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CHAPTER L. INTRODUCTION
1.1 Background

Folk culture is an important factor in establishing national identity. It is regarded as the root
culture, having existed for a long time, and it plays a significant role in the development of
Vietnamese culture, especially among the working class. Moreover, folk culture represents
the culture of the working class, characterized by its indigenous and intrinsic nature. It
includes and expresses the rich essence of the national culture. Today, our country is
undergoing industrialization and modernization, with efforts to realize the goals set forth in
Resolution No.5 NQ/TW (8th tenure) on "Building and Developing an Advanced Vietnamese
Culture with a Strong National Identity" (Ngo Duc Thinh, 2007).

However, folk culture is gradually fading due to globalization and the rapid development of
technology. According to preliminary statistics from the Ministry of Culture, Sports and
Tourism, there are currently about 10 imported festivals from foreign countries, especially
Western countries, throughout our country. These festivals have naturally made their way into
Vietnamese culture as the world becomes more interconnected, enriching the cultural life of
the Vietnamese people (Kim Truc, 2022). The advancement of science and technology has
led to increased access to information, with unlimited sources of cultural values from
different regions, territories, and nations available to people from all walks of life (Nguyen
Hoang Giang and Nguyen Thanh Trung, 2023). Alongside this, many students lack sufficient
understanding and interest in folk culture today. According to Thanh Nién Newspaper, young
people are enthusiastic about foreign culture but indifferent to Vietnamese culture. An
example of this is their excitement about celebrating Halloween while paying little attention
to Vietnamese festivals (Mai Thuy, 2022). According to the Dan Tri newspaper, Associate
Professor, Dr. Nguyén Thu Hién - Deputy Director of the Vietnam National Institute of
Culture and Arts said that there is a group of young people who are not interested in
traditional culture for many different reasons. (Nguyen Hang and Quynh Trang, 2020). These
factors make the obscuration of folk culture more serious.

1.2 Statement of need
It’s necessary to gain understanding and interest in folk culture among Vietnamese university
students in order to partly maintain the cultural identity of our country.

Realizing this issue, the "Thg Dan Sic" group consisting of 4 members has implemented a
creative art project lasting from August 23 - November 30, 2023 to increase the
understanding and interest of university students in Ho Chi Minh City with Vietnamese Folk
Culture.

CHAPTER II. RESEARCH

2.1 Theoretical framework: Cultural Diamond Theory
The Cultural Diamond Theory is chosen as the foundation for our research. The cultural
diamond, as defined by Wendy Griswold (2008), is a valuable framework for analyzing
cultural artifacts. Griswold defines the cultural diamond as "an accounting device intended to



encourage a fuller understanding of any cultural object's relationship to the social world". In
order to fully comprehend a cultural item, one must also investigate every element that
contributes to the object's cultural identity. Cultural items, producers, receivers, and the social
context make up the four facets of the cultural diamond. All cultural things were created by
people, hence they all have a creator since cultural artifacts derive their importance from
applied meanings. Every cultural item must also have recipients who recognize and
contribute to the meanings that have been assigned to it; otherwise, it is only a potential
cultural object. Together, cultural items, their makers, and their recipients make up a social
environment that may or may not be built around the cultural object. It is important to take
into account how the four points of the cultural diamond are connected as well as the
individual points themselves. We can better grasp the cultural item from a sociological
standpoint if we are aware of all the points and connections between them. We are on our
way to comprehending the culture as a whole after we "identify the characteristics of the
object and how it is like some other objects in the culture and unlike others," as stated by
Griswold.

Social World

Creator Receiver

Culture Object

Figure 1. Griswold’s Cultural Diamond
In this project, Culture Diamond Theory is applied as the foundation for the research with 4
components: Cultural Object, Social World, Creators, and Receiver. Research is conducted
around four main components and their interactions. From there, find the problem and
propose appropriate solutions.
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method In-Depth Interview

Table 1. Research’s objective

2.2 Folk Culture
The term Folklore (Folk = people; lore = knowledge and wisdom) also known as Folk
Culture was first introduced in 1846 in London in an article published in "The Atheneum"
magazine by an English archaeologist named William J. Thoms (William J. Thoms, 1946).
This term was used for the first time to cover a fairly broad content, used to refer:
- Relics of material culture
- Relics of the people's spiritual culture.

2.2.1 Characteristics

According to the "Folk Literature Textbook" (Vu Anh Tuan, 2016) of Vietnam Education
Publishing House, Folk Culture has four characteristics including: Originality, drift (word of
mouth), nationality, and collectivity.

Originality: The first and the most basic characteristic of folk cultural objects is Originality.
When doing creative work, ancient folk authors don’t differentiate between literature, music,
dance, or acting. They have words, sounds, images, movements and use all those means
innocently and harmoniously. At that time, people were both writers, poets, musicians,
painters, and actors. All of those abilities to sympathize, express, and reflect at the same time
blend together in this very first moment. That's why we call it Originality.

Drift: Due to the importance of word of mouth and transmission, folk culture and from one
place, one generation, to another place and generation. This phenomenon is most obvious and
concentrated in folk literature. A song, a dance, a painting pattern could also be widely
spread. Drifting is expressed through the following characteristics: timelessness,
spacelessness, lack of personalization and having lots of authors, versions and functions.

Nationality: The nationality of Folk Culture relates to the cohesive clan and tribal
communities at the stage of nation formation. Local nuances with both unique and common
features were merged together and elevated into national nuances. For example, in Vietnam,
the folk culture of the Thai people or the Cham people is a part of the whole country’s folk
culture. Folk Culture of each region has its own identity, and becomes the unique
characteristics of the entire nation's folklore.

Collectivity: Folk Culture does not have an individual's own style. It was created and
cultivated by many people, many generations within places and times. The public is both the




author and the actor, the listener’s audience of folk culture works. A folk culture may be
started by one person, but immediately their initial composition was joined by many others.
Then it is transmitted, processed, and further enhanced. That's why folklore works are
anonymous and have many versions.

Because of the above four characteristics, folk culture is still maintained over and over.

With the "Drifting" nature of folk culture presented above, folk culture is constantly changing
and refreshing to better suit the trends over time. That is the reason why we intend to
implement new ways of transmission to bring folk culture closer to the current Vietnamese
youth. The success of creative art projects and products presented in a modern way also
contributes to creating a premise for our project.

In conclusion, folk culture is performed by many forms in many different situations.
Additionally, according to Adaptation theory (Linda Hutcheon, 2006), folk culture elements
have been continuously adapted from one medium of communication to another and vice
versa. Postmodernism has obviously inherited this habit, but we have even more new
materials at our disposal — not only film, television, radio, and various electronic media, but
also theme parks, historical shows and virtual reality experiments. This creates a premise for
combining folk culture elements with new forms of expression in activities carried out in the
project.

2.2.2 Functions

The role of folk culture in education: Folk Culture is considered as an educational tool.
Based on Raum's research on education among the Chaga people of East Africa (Raum O.F,
1996), Tales of cannibal goblins, like our story of the bogeyman, are used to discipline very
young children, and lullabies are sung to bring them a state of joy. Fables or folktales
combined with morality were told to young children to "inculcate general attitudes and
principles, such as diligence, filial piety.”

In our time, folk culture issues are becoming increasingly topical. There is no aspect of
humanities and social sciences - ethnology as well as historical science, linguistics as well
as literary studies - that does not need folk culture documents. In order to understand the
diverse phenomena of spiritual culture, it is necessary to understand folk culture.

2.2.3 Importance of Folk Culture in Vietnamese Culture

Folk Culture is the value of a nation. According to Dr. Nguyen Viet Chuc (2021), culture
has a very close relationship with politics, economics, and society. Culture has its own flow.
It is a seamless flow and only when we adhere to tradition with modernity can that flow be
expressed most clearly. When it comes to preserving national cultural identity, folk culture is
an extremely important factor. Folk culture is not only stories about singing or folk
performances, but also the wisdom of an entire nation. He also added that folk wisdom is
drawn from the life experiences of each nation, and is transmitted from tradition, from



generation to generation. Therefore, it is necessary to maintain folk culture to preserve
national culture. (Dinh Chau, 2021)

Resolution of the Communist Party of Vietham on building Vietnamese culture:
According to Resolution NQ/TW (33th tenure)
Building a common goal:

- Building a comprehensively developed Vietnamese culture and people, aiming for
truth - goodness - beauty, imbued with national spirit, humanity, democracy and
science.

- Culture truly becomes the solid spiritual foundation of society, an important internal
force to ensure sustainable development and firmly protect the Fatherland for the goal
of wealthy people, strong country, democracy and justice, fair, civilized.

Opinion:

- Culture is the spiritual foundation of society, the goal and driving force for sustainable
development of the country. Culture must be placed on par with economics, politics,
and society.

Building an advanced Vietnamese culture, rich in national identity, united in the
diversity of the Vietnamese ethnic community, with national, humanistic, democratic
and scientific characteristics.

- Developing culture for the improvement of human personality and building people for
cultural development. In building culture, the focus is on building people with good
personalities and lifestyles, with basic characteristics: patriotism, compassion,
gratitude, honesty, solidarity, diligence, and creativity. Create.

- Build a consistent cultural environment, focusing on the role of family and
community. Harmonious development between economy and culture; Full attention
should be paid to cultural and human factors in economic development.

Building folk culture, contributing to the development of Vietnamese culture, strengthening
the country's “soft power” (Nye, 2009).

In today's era, cultural power is likened to "soft power" and has been used successfully by
many countries to spread their image to the world. The elements of "soft power" are national
institutions and value systems, cultural identity, and foreign policy.

In the strategy of promoting soft power, culture is the core. Because in today's globalization
process, culture is increasingly changing and becoming an important part of national synergy.
Culture has become a key factor that creates a country's soft power, especially in this global
information era. Many countries have focused on building culture development strategies, to
find ways to make the image of the country and its culture more and more attractive to the
world.

In reality, Vietnam's cultural soft power is still low, or more accurately, we have not taken full
advantage of Vietnam's inherent cultural strengths in the new context. Therefore, we need



more direct, interesting approaches, set in the context of modern times. To reach the right
target audience, thereby increasing Vietnam's soft power in the world. (Thuong Dinh, 2015)
2.3 Social World
2.3.1. The current state of folk culture
In the age of technology, Vietnam's folk culture is at risk of fading away. While efforts have
been made to preserve and promote culture, there are numerous shortcomings, leading to
negative consequences. Aspects such as costume, architecture, lifestyle, behavior, and
language are all at risk of fading away. Festivals are increasingly commercialized, distorted,
and exploited by certain individuals for personal gain. Various forms of art are gradually
declining or becoming stagnant due to a lack of audience, especially among the younger
generation (Bao Binh, 2020).

The 9th Congress of the Party continues to affirm that building an advanced, deeply rooted
national culture is both a goal and a driving force for advancing socio-economic development
(Thuy Duong, 2021). Regarding folk culture, the Communist Party of Vietnam has issued
resolutions on building Vietnamese culture. Culture becomes the solid spiritual foundation of
society, an essential internal strength to ensure sustainable development and steadfastly
protect the homeland for the goals of prosperity, strength, democracy, fairness, and civility.
Therefore, the construction and development of culture is a matter of concern for everyone.
In this endeavor, the entire population is led by the Party, managed by the State, but the
creative subject is the people, and the intellectual community plays a crucial role in this
process. (Tran Hong Ha, 2023)

2.3.2. Trends

Gen Z is currently leaning towards "social research," utilizing social media platforms like
Facebook, TikTok, and Instagram as information-seeking tools. Therefore, in this trend, the
Single Sign-On (SSO) strategy - optimizing searches on social media through relevant
keywords and hashtags associated with the brand, combined with the use of geotagging and
alt tags, can make content more discoverable. For example, Vinamilk's December 2022 post
on Facebook about the "Bao Tang Tudi Ther" MV included hashtags such as
#SitadacOngTho #ViNgonCungNamThang #BaoTangTudiTher (Phuong Anh, 2023).

Music is not only a part of Gen Z's daily life, but also a means to connect with the past and
relive the emotions of childhood. This underscores the importance of music in evoking
memories and creating a bridge to previous generations (Thao Vy, 2023). In 2023, the "rave"
music trend (electronic music) is predicted to become a popular movement, catering to Gen
Z's interests in the present, connection, and freedom (Vy Duong Thao, 2023).

Gen Z is also a generation that values personalization. They express their individuality
through profile pictures on social media, prefer customizable products, and "recreate" to
showcase their unique identity (Vy Duong Thao, 2023). The fusion trend is becoming evident
in the lifestyle and culture of Gen Z in Vietnam. This trend is characterized by the blending of
traditional and modern elements, local and global cultures. For example, singer Hoang Thuy
Linh's music videos demonstrate a fusion of Eastern and Western, global and local cultures
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(Ly Tu Nha, 2023). Additionally, content formats to captivate Gen Z include humorous and
entertaining content, the use of memes, short and vertical videos, as well as personalized
content (Le Doan Tu Uyen, 2023; Rubyk Agency, 2023). In terms of design trends in 2023,
abstract gradients are emerging as a prominent feature. This trend reflects the continued
development of gradients and creativity in graphic design (99designs team, 2022). Alongside
the abstract trend are acid graphics and 3D elements (Kim Ngoc, 2022).

2.4 Creators
The current trend is to combine elements of folk culture with modern elements. Many
producers, organizations, brands, and even individuals have tried to promote folk culture
through a fusion with modern elements that resonate with the times.

2.4.1 Mainstream

- Worldwide
When it comes to promoting culture through the fusion of modern elements, South Korea
cannot be overlooked. Around the mid-1990s, the Korean Wave (Hallyu) first hit China and
Japan, followed by Southeast Asia, including Vietnam. At that time, Korean TV dramas,
K-pop music, and movies gained popularity among young Vietnamese (Korea.net, n.d). Many
Korean music groups and artists, including BTS and Black Pink, are now beloved worldwide.
These Korean music groups also cleverly contribute to cultural dissemination through their
music products. For instance, BTS's song "Idol" was combined with symbols like
Kkwaenggwari (a type of gong), Gakgung (Korean bow), and Janggu (a traditional drum).
Topp Dgg also incorporated percussion instruments including piri, bamboo flute, and
gayageum in the song "Arario." To stand out, both BTS and Topp Dogg performed pungmul -
Korean traditional music featuring drumming, dancing, and singing. In Black Pink's MV
"Pink Venom," Jiso is seen wearing a modernized Hanbok along with traditional musical
instruments (An Nguyen, 2022).

On the other hand, Taylor Swift's album "Folklore" falls under the Alternative genre but is
heavily influenced by folk music. After its release, the album received critical acclaim with a
Metacritic user score of 95/100. Major publications like The Daily Telegraph, The Guardian,
and others gave the album absolute praise. The songs in the album also secured top positions
on iTunes, Apple Music, Spotify charts, and more (Nhu Vo, 2020).

And we cannot overlook an "Asian pop king," Jay Chou. In the 80s and 90s, Chinese music
was characterized by its nationalistic influence, incorporating sounds from traditional string
instruments. In contrast, popular music for the youth at the time often consisted of ballads or
rock. In addition, Korean music developed and gained international prominence (Nhu Y,
2023). Jay Chou, however, did not follow these trends; he paved a new path. He is considered
the pioneer of the "Chinese wind" in music. His music combines elements of pop, rap, blues,
and the rich poetic language of traditional Chinese culture (Nguyet Kieu, 2018). What sets
Jay apart in his music is his incorporation of rap into his songs, adapting it to fit Chinese
culture. Notable examples of this are songs like "Fragrant Rice", "Huo Yuanjia", "Qing Hua
Ci",... imbued with classical Chinese colors. According to the South China Morning Post, for
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mainstream Chinese music, Jay Chou's influence remains irreplaceable. After over 20 years
in the arts, he has become an iconic figure in the Chinese music scene (Nguyet Kieu, 2018).
Jay Chou's music has blended Western music styles such as R&B with traditional melodies
and instruments of China. Alongside this, he incorporates a fashion sense of cool pop style
combined with Chinese elements into his wardrobe (Barron, 2015). Thus, he has successfully
promoted Chinese culture among the youth. And his latest album, "Greatest Works of Art,"
topped the global album sales chart for 2022 by the International Federation of the
Phonographic Industry (IFPI) (Nhu Y, 2023).

- In Vietnam

Using modern audio, lighting, and laser technology, the "Ban Gioc Waterfall Light Festival
2019" took place in Cao Bang province. The festival was organized with the approval and
guidance of the People's Committee of Cao Bang province, along with the Department of
Culture, Sports and Tourism of Cao Bang province. This event involved coordination with
the People's Committee of Trung Khanh district and related departments. The "Ban Gioc
Waterfall Light Festival 2019" brought many fascinating stories about the legends of Cao
Bang and Ban Gibc to the audience. Now, storytelling is presented in a fresh light, providing
a different experience in introducing the essence and depth of the folk culture of Cao Bang
and Ban Gidc. This introduces a new perspective and offers a distinctive angle in showcasing
the culture (Ha Linh, 2019).

Hoang Thuy Linh has achieved success with a series of music videos incorporating elements
or materials of folk culture, such as "See Tinh", "Bo Xi Bo", "Gieo Qué", etc. Most of Hoang
Thuy Linh's music videos have reached over 15 million views on YouTube and have gone
viral on TikTok with their dance routines. Among them, the MV "Dé Mi néi cho ma nghe"
helped Hoang Thuy Linh win four categories at the Dedication Music Awards (2019) and
seven Lan Song Xanh Music Awards (Nhat Lam, 2023). It garnered over 173 million views
on YouTube, with nearly 10 million listens on various digital music platforms, along with
numerous covers, articles, and reviews (Tung Thanh, n.d). Additionally, "See Tinh" became a
global music phenomenon, with celebrities like Seunghoon (Winner), Shindong (Super
Junior), and many others dancing to its beat. Moreover, "See Tinh" was featured in the 2023
"Ride On Waves S3" program in China broadcasted on Mango TV. During the second concert
in Hanoi, Jennie (a member of the group Black Pink) performed the choreography of "See
Tinh" (Tuyet Loan and Trung Hieu, 2023). In addition to Hoang Thuy Linh, Phuong My Chi
released the album "Vii Try Co Bay" including songs like "Vii Tru C6 Anh" and "Hai dira
tré". In this album, Phuong M¥ Chi collaborated with guests including NSUT Kim Ttr Long,
Trung Quéan Idol, Suboi, and Phdo (My Khanh, 2023). Phuong M¥y Chi's album combines
elements/materials of Vietnamese folk culture with Western influences. For example, in the
song "Vii Try C6 Anh" there are images from the fairy tale of TAm Cam and Cinderella (My
Khanh, 2023). Furthermore, the MV "Vii Tru C6 Anh" incorporates other folk elements like
“ca tru” and “ngli cung”, combined with modern elements like disco (Phan Cao Tung, 2023).
Most of the MVs and Visualizers in this album have garnered nearly 17 million views on
YouTube. Among them, the MV "Vii Tru C6 Anh" has reached 11 million views. Not only
Hoang Thuy Linh and Phuong My Chi, in March 2023, Hoa Minzy released the MV "Thi
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Mau". Regarding the melody in the MV, Masew mixed electronic music with folk elements.
These elements include the story of the character Thi Mau, musical instruments, stage
imagery, costumes, etc (Phan Cao Tung, 2023). The MV has reached 43 million views and
has gone viral on TikTok with many young people participating in the Thi Mau
transformation trend.

Many brands have leveraged elements of folk culture to appeal to Gen Z, such as the Tiger
Remix event series and projects by Biti's. The Tiger Remix music festival in December 2022
incorporated folk elements blended with modern EDM beats and featured virtual reality
stages. The event attracted over 50,000 attendees in Da Nang and more than 100,000 in Ho
Chi Minh City (Hai Dinh, 2022; P.Q, 2023). With Hoang Thuy Linh performing songs like
"Bé Mi nodi cho ma nghe" and "Bo Xi Bo," which combine folk elements with EDM music,
the atmosphere became even more vibrant. Additionally, a snippet from the song "Ké cip gip
ba gia" added to the success of Tiger Remix, showcasing its impressive participation
numbers. Most of the attendees were young people, and the fusion of folk and modern EDM
elements in the event demonstrated its appeal to the youth (Tiger Beer VietNam, 2022).

Biti's is a brand known for its various projects related to Vietnamese culture, such as "Di Dé
Troé V&" and "Véi Biti’s, bé thém yéu van hoa dan gian." In the fourth season of the "Go to
Return" series, the brand convey its message and imagery through the short film "Tét vé som
nh¢". This film intertwined the hustle and bustle of urban life with the cultural essence of the
Vietnamese rivers and countryside. As a Vietnamese brand, Biti's emphasizes the "Made in
Vietnam " factor and incorporates local cultural elements into its designs (Kim Ngoc, 2022).
Moreover, Biti's launched an advertisement titled "Cam hung ty hao tir nhitng thai cuc van
ho4a Ha Noi". The visuals in the clip combined antique elements with modernity. In terms of
music, to fully convey the message, the clip incorporated traditional musical instruments and
genres with a strong Hanoi flavor, such as "hat xdm", all while blending it with modern
rhythms (Ngoc Anh, 2020).

Not only brands and artists, even the publishing entity Comicola embarked on a project
centered around folk culture through a photo book. The project, titled "Ganh Hat Luu Dién
Mudén Phuong" ("Traveling with the Melody of a Portable Shoulder Pole"), applied
augmented reality (AR) technology to rejuvenate images, giving them a lively and modern
touch while still retaining a distinctly Vietnamese essence (Minh Trang, 2021). The project
was carried out by young enthusiasts, showcasing their affection for folk culture. This
demonstrates that folk culture is not only presented through vintage images, but also through
innovative approaches and the application of new technologies to create interest.

2.4.2 Grassroot Project
PROJECT ESTABLIS DURATIO LIKES FOLLOWS FANPAGE STATUS

NAME HMENT N TIME INTERACTION
DATE

NGUQC August 17, 7 months 6.000 6.000 Approximately Ceased Activity
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Magazine 2021 100 reactions and
nearly 100
comments
LOI Project | December 9, | 4 months 1.000 1.100 Mostly over 100 | Ceased Activity
2021 likes on each post
Truong  Ca | May 2,2020 | 2 years 6 6.800 7.200 Slightly over 50 Still Active
Kich Vién months likes per post
Cai Cach September 8 months 2.200 2.500 Slightly over 50 [ Ceased Activity
Luong Truyén 13,2021 likes per post
NGAN NAM March 21, 1 year 2 3.100 3.200 Slightly over 50 [ Ceased Activity
MOT SAC 2021 months likes per post
NAN October 2, 2 months 1.100 1.100 Slightly over 50 [ Ceased Activity
2020 likes per post

Table 2. Project’s data

These projects differ in terms of likes, follows, and fanpage interaction. Some projects have
significantly higher likes and followers, like Truong Ca Kich Vién while others receive less
attention. It's apparent that these projects tend to target specific audience groups. However,
their utilization of vintage-themed visuals to represent folk culture may hinder accessibility
for younger audiences like Gen Z, potentially contributing to lower engagement. Moreover,
smaller projects organized by students often receive limited investment, resulting in less
significant impact and eventual discontinuation after a period.

2.5 Receiver
2.5.1 Gen Z with Folk Culture
In a survey involving 284 students aged 18 to 24, the following findings were observed:

(1) Out of the 284 participants, 109 individuals, constituting about 38%, claimed to have an
understanding of folklore culture, while 43 individuals, approximately 15%, admitted to
not having any knowledge of folklore culture. The remaining 57% were uncertain about
their knowledge of folklore culture.

(2) Furthermore, 93 participants, only about 33%, expressed an interest in folklore culture,
while 176 students, accounting for 62%, considered themselves neutral towards it. 15
individuals, about 5%, stated that they lacked interest in folklore culture. During in-depth
interviews, 5 out of 7 respondents indicated that they had no interest in folklore culture.

(3) The greatest challenge in understanding folklore culture was perceived as the dry

transmission methods (175 responses), followed by the limited availability of resources
(148 responses), and finally, time constraints (110 responses).
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(4) During in-depth interviews with 7 participants, varying opinions about folklore culture
were expressed. Some people find it interesting and special in today's times through
musical products of young artists, while others consider it outdated and unattractive.

(5) Notably, 205 participants, constituting 72%, expressed their readiness to experience
products and activities related to folklore culture, whereas only 13 individuals, about 5%,
were not inclined to do so.

(6) In a GWI report involving 900,000 participants, 17% stated a preference for thinking
about the past rather than the future, which is 19% higher than other generations. Overall,
Generation Z appears to be quite nostalgic.

From points (1), (3), and (4), it can be observed that students aged 18 to 24 have limited
knowledge of folklore culture. This is mainly due to difficulties encountered in researching
this topic, such as the dry transmission methods, limited resources, and time constraints.

Point (2) indicates that a large number of university students students lack interest in folklore
culture.

However, from points (5) and (6), it can be seen that many students are willing to engage in
products and activities related to folklore culture, largely because of their preference for
looking to the past.

2.5.2 Social Media Behaviour

(1) Leading active social media apps csews *
among internet users in Vietnam as

of the 2nd quarter of 2023,
categorized by generation, indicate 2200
that Gen Z predominantly utilizes
Facebook, TikTok, and Instagram
compared to other generations. Tk
Specifically, YouTube is used by a
significant 91% of Gen Z, showing a
marginal 1% difference from Gen Y
(Statista.com, 2023)

Facebook

Youtube

Instagram

@ Generation X @ Generation Y Generation Z

Figure 2. Social media behavior

(2) According to a report from Hootsuite, users aged 16 to 24 are gradually shifting from
using traditional search tools like Google to seeking information on social media platforms.
Specifically, up to 51% of users in this age group use Instagram, Facebook, and TikTok to
search for information about resorts, clothing, coffee shops, etc. (Michelle Martin, 2022)
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Among the 284 students aged 18 to 24 who participated in the survey:
(3) The majority of participants indicated that they access Folk Culture-related content on
social media platforms (248 responses), followed by events (148 responses), television (144
responses), and newspapers (99 responses).
(4) Factors within a media product that pique the interest of students and motivate them to
learn about folk culture include visually appealing and captivating images (249 responses),
effective communication activities (155 responses), and the presence of well-known figures
of interest (120 responses).
(5) Public media products favored by survey participants are music videos (MV) (195
responses), photoshoots (171 responses), exhibitions (163 responses), live performances (153
responses), and films (148 responses).

(6) In a GWI report involving 900,000 participants, 83% of Gen Z TikTok users stated that
they use the platform for entertainment and humor content (GWI, 2023).

(7) In a GWI report involving 900,000 participants, 85% of respondents use memes because
they find them humorous (GWI, 2023).

Memes are a big part of how Gen Z communicate online
% of Gen Z who agree with the following

| find memes funny
Memes help me process certain emotions

| sometimes refer to memes in real life situations/offline

Memes help me express ideas | would normally struggle to communicate

deon't immediately understand the meaning behind certain memes

Figure 3. Analyze GenZ behavior with Memes

(8) Among the 7 individuals participating in the interview, 5 out of 7 expressed their intention
to engage in activities related to folk culture if they are appealing and have captivating
content.

From (1) (2), it is possible to bring folk culture closer to target audiences through platforms

such as Facebook, Instagram, TikTok, and YouTube. From (7) (8), project content will exploit
entertainment pillars to attract audiences.
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From (3) (4), various mass media outlets can be used to convey content, including music
videos, photo collections, and exhibitions. In terms of content, to generate interest among
target audiences, the focus should be on visually appealing elements and effective
communication.

From (5) (6), it's possible to shape the tone and mood of the content as cheerful and friendly,
using a language that the target audiences can understand for transmitting information.

2.6 Conclusion

Gorverment policy

Social World

Creator Successful case study Receiver
Mainstream Insight
Grassroot Need

Culture Object
Drift characteristic
Adaptation Theory

Figure 4. Conclusion in Cultural Diamond Theory
After researching based on the Cultural Diamond Theory, our group has relied on the

properties of folk culture to develop a creative art project that will be detailed in the next
chapter.
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CHAPTER II1. DEVELOPMENT
3.1 Target Audiences
Project target audience persona

DEMOGRAPHICS BEHAVIORAL - PSYCHOGRAPHIC

- Gender: Both female and male EXPERIENCERS
- Age: 18 - 24. Have a heightened conge or visual stimulation
- Education: Focus on College & University. See themselves as very sociable

- Live in Ho Chi Minh City Want to stand out

- Marital Status: Mainly single

Table 3. Target audience persona
3.2 Big Ideas
Creative art project named PAN SAC is inspired by the "knitting" in traditional craft village products. Which can be imaging like the way small
folklore elements knit into a colorful folklore picture. The journey of folk culture elements being formed, developed and woven together into a
colorful folk picture, which is also the way folk culture creeps and weaves into the lives of each person.

The audience's experience journey will gradually progress through the following creative art product:
- TINH: photoshoot - sight
- THANH: MV - sight & hearing
- DPONG: exhibition - multi-sensory

3.3 Key Message
- “Pan két sac mau van hoa dan gian”
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3.4 Project Identity
3.4.1 Logo & Color Palette

shc sAnG

#FFES00
MAU NHAN: 20%

SAC SANG

#1BBCFA
MAU NHAN: 10%

SACTOI L o o
SAC SANG SAC SANG SAC SANG

#1341E4 #FFFFFF #FFFATA #FFFSEG
MAU CHU BAO: 50% MAUNHAN:  MAUNHAN: MAU NHAN:
: 5% 5% 5%

Figure 5. Logo & Color Palette

3.4.2 Design Guideline

PRIMARY TYPEFACE

MBF Sp I\CE MGF SPNCE REGULNR

NBCDO=FGHIJKLMNOPQR
STUVWXYZ2
DDSS 1234567891eH4S% O[]\

Figure 6. Typography

BE VIETNAM PRO REGULAR

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnoparstuvwxyz
123456789!1@#$%<>[]\|

BE VIETNAM PRO LIGHT

SECONDARY TYPEFACE

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijkimnopqrstuvwxyz
BEVIETNAMPRO sy

BE VIETNAM PRO MEDIUM
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnoparstuvwxyz
1234567891@#$%<>[1\]

BE VIETNAM PRO BLACK

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567891@#$%<>[1\]
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3.4.3 Key Visual

Adverfisine /DS angteo

Dan két sdc mau vdn hod dén gian

Figure 7. Project Key Visual

Lxp)
[@if}
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3.5 Strategic Planning
3.5.1 Goal & Objectives
a) Goal: Increasing the understanding and interest of university students in Ho Chi Minh City in Vietnamese folk culture.

b) Objectives

NO.

OBJECTIVES

After the project, 80% project audience will increase their understanding & interest

EVALUATION TOOLS

Post-Campaign Survey

1 £ folk cultur Meta Business Suite
oF Tolk cutture. TikTok Analytics
: . . : Meta Busi Suit
2 Reach a total of 3000 likes on online communication channels of the project e. a BUSIness .ul ©
TikTok Analytics
. o : Meta Busi Suit
3 Reach a total of 100.000 reaches on online communication channels of the project e. a DUSIESS ‘u1 ©
TikTok Analytics
4 Reach a total of 20.000 engagements on online communication channels of the Meta Business Suite
project TikTok Analytics
. Meta Busi Suit
5 Reach 30.000 views for MV on Youtube & Facebook e. a Dusiness .u1 ©
TikTok Analytics
6 Get 03 editorials on mass media Media Clipping
7 Attract 200 participants in online challenges (including minigames and TikTok Meta Business Suite
Challenge) TikTok Analytics
8 Attract at least 200 participants in event Survey

Table 4. Project’s objective

3.5.2 Master Plan
- Provide information about Vietnamese folk culture in a modern and attractive way for target audiences.
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- Implement modern and interactive activities/events to convey the message.
- Through specific activities as follows:

TIMELINE 23/08 - 20/09 21/09 - 14/10 15/10 - 31/10 01/11 - 30/11
PHASE LAUNCHING ATTENTION ENGAGEMENT AMPLIFY
TRUYEN
THEME ~ -
TINH THANH DbONG
Provide information for . Conveying the value of L
users to have a eeneral Communication by folk culture as the Conveys the applicability
OBJECTIVE . & storytelling about the environment for the of folk culture elements in
understanding of folk ) )
. formation of folk culture |[formation and development the modern era
culture and project
of each person.
Photo Album/ MV/ Event/
Poster L hi .
KEY HOOK oster aunciing KOLs/Minigame Tik Tok Challenge Influencers
ALWAYS ON Facebook & Instagram Facebool; f:tlsnstagram Facebool; (c)?:tlsnstagram Facebool; (c)?;tlsnstagram
ACTIVITIE
CTIvV S posts Tiktoks videos Tiktok, Youtube videos Tiktok, Youtube videos

Table 5. Master Plan

3.6 Tactics

ACTIONS DESCRIPTION

Social media communication is aimed at the target audience to enhance understanding and

1 Aug 23 - Nov 30 | Social campaign interest in folk culture while promoting the artistic products of the project.

Channels: Facebook, Instagram, TikTok, Youtube.
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Content Direction:

- Facebook: The primary communication channel focusing on providing an overview of the
project and artistic products such as photoshoots, music videos (MV), and event.

- Instagram: Emphasizing the artistic elements, this channel communicates products like
photoshoots, MVs, and events using creative and unique layouts.

- TikTok: Creating content with a storytelling approach in short video format. It encompasses
two content streams: disseminating knowledge about folk culture elements and promoting
the Pan Sic team.

- Youtube: The primary communication channel for MVs and video-format products.

Sep 10-Oct 1

Media
Ambassador

We invite outstanding university students who have a prominent presence on social media
platforms and are from universities within the Ho Chi Minh City area to serve as project
communication ambassadors. The purpose of this is to:

1. Foster connections among communities of young individuals who have a passion for folk
culture.
2. Disseminate the intriguing values of the project to a broader audience.

Aug 23 - Nov 30

Media

Send a press release to reputable online news outlets in Vietnam to further disseminate the
values of folk culture more extensively.

Sep 21

Photoshoot

- Activities: TINH

- Production timeline:

Planning: August 1, 2023 - August 26, 2023

Shooting: August 27, 2023

Photoshoot Launching: September 22, 2023

- Location: Nha Nguoi Ta Studio Concept

- Concept: Land & water

- Storytelling: Inspired by Land and Water - the two sources that nourish life that have
formed and created Folk Cultural values

23



Phase 1: “NUOI DUONG?” - Land and water are the sources of life, nurturing the essence of
all things

Phase 2: “VUON MAM?” - Nurtured by a strong source, life gradually forms, creating nature
(material value)

Phase 3: “KET TINH” - The source of nourishment and crystallization to create human
civilized life and Vietnamese folk cultural values (spiritual values)

- Costumes: 6 sets of costumes with folk culture elements

- Activities: THANH

- Production timeline:

Planning: August 1, 2023 - October 7, 2023
Onset: October 8, 2023

Official MV: October 21, 2023

- Mood & Tone: Unique, Modern, Colorful

Oct 21 Music Video - Storytelling: . o . ‘
Tells about the innocence of love. Love is like a game: we chase each other blindly like
"Rong ran 1én may", we hide and seek like "5-10-15". ", we learn how to give and receive,
repay and borrow like "O an quan".
Folk elements shown: Rong rin 1én may, 5-10-15, O an quan, Vietnamese proverbial
wisdom.
- Music: Folktronica
- Duration: 3 minutes
Organize a mini contest called "TikTok Dance Challenge":

TikTok Purpose:
Oct 22 - Nov 10 Challenge 1. To spread the MV, dance moves, and folktronica melodies to the target audiences.

2. To pique the interest of the target audiences in artistic products related to folk culture.

Mechanics:
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- Use a segment of the song's music and recreate the dance moves from the MV.

- Creatively incorporate additional dance moves for added excitement.

- Feature folk cultural products such as non la (conical hats), folding fans, traditional
costumes, etc., in the video.

- Post the video on your personal TikTok page and use the competition's hashtag.

Duration: October 22nd - November 10th

Prizes:

1. Favorite Prize: 1 Voucher for a 2-night stay in a Superior room at Pullman Phu Quoc
Resort for 2 adults and 2 children under 13, including breakfast and other amenities (total
value of VND 10,000,000), awarded to the entry with the most likes.

2. Creative Prize: 1 Voucher for a 2-night stay in a Superior room at Pullman Phu Quoc
Resort for 2 adults and 2 children under 13, including breakfast and other amenities (total
value of VND 10,000,000), awarded to the entry featuring the most folk cultural products.

Nov 18 - Nov 19

Event

Exhibition with art performance: DPONG
- Content: Installation exhibition of workart exploiting folk cultural materials by
artists. Combined with art performances based on the form of folk performing arts.
- The exhibition journey includes 3 stages: THAU - CHAM - CAM, participants will
experience folk culture from material to spiritual values.
- Timeline:
Planning: September 1, 2023 - November 17, 2023
+ Onsite: November 18, 2023 - November 19, 2023

+

Table 6. Tactics Plan
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3.7 Budget

CATEGORIES ESTIMATED BUDGET

SOCIAL CAMPAIGN 7,000,000 4

1 Minigame 2,000,000 4

2 Tiktok Challenge 5,000,000 4

EVENT 60,000,000 4

1 Location 20,000,000 4

2 Human Resource 10,000,000 ¢

3 Set Design 20,000,000 4

4 Logistics 10,000,000 ¢

PRODUCTION 40,950,000 4

PHOTOSHOOT 8,400,000 4d

1 Location 2,000,000 d
2 Costume - Makeup 3,000,000 ¢
3 Set Design 2,000,000
4 Human Resource 600,000 4
5 Logistics 700,000 4
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MV 33,000,000 4
1 Location 5,000,000 4
2 Set Design & Equipment 10,000,000 4
3 Costume - Makeup 2,000,000 4
4 Music 7,000,000 4
6 Human Resource 6,000,000 d
7 Logistics 3,000,000 d
MERCHANDISE 6,000,000 4
COST INCURRED 11,395,000 4
TOTAL 125,345,000 d
Table 7. Estimated Budget
3.8 Advisors

a, Selection Criteria

FOLK CULTURE ADVISOR

Having in - depth knowledge and
professional certificates/diplomas in
Folk Culture.

Interested in the project, agree with the

ART ADVISOR

Having experience in the field of artistic
creativity.

There have been projects on Folk Culture.

MUSIC ADVISOR
PROJECT AMBASSADOR

Having professional knowledge and experience in
the field of music. Understanding electronic folk
music.

Participated in producing music products with Folk
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team's working requirement.

Interested in the project, agree with the
team's working requirement.

Culture elements.

working requirement.

Interested in the project, agree with the team's

Famous in a certain level among youngsters.

Table 8. Advisors selection criteria

b, Advisor Working Process

ADVISOR PROFILE SCOPE OF WORK WORKING PROCESS
Folk Culture Advisor: | Master of Folklore (University of Social | Support providing information about folk | - Contact: Facebook
Nguyén Hoing Duwong | Sciences and Humanities, Vietnam | culture. group '
National University, Hanoi) o ‘ - Regular meetings: 1
Authenticate information about folk time/week
culture in the project. - Meetings when
Researcher on the topic of “Folklore necessary
Development in the Cultural industry in Cross CheCk if the fOlklOI‘e elements in the
Vietnam, the United States, and Ireland” project are exactly conveyed.
with Dr. Lu Thi Thanh Lé.
Art Advisor: Head of Fundamental Department at | Evaluate and suggest directions for editing | - Contact: Facebook

Dé Trong Pat

Design Anthropology School
Board Of Directors at Desklass

Logo designers for brands: The Cocoon
Vietnam, Phé La Milk Tea...

and development of art (color, layout,
typography, motion...) in project categories
including:

- Main media publications

- MV

- Art Exhibitions with Performances

group
- Regular meetings: 1
time/week

- Meetings when
necessary
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Logo designers for exhibitions (which
exploits folk culture elements): "V& Vé

Hat B6i", "Nay Mam"...

Music Advisor -

Project Ambassador:

Phan Thanh Nhan
(Lon Xon Band)

The winner of Sing My Song 2018 (Team
Lé Minh Son)

Collaborator of Music Producer DTAP
[As one of Vietnam's most prominent
folktronica pioneers and songwriter of the
following songs: Pé Mi n6i cho ma nghe,
See tinh (Hoang Thuy Linh), Nam Qudc
Son Ha (Erik), Huéng dan an toan bay
(Vietnam Airlines)]

Production team of album and showcase
"Vi Tru Co Bay" (Phuong My Chi)

Professional advise for the music aspect of
the MV.

Music production based on the team’s
brief.

- Platform: Zalo group

- Meeting when
necessary: before, during
and after the MV to
continuously update the
music aspect of the
project.

Table 9. Advisor Working Process
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3.9 Risk Management

DESCRIPTION

PROBABILITY
IMPACT

Low Medium High
SOCIAL MEDIA

RISK MITIGATION/
HANDLING PLAN

The organizers do not
have a backup plan for

Always prepare backup plans.

Wrong/slow o Delay timeline  |Leader always follows up with members and
rogress the activities. Not x Missing posts checklists during the project
) ) u .
prog checking checklists and Ep g fhe proj
not working as planned. ..
gasp Core Team standbys to cover missing tasks.
Have a backup plan for the campaign.
Important information of Members must ensure the confidentiality of the
. X )
the project is revealed. project.
Lost interactions, Use a scanning device to remove related posts.
. delayed progress.
Leaking rzl pros ,
information A
Communication
crisis

30



Negative inside
information is revealed.

Internal: Always discuss before each decision,
and take reasonable measures to deal with
conflicting situations. Members must ensure the
confidentiality of the project.

External: Behave politely and properly with the
audience, do not use vulgar words and act
inappropriately.

The content of the post
is inappropriate,

) ) misleading, and Disparagement
Getting negative . . .. . . oy
controversial, leading to Communication |Find the cause to quickly deal with it.
comments on posts . ..
negative comments. crisis
Organizations against
the campaign caused.
Immediately contact the Facebook support
Disparagement  [center to get the Fanpage back as soon as
. Communication [possible.
Impersonating the crisis
Hacked Fanpage organization to post
bag 8 P Delayed progress due [Use the personal Facebook channels of members

false information.

to inability to control
and manage Fanpage

and acquaintances to share information.

Fan-page is being hacked to reduce risk.
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Content posted on Posts will be .
P Always moderate content, words and images

F infri d duced )
anpage 1‘n ringes removed or reduce carefully before posting.
C copyright. engagement.
Content Violation . ) ) X )
Violation of regulations Copyright .
. o Do not use images and content that are not
on posting content of infringement orieinal and have been copvrichted
Facebook and Tiktok. Disparagement 8 pyrightee.
EVENT
Delayed progress |Look for backup locations.
Location Can not book location X There is no event [Contact the support parties in advance to be
location. more sure about the location.

There are deterrents and commitments against
individuals who willfully violate.

Delayed progress
Impact on quality of
P quatity There are backup personnel and spread evenly
Not enough staff work .
Human Resources . X across the array of activities.
Conflicting personnel Influence the

organization's o . o
8 . Conciliation and having a reasonable division of
reputation

work policy, setting limits on each individual's
rights.

There is a team that invites everyone to join.
Impact on event

Audience Not many people join X quality

. . Post on Fanpage about upcoming events before
Reduce interaction pag P &

and during the event
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Sudden cessation of

Unintended expenses

Depending on the level of impact, it will be
handled according to the original agreement.

If the error comes from the event organizer: It is

. arise necessary to have a conciliatory measure, be
cooperation . . .
Delayed progress [responsible and deal directly with the sponsor
Sponsors Ask for more benefits i
} Influence the stages [and have thorough remedial work.
There was a conflict o
th the oreanizers of activities, linked

w Zers. . . :

g in the chain If the fault comes from the sponsor: It is
possible to deal within an acceptable capacity, if
not according to the contract, there is an
appropriate penalty.

PRODUCTION
Make sure to fully test the recording equipment.
Th i did )
© OTBAIZEs (I8 ) fake a detailed plan to fully prepare the
Not enough equipment not prepare well, equipment
& equip affecting the filming auip '
hedule. . .
schedie Have a checklist to check equipment before
filming day.
Affects the recording
Equipment speed. Equipment management
Lost equipment Additional Make a complete checklist to easily manage and
compensation costs [check.
incurred.
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Affects the recording

Always check the quality of shooting equipment

d. . .
Device broken A(igiet?onal before renting and before starting.
. Take photos and record the device status before
compensation costs
. use and after use.
incurred
.. Scout the locati fully bef hoosing.
The location is not Delayed progress. cout T Jocalion caretiily belote Coostie
Location suitable for the scene. Additional costs . . .
. ) Negotiate with the venue rental partner prior to
No permission incurred. .
filming.
There are deterrents and commitments against
Delayed progress individuals who willfully violate
Impact on quality of
Not enough staff P wo?lll ty There are backup personnel and spread evenly

Human Resources

Conflicting personnel

Influence the

across the array of activities

organization's o o
s . Conciliation and have a reasonable division of
reputation . . - T ,
work policy, setting limits on each individual's
rights.
The actor did not show Affects the recording | To ensure that the actors arrive on time, ask
up on time speed. them to arrive 30 minutes early..
Actor The actor cancels the Affects the recording [ There is a time commitment to the actor.
schedule before filming speed. Postponing filming
The actor has a conflict Affects the recording L .
) i Based on the initial agreement and consider
of interest with the speed.

organizers

Affects the actor's

handling appropriately with the situation.
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mood.
Unintended expenses
arise.

Sudden cessation of

Unintended expenses

Depending on the level of impact, it will be
handled according to the original agreement.

If the error comes from the event organizer: It is

) arise necessary to have a conciliatory measure, be
cooperation . . .
Delayed progress [responsible and deal directly with the sponsor
Sponsors Ask for more benefits i
) Influence the stages [and have thorough remedial work.
There was a conflict o
th the oreanizers of activities, linked

w Zers. . . .

g in the chain If the fault comes from the sponsor: It is
possible to deal with in an acceptable capacity,
if not according to the contract, there is an
appropriate penalty.

Table 10. Risk management
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APPENDICES
All interviews and surveys in research were conducted in person in privacy settings, and they were recorded with a tape recorder.
APPENDIX I. SURVEY

A. PRE - CAMPAIGN SURVEY
[PO AN TOT NGHIEP] KHAO SAT HIEU BIET VA HUNG THU CUA GIOI TRE VE VAN HOA DAN GIAN VIET NAM

Xin chao ban,

Chung minh 13 nhém sinh vién dang thyc hién d6 an t6t nghiép nganh Quan tri Truyén thong Pa phuong tién trudng Pai hoc FPT (co sé HO Chi
Minh). Hién ching minh dang thuc hién khao sat vé hiéu biét va hing tha cua cac ban tré vé Van Hoa Dan Gian Viét Nam dé tir d6 xay dung
mot du an sang tao nghé thuat nhim quang bé nhiing gia tri Vin Hoa Dan Gian dén cong dong nguoi tré.

Chung minh cam két ring moi thong tin khao sat bén dudi chi ding cho muc dich hoc tip, ngoai ra thong tin ciia ngudi tham gia s& dugc bao
mat tuyét ddi. Mbi ¥ kién khao sat s& 1a gop phan rat quan trong cho sy hoan thién d6 an t6t nghiép cta chiing minh.

Mong rang cac ban s& gop chut strc nho dé chung minh c6 thé hoan thanh dd an tot nghiép va tao ra duwoc mot du an c¢6 ¥ nghia cho cong dong.

Xin cam on cac ban!

SECTION I. THONG TIN CA NHAN
1. Do tudi
Dudi 18
18 —24
Trén 24
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2. Giéi tinh sinh hoc
Nam

Nu

Khac

3. Nghé nghiép hién tai
Sinh vién

ba di lam

Khac

4. Noi hoc tap va lam viéc
Thanh ph H6 Chi Minh
Céc tinh thanh khéc

SECTION II. CAU HOI VE VAN HOA DAN GIAN

5. Khi nhic dén vin héa dén gian, 3 tir khéa dau tién ban nghi dén 1a gi?

6. Khi noi vé van hoa dan gian

Hoan toan
khong dong ¥

Khong dong ¥

Binh thudong

Hung tha

Rét hung tha

Ban c¢6 hi€u biét vé chu dé nay

Ban cam thdy hing tha véi chu dé nay

Ban muon tim hi€u nhi€u hon vé chu d€ nay

Ban sdn sang trai nghiém cac san pham va hoat dong
vé chu dé nay
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7. Tén suét tim hiéu vé Vin Hoéa Dan Gian ciia ban la:
Hang ngay
Hang tuan
Hang thang
Rt hiém khi
Khong bao gio

8. Ban gip nhirng khoé khin gi khi tim hiéu vé vin héa dan gian?
Khoé hiéu
Khong c¢6 nhiéu tai liéu
Céch truyén tai 1 thoi
Céch truyén tai kho khan
Khong c6 thoi gian
Khac...

9. Ban thwong tiép cin nhirng ndi dung vé vin héa dan gian trén kénh nao?
Nén tang mang x3 hoi
Bao chi
Truyén hinh
Su kién
Khac

10. Trong s6 nhirng sin phim truyén thong dai ching dwéi diy, san pham nao khién ban hirng thi véi Vin héa Dan Gian
B0 anh
Music Video
Trién 1am
Budi biéu dién
Phim anh
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Muc khac:

11. Ly do nhitng san pham truyén théng dai ching néu trén khién ban hirng thi va muén tim hiéu véi Vin Héa Dan Gian

Hinh anh dep mat, thu hit

C6 nhitng ngudi ndi tiéng ma ban quan tim
Hoat dong truyén thong tot

Muc khac:

12. Néu c6 mdt du 4n sang tao nghé thuit ban cé sin sing tham gia hay khong?

1 2 3

Khong san long

Rét sin 10ong

SECTION III. CAU HOI VE TRUYEN THONG

13.Ban thwomg xuyén sir dung mang xa hdi dé tim kiém thong tin vé mét linh vure:

1 2 3

Hoan toan khong
dong y

Hoan toan dong ¥

14. Ban thwong chgon xem nhirng ndi dung gi trén mang xa h¢i?
Noi dung giai tri
No6i dung vé khoa hoc
Noi dung vé gido duc
Nbi dung vé xa hoi
Noi dung vé vin hoa
Khac
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15. Ban yéu thich ndi dung nhw thé nao?
Noi dung dang van ban
Noi dung dang hinh anh
Noi dung 14 video ngan
Muc khac:

16. Ban mong mudn tim hiéu vé VHDG qua dang thong tin nao?
Cung cp kién thic
Thong tin mang tinh biéu twong va truyén tai thong diép
Thong tin duge truyén tai mot cach cam xuc
Muc khac:

17. Ban thwong quan tAm dén cac dang sw Kién vé viin héa nao sau day?
Su kién biéu dién thoi trang (offline)
Su kién trién 13m
Su kién biéu dién ngh¢ thuat (dm nhac, kich, mua,..)
Su kién trai nghiém
Su kién biéu dién thoi trang
Su kién ca nhan
Muc khac:

APPENDIX II. IN DEPTH - INTERVIEW

INTERVIEWEE 01:

Lan: Pau tién, ban c6 thé gidi thi€u ban than, tudi, gidi tinh va noi theo hoc cuia ban dugc khong?



Interviewee 01: Minh 22 tudi, nit, dang 1a nam cudi dai hoc FPT.

Lan: Cau hoi dau tién cia minh thi theo ban vin hoa dan gian 13 gi?

Interviewee 01: V& vin hoa dan gian, dé c6 mot cai dinh nghia chinh xac thi minh khong ¢, nhung ma theo nhu minh hiéu 4, 13 tat ca nhing loai
hinh vi du nhu 4m nhac, hoi hoa, kién tric. Tt ca nhitng thir d6 né luu truyén tir doi nay sang doi khac va nd thé hién duoc ban sic cia mot dan
toc, mgt cong déng thi n6 dugc goi l1a van hoa dan gian.

Lan: Thi ban cam thay nhirng cai ndi dung vé van hoa dan gian hién nay nhu thé nao?

Interviewee 01: That ra minh khong phai 1a nguoi thuong xuyén theo ddi van hoa dan gian nhung ma theo nhu minh cdm nhan 1a né dang dugc
GenZ 1am moi, vi du nhu Hoang Thity Linh, Phuong My Chi thi minh cam thay 13 vin hoa dan gian n6 dang dugc dén gan véi moi ngudi hon.

Lan: The thi ban c6 cam thay thyc sy quan tdm dén van héa dan gian khong?

Interviewee 01: That long ma noi thi trong cudc song cua minh, minh khong quan tdm qua nhiéu téi van dé van hoa dan gian, nhung ma khi ma
cO6 mot cai gi d6 no6 noi bat, vi du mot cai gi do trending trén mang xa hdi hodc 1a mot cai an pham, am nhac hay gi d6 ma no6 noi bat, thi minh s€
theo doi, ung ho.

Lan: Thé ban nghi la vi sao ma ban lai khong qué quan tam dén van hoa dan gian?

Interviewee 01: Thir nhat 14 n6 khong c¢6 nhicu lién két trong cudc song cia minh, nhiing cai routine trong cudc song cua minh né s¢ khong céd
lién quan gi nhi€u t61 van hda hét, minh chu yéu la nhitng céi daily, vi du nhu di hoc, di lam, giai tri, va cai nhu cau giai tri cia minh no cling

khong c6 that sw hudng vé van hoa dan gian, cho nén la minh khong c6 nhiéu céi lién hé véi nd.

Lan: Thé thi hién tai ban dang tiép xuc v6i van hoa dan gian thong qua nhitng phuong tién gi?
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Interviewee 01: Pa s6 1a qua social media, vi du nhu youtube, youtube 1a minh hay xem may cai &m nhac r6i nhiing céi liveshow ma n6 c¢6 van
hoéa dan gian hodc 1a nhiing cdi nhém nhdy, bay gid moi nguoi bat dau dua nhiing céi yéu to dan gian, vi du nhu 1a hoa ti€t trén trang phuc,
nhirng chat li¢u tho cam chang han, hoac 1a nhiing céi bai hat mang am hudng dan gian thi minh cling c6 theo ddi, nén chu yéu la social media.

Lan: The ban cam thay cai cach truyén tai vé van hoa dan gian cia nha nudce, cac thuong hi¢u, cac nghé si hoac 1a céc t6 chirc thi ban cam thay
nhirng cai cach truyén tai hi¢n nay dang nhu thé nao, doi vdi ban?

Interviewee 01: Tuy ddi tuong, s€ c6 mot cai danh gia khac nhau, vi du nhu cach truyén tai cia nha nudc chinh phu, thi that su 1a n6 khong co
impact chit nao, tai vi minh ciing con tré, minh khong c6 thich nhitng cai ma né di vao khudn kho nhu vay. Vé nghé si thi minh thay 1a hay, nghé
sT by gio rat 13 sang tao, cai cach ma ho 16ng ghép van hoa dan gian vao trong cac san pham, minh thay n6 khong c6 bi xa roi, né khong co bi
kho hiéu, nhin né rat 1a hay, nhin n6 mau sac.

Lan: Con cac du an hodc cac t6 chirc thi sao?

Interviewee 01: Tai vi minh ciing chua that sy tham gia nhi€u nhiing cai du 4n lién quan dén van hda dan gian, nhung ma minh c6 quan sat mot
s0 du 4n ma cac ban sinh vién lam, minh thay cling kha 1a hay nhung ma do minh chua ¢6 join nhiéu.

Lan: Vay thi ban c6 sin sang trai nghiém cac hoat dong vé vin hoa dan gian khong?

Interviewee 01: Co, tai vi minh thay n6 cling hay, nhung né chua c6 gan véi minh nhiéu nén minh chua c6 dé y n6 nhiéu théi, nhung ma khi coi
mat cai gi d6 thi minh ciing thay n6 c6 nhicu yéu t6 thu hut.

Lan: Cam on ban vi phan phong vin hom nay.
INTERVIEWEE 02:

Lan: DAu tién thi ban c6 thé gi6i thiéu ban than, tudi, gidi tinh va trudong hoc cho minh dugce khong?
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Interviewee 02: Minh tén 1a Lé Thanh Duy, 19 tudi, nam va hién tai la sinh vién nganh dd hoa cua truong dai hoc FPT.
Lan: Theo nhu ban biét thi van héa dan gian 1a gi?

Interviewee 02: Theo nhu minh hi€u vé vin héa dan gian la may thir ma dugc luu truyén ¢ trong cudc song, c6 thé nhu 1a truyén miéng, hodc 1a
truyén co tich hodc la nhac cy, &m nhac. No6i chung 1a n6 mang tinh truyén thong lau doi.

Lan: Theo ban thi vin héa dan gian s& bao gdbm nhirng gi?

Interviewee 02: Van hoa dan gian c6 chir van, nghia 1a c6 lién quan t&i nghé thuat, van hoc con hoéa thi co thé 1a méy cai nhu la ca, maa hoac la
trang phuc, hodc 1 phong tuc, con vé dan gian thi 1a tinh truyén miéng.

Lan: Ban cam thay cac ndi dung v€ van hoa dan gian hién nay nhu thé nao?

Interviewee 02: Cac ndi dung cho minh vai cai vi du duoc khong? Chir vé cai ndi dung thi minh khong cé follow nhiéu 1im nén 14 ciing khong
10.

Lan: Vay tirc 1a ban khong c6 thuong xuyén tiép can hay la xem doc nhiing cai thong tin vé van héa dan gian ding khong?

Interviewee 02: C6 vai cai nhu kiéu 1a méy cai 18 hoi thi c6 thiy post nhung ma ciing khong doc.

Lan: Ban cam thay li do vi sao ma ban lai khong qua quan tdm hay 13 khong c6 theo ddi nhu vay?

Interviewee 02: Mot 13 n6 phai lién quan, n6 phai c6 mot cai gi d6 méi hay 13 cai gi d6 thi moi thu hat. Nhu kiéu 19 nam troi, thi 19 nam troi
don tét thi chi ngay bé 1a minh mé&i himg thd, chir bay gid 1on rdi thi Tét chi 1a mot dip dé nghi lam, nghi hoc thi né khée cai d6 thoi. Chir nd
khong con cai cam giac hoi hop hay gi nira, cho nén la chi khi ma cé cai nao n6 that sy cudn hit, mot cai ndi dung hay 1a mdt cai tiéu dé, title

méi hay gi do thi minh méi kiéu bo thoi gian minh quan tdm ra, minh hudng ing véi cai y tudng ctia nguoi ta. Chtr ma néu n6 chi lam vi né la
mot dip ma nim ndo ciing lam thi minh cam giac 12 né ciing 1a mot cai moi ndm déu dién ra thoi, minh s& bo qua.
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Lan: Hién nay thi ban thuong tiép can nhiing thong tin vé van hoa dan gian trén cdc phuong tién nao?

Interviewee 02: Thuong 1a minh s& xem trén Facebook va Youtube hodc la Instagram, nhat 1a Youtube, theo minh dé y thi hi¢n tai 1a van héa dan
gian dugc ap dung vao am nhac 1a nhi€u, nhat 1 Hoang Thuy Linh dang rat 1a n6i v6i mau nhac d6, va n6 dang goi 1a n6 cong thém cai phong
trao cua rap nira, nén la né dang di theo cai xu hudng goi 1a rap. Rap viét né s€ dem nhirng thtr vé Viét Nam c6 y€u to van hoa dan gian nd vao
nhac, vao rap nhiéu hon.

Lan: Ban cam thay nhiing cai cach truyén tai do, doi voi ban ban cam nhan nhu thé nao?

Interviewee 02: N hay tai vi n6 la cua mdt cai ngudi goi 1a tam anh hudng va ho goi 1a dau tu thoi gian, chat xam, tién bac ho bo ra nod rat la co
concept c¢6 y nghia va vi du nhu 1a nhac thi viét lyrics no rat 1a c6 chicu sau va y nghia va nd nham téi dai ching nén la n6 s€ mang tdi nhiing cai
goi 1a no6 s€ dem tdi céi gdc nhin ma moi nguoi déu co the hiu duge nén 1a minh thay hing thu.

Lan: Néu nhu c6 cac hoat dong trai nghiém vé vin hoa dan gian thi ban c6 san sang tham gia khong?

Interviewee 02: Néu ma trdi nghi¢ém vé van hoa dan gian thi minh hoi dan do mot xiu, tai vi tiy vao céi dé 1a minh da biét chua va may ban s€ to
chirc n6 nhu thé nao. Nhu ki€éu may ban dem xudng san truong may cai hoi tét do cho minh nhdy sap hay 1a lam banh trung gi d6 thi minh nghi
la minh s& tham gia, thi may cai d6 minh chua tirng thir bao gio, tai cai do n6 la cai nét cua van héa mién Bac né nhiéu hon chir mién Nam thi ho
khong hiéu nhiéu nén 1a cling it ngudi huong tmg, nén 1a minh nghi né ciling 1a mét cai nét dep ctuia van hda va nd con ton tai dén bay gio, nén la
néu ma c6 dién ra thi minh s& thir may cai do.

Lan: Cam on vi ban da tham gia phong van v4i minh.

INTERVIEWEE 03:

Lan: Ban c6 thé gidi thiéu tudi, gidi tinh va trudong dai hoc dang theo hoc dugc khong?
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Interviewee 03: Hién tai minh 20 tudi, dang theo hoc tai FPT, Nam.

Lan: Theo ban thi van héa dan gian 1a gi?

Interviewee 03: Vian hoa dan gian 1a nhitng th lién quan dén truyén théng cua dat nude.

Lan: Theo ban thi vin hoa dan gian nd s& bao gdbm nhitng gi?

Interviewee 03: N6 c6 thé theo nhidu thé loai tir ca hét t&i nhay mua.

Lan: Ca hat, nhay mua, ngh¢ thuat. Ngoai ra thi ban nghi né c6 con bao gém nhting gi khac khong?
Interviewee 03: C6 thé 13 vin hoa.

Lan: Binh thudng ban c6 thudng quan tdm dén nhimng cai ndi dung vé van hoa dan gian khong?
Interviewee 03: Da khong nhiéu lam.

Lan: Ban cam thiy nhiing c4i noi dung vé vian héa dan gian hién nay nhu thé nao?

Interviewee 03: La tan suat n xuat hién, hay 1a em cam thay né nhu thé nao?

Lan: Theo ban cam nhan nhimg cai ndi dung vé van hoa dan gian ma ban dugc tiép xuc 4.
Interviewee 03: Em cam thay né ciing kha tha vi

Lan: Vi du ban c6 thé no6i thém cho minh duoc khong?
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Interviewee 03: Da khong tai vi em ciing khong c¢6 xem nhiéu chi thuong thuong luét qua thoi

Lan: Ban thudng tiép can nhitng cai ndi dung diy & trén phuong tién nhu thé nao?

Interviewee 03: Mang truyén thong xa hoi nhu 1a tiktok

Lan: Ban thay cai cach truyén tai d6 nhu thé nao?

Interviewee 03: Da thi ciing tily ngudi truyén tai, em thich nhitng cai kiéu nhu 14 ké thang cau truyén d6 ludn.

Lan: Néu ma c6 nhiing cai hoat dong trai nghiém vé vian héa dan gian thi ban c6 sin sang tham gia khong?

Interviewee 03: Da cling tuy thudc vao thoi gian dé6 em c6 ranh hay khong.

Lan: Ngoai ra con cai yéu t6 nao tac dong dén viéc ma ban xem nhirng ci ndi dung hay 1a tiép thu nhitng ndi dung vé van hoa dan gian khong?
Interviewee 03: Da khong a, thuong n6 hién thi em xem théi chir ciing khong ¢6 lya chon nhiéu.

Lan: Khi ma lu6t mang xa hoi, ban s€ thuong bi thu hat béi nhitng dang thong tin nhu thé nao. Vi du nhu 1a cac cha dé chéng han, thi ban s¢
thuong bi thu hat boi chi dé gi?

Interviewee 03: Em ciing tuy hing tho6i, néu nhu ma veé chu dé dan gian thi em s€ xem vao nhiing budi trua con budi to1 thi em s€ nghe nhiing céi
bai nhac nhiéu hon.

INTERVIEWEE 04:

Tram: Pau tién 1a gidi thi€u vé ban than, tudi, gidi tinh va trudong dai hoc.
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Interviewee 04: Minh tén 1a Lé Qudc Khanh, 22 tudi, Nam, sinh vién nganh truyén thong da phuong tién dai hoc Fpt Ho Chi Minh.
Tram: Theo ban van hoa dan gian 1a gi?

Interviewee 04: Theo minh vin hoa dan gian 13 nhitng ban sic nhitng phong tuc tdp quéan cia dia phuong cia mot ving mién nao dé ¢ trén dat
nudce Viét Nam.

Tram: Ban c6 quan tdm dén nhitng ndi dung c6 vin hoa dan gian khong?
Interviewee 04: Minh cling c6 quan tam.
Tram: Ban cam thay nhitng cai ndi dung vé van hoéa dan gian hién nay nhu thé nao?

Interviewee 04: Minh thay noi dung vin héa dan gian hién nay & mién Nam minh thi minh thay hay, dic sic, kiéu nhu méy bai hat hay, ni dung
truyén vé dan gian ciing hay, phim hay.

Tram: Vi du nhu ¢6 cai phim nao méa ban nghi t&i khi nhac vé van hoa dan gian khong?
Interviewee 04: Minh nghi 1a may phim truyén c6 tich nhu 1a Cau bé thong minh, n khé tra vang.
Tram: Ban thudng coi nhitng thong tin vé vin hoéa dan gian qua nhitng phuong tién nao?
Interviewee 04: Minh xem trén tivi, mang xa hoi.

Tram: Thuong ban xem céi nao nhiéu hon.

Interviewee 04: Mang xa hoi.
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Tram: Khi ma ban iy thong tin trén mang xa hoi thi ban thay cai cach truyén tai ctia no nhu thé nao?

Interviewee 04: Pa sb néu ma dan gian trén mang x3 hoi youtube, da s 1 nhitng bd phim ngdy xwa ma nguoi ta dang lai thoi, con khong thoi 1a
ban nhac dugc phat minh nghe lai, da sé 1a vay.

Tram: Thuong la s€ dang lai ding khong?
Interviewee 04: Pung roi, nhitng tac pham dé lau roi xong ngudi ta dang lai thi minh nghe thoi.

Tram: Néu ma c6 mot céi hoat dong veé cac van hoa dan gian vi du nhu 14 trién 1am hodc 1a trai nghiém thi ban c¢6 san sang tham gia nhiing cai do
khong?

Interviewee 04: Minh c¢6 thoi gian thi minh sé tham gia.

INTERVIEWEE 05:

Lan: Pau tién ban c6 thé gi6i thiéu cho minh tudi, gidi tinh, va truong hoc duge khong?

Interviewee 05: Minh 1a Nguyén, 20 tudi, gidi tinh 1a Nit minh hoc nganh Digital Marketing trudng FPT.
Lan: Theo ban van hoa dan gian la gi?

Interviewee 05: Theo minh vian hoa 1a nét truyén thdng ctia ngudi Viét Nam minh, c¢6 thé 1a bao gdbm vé cac 4m nhac truyén thdng hodc 1a trang
phuc truyén thong.

Lan: Theo ban vin hoa dan gian bao gdm nhiing gi?
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Interviewee 05: Am nhac, trang phuc, phong tuc tap quan.

Lan: Binh thuong ban c6 thuong quan tim dén nhing cai ndi dung vé van hoa dan gian khong?

Interviewee 05: Ciing thuong co

Lan: Ban cam thiy nhiing cai noi dung d6 nhu thé nao?

Interviewee 05: An tuong nhu c6 thé 1a gan day 1a album 4m nhac cta Phuong My Chi, ¢6 4p dung vao mét s6 nét 4m nhac vin hoa dan gian.
Lan: Ban thudng tiép can vin hoa dan gian qua cac phuong tién gi?

Interviewee 05: Qua Facebook, Youtube, Google search.

Lan: Ban cam thiy cach truyén tai ¢ trén cac cai nén tang ban tiép xuc nhu thé nao?

Interviewee 05: V& 4m nhac thi d6i lic ¢ nhiing céi kha 1a kho nghe nhung ma néu ma duoc truyén tai két hop vai lai mot s giai didu tré trung
thi c6 thé 1a bat tai hon. Vé trang phuc thi c6 nhiéu kiéu sang tao va dac bi¢t 1a minh cling rat 1a thich cac cai nét cb cua 4o dai Viét Nam minh,
con phong tuc tdp quan thi rat 1a da dang.

Lan: Néu nhu ¢ nhitng cai hoat dong trai nghiém vé vin héa dan gian thi ban c6 sin sang tham gia khong?

Interviewee 04: Minh c6.

Lan: Khi ma ban tham gia thi ban s& quan tdim dén nhiing cai yéu t6 nao, hay 1a cai diéu gi thu hut ban dé ban tham gia cac hoat dong vé van hoa
dan gian.
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Interviewee 05:C6 thé 1a vé cach td chiic ctia chuong trinh, 1am poster, hodc 14 nhiing cai thong tin duoc truyén tai trong chwong trinh.

Lan: Cam on ban d4 tham gia phong van nha.

INTERVIEWEE 06:

Lan: Ban c6 thé gidi thiéu tudi, gid1 tinh va truong hoc cho minh dugc khong?

Interviewee 06: Minh nam nay 20 tudi, minh hoc dai hoc Fpt, minh hién Ia sinh vién nam 3 nganh Digital Marketing.

Lan: Theo quan diém ctia ban thi vin hoa dan gian 1a gi?

Interviewee7 06: Theo minh thi khi me‘} nhé? td1 van hoa dan gian thi that sy 1a cling khong cé dinh nghia gi dugc, nhung ma nhirng cai keyword
minh c6 thé nghi tdi d6 chinh 1a truyén thong, cac lang di¢u dan gian, voi lai 1a dan tranh. D6 1a nhiing keyword ma minh nghf téi khi ma minh
nghe t&1 tr van hoa dan gian.

Lan: Ban nghi vin hoa dan gian s& bao gdm nhiing gi?

Interviewee 06: Minh nghi 1a van hoa dan gian né s bao gém dau tién 1a mot s6 tai san phi vat thé vi du nhu 1a nhiing lang di¢u chéng han, hoac
1a nhitng cai van hoa truyén thong nao do, gibng nhu & ngoai Bac thi s& co hat quan ho hay 1a gi do.

Lan: Ban c6 thudng quan tdm dén nhimg céi ndi dung vé van hoa dan gian khong?
Interviewee 06: That ra thi minh ciing khong quan tim 13m, nhung ma néu ma né xuét hién vi mot cai hinh thic goi 1a thu hut hon thi minh
nghi 1a minh s€ quan tadm bodi vi van hoa dan gian thi c6 mdt cai sy thu hut riéng ma minh nghi 1a hién nay chua c6 mdt cai cach goi 1a mot cai

cach dé van hoa dén gan hon véi khan gia.

Lan: Vay tirc 1a ban cam thiy khong quan tAm 1am 1a vi cai cach truyén tai khong c6 ay.
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Interviewee 06: Pung 161, mdc du minh cling rat 1a himg thi nhung ma vi du nhu 1a minh muon tim hiéu vé van hoéa dan gian di, nhung ma khi
ma minh vao that sy thi minh cam thay la n6 chua c6 thu hiit minh lam, va minh thuong ra sau khoang vai phut thoi chtr minh khong c6 xem hét
video v€ van hoa dan gian

Lan: Ban thuong tiép can vin hoa dan gian théng qua nhitng phuong tién gi?

Interviewee 06: Phuong tién thi thudng thi minh s& xem trén tivi nhung ma trén tivi chi 1 vo tinh xem thdi con néu ma chu dong mudn xem thi
minh s€ xem trén youtube

Lan: Ban cam thay cai cach truyén tai van hda dan gian trén céc cai phuong tién mang xa hoi ban xem nhu thé nao?

Interviewee 06: Trén cic phuong tién ma minh da xem thi minh cam thay 13 nguoi ta c6 dau tu vé hinh anh, ndi dung nhung ma that sy 1a minh
thiy n6 hoi mot mau va cai keyword d6 né truyén thong qua 1 truyén thong di.

Lan: Néu c6 nhitng cai hoat dong trai nghiém vé vin héa dan gian thi ban c¢6 mudn tham gia khong?

Interviewee 06: Chéc 1a minh s& tim hiéu 14 trong c4i hoat dong d6 s& c6 nhimg cai hoat dong nho nao, ma néu ma né kiéu ma minh thiy thich
thi minh s€ tham gia

Lan: Cam on ban vi phan phong van nha
INTERVIEWEE 07:
Tram: Ban c6 thé gid1 thi€u ban than, tudi, gioi tinh, truong dai hoc.

Interviewee 07: Minh 1a Lé Thuan DPtic, hién tai dang 1a sinh vién nam cudi truong dai hoc Fpt thude khuén khd Hb Chi Minh, minh 1a Nam.
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Tram: Theo ban van hoa dan gian 1a gi?

Interviewee 07: Theo minh van héa dan gian la nhiing cai cb xua duoc luu truyén tr doi nay sang doi khac & Viét Nam, va n6 theo mdt cdi
ngudn ma chung ta khi nhin lai dé thiy dugc cai sy phat trién ctua Viét Nam né da nhu thé nao va ong cha ta da nhu thé nao dé dong gop va phat
trién Viét Nam tr& thanh mot dat nude doc 1ap, hanh phiic nhu bay gid.

Tram: Theo ban thi vin hoa dan gian bao gdm nhiing cai gi?

Interviewee 07: Theo minh thi minh 13 ngudi con Viét Nam nhung ma that sy 1a minh that long khong c6 quan tdm 1dm, nhung ma minh chi nhé
1a van héa dan gian thi minh nghi chic 1a kiéu nhimng cai cAu truyén, truyén Kiéu nay no né, rdi xong may cai tro choi dan gian n¢, rdi xong tiép
theo 1a may ci vat ¢d truyén nhu kiéu méy cai sap t6i Trung Thu rdi d6 1a miy cai 1dong dén Trung Thu né, minh nghi cai d6 1a thudc cia dan
gian ding khong? Thi minh nghi 1a minh chi nhé dugc tdi d6 thoi.

Tram: Ban c6 quan tdm dén nhimng nodi dung lién quan dén van hoa dan gian khong?

Interviewee 07: That sy ra minh duoc sinh ra trong mot moi truong x3 hoi tién tién nén minh c6 phan hoi khéng enjoy, khong con quan tdm lam,
¥ 12 minh it nhung ma minh van c6 nha. Nhu minh néi thi cai d6 ai ciing phai nhin vao playback nhung ma & Viét Nam, vin hoa dan gian dang
theo kiéu mot cai gia cbi 4, n6 cuc ki gia va cam giac n6 khong con du thu hat minh. Bay gio minh rat thich 1a may cai kiéu 1a né vui vé nay no,
tai vi minh that sy 1a khong thich cai su gia i dén ndi minh ludn mudn tim hon minh tuoi tré nén khi minh nhin nhan cai cach truyén thong van
hoéa dan gian thi minh thiy gia nén minh khéng quan tim may nita

Tram: Ban thudng tiép can vin hoa dan gian qua cic phuong tién ndo? va cam thay nhu thé nao vé cach truyén tai ciia nd
Interviewee 07: Hién nay thi minh thy vin hoa dan gian dang duoc truyén tai manh nhat 1 qua nhirng bai hat dugc lam lai giéng nhu thi minh,

& day minh c6 cam giac 1a Phuong My Chi né, Phuong My Chi dd lam, hat mot cach rat 1a tré trung Genz, va minh cam thay né rat 1a phu hop
v6i gidi tré va diéu d6 lam minh c6 mot chut to mo dé tim lai vé van héa dan gian. Ngoai ra van hoa dan gian thi minh con duoc xem nhiing cai
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kénh nhu 1a kiéu may céai nguoi Vietcetera, hoac 1a 1au 1au may vlog youtube lam thi minh cling c6 xem may céi d6 nhung ma do6i véi minh thi
nhirng hinh anh, cau truyén né chua du cudn hat cho minh 4.

Tram: Néu ma c6 mot céi hoat dong ve van hoa dan gian vi du nhu 14 trién 1am, hoat ddng trai nghi¢m thi ban c6 san sang tham gia khong?

Interviewee 07: Minh s€ san sang tham gia néu nhu n6 mang mot mau sac twoi mdi chir néu nhu ma né gia nhu nhirng cach ma moi nguoi hay
truyén thong cho tdi1 tan bay gid ngoai nhitng cai bai hat cua Phuong My Chi hodc nhitng cai gi d6 dang tré trung ra thi minh s€ khong tham gia
nhu minh da n6i minh 1a mét Genz rat vui vé, thich sy méi mé va cam giac minh thich mau sac 4, néu nhu ma trién 1am nhin n6 ki€u budn ba va

danh cho Ira tudi 50-60, hodc 13 nhirg ngudi gia thi minh s& khong c6 di, tai vi cai d6 khong phai 13 thr minh mong
mudn ma minh mudn xem nita.

— THE END —
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