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INTRODUCTI

FOUNDER

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

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 Viethamese tea.



CLIENT BRIEF



CLIENT B

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 - Increase brand awareness for Tra Su Quan about Vietnamese tea
OBJECTIVES - 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



POLITICAL

The 5tate promotes enterprises to

develop national brands, especially

Vietnamese tea enterprises

Tax Incentives create favourable

conditions for small and medium

enterprises to develop

ECONOMIC

strong domestic tea consumption
market makes domestic sales stable

sales of healthy beverage products
increased due to the need to promote
the health of consumers after the
Cowvid-19

products.

pandemic, notably tea

SOCIAL TECHNOLOGY

The habit of dnnking tea of Vietnamese

people increased after the Cowvid-19

epidemic

The Internet has opened up new

opportunities in promoting Vietnamese
agricultural products to the public,
especially young people

Applying high technology in the tea
processing industry helps to increase
productivity and qualty of output

products




CONCLUSION

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

country to promote the national brand



BRAND ANALYSIS



BRAN
ANAL

Low brand loyalty
Customers of Tra Su Quan are usually
tourists and have a one-time
experience. RESONANCE

Not attractive Gustnﬂzsh;tef?hrggra Su

The space at the shop and the Quan has old features but
message conveyed online are not the space is comfortable
attractive P '

Tea & Cultural Products Historic & Cultural
Types of Vietnamese tea, , )
¥p flower tea ' PERFORMANCE IMAGERY Historical teahouse
Experience the old style combined with
Vietnamese costume culture
SALIENCE

Low brand awareness
Many people do not know Tra Su Quan




Tra Str Quan

Tra Dao Shin Tea

Nam Ngoc Hién
An Vién Tra

Plantrip Cha

Low Quality

High Price

Low Price

BRAND
ANALYSIS

High Quality



CONCLUSION

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 Loyallty.

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.



COMMUNICATION
OBJECTIVES AND KPIS




COMMUNICATION OBJECTIVES

KPIS

EVALUATION

e |ncrease brand awareness through stories
about Vietnamese tea in the audience's daily
life

e Highlight the difference in experiencing

Viethamese tea through activities and stories of

Viethnamese culinary culture at Tra Su Quan

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

Online channel (Fanpage Facebook)

e |[ncrease 30% likes and followers on Tra Su
Quan's Facebook page in 10 weeks

e |ncrease 30% average reach on Facebook in

10 weeks
e |[ncrease 50% engagement on Facebook in

10 weeks

Meta Business
Suite

Offline channel (event):
e Get atotal of 40 participantsin Tra Su
Quan’s workshop series in 4 weeks.
e Get atotal of 400 participants at the Tra Su
Quan experience event (4 days)
e Receive 80% positive responses from
participants in the feedback form

Feedback,
participants




TARGET AUDIENCE



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 Viethamese youngsters to experience Viethamese
tea In the most realistic and joyful ways.in their daily life



CREATIVE IDEA



CREAT
IDEA

Concept Key message Tagline
Every tea's a story - Moi chén trala | Tra Su Quan is a place to connect “Tea CONNECT us”
mOt cau chuyén young people through stories and

experiences around a cup of tea




Objective

Key Message

ey Activities

supporting
Tactics

Always on

Active

Supporting
Channels

1
1

Phase |
AWARENESS

(3% - 27T

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

T Su Quan brings you imteresting
knowledge and stories of Vietnamese e 1o
help their i daily life

Social media posts
Photo Album

Phase 2
ENGAGEMENT

(37 = 3T

Highlight the difference in expenencing
Vietnamese tea through sctivities and stories
of Vietnamese culinary culiure at Tra 5o
Chaan,

Expenencing Viemamese tea i a new and
intimate  way through culinary culiura
activities will help young people understand
the stories between traditional Viemamese
tea and cakes.

Social media posts
Workshop series

Community seeding & Facebook Ads
o b

Tra Su Quan's Fanpage

Phase 3
ACTION
(317 =13/8)

Drive connections with the target audience
and trigger them to ke action through
through tea and culinary expericnce
activities at Tra Su Quan

Tra Su Quan 15 an attractive place to help
you connect  with  peonle  through
expericnees and  stories of  Vietnamese
culinary cultural achvites,

Social media posts
Event

CREAT
IDEA
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Description

Purpose

Examples

Estimated
frequency

Knowledge

Sharing knowledge
about the
and types of tea in
Vietnam

history

Let target audience
know
Vietnam's

how
tea 1S
different from other
countries' tea and

culture

The amount of

Vietnamese teas

Sharing customer’s
story about tea

Connect and spread
about these stories

What’s your story
when you drink tea?

Sharing the moments
and
their

between tea
audiences 1In

daily life

Create a connection
audiences
those

with
through
moments

Customer’s daily
moments at Tra Su

Quan

4 - 5 posts/week

Branding

Highlight Tra Su

Quan’s value through
meaningful stories

To show that Tra Su
Quan’s unique selling
point

Tra Su Quan’s core

values towards tea

community
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PHOTOS
A

Time Location Content Equipment
Tra Su Quan
9:00 - 9:30 _ _ Focus on parking + get 25 bottles
2 Nguyen Binh Khiem, Ben Nghe Ward,
District 1

9:30 - 10:30 Park area near Independence Palace Find TA: Freelancer, shipper,

. . Go find the people in the TA file Camera sony zv1
10: 30 - 11:30 |Notre Dame Cathedral Area around the area to aive them tea
11:30 - 12:30 Back to Tra Su Quan Give tea to nearby office workers

Ho Chi Minh City Book Street

Shooting sales staff, people
Nguyen Van Binh Street, Ben Nghe, reading books on the street
District 1, Ho Chi Minh Ci

13:00 - 14:00
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~ WORKS
"IN BANH - UONG

Time Description Duration

10:00 - 10:15 Pick up guests and check in

10:15 - 10:30 Artisans 1ntroduce printed cakes and distribute | 15 mins
materials and tools to customers

10:30 - 11:30 Participants practice making printed cakes

11:30 - 11:50 Mr. Thar/Anh Danh introduces guests to tea and lets
guests enjoy tea while eating cake

11:50 - 12:00 Participants decorate the box with their own hands to
bring home
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EAL HOAT BONG CHINH

Mghé nhan chia sé v ngh@ lam banh in Binh Binh
Nghé nhan hudng dén céch lam banh in
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WORKSHOP TRAI NGHIEM BANH IN KET HOP TRA VIET

10:00 - 12:00 Chil nhét, 9/7/2023

Tria Sd Guan - Bao tang Lich su TRHCM
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Tra S Quan - Bao tang Lich st TR.HCM - .
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REPORT AND EVALUATION



REPORT & EVALUATION
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phiey i hy.C ©

B 2 E
Chii nhat hang tuan
Tra S!Zl Qua‘ry -Bao tang L]_gh su '_I'P.HCM

Social Media Photo Album Workshop



Audience (0

) Facebook Page likes @

9,826

New Facebook Page likes ©

395 T 53.19

60

@) Facebook followers ©

10,020

SOC
ME

Post frequently and consistently

€? Published posts ()
51 T 109%

€) Published stories ()
28 T 100%

Engagement

Story reactions, replies and shares (i)

1.4K

Total from last 90 days vs 90 days prior

0
90 days prior Last 90 days




Facebook reach (G)

35,725 + 1

4,06

Facebook followers ()

10,020

Age & gender (1)

S —— S —
45-54
B women B ven

59% 41%

Facebook visits (i)

6,/57

lun 9 un 19 hun 29 ul 9




Pre-campaign

(8/5 - 4/6)

Awareness
(5/6 - 2/7)

109

Engagement
(3/7 - 23I7)

296

Total number of New 92 (18.5% increase (221.7% increase
Facebook Page Likes compared to compared to
pre-campaign) pre-campaign)
14,294 25,250
Total number of People 11 004 (29.9% increase (129.5% increase
Reached ’ compared to compared to
pre-campaign) pre-campaign)
2,913 3,780
Total number of Facebook 5 085 (39.7% increase (81.3% increase
visits ’ compared to compared to

pre-campaign)

pre-campaign)




