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I. INTRODUCTION
A. BRAND OVERVIEW

Copper Denim is a Vietnamese denim brand established in 2016 by Tu Pham, who has a family-
owned garment factory named VitaJean with over three decades of experience producing high-
quality jeans. Carrying 3 main product lines with 3 different personalities: Utility, Culture and
Legacy - ranging from the most versatile, convenient, and reasonably priced lines to the high
technical and aesthetic requirements line, with the great combination between the durability of
Raw Denim but still comfortable to use every day with the one-wash process, which softens
the fabric and minimizes color bleeding. Copper Denim is not only an ordinary clothing store,
but has also become the spirit of young people who Love Jeans, Live and Breathe in Denim.

Copper Denim is committed to providing the community with the most high-quality denim
products. They pride themselves on offering high-quality goods that reflect the culture of the
Vietnamese people both domestically and internationally. With over three decades of
experience working with denim at Vita Jeans family factory, Copper Denim employs skilled
workers who meticulously apply techniques such as silk-screen printing, traditional
embroidery, dyeing, and bleaching to ensure durability and quality. The company's motto,
"material and quality are the highlights,” is reflected in their dedication to producing and
processing denim. Since its launch in 2016, Copper Denim has played a pivotal role in elevating
Vietnam's fashion standards, introducing concepts such as raw denim and selvedge denim to
the market. This success has positioned Copper Denim as a leader in the industry, levering up

the standard for other local brands to follow.

B. CLIENT BRIEF
Copper Denim’s brief focused on two main challenges: brand feelings and communications
activities. The goal of the communication campaign is to Enhance positive brand feelings
and make use of the opportunity to Affirm the leading position in the denim local market.
Besides, through this communication campaign, Copper Denim also hoped to build a sense of

closeness with their customers.

Moreover, Copper Denim plans to deliver a meaningful message and story about the value of
the brand. Copper Denim’s official social media such as Facebook and Instagram is currently

focusing on sales and products. Meanwhile, the new social channels would be carried out to



obtain the communication goal and promote the campaign. The target audience of the campaign
is also Copper Denim’s current target customers, who are 25 to 30 years old, and their potential

customer that is the young generation from 18 to 24 years old.

II. RESEARCH
A. MARKET ANALYSIS

1. Market analysis

a) Political
The Vietnamese government offers a variety of different approaches when it comes to business
grants, which is a great opportunity for enterprises to thrive and expand after the serious impact
of COVID-19 (Pham Thi, 2020). However, there have not been any actions or regulations about

taxes or customs procedures to ease the import/export process of the fashion industry.

b) Economic
Asia's fashion market is currently a fast-growing and saturated market since the overall revenue
of the fashion industry in Vietnam is stated to be US$1,73bn as of 2023, which is an 8.8%
change from the previous year. Most of the revenue comes from the apparel sector, followed
by accessories and lastly, footwear. Furthermore, the number of users is expected to be 46.78m
users by 2027. User penetration will be 38.8% in 2023 and is expected to hit 46.2% by 2027.
The average revenue per user (ARPU) is expected to be 1,101,750 VND. According to Trading
Economics, Asia's fashion market is currently a fast-growing and saturated market since
consumers' spending has witnessed a noticeable change between 4,700,634 VND Billion in
2021 and 5,226,418 VND Billion in 2022. The last but the most important factor that affects
the economic situation and the stability of an enterprise is labor. Vietnam’s population density
is among one of the highest in the Southeast Asia region, followed by rapid urbanization since
the average income is higher in urban areas such as Ho Chi Minh City and Ha Noi. Suburban
residents from The Red River Delta and The Mekong River Delta have the tendency to leave
their agricultural background to find new opportunities in big cities with the hope of better
living conditions and salaries. This led to the growth of the workforce in the industrial and
manufacturing sectors. Therefore, Vietnam presents a unique opportunity with its low labor
costs and political stability. On average, Vietnam’s labor costs are half as much as China’s,

with an hourly rate of 68,000 VND compared to China’s hourly rate of 148,000 VND.



Vietnam’s strong GDP growth of over 8% and skilled population provide a large and growing
workforce for manufacturing companies.

More specifically, the denim manufacturing market in Vietnam is currently a thriving market
with a lot of potential for enterprises to grow. According to Statista, the production of denim
in Vietnam used to be 92 million pieces in 2012, then went up to 126 million pieces, and most
recently, 170 million pieces in 2021. The numbers show a constant growth and an obvious

potential for denim in Vietnam.
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Figure 1 - Production of denim in Vietham

c) Social
High fashion brands worldwide are using denim to present their approach to a more sustainable
way of manufacturing and producing fashion products. Also, denim has appeared in the mid
and low-end fashion line for a while. Most of the old valuable denim products end up in thrift
shops as second-hand products or recycled into bags and other fashion items.
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Figure 3 - Hermes' Icones au Carre denim jacket



Figure 4 -Bottega Veneta’s denim jeans
Denim items can be dressed and mixed with many types of dress codes and looks, ranging from
formal office looks to the propaganda of teen spirits and the grunge look of rock and roll. That

makes denim really popular and can be used by a wide range of age groups, as a result, denim

Figure 5 - Denim items can be dressed and mixed



d) Environmental

With a long history, denim has seen several changes to fit different fashions. Denim was
initially made of wool, but cotton has now become more popular. Sustainability difficulties
exist with cotton production and processing because it takes 1500 gallons of water to cultivate
the 1.5 pounds of cotton needed to make one pair of jeans. Weft yarn that is undyed and indigo-
dyed warp yarn are typically used to make denim. The traditional indigo dye was natural and
generated from plant sources, but with time, synthetic indigo dye became more popular.
Sustainability concerns appeared once more. It is challenging to recycle jeans due to the usage
of metal fasteners like rivets, zippers, and leather-look labels in addition to composition and
care labels. As a result, the lifecycle of denim products will be longer than other types of fabrics
and the amount of water used for rinsing and washing is less, which is a good sign for the
environment.

A lot of denim brands also recollect their old products to reuse them as other fashion items so

that less denim wasted is garbage.

Overall, the fashion industry in Vietham and worldwide is following an upward trend, which
makes it easier for fashion companies to make their profits. More than that, sociocultural,
environmental, and technological factors are also showing good signs for Copper Denim to
make its way into the saturated ready-to-wear fashion market. Furthermore, with Copper
Denim's way of handling the production's emissions or the brand’s exclusive denim dying

technology, the brand is foreseen to stand out and give great value to customers in the market.

B. BRAND AUDIT & ANALYSIS
1. Brand Inventory

a) Brand element

Brand names Logos Slogan




COPPER DENIM

DFy R

“Trust the people,
who Live, Work and

Breathe in Denim"

The Copper Denim brand is a
combination of two words-

Copper and Denim. Denim

serves as the primary
material utilized in the
brand's  products, while

Copper represents the pet

that unites the owner's
family. An Husky breed
puppy named Copper was
adopted by Mr. Tu Pham in
his

Furthermore,

university time.

Copper also
refers to the copper material,
which may seem inexpensive
and readily available, but is a
crucial element in creating
remarkable architectural

structures.

The logo design features a fusion of
the "Copper Denim" brand name
and an image of a pet named
Copper (with a cold expression).

Previously,  Copper  Denim's
branding conveyed a vision of
expansion and ambition, but with
the new identity, employing the
Garage Imperio font and indigo
blue color scheme, the brand
appears to be cementing its position
in the market while still retaining its

connection to Denim culture.

The slogan imbued
with the lifestyle of
people in the world of
Denim enthusiasts
(Live, work, and
breathe in Denim)
explains that "Living"
and "Working" is the
brand's companion to
those who like to
work every day
wearing Denim
clothes. But
"Breathing" is not
only on the surface
expressing this love
for fashion, but also
related to the workers
working in the harsh

environment of the




Denim manufacturing
industry. This is a
heavy industry even
though the working
environment in the
factory is guaranteed,
there is still a health
hazard when they
dedicate themselves to

their career.

(Table 1: Brand Elements)

b) Product

Copper Denim is a denim brand with high-quality denim items. The brand consists of 3 product
lines, ranging from utility items to the highest quality items.

The first product line is called “Copper Utility" - which consists of items made for casual use,
meaning that these products can be worn and used by any individual in a casual way. The items
in this product line are comfortable for most people and easy to care for, which means buyers
can just wear them to work and other occasions without minding that the item would feel unfit
or breakable. However, after a successful collaboration with Coolmate, Copper Denim has now
renamed the product line to “Coolmate X Copper” since Coolmate is already well-known for
their quality utility men's fashion items.

The higher product line is named “Copper Culture”. As the name states, this line of products
targets mainly people who are in the ‘denim culture’ and are savvy about denim products. The
items in this line come out higher in quality and designs compared to the former line and also
the product would take more effort to care for and maintain while using.

The last and the highest product line is a heritage product line, it is called “Copper Legacy".
This product line is aimed at customers who are loyal to denim wear and especially savvy about
Vietnamese denim culture. Containing the best-quality products from the Vitajean factory - a
well-known corporation founded in 1998, this line is the flagship of Copper Denim. This is a
special line of products that helps Copper Denim confirm its pace in the Vietnamese denim

industry. Backed by a firm foundation from Vitajean, Copper Denim has made its way to Japan



and collaborates with a well-known denim factory called Kurabo, founded in 1888, which is
known as the factory with the highest quality denim.

Furthermore, each product line has its own separate selvedge and non-selvedge products. Non-
selvedge denim is also known as raw denim, which means the fabric will be faded during usage.
On the other hand, selvedge denim is raw denim going through a distinctive process called
weaving, this process enhances the quality of the product, and selvedge products can be worn

unwashed.

c) Pricing
The pricing strategy of Copper Denim shows noticeable differences between product lines as
well as selvedge and non-selvedge denim products.
The “Copper Utility” or “Coolmate X Copper” line’s price ranges from 199,000 VND to
699,000 VND, targeting medium-income customers. This price range fits their budget and
meets their needs for a casual denim product to wear to work and many other occasions. Most
of the items from this product line are made from non-selvedge denim.
“Copper Culture” on the other hand is made from selvedge denim, which makes the price range
of this line distinctly higher than the former line. The price of this line is over 1,000,000 VND
per item. However, this line of products mainly targets customers who are denim-savvy and
are willing to pay for the ‘culture’ so this price range suits their budget, meets their need for
selvedge denim, and also allows them to express their respect, love, and tribute to the culture
they are keen on.
Last and the best-quality product line “Copper Legacy” is made from Kurabo selvedge denim
- known as the best denim in the world. The price of this product line is affected by the policies
it takes to import the denim fabric from the Kurabo factory. The Kurabo factory in Japan set a
requirement in the contract, stating that the price of the final product must be over $100
(~2,364,245 VND) before they allow the organization to import their fabric. This policy is their
way to protect their heritage image and also confirms their denim quality.

d) Distribution
While most fashion brands make themselves visible on e-commerce platforms like Shopee,
Tiki, Lazada,... Copper Denim remains the traditional way to make sure their products are true-
to-self and targeted at the right customers. Most Copper Denim products are sold on the brand’s
official website and available for in-store purchases.
The brand uses Facebook and Instagram for daily posts and announcements.



e) Communication

Copper Denim’s promotion assets include traditional sale-off events for customers’ profit,

mixing with collaborations and exhibitions since the brand values its image and story more

than its reach to the mass market. Until 2023, Copper Denim has made its appearance as an
exhibitor in ARCHIVISM 2022, which is an archived fashion exhibition; Crow on Hyenas’

Com Tam Live Sessions as a sponsor. The brand also takes part in being a sponsor for events

about denim such as the “VNRD Fade Contest’ - an annual event hosted by admins of the

Vietnam Raw Denim community - which is well-known in the denim culture. More than that,

Copper Denim offers customizable items for their customers as a way to present “Every

individual is a unique masterpiece”. Apart from the former sponsorships, Copper Denim also

established a collaboration with a chain of cafe stores named Gidng.

Product

Materials

e Target customer

f) Brand positioning

o Demographic: target customers from 25 to 34 years old and potential customers

from 18 to 24 years old, focus on male, creative-oriented occupation.

o Geographic: urban areas in HCMC.

o Psychographic: fashion-savvy, denim lover, adventurer, biker, like to express

themselves through fashion, tasteful.

o Behavioral: use online platforms such as Facebook and Instagram to seek

information, socialize and shopping; middle to high loyalty.

Clothing: Basic
shirt, denim
shirt, denim
material  t-shirt
Pants: Raw

selvedge denim,

Non-selvedge

e Competitor analysis

V -
SIXTYFOUR

T-shirts,  polo
shirts, dress
shirts Jeans,
denim  jackets,
denim overalls,
denim  skirts,...

Accessories:

Red Onion

Pants: raw
selvedge denim
Bags: tote bag,
newshboy  bag,
paperboy's

Shirt:

bag
Simple

basic cotton shirt

Denimister

Used / vintage /
collectible jeans,

shirts & jackets

AESIR

Studios

Clothing: T-
shirts, dress
shirts,  jackets,
hoodies,  tank
tops

Bottoms: Jeans

Accessories

Icon Denim

Clothing: T-
shirts, polo
shirts, dress
shirts,  jackets,
sweatshirts,
hoodies, tank
tops




denim. Face masks - Bottoms: Jeans,
Bags: Tote bag, shorts, khaki &
newsboys  bag chino pants,
Leather jogger pants,
backpack formal trousers,
boxers, - Shoes
and Accessories:
Shoes & sandals,
backpacks,
wallets, hats,
belts, sunglasses,
socks
Price Range [ 65.000 - 1300.000 -1329.000 -1290.000 -1149.000 -1199.000 -
(VND) 4.280.000 1.960.000 1.990.000 19.000.000 3.990.000 580.000
Place to order/ | Website - | Website - | Social Media - | Website - | Website - | Website -
purchase Social Media - | Social Media - | Offline Store Social Media - | Social Media - | Social Media -
Offline Store Offline Store - Offline Store Offline Store Offline Store -
E Commerce E-Commerce
Brand Trust the [ A denim brand | The brand is | Quality denim | German More than just
storytelling people,  who | entirely inspired by | garments Viethamese a place to sell
work, live, | manufactured Vintage Design denim | clothes, it's a
breathe in | in Vietnam. Americana. companion for
denim customers on

their journey to
enjoy life.

Denim material

Raw selvedge

Non-selvedge

Raw selvedge

Raw selvedge

Non-selvedge

Non-selvedge

denim,  Non- | denim. denim,  Non- | denim, Non- | denim. denim.
selvedge selvedge selvedge
denim. denim. denim.
The vibe to Culture, Quality, Vintage, Vintage, Modern Basic  office
show Heritage, Vietnamese Culture Classic Man man
Legacy, brand exported | Americana
Quality

(Table 2: Competitor analysis)




The competitive reference framework is built based on: Fashion brands using denim fabric
targeting primarily male customers, aged 25-34, with stores in Ho Chi Minh City. Furthermore,
based on the price range, the main product lines being sold as well as the secondary product

lines, the main competitors for Copper Denim are identified as V - Sixty Four and Red Onion.

After measuring the interactions and presence of competitors on social media and the
interaction metrics (Measured within 02 months: From June 2, 2023, to August 2, 2023), the
following analysis table (Table 3) was derived. It shows that Copper Denim has not yet
achieved a good level of interaction compared to its competitors, and the coverage across social
media channels is not diverse, limited to Facebook and Instagram only, thus reducing the reach
and interaction with customers. Based on the Platform to identify competitors table, we can
also see that the competitor V-Sixty Four, while having quality from the Vita Jeans like Copper
Denim, focuses on exporting abroad, has a low interaction level, and does not sell products
made from Raw selvedge denim materials. The competitor Red Onion also sells Raw selvedge
denim product lines like Copper Denim, but it is a new brand and lacks heritage. Therefore, the

focus can be on highlighting that Copper Denim inherits the legacy from the Vita Jeans

workshop and sells high-quality, durable Raw selvedge denim products.

Copper V - Red Onion  Denimister AESIR Icon Denim
Denim SIXTYFO Studios
UR
Facebook 34,000 likes | 65,000 3,000 likes | 8,800 likes | 29,000 likes | Facebook
Engagement | likes, Engagement | Engagement | Engagement | chinh: 359k
0,38% Engagement | 0.48% 0,48% 438% likes,
0,03% Engagement
~0,02%
Instagram 10,400 likes | 1,253 7520 8,723 57,300 Follow:
Engagement | followers followers followers followers 32,6N,
2,44% Engagement | Engagement | Engagement | Engagement | engagement




0,24% 2,07% 55,56% 7,73% ~0,07%
Tiktok 2271 X X 2,530 Follow:
followers followers 61,2K fls,
Engagement Engagement | engagement
7,53% 35,24% 73,18%
Youtube 265 X X X 1,240
subscribers subscribers
E commerce Shopee X X Shopee Shopee
(4.9%) (4.9%) (4.9%)
Lazada
(4.9%)

(Table 3: Platforms to identity the competitors, measured within 02 months: From June 2
2023, to August 2, 2023)

e Points-of parity and Points-of-difference
After analyzing Copper Denim’s competitors, the POP of the brand (points-of-parity) that other
denim brands share is that they are a Vietnam denim local brand. Meanwhile, Copper Denim’s
POD (points-of-difference) that make the brand stand out and become unique is high-quality
and unique raw selvedge denim. Besides, the brand also possesses a brand story and brand
heritage that could inspire emotional reactions and contribute to the brand imagery and brand

feelings.

2. Brand exploratory
a) Customer knowledge

Overall, customers consider Copper Denim as a high-quality denim brand with durable and
unique products that can be used on various occasions. Besides, the image of a friendly,

responsible, and trustworthy brand with good service and helpful staff also aligns with Copper




Denim’s development orientation. Several positive associations about the brand are friendly,
high-quality, and unique. Moreover, the most common associations when mentioning Copper

Denim are Copper the Husky, great custom project, and good quality.

On the other hand, Copper Denim’s products are not various in design, form, and style. The

brand also lacked communication activities to connect with the customers.

« Creative « Friendly
« High-quality product « High quality
» Great customer service PERFORMANCE IMAGE * Unique
« Multi-purpose ~ « Durable
+ Good price policy . Q PP 4 « Stylish
~ A A’
O N \\}‘
MENTAL MAP
« Friendly
« Tasteful » Lack communication activities
« Moderh PEOPLE NEGATIVE Pricey
« Innovative » Products are not varied
« Trustworthy

Figure 6 - Copper Denim’s mental map



b) Brand Resonance Pyramid

Avarage loyalty and engagement
Customers are moderately loyal to the brand
Have average recommendation rates

RESONANCE

Friendly, trustworthy and high-quality denim brand Dynamic, stylish and unique

The brand is reliable with high-quality denim that JUDGMENTS FEELINGS Give the fesling of friandiiness
cares for the customers

High-quality denim and good service
Develop professional process in
creating high-quality products PERFORMANCE IMAGERY
Provide good service with friendly
and helpful staff

Friendly, unique and stylish image
A friendly denim brand that cares for
their customers and the community

SALIENCE

Above average brand awareness
Stand out compared to direct local competitors

Figure 7 - Copper Denim’s Brand Resonance Pyramid

Brand Salience

After analyzing the data, Copper Denim’s brand salience was quite decent. With the question
about Brand recall that represents the depth of brand awareness, Copper Denim was decent,
just lower than Levi’s. Compared to other local competitors, Copper Denim had high brand
recall and recognition. Specifically, the breadth of brand awareness of Copper Denim
accounted for 62%, just quite low compared to Levi’s, but was the highest among 5 different
denim local brands. However, Copper Denim’s brand salience was average and decent

compared to other competitors in the market.

Brand Performance

A 5-point Likert scale was set out for the participants to choose from strongly disagree to
strongly agree with mentioned keywords describing Copper Denim’s performance. The brand
performance was quite excellent according to their customer’s feedback. Almost 70% of
customers are pleased with friendly, professional and helpful staff and over 50% appreciated
quick and good service at the store. About over 47% of respondents strongly agree that Copper

Denim’s product is durable and can be used for a long time. Customers also said that the



product is multi-purpose, has a good price policy and Copper Denim is tasteful. Furthermore,
the percentage of customers who agreed that Copper Denim is environmentally friendly
accounted for approximately 40%. In general, Copper Denim’s performance is pretty

outstanding in product quality and service.

Brand Imagery

The most popular brand association of Copper Denim is about quality and the image of Copper
the Husky, the founder’s pet. Besides, the intangible aspect that the brand wants to convey
seems similar to what the customers think about the brand. However, the number of customers
who considered themselves energetic, active, and spirited when using Copper Denim’s product
IS quite average. The image of a friendly, unique, and stylish brand that cares for its customers
IS how customers see Copper Denim. Furthermore, they also appraised Copper Denim as

trustworthy and caring for the community.

Brand Judgments

According to the survey, Copper Denim is truly friendly and reliable with high-quality denim
and creative design. Overall, brand judgment was positive. Denim quality was the thing the
customers liked best, and the most unique thing about the brand was the Copper custom project.
However, the diversity of products and communication activities were the things that customers

wanted the brand to improve.

Brand Feelings

Copper Denim made customers feel dynamic, energetic, and stylish. Moreover, the brand was
also appreciated for its friendliness to the customers. Nonetheless, the feeling of closeness was
not yet evoked and generated. The participants rated neutral when being asked whether wearing

Copper Denim’s product helped them make a good first impression.

Brand Resonance
Copper Denim has a modest amount of loyal customers who develop a close relationship and

engagement with the brand. The resonance rate was quite moderate and average.

Conclusion about the pyramid
Currently, brand awareness and engagement with loyal customers is quite decent, but the
emotional relationship between the brand and brand love has not yet developed. The resonance



pyramid seemed left-oriented according to the great functional and performance aspects.
Therefore, Copper Denim can make use of the market opportunity to enhance positive feelings

and brand love with the customers.

C. CONCLUSION

STRENGTH WEAKNESS
% Having a family garment factory % Only a few collections.
with over 30 years experience < Having few options and few designs.
manufactures denim located right in < There is no particular communication
the center of Thu Duc city plan.
« Special collaborations with < Not communicating well with
numerous artists. customers through media channels.
« Employees are well-versed about the % Social communication has not been
brand and denim and provide optimized.

excellent client service.

< Denim leftovers can be used to
create little items like keychains and
masks. environment friendly.

< Due to a family-run firm, high-
quality denim clothing is available at
reasonable prices.

< setting the standard for wearing raw
selvedge denim.

% Maintain positive connections with
the Vietnam Raw Denim community

% High recognition in comparison to

other nearby competitors.

OPPORTUNITY THREAT

*,

% Denim is trending in the local %+ The increase in denim products is due

o,

market. to the market trend in local brands.




« Plan to apply high technology to the % Price competition is harsher with the

production chain such as washing appearance of price subsidies from E-

and dyeing technology without Commerce.

water. % More and more fresh brands are
«+ can develop into a role model in this following the style of producing

field. Denim.

+« Local marketplace potential.
% Possibility to create brand resonance
by making clients feel like members

of a denim community.

(Table 4: SWOT analysis)

The brand identifies that they do not have specific plans for communication channels and also
has communication barriers while interacting with customers on its current social media
platforms. After analyzing and comparing with competitors in the same segment and industry,
Copper Denim has not yet fully utilized its social media platforms, and the level of interaction
on these platforms is not optimal. Additionally, the Vietnamese denim market is currently at a
growing pace and not yet too saturated. On the other hand, Copper denim has another plus
point compared to the general denim market, which is the Vita Jeans factory since 1988 - The
factory is located in Thu Duc City with a qualified manufacturing chain.

According to the above-mentioned information and data from the survey and analysis, the key
challenges that Copper Denim is facing are Low brand love and A lack of communication

activities with the target audience.

The communication campaign’s goal is to Enhance positive brand feelings among the defined
target audience, which is also the target customer and potential customer of the brand. Besides,
the opportunity is opening up for the brand to Affirm its leading position in the denim local

market based on its awesome functional performance.



I11. STRATEGIC PLAN
A. TARGET AUDIENCE

The target audience of the campaign is also Copper Denim’s target customers ranging from 25
to 34 years of age. Besides, the campaign also targeted the brand's potential customers who are
18 to 24 years old and are interested in denim.

Geographic Demographic

< Urban areas in Ho Chi Minh city % Age: 25-34 years old & 18-24 years old
% Gender: Male

% Occupation: Creative-oriented,

marketing

% Income: Average income and High

income
Psychographic Behavioral
% Personality traits: Fashionable, decent, % Occasion: Special occasions, vacation,
trustworthy, responsible, creative, tough ran out of clothes, no need an occasion
< Lifestyle: City, stylish, adventurous, % Purchasing behavior: Variety-seeking
creative, biker behavior
< Attitudes: Confident, active < Benefit sought: Fashion-savvy, going
% Interests: Fashion, denim, exploring, out, performance

2
°o*

adventuring, new things, travel, go Customer loyalty: Average

backpacking, gym fit

R
L X4

Media behavior: Use Facebook and

2
L X4

Like to express themselves and have good Instagram to seek for information and

taste in fashion shopping

(Table 5: Target audience analysis )




B. INSIGHT
The fact that the target audience, especially the customers from 25-34 years old were born and
raised in the 1990s and 2000s affects their social identities and self-identities greatly. They
grew up in an era where the country witnessed a lot of social changes in technology, culture,
and politics. Besides, in 1986, a renovation period took place (Hong Anh Tuan, 2016), and
1993 was the year when many local enterprises were founded and international organizations
entered the market (Hong Nhung, 2023; LA, 2023; Truong Huyén, 2023). These events made
tremendous changes in society, and people’s living environment so that they could have more
privileges than the former generations, especially the international opening, economic opening,
and technological innovation, which was said to determine the identities and shape the society
(Du Gay et al.). Moreover, Postman's 1993 research about technology claimed that technology
could create significant changes to culture and impact the way people think and how they see

the world.

Furthermore, according to Erik Erikson’s model about stages of development, identity is a
lifetime development and they will experience identity confusion even after the identity crisis
phase, including the defined target audience. Also, fashion is one of the ways people choose to
express themselves (Edwards, 2011; Sender, 2006). Besides, the Social identity theory,
developed by Tajfel and Turner (1979), focuses on how individuals perceive the identity of the
groups they are part of (Tajfel 1982). Use social identity theory to investigate the impact of
male identity on the use of dress (i.e. all objects added to the body). Men define themselves in
various ways. Some emphasize physical appearance, while others use attire to express
themselves (Hathcote and Kim, 2008). Dress is a vital connection between personal identity
and the body, shaping how one projects their identity (Entwistle, 2000). Dress can be seen as a
"visual metaphor for identity” (Davis, 1992, p. 25). For men, changing fashion trends and
societal norms influence their style choices. Social media makes fashion information more
accessible. Men also see clothing as a medium for intellectual and creative expression (Barry
and Martin, 2015).

The above-mentioned information suggests an idea that the target audience might be going
through the stage of identity confusion because they grew up in a society that had a lot of

changes. They might feel the need to express themselves but also struggle to choose the things



that suit them the most. They were born in the traditional times but grew up with modern and

technological advantages.

In general, the target audience is the generation that is familiar with technology and radical
changes in society that could make them feel confused about their identity. They also are a
young generation who are creative, adventurous, craving for self-development, and want to
express themselves through fashion. Besides, Copper Denim is a creative and great
performance brand with a unique brand story that could evoke a sense of emotional reaction
with the customers and offer them high-quality products to express themselves in an

outstanding and distinctive way.

C. CREATIVE CONCEPT
1. Bigidea: KE THUA & KHAI PHA
The "TAKE IT & FADE IT" communication campaign is based on the idea of inheriting,
exploring, and spreading the values of denim to the community. The phrase "take it" means
accepting the inheritance of tangible and intangible values, and "fade it" is inspired by the
fading of denim fabric - a characteristic of denim material, implying self-discovery and at the
same time spreading your unique values to the community. Besides, the campaign is built on
the story inherited from the family garment factory Vita Jeans and raw selvedge denim material
- the main product line that the brand is pursuing, because this material brings the best "fade"

quality, as well as durability and unique properties from the fabric selvedge color.

The brand says: selective inheritance, you can choose both, inheritance and exploration. Big

idea solves the problem of identity, our brand lets you choose both.

2. Key message
The story of inheriting and appreciating traditional cultures and then continuing, exploring, and
creating new journeys to express identity and bring value to the community of young blood

who love denim.

3. Tagline
TAKE IT & FADE IT



The tagline is divided into 2 terms, respectively “TAKE IT" and “FADE IT", separated by an
“&”. The meaning of the term “TAKE IT" represents the “Ké thira” phase of the campaign.
Meanwhile, the former term - “FADE IT" - conveys a deeper message. As a matter of fact,
raw denim fabric is identified as a unique selling point (USP) of Copper Denim, and fading is
one of the unique features of raw denim fabric that differs itself from other types of fabric.
Therefore, “FADE IT" means putting the fabric into use to acknowledge its uniqueness - which
can only be seen after time and experience. Putting together, the term “TAKE IT & FADE IT"

conveys the big idea of the campaign as stated above.

4. Key visual

THE FLAGSHIP

FADE l‘l'

(Figure 8 - Key visual Campaign)



D. CAMPAIGN IDENTITY DESIGN
1. Campaign

FONTS

T - q

-
=« UTIVI Golossalis T72px

UTM Colossalis 56px
GARAGE IMPERIO 45PX
GARAGE IMPERIO 45PX

BODY 2 ROBOTO - BLACK 24px
BODY 1 ROBOTO - MEDIUM 24px

Figure 9 - Campaign Font
Using the font UTM Colossalis is the identifying font throughout the campaign because of its
half-Serif, half-Sans Serif, keeping the spirit of combining both the rigidity of the history of
"Ké& Thira" and the modernity of "Khai Pha". Garage Imperio and Roboto are two separate fonts
of the Copper Denim brand, because of the desire to have a subtle identity of the brand through
the campaign's story.
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Figure 10 - Campaign Avatar

E. GOALS & OBJECTIVES
1. Goals
Take It & Fade It is a communication campaign to:
e Enhance positive brand feelings with the defined target audience.

e Affirm the leading position of the brand in the target audience’s minds.

2. Objectives

These objectives should be achieved and measured by the end of the campaign:
(Data were measured from 5th October to 9th December)



STT Objectives Evaluation tool

1 Increase positive brand feelings among the audience Post-campaign survey
of the campaign up to 75%

2 Increase Brand consideration among the audience Post-campaign survey
up to 50%

3 Increase Brand choice among the audience up to Post-campaign survey
25%

4 Gain 1.000 new followers on Copper Denim’s Meta business suite
Facebook

5 Increase total reach on project’s up to 100.000 Meta business suite

6 Gain 1.000 followers on social media platforms Meta business suite

7 Receive 200 participants at an offline event Event’s check-in form

8 80% positive event feedback for the event Event’s feedback form

(Table 6: Objectives and Evaluations tools )

F. STRATEGY & TACTICS
The campaign took place from September till the middle of December to enhance positive
brand feelings that have three main activities: Social media, video production and an offline
event. The main strategy is to create the contrast but also the connection between two terms:
Ké thira, Khai pha. The story is about the legacy, heritage and intangible values that everyone
partly received from the former generations and want to explore and express in their own

creative way.

< Roadmap

ROADMAP - TAKE IT AND FADE IT

TRIGGERING & ENGAGEMENT AMPLIFY




AWARENESS

Key message

experience

Jeans, with over 30 years of

in producing high-

quality denim.

journey and venturing down the
unique path of the brand and

customers.

Main content KE THUA KHAI PHA KE THUA VA KHAI PHA
Duration 05/10 - 12/10 11/10 - 31/10 01/11 - 10/12
- Trigger awareness and get|- Create connection between ] )
) ) ) ) - Motivate audience to generate
audience's attentions towards the|audience and the campaign - ] )
] ) positive feelings and attitudes
campaign - Show value of the campaign
) ) - Media production
Key hook - Social media posts ] ) - Event
- Social media posts
Communication ERGHENTNE - Production - Offline event
tools - Group sharing and seeding - Group sharing - Sharing
Platform Facebook, Instagram Facebook, Instagram Facebook, Instagram
Always
o Always-on Content/ Engagement post
activities
Copper Denim inherits the ) ) )
] ) _ |The story of the exploration|Spreading value and the story in
experience and heritage from Vita

the journey of inheriting and
exploring the brand to the

community.

TACTICS

(Table 7: Roadmap - Take It and Fade It)

Communication campaign within 03 months featuring 1 promotional video and 1 exhibition

event and media production. Alongside a list of activities on social media for brand storytelling

with the key idea "K& thira - Khai pha".

1. Social Media

The fanpage for the "Take It and Fade It" campaign was planned to kick off on October 5th on

Facebook and Instagram platforms.

Content Pillar

Content pillar 1:

Emotional Content

Content pillar 2:
Brand Related Content

Denim Community Content

Content pillar 3:




Evoke empathetic emotions

regarding the definition of “Ké
thira” and “Khai pha” within the

campaign.

Feature Copper Denim is the
brand of “K& thira” and “Khai

2

pha

The Denim community is made
up of “Ké thira” and “Khai pha”.

Video production

(Table 8: Content Pillar)

Idea: A promotional video (3 minutes - 4 minutes in length) about the keywords “K¢é

thtra" and “Khai pha".

Event

Idea: Exhibition and Networking event.

Story: Featuring the story about “K¢é thira” and “Khai ph4” through 6 raw denim items.

Location (expected): Giong cafe - 180 Ly Chinh Thang Ward 9 District 3 HCMC.




G. RISK ANALYSIS

1. Production risks

Likelihood Impact
No. Risk Mitigation
On the scale to 5
] Human resource 3 4 - Replace the position
unavailability - Clear and detailed training
- Replace the position
2 Health problems 2 4 - Medical kit is always ready
- Go to the nearest hospital
Delaving in production - Make sure to have a clear and detailed plan
3 ro )r[esi p 3 4 - Stick to the plan
prog - Keep track with the team and find a solution together
4 Changes in set design 9 4 - Make sure to guarar?tee the raccord
- Fix as soon as possible
- Clear shooting schedule and timeline
5 Shooting schedule delay 4 4 - Make sure the whole team follow the progress and timeline
- Director coordinates the set carefully and flexibly
- Compassion and sympathy and support
6 Arguments 2 4 - Contract and agreement
- Prefer to deal with argument verbally not violently
7 Problems with source 4 5 - Do an act of worship before filming
- Careful preparation
8 Problems with props 3 4 - Make sure to have engugh logistical stuff to fix it
- Fix it as soon as possible
- If not, change the props or buy another as soon as possible
9 Problems with contract 3 4 - Prepare contracts c?lrefullx in advance
- Solve the problems immediately

(Table 9: Production Risks)




2. Eventrisk

Likelihood Impact
No. Risk Mitigation
On the scale to 5
. ) . - Prepare chairs for waiting participants
1 Rain in thlelmeantllmve with 3 3 - Manage the number of staff to take care of the participants
many waiting participants . -
- Manage the maximum participants
Human resources - Replace the position
2 . 3 4 . .
unavailability - Clear and detailed training
Staff doesn't understand
3 the event and gives the 3 4 - Clear and detailed training
participants wrong - Leader deal with the situation immediately
instruction
- Make sure to have a clear and detailed plan
4 Delay in timeline 3 4 - Stick to the plan
- Keep track with the team and find a solution together
- Conduct tharough inspections of the event venue's electrical infrastructure
before the event
- Hire qualified electricians or electrical contractors to handle the electrical
- ) setup and installation for the event
5 Electricity safety issues 3 5 P .
- Implement safety measures, such as proper grounding, surge protectors, and
circuit breakers, to safeguard against electrical faults and potential hazards
- Backup an ambulance and medical team for the worst situations
- Have staff trained for fire issue and evacuation plan in the emergency cases
- Careful preparation
6 Problems with props 3 4 - Make sure to have engugh logistical stuff to fix it
- Fix it as soon as possible
- If not, change the props or buy another as soon as possible
7 Problems with contract 3 4 - Prepare contracts cgrefully in advance
- Solve the problems immediately

(Table 10: Event Risks)

H. ESTIMATED BUDGET

COST (VND)

I. COMMUNICATION

Paid Media 3.000.000

1. PRODUCTION

Location 3.500.000

Talents 1.700.000

Caterings 2.500.000

Logistics 279.000

Equipments 2.500.000




Human Resources 4.000.000
Logistics 500.000
Catering 4.000.000
I1l. EVENT Printing 5.000.000
Decor 10.000.000
Location 15.000.000
TOTAL 51.979.000

(Table 11: Estimated Budget)




V.

EXECUTION

A. SOCIAL MEDIA

The campaign took place from September till the middle of December to enhance positive

brand feelings that have three main activities: Social communication, video production and an

offline event. The main strategy is to create the contrast but also the connection between two

terms: Ké thira, Khai pha.

The story revolves around the legacy, heritage, and intangible values that individuals inherit

from past generations and aspire to explore and express in their unique creative ways, such as

the enduring quality of raw selvedge denim that withstands the test of time. It serves as a

steadfast companion on the adventurous journey undertaken by those passionate about

exploration.

1. Content Direction

PHASE

CONTENT TYPE

THEME

OBJECTIVE

KEY MESSAGE

HOW TO
APPROACH

KE THUA

Creating
familiarity and
empathy among

We inherit legacies, and
core values from culture.

Eliciting a sense of
familiarity with

. KE THUA & o inheritance is
Emotional Content < - |customers Appreciating and .
CHIA KHOA . . . something close and
regarding the expressing gratitude for .
. . . familiar to the people
heritage aspect of |what we have inherited. .
. of Vietnam.
Copper Denim.
Denim is a pastime that
DENIM Bringing dates back to ancient Data, history of
information about [times, carrying a sense of |denim by
HISTORY . . . .
denim community and evolving |Infographic
Denim Community over time
Content Bringing Raw selvage denim is a Sharing knowledae
RAW SELVAGE |information about |durable, long-lasting g . g
. . . about the main
DENIM quality and denim |material, beloved by the roduct line that the
FORMATION |passion closer to |denim community for its P

brand is pursuing

customers. heritage value.
. Eliciting a close
. Everyone carries .
Creating invaluable heritage from emotional
COPPER DENIM |customers' their familv and gulture connection and
Brand Related EMBODIES |familiarity and core vaIuezthat have béen understanding from
Content INHERITANCE |empathy towards inherited throuah customers, and being
& HERITAGE. |[Copper Denim's g proud to have

heritage aspect.

generations, and Copper
Denim is no exception.

inherited those core
values from previous




generations by Photo
Collection

KHAI PHA

When the key is passed on
to the next generation, it
carries with it experiences,

Explain and knowledge, the exploration |Encouraging
PASSING ON connect the _story Journey_ of the previous contl_nwty and
of the key visual |generation. And when we |opening the door to
campaign. inherit those experiences, |exploration
we, in turn, continue and
open the door to our own
Emotional Content exploration path
" . " . Inheritance is not
Inheritance™ is not just .
) . just about
about doing things erpetuating old
Define the similarly to the previous praEtices- itg
KHAI PHA  |exploration aspect |generation; we also need to P S
. . N encourages thinking
of the campaign. |["Explore" to allow those .
outside the box to
core values to evolve and .
discover new and
grow. . . .
interesting things.
Encourage the use "Séne trone hoi the
EVERYWHERE |of designs with | Denim is a versatile dont nf,, Sha%in
YOU WORK, [sophistication, product that accompanies concent b g
DENIM WORKS [imprinting a you on the exploration . pLby .
X influencer of denim
WITH YOU  |personal touch journey. .
. . community
with denim

Denim Community
Content

LIVING IN THE

Connect, sharing
information about
quality and denim

Denim passion from the
Denim community, those

Sharing the stories of
individuals within
the denim

BREATH OF . who appreciate quality and .
passion closer to community when
DENIM . express themselves .
the denim . using Raw Selvage
. creatively. . )
community. denim material.
Bring information . .
g . Denim pastime from the
about the quality . . S .
. . Denim community, where |Provide information
SELVEDGE Jof denim pastime those who appreciate about fabric qualit
DENIM closer to the PP quanty

Adventurer
community.

quality and creativity
express themselves

and denim care tips.




Explain why
Copper Denim
chooses raw

No Fade mark - or any
experience is neither ugly
nor beautiful, right nor

Share knowledge

DRESS TO denim - adurable |wrong. They are evidence about the main
EXPRESS YOUR -ad g. They ONCE  roduct line that the
material with that we are people willing .
IDENTITY . . . brand is currently
heritage value and [to take risks, daring to .
f explore, and boldly step on |P* o019
Brand Related ?She”?e 0 ’ P - yh P
Content inheritance. the path we have chosen
Emptisizethe | ol and
COPPER product's hiah-qualit denir:n Share the stories
CUSTOM uniqueness and foindtltion)':hrou h vour behind Copper
PROJECT special features . gny Custom Project.
and desians own designs at Copper
gns- Custom Project.
Should I hold onto the old, [Create a debate
KE THUA OR |Campaign what | have inherited, or  |around the topic:
KHAI PHA  |Linkage should | innovate, explore |Traditional vs
to find my own path? Innovation
You may not have to
choose one or the other
Emotional Content Establish a because you can be both,
. an intersection of two eras, |Affirming that it's
. . connection .
KE THUA & |. ) constantly evolving, not necessary to
. introducing the . . . .
KHAI PHA innovating, exploring your (walk on just one
event & Brand as
. own path based on core path.
a solution . L
values and enduring spirit,
KE THUA & not giving up from the
KHAI PHA previous generation.
Spreading the spirit of . .
. P <l g par Sharing stories of
Creating carrying forward values exploration and
Denim Community | COMMUNITY |connections within [from previous generations s feadin uniaue
Content BONDING the Denim and exploring to better P . g uniq
. qualities to the
community. oneself and the

community.

community.

Brand Related
Content

COPPER DENIM
ARE THE
BRAND OF " KE
THUA & KHAI
PHA"

Bringing the brand
closer to
customers.

Copper Denim will be the
bridge to express your
personality

A series of recap
articles about the
event and post-event
communications

(Table 12: Content Direction)




2. Content Pillar

Content pillar 1:

Emotional Con

Content pillar 3:

Denim Community C

Evoke empathetic emotions regarding the

definition of “K& thira” and “Khai pha”

within the campaign.

Feature Copper Denim is the brand of

“K¢é thira” and “Khai pha”.

The Denim community is made up of

“Ké thira” and “Khai pha”.

(Table 13: Content Pillar)

Content pillar 1: Emotional Content

PHASE II - KHAI

Content pillar 1: Emotional Content

PHASEII - KE

Content pillar 1: Emotional Content

Categories

Denim is a material with a long journey, making its way
to Vietnam and remaining popular to this day.

The raw selvedge denim material serves as a canvas that bears
the imprints of the previous generation's journey through fades,
as well as the explorations and creativity of the wearer.

The raw selvedge denim material embodies both a sense
of inheritance and exploration. There's no need to
choose between Inheritance or Exploration because we
are both, and Copper Denim is the brand that bridges
these essences.

Content pillar 2: Brand Related Content

Content pillar 2: Brand Related Content

Content pillar 2: Brand Related Content

Tell the story of the Copper Denim brand inheriting its
legacy from the Vita Jeans factory with a sense of
gratitude.

Conveying information about Copper Denim's raw selvedge
denim material (fabric weight, care instructions, legacy product
lines...).

Conveying information about Copper Denim's raw
selvedge denim material (fabric weight, care
instructions, legacy product lines...) and Copper Custom
Project

Content pillar 3: Denim Ci Content

Content pillar 3: Denim Ci Content

Content pillar 3: Denim Ci Content

The Adventurer who choose raw selvedge denim are
enthusiasts of heritage, nostalgia, pursuit of quality
materials, and historical significance.

The Denim ity consists of’ , and raw
selvedge denim material accompanies them on their journey,
with faded marks hiding stories within.

The Denim community is composed of creative
individuals who come together, united by the passion for
a material that carries elements of both inheritance and
discovery.

Number of posts

7 posts

17 posts

15 posts

Mood and tone | Storytelling, infographics Storytelling, infographics, sharing. Storytelling, infographics, sharing.
With the purpose to convey to Target Audience the ‘With the purpose to bringing the Denim community together With the purpose to bringing the Denim community
knowledge of Denim from past to present, and also show | with interviews about Item Denim that bring back personal together with interviews about Item Denim that bring
the history of the Copper Denim brand. memories. back personal memories.
Visual: Inspired by the 1930s, Denim is popularly known

Style of design for its durability and sturdiness, so it is often produced for

workers to facilitate work. From there, the nature of the
visual part in this phase needs to be more serious and
historical. To be able to link with the "Inheritance”
clement, this phase will show the old print art images of
old Denim brands' flyers.

Using dark tones with Denim texture and vertical threads, it can be casily linked to the key visual of the event. From
there, the nature of the visual part in this phase needs to show a lot of closeness, sharing, and connection.

(Table 14: Content Pillar - break for 3 phase)




3. Content

Calendar

_ THU HAL THU TU THU NAM THU SAU THU BAY CHU NHAT
Ngiy diing 2/10/2023 3/1012023 4/102023 5102023 6/10/2023 7/10/2023 8/102023
Thii gian diing 20:00 12:00 20:00 17:00
Tén bai ding CRayan 'd’;:: bia chién ¥ nghia chién dich Chiéc quin jeans dau tién
~in ting ding Facebook + Instagram post + | Faccbook + Instagram post + | Facebook + Instagram post } Facebook + Instagram post +
story story + story story
; | Content Héi Phuong - Hi Phuong - Hii Phugng _ ~ Hii Phugng =
Npguii thire hign
: Design Thuy Trang - Thuy Trang - Thuy Trang ~ Thuy Trang =
Done ]

Théi gian ding 20:00
s Tinh cach con nguéi VN
Tén bii ding bén bi, ciing nhir Denim
b ting din Facebook + Instagram post + | Facehook + Instagram post + | Facebook reel + Instagram | Facebook + Instagram post + | Facebook + Instagram post + | Facebook + Instagram post ; Faccbook + Instagram post +
'S dine story story recl + story story story + story story
] [ Content - - - - - - Hai Phugng ~
N thye hign
[ Design = = = = = & Thuy Tng,__ >
Done [m] [m] [m] [m] [m] ]
[EaeE | THI HAI THI TU THIT NAM THO SAU THI BAY CHU NHAT
Ngiy diing /1012023 10/10/2023 111012023 12/10/2023 13/10/2023 141102023 15/10/2023
Thési gian ding 20:00 20:00 20:00 20:00 20:00 20:00
Tai sao yéu thich chit ligu K thirm t
N o thira tinh hoa; Chon Ké . i
‘Tén bai ding Jeans B gh, Denim i gi {10 (Quy trinh dit mby thil, o o himg tinh Photo Collection W AN Ry § ik Teaser Video Production
cong - Tinh Ké Thira, legacy o campaign
cita chiit lifu)
s thendi Facebook + Instagram post + | Facebook + Instagram past + | Facebook + Instagram post = | Faccbook + Instagram post + | Faccbook + Instagram post + Facebook + Instagram post +
e tang dang story story story story story story
] [ content HiiPhugng  ~ HiiPhugng  * Hii Phugng = Hai Phuong - My Hoa - HiiPhung =
N thyc hign
[ Design - Thuy Trang  * Thuy Trang___ ~ Thuy Trang - Duy Thai - Thuy Trang
Done

Thii gian diing 12:40
e al Picture Teaser Video
Tén bai ding T

Nién ting diing

Faccebook + Instagram post +

story
) | Content Phuong Thio =
Nguii thye hign
| Design Thanh Timg =
Done
[ THIT HAT THIT TU THI NAM THU SAU THI BAY CHU NHAT
Ngiy ding 16/10/0203 17/10/2023 18/10/2023 19/10/2023 2011012023 2271012023
Thii gian ding 20:00 20:00 20:00 16:00 10:00 23:00
Mubn duwgc viy phai am
gi? Pip riing, onset khé chi | Nhing chi tift trong video - Khai phé dé tim kiém
Tén bii diing Video Production din ma production (Chiéc chia kho& | Cim on Talent- Anh Hang | Lo #4¢ ";Eu'l‘l;“' Bl oo T"":“ Ak mg gid trj dn gidn trong
- Tir Béo - Denim Fade) Quy minh
BTS Video
. | Content Hii Phuong = Hii Phugng  ~ M§ Hoa - Min Gia Duong_ ~ Linh Chich Chot _ ~ DiéuLinh  ~ My Hoa ~
Ngudi thye hign
| Design - - Thuy Trang = Duy Thii - Tharh Ting  ~ Duy Th: ~ Thuy Trang  ~
Done

Thai gian diing 20:00 20:00 20:00 20:00
Tén bii ding Reels Cim o1 NTr”-‘HiBng Ciim on NTT - Makeup Ciim on NTT - The Phong vin Quang Tuyén -
Ngaa Lee Camera House Thio
Né ting ding Facebook + sI:'Jﬂx:yagmm post+ | Facebook + sI:'Jﬂx:yagmm post + Faccbunk; s[::;:;.grm post ; Facebook + sI:'Jﬂx:yagmm past +
——— [ Content Hii Phuong - M Hoa - Hii Phung  ~ Hii Phuong  ~
i | Design - Cim Tien - Cim Ticn ~ + Thuy Tang  ~
Done

Thoi gian ding 22:30
A had Rk Emotional Content - Chuyén
Tén bii ding phién lrn Tay Bic
b tiag ing Facebook + Instagram post + ; Facebook + Instagram post + Facebook reel + Instagram recl
story story + story
i [ Content - - - “Ai Thanh - - - -
Ngui thye hign
| Design - - - Thuy Trang - - - -
Done [m] (]
THU HAT THO TU THU NAM THU SAU THU BAY CHU NHAT
Ny diing 23/10/2023 24/10/2023 25/10/2023 26/10/2023 27/10/2023 28/10/2023 291012023
Thoi gian ding 20:00 22:00 20:00 20:00 2 12:00 18:00
Hinh minh hes cho D§ Emotional Content ' Giéi thigu Nghé si Cing : .
Tén bai ding cling ciia vai & Cac thang | Téi nén chon K& Thira hay ss"g;("";;g,:‘h"; ﬂ;“;:’;m' tic trong Event - Nguyén Séng trong ]:l";";g"“m i
tin v& nhugm, tiy Khai Pha ¥ Thanh Long
Nen ting dang Facebook + Instagram post + | Facebook + Instagram post + Faccbook + Instagram post | Facchook + Instagram past +
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| Design - - - - Thuy Trang  ~ Thanh Ting ~ ~

Done
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Material Link Link Link Link -
Done ]
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4. Content Execution
3.1. Phase I: Ké thira (from October 5 to October 12)

3.1.1. Categories:

e Denim is a material with a long journey, making its way to Vietnam and
remaining popular to this day.

e Tell the story of the Copper Denim brand inheriting its legacy from the
Vita Jeans workshop with a sense of gratitude.

e The Adventurers who choose raw selvedge denim are enthusiasts of
heritage, nostalgia, pursuit of quality materials, and historical
significance.

3.1.2. Number of posts: 7 posts
3.1.3. Mood and tone: Storytelling, infographics
3.1.4. Style of design:

e Purpose: Convey to Target Audience the knowledge of Denim from past to
present, and also show the history of the Copper Denim brand.

e Visual: Inspired by the 1930s, Denim is popularly known for its durability and
sturdiness, so it is often produced for workers to facilitate work. From there, the
nature of the visual part in this phase needs to be more serious and historical.
To be able to link with the "Inheritance” element, this phase will show the old

print art images of old Denim brands' flyers.
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Jacob W. Davis

bang séng ché. Tl d6, Levi Strauss & Co. Ia

cong ty dau tién san xuat hang loat quan denim
¢6 dinh tén, tao nén thanh céng va vi thé lich sir doc
ddo ctia cong ty trén thi trudng denim.

v ao ngay 20 thang 5 nam 1873;ho nhan dugc

Cho dén ngay nay, thiét k& quan denim véi dinh tan da
trd nén quen thudc, gan gii véi ngudi sir dung. Ké tir
git mdi khi khoac trén minh trang phuc denim,

han ban d4 phan nao hiéu dugc nguyén do chét liéu
nay c6 thé bén bi, ddng hanh cung ban trén hanh trinh
khai pha nhu vay.

Figure 14 - Phase | Social Post



Quang cao bai viét we X

DEM CHAT DENIM KE TRONG THUGNG NGAY Denim vdn la cha...
17:46 8 Thang 10, 2023
1D: 122097092156074320

4 Ludt tudng tac

fis 1l 87 Iugt bay to cam xdc ® 21binhluan A 91Ut chia sé
TAKEIT .

Téng quan Hiéu qua Xem truéc bang feed
Hiéu qua
S6'ngudi tiép can © Ludt tudng tic © Ludt tudng tac tiéu cuc @
34.873 87 o
Take It & Fade It
Ngudi dang: Nguyén Hai Phudng @ - 8 Thang 10 - @

DEM CHAT DENIM KE TRONG THUGNG NGAY

Denim vén la chat liéu than thudc dsi thudng trong trang phuc ctia
ngudi Viét Nam, vi tinh chat da dung, dé dang phéi két hdp cling cac
iteam thdi trang khac. Nhung da bao git ban tu hoi, chat liéu quen
thudc nay cé gi tusng dong véi con ngudi Viét Nam chua?

Xin m&i ghé tham tirng hinh, va xem su tudng déng dén than thudc
_Day nhe. .:: Xem thém

TAKEIT
AND
FADE IT



Take It & Fade It s
Ngusi dang: Nguyén Hai Phugng @ - 12 Thang 10 lic 22:02 - Q

30 NAM SANG TAO KHONG NGUNG

Copper Denim van hanh tinh yéu véi denim bang ngudn néng lugng
am i kéo dai sudt 30 nam - long biét dn. S Iudng san pham tang dan
la nguyén 1y, nhung céng thifc dé Copper Denim duy tri chat lugng
va mdi mé ting ngay dén tUr tat thay su mén yéu déi véi denim va
phat trién di san gia dinh theo ludng gid thdi dai méi.

Content: Minh Phudng ... Xem thém

30 NAM
SANG TAO
KHONG NGUNG

TiMi

Xem thdng tin chi tiét va quang cao

©0 <0 30 75
3 0 NAM 30 NAM SANG TAO KHONG NGUNG Copper Denim van hanh tin...

22:02 12 Théang 10, 2023

SANG TAo ID: 122101395404074320
-

Lugt tudng tac

HHUNG NGUNG il 135 UGt bay to cam xtc ® 7binhluan A 7 Iugt chia sé

Téng quan Hiéu qua Xem trudc bang feed
Hiéu qua
S8'ngudi tiép can @ Lugt tuong tac © Ludt tuong tac tiéu cuc @

Tong Cam xtic Tong

3.284 135 0



3.2. Phase I1: Khai pha ( from October 13 to October 31)

3.2.1 Categories:

The raw selvedge denim material serves as a canvas that bears the
imprints of the previous generation's journey through fades, as well as
the explorations and creativity of the wearer.

Conveying information about Copper Denim's raw selvedge denim
material (fabric weight, care instructions, legacy product lines...).

The Denim community consists of adventurers, and raw selvedge denim
material accompanies them on their journey, with faded marks hiding

stories within.

3.2.2. Number of posts: 17 posts

3.2.3. Mood and tone: Storytelling, information, sharing
3.2.4. Style of design:

DARK/BRIGHT
BACKGROUND

Purpose: Bringing the Denim community together with interviews about
Item Denim that bring back personal memories.

Visual: Using dark tones with Denim texture and vertical threads, it can
be easily linked to the key visual of the event. From there, the nature of
the visual part in this phase needs to show a lot of closeness, sharing,

and connection.
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Figure 16 - Phase Il Cover



The COPPER DENIM
Fade Denim

DI TIM VAT BAU

Figure 17 - Phase 11 Social Post
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Figure 18 - Phase 11 Social Post
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Figure 19 - Phase 11 Social Post



Take It & Fade It
Ngudi dang: Nguyén Hai Phugng @ - 16 Thang 10 Itic 20:33 - Q

THE FLAGSHIP X COPPER DENIM | "THE FADE"

Nhifng di san, trai nghiém ctia thé hé truéc,
La hanh trinh séng, va vap, hinh thanh nén vét fade chifa dung cau
chuyén. ... Xem thém

FACEBOOK.COM Tim hiéu thém

Xem théng tin chi tiét va quang cao

©DO 140 280 26>

THE FLAGSHIP X COPPER DENIM | "THE FADE" Nhifng disan, t...
20:33 16 Théng 10, 2023
D: 122105605322074320

Lugt tucng tac
1l 310 UGt bay to cam xtic ® 106 binh luan A 26 |udt chia sé
Téng quan Hiéu qua Xem trudc bang feed
Hiéu qua
S6'ngudi tiép can @ Lugt tudng tac @ Lugt tudng tac tiéu cuc @
Téng Cam xuc Téng
45.877 310 (o]

Figure 20 - Phase Il Social Post result



Take It & Fade It
Ngudi dang: Nguyén Hai Phugng @ - 29 Thang 10 Iic 18:01- Q

[SONG TRONG HOI THG DENIM - TRAI NGHIEM LA KY NIEM DE TA
SUU TAM]

Take It & Fade It dudc cé dip ngdi cling anh Tuan vao mét chiéu mua,
nham nhap ly ca phé néng dam va ké cau chuyén vé nhirng ky niém
trong chang hanh trinh sang tao va kham pha clng vdi thdi trang
denim.

Nguén cam hiing véi denim bat dau tir s thich suu tam cla anh,
suu tam nhitng phu kién phi hdp, suu tam nhitng mén dé vintage
ddc dao. Anh thich di dé day, cho vao tui nhitng mén dé nhu vay, tir
chiéc bat Ira, may... Xem thém

TRAI NGHIEM LA

KY NIEM DE TA SUU TAM

Xem thong tin chi tiét va quang cao Quang cao bai viét

ODis 82 40 25




[SONG TRONG HOI THG DENIM - TRAI NGHIEM LA KY NIEM D...
18:01 29 Thang 10, 2023
ID: 122116888982074320

Ludt tudng tac
il 140 lugt bay to cam xtc ® 12 binh luan A 2 Ut chia sé
Téng quan Hiéu qua Xem truéc bang feed
Hiéu qua
S&'ngudi tiép can @ Ludt tudng tac @ Lugt tudng tac tiéu cuc @
Tong Cam xuc Téng
1.758 140 0

Figure 21 - Phase 11 Social Post result

3.3. Phase III: Ké thira & Khai phd (from November I to December 10)

3.3.1 Categories:

m The raw selvedge denim material embodies both a sense of inheritance
and exploration. There's no need to choose between Inheritance or
Exploration because we are both, and Copper Denim is the brand that
bridges these essences.

m The Denim community is composed of creative individuals who come
together, united by the passion for a material that carries elements of
both inheritance and discovery.

3.3.3. Number of posts: 15 posts
3.3.3. Mood and tone: Storytelling, sharing story, information about the
product.

3.2.4. Style of design: Keep the same with Phase |1



Take It & Fade It
Ngudi dang: Nguyén Hai Phuong @ - 31 Thang 10 lic 21:21 - Q

EVENT - DENIM DAY

Denim Day - Ké thifa & Khai pha la su kién trién Iam, sé chia va noi
két cau chuyén hanh trinh Ké thira & Khai pha théng qua nhirng vét
Fade dic trung clia chat liéu Raw Selvedge Denim bén bi, kién tri.
Song song dd, la nhitng dam da lan toa tif cau chuyén theo dudi
dam mé, lao dong hang say khdong ngling nghi, sang tao ctia con
ngudi Viét Nam. Su kién dudc dién ra tai GIONG Ly Chinh Thang -
nai giao thoa tinh hoa van héa mang hdi thd cé dién trong nhip séng
hién dai... Xem thém

#0900 00

DEN/M DAY

Ké Thira Khai Pha

04.11.2023 & 05.11.2023

§6 180 Ly Chinh Thang, Phuong 9, Quan 3, Thanh pho Ho Chi Minh.

Figure 22 - Phase 111 Social Post



00 00

HENTM DAY

Quang cao bai viét e X

Khai Pha EVENT - DENIM DAY Denim Day - Ké&'thifa & Khai pha la sukién t...
21:21 31 Thang 10, 2023
ID: 122117883602074320

04.11.2023 & 05.11.2023 Ludt tudng téc

il 121 1udt bay td cam xuc ® 11binh ludn A 9 luct chia sé

Téng quan Hiéu qua Xem trudc bang feed

Hiéu qua

S6'ngudi tiép can @ LuGt tudng tac @ Lugt tudng tac tiéu cuc @
Tong Cam xuc Tong
38.353 121 0

Figure 23 - Phase 111 Social Post Result



Take It & Fade It
Ngudi dang: Nguyén Hai Phugng @ - 2 Thang 11 luc 20:59 - @

MOI NOI GIAO THOA - TALKSHOW BAC BIET NGAY 05/11

Denim Day han hanh dudc la diém giao thoa néi két cling cdng dong
Vietnam RAW denim trong budi offline thang 11/2023.D3c biét thay,
trong su kién nay, cau chuyén vé hanh trinh giao thoa cla Ké thira va
Khai pha con dudc ké théng qua budi Talkshow cling anh Nhan
Nguyén va anh Khoa Nguyén trong khéng gian cla nhifng giao thoa
sé chia.

Con gi tuyét vdi hon, la dudc ngdi xuéng cling nhitng ngusi chung
dam mé, cling su td mo 1an sé ch... Xem thém

Figure 24 - Phase 111 Event Social Post



Quang cao bai viét

MO1 NO1 GIAO THOA - TALKSHOW PAC BIET NGAY 05/11 Deni...
20:59 2 Thang 11, 2023
ID: 122118682310074320

Lugt tudng tac
i 267 1uct bay to cam xic ® 31binhluan A 9 UGt chia sé
I & [ { G RE }
PALK SEH(W
Téng quan Hiéu qua Xem trudc bang feed
Hiéu qua

S&'ngudi tiép can @ Ludt tudng tac @ Ludt tudng tac tiéu cuc @
Tong Cam xuc Tong
2.41 261 0

Figure 25 - Phase 111 Event Social Post Result



Take It & Fade It
Ngudi dang: Thuy Trang @ - 5 ngay - @

DENIM DAY: GIAO THOA CONG PONG, NHUNG NGUGI SONG
TRONG HOI THS DENIM

Thai diém hién tai ctia c3n ham gidc md Giéng 180 Ly Chinh Thing,
con gi bang mdt ngay Chi Nhat dep trdi, dudc danh thsi gian cho
coéng dong, dé clung ladng nghe nhing sé chia, nhitng cau chuyén an
gidu hanh trinh phiéu luu cting anh em Vietnam RAW Denim than
thudc.

Trién Iam Denim Day - Ké thifa & Khai pha chao dén cac anh em ghé
tham, cling chuyén trdo dén 20:00 ngay 5/11. ... Xem thém

Xem théng tin chi tiét va quang céo Quang cao bai viét

@O Ban va 103 ngusi khac 5@

Figure 26 - Phase 11l Event Recap
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DENIM DAY: GIAO THOA CONG DONG, NHUNG NGUGI SONG T...
10:43 5 Thang 11, 2023
ID: 122119633082074320

Lugt tudng tac
i 234 Iuct bay to cam xic ® 12 binh luan A 5 UGt chia sé
Téng quan Hiéu qua Xem trudc bang feed
Hiéu qua

S&'ngudi tiép can @ Lugt tudng tac © Ludt tudng tac tiéu cuc @
Téng Cam xuc Tong
2.652 234 0

Figure 27 - Phase 111 Event Recap Result

5. Result

i. Overall number of people reached
As of December 9, 2023, the total reach on Facebook and Instagram is 176,137
(measured on Meta Business).

S&' nguditiép cdn

S&' ngudi tiép can trén Facebook (0 S8 ngudi tiép can trén Instagram ()
167.354 + 100 8.783 ¢ 100%
20,0K 2,0K
15.0K 1.5K
10.0K 1.0K
50K 500
0 0

29 Thang 9 8 Thang 11 29 Théng 9 8 Thang 11



Lugt thich va theo d&i méi

Lugt thich mgi trén Trang Facebook (0 Ngudi theo ddi mai trén Instagram ()
858 1 100 234
300 200
150
200
100
100
50
0 0
29 Thang 9 8 Thang 11 22 Thang 10 2 Thang
S8 ngudi theo ddi trén Facebook (i) Nguditheo ddi trén Instagram (0
Do tudi & gidi tinh () DB tudi & gidi tinh (O

0% II .I _ II -I _

18-24 25-34 35-44 45-54 55-64 65+ 18-24 25-34 35-44 45-54 55-64 65+
B nNo B Nam B No B Nam
36,3% 63.7% 38,6% 61,4%

Figure 28 - Fanpage Result

B. VIDEO PRODUCTION
1. Overview
Promotional Video: THE FADE
Video length: 03:39
Release date: 16th October 2023
The Fade is a promotional video about a son and his father. While struggling with nothing to
wear on a date with his girlfriend, he was given his father's collectible denim jacket and finally

made it to the date with style. This video expresses the idea of “K¢é thira" in the campaign



through the denim jacket. Also, it states the simplicity yet timelessly fashionableness of denim

items.

2. Pre-production

a) Timeline

SEPTEMBER
NO TASK PIC DESCRIPTION T3 T4 |T5|T6|T7 CN|[T2 |T3|T4 TS | T6 |T7 CN|T2 T3 T4|T5 T6 T7|CN|T2|T3|T4 TS| Té
$ 06|78 9 10|11 1213 |14|[15/|16|17 (1819|2021 |22 /23|24 | 25|26|27 28|29
DEVELOPMENT
1 Timeline development Ai Thanh ¥ |- Develop a timeline for video production

- Braistorming idea
2 [1den development - v

- Selecting and pitching idea
- Based on the selected idea, develop a suitable
seript

- Build a character profile

3 Saript and character development

PRE-PRODUCTION

- Script writing development and completion
1 Script writing St ')1 | . P P
- Storyboard

2 Location scouting

- Scouting and selecting suitable locations

3| Set design Tl-uy + |~ Moodboard
Trang = Set design and props management
4 Checklist AiThanh w |- FroP*

- Equiqment

- Human resources management and task
$ | Human resources management Ai Thanh = ¥
description

6 | Makeup & wasdrobe - Develop detailed character profiel with layout
makeup and wardrobe
H

Casting - Selecting suitable actors

« Agreement and contracts with staff, partners and
8 Paperwork # L
sponsors

Estimated budget

9 |Budget allocation PR
- Accountar

Equigment rental

Shooting schedule Ai Thanh *

Figure 29 - Timeline Pre-production



b) Script



Thoi luwgng

STT ) Noi dung
(Dw kién)
Gi6i thiéu tén
1 3s-5s video “THE
FADE"
Pac ta cau con trai
2 3s-5s
ngu quén
Pac ta canh cau
3 15s - 20s con trai rdi boi di

tim quan 4o mac

Hinh anh

Nhiing canh tinh dac
ta can phong cua céu

con trai -> Ta su bura
bon cuia quan 4o va

cac posters trén tuong

Cénh trung cén cdu
con trai dang nam
ngu ngon lanh trén
giudng thi bao thic
reng, cdu giat minh

ngdi bat day.

Céc canh trung va
toan dac ta ciu con

trai dang luc lgi tim

quéan 4o dé mic. Add-

in nhing canh cau lay

do tir déng d6 ban
dang géc trén ghé,
ngui va nhan mat,
canh cau tim dudi
gim giudng va 16i ra
1 chiéc v6 ban.
Add-in canh ngudi
cha & phong khach
dang doc bao chill

Am thanh

Ambient sounds
+ Nhac upbeat,

du duong

Ambient sounds
+ Nhac diu va
lang déan trude
khi chuéng bao
thirc reo.

Sau tiéng
chudng béo
thirc, nhac s€ co
tiét thu gap gap,

v0i vang.

Nhac tiét tAu
nhanh, mang
tinh gap gap, voi
vang + SFX &
nhiig hanh
dong key (ném
dd, mé ti, mo

day kéo balo,...)

Lic add-in canh

6ng ba thi tit hét

nhac va SFX, dé
ambient sound

14t bao va tiéng

Pao cu

Posters trén
tuong, cac bd
quan 4o dic ta

can phong.

bién thoai, bo
ga giuong
mau trung tinh

hoéc tron.

Nhimng bd d6
do, nhian

nham, vé do.

To bao co
branding
Copper
Denim hodc
mot cai tén
lién quan dén

denim.

Note

Canh tinh

Canh tinh

Tét c4 la canh
tinh
Canh 6ng ba lay
depth of field
sau dé ta duoc
su tat bat cua

nguoi con.



chill, phia sau la
nguoi con trong
phong dang chay qua
chay lai tim d6 &
khoang 10s sau khi
bét dau canh tim dd.
*Note 1: két scene
nay bang 1 canh toan
goc rong, hiéu tmg
nhan ban cau con trai
& nhiéu vi tri khac

nhau trong phong.

quat may.

Két thuc canh

béng cach két

thac doan cao
trao cua bai

nhac.

Cam xuc bat luc,

tuyét vong cta cau

Vi background la
can phong bura bon,
cdu con trai ngdi vo

dau but toc trén
giudng cta minh,
nhin quanh can
phong vai vé mat that

vong, sau do6

Nhac budn, tim
trang, thay déi

va tuoi sang dan

Dolly ngang két
hop gbc trung

can tinh lic cau

15s-20s con trai va sy clru . -
) facepalm t6 vé G rli, | lac nguoi cha con trai nhin
canh cta nguoi L _ . .
h buon rau. kéu con di ra quanh phong va
cha. R s
Ong pha mood bang | theo 6ng. ltc 6ng ra hi¢u.
tiéng gd ctra knock
knock, cau ngudc 1én
nhin, mat nhan nho.
Cha cau dung tay ra
hiéu “bi ra day".
Nguoi cha dung Canh qua vai nguoi Over-the-
chia khoa mo cha dang cam chia ) Chia kho4, cai shoulder, goc
' Nhac build up, \ N
“canh ctra gitta | khoa tra vao canh ctra . ti quan 4o go trung ngang,
5s-10s ) ] , ) SFX kho bau )
nhiing theé h§" de dé mo. Sau khi cha N (c6 theé dung dolly zoom tur
cac thu.
tang cho nguodi con | mo cuara, ¢ anh tu & Airbnb) sau lung 2 cha

mot mén qua.

séng xanh &nh Ién

con va goc tinh




nhu kho bau. Péi goc
quay tu sau lung 2
cha con, bo d6 denim
treo trong tu lap lanh
anh xanh. Sau do dac
ta khuon mat 2 cha
con: nguoi cha thi co
vé hai long, nguoi

con thi hoi kho hiéu.

dac ta 2 khuon

mat.

2s

Input canh
infographic cta bo

do denim.

Canh quay dolly
zoom in bd dd denim
dang treo trong tu,
add-in infographic vé
denim vi du nhu
“RAW DENIM”;
“150z";
“TEN_BOQ _SUU_TA
P"; “M ta céc vét

fade".

Nhac van chay

Bo d6 denim

cu da fade.

Goéc quay rong,
dic ta bo do,
ning vé graphic.
Cé time
remapping
nhanh cham.

3s-5s

Canh nguoi con
kho hiéu vé bo do

cua nguoi cha.

Ngudi con thay bo dd
ctia bd cii va nhidu
vét phai son nén chi
tay vao thic mac.
Ngudi bd nhin con
cuoi va khoéc chiée

4o 1én cho con.

Nhac upbeat, du

duong

Goc trung can
canh nguoi con
kho hiéu véi
nhitng vét phai
son.

Goc trung ca 2
cha con, nguoi
cha cuoi va
khoac &o 1én cho
con (thém hi¢u
ung dolly zoom
nhe nhe)

5s-10s

B-roll cac canh

dressing up cua

Cit canh qua nguoi

con dress up, dung

Nhac hién dai,

vui nhon

Cac goc can, ket

thic bang goc




nguoi con

khung cit gidng
scene 5 dé ngan gon
(chinh quan, chinh cb
40, chinh toc, chinh
gidy, deo dong ho...)
Két canh bang canh 2
cha con truéc guong,

cha dua ngon tay (y).

trung

3s-5s

Cénh nguoi cha
truyén lai thi choi

cho con

Sau khi dress up,
nguoi cha khoéc vai
con trai, dan cau ra
ngoai (di vé phia bén
trai khung hinh). Sau
d6 2 cha con ra trudc
nha, canh toan dac ta
¢6 1 chiéc xe dang
phu bat che, 2 cha
con budc vao (tu bén
phai khung hinh).

10

Canh ¢ quan rugu

Chuyén canh qua cb
gai dang ngdi doi &
quﬁy bar, cau con trai
pull-up va chao hoi
¢6 gai. Chuyén qua
canh trung, dolly
zoom out 2 ban dang
ngéi tro chuyén,
bartender serve ly
ruou cho anh trai va

end clip.

(Table 13: Promotional video’s script)




c) Storyboard

ECU

EMS

Can phong cua cau con trai, Ta su bua bon
cua quan 3o va cac posters trén tudng

MS
Pac ta cau con trai dang luc loi tim quan
ao dé mac

ba & phong khach dang doc bao chill
chill, phia sau la ngudi con trong phong
dang chay qua chay lai tim doé

Zoom in
cau con trai ngdi vo dau but téc trén
giudng cua minh,

WS

MS

cau con trai dang nam ngu ngon
lanh trén giudng

ECU
cau con trai bat day vi tiéng bao

thuc reo

ws
Pac ta cau con trai dang luc loi tim
quan ao dé mac

u con trai ngdi vo dau but
téc trén giudng clia minh,

ECU
S
Ba go cua phong

tim dugi gam giudng va 16i ra 1 chiéc
vé ban

WS
cau con trai ngdi vo dau but téc trén
giudng cua minh,

Cau trai ngudc lén nhin ba
nhan nhé




MS

Ccu MS

OVSss Ba, con budc vao phong
Ba cau dung tay ra hiéu “Di ra day”

ECU
ECU ECU EMS'
EMS oVvs Detail denim
zoom in bdé d6 denim dang treo Con nhin thay chiéc ao trén tudng Ngusdi con thay bdé dé cua ba cl va nhiéu
trong tu, vét phai sdn chi tay vao thac mac

ECU MS

EMS Ba nhin con di va khoac chiéc ao
Detail denim Nguai ba nhin con cugi va khoac ch
Ngudi con t bd dod cua ba cu va nhié o lénct n.

vét phai sdn nén chi tay vao thac mac.

cu
MS" Ba gid tay thumb up ¢
trudc guor

, ETB canh toan
chi dang phu bat che, 2 cha con
budc vao

ide dan cau ra ngoai (di vé phia
én trai khung hinh)

CU" Con ngdi xe ndé may Con ngdi

nd may di dén quan




"WS "WS
MS MS
CU" C6 gai dgi d quay bar C6 gai dang
ngdi ddi & quay bar, cau con trai pull-
up va chao héi cé gai

OVS" Tan gau Co6 gai dang ngdi dgi ¢
CU" C6 gai dgi ¢ quay bar C6 gai dang qué , cau con trai pull-up va chao

ngoi dagi 4 quay cau con trai pull haoi c6 gai

up va chao hoi c6 gai

Figure 30 - Video production storyboard

d) Shotlist

) Shot . ~Internal/
Time(s) Scene | Shot Movement  Shot Description Location
type External
Nhiing canh tinh dac
ETB, slide ta can phong cia cau
ECU |decor phong, |con trai, Ta su bira
9.00f 1 1 . . Theartsy ITN
EMS |tap sach, quan |bdn cta quan 4o va
4o cac posters trén
tuong
Toan canh -
WS high angle toan |cau con trai dang
920 1 2 MS bo can phong  |nam ngl ngon lanh | Theartsy ITN |High angle
va cdu bé ngdi |trén givong
ngu
Toan canh - Dac ta cau con trai
WS high angle toan |dang luc loi tim
945| 1 3 MS bd can phong  |quin 4o dé mic. Theartsy ITN [Highangle
va cau bé ngdi
ngu
Can canh cau
10.00f 1 4 | ECU o, Theartsy | ITN
trai tat bao bao thirc reng,




thirc & dong
hd, quay sang
bén
2 gbc ngang + [cau giat minh ngdi
10.05| 1 5 MS |chinh dién cau |bat day. Theartsy ITN
trai ngdi
Cau trai mo tu, |Pac ta cau con trai
10.20 1 6 MS [tim tai sao dang luc loi tim Theartsy ITN
quan 4o quan 4o dé mic.
. . |14y @6 tir dong do
lay d6 trén ghe,| |,
MS . ban dang gac trén
10.30| 1 7 ngui va nhan , _ Theartsy ITN
CuU ghé, ngui va nhan
mat
mat
. cau tim dudi gam
MS |Tim d06 tai
10.35| 1 8 _ giuong va 16ira 1 Theartsy ITN
CU |giuong y .
chiéc vo ban
Cau trai ng6i L
. ) cau con trai ngoi vo
buon tai . o
1040 1 9 MS | dau but toc trén Theartsy | ITN
givong, 45d0 |
giuong cua minh,
+ chinh dién
MS ]
Slide, ETB, Cau trai ngudc 1én
11.00f 1 10 Cu Theartsy ITN
OVS - Cau trai |nhin cha nhan nhé
OVSS
MS |Slide, ETB,
Cha cau dung tay ra
1110, 1 11 CU |OVS cau con Theartsy ITN
) hiéu “Di ra day".
OVSS |trai - Cha
Cha ¢ phong khach
dang doc bao chill
MS _ chill, phia sau la
11.30 2 1 Slide, ETB Theartsy ITN
WS nguoi con trong
phong dang chay
qua chay lai im d6
11h50|Break, nghi trua Theartsy ITN




ECU

12h25 1 MS Slide, ETB Cha g6 ctraphong | Theartsy | ITN
Cha tra khoa cura,
12.30 1 CU |ETB , Theartsy ITN |Check lai
day ctra
_ Cha , con budc vao
12.40 2 MS |Slide, ETB . Theartsy ITN
phong
ECU | Con nhin thay chiéc
12.50 3 Slide, ETB Theartsy ITN
OoVvS 4o trén tuong
dac ta khuén mat 2
cha con: nguoi cha
13.00 4 CU |ETB thi c6 v¢é hai long, Theartsy ITN
nguoi con thi hoi
kho hicu.
dolly zoom in b dd
ECU | .
13.10 5 EMS Slide, ETB denim dang treo Theartsy ITN
trong tu,
ECU | ] ]
13.15 6 Slide, ETB Detail denim Theartsy ITN
EMS
Nguoi con thay bd
d6 cta cha cil va
13.20 7 Slide, ETB  |nhiéu vét phai son | Theartsy | ITN
nén chi tay vao thac
CuU mic.
Slide, ETB -
nhin con cudi |[Nguodi cha nhin con
13.25 8 , .| Theartsy ITN
va khodc chiéc |cuoi va khoac chiéc
MS |ao 4o I1én cho con.
CU |[B-roll cac canh
13.40 9 ) ngudi con dress up | Theartsy ITN
MS |dressing up
CU |Cha gio tay cha con trudc
13.55 10 Theartsy ITN
MS [thumb up guong,
CU | dan cdu ra ngoai (di
14.00 11 Slide . Theartsy ITN
MS v€ phia bén trai




khung hinh)

canh toan diac ta co 1

MS ] chiéc xe dang phu A
14.30 Slide, ETB San ETN
WS bat che, 2 cha con
budce vao
canh toan dac ta co 1
MS y
) chiéc xe dang phu
14.35 WS |Slide, ETB ETN
bat che, 2 cha con
OVS
budc vao
MS |Con ngdi xe nd|Con ngdi xe nd may
14.40 ) ) ETN
CU |may di dén quan
Con ngdi xe nd |Con ngdi xe nd may
14.50 WS o, ETN
may chay di dén quén
Co gai dang ngdi
WS g ‘ gng
Cogaidoi & |doi 0 quay bar, cau
MS o i oull . ETN
uay bar con trai pull-up va
cuU quay |
chao hoi co gai Monique
Cb gai dang ngdi
MS (cau con trai doi & quﬁy bar, ciu
Y Y - by ETN
CU [pull-up va chao|con trai pull-up va
hoi co gai chao hoi c6 gai Monique
Co gai dang ngdi
MS N doi & quay bar, cau
Tan gau ] . ETN
ovsS con trai pull-up va
chao hoi co gai Monique
2 ban dang ngbi tro
MS chuyén, bartender
Nam nhin nir ETN
OVS serve ly rugu cho
anh trai
MS 3 ban dang ngdi tro
N nhin nam ITN
OVS chuyén, bartender




serve ly rugu cho
anh trai
4 ban dang ngdi trd
Bartender
MS chuyén, bartender
6 shake + dua ly ITN
OVS serve ly rugu cho
ra
anh trai
5 ban dang ngdi tro
MS c gng
N chuyén, bartender
7 WS |Téan gau ITN
serve ly ruou cho
ouT i
anh trai
(Table 14: Shot list)
e) Set design
Moodboard

(s ==
—
=

Location

MOOD & TONE

Figure 31: Promotional video’s moodboard




o Onset 30/09/2023
Theartsy.space
14.24 L6 C, 76 Ngé Tat T, Phudng 19, quan Binh Thanh, Binh Thanh, Vietnam

07 THEARTSY.SPACE  =iic e mersis as

Figure 32: Scont Location Theartsy.space

o Onset 03/10/2023
monique.sgn
28 Thao Dien, Thao Dien ward, District 2, HCMC

nz MUNIQUE.SGN 28 Thao Dien, Thi{oclt?/:gn ward, District 2,




Figure 33 - Scout Location MONIQUE.SGN

f) Checklist
e Equipment
30/09/2023

No | NAME |  QuanTIiTy PICTURE NOTE
1 Sony A7S3 1 May quay chinh, dim bao chit luong video FullHD
2 Lens Sony 24-70 GMF2.8 11 1 Lens goc trung va cén
3 Lens Sony 16-35 GM F2.8 1 Lens zoom goc réng
4 Lens Sony 24 GMF1.4 1 Lens chin dung, khau d6 to dé tao hiéu timg bokeh cinematic
5 Set mic boom 1 Thu im hién truong
6 Tripod Jieyang 1 Tripod chuyén quay
7 Monitor Bestview 17inch 1 Dao dién, DOP va client check géc quay va hinh anh.
8 Dana Dolly 1 }\ A

(Table 15: Equipment checklist 04/11)

03/10/2023



NO NAME | QUANTITY PICTURE NOTE

1 Sony A783 1 My quay chinh. dam bio chit luong video FullHD

(=]

3 Lens Sony 16-35 GMF2.8 1 Lens zoom géc rong

1

Lens Sony 24-70 GMF2.8 ii 1 i Lens goc trung va cdn

5 Set mic Rode shotgun 1 Thu am hién trudng
= .
6 Tripod 1 m Tripod chuyén quay
7 Monitor Feelword T7 1 E Dao dién, DOP va client check goc quay va hinh inh,
9 Snoot 1 .
1 Softbox Quay 1 O

(Table 16: Equipment checklist 05/11)

g) Casting
e \Wardrobe & Makeup
The Father



VAI NGUGI CHA

)
0

LAYOUT 2.1

MAKEUP

Figure 34 - The Father's wardrobe & makeup reference
The Son



VAI NGUGI CON

g 2 2 o
SET O CANH VA NED DAY = S[ET . 1

Do tudi tur 20 - 25.

Option 1: thun trén/ ¢6 hinh (lién quan dén
sd thich nhan vat) - khéng logo, nhau.

Option 1: quan short ni tron
den- khéng logo, nhau.

Option 1: quan ni tron xam- Option 2: Ao ba 16 trdn - khéng logo, nhau.
khéng logo, nhau.

LAYOUT il

MAKEUP

Figure 35 - The Son's wardrobe & makeup reference



LAYOUT d.2

MAKEUP

VAI NGUGI CON

SET @C%) CANK DR DRESS UP - SET 1.2

The Girlfriend



LAYOUT 8.4

VAI NGUGI BAN GAI
CUA NGUGI CON

@
b

Figure 35 - The Girlfriend's wardrobe reference
e (Casting
The Father



MO TA NHAN VAT
VAl NGUET CHA

* D5 tudi: tir 40 tudi tré Ién
Yéu cau:

* C6 thé hién ra dugc phong cach bui bam,
hoi My 1 ti
Téc den
Co rau (optional)
Guong mat cam tinh, tron
Dang ngudi vira, slim fit
Guong mat chirng chac, tirng trai véi than
thai phong d9, dirt khoat

Figure 36 - The Father Descriptions



CHU MAI BIEN

Tén that: Mai Bién

Ngay sinh: 1968

Chiéu cao: Tm75

Nang: 70kg

Qué quan: TP HCM

Sinh séng va lam viéc hién tai: Thanh phé HCM
Nghé nghiép: Ngudi Mau-Dién Vién-Nhiép Anh Gia
Model-Actor-Photographer

Facebook: Mai bién

S6 do: 100-84-96cm,

Ao: L hoac XL (Regular= 40, Slimfit=42)

Quan: 32

Chiéu dai quan: 99cm

Giay dép: 40 (EUR), 7.5 (US)

1m75 70kg MAI DIEN 99 - 84 - 96cm



ADAM YEN THANH

Tén that: Yén Thanh

Ngay sinh: 1968

Chiéu cao: Tm75 Nang: 70kg

Qué quan: TP HCM

Sinh song va lam viéc hién tai: Thanh phé HCM

Nghé nghiép: Ngudi Mau-Dién Vién
Du an da tham gia:
 TWISTER - TRAO SUC KHOE VANG, CHUC TET AN KHANG
« LIPOVITAN - TET TRAN NANG LUQNG | NORTH 305
« B30 hiém Vat chat 6 td O+CAR | AN TAM LAI XE - AN TOAN CONG
PONG
o NATURENZ - GIUP GAN DUY TRi DANH HIEU “NHAN VIEN TIEU
BIEU”




THANH SON

Tén that: Thanh Son
Ngay sinh: 1958
Chiéu cao: 1Tm78
Qué quan: TP HCM
Mt budi 3,5tr - cd ngay 6tr
Sinh s6ng va lam viéc hién tai: Thanh phé HCM
Nghé nghiép: Marketer, Tiktoker
Facebook: AoAnh oi
Dy &n da tham gia:
* Hudar
¢ Nhét Total
* Jex Thé hé méi
* Novaland https://fb.watch/fDMM4UVbo9/
¢ Gach dong tam https://youtu.be/X3TYXqyzkxI




Ho tén: Lam Tan Diing

Nghé danh: Quang Vii

Cao: 1Tm70, Can nang: 65kg

Qué quan: TP HCM

Sinh song va lam viéc hién tai: Thanh phé HCM
Nghé nghiép: Model

Facebook: Tan Diing




Ho tén: Ngoc Thanh Hung

Nghé danh: Ngoc Hung

Chiéu cao 1m77, Can nang 72kg

Giang day tai: Hoc vién dién dnh A.C.T academy.
Lién lac: 0939788883

Email: nth2098@gmail.com

Qué quan: Ha Noi

Sinh sdng va lam viéc hién tai: Thanh phé HCM
Nghé nghiép: Dién vién

Facebook: Ngoc Hung

Youtube: Ngoc Hung

Du an da tham gia:

Figure 37 - The Father's casting list

The Son



MO TA NHAN VAT
VAINCUGIEON

* D tudi: 20-25

* C6 thé thé hién cdm xic thdng qua biéu
cam khudén mat

e Téc tai gon gang, than hinh fit (khdng 6m
khéng map)

¢ Khdng can cé giong néi tot

¢ Téc ngan va gon gang

Figure 38 - The Son's Descriptions



Tén that: Lam Pham Thién Buc

Biét danh: Thién Burc

Ngay sinh: 10/11/2001

Chiéu cao: 1m78

Qué quan: TP HCM

Sinh s6ng va lam viéc hién tai: Thanh phd HCM
Nghé nghiép: Sinh vién - Freelancer Model
Facebook: Thién Burc

Instagram: @thiennducc__

Dy an da tham gia: Lookbook 2022 - Duc Studio,
Be Heaven Lookbook 2023




Tén that: V6 B4 Ti

Chiéu cao: 1m73 - Can nang: 65kg

Sinh séng va lam viéc hién tai: Thanh phé HCM > ] 1 4 37

N - W
By 2 ™ g 2
75134

Nghé nghiép: Sinh vién Pai hoc San Khau Pién i‘
Anh TP. H6 Chi Minh, Model, Pao dién, fitness
model

Ao XL

Quan 32

Giay 41

PHAM THANH DO
Tudi: 20
Chiéu caor 1m77

Can nang: 75kg

Tén that: Pham Thanh Pon

Tudi 20

Chiéu cao: 1m75 - Can nang: 75kg

Sinh sdng va lam viéc hién tai: Thanh phd HCM
Nghé nghiép: Sinh vién Pai hoc San Khiu Pién Anh TP.
H® Chi Minh, Model.

Facebook: Thanh B6n Pham



Tén that: Lam Quéc Anh

Biét danh:

Ngay sinh:

Chiéu cao: 1m80, Can nang: 71kg
C6 hinh xam

Qué quan: TP HCM

Sinh sdng va lam viéc hién tai:
Thanh phé HCM

Ngheé nghiép: LG Global's -
Freelancer Model

Facebook: Luong Tuan Anh

TUAN ANH

Height: 180cm  Weight: 71 kg
Shirfs: XL Trousers: 32 Shoes: 42

Tén that: Nhat Duong

Biét danh: Biker Jet

Ngay sinh:

Chiéu cao:

C6 hinh xam

Qué quan: TP HCM

Sinh s6ng va lam viéc hién tai: Thanh phé HCM
Nghé nghiép: Freelancer Model

Facebook: Nhat Duong



Nguyén Hai

1m75 65kg

Tén that: Nguyén Hai

Biét danh:

Ngay sinh:

Chiéu cao: 1m75, Can nang: 65kg

Qué quan: TP HCM

Sinh séng va lam viéc hién tai: Thanh phéd HCM
Ngheé nghiép: Sinh vién - Freelancer Model
Facebook: Nguyén Hai



Tén that: Tran Cao Tho

Biét danh:

Ngay sinh:

Chiéu cao: 1m80, Can nang: 71kg

Qué quan: TP HCM

Sinh séng va lam viéc hién tai: Thanh phd HCM
Nghé nghiép: Freelancer Model

Facebook: Tran Cao Tho




Tén that: Tran Van Quang
Chiéu cao: 1m75 - Can nang:
65kg

Sinh s6ng va lam viéc hién
tai: Thanh phdé HCM

Tirng hoc Pai hoc san khau
dién anh TP HCM

Facebook: Tran Van Quang
S0 do0:95-67-110

Tén that: V6 Dang Tai

Chiéu cao: 1m73 - Can néng: 65kg
Sinh sdng va lam viéc hién tai:
Thanh phé HCM

Tirng hoc Pai hoc san khau dién anh
TP HCM

Facebook: V6 Dang Tai

S6 do0:95-67-110




Tén that: Tran Van Quang

Chiéu cao: 1m75 - Can nang: 65kg
Sinh s6ng va lam viéc hién tai:
Thanh phdé HCM

Tirng hoc Pai hoc san khau dién
anh TP HCM

Facebook: Tran Van Quang

S0 do0:95-67-110

Tén that: Nguyén Duy Minh

Chiéu cao: 1Tm80 - Can nang: 68kg

Sinh séng va lam viéc hién tai: Thanh phé HCM

Nghé nghiép: Model

Du an da tham gia:

Tra Xanh 0 D§: https://www.youtube.com/watch?v=14UGudhrjrE
Koreno: https://youtu.be/NZVKWVCVJYw

Yamaha XSR: https://fb.watch/ior-4Ks0Q0/?mibextid=kdkkhi
Mec: https://fb.watch/bOU8RABC|Q/

Vinacapital: https://vimeo.com/732409374?

fbclid=IwAR2fprb1e7mNnsQ56emXzjAQq4uvkv3aR5Ki4QoLAbiCoR
ECseSgtfl3Z Q
Sky Residences: https://youtu.be/O0cVLd2-9qE




Tén that: Tran Khac Quyét
Chiéu cao: 1m78 - Can nang: 68kg
Sinh song va lam viéc hién tai: Thanh phé HCM

Nghé nghiép: Model, editor



SR
S 47|42
THE AR

Hei2

Figure 39 - The Son's casting list

h) Human resources management

NO ROLE NAME DESCRIPTION
PRODUCER
- Timeline management
- Human resource management
1 Producer Nguyén Hai Phuong |- Casting
- Budget management
- Paperwork
- Catering
2 PA Thoéng Ngb o
- Logistic management
DIRECTOR
- Script writing
- Set and photography management
3 Director V0 Nguyén Truong |- Casting

- Location scouting

- Inspection




- Checklist management

- Assist director

_ - Work closely with the camera crew
Assistant R .
4 _ Nguyen Hoang Ai Thanh |- Raccord
director ) _
- Casting assist

- Shooting schedule

- Script preparation

- Moodboard

_ - Props checklist
5 Set designer Lé Thi Thuy Trang
- Raccord

- Set design

6 Assistant Nguyén Thé Anh - Follow art director's instruction

CAMERA CREW

- Shotlist
7 D.O.P Truong Minh Khoa o
- Assist director

N - Capturing and recording all aspects of a
8 Cam OP Nguyén Thién Nhan ] -
scene for film or television

- Managing lighting and electrical equipment
9 Gaffer Nguyén Ngoc Tri under the direction of the director of
photography

(Table 17: Human resources)

i) Estimated budget

ITEM COST (VND)

Location 3.500.000

PRODUCTION Talents 1.700.000

Caterings 2.500.000




Logistics 279.000

Equipments 2.500.000

Human Resources 4.000.000

TOTAL 14,479,000

(Table 18: Promotional video estimated budget)

3. Production
a) Cast
< The Son: Tran Khac Quyet
« The Father: Ngoc Thanh Hung
b) Call sheet + Shooting schedule
< 30/09/2023

Questions

- Hai Phuong: 0326270715
Ngay 1: 30/09/2023 GIO TAP TRUNG

Nguyén Truong:
0938069752

ciovicaiu: 09:00 AM Sunrise: 05:43 AM

Sunset: 17:49 PM

Pia diém: The Artsys.pace -
14.24 L6 C, 76 Ngd Tat Tb,

Gio cung may: 08:00 AM -
Phuong 19, quan Binh
u

Thanh, TPHCM

|
Bénh vién gan nhat: Bénh

Gio déng may: 18:00 PM vién Quén Binh Thanh - 132
Giod ra vé: 19:00 PM P. Lé Van Duyét, Phuong 1,
Binh Thanh, TPHCM




PRODUCER: NGUYEN HAI
PHUONG - 0326270715
PAO DIEN: VO NGUYEN TRUONG

CAM OP: NGUYEN THIEN NHAN -
0931113620

- 0938069752 - An trua: 12:00 AM
N . ) GAFFER - SOUNDMAN: NGUYEN NGOC . .
AD: NGUYEN HOANG AI THANH - ; An chieu: 17:00 PM
TRI - 0946661307
0932680326
MAKEUP 1: MAI - 0931205038
DOP: TRUONG MINH KHOA - . goi thirc an trudc nira
MAKEUP 2: VAN - 0703119434 ,
0399516186 R N N ; tieng
. R HAU CAN: NGUYEN THE ANH -
PA: THONG NGO - 0898924696
. . 0708264119
SET DESIGN: LE THI THUY
TRANG - 0978989021
IND
OOR
SHOT / _ MAKEUP -
STT | TIME | SCENE | SHOT MOVEMENT | NQI DUNG | CAST PAO CU
TYPE |OUT WARDROBE
DOO
R
[9:00 - 12:00 AM] PHONG KHACH - SAN NHA
Nguoi ba
nhincon | .
Slide, ETB -nhin . ANE_' 40 Denim
9:00 ) cudiva | QUYET -Set 1.1 )
1 4 8 MS INT con cuo1 va , fade + pin
AM " . khoéac chiéc | - ANH - Set 2.1 ’
oac chiéc 4o . ao
4o lén cho | HUNG
con.
. 4o Denim
9:15 CuU B-roll cac canh | ngudicon | ANH
2 4 9 INT ) i Set 1.2 fade + pin
AM MS dressing up dressup | QUYET ‘0




- ANH

' cha con . 4o Denim
9:20 CuU Ba gio tay thumb QUYET -Set 1.2 )
10 INT trudc fade + pin
AM MS up -ANH | -Set2.1 ,
. ao
S TV VTe
dinciura | - ANH
< a2 . ao Denim
9:25 CuU ) ngoai (di vé | QUYET -Set1.2 .
11 INT Slide . fade + pin
AM MS phia bén trai| - ANH -Set 2.1 )
. ao
khung hinh) | HUNG
canh toan
dactacol
. - ANH
chiéc xe i
10:00 MS ) QUYET -Set1.2 ’
1 ETN Slide, ETB dang phu Xe may
AM WS - ANH -Set 2.1
bat che, 2 .
A< Hone
cha con
bude vao
canh toan
dactacol
. - ANH
MS chiéc xe )
10:05 ) QUYET -Set1.2 )
2 WS |ETN Slide, ETB dang phu Xe may
AM - ANH -Set2.1
oVvsS bat che, 2 .
T2 Hune
cha con
budc vao
- - ANH
A , | Conngoi xe . Xe may +
10:10 MS Con ngoi xe nod , _ | QUYET -Set1.2
3 ETN no may di non bao
AM Ccu may . - ANH -Set 2.1 B
deén quan SHRE hiém
- - ANH
. .| Con ngoi xe i Xe may +
10:30 Con ngo1 xe nd , | QUYET -Set1.2
4 WS |ETN nd may di non bao
AM may chay , - ANH -Set 2.1 "
dén quan hiém

HUNG




Nhing canh
tinh dac ta
can phong
ETB, slide decor | ctiia cdu con
10:40 ECU o ANH Poster +
9 INT | phong, tap sach, | trai, Ta sy A Set1.1 .
AM EMS . QUYET quin 40
quan ao btra bon cua
quan 40 va
cac posters
trén tuong
) cau con trai
Toan canh - high .
dang nam
11:00 WS angle toan by can ANH
10 INT ngu ngon i Set 1.1 Chan do
AM MS phong vacdubé | i QUYET
. lanh trén
nam ngu )
giuong
) Pac ta cau
Toan canh - high )
con trai i
11:25 WS angle toan by can | ANH quan 4o + vo
11 INT dang luc loi } Setl.l
AM MS phong va cau bé . QUYET do
. tim quan o
nam ngu ,
dé mac.
Can canh cau trai
11:45 tit bao thic & | baothic | ANH o
12 ECU | INT . . . Set1.1 dong ho
AM dong ho, quay reng QUYET
sang bén
[12:00 - 13:00 PM] AN TRUA
[13:00 - 17:00 PM] PHONG KHACH
2 goc ngang + cau giat
13:00 , .| ANH
13 MS INT | chinh dién cdu | minh ngoi 3 Set1.1 dién thoai
PM ‘ QUYET
trai ngoi bat day.
Cau trai mé tu, | Pac ta cau .
13:15 . R . ANH quan 4o + v
14 MS | INT | tim tai sao quan con tral i Set 1.1
PM QUYET do

ao

dang luc loi




tim quan ao

dé mic.
lay db tir
dbng dd ban
13:25 MS liy d6 trén ghé, | dang gac ANH quan 4o + vo
15 7 INT ) , . Setl.l
PM CuU ngui va nhan mat | trén ghé, | QUYET do
ngui va
nhan mat
cau tim dudi
13:30 MS Timdotai | gam giuong| ANH
16 8 INT . - ) Set 1.1 v6 do
PM Cu giuong valdiral | QUYET
chiéc vé ban
.. |céucon trai
Cau trai ngoi1 . .
N ngo1 vo dau
13:35 buon tai giwong, ANH
17 9 MS INT but toc trén ) Setl.l dién thoai
PM 45 d6 + chinh ‘ QUYET
] giuong cua
dién .
minh,
Cau trai - ANH
MS . ‘
13:55 Slide, ETB, OVS| ngudc lén | QUYET -Set1.1
18 10 Cu INT ] R dién thoai
PM - Cau trai nhin ba - ANH -Set2.1
OVSS .
nhan nhé | HUNG
- ANH
MS ) Ba cau dung i
14:05 Slide, ETB, OVS ) QUYET -Set1.1
19 11 CU | INT . tay ra hiéu
PM OVSS cdu con trai - Ba S - ANH -Set2.1
iraday".| o\ o
ba & phong
khach dang
doc bao t& béo + cde
14:25 MS _ o ANH
20 1 INT Slide, ETB chill chill, . Set 2.1 ca phé (hodc
PM WS HUNG \
phia sau la tra)
nguodi con

trong phong




dang chay

qua chay lai
tim d6
- ANH
14:45 ECU _ Bagdclra | QUYET | -Setl.l
21 INT Slide, ETB
PM MS phong - ANH -Set 2.1
HUNG
) chum chia
14:50 Batrakhoa| ANH
22 CuU INT ETB , . Set2.1 khoa + tag
PM cura, day cira| HUNG . .
chia khoa
- ANH
Ba, con . chum chia
15:00 . QUYET -Setl.l )
23 MS | INT Slide, ETB budc vao khoa + tag
PM ) -ANH | -Set2.1 o
on R chia khoa
phong HUNG
Con nhin .
A & moc treo do
15:10 ECU ] thay chiec | ANH -Set 1.1 ) )
24 INT Slide, ETB i + 40 Denim
PM oVvSs dotrén | QUYET -Set 2.1
fade
tuong
dacta
khudn mat 2
cha con: - ANH
. . i 4o Denim
15:20 nguoi ba thi | QUYET -Set 1.1 )
25 CuU INT ETB fade + pin
PM covéhai | -ANH -Set2.1 )
. ao
long, nguoi | HUNG
con thi hoi
kho hiéu.
dolly zoom
1A gh . ao Denim
15: 30 ECU ] in by do Chiéc 40 _
26 INT Slide, ETB ) fade + pin
PM EMS denim dang denim )
ao
treo
. . ao Denim
15:35 ECU _ Detail Chiéc 40 )
27 INT Slide, ETB ) ) fade + pin
PM EMS denim denim

ao




Ngudi con
thiy bo d6
, . .| -ANH
cua ba cii va ) 4o Denim
15:40 _ ., |QUYET| -Setl1
28 4 7 CU | INT Slide, ETB nhiéu vét fade + pin
PM - ANH -Set 2.1 ]
i sOn né . 4o
phai son nén HUNG
chi tay vao
thic mic.
[17:00 - 17:30 PM] AN TOI
(Table 19: Callsheet 30/09)
< 03/10/2023
Questions

Ngay 2: 03/10/2023

GIO TAP TRUNG

Hai Phuong: 0326270715
Nguyén Truong: 0938069752

ciwbicain: 09:00 AM

Gio cung may: 08:00 AM

Gid déng may: 14:30 PM
Gio ra vé: 15:00 PM

0/7:00 AM

Sunrise: 05:43 AM
Sunset: 17:49 PM

Pia diém: Monique.SGN - 28
D. Thao Pién, Thu Puec,
TPHCM

Bénh vién gan nhat:

PRODUCER: NGUYEN HAI PHUQONG
- 0326270715
PAO DIEN: VO NGUYEN TRUONG -
0938069752
AD: NGUYEN HOANG AI THANH -
0932680326
DOP: TRUONG MINH KHOA -
0399516186
PA: THONG NGO - 0898924696

CAM OP: NGUYEN THIEN NHAN -
0931113620
GAFFER - SOUNDMAN: NGUYEN
NGOQC TRI - 0946661307
MAKEUP 1: NHUNG - 0936291879
MAKEUP 2: NHUNG PHAN -
0934690309

ANH QUYET: 096009941

An trua: 13:00 AM
An nhe: 15:00 PM

goi thikc an truoc nwa tieng




SET DESIGN: LE THI THUY TRANG - TU: 0899757620
0978989021
HAU CAN: NGUYEN THE ANH -
0708264119
SHOT A MAKEUP -
STT | TIME | SCENE | SHOT MOVEMENT NOI DUNG CAST PAO CU
TYPE WARDROBE
[09:00 - 12:00 AM]
Co gai dang ngdi
WS o doi & quay bar,
09:00 Co géidoi & .,
1 6 1 MS . cau con trai pull- TU Set 3.1 1 ly rugu
AM quay bar .
Cu up va chao hoéi
cb gai
~ |Co gai dang ngdi
cau con trai . .
_ | doi 6 quay bar, -TU - 1 ly rugu
09:30 MS pull-up va - Set 3.1 .
2 6 2 cau con trai pull-| - ANH -1 chum
AM Cu chao héi ¢d . -Set 1.2 . )
. up va chao héi | QUYET chia khoa
gai A g
cO gai
Co gai dang ngdi
. . - 1 ly ruou
doi ¢ quay bar, -TU
10:00 MS N -Set 3.1
3 6 3 Tén gau  |céu con trai pull-| - ANH
AM oVvs i -Set 1.2 -1 chum
up va chao héi | QUYET
o chia khoa
c0 gai
2 ban dang ngdi ]
BARTEN
tro chuyén, - 2 ly ruou
10:15 MS DER -Set 3.1
4 6 4 Nam nhin nir | bartender serve -1 chum
AM OVS - ANH -Set 1.2 . ]
ly rugu cho anh ) chia khoa
) QUYET
tral .
-TU




2 ban dang ngoi
BARTEN - 2 ly ruou
tro chuyén,
10:30 MS DER - Set 3.1
6 5 Nit nhin nam | bartender serve .
AM OVS - ANH -Set 1.2 -1 chum
ly ruou cho anh i o
) QUYET chia khoa
trai ;
-TU
2 ban dang ngoi
BARTEN
Bartender tro chuyén, - 2 ly rugu
10:45 MS DER - Set 3.1 ‘
6 6 shake + dua ly | bartender serve -1 chum
AM ovs -ANH | -Set1.2 o
ra ly rugu cho anh ; chia khoa
_ QUYET
trai ;
-TU
2 ban dang ngoi
BARTEN -2 ly rugu
MS tro chuyén,
11:15 N DER - Set 3.1
6 7 WS Tén gau bartender serve .
AM - ANH -Set1.2 -1 chum
ouT ly rugu cho anh . R )
) QUYET chia khoa
trai i
-TU
Dac ta tay dat ly
ruou xuong ban,
' &4 | BARTEN .
focus vao vét - rugu
11:30 A 6 Te - DER - Set 3.1 1yh\
an gau | fade trén tay 4o -1 chum
AM © YO _ANH | -set12 S
va selvedge line i chia khoa
q QUYET
o cota .
Y -TU
[12:00 - 13:00 PM] AN TRUA

(Table 20: Callsheet 03/10)




c) Behind the scenes
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Figure 40 - Behind the scenes



d) Budget

NO. ITEM COST (VND) NOTE
1 Location 3.600.000
2 Talents 1.700.000
3 Logistics 2.000.000
4 Equipments 2.000.000
5 Human Resources 2.000.000
6 Caterings 700.000
TOTAL 12.000.000

(Table 21: Promotional video actual cost)




4. Post-production










4

{’)r‘OJuc

3

9

%

L

o
(N
/,W/

p= ¢

~
\\

ZL/ MO/]’\L (..,s







Figure 41 - Scenes from ‘The Fade' promotional video

5. Distribution
< Release date: 16th October 2023

« Channels: Take It and Fade It’s Facebook and Instagram and YouTube

THE FADE > e

THE FLAGSHIP X COPPER DENIM | “THE FADE"

= Toke It Fadelt

OPPER DENIM | "THE FADE

L1 vadangky

thé hé trude.

Figure 42 - Promotional video distribution channels
5.1. Fanpage Facebook
e Reach to 45K
e Views to 23K
e Engagement to 442



5.2. Instagram
e Reach to 2546
e Views to 2348
e Engagement to 21

5.3. Youtube
o Viewsto 116
o Average watching time: 1:21

C. EVENT
1. Overview
“Denim Day” is an exhibition and networking event for the Denim community to enjoy and
connect. The big idea is “Ké thira” and “Khai pha” that was demonstrated using raw denim’s
fades on six selected denim items. The main objective of the event is to receive 200 participants
who 50% are denim heads - experienced denim lovers and the rest are young generations who
are fashionable and interested in denim culture.
% Time and place
> Time: 10am - 20pm 04/11 & 8am - 20pm 05/11
> Place: Giong cafe - 180 Ly Chinh Thang ward 9 district 3 HCMC



2. Concept development

CONCEPT DEVELOPMENT KA T

EVENT

BIG IDEA KE THUA - KHAI PHA

Denim Copper Denim’s .
. . Networking
community creativity & eco-

friendly story

ACTIVITI ES Denim exhibition Copper Denim’s VNRD’s offline

rooms products display area Talk show 05/11

Figure 43 - Event concept development

The event named Denim Day with the big idea “K¢é thira” and “Khai pha” targeted to the goals
of emphasizing the spirit of denim community, Copper Denim’s creativity and eco-friendly
story, and make the most of the space to create networking area for participants to enjoy. The
main activities in the event following each goal contained: denim and coffee exhibition, Copper
Denim display area, VNRD’s monthly offline and special Talk show on 5th November.

“Denim Day” took place at a coffee shop that was designed following the inspiration of

traditional values and contemporary lifestyle - Giong cafe.

3. Key visual

% Poster



s00 OO

DENIM DAY

Ké Thua Khai Pha

04.11.2023 & 05.11.2023

S0 180 Ly Chinh Thang, Phuong 9, Quan 3, Thanh phd Ho Chi Minh.

Figure 44 - Event Poster

% Cover



Khai Pha

04.11.2023 & 05.11.2023

So 180 Ly Chinh Thang, Phuong 9, Quan 3, Thanh phd Ho Chi Minh.

Figure 45 - Event poster cover

4. Event layout

S DEE 1y
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DENIM EXHIBITION ROOM

T EVENT LAYOUT

Figure 46 - Event layout



5. Agenda
The participants could attend the event on 4th November from 10am to 20pm and 5th
November from 8am till 20pm. Moreover, Vietham RAW Denim - one of the biggest denim
communities in Vietnam agreed to hold their monthly offline at “Denim Day” as a
collaboration. A special Talk show was also organized on the same day - 5th November at

10am with two dedicated and enthusiastic admins from Vietnam RAW Denim.
% 04/11/2023

No. Time Content
1 10:00 - 10:30 Check-in
2 10:30 - 13:00 Exhibition and networking
3 13:00 - 14:00 Break
4 14:00 - 14:30 Check-in
5 14:30 - 20:00 Exhibition and networking

(Table 22: Event agenda 04/11)

< 05/11/2023

No. Time Content
1 08:00 - 08:30 Check-in
2 08:30 - 10:00 Exhibition, networking and VNRD

monthly offline

3 10:00 - 10:45 Talkshow

4 10:45 - 13:00 Exhibition and networking
5 13:00 - 14:00 Break

6 14:00 - 14:30 Check-in

7 14:30 - 20:00 Exhibition and networking




(Table 23: Event agenda 05/11)

6. Customer journey & activities

s DEE Iy

CUSTOMER JOURNEY =4

Denim ;
: Denim & coffee
Check-in Photobooth exhibition exhibition room
room

Check-out Copper Denim Networking Bar area
area

Figure 47 - Customer journey

The customer journey began with the registration process at the Check-in table, the participant
could take pictures at the Photo booth and have a chance to receive limited gifts at the Check-
out gate. There was a Denim exhibition room to their right and Denim & coffee exhibition
room to their left. In the Denim exhibition room, there were six raw denim items with six
distinguishing stories and significant faded marks that represent the owners and their journey.
In the center of the room displayed a model of the chronological flow of Denim culture and
history from the 1800s alongside with the foundation of Copper Denim in 2016. On the other
side, the Denim & coffee exhibition room showed coffee information on the oval table and

placed a newspaper stand beside it.

After visiting two exhibition rooms, the participants could enjoy refreshment at the bar and the
networking area before entering Copper Denim’s display area and the Check-out gate. Copper

Denim’s products represent the eco-friendly spirit that align with the brand’s long-term goals.



At the Check-out gate, the participants could receive limited gifts such as vouchers’ from
Copper Denim and Con Trau Workshop, they could also receive Take It and Fade It’s limited
card collection.

Check-in (Illustration)
Z

=

———

g7 N

Figure 48 - Check-in illustration
Photo booth



00 00

Khai Pha

Figure 49 - Photo booth illustration



500 00

KHAI PHA

Figure 50 - Photo booth




Denim exhibition room

Figure 51 - Denim exhibition room illustration



Figure 52 - Denim exhibition room (1)

Figure 53 - Denim exhibition room (2)




Figure 54 - Model in denim exhibition room

Denim & coffee exhibition room



Figure 55 - Denim & coffee exhibition room illustration

Figure 56 - Denim & coffee exhibition room



Copper Denim’s display area

Figure 58 - Copper Denim’s display area

Check-out
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Figure 59 - Check-out illustration

7. Event flow

< 04/11/2023

EVENT FLOW DENIM DAY

Time &

10am - 20pm 04/11/2023
date

Place Giong cafe - 180 Ly Chinh Thang ward 9 district 3 HCMC

No. CONTENT DETAIL PIC
- Instruct the participants the way to the ,
_ - Thé Anh
parking area
1 Welcoming - Guide the participants the way to the event
and the Check-in gate - Thai Nha
- Introduce about the event
- Registration process by Check-in QR code - Hong Chau
5 Check-in - Participants receive brochure, sticker and
instruction about event and the each - Hoa Nha
exhibition area




- Welcome the guests to take pictures at the

Photo booth and give them the information - Huong Giang
3 Photo booth ) o ]
about the denim exhibition room and denim - Quynh Tram
& coffee exhibition room
4 Denim exhibition |- Introduce about the items and the stories - My Hoa
room about the fades on raw denim to the guests - Quynh Trang
Denim and coffee |- Introduce denim and coffee information to
5 . - Ngoc Thu
exhibition room the guests
- Copper Denim ) ]
) - Introduce Copper Denim's eco-friendly .
6 display area o HOANG LAN
] products to the participants
- Networking area
- Feedback form - Trac Anh
7 Check-out o )
- Limited gifts - Khanh Vuong
(Table 23: Event flow 04/11)
< 05/11/2023
EVENT FLOW DENIM DAY
Time &
8am - 20pm 05/11/2023
date
Place Giong cafe - 180 Ly Chinh Thang ward 9 district 3 HCMC
No. CONTENT DETAIL PIC
- Instruct the participants the way to the ,
) - The Anh
parking area
1 Welcoming - Guide the participants the way to the
event and the Check-in gate - Thai Nha
- Introduce about the event
- Registration process by Check-in QR .
: P Y - Hong Chau
code
2 Check-in - Participants receive brochure, sticker and
instruction about event and the each - Hoa Nh&

exhibition area




- Welcome the guests to take pictures at the

Photo booth and give them the information - Huong Giang
3 Photo booth ) o )
about the denim exhibition room and denim - Quynh Tram
& coffee exhibition room
4 Denim exhibition |- Introduce about the items and the stories - My Hoa
room about the fades on raw denim to the guests - Quynh Trang
Denim and coffee |- Introduce denim and coffee information to
5 . - Ngoc Thu
exhibition room the guests
- Copper Denim ) )
) - Introduce Copper Denim's eco-friendly .
6 display area o HOANG LAN
] products to the participants
- Networking area
- Feedback form - Trdc Anh
7 Check-out o ]
- Limited gifts - Khanh Vuong
- Temporarily close the exhibition tour to
prepare for the Talk show
- My Hoa
- Huong Gian
8 Talk show - Coordinate the participants to the Talk ¢ s
show
- Technical setup - V& Truong

(Table 24: Event flow 05/11)

8. Talkshow script

KICH BAN TALKSHOW SU KIEN 'DENIM DAY’

No. TIME |[DURATION ACT CONTENT NOTE
MC voice-off: "Chi con it phut nita
) . - MC standby
tho6i, Buo6i Talkshow chia sé vé Denim N
. ngoi tai khu vuc
s€ chinh thac bat dau. Nhan va Khoa .
quay Copper
xin dugc moi cac anh em tham du hay
1 09:50:00 STABILIZE SEAT Denim va doc

nay.

tim cho minh mét chd ngdi thoai mai,
v6i ly nudce yéu thich trén tay dé cing

chuén bi cho Budi talkshow dic biét

bao

- Take care MC

chuan bi mic




09:57:00

00:03

- biéu phbi
huéng dan khach
ngdi vao hang

ghé

10:00:00

0:01:00

OPENING

[MC DAN DAT CAU CHUYEN]

MC: "[Tén MC] tin rang trong mdi
chlng ta, ai ciing c6 nhirng ky uc dep
vé nhirng thoi da qua, thoi cia b me
dugc luu giit trong nhimg cudn album
1udn khién ta to mo 1at gio timg trang
khi con bé. O thoi d6, ho 1am cai gi
vay? A ra 1a ho di khip cac néo duong
trén nhitng con xe c6. Ho mic cai gi
vay, tai sao quﬁn toan la vét fade, tai
sa0 40 khoac nay da phai mau gan hét.
Tai sao nhitng moén dd nhu thé van con

trong t0 to1 tdn hom nay?

Moi nguoi c6 thac mac 1a tai vi sao

khong a?

MC: "C6 thé nhimg vét fade d6 1a dau
an ctia cudc hanh trinh tudi tré day dam
mé va nhiét huyét. Luu giir nhiing ki
niém sé& truyén lai cho bao thé hé vé
sau, dé tir d6 tiép ndi hanh trinh ké

thira, khai pha va sang tao"

Talk show "Denim Day" s& mot phan
nao giai dap dugc cau hoi trén cho tat

ca chung ta.

- MC cam mic
doc va di chuyén
dan Ién phia san

khiu talkshow




[MC GIOI THIEU CHUONG
TRINH]

MC: "Va dé bit dau talk show ngay
hom nay, MC thay mat BTC chao
mimg moi ngudi da dén véi sy kién
'‘Denim Day' thuoc Dy an 'TAKE IT
& FADE IT".

Denim Day la su kién trién 1am, sé

chia va nbi két cdu chuyén hanh trinh |- MC standby

K¢ thira & Khai pha thong qua nhiing |- Anh Nhan

vét fade dic trung cua chit liéu raw  |standby

10:01:00 0:00:30 INTRODUCTION |denim bén bi, kién tri. Song song d6, |- Anh Khoa

la nhitng dam da lan toa tir cau chuyén |standby

theo dudi dam mé, lao dong hing say |Chuwong trinh bt

khong ngimg nghi, sang tao ctia con  |dau

nguoi Viét Nam.

Su kién 1a nat giao thoa gilra nhitng gia

tri bén viing, xua cii &én nhirng cau

chuyén hanh trinh vét Fade ciia

denim va chia sé tir cong dong

Vietnam RAW denim. Tt d6, nguoi

xem s€ c6 thém trai nghiém va goc

nhin méi vé hanh trinh K¢ thira &

Khai pha ctia cong dong.

[MC GIOI THIEU KHACH MOI] |- MC néi dén

"anh Nhan" =>
MC: Trong khong gian cua Giong ca  |anh Nhan budc
INTRODUCE  |phé, mot noi c6 kién triic doc dao lay  |1én va ngdi xudng
10:01:30 0:01:00 GUEST cam hung tur tinh hoa van hoa lau doi, |bén trai chi Trang

SPEAKERS noi trién 1am "Denim Day" dang dién |- MC n6i dén

ra, MC xin dugc gi¢i thiéu anh Nhan |"anh Khoa" =>

Nguyén va anh Khoa Nguyén, hai

Quan tri vién nhiét huyét cua Cong

anh Khoa budc

1én va ngdi xuong




dong Vietnam Raw Denim tién vé phia
khu vuc Talkshow dé chung ta c6 thé
cung nhau chia s¢ nhiéu hon cau
chuyén vé hanh trinh K¢é thira va Khai

phé ctia Raw Denim."

MC: "Hai anh c6 thé gi6i thiéu mot

chit vé ban than minh duoc khong a?"

bén phai chi
Trang

10:02:30

10:03:30

0:01:00

GUEST 1
INTRODUCE

[ANH NHAN GIOI THIEU]

Anh Nhan: "Loi néi dau tién, Nhan xin
cam on va xin chao [Tén MC], chao
Khoa - nguoi anh em va ciing la nguoi
ban than thiét ciia Nhan. Va Nhan ciing
xin guri 161 chao dén céac vi khach tham
du su kién 'Denim Day' ngay hom nay.
Nhaén rét vui va vinh hanh khi nhan
duoc 101 moi dén tham du sy kién va
xudt hién v6i tu cach khach moi trong

budi Talkshow nay."

Sau khi anh Nhéan

ngoi va cam mic

GUEST 2
INTRODUCE

[ANH KHOA GIOI THIEU]

Anh Khoa: "Khoa xin chao [Tén MC],
chao anh Nhan va kinh chao quy khach
tham dy budi talkshow. Khoa rét vui
khi duoc dong hanh cing Su kién, va
cling rat vinh hanh khi dugc c6 mit tai
day ngay hom nay dé cing anh Nhan,
nguoi anh ma Khoa rat quy mén va
kinh trong, dé c6 thé chia sé nhiéu hon
vé denim, 1a con dudng su nghiép va
ciing 1a dam mé ma Khoa theo dudi.
Xin cam on [Tén MC] va anh Nhan da

cung em ¢ ddy hom nay."

Sau khi anh Khoa

ngoi va cam mic




10:03:30

0:00:30

QUESTION 1

[MC GIAO LUU - CAU HOI 1:
Denim I3 nguén cim hirng dé anh
Khoa theo dudi ciing nhw ciing cac

anh em xdy dung nén cong dong]

MC: "Em chao anh Nhéan va anh Khoa.
Em cling 1a mét ngudi yéu thoi trang,
bi thu hat va luén mudn tim hiéu thém
vé van hoa Denim. Nhu em dugc biét,
anh Nhan va anh Khoa déu chon denim
1 thit choi dé theo dudi va la cht liéu

chinh trong kinh doanh.

Em xin duoc phép hoi vé ngudn cam
hing dé hai anh theo dudi chét liéu nay
cling nhu cung cac anh em xay dung

nén cong dong a?"

10:04:00

0:00:30

GUEST 1
ANSWER

[ANH NHAN TRA LOI]

Anh Nhan: "Nhan xin cam on cau hoi
ctia [Tén MC]. Thi Nhan bat dau mic
va tim hiéu vé denim vao [.......... ]. Vé

cong dong va group Vietnam Raw

10

10:04:30

0:00:30

GUEST 2
ANSWER

[ANH KHOA TRA LOI]

Anh Khoa: "Khoa xin cam on cdu hoi
ctia [Tén MC]. Thi Khoa bat dau mic
va tim hiéu vé denim vao [.......... ]Va
cam himng dé Khoa c6 Mic May chinh
la dam mé thoi trang workwear nhu
hom nay la [................. ]. V& cong dong

va group Vietnam Raw Denim




11

10:04:30

0:00:30

QUESTION 2

[MC GIAO LUU - CAU HOI 2:
Chia sé cau chuyén ky niém cua hai

anh véi item ky ni€ém?]

MC: "Da vang em xin cam on nhiing
chia sé cua hai anh. D6 dung 1a mét
hanh trinh diy tha vi va nhiéu trai

nghiém dang khong a?

Nhu em duoc biét thi sau mdi mét item
denim hau nhu déu c6 mot cau chuyén
riéng. Em ciing duoc biét 1a chiéc quan
Nudie jeans dugc trung bay hom nay la
ctia anh Nhan ciing ¢6 ngudn gdc tir
18y, cling nhu anh Khoa dang mac mot
chiéc 4o denim c6 vét nhiing vét fade
ma em chic chin rang sau d6 ciing an

chira mét cau chuyén rat thu vi.

Khong biét anh Nhan va anh Khoa c6
thé chia sé cAu chuyén dang sau nhimng

items do duoc khong a?"

12

10:05:00

0:04:00

GUEST 1
ANSWER

[ANH NHAN TRA LOI]

Anh Nhén: "Vang, xin cam on [Tén
MC]. V& chiéc quan dic biét nay
[, ], [nhiing ky niém va

hanh trinh cung chiéc quan................. 1"

13

10:09:00

0:04:00

GUEST 2
ANSWER

[ANH KHOA TRA LOI]

Anh Khoa: "Péi véi Khoa thi khong c6
item nao dac biét ki niém, ma c6 bai
hoc vé chiée quan chiée 4o fit v6i body
shape va lam minh ty tin, thoai mai
trong lao dong thuong ngay. [....]

Chiéc quan dau tién ma Khoa va c¢6 1&




nhiéu ban tré ¢ ddy thir vé raw denim

chic han phan 16n 1a tir Copper

14

10:13:00

00:01:00

QUESTION 3

[MC GIAO LUU - CAU HOI 3: Cé
nhitng mén dd hay b quin 40 nao
ma anh mudn giéi thi¢u - mang tinh

suwu tam

MC: "Da vang, theo em tim hiéu thi
nhing nguoi trong cong dong Raw
Denim ctia minh thudng thich suu tam,

thich choi d6 ¢6 diing khong anh?

Vi anh Nhan va anh Khoa thi c6
nhitng moén dd hay bd quin 40 nio ma
anh dat tim huyét vao d6 hay khong?
Va ¢6 item ma anh cyc ky thich, mudn

phai ¢o6 cho bﬁng duoc a?

Véi anh Nhan va anh Khoa, chét liéu
denim c6 phai 1a mot chét lidu c6 thé
cau chuyén vé mot thé hé, vira ké thura
vira kién tri, bén bi, sang tao dong hanh

trén chang duong"

15

10:14:00

0:04:00

GUEST 2
ANSWER

[ANH KHOA TRA LOI|

Anh Khoa: "V¢i Khoa thi
[ ]. [Nhiing bd quan 4o tim
huyét nhit.............. ] [Ky niém suu tap
va trao dbi quan 4o v6i anh Nhan va

cac anh em moi luc

"Doi voi Khoa, ké thira giong nhu




reproduction [....]

16

10:18:00

0:00:30

QUESTION 4

[MC GIAO LUU - CAU HOI 4: Cau
chuyén vé denim, vé 16i song va cong

dong|

MC: "Da vang. That dang 1a nhiing ky
niém doc ddo va thi vi khi dugce két
ndi cting voi cac anh em diing khong

a?

Vay thi dbi v6i anh Nhan va anh Khoa,
tai sao chat liéu nay lai dac biét va co
gi4 tri dén nhu vay? C6 phai 1a sy bén
bi qua thoi gian va nhiing vét fade dic

trung trén quan 4o nira khong a?"

17

10:18:30

0:04:00

GUEST 2
ANSWER

[ANH KHOA TRA LOI]

Anh Khoa: "Khoa nghi la dung. Ciing
nhu Khoa da chia sé thi du cho anh
Nhan va Khoa cung mua mot cai 4o
ctua cung mdt hang thi theo thoi gian,
nhing vét fade trén 4o ciia anh Nhan
va Khoa s€ khac nhau. Khoa nghf cai
d6 1a mot diéu dac biét chi co riéng raw
denim méi c6. [Ly do ma Khoa yéu
thich ciing nhu theo dudi chat liéu nay

UL LTI ]"




18

10:22:30

0:00:30

QUESTION 5

[MC GIAO LUU - CAU HOI 5:

Chia sé vé cudc thi Fade Contest]

MC: "Va em ciing duoc biét vé cudc
thi Fade Contest 14 giai “cay cudc” raw
denim dién ra trong vong 12 thang dé
chon ra nhitng mau faded denim dep
nhit, 4n trong nhit ma cic anh em da
cung nhau t6 chirc da vao dén giai

doan trao giai.

Trén cuong vi 12 ngudi to chie va Ban
giam khao cho cac tac pham, anh Nhan
va anh Khoa c¢ thé chia sé¢ d6i chut vé

cudc thi va tinh than cia moi nguoi

duogc khong anh?"

19

10:23:00

0:05:00

GUEST 1
ANSWER

[ANH NHAN TRA LOI]

Anh Nhan: "Vé cudc thi Fade Contest
thi Nhan va cac anh em da cung nhau
t6 chirc tir ndm ngodi va cing nhau
chidm diém cho nhing chiéc quén,
chiéc 4o c6 vét fade 4n tugng nhét.

[chia sé vé cudc thi va tinh than ctua

20

10:28:00

0:00:30

FINISH QnA

[MC CAM ON]

MC: "Da vang, em xin cdm on anh
Nhan va anh Khoa vi nhiing chia sé rat
chan thanh va gan giii vira roi a. Em
cam on hai anh da danh thoi gian tham

du su kién ngay hom nay."




21

10:28:30

22

10:29:30

0:01:00

GUEST 1

[ANH NHAN CAM ON]

Anh Nhan: "Nhan ciing xin cam on
cudc tro chuyén véi [Tén MC] va cam
on Sy kién 'Denim Day' da tao nén mot
khong gian trién 1dam dé gan két cac
anh em va tao diéu kién cho céac ban tré
hiéu thém vé cong ddng raw denim.
Cam on Khoa da cung tro chuyén véi
anh va lu6én bén canh déng hanh, cong
tac cung cac anh em VNRD. Nhan
cling cdm on quy khach tham du da c6
mit tai ddy ngay hom nay va ling nghe

nhitng chia sé ctia Khoa va Nhan."

GUEST 2

[ANH KHOA CAM ON]

Anh Khoa: "Khoa cam on [Tén MC]
da dan dat chuong trinh rat hay dé
Khoa va anh Nhén c6 thé chia sé nhiéu
diéu dén moi ngudi. Em cling cam on
anh Nhan da cung ¢ day voi em hdm
nay, cam on anh va cac anh em trong
cong dong. Em hy vong trong twong lai
6 thé cung moi nguoi thyc hién nhiéu
project bung nd hon nita. Xin cam on
quy khach tham du d3 ling nghe va
ung ho anh Nhan va Khoa, va su kién
'Denim Day'. Khoa mong c6 thé lam
nhiéu dy 4n hon dé c6 thé truyén tai
dugc nhimng thong diép that y nghia vé

denim dén véi cong dong."




23

10:29:30 0:01:00

ENDING

[MC KET THUC CHUONG
TRINH]

MC: "MC ciing xin cam on quy khach
moi da danh sy quan tam va tham dy
budi talkshow "Denim Day" ciing nhu

du an "TAKE IT AND FADE IT".

[Tén MC] hy vong thong qua budi trién
1am cling nhu nhiing chia sé tha vi cia
anh Nhan va anh Khoa vira rdi d dem
dén cho moi nguoi goc nhin thuc té,
sang tao va thi vi hon vé thoi trang

denim, tinh than ciia cong dong.

Va MC mong rang mdi ngudi trong
chung ta da c6 nhiing cadm nhén cia
riéng minh vé cau chuyén K¢é thira -
Khai pha va hanh trinh sang tao cta

chét liéu Raw Denim.

Mot lan nita, [Tén MC] xin thay mat
nhitng ngudi to chirc chwong trinh cam

on va tran trong kinh chao."

24

10:30:30

Két thuc chwong trinh

(Table 25: Talk show script 05/11)

9. Checklist

< Checklist POSM

No.

Area

Item

Quantity

Size

OUTSIDE

Site board

1 A4 portrait

CHECKIN

Check-in

1 A4 portrait

PHOTO BOOTH

Key visual event

1 1.32*2.2m




4 Denim Day 0.75*2.2m
LAO PONG TAO VINH

5 A4 landscape
QUANG

6 DAU AN HANH TRINH A4 landscape

8 TINH THAN RAW CUA RAW A4 landscape

10 Gibdng x Copper A4 landscape

PHONG DENIM  |CHAT LIEU IN HAN KY

7 . 105 x 296 mm (landscape)
NIEM

9 DUONG CHI NOI KET 105 x 296 mm (landscape)
"Vui long khong cham vao hién

11 vat 8*15 cm
Xin cam on"

12 LICH SU CA PHE VN A3 landscape
ROBUSTA - GIONG GIA
"Twa nhu hdi tréng ron rang va
quyét liét,

13 105 x 296 mm (landscape)
thoi thic ban trai nghiém tinh
hoa cua van hoa ca phé Viét
Nam"

PHONG CAPHE |ARABICA - NANG CAN

"Cau chuyén vé hat Arabica tir

14 o 106 x 296 mm (landscape)
cay ca phé Catimor cua Viét
Nam"
ARABICA - THIEN LY
"Thién Ly la lya chon hoan hao

15 107 x 296 mm (landscape)

cho nhitng ai ua thich sy “diu

dang ma lai nong nan" cua ca




phé"

16 Blend 7 vi 1 A6 landscape
17 KHU VUC DENIM |Copper Denim 1 A3 landscape
18 CHECKOUT Check-out 1 A4 portrait

(Table 26: Checklist POSM)

10. HR allocation
> 04/11/2023

SO DO NHAN SU 04/11

CHECKIN PHONG TRIEN LAM

P N & RUNNER VONG NGOAI

PHOTOBOOTH &  PHONG TRIEN LAM & RUNNER VONG TRONG
DENIM

KHU VUC TRUNG BAY

3 HAU CAN
CHECKOUT DENIM & NETWORKING

CHECKIN

O EEl ] ==K

]
CHECK OUT + -

=il L

Figure 60 - HR allocation 04/11

PHOTOBOOTH

> 05/11/2023




SO DO NHAN SU 05/11 - TALKSHOW

CHECKIN PHONG TRIEN LAM RUNNER VONG NGOAI
DENIM

PHOTOBOOTH & PHONG TRIEN LAM RUNNER VONG TRONG
DENIM & CA PHE
KHU VUC TRUNG BAY HAU CAN

CHECKOUT DENIM & NETWORKING

CHECK IN

E*m---q;

(] (]
- CHECK OUT -

(]

Pong phong

Figure 61 - HR allocation 05/11



11. Communication material

a) E-invitation

THE FLAGSHIP TEAM

Than moi

DEN/M DAY

Ké Thiura Khai Pha

Tho1 gian: 10:00 - 20:00 Ngay 04/11
08:00 - 20:00 Ngay 05/11

Dia diem: GIONG Ca Phé - 180 Ly Chinh
Thang, P.9, Q.3, TPHCM




Figure 62 - E-invitation

b) POSM

< Event areas



- Khéng mang d6 &n thirc-udng bén ngoai.vao trong-khong gian Su-kién,
Luu y: - Khong.str dung ‘chét kich thich:trong khong gian Sw kién.
- Khong xa rac blra'bai trong khong gian.Su-kién

Figure 63 - Check-in POSM




500 00

COPPER DENIM

PP, Er.-L 0
s

Figure 64 - Copper Denim POSM

< Information board



//g\’

LAO DONG TAO
VINH QUANG

Thai h6i dau cach mang cong nghiép thir nhat, denim chinh la chat
liéu ctia quan yém, déng hanh cung nguai dan lao dong, thoai mai
lam viéc hang say bdi tinh bén bi va kha nang chiu mai mon cao.
Ngay nay, quan yém denim van nhan duogc su yéu thich trong hoat
dong thuong ngay tir nhirng nguai yéu thich su tién lgi. Chiéc quan
yém thudc thuong hiéu Sears, dugc ngudi suu tam st dung trong
nhirng dip lao dong, lam event hodc nhirng dip can mang theo bén
minh nhiéu dung cu, rong rai thoai mai.

‘DAU AN
HANH TRINH

Chiéc 4o khoéc Levi's Type 3 Denim Jacket la item biéu tuong cua

su tu do, phong khoang. Puoc ra doi vao giai doan dau thap nién
1960s va van duoc yéu thich rong rai cho dén nay. Chiéc do da
doéng hanh clng ngudi méc trong nhitng hanh trinh phiéu luu lao
dong, in hang nhirng vét fade di cung qua nam thang, trd thanh

cudn bang ghi dau nhirng ky niém.




TINH THAN
RAW CUA RAW

Chiéc 4o jacket Raw Of Raw Denim, véi hinh anh hé dugc thiét ké

bdi Easybadwork, chinh la sy dan ndi gitra chat liéu denim vén
than thudc doi thuong trong trang phuc cua ngudi Viét Nam, cung
cau chuyén tinh than bén bi, kién tri lao dong véi hinh anh quen
thudc trong van hoa nguai Viét.

GIONG DU KY X
COPPER DENIM

Su két ndi, giao thoa ké thira va bén virng gilra Copper Denim va

GIONG, thé hién tinh than "Locals support Locals" va déng diéu
cla hai thuong hiéu Viét, vi nguoi Viét. Hanh trinh Giéng Du Ky dién
ra vao dip 28/4- 10/5/2023, khach hang tin yéu GIONG sé trai qua
hanh trinh khdm pha 4 can cl dia nha Gidéng dé duoc nhan Jacket

Denim GIONG x Copper Denim phién ban Limited.




CHAT LIEU
IN HAN KY NIEM

Chiéc quan Nudie Jeans Grim Tim Dry Selvedge dugc mua tir nam 2014, 1a thanh qua sau nira
nam cham chi lao dong, tiét kiém cua ngudi sd hiru. Trén timg nép vai, la in han nhimng vét fade
ghi ddu ky niém, trai qua chuyén phuot Tay Bac bang xe may xuyén sudt mot thang, xuyén sudt
hanh trinh di bé leo ndi I3i rimg. C6 thé néi, chiéc quan nhu mdt ngudi ban dong hanh ciing nam

thang, cling véi nhitng ky niém khé quén

DUONG CHI

qN g

Thuéc déng san phdm “Redline’ cta Levi's 501. Redline la dong cudi dugc sir dung vai cone
mill, d&c biét véi dudng may mau do chay doc theo vién vai bén trong. Bat dau tir dau thé ky 20,
nha san xuat vai denim Cone Mills cta Levi's da str dung dudng may mau dé phan biét gilra cac

loai vai, va redlines tir do, tré thanh san pham duogc giéi suu tam san dén vi chat liéu cao cap va
tinh biéu tugng.

Figure 65 - Denim information POSM




ROBUSTA - GIONG GIA

“Tya nhu héi tréng ron rang va quyét liét thoi thuc ban trai nghiém tinh hoa cia
van hda ca phé Viét Nam”

Gidng nhu tén goi "Robust” cia minh, hat Robusta ludn mang trong minh sy manh
me, déo dai va cd siic song manh liét. Ching thich ng tét vdi nhimg diéu kién khi
hau khac nhau va c6 kha nang chdng choi tét trudc cac loai con triung pha hoai.

Cai tén "Giong Gia" dugc ra ddi tir nhiing pham chat dang quy cta ca phé Robusta,
tugng trung cho sy kién cuiing va sic manh dn chifa bén trong. Vdi 100% hat ca
phé Robusta tai viing dat Bao Lam tinh Lam Déng, doi nga Giéng Roastery da chat
loc nhimg huong vi phong phd dac trung, chi dao 13 vi sé co la den va gia vi hoan
toan tu nhién tir hat ca phé.

ARABICA - NANG CAN

“Cau chuyén vé hat Arabica tif cay ca phé Catimor cuia Viét Nam”

“Nang Can"” khdi nguén chinh tir nhimg phdm chat cla Arabica. Lsy cdm hing tir cau thanh ngir dan gian “nang
can di dac thuc”, vai y nghia rdng si kién tri va c6 gang sé gidp ban chinh phyc nhimng thir thach trong cubc séng,
viéc tréng ca phé Arabica & Viét Nam cdn rat nhiéu tam huyét va nd lyc mai cd thé gat hai duge nhing ngot
ngao.

Gidng Catimor tai Viét Nam, mang trong gene nhing huang vi it dugc ua chugng hon so vai cac cuting quic
Arabica khac, vi nhu mui gb va hau vi chat. Nhu ngui thiéu nir kho tinh, chung rat nhay cam vai khi hju va sinh
t6n kém trudc tac dong xdu cla thoi tiét va sau bénh. Tuy nhién, khi dugc canh tac, cham séc va sa ché tét,
Arabica tif giGng Catimor s& mang lai hinh thai phong pht va tinh té vdi huong vi ngot thanh ciia trai cay kh
cung vi chua thanh khiét nhe nhang.

Nang Can dugc két hgp tir ba phudng phép sa ché khac nhau ~-Washed (ché bién udt), Yellow Honey (mat ong
vang) va Natural (so ché tu nhién). C3 ba loai hat déu dugc tudn thi quy trinh I&n men trong trdi, phoi cham va
kiém soat do dm chat cheé. Hat ca phé nhan sau dé dugc doi nga Giéng Roastery rang theo cac profiles rat riéng
biét nham gitr 13i va danh thic huong vi ngon lanh nhat tiém dn trong hat ca phé.

ARABICA - THIEN LY

“Thién Ly la lya chon hoan hao cho nhing ai uva thich sy “dju dang ma lai néng nan"
cla ca phé"

Mang trong minh mot chit chua, huong thom ctia qua chanh, thoang thoang cay
&m cda tiéu den. Thanh phdm dugc ra doi dya trén tinh than cda bai tho "Trén
Buang Thién Ly", khi manh mé budc qua nhimg khé khan trén duiing hao quang,
surngot ngao sé don chds ban. Van 1a hat ca phé Arabica quen thudc tir Da Lat van
ngudti mé nhung chi véi ti bién tdu & khau chudn bj rang xay, Giéng mang tdi cho
ban cam nhan hoan toan khac so vai 7 loai rang xay trudc day. Va nhimng tin dé Cold
Brew dimng bo qua hat ca phé rang xay Thién Ly nhé.



