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REMARKS OF THE INSTRUCTOR:

1. Comment from proposed Supervisor

1.1. Thesis content (compare to the research objectives, theoretical basis, data, analysis,

application, etc)

Meeting the criteria of the practical graduation project on business communication
campaigns. Based on the client brief, the team has thoroughly performed the essential
processes, including brand audit, research and analysis of related material, implementation of
communication and marketing campaigns on social networks, and creation of a

business-specific Instagram account.
1.2. Thesis form (Layout, presentation methods, English, citation)
Complete form, suitable English, and APA-compliant citations

1.3. Students’ attitude (attitude of the group and each team member, roles and

contributions of each team member)

Students have suitable attitudes, are interested, and follow the demands of lecturers and
businesses. Teamwork was occasionally lacking, but the group was able to overcome it in

time to complete the graduation assignment.
2. Conclusion: Pass at what stage? (Or not)
2.1. Achievement level compare to the target (compare to the plan)

Level of achievement in comparison to the target: 100%; level of achievement in comparison

to the outline: 90%
2.2. Limitation

There are still limitations in teamwork, communication, and client negotiating; the team

requires more practice.
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Introduction

In today's uncertain and demanding business environment, an effective Communication
Campaign is the foundation for the brand's business success. Happy Thai restaurant has been
in business for four years, with two locations in Saigon and one in Da Lat. However, in terms
of communication on social networking sites, businesses have yet to reach out to a large
number of young consumers (a key customer file that helps generate restaurant income). At
the same time, when compared to competitors, the quality of images and content posted on
Happy Thai restaurant's social networking platform, specifically on the Facebook platform,
becomes slightly less good because it is not appealing enough to the restaurant's target young
customer group (22-30 years old). As a result, our team will execute a Communication
Campaign for Happy Thai Restaurant, utilizing our talents to create trending photos, produce
videos with appealing content, and attract viewers in order to target a youthful client group
and compete with rival restaurants. It then assists restaurants in increasing client engagement
on social networking platforms. At the same time, it increases the number of clients who visit
the restaurant. The team and the restaurant hope to attain a conversion rate of 5% after the

campaign.

The advertisement targets individuals and groups that are searching for restaurants that offer a
wide range of food alternatives, including vegetarian options, together with a traditional Thai
ambience and pricing options. After we found that Happy Thai restaurant, we discovered that
the restaurant's assets include its Thai-style environment and extensive menu with
approximately 60 meals. The restaurant features a special menu for vegetarians and others
who live a healthy lifestyle. As a result, the target group of consumers who adore the Thai
atmosphere and want to eat both pure Thai cuisine and vegetarian options at a variety of

pricing will be ideal for both Happy Thai restaurant and the campaign.

The business has requested the following combination of the brand's characteristics for this

campaign:

Communication campaign for Happy Thai Restaurant n
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CLIENT BRIEF

o Increase the awareness of the HAPPY THAI

restaurant.

Increase client interaction and reach on social

networking sites like Facebook and TikTok.

Achieve a conversion rate of 5%.

Age: 22-30 years old

Earnings above 11 million or greater
Behaviors

Go in groups

Looking forward to high quality and low cost

Checking information on social media

Find solutions to personal problems by altering

mood/looks.
A few vegetarian

Adore Asian culture, particularly Thai culture.

HAPPY THALI not only serves food, but we also

serve you joy and happiness!
Social media campaign

Film and edit footage to entice customers to

come to Happy Thai Restaurant to eat.

‘ Communication campaign for Happy Thai Restaurant .
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e C(reate promotional vouchers to entice

consumers to return to the restaurant

® 15 million VND

TABLE 0: Client Brief
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CHAPTER 1. BRAND AUDIT

\ W
.

HAPPY THAI
E T fowe Tons

Picture 1. Happy Thai restaurant logo
1.1. Business overview

"Happy Thai" is a restaurant specializing in Thai cultural cuisine. At Happy Thai restaurant,
customers can enjoy the essence of Thai cuisine, with each dish beautifully presented and

rich in the distinctive flavors of Thai culture.

Happy Thai restaurant was established in 2019 and has been officially operating in the Thai

cuisine industry in Vietnam for 4 years.

Despite being relatively young, Happy Thai has firmly established its presence in the F&B
industry in Saigon, with 3 branches operating effectively in District 1, Thu Duc City, and Da
Lat.

1.1.1. Vision

Happy Thai constantly strives for improvement and the enhancement of service quality,

gradually asserting its reputation and strong position in the Thai cuisine food market.

