: Online newspaper (Tuoi tre, Kenh 14), HTV, National Assembly Television



EVENT IDEA

5 game booths will help people learn about Vietnamese teas
in the most intimate and simple way

4 street vendors will include traditional sweets to help
participants understand what a special combination of tea and
traditional confectionery looks like

The event will include 5 game booths and 4 heavy loads. In there:



5 BOOTH GAMES

O AN QUAN - Black Tea BAU TRA - Red Tea TEA RACE - Oolong Tea



DROP ICE - Green Tea BIT MAT THAM TRA _ Green Tea

5 BOOTH GAMES



4 STREET VENDORS

Carry 1: Printed cake/Mung bean cake

Carry 3: Lotus tea

Carry 2: Candy pull

Carry 4: Combination of 
other traditional cakes



LOCATION
& TIME

Time: 10/08 - 13/08 

Location: 2 Nguyen Binh Khiem, Ben Nghe Ward, District 1 

Concept: The event will be simulated like a country market.



EVENT MAP



EVENT
LAYOUT



EVENT EXPERIENCE
JOURNEY

CHECK - IN EXPERIENCE CHECK-OUT

Guests check-in to receive
the participation ticket

Take part in the photo
session with the check-in
frame

Players will participate in the game
5 booth games. The winner of each
game will have a free experience in
the next booth. And the loser will
only experience 1 part
After completing the game, players
will use the ticks to exchange gifts

At the checkout area,
participants will use the
stamps to exchange for gifts

Participants will be randomly
drawn gifts. However, if they
check-in, in with the
program's hashtag, they will
be converted to 1 scented bag
made of tea

B1: Ô ăn
quan

(Trà đen)

B4: Thảy trà
(trà xanh)

B5: Bịt mắt
thẩm trà

(trà trắng)

B2: Bầu trà
(Hồng trà)

B3: Đua trà
(Trà olong)

G1: Bánh in
ăn kèm
 trà đen

G4: Các loại
bánh truyền
thống khác

G2: Kẹo kéo 
ăn kèm với

hồng trà

G3: Chè sen 
ăn kèm trà

Olong



EVENT PRODUCTION



No. Time Details

1 9:00 Open to welcome guests to experience

2 9:00 - 17:00 Guests participating in experiential activities

3 17:00 - 18:00 Clean up and close the event 

EVENT AGENDA



EVENT ESTIMATED
BUDGET



EVENT RISK
MANAGEMENT



FOR LISTENING!
THANK YOU



APPENDIX



Workshop participants’ information