HANH TRINH CA PHE VIET

’7‘:\\ (ﬂif‘ 3 < 2
- g 1857: NGUOI PHAP MANG HAT CA - Thit nghiém tai cAc nha this Cang gido & phia BAc

- Sau d6 dén mién Trung va dén Tay Nguyén, Dang Nam BO

- 2 = .
= PHE ARABICA BEN VIET NAM - Két ludn Tay Nguyén 13 nai thich hgp nhat dé tréng ca phée

1908:
NGUOI PHAP MANG HAT CA PHE
ROBUSTA VA EXELSA TOI VIET NAM

. - 19605 - 19705:
- Hang loat cong trubing quéic doanh dugc thanh 13p & mién Bic

. -Sau 1975: nganh ca phé Viét Nam budc vao giai doan phat trién

CUOI 1990S: 1986: COT MOC

- Viét Nam trs thanh nha may san xudt ca phé hang ddu Dong Nam A A 4 A CA A

- Viét Nam I3 nha san xuat va xuat khau ca phé xanh thir hai thé gioi, BOI MJI VA CAI CACH
sau Brazil. San lugng tap trung chil yéu vao hat Robusta, chiém 92,9%
tdng dién tich viing tréng ca phé

Hoi nghi ca phé 1&n thi nhat va
nganh ca phé phat trién manh mé

HIEN TAI:
- Nganh ca phé phat trién manh mé va ca phé trd nén quen thudc trong cudc song va

van hoa
- Viét Nam da tao ra mot thuong hiéu doc ddo vé canh tac “Robusta cubing df cao”

Figure 66 - Coffee information POSM



c) Brochure

e Thua
 Khai Ph

Thong tn vé

chuyén hanh trinh K8 thira &
sy kien va

0
S K

do s

trumg ca chilt My Raw Setvedghl
) hang cac dé1 tac

nhimg dam dh lan tod tir chu ¢
say khong ngimg nghl sdng tad SUPEH. AGORWAM Nam 3 duox

& ra tal G 3 Ly Chinh Thang - not giao thoa tinh hoa vin hde mang

e thé o8 dilin trong ahip s0ng hidn dad, thiln thidn vt mdk ruong v tinh

Taka it @ Fade it

than Local supports local

Copper Dentm

MO) barde during di, nguedt xem nhy disocl
vé hanh trinh cda chit lidu mang tinh & s g
vié con ngudl s30Q va fam viéc trong hot ¢ -
tinh lao G bén b va

sy sdng 190 &€ mang chit ligu trd thanh nidm dam mé va cb tinh img

dung trong dot sdng thutng ngdy & Group Vietnam RAW Denim
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Figure 67 - One side of brochure
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Figure 68 - One side of brochure



d) Sticker
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Figure 69 - Sticker

e) Cards - Limited gift at Denim Day

1,7cm 5,9cm 1,7em 59cm 1em

/ S . B
S

Nép trén <ijﬁ

hong1 | Mit 1 | héng2 | Mit 2 ot
(mét phu) | (mat chinh) | (métphy) | (maét phu) i dén

9cm

Size thyc 1 14 bai: 5,7x8,8x0,03 cm

Size thyc 1 hp bai/52 14: 5,8x8,9x1,57cm \ 1
Nap dudi

Size in uéc tinh 1 hop bai/52 la: 5,9x9x1,7 cm

Size trai: 16,2x12,4 cm ”

Figure 70 - Anatomy of the card box
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Figure 71 - Design of the box
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Figure 72 - Card detail



12. Communication & Partnership

\[e} TIMELINE CONTENT MEDIA CHANNELS
PRE- EVENT
1 31/10/2023 - Event poster and link to register - Take It & Fade It
for the event fanpage
- Group Vietnam RAW
denim
2 01/11/2023 - Special gifts when attending the - Take It & Fade It
event fanpage
3 01/11/2023 - Share the post announcing the - Take It & Fade It
offline event location of fanpage
Vietnam RAW denim - Group Vietnam RAW
denim
- Copper Denim fanpage
4 01/11/2023 - Create Denim Day event - Take It & Fade It
fanpage
- GIONG fanpage
5 02/11/2023 - Encourage responsible drinking - Take It & Fade It
and not driving after drinking fanpage
alcohol.
- Do not use stimulants in the
event and event space
6 02/11/2023 - Introducing the event's Talk - Take It & Fade It
show speakers fanpage
- Group Vietham RAW
denim
7 03/11/2023 - Map to guide you to the event - Take It & Fade It
location fanpage




8 03/11/2023 - Reels introduces the - Take It & Fade It
appearance of sponsor Con fanpage

Trau Workshop

MEDIA - ONSITE EVENT DAY

9 04/11/2023 - Special gift from Copper - Take It & Fade It
Denim fanpage
10 04/11/2023 - Recap event photo - Take It & Fade It
fanpage
- Group Vietnam RAW
denim
11 05/11/2023 - Recap event photo

(Table 27: Event social post)

13. Onsite
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Figure 73 - Event Onsite

14. Budget
NO. ITEM COST (VND) NOTE
1 Logistics 4.130.000
2 Catering 4.130.000
3 Booking MC 1.000.000
4 Printing & Set design 6.000.000
5 Location 0




15.260.000
TOTAL
(Table 28: Event actual cost)
V. EVALUATION
No. Expected KPIs Result % Evaluation tools

1 Increase positive brand feelings 80% positive 106,7% Post-campaign survey
among the audience of the feedback about the
campaign up to 75% brand averagely

2 Increase Brand consideration 61.9% 123.8% Post-campaign survey
among the audience up to 50%

3 Increase Brand choice among the 25.1% 100.4% Post-campaign survey
audience up to 25%

4 Gain 1.000 new followers on 1.000 followers 100% Meta business suite
Copper Denim’s Facebook

5 Increase total reach on project’s 176.137 reach 176% Meta business suite
up to 100.000

6 Gain 1.000 followers on social 1.130 followers 110% Meta business suite
media platforms

7 Receive 200 participants at an 196 participants 98% Event’s check-in form
offline event

8 80% positive event feedback for 92.7 % positive 116% Event’s feedback form
the event feedback averagely

A. SOCIAL MEDIA

(Table 29: Evaluation)

After two months of launching the Take It & Fade It fan page, it has achieved a reach of over

176,137 on Facebook and Instagram combined, with more than 80 posts published across both




platforms. The page has garnered 839 likes and 921 followers on Facebook, along with 209

followers on Instagram.

This surpassed the 80% KPI target of 100,000 reach on the fan page. Copper Denim's fan page
had also seen an increase of 1000 likes. Additionally, key campaign content such as the video
"The Fade™ has garnered over 23.3K views, and the "Denim Day" poster has reached 38K
people. Posts shared in the Vietham RAW denim group have received interaction and support

from members of the community.

B. VIDEO PRODUCTION
According to Meta, the promotional video received appropriately 49.000 reaches on Facebook
and Instagram. The teaser reached 1600 people. Youtube reported that the video had more than
1000 views. About 88% of the audience was male from 18 to 34 years old. In general, the main

target audience of the video was also the target audience of the campaign.

C. EVENT
According to the check-in form, the main audience of the event was young adults from 18 to
24 years old. The number of them accounted for 54.6% while the percentage of the main target
audience of the campaign was 43.4%. The remaining were over 34 years old.

Event Denim Day expected to have 200 participants within two days. The actual number of
participants that event received were 196 according to the Check-in form. Social posts about
the event received approximately 38.4k reaches. The Talk show was anticipated to be the key
moment of the event on 5th November. The number of participants checking in before and after
the Talk show was recorded pretty high, and the Talk show received about 40 participants.
After gathering data, the feedback for the event was mostly positive, over 80% of the
participants said they are satisfied with the event and exhibition rooms. Approximately 65%
rated the event as valuable and related to the denim community, and 57% thought that the event
was significant and meaningful. In general, Denim Day received over 90% positive feedback
from the participants about the meaning of the event, the key message, creative concept and
the staff.



D. BRAND FEELINGS

The post-survey received 435 respondents. The data was analyzed and used to draw
conclusions about how the campaign affected the target audience’s feelings for Copper Denim.
Male respondents accounted for 80% in total and there were about 40.5% of the audience from
25 to 34 years old while 50.6% were young male from 18 to 24 years old.

There were some questions to filter the participants to know whether they were new customers
and heard about Copper Denim after the campaign. About 29.7% people said they didn’t know
Copper Denim, while 70.3% knew the brand through their official communication channels.
There were approximately 54.9% respondents who knew about Copper Denim thanks to the
campaign, among them there were 14.9% that knew about the fashion brand after the event
Denim Day. Besides, Copper Denim also received positive feedback since the brand was
considered one of top 3 denim local brands that the customers would rate highly and saw as a

market leader.

1. Brand consideration & Brand choice
According to the survey, Copper Denim had 148 consideration rate compared to other denim
local brand such as Red Onion, V-Sixty four, Icon Denim and Mac May. About 62%
respondents said they will consider Copper Denim. Moreover, 70% of them agree that after the
campaign, they have more chances to consider buying Copper Denim’s products.

When being asked about the brand that they would prioritize, 25.1% of them picked Copper
Denim. In general, the customers’ consideration and choice for Copper Denim were averagely

high compared to other brands.

2. Brand feeling
Copper Denim’s association had several changes compared to the pre-campaign survey. Before
the campaign, customers usually saw Copper Denim as a great functional brand, they had
developed an emotional connection with the brand, yet. After the campaign, Copper Denim
was seen as a denim brand that has a meaningful brand story and brand heritage when the
respondents described Copper Denim as a creative brand. Besides, the participants of the event
Denim Day appreciated the key message of the campaign and event, which is also Copper

Denim’s brand story.



A 5-point Likert scale was set out for the participants to choose from strongly disagree to
strongly agree with the statement that described their thoughts about Copper Denim. About
194 people agreed and strongly agreed they developed a favorable attitude towards Copper
Denim (81.2%). Besides, there were 53% of them who would recommend Copper Denim to
others. Approximately 52% of the respondents strongly agreed that after the campaign, they
liked Copper Denim better. The amount of people who agreed that they felt connected and
related to the brand was around 48%. Eventually, over 73 said that they would consider buying

Copper Denim’s products.

E. CONCLUSION
In general, the campaign had 175.973 reaches through social media and received 196
participants at the event Denim Day. Besides, there was numerous positive feedback recorded.
The target audience of the campaign is creative, denim lover male that are adventurous and like
to express themselves through fashion from 25 to 34 years old. According to the data from
social media, the campaign successfully reached to 64% male, 25,7% 25-to-34-year-old, male

audience. Furthermore, 32,5% of the target audience was male 18-24 years old.

At the end of the campaign, the former objectives about positive brand feelings and the number
of reaches was successfully fulfilled. The leading position of Copper Denim was confirmed by
the customers when 70.3% of them chose Copper Denim as one of top 3 denim market leaders,

alongside with Red Onion and Mac May.

VI. FUTURE PLAN

Copper Denim’s long-term goal is sustainable development and a brand that is known as a
friendly brand among the denim community. Besides, after the campaign, Copper Denim
received positive feedback from the 18-to-24-year-old customers on social media and the event.
They will soon be one of the crucial target customers in the long run. The future plan is to
capture their needs with high-quality products, and simultaneously evoke their feelings through
stories from the 25-34-year-old audience, their experience, and some small tips about denim.
At the same time, these sharings also represent the value and spirit of the brand about “Ké
thira” and “Khai pha”, a journey of creativity and how the culture could be passed down to the
later generations. Furthermore, Copper Denim also intends to increase collaboration with male

celebrities with storytelling content about “Ké thira” and “Khai pha”.



The content pillar that could align with the goal is about Copper Denim’s brand story and the

denim community, brotherhood and denim culture.

Content pillar

Continuing the narrative of the "Inheritance” and "Exploration™ journey, future content pillars
will primarily focus on exploring the story of the Copper Denim brand as a brand of
"Inheritance™ and "Exploration,"” featuring:

e The concept of “Sdng trong hoi thd Denim” will continue to be shared by influencers
within the denim community, embodying the spirit of Inheritance and Exploration.

e The story of the Raw Denim experience from the Copper Denim brand.

e Various methods of denim preservation and creative approaches to denim material
will be shared by Copper Denim with the young audience passionate about the
material and the denim community.

e Increasing collaborations with father-son KOLSs to narrate the story of Inheritance and

Exploration.

Content pillar 1: Content pillar 2: Content pillar 3:

Emotional Content Brand Related Content Denim Community Content

Tell the story of Inheritance and | Exploring Raw Denim Material and
Exploration through father-son | Tips for Denim Care/Denim Pairing
KOL pairs. from Copper Denim.

The Denim community is made
up of Inheritors and explorers.

VNRD offline fest

VNRD offline fest is planned to hold in the middle of January 2023. It is one of the biggest
social events in the denim community and Copper Denim would join the event as one of the
biggest sponsors and partners like the brand did in the Fade Contest. An award ceremony for
the winners of the Fade Contest will also be held at the event. The faded denim items that the
members used to participate in the contest were mostly Copper Denim’s products. Copper

Denim would have an area at the event for displaying and commercial purposes as well.
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APPENDICES

1. MULTIMEDIA PRODUCTION
1.1. Promotional video
https://drive.google.com/file/d/1sVS8tgW991951BhuFgz K2AwwoPn7tTQ/view?usp=drive |

ink
1.2.  Eventrecap
https://drive.google.com/file/d/1rw8bpKBsj9JvYyziDpFWRGEAVKMmM9MhB/view?usp=dri

ve link



https://drive.google.com/file/d/1sVS8tqW99I95IBhuFgzJK2AwwoPn7tTQ/view?usp=drive_link
https://drive.google.com/file/d/1sVS8tqW99I95IBhuFgzJK2AwwoPn7tTQ/view?usp=drive_link
https://drive.google.com/file/d/1rw8bpKBsj9JvYyziDpFwRGEAVKMm9MhB/view?usp=drive_link
https://drive.google.com/file/d/1rw8bpKBsj9JvYyziDpFwRGEAVKMm9MhB/view?usp=drive_link

2. Quantitative Research: SURVEY ABOUT BRAND AWARENESS AND
CUSTOMERS’ SATISFACTION LEVEL TOWARD A FASHION
BRAND

There were 401 respondents including two main groups: 25-34 years old and 18-24 years old.

e General information

Ban la |_D Sao chep

401 cau tra loi

® Nam

@ N

@ Khac

@ Khéng mudn néu cy thé

Noi ban sinh séng va lam viéc IO saochép

401 cau tra loi

@ Thanh phd Hé Chi Minh
® Ha Noi

@ BaNing

@ Bic Ninh

@ Binh Duong

® Buc

@ Thai Nguyén

® BaRiaViing Tau.

TR 4
Do tudi cta ban |0 saochep
316 cau tra lai
@ Dudi 18 tudi
@ 13-24 tudi
® 25-30 tudi

® Trén 30 tudi




e Details

Khi nhac vé thuong hiéu jeans/ denim, ban nhé dén nhitng thuong hiéu nao?
239 cau tra loi

Cooper Denim

Levis

Cooper denim

Levi's

LEVIS

Levi

Copper Denim

Copper denim

Levi's

Khi nhac vé thuong hiéu jeans/ denim, ban nhé dén nhitng thuong hiéu nao?

239 cdu tra loi
Icon Denim, Blue Exchange, Levis
Coper Denim
CK, Levi's
Levi, DG, evisu, japan, gap,
Levi's
Owen
Levis, Wrangler, Uniglo
DIESEL, CALVIN KLEIN

Levis Visvim



Ban biét thuong hiéu denim nao sau day?

401 céu tra loi

Icon denim

V - SIXTYFOUR
Copper Denim
Levi's

The Demmister
AESIR Studios

Red Cnion

Ban sé can nhac mua trang phuc ctia thuong hiéu denim nao sau day?

401 céu tra lai

lcon denim

V- SIXTYFOUR
Copper Denim
Levis

The Denimister
AESIR Studios

Red Onion

41 (10,2%)

36 (9%)

50

Ban yéu thich thuong hiéu denim nao?

401 céau tra loi

Icon denim

V - SIXTYFOUR
Copper Denim
Levi's

The Denimister
AESIR Studios

Red Onion

50

|_|:| Sao chep

250 (62,3%)

267 (66,6%)

300

|_|:| Sao chép

236 (58,9%)

250 (62,3%

200 250

|_|:| Sao chep

216 (53,9%)

243 (60,6%)

200 250



Ban da tirng nghe dén Copper Denim chua?

401 céau tra loi

Ban da tirng ghé clra hang Copper Denim chua?

401 céau tra loi

Ban da bao gid mua san pham cta Copper Denim chua ?

401 cau tra 1oi

@ Roi
@ Chuwa tirng

® Réi
® Chuwa tirng

@ Roi
® Chuwa ting

[L:l Sao chep

|D Sao chep

|_[:| Sao chép



Khi nghe néi dén Copper Denim, diéu dau tién ban nghi dén la gi?

401 cau tra loi

Chu chd Copper 94 (23,4%)

61 (15,2%)

Denim chét lvong cao 254 (63,3%)

[&)]
T~
—_
S
=i
—

Khéng biét

khéng co

denim chét lwong vag...
Tiém lyc

Hang Viét Nam

thwong hiéu local bran...
dd gia ré

chu

Brand denim Vn

local brand lam denim,...
Localbrand lam raw de...
Tiéng léng canh sat

Ko biét téi brand luén

Quan 4o binh thudng

Chwa nghe dén
khéng biét

chura biét

chwa nghe dén
Khéng nght gi
Méi biét qua fb
Ctra hang denim
Minh khéng biét
Khéng biét vé ctra han...
dé jeans

khéng

raw denim

_\_\_\._L_x_\_\._\_L_\_\_\_\_L_\_\._\_x_\_\._\_\_\_\_\._\_L_\_\._\_x_\_\_\_\_\_\_\_\_x_\_\_\_\_\_\_\_x_\_xml\)[\)I:

khéng biét
0 100 200 300



These questions below are evaluated based on the 5-point Likert scale, from totally disagree

to totally agree

Copper Denim...

San pham bén dep. C6 thé sir dung trong thaoi gian dai |0 saochép

217 céu tra lai

150
126 (58,1%)
100
70 (32,3%)
50
6 (2,8%) 2 (0,9%)
) —
1 2

Da dung, co thé sir dung trong nhiéu hoan canh
217 cau tra loi

150

116 (53,5%)
100

76 (35%)

50

3(1,4%) 4 (1,8%) 18 (8,3%)




Xlng dang vai gia tién
217 cau tra loi

150
100
50
5 (2,3%) 2(0,9%) 20 (9,2%)
0
1 B 3

Dich vu tai cra hang nhanh chdng, hiéu qua va chuyén nghiép
217 cau tra loi

150
100
50
5(2,3%) 0 (0%)
0
1 2

Nhén vién than thién, chuyén nghiép va lich su
217 cau tra 1&i

150

100

50

4(1,8%) 0 (0%)

113 (52,1%)

77 (35,5%)

130 (59,9%)

73 (33,6%)

143 (65,9%)

64 (29,5%)



Thuong hiéu ¢é gu va phong céch thiét k& an tugng, hap dan
217 cau tra loi

150
100 107 (49,3%)
88 (40,6%)
50
3(1,4%) 3(1,4%)
0 | 16 (7,4%)
1 2 3 4 5

Than thién v&i moi truong
217 cau tra |i

200
150 158 (72,8%)
100

50

4 (1,8%) 2(0,9%) 28 (12,9%) 25 (11,5%)

1 2 3 4 5

Ban c6 cam thay minh la ngudi nang déng, hoat béat va day nang luvong khi sir dung sén pham
Copper Denim khong?

217 cautra lai

150

100 107 (49,3%)

50
47 (21,7%)

35 (16.1%) 27 (12,4%)




Ban cam thay yéu thich véi Copper Denim dén mirc nao?
217 cau tra loi

150
131 (60,4%)

100

50

44 (20,3%)
0,
0 (0%) 29 (13,4%)
5 | 13 (6%)
1 2 3 4 5

Copper Denim dép (rng nhu cau cla ban tét d&n murc nao?
217 cau tra loi

150

100 104 (47,9%)

50
45 (20,7%) 42 (19,4%)

1(0,5%) 25 (11,5%)

0 |
1

Kha nang ban gidi thiéu Copper Denim cho ngudi khdc nhu thé nao?
217 cau tra loi

100

85 (39,2%)
75

50 51 (23,5%) 50 (23%)

25 30 (13,8%)

1(0,5%)




Ban san sang chi tra bao nhiéu cho san phdm denim & Copper Denim?
217 cau tra loi

@ 200.000 - 399.000
@ 400.000 - 599.000
@ 600.000 - 799.000
@ 800.000 - 999.000
@ 1.000.000 - 1.500.000
@ 1.500.000 - 1.800.000

Ban thich gi nhat vé Copper Denim?

217 céu tra loi

Chat lugng

Dich vu t6t

Dich vu

Vi

Quan

Denim chat lugng

Sén pham chat lugng
Chat lugng va hoan thién

Denim



Ban thich gi nhat vé Copper Denim?

217 cau tra loi
denim 6n trong tam gié
Local brand
thiét ké dep
vai
Chat liéu- k¥ thuat
Chat lugng cao, cach lam viéc chuyén nghiép.
Phl hop so do cla nguoi Viét
San pham quan

San pham rat chat luong tir khdu déng gdi cho t6i san pham

Dieu doc dao nhat ve Copper Denim la gi?

217 cau tré loi

Chat lugng

Dich vu tot

Dich vu

Denim

Copper custom project

Custom project

Khéng di theo trao luu cua gidi tré
C6 thé custom trén dé denim

Vintage



Dieu doc dao nhat ve Copper Denim la gi?

217 cau tra loi

Sén pham form va chat lugng
Concept rd rang, nhan vién than thién
Thén thién mai truong 10 diém
Quality raw denim made by VNese
Brand Viét Nam

Cé vai project custom hay ho

Thiét ké

ban cd 4o thun

Copper

Copper Denim Ia...
217 cau tra loi

Uy tin, dang tin cay

Sang tao

Thuc té

Than thién

D& mén

Quan tam dén khach hang c...
Quan tam dén cong déng

46 (21,2%)

121 (55,8%)
29 (13,4%)
75 (34,6%)

82 (37,8%)
179 (82,5%)
140 (64,5%)

C6 tinh than trach nhiém 52 (24%)
bang tin cay 49 (22,6%)
Uy tin va cé strc thuyét phuc 35 (16,1%)
Hiéu biét 29 (13,4%)
Bi moi 26 (12%)
bang ngudng md 21 (9,7%)

0 50 100 150 200



Mac Copper Denim giup tdi tao an tugng tot hon.
217 cau tra loi

150
100 102 (47%)

50

49 (22,6%)
40 (18,4%)
2 (0,9%) 24 (11,1%)
0 |
1 2 3 4 5

Copper Denim tuong x(rng vdi hinh tuogng t6i mudn theo dudi.
217 cau tra loi

150

100 111 (51,2%)

50 53 (24,4%)

2(0,9%) 23 (10,6%) 28 (12,9%)

Téi la khach hang trung thanh cia Copper Denim.
216 cau tra loi

150
148 (68,5%)

100

50

31 (14,4%)
22 (10,2%)

13 (6%)




T6i cam thay dugc su dong diéu vai nhirng ngudi str dung san pham ctia Copper Denim.
217 cau tra 1oi

150
144 (66,4%)
100
50
) (0.9 33 (15,2%)
0,
. (0,9%) 16 (7.4%) 22 (10,1%)
1 2 3 4 5

Toi sé quan tam dén nhirng san pham co tén Copper Denim trén do.
217 cau tra loi

150
135 (62,2%)
100
50
36 (16,6%) 33 (15,2%)
2(0,9%)
0
1 2 3 4 5

Theo ban, Copper Denim cén cai thién diéu gi?
217 cau tra loi

MA&u ma chua da dang

Gia thanh cao, chwa phu hop
Cén day manh truyén théng
Théng diép truyén théng kho...
Chét lvgng dich vu tai ctra h...
Khac

Tao event dua xe hop void...
Form dang, chiéu dai tay, ba...
V&1 nhitng san phdm cao cé...
minh thich vintage nén wa th...
Vé size

Can nhéc tach biét han cac...
Mainstream, but lowkey

nhidu size va form dang hon

it size dé Iya chon

it size va m&u ma dé Iwa chon
it size va mau

71 (32,7%)
78 (35,9%)

161 (74,2%)
123 (56,7%)

6 (2,8%)
15 (6,9%)

0 50 100 150 200



3. INSIGHT
After conducting interviews with 15 participants that were considered the defined target
audience of the campaign, the result showed that they experienced identity confusion at some
parts throughout their development stages. Besides, they usually use fashion to express
themselves, especially denim. The interviews were for research purposes only and they all gave

their consent before doing the interviews.

Below is the summary of the questionnaire and the answers of several representative

participants.



1 2 3 4
No. Participant | Anh da tirng trdi qua  Nhitng sw thay doi |  Anh/chi cé tirng sir Néu cé mét sw kién
vin dé khiing hoding  kinh té xa hji trong | dung denim nhw mjt dé ton vinh thoi
can tinh cd nhéin giai doan 93 , tinh | cdch dé thé hign ban | trang denim thi anh
chwa? Anh cé thé ké  hinh nhw vdy cé lam | than hay khong? Néu mong muon dwoc
nhiéu hon vé nhitng ~ anh/chi cim thdy | cé mong anh/chi chia | trdi nghiém nhiing gi
khiing hodng do kho khan hon trong sé thém 0 sy kién do?
dwoc khong? viéc xdc dinh cin
tinh cd nhén ciia
minh khong? Tai
sao
1 Anh nghi 1a anh D6i v6i mot nguoi Anh nghi 1a minh c6
huong kha nhiéu, “con nha noi” nhur anh | thé chia sé nhiéu hon
cach xa hoi thay thi d6 1a diéu hién v6i anh em cong
d6i, kinh té rdi nhién. Tuy nhién thi dong. Noi ma dé moi
Nhiéu lan. Tir nhimg | truong 16p thay doi, | voi anh d6 khong chi 1a | ngudi hop mit, giao
nam xa nha di du hoc, | cach minh thich chat liéu dé kiém ra lru va cung nhau két
Anh Tu Pham, |trong qua trinh dugc | nghi ciing khac so tién ma 1a chit liéu nbi. Mot ngay vé
30 tudi, b6 me dinh huéng tiép voi thé hé trude. mang gié tri di san, Denim va noi dé moi
founder Copper|quan sy nghiép cta gia cling 14 chét liéu gin ngudi ké chuyén cho
Denim dinh va cho dén khi két ca gia dinh. Anh nhau nghe vé moén dd
thanh l1ap Copper dam mé denim, theo suru tim cta minh.
Denim. dudi chét liéu d6 va
con duong sy nghié¢p
nay ciing 1a cach dé
khang dinh va dinh
hinh ca tinh cta anh.
2 |AnhPhiTién | Rétnhiéu lan, trai dai | Anh nghi la giai Thudng 1a anh sir dung | Anh thich nhitng noi
Dai, 30 tudi, tir nhitng nam 18 tudi | doan giao thoa va trong ltic di choi, di du | c6 thé giao luu va két
Account cho toi hién tai. Nam | thay d6i d6 anh lich va kham pha cing | ndi cting cong dong.

manager, phu
trach thi truong
VN cta mot

thuong hiéu

18 tudi xa gia dinh di
hoc, di 1am xa nén
gip nhiéu thay dbi,

bd ngo.

hudng dén ca thé
hé. Anh va ban bé
cling c6 nhiéu thic

mac va phan van.

ban bé. Nhitng birc anh
la ky niém va trai
nghiém ctia anh. Ban

than minh ciing thé

Khi di vé minh sé& co
nhi€u trdi nghiém va
duoc biét nhiéu hon

v€ denim, cach phoi




toan cau tai

hién dugc ca tinh thong

do6 véi cling co thé co

Singapore qua nhitng bo quan 40 | nhidu mdi quan hé
denim d6 vi trén cuéc | anh em hon.
hanh trinh mdi nguoi
déu c6 mot vé riéng.
Chic 1a luc bt dau Anh v6i ban bé Denim lam anh nang Anh nghi 1a su kién
chon nganh, chon cling phan van voi | dong hon. Ngoai ltc di | tuong tac va tao cho
N nghé vao Pai hoc. d6i lic mét dinh lam thi anh thich dugc | anh em co hdi giao
Anh Nguyén ) sz ) T : e
Anh di du hoc xa nha | hudng nhieu lam. dién denim dé di choi Iuru, két noi, tro
Manh Cuong,

30 tudi, lam
viéc trong linh
vuc truyén
théng, chuyén

vé Strategic

nén cling phén van

nhiéu lam.

Anh nghi 14 giai
doan d6 anh huong
nhiéu dén xa hoi
nén lam thay doi tu
tudng cua ca thé hé

tui anh ludn, cach

va di phuot vdi ban be.
N6 lam phong céach cua
minh da dang hon chir
khong chi goi gon

trong van phong.

chuyén nhiéu.

planning . s
nhin nhan van dé
khéc va cach tu duy
cling khac.
Khi vao dai hoc, co Giai doan doi méi Ban déu, yéu thich Noi giao luu, két nbi
co hoi di nhiéu noi, anh huong dén ca denim vi vé dep don vO61 anh em, chia sé
trai nghiém nhiéu thé hé, nhitng ngudi | gian, va lai con rit bén | nhimng cu chuyén vé
diéu, ciing 14 luc hinh | ddng trang Itra v&i | bi, pht hop v6i phong | cong ddng, vé cac
. thanh sy yéu thich anh ciing c6 nhidu | cach cua ban than. Ban | item denim.
Anh Nhéan o ) , , , B
N voi thoi trang denim. | sy thac méac, phan than minh thich sy Muodn mang chiéc
Nguyén, 31 " . D 2 .
i Co nhiu phong cach, | van trong dinh thoai mai, tu do vi vy | quan Nudie Jeans cua
tudi, ki . , L
) nhiéu cach thé hién hudng ca nhan. viéc Ira chon denim minh dén dé gioi
doanh thoi ) . _ )
] minh thong qua thoi xuat phat tir dac tinh thiéu va chia sé thém
trang denim,

hién la admin

cua VNRD

trang.

cua loai vai nay.
Denim bén bi, mau
xanh indigo don gian
rat phii hop dé mic
hang ngay vi denim la
cht li¢u cua tang 16p

lao dong chan tay ngay

vé hanh trinh minh d3

trai qua cung no.




xua. Mot diéu tha vi la
denim cang mac sé co
nhiéu ddu vét son mon
& 14m ban nhung diéu
d6 lai tao nén mot sy
khac biét thé hién c4
tinh cta ban than rat

cao.

Anh Khoa
Nguyén, 31
tudi, kinh
doanh thoi
trang denim,

hién la admin

Nhiéu nhét 1a khi bat
dau di hoc xa nha, di
lam, bat dau tim hiéu
vé nhimg dam mé
trong thoi trang. Vi
c¢6 nhiéu phong cach
qué minh cling loay
hoay khong biét cai

nao phu hop véi minh

Anh nghi 1a 6 mét
vai khia canh. Lira
anh & giai doan do
khéc so v6i nhitng
thé hé trudc, va ca
thé hé sau nhu Gen
Z. Anh duoc tiép
xuc véi cong nghé,

dugc hudng lgi ich

Anh nghi 1a Denim la
mot chat lidu phan anh
dugc tinh ca nhan, no
s€ goi su thich thu khi
mac 1én no va "cay"
n6. N6 ciing thé hién
dugc su doc nhat, mdi
ngudi mdi ca tinh va

chinh con quan day

Noi ma anh ¢6 thé
thoai mai tr6 chuyén
cung anh em vé
nhitng trdi nghiém
cua minh véi denim.
Vi v6i anh denim
khong chi 1a thoi
trang ma con la

phong cach song, 1a

lau dai. tir giai doan d6i dugc cay boi anh nd s& | chét lidu két ndi cong
cua VNRD . . 3
moi, va cach song dep theo kiéu cua anh | dong anh em.
clia minh ciing thay | mong muén.
d6i vi xa hoi thay
d6i qua nhiéu.
Anh di timg trai qua. | Anh nghi 14 nhiéu V6i ca nhan anh, mic | Chd dé anh duogc gip
Hau nhu 12 xuyén hon cac thé hé khac. | denim cho fade anh em ban chuyén
Anh Nam sudt khoang thoi gian | Tai luc d6 céi gi 'nhiéu/dep' chi 1a phu, | vé denim, trao d6i dd

Quan, 34 tudi,

dau hai muoi tudi, lac

cling déu méi va la.

ma viéc fade-cua-

v6i nhau va giao luu,

lam viéc trong | di hoc va lap nghiép | Xa hoi thay dbi denim 13 cong cu phan | két nbi.
nganh truyén | xa nha. nhiéu 1im, méi anh dung 16i séng,
théng, yéu truong sdng ciing cong viéc cua anh mot
thich thoi trang thay d6i va qua cach trung thuc, cu thé
denim trinh truong thanh | nhat. Va cai gi trung

ctia anh ciing khac. | thuc déu c6 vé dep

riéng cua no.

Anh Long, 27 | Anh gip van dénay | C& nhan anh khéng | Anh la mot ngudi yéu | Anh thich nghe may




tudi, 1am viéc
trong nganh
dich vu nha

hang khach san

tr lic vao Pai hoc
cho dén bay gio. Anh
v6i nhiéu nguoi cing
trang lra nira, van
hay loay hoay khong
biét nén dinh hudng

nhu thé nao.

l6n 1én trong giai
doan d6 nhung theo
anh 1a c6 anh hudng
it nhiéu. Theo ba
me ké thi trudc nam
90 kha kho khan
nhung sau do thi xa
hoi thay do6i nhiéu,
nén co I cling anh
huong dén viéc dinh
hinh ban sic ca

nhan.

thich denim nén anh
nghi la c6. Denim vira
mang vé dep cta lao
dong vira mang vé dep
sang tao, doc dao va ca
nhan. Véi anh thi
denim nhu 1a mét cach
dé thé hién ban than
don gian ma cling hiéu

qué nhét.

anh em ké chuyén
suu tim denim, thich
trao d6i quan 4o va
phu kién voi méy anh

nua.

Anh Quang, 25
tudi, video

editor

Anh nghi 1a nguoi
lam nganh sang tao
thuong xuyén gap
van dé nay. Khong
chi 1a bé tic sang tao
ma con 1a dinh hinh

dau an ca nhan.

Chéc 1a c6. Anh
nghi 1a khoang thoi
gian d6 xa hoi bién
dong nhiéu va cong
nghé cling moi phat
trién & Viét Nam
nén anh huéng dén
thé hé 1a diéu khong
tranh khoi.

V6i anh thi c6. Denim
don gian, d& phdi, d&
mic va ciing dé bao
quan. Phong cach cta
anh la don gian, thoai
mai va tu do nén denim

rat phi hop.

Anh thich di trién 1am
v6i dugce gap anh em
dé cung nhau giao luu

va tro chuyén.




4. PRODUCTION
4.1.  Checklist
4.11. Props
) S6 Tinh
STT Hang muc Tén PIC Note
lwgng | trang
SET 1: Phong ngu + Phong khach
1 Dién thoai 1 Pico  |Anh Quyét
2 Ban hoc bira bon Ty lam |Thuy Trang
Chiéc ghé day Dia diém
3 ) 1 Muon
outfit quay
4 Quan 4o 16n x6n Muon  |Duy Thai
Poster trén
5 10 Ty lam |Thuy Trang
tuong
Drap giuong
6 tron hoac mau baco |Thuy Trang
trung tinh
7 PAO CU Vo 1 Muon |Thuy Trang
To bao Copper
8 ) PP Ty lam
Denim
Chia khoa
9 ) Muon
vintage
Tag denim (cho Copper
10 J ( 1 Muon PP
chia khod) Denim
11 Guitar dién 1 bacoé |Thuy Trang
12 Amp 1 ba co




Laptop grfm

13 nhiéu sticker, |1 Paco |Thay Trang
gidu hang
14 Séach decor 10 baco |Thuy Trang
Tham trai san Copper
15 ] 1 Muon )
vintage Denim
16 Ly udng tra 1 Pico |Thuy Trang
17 Deén decor 2 baco |Thuy Trang
18 Birc tranh decor |1 baco |Thuy Trang
19 Ban co vua 1 bacé |Thuy Trang
Pong ho bao .
20 1 baco |Thuy Trang
thirc
Pin cho dong hd
21 1
bao thire
22 Mén do6 1 Paco |Thay Trang
23 Nén 1 Pico |Thuy Trang
24 Moc quan 40 2 bacdé |VO Truong
Tham trai ban
25 ) 1 ba co
vintage
Controller
26 ) 1 Daco |Thuy Trang
design
Bién poster . )
27 ] 4 Muon |Thuy Trang |Kepi
vintage
28 Quan short 1
PHUC M h Quyé N
A 5 uon |(anh Quyét uoi con trai
29 TRANG Ao thun mic . y g

ngu




Mit kinh g&
30 . 1
trong
- Muon  |anh Hung Ngudi bd
31 Ao polo 1
32 Quén jeans 1
B6 denim cii da
33 1
fade
Copper . .
Muon ] Nguoi con trai
Denim
Pin cai 4o
34 ) 1
Copper Denim
35 Giay da 1 Muon Muon Thé Anh
36 V& 1 bacoé |Thuy Trang

SET 2: San nha




37 Xe
38 PAOCU  |chia khéa xe Muon
39 Non bao hiém
40 Ao polo
41 Quan jeans .
Muogn  |anh Hung Nguoi bo
Mit kinh g&
42 .
trong
a3 PHUC Bo denim cu da
TRANG  [fade
Copper . .
Muon ) Ngudi con trai
Denim
Pin cai 4o
44 )
Copper Denim
45 Giay da Muon muon Thé Anh

SET 3: Quan rwou




Copper

46 Chia khoa xe Mugn ]
Denim
PAO CU
Ly ruou khac ;
47 . Muon  |quan bar
mau
B6 denim cii da
48
fade
Copper ) )
Muon ) Nguoi con trai
Denim
Pin cai 4o
49 .
Copper Denim
50 Giay da Muon |Thé Anh
PHUC
TRANG
51 Pam den Muon |TU Ban gai
52 Giay cao got Muon |TG




5. EVENT

5.1.  Setup description
No. PIC Core Team Description Image Prop checklist
CHECK-IN
- Chup va quay hinh Ngoai hanh lang:
khong gian trudc lac - Ngay ctra ra vao: 1
nhan set up standee event & 1
- Dam bao nhan su POSM: event di 16i bén
clia team minh xuét phai
] hién ding gio, nhan - Standee ngay 16i vao
Duong Thi . .
1 . checklist va kiém du
Hong Chau . ' )
ve khong gian set up Trong khu check-in:
cua team - 1 POSM théng tin
- bam bao nhan su tap check in nhan qua & luu
trung va hoan thanh T== |y khong dem db an/ thirc
. dung phan setup cia udng bén ngoai
Ai Thanh | P P s s
minh - Ma QR code bai post su
kién
Trén ban check-in:
- Brochure - Médi ngay
- HO tro team setup 200 bd Brochure; mdi
5 boan Hoa trong khong gian dugc budi ¢ 15 cai dau co

Nha

nhan

- Pén dung gio

sticker

- 1 Khan trai ban mau
den

- 2 menu nudc tu

GIONG/ Ruou

PHOTO BOOTH




- Bén ding gio
- Chuyp va quay hinh
khong gian trudc lac

nhan set up

HAI _
- Bbam bao bén thi 2 Backdrop
PHUONG
cong dat booth dliing
vi tri, khong bi nhan,
rach, gay va anh
hudng dén tuong
DENIM EXHIBITION ROOM
Nguyén Thi - 6 item raw denim
Hoang Lan + Ao jacket fade - anh
. Nhén
- Check cac thong tin . X
o + Quan fade - anh Nhéan
di doi trong phong + o,
] ] + Quan yém Denim - anh
chuyén vao kho can )
Nhan
than C
R + Ao trang Copper x
- Chup va quay hinh '
Khiém DPang - anh Ngoc
khong gian trudce luc ; ) .
~ + Ao Levi's - Tuyén
VO nhan set up »
. + BST Giong x Copper
TRUONG |- Pam bdo nhan sy ) .
, , Denim - Gidng
Thé Anh + ctuia team minh xuat .
, Quy céch:
HAI hién ding giod, nhan
. . |- 4 bd trung trén khung
PHUONG |checklist va kiém du : ,
. ‘ treo + 4 Chan dé thong
ve khong gian set up i
in
cua team )
- 2 b treo key item + 2
- bam bdo nhan sy tap .
o khung treo thong tin
trung va hoan thanh
dung phan setup cta . , o
R - Sa ban - Moc thoi gian
minh _
cta raw denim
; - Set up md hinh sa - TV sat tuong + ké tu
Trac Anh

ban




- Kiém ké va setup

khung treo, gia sit,

- Bang foam "Vui long

khong cham vao san

8 |Lay My Hoa o . ISR
cac bang foam, cau pham/hién vat"
chuyén
- Set up m6 hinh sa
ban, cac khung trung
8 |Phong Hai bay trang phuc, ddm
bao cac thanh tai gin
khung tranh an toan
DENIM & COFFEE EXHIBITION ROOM
- Chup va quay hinh - Tai ca phé (3 vi "Giong
khong gian trude lic Gid - Nang Cén - Thién
nhan set up Ly")
- Bam bdo nhan su + Giong Gi: 2 bich
clia team minh xuét + Nang Can: 2 bich
hién dung gio, nhan + Thién Ly: 2 bich
checklist va kiém du
o |VONgoe vé khong gian set up - 7 loai of con lai, mdi
~ aa t . . X \
Quynh Trang VO cua team X loai 1 bich xép theo hang.
TRUGNG |~ bam bao nhan sy tap | = °
+ trung va hoan thanh |- Khay bung + Ly + phin
HAI diing phén setup clia - 2 tai canvas dyng hat ca
PHUQNG |MINN phe
- Giao tiép v6i team
GIONG dé dam bao -3 POSM nho timg loai
thong tin tring véi hat cafe (dé ké bén 3 dong
ca phé chinh) A6
10 Nguyén Qudc phé - 1POSM Giong
Mai - Kiém bang foam - 1 POSM lich sir cafe

théng tin ca phé

- Khung gb trung bay bao




11

Ngoc Thu

12

Team
GIONG

- Set up khung gb
trung bay bdo va 8 to

béo

- Ho tro setup dung

thong tin vé ca phé

- 8 To bao The Denim

Journals

COPPER DENIM DISPLAY AREA

13

Théng Ngb

14

Tran Thai
Nha

THUY
TRANG

- Chup va quay hinh
khong gian trudc luc
nhén set up

- Chup va quay hinh
cac trang phuc khi
nhén, dam bao trong
qua trinh setup khéng
lam hu héng trang
phuc

- bam bao nhéan su
clia team minh xuat
hién dang gio, nhan
checklist va kiém du
vé khong gian set up
cua team

- bam bdo nhan sy tap
trung va hoan thanh
dung phan setup cta

minh

- HO tro team kiém
trang phuc va treo

trang phuc

5 items:

+ 1 Quén Copper Denim
ver 1l

+ 1 40 Jacket ver |

+ 2 Tai Denim Head

+ 1 Ti recycle tote -

- 5 cai méc treo

- 1 sao treo

-1POSM + ma QR

- 1 chan treo




- HO tro team kiém
Vian Thi Thuy
15 trang phuc va treo
Duong
trang phuc
CHECK OUT
- 100 voucher Con Trau
N THUY - 40 B9 bai
Nguyén - Bang nhép va check
16 TRANG & - Khan trai ban mau den
Khanh Van | . form feedback
Al THANH - 1 POSM thong tin nhan
qua + ma QR su kién

5.2.  Feedback form

Ban c6 thay hai long vé phong trién 1am Denim?

128 cau tra 1oi
100
94 (73,4%)
75
50
25 29 (22,7%)
1(0,8%) 1(0.8%) 3(2,3%)
0 |
1 2 3

Feedback about Denim exhibition room




Ban cam thay an tuong véi Phong trién 1am denim va ca phé?
128 cau tra 1oi

100
. 85 (66,4%)
50
25 32 (25%)

0 (0%) 2 (1‘|6%)
O |
1 2

Feedback about Denim & coffee exhibition room

Ban c¢6 thay hai long véi cach bay tri trién [am?
128 cau tra 1oi

100
87 (68%)

75

50

25 29 (22,7%)

1(0.8%) 1(0.8%)
N | | 10 (7,8%)
1 2 3 4 5

Feedback about the display in the exhibition area



Ban dénh gia thong diép cla su kién nhu thé nao?
128 cau tra loi

Hay va y nghia 73 (57%)

Cé gia tri va gan gli v&i cong

{+}
déng denim 81(63.3%)

Quen thudc va dé hiéu 57 (44,5%)
Hay nhung kho hiéu 5 (3,9%)
Khéng hayfi—1 (0,8%)
1(0,8%)

0 20 40 60 80 100

Feedback about the meaning and key message of the event

Ban c¢6 hai long vé khéng gian tuong téc cua su kién khdng?
128 cau tra 1oi

100
88 (68,8%)

75

50

25 27 (21,1%)

1(0.8%) 2 (1.6%)
0 | | 10 (7,8%)
1 2 3 4 5

Feedback about the networking area



Ban dénh gia thé& nao vé ekip nhan su cua su kién?
128 cau tra loi

Chuyén nghiép 78 (60,9%)

62 (48,4%)

Hiru ich
Théan thién 96 (75%)
Nhiét tinh 90 (70,3%)
Rét gioi

0 20 40 60 80 100

Feedback about the staff



Quantitative Research: SURVEY ABOUT BRAND FEELINGS AND
CUSTOMERS’ SATISFACTION LEVEL TOWARD A FASHION
BRAND

e General information

Ban la
435 cautralai

® Nam
® NG
@ Khéng mubdn néu cu thé

Noi ban sinh s6ng va hoc tap lam viéc
435 cau tra loi

@ Thanh phé H6 Chi Minh
@ Ha Noi

@ DbaNéng

@ bic ninh

@ binh duong

@ Tién Giang

@ Hai Phong

® Hué

13V

Po tudi cla ban
435 cau tra loi

@ Dudi 18 tudi

@ 18-24 tudi

® 25-34 tudi

@ T 35 tudi tré 1én

e Details



Ban co biét vé Copper Denim khong?
435 cau tra 1o

@ Biét
@ Khong biét

Ban biét dén Copper Denim qua dau? (Chon 'Khong biét' néu ban chura biét vé thuong hiéu Copper
Denim)
435 cau tra loi

@ Kénh truyén théng chinh thirc cla
Copper Denim

@ Facebook Take It & Fade It

@ Instagram Take It & Fade It

@ Video 'THE FADE'

@ Su kién 'Denim Day'

@ Khéng biét

Top 3 thuong hiéu local denim ban danh gia cac nhat trén thj truong?
239 cau tra 1&i

Copper Denim 168 (70,3%)

Red Onion 172 (72%)
V-Sixty four 123 (51,5%)
Icon Denim 114 (47,7%)

Méc May 156 (65,3%)

khéng biét cac hang khac 1(0,4%)
1(0,4%)
1(0,4%)

1(0,4%)

taobao

Levis

0 50 100 150 200



Trong vong 6 thang t6i ban ¢ y dinh mua san pham denim tlr cac thuong hiéu local khong?
239 cau tra loi

100
75
50

25
4(1,7%)

1 2 3

Néu cd, ban sé& can nhac lua chon thuong hiéu nao? (Chon téi da 3 dap én)
239 cau tra loi
Copper Denim 148 (61,9%)
Red Onion 167 (69,9%)
V-Sixty four
Icon Denim

Méc May

2hand

0 50 100 150 200

Trong sd nhirng thuong hiéu sau day, ban c6 kha nang chon mua thuong hiéu nao nhat?
239 cau tra loi

@ Copper Denim
@ Red Onion

@ V-Sixty four
@ Icon Denim
@ Méic May

e About Copper Denim and the campaign



Khi nhac t&i Copper Denim, ban lién tudng dén... (Chon t8i da 3 dép an)

239 cau tra 1oi

Denim local brand

San pham denim chéat lugng cao

Thuong hiéu c6 tinh di san va ké 176 (73.6%)

thira
Thuong hiéu co tinh khai ‘phé va 178 (74,5%)
sang tao
Thwong hiéu cé tinh cong déng 155 (64,9%)
0 50 100 150 200

Ban cam thay yéu thich v&i Copper Denim dén murc nao?
239 cau tra 16i

150
100
50
2(0,8%) 7(2,9%)
0
1 2 3

Ban san ldng gidi thiéu Copper Denim cho ngudi khac dén muirc nao?
239 cau tra loi

150

100

50

1(0,4%) 5(2,1%)
[

1



Chién dich Take It & Fade It gitip t6i c an tugng tich cuc hon vé Copper Denim.

239 cau tra 1oi

150
100
50
9(3,8%
1(0.4%) (3,9%)
0 I
1 2 3

Chién dich Take It & Fade It gitp t6i nhan thay thuong hiéu va san pham Copper Denim phu hgp véi

hinh twgng t6i muén theo dudi.
236 cau tra 1o

100
75
50

25
2 (o,le%) 5(2.1%)

1 2



Chién dich Take It & Fade It |am t6i cdm thay gan két véi Copper Denim hon.

239 cau tra 1oi
150

100

50

2(0,8%)
|

1

Chién dich Take It & Fade It khi&n t6i can nhac chon mua sén pham Copper Denim nhi&u hon.
239 cau tra 16i

150
100

50

a( 113%) 10 (4,2%)

1 2 3



7. VIDEO PRODUCTION META REPORT

7.1. Promotional video

&% Nhan khau hoc @ Neéntang

Phan phai theo gidi tinh va dd tudi Tatca - Két qua
7K
6K
5K
4K
3K
2K
| ]
5 - - ¢
13-17 18-24 25-34 35-44 45-54 55-64 65+
B Nam 0 N
88% (15.383) 11% (1.972)
Chi phi trén moi két qua: 10.073 d Chi phi trén méi két qua: 9.826 d
7.2.  Reels

7.2.1. Bartender reel

&% Nhan khau hoc @ Néntang

Phan phai theo gidi tinh va dd tudi Tatca v Két qua

5K

4K

3K

2K

. I . .

B . — [
13-17 18-24 25-34 35-44 45-54 55-64 65+
B Nam U NT

93% (9.572) 6% (650)
Chi phi trén méi két qua: 6.865 d Chi phi trén méi két qua: 6.440 d

7.2.2.  Con Trau workshop reel



&% Nhan khau hoc @ Néntang

Phan phdi theo gidi tinh va do tudi

7K
6K
5K
4K
3K
2K

1K

18-24

B Nam

93% (12.260)

13-17 25-34

Chi phi trén méi két qua: 5.287 d

7.3. Event recap
&% Nhan khau hoc © Neéntang
Phan phdi theo gidi tinh va dd tudi
20K
15K

10K

5K

18-24

B Nam

100% (19.959)

13-17 25-34

Chi phi trén moi két qua: 6.262 d

Tatca v

35-44 45-54 55-64
| NI
7% (856)
Chi phi trén méi két qua: 5.373 d
Tatca v
35-44 45-54 55-64
[0 NE
0% (0)

Chi phi trén méi két qua: 0 d

Két qua
65+
Két qua

65+