In the future, Happy Thai aims to expand and develop a chain of Thai cuisine restaurants
across all 22 districts of Ho Chi Minh City, reaching out to all 63 provinces and territories of

Vietnam, and extending its presence to countries worldwide.
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1.1.2. Mission

With the mission to serve "Happiness on a Plate," it has become our guiding principle. We
firmly believe in the motto, "HAPPY THALI, not only serving food but also serving you joy

and happiness!"
1.1.3. Core Message

"Doing business with all our hearts, with a passionate commitment to our craft, and a desire
to bring happiness and superior quality in every dish, we hope that Happy Thai restaurant will

always be welcomed and honored as the finest choice for our valued customers.
Thank you, Thank you, Thank you."

“Safety” is paramount in the food and beverage industry, and Happy Thai restaurant places a
paramount emphasis on health and safety to safeguard the well-being of its customers.
Rigorous regulations are implemented throughout the entire process, from ingredient

selection to food preparation and final presentation.

“Quality” is an ongoing commitment at Happy Thai restaurants, where continuous learning
and improvement initiatives are undertaken to enhance the quality of each dish, ensuring a
safe dining experience. The focus on elevating service quality is also a core aspect of Happy

Thai's dedication to providing exceptional service.

“Professionalism” is a value that Happy Thai restaurant takes great pride in, manifested
through a team of experienced and well-trained personnel, including chefs, managers, and
service staff. Happy Thai is devoted to delivering the utmost professionalism in service to

customers.

While celebrating initial successes and shaping its identity, Happy Thai restaurant remains
dedicated to the pursuit of continuous improvement in service quality, expanding its customer
base, and establishing new business locations. This commitment involves strategic
investments in human resources, infrastructure development, and the exploration and creation

of distinctive and unique culinary offerings.

Communication campaign for Happy Thai Restaurant 15
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1.2. Logo

Q s
:

HAPPY THAI
Enf T Lowe Thine

Picture 1.2.1. Happy Thai restaurant log

The flower has eight petals and an eight-pointed star form on the interior, a Buddha picture in
the middle, and the Happy Thai brand name blended with a dark purple backdrop surrounded

by a circle on the exterior. The following is a full explanation of the brand logo image:

Happy Thai translates as "desire to bring delicious food - happiness to everyone." And bring

Thai delicacies to broaden the connection and enrich Vietnamese cuisine.

Using the image of Buddha as the focal point, we seek to promote peace, find peace, and
happiness, while also assisting each individual in gradually cultivating compassion,

selflessness, and honesty.

Outside the Buddha picture is surrounded by an 8-pointed star, which represents not just
intensity, infinite aspirations, and fantasies, but also a deeper implication of immortality. The
Happy Thai brand strives to be everlasting, eternal, and long-lasting. It is the inspiration for
Happy Thai to discover the meaning of life and strive for tremendous success in the mission
of giving excellent meals to everyone. The 8-pointed star represents hope for Happy Thai,
which has faced challenges. As a guiding light, it assists Happy Thai in moving towards the
light and never giving up hope.

The circle logo has a positive meaning and shows the vitality and long-term development that

Happy Thai seeks.
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1.2.1. Color pallet

#eeb141ff #HESF7£3ff

Dark purple logo background: Happy Thai promotes loyalty, nobility and also represents the
sacred desire to serve. Purple is the color of truth and eternity that Happy Thai has included

in its brand logo.

Yellow is the warm color of sunlight, and it connotes happiness and nutrition. Yellow is also
the color of fire, representing lively and positive energy and so aiding in the manifestation of
goodness and luck. These implications are also the ideals that Happy Thai restaurant wishes

to impart to its clients when they dine there.
1.2.2. Mood

As the name of the brand stated, Happy Thai means to bring happiness from the food they
delivered to the customer. The intended message of the brand is to create an atmosphere
where each patron's visit to the restaurant is an occasion to commemorate life and experience
pure happiness. Reflecting the joyous ambiance of Thailand, our attitude is characterized by

warmth, enthusiasm, and a lively spirit.
1.2.3. Tone

The brand's prioritization of empathy underscores its authentic comprehension of the needs
and preferences of its clients. Happy Thai demonstrates a profound understanding of
customers' yearning for delectable Thai cuisine that not only satiates the stomach but also
provides a heartening experience. Recognizing the inherently personal nature of dining out,

diligent efforts are exerted to forge an emotional connection with patrons.
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1.3. Online resources

1.3.1 Website

T

N

Thuting thi.

mon Gnac
5 9 K Nigon dang diou

© oo

CA TAM NUGNG KIEU GOI CA TAM SOT THAI LAU CATAM CATAM NUGNG KIEU
THAL THAL

This is the overview of Happy Thai official website. Color and theme is in the same mood as
the Logo. Purple still is the main color used in the website as well as the logo, there are also

many interactive features included, menu, contact information and suchs......
Content and Engagement:

The website is rich in content, providing detailed information about the menu and the

restaurant's story. It may lack real-time engagement compared to the Facebook page.
Brand Consistency:

The website maintains consistent branding with the Facebook page, ensuring a seamless

transition for users. The visuals and messaging align with the restaurant's identity.
User Experience:

The website offers a smooth and intuitive user experience. It is well-organized, easy to

navigate, and provides a comprehensive overview of the restaurant's offerings.
Social Proof and Reviews:

Customer testimonials and reviews are showcased on the website, adding credibility.

Integration with third-party review sites may further enhance social proof.
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Call-to-Action (CTA):

The website incorporates clear CTAs, guiding visitors to make reservations, view the menu,

and explore special promotions. These CTAs contribute to a seamless user journey.

In conclusion, Happy Thai website does have a clear visual of the brand key message and
goal point. The meticulous examination of the website in question reveals a steadfast
commitment to upholding and embodying the brand guidelines set forth by the organization.
From the moment one navigates to the homepage, the cohesive and harmonious integration of
colors, typography, imagery, and overall design elements resonates with the carefully
articulated brand aesthetics. This attention to detail not only showcases a profound
understanding of the brand's visual identity but also serves as a testament to the unwavering

dedication to maintaining consistency across all digital touchpoints.

The color palette employed throughout the website seamlessly mirrors the tones established
in the brand guidelines, creating a visually immersive experience that fosters instant
recognition and association with the brand. The deliberate choice of fonts not only enhances
readability but also reinforces the brand's personality, ensuring that every textual element
aligns with the intended tone and voice. This consistent typographic approach is instrumental
in conveying the brand's identity cohesively, fostering a sense of familiarity and trust among

users.

Furthermore, the strategic use of imagery on the website underscores a deep comprehension
of the brand's values and messaging. Each visual component, whether it be photographs,
illustrations, or graphics, appears purposefully selected to resonate with the brand's narrative.
The imagery not only reinforces the brand's key messages but also elicits emotional responses
that are congruent with the brand's overarching vision. This symbiotic relationship between
visuals and messaging is a testament to the meticulous thought put into the website's design

to ensure a holistic representation of the brand.

The meticulous adherence to brand guidelines, the strategic alignment with the brand vision,
and the effective communication of the brand message through the design of this website
collectively exemplify a commitment to excellence in brand representation. The website
serves as a digital embodiment of the brand's identity, ensuring a consistent and compelling

user experience that reinforces the brand's values and resonates with its target audience.
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1.3.2 Social Media Activity

1.3.2.1. Facebook Overview

e > ,
Happy Thai Thu Dirc
9.4K likes « 9.6K followers [ Book Now [T NEICH IR~ RVENELT
Posts About Mentions Reviews Services Followers More =

uong( ;..
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Dén
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/.
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%, HOTLINE: 0908 894 554

> - > P o
f J . BOOK NGAY ofe HO CHI MINH: 207 PHAM NGU LAO, P. PNL, Q1

@happythai {_, HOTLINE: 0931 155 102

Based on the activities on Happy Thai restaurant's Facebook platform, it's evident that the
restaurant is actively engaged on social media with a posting frequency of one post per week.

However, from our observation, it seems that Happy Thai's posts may not be achieving a high
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level of effectiveness as it is supposed to. Despite incorporating Reels and videos to enhance
their social media presence, it appears that they are not receiving much engagement from

viewers and customers.

Regarding other aspects, Happy Thai's content revolves around promoting its main products,

Happy Thai Th Birc
] o Happy Théi Tha Biic
A ey
LAU cHAN A7 ¥

su két hop tuyét dinh giiia v i sén tuoi ngon ciing vi cay L T . i R
m thut Thil, Bay cing | h khong thé khéng ké dén khi Biing nd uu di, bill néo ciing TAN n deal" mén has, t6i Happy Thai ngay théi!
Chisa Vang". | Happy Thai Promotion - &p dung tir 18/407/2023 Gén khi cd thong bao mdi |, See mare

® Trong khi
ngot lanh tir n
Tomyum* 13 Iy

Bu Nam Tomyum® lai I mét su bién tdu ddc déo ddy mdi la bdi sy tui mét,
 rau el tudi xanh héa clng véi vi chua cay dac trung g8y hip din. “Liu Nam
én hao cho cac thyc kha... See more

Happy Thai Tha Bic
bt ol

© Send message Happy Thai Tha Biic
Thai Restaurant

Q0% & O0% 11

which are Thai dishes, along with vegetarian options and enticing offers. They also use Reels

and video posts to increase attention.