Tra s Quan Bao tang Lich sif TRHCM
0 T © - June 20 at M-S

Toi tén la tra. Vao mot ngay nang dep, toi dugc phiéu luu ky dén moi con dudng tai Sai Gon va dugc gap
rét nhidu ngudi. Trong chuyén di nay, 16i dugc ldng nghe nhiing cdu chuyén xung gquanh minh

Mdi ngudi d8u o6 mét clu chuyén riéng nhung téi vui mimg vi nhé ¢6 t8i nhiing cdu chuyén méi duoc Post |n5ight5
néi ra, dugc chia sé va dugc lang rnghﬂ Dan da t6i trd thanh mdt nguodi ban d8ng hanh clng nhimg ciu
ién va 1 mit |:lh3f*n,. sur két ndi

y t6i s& ké cho moi ngudi nghe vé chuyén “phiéu luu ky” clia t6i vao mot
Toi tén la tra. Vao mét ngay nang dep, t6i dugc phiéu luu ky
dén moi con dudng tai Sai Gon va dugc gap rat nhiéu ngu...

)

Post Impressions () Post reach ) Post Engagement ()

7,673 6,186 754

fah i . o i
[IIIIEII Il%'wc C 1y 3 Interactions
3 el 2 o o©

Reactions

Comments

Link Clicks

Shares
12y quanh nhung Cau ENUYEn

1 hol ban Chan Other Clicks




Earned Media
WORKSHOP

Banh in Binh Pinh vao workshop ¢ Sai Gon

ﬁ HOAI PHUONG P Nghedoc bai 4:09 |[ 1x || ® ~  Tusi Trétren Google News %-_ Binh Dinh Plus - Theo d&i
= 1thang 7 lic 14:43 - @
;E MhI'ENFK? uc B G LR e g X <, Focus Asia Travel Tiéu Piém A Chau Saigon
G s = — r— . ” — P — anh in 1a mét trong nhing loai banh pho bién, thudng thay trong mam 22 thang 7 Itic 14:53 - @
Banh in la mot trong nhimg loai banh pho bién, thudng thay trong mam cung trén ban tho gia ciing trén ban thd gia tién mi khi I&, Tét hodic dam gié cua ngudi dan tinh _ : g ‘ & .
tien maoi khi le, Tét hoac dam gio cia ngudi dan tinh Binh Binh. Binh Binh. [Cudi tuan nay, ban co ké hoach gi chua?]
Clng vdi banh it 1a gai, banh thuan, banh hong Tam Quan... banh in clng Ban c6 biét? Trong khudn vidn Bao tang Lich sif Thanh ph8 Ha Chi Minh,

Ia mét trong nhitng dic san ndi tiéng cla tinh Binh Dinh khang thé bé 2 L ;
' 9 e g : 9 vao moi cudi tuan dién ra mot hoat déng hét sic v nghia danh cho moi

a. : y
qL‘I ) e o " T ) . Iifa tudi dé 1a Workshop "In banh - Udng tra" tai Tra SU Quan.

Banh in phd bién dén ':'.E" nha nha, ngudi ngudi du giau hay ngheo déu Dén day, ban sé dudc tu tay lam nén nhifng chiéc banh in mang dam nét
lam moi khi ndm hét Tét dén, dip le, nhat la dip dam gio... van hod Viét. Song, ban ciing sé& dudc Iang minh lai, nham nhi tach tra
Theo: Bao Tudi tré hoa quyén vdi vi ngot cla banh tao nén mdt vi ngon bung nd trong miéng

ban. Ngoai ra dén vdi workshop, ban con dudc két ndi véi cadc nghé nhan
lam banh, pha tra va dudc lang nghe nhifng funfact vé tra banh Viét ta.

© Thsi gian dién ra: 10:00 - 12:00 Chi Nhat hang tuan

¢ Dia diém: Tra SU Quén - S8 2 Nguyén Binh Khidm, Bén Nghé, Quéan 1
% 56 lugng: 15 ngudi

® Gia Vé (da bao gdm chi phi gui xe trong bao tang): 199.000 VND/ngudi

Y

& Giip tang dé khang tu nhién

J

Friso 8
 Tudocon kham phe | Yy

Ba Nguyén Thi Minh Ly (do dai dd) chia sé vé cach lam bénh in - Anh: T.T.D.

Tudi Tré online

MUA HGAY

L——r Y

{

Binh Dinh Plus's Facebook

Q0 10 | 2 binh ludn
FAT Tiéu Diém A Chau
Saigon's Facebook



Q_ Tim ndi dung lién quan - Tim kié’rp %\  muiimin il 2. 4B binge 24id

E ' (B B6 Cuc ,
J=

— 5,
§ morning well spent &
chanh @chaubingo

luukhanhling
Tra S{f Quan - Bao tang Lich si TR.HCM

Tra SUr Quan - Bao tang Lich st

bénh wding tra, giao thoa huong v
n theo dong chdy cla thai glan
mdi cdm nhan dugc ding sau mdi chidic banh 13 su tf mi, chin chu tir nguyén

muiimin
Tra S Quéan - Bao tang Lich st TR.HCM

cdn.tuoitrewn

QD Trin Cang Danh va nhilng ngudi khac

Qv . W
40 Iugt thich

luukhanhling Lan du tién trai nghiém ty tay lam banh
in Binh Binh véi ngh& nhan. Cing ngdi thudng thirc tra
Viét va gdp gé rat nhidu ngudi %

Xem 1 binh luén

30thang 6

SEEARE oQvV

- - i C6 daylamisa_ va 149 ngu&i khac thich
QY 4 W nay di lam banh in

P 14 khoachim Hom rdi rgéy ban Tra St Quan ri qua lam
: : : 0 a bénh in, uéng tra thay ung bung ghé. Cai vé c6 dén

@M C6 ptrchanh va 2.196 ngui khac thich RO L o e e
muiimin thanks for having me @trasuquan o ° my

— — - Iuc lam bai cho @projectvietnamme han. Bai thi trén
© TRA SUQUAN - BAD TANG LICH SU TP.HCM
first time making banh in with my fav people and that

hinh va & dudi comment nha. Bai nay Khoa tu thay ung
vi mau cunggg. Chat liéu tif Van hod nudc minh déc sac
was sooooo fun i need to have more experience like
this &2

va tao ra nhiéu pattern ung Iam luén!!! NEu mau sic

Bovae 1 e Mol f o Do L BTAY 8 Lol LA ALY Sl aise L2

Earned Me

s WORKSHOP
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Report & Evaluation

Evaluation

40/40

Total number of participants (100%)

34
Total number of People aged 22-30. (85% compared to total
participants)

3.649.200 VND
(See at Appendix 3)

Total Expenses

5.471.000 VND

Total Revenue (See at Appendix 3)




KIND OF

DATE NO. PRODUCTS QUANTITY PLACE TO BUY

EXPENSE
1 Pcs 2 135.000 270.000 | Shopee
Actual cost
2 Pack 1 89.000 89.000 | Shopee
3 |Bowl Pcs 15 10.000 150.000 | Local market
4 [standee P |1 | teooon|  tea000) SO e NUMBER OF AMOUNT
DATE UNIT PRICE
Cake mats Pcs 4 50.000 200.000 | Shopee PARTICI PAN TS (VN D)
2006 6 |Baking Gloves Box 1 25.000 25.000 | Local market Box of TQD pieces =. 50 pairs 10 adults
Round sticker: 30 pieces/A4 30 ! B . 0
7 |Sticker Ad sheet 9 25.000 225.000 |Heo Con Printing Shop sheet 1 Chlld N;’A
Stickers: 3 pieces/Ad sheet
Paper cup Lot 1 30.000 30.000 | Local market Lot 50 pieces 9!7 ? ad U ItS 1 . 393 . 0 00
9 Cake stencils Box 1 25.000 25.000| Local market 100 pesfbox .
10 Pack 2 9.000 18.000 | Local market 40 pes/pack 16/7 |6 adults Adult: 199.000 VND/Person 1.194.000
11 |Feedback paper Ad sheet 5 5.000 25.000|Déat in HCM 4 pes/sheet 1 3 d |_t Chilren: 99.000 VND/Child
12 |Cake box Box 20 1.750 35.000 | Shopee - 23/7 a_ uits 2 884 .000
13 |Fruit 1 64.000 64.000 | Local market fo worship 3 Chlld ren
14 |Flower Pack 1 30.000 30.000 | Local market to worship
15 |Water Bottle 5 5.400 27.000 | Local market to worship TOTAL 5-471 -000
16 |Incense Pack 1 15.000 15.000 | Local market to worship
17 | Dumplings Pcs 5 18.000 80.000 | Local market to support collaborators
18 |Bread Pcs 4 17.000 68.000 | Local market to support collaborators R evenue Of 4 Wor ks h (0] p S
19 |KOL parking fee support Ticket 3 5.000 15.000|- -
1 |Apron Pcs 20 20.000 400.000 | Shopee -
2 |Cake mats Pcs 5 §0.000 250.000 | Shopee -
3 |Cake box Box 18 2.400 43.200 | Shopee -
7 | 4 |Brochure Sheet 200 3.000 655.000 ;’:lﬁ::; Printing -
5 |Parking fee Ticket 7 5.000 35.000 | Museum -
6 |Facebook advertising part 1 Times 1 210.000 210.000 | Meta Advertising -
1 |Cake stencils Box 1 25.000 25.000| Shopee 100 pesfbox
16/7 | 2 |Baking Gloves Box 1 25.000 25.000 | Shopee Box of 100 pieces = 50 pairs
3 |Parking fee Ticket 5 5.000 25.000 [ Museum
1 |Papercup Léc 1 35.000 35.000 | Shopee Lot 50 pieces
o317 2| Cake box Box 10 3.000 30.000 | Shopee -
3 |Parking fee Ticket 11 5.000 55.000 | Museum -
4 |Facebook advertising part 2 Times 1 300.000 300.000 | Meta Advertising -
I 77 I 3.649.200

Expenses of 4 workshops



EVENT
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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:
 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

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 |

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

« 5 game booths will help people learn about Viethamese 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




5 BOOTH GAMES

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



5 BOOTH GAMES

DROP ICE - Green Tea BIT MAT THAM TRA Green Tea



4 STREET VENDORS

Carry 3: Lotus tea Carry 4: Combination of
other traditional cakes



Time: 10/08 - 13/08 LOCA

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

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

&q’;u*

Euwgéu mmﬁgﬂ




EVENT

Bao Tang Lich SUr Thanh \

phé Hé Chi Minh

©2 Nguyén Binh Khiém, p.Bén Nghé, Quan 1

Tra SIr Quan
Nam trong Bdo Tang Lich St

Théo cam vién
©2 Nguyén Binh Khiém, p.Bén Nghé, Quén 1




Bao tang Lich sir TP.HCM

HO nuwdc

Booth trai nghiém
Khung check-in
Ban Check-in
Check-out

Tra Sur Quan

Cay




CHECK - IN

e Guests check-in to receive
the participation ticket

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

EXPERIENCE

o 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

B1: 0 an G1f Baph in B2: Bau tra Gv2: K‘eo ke'9 B3: Dua tra G?: C‘he se‘n
quan an kem (Hong tra) an kem vaéi (Tra olong) an kem tra
(Tra den) traden hoéng tra Olong
B4: Thay tra Gfl: Cac Ic:al BS:P!t m‘at
. banh truyén tham tra
(tra xanh) A, , o o3
thong khac @ (tra trang)

EVENT EXPERIENCE

JOURNEY

CHECK-OUT

e 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




- NI CHEN THA M1 CHEN TRA
MOT TRAI NGHIEN IIIT THAI NGHIEN

Dia diém?%egn Bi!t?lénaég l 10/08 - 73@8

phué'ng Bén Nghé, Q1, HCM Bja diém: 2 Nguyfn Binh Khigm

EVENT PRODU

TI'iEIlIIlﬂII Bidn Gang Hie

86 2 - duong Nguyén Binh Khiém, phuéing B

' 27.022.023 likes

Chuyen la hom nay tui di Tra Su Quan vui lam o!!!

én 1, TP.HCM mmm_“m
Sz n a P

27.022.023 likes

oS

-’



EVENT AGE

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 ESTIMATED
BUDGET

EVENT COST ESTIMATION LOGISTICS
I - IR S VP R — - y 13 [Bénhin pes 100 | 5.0004 | 500.000d
L Sl Qty (VND) (VND) e N 14  |Banh du pes 100 | 5.000d4 | 500.000 d
anh
PRODUCTION -
15 |Keo kéo pes 100 | 10.000 4 | 1.000.000 &
1 Cost of set-up [Set-up cost for | booth | 5 [800.000 d |4.000.000 d
1 game booth 16 |Mut gimg kg 2 130.000 4| 260.000 d
> |Ganhhang |Ganhhangrong| pes | 4 |100.000d| 400.000 d 17 |Chégen pot | 50 |25.0004 |1.250.000d
rong cake for players 18 [Other candies |For take-away |kg 1 107.000d | 107.000 &
to experience (Déu phong, |gifts
A ” Chuai,...)
3 “DPon tre For ganh hang pcs 12 | 95.0004 | 1.140.000
chair rong 19  [Combo 1 combo = combo|[ 10 | 89.0004d | 890.000 d
: variety of 500gr
4 Standee Size 0.8mx1.8m| pcs 5 160.000 800.000 country cakes
0.8x1.8m (Bénh tﬁmvi,
5 Sticker Tra pcs | 300 3504 105.000 banh bo, banh
Str Quan chubi,....)
6 Organizer pcs 20 2.500 d 50.000 d 20 [Hot tea set Every day 8 set 40 40.000 @ | 1.600.0004
card teapots with 8
flavors of tea
7 Other printing set 1 500.000 | 500.000 d :
21 |Scented bags |Take-away gifts |bag 100 | 94004 | 940.000 &
8 Certification pcs 45 5.000 225.000d from tea
9 Check-in pcs 1 300.0004 | 300.000d4 HUMAN RESOURCES
frame 22 |Lunch For CTV 5 days |pcs 25 | 25.000 | 625.0004
10 |(Points paper pes | 300 1.000@¢ | 300.0004 support 1 shooting
11 |Outfits for set 9 1200.0004d |1.800.000 d 23 |Lunch For CTV S days |pcs 140 | 25.0004a |3.500.000 d
counter support 2 take care
collaborators COST 23.292.000 d
12 | Speaker day 5 [500.000 d|2.500.000 d VAT (10%) 2.329.200 d
ental TOTAL 25.621.200 d




RISKS PROBABILITY SOLUTIONS/PREVENTIONS
Check the weather forecast
Baking sun High
Prepare umbrellas, hats
Weather Check the weather forecast
Rain in the afternoon High The game booth area is temporarily closed.
Move food booth to Tra Su Quan inside.
Invite the participants to take a rest at Tra Su Quan
Sunstroke Meodium Prepare people who use umbrella to take care the
participants
Health : :
Carefully check the quality of the food in advance
Drink/Food poisoning Lok Ask the participants about allergic ingredients before let
them eat.
Prepare cakes and store them in the refrigerator
Shotage of food for a day Medium
Food Baking directly at the food booth.
Left over food e Pack, distribute to collaborators or homeless in Saigon
area
Human Shortage of personnel/ High Checklist before the number of personnel
resources unscheduled leave
Prepare personnel ready for replacement.
Shortage of equipment High Borrow equipment before the event starts
) Out of battery of :
Machine equipment High Prepare charger
Damaged equipment Low Check up machines
Customer Not willing to share their 362 Encourage participants to post photos of the event space

story

with hashtags to receive gifts

EVENT RISK
MANAGEMENT



THANK YOU

FOR LISTENING!




APPENDIX



Workshop participants’ information

én nguwé&i banftrang

Ban biét dén b&o/KOLS,... ma
Ho va tén Gi®i tinh Tg""““ﬁp Inbanh - o ang qua 46 ban
g tra" qua kénh
ndo? biét dén "Workshop
In banh - Uéng tra"?

1 Trén Blre Thién Nam 2001 Ban bé Van Anh

2 MNgb Gia Lac Nam 2001 Ban bé Van Anh

3 Bang Huy Tam Nam 1994 Quéang céo Facebook MIA

4 Lé Thi Thao Vi NiF 2001 Ban bé Tam

5 Tué N Nir 1996 Ban bé Tam

6 Nguy&n Tuén Thanh Nam 2000 Ban bé MNIA

7 Nguyén Hiru Hai Nam 2001 Ban bé MIA

8 Béng Thu Thao N 1998 Quang cao Facebook Facebook Ads

9 Chu Liéu Ngoc MNir 1997 Ban bé Péng Thao

10 Ta Ngoc Bich Nr 1999 Ban bé Béng Thu Thac
1| Bui Tudn Viet Nam 2000 Ban bé Béng iRt Trén
12 | TrAn Phuc Dai Nam 2000 Fanpage Tra S&r Quan MIA

13 Tran Va Tram Anh N 1999 Fanpage Tra Sir Quan MN/A

14 Subin Van Nr 1998 Ban bé Tram Anh

15  |Nguyén Thai Hang Nir 1976 Fanpage Tra Sir Quén HOQI NGHIEN TRA
16 |Nguyén Gia Ky Nir 2000 Ban bé Thai Hang

17 Nguyén Ngoc Khanh Nir 2001 Fanpage Tra Sir Quan M/A

18 | TrAn Ngoc Kidu Diém MNir 1998 Fanpage Tra S&r Quan Huyén

19 Thanh Wy N 2017 Fanpage Tra Sir Quan
20 Phwong Linh N 2019 Fanpage Tra Si&r Quan
21 Nguy&n Thi Hoang Oanh M 1990 Fanpage Tra Si&r Quan NIA
22 Biinh LAm Anh MNir 2017 Fanpage Tra Sir Quan
23 TrAn Manh Khang (mark) MNam 1999 KOLs/Influencers bookdeuniverse
24 Binh Minh MNir 2000 KOLs/Influencers bookdeuniverse
25 Alice Nguyén 2000 KOLs/Influencers bookdeuniverse
26 Bang Thi Thu Thay MNir 1997 Quéang cao Facebook MN/ia
27 Huyén Lé MNir 1995 Quang cao Facebook MIA
28 Tran Ngoc Kim Hoa Nir 2000 Fanpage Tra Sir Quan Tra s quan
29 Nguyé&n Ngoc Khanh Nhi Nir 2001 Ban bé Chi Binh Minh

30 L& Thi Ngoc Huyén NiF 1994 Ban bé Kigu Diém

3 Chau Bi Ngb N 2000 Fanpage Tra Sir Quan

32 Chay Xi Dach N 2000 Fanpage Tra Si&r Quan

33 |P&Hbng An Nir 1996 Fanpage Tra Sir Quan

34 Gia Huy Nam 1995 Fanpage Tra Sir Quan

35 Khoa Chim MNam 1997 Fanpage Tra Sir Quan

36 Chanh Nguyé&n Nam 2000 Fanpage Tra Sir Quan

37  |Nguyén Khanh Linh Mir 1996 Fanpage Tra Sir Quén

38 L& Thj Phwrong Lién N 1993 Fanpage Tra Sir Quan

39 Nguyén Hoai Phuong Nir 1994 Fanpage Tra Sir Quan
40  |Bé Yén Nhi Nir 2015 Fanpage Tra Sir Quén