As a possible solution to the lack of engagement, we would recommend Happy Thai to
promote the usage of hashtags more frequently in their posts in order to generate engagement.
In our opinion, one of the primary reasons for Happy Thai's lack of efficacy in promoting
their products on social media is the lack of hashtag usage in their postings. Posts using
hashtags are more likely to reach a broader audience. The usage of hashtags allows the
content to reach a more targeted audience, helping them to boost their visibility in that

specific area.

In the review section, Happy Thai restaurant also receives many positive reviews from
various customers, although there seems to be a lack of hashtags and little to no interaction

between the restaurant and customers in the reviews.

Upon a thorough examination of the Facebook page in question, Happy Thai is very

inconsistent with their posts, some of the post does not follow the brand key message and
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logo and take an entirely different coloring from brand logo, almost all the post posted on
Happy Thai page is different from each others and does not strictly follow the brand logo and
message. Therefore, inconsistency between brand posts and the established brand image is
damaging for maintaining a cohesive online presence. The lack of visual coherence may
contribute to a diminished engagement level, as users might find it challenging to connect the
diverse posts with the Happy Thai brand they know. Inconsistencies in visual presentation

can erode the trust and familiarity that users associate with the brand.

Happy Thai Facebook Page Analysis

The Facebook page regularly posts engaging content, including
high-quality images of dishes, promotions, and customer
testimonials. There is active engagement with followers through

comments and likes.

Facebook provides a user-friendly interface, but the information
might be scattered across different tabs. However, the platform is
effective for real-time updates and quick interactions with

customers.

The Facebook page features positive reviews and testimonials from
satisfied customers. This social proof contributes to a positive online

reputation.

The Facebook page has a substantial following, and posts receive

good engagement. However, the reach is somewhat limited to the

existing follower base.
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The page includes effective CTAs, such as "Order Now," "Reserve a

Table," and "See Menu." These encourage followers to take specific

actions directly from the Facebook page.

Table 1.3.2.1.1. Happy Thai Facebook Page Analysis

1.3.2.2. Facebook Statistics (Before campaign)

The media objective result from September will be compared with our latest media
evaluation result in December, here is the current statistic of the brand media growth on

Facebook.

(AUGUST-SEP 2023)

PRYAR)

2,864

365

7530

7420

Table 1.3.2.2.1. Facebook Statistics (Before campaign)
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Reach & Export +

Facebook reach 3)

232,930 120

40.0K
30.0K
20.0K
10.0K

0
Sep 9 Sep 29

Picture 1.3.2.2.2. Happy Thai Facebook reach overview

New likes and follows & Export =

Facebook Page new likes (i)

Sep 9 Sep 29

Picture 1.3.2.2.3. Happy Thai Facebook New likes and follows overview
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Audience & Export w

Current audience Potential audience
Facebook followers (O

7,530

Age & gender (i)
Men - 49.2%

20%
~ TR l. mE ..

3
18-24 25-34 35-44 45-54 55-64 65+

B women W Men
50.8% 49.2%

Top cities

Ho Chi Minh City, Vietnam
50.7%

Picture 1.3.2.2.4: Happy Thai Facebook followers overview

1.3.2.3. Tik Tok Overview

Al C6 vin din chiol
&
=Dijdnpr

“TAM THANG BA" nay chu..  “Mdn An Dat Gidi Miche... ¢ DIAN LAU THAIMIEN PHI.. 3% Luu lien BIKIP DI AN L. Happy Thai TANG SUON ...

¥ ,’{\
Happy Thai
Thugbi'c

> 478

> 219

Tang SUON CAY MIEN PH... “Rm thuc la nghé thuat sr... € Cap Bao, quan Thai ngo... #tiktok #xuhuong ... #happythai #xuhuong #happythai #jayfai #happythai #thailand ...
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#happythai ... Pha tra chanh bac ham... |  Batmicach lugc tring Ion... 3 bi quyét nau cari cye n...

Ngon ngét ngéy véi BUN .. Bi quyét pha TRASUA TH..  Chién Pad Thai gatrong v..  Trién GOI XOAIBAKHIA .. Testmoén Tomyum chuac..  An gid cu Hung hoanh tra..  Trasia gl ngon vay ? ..

Content Strategy:

"Happy Thai" produces lively and colorful short videos showcasing the joy of

cooking and enjoying Thai cuisine.

- Incorporates popular TikTok trends, infusing a sense of happiness and positivity into

each video.
Engagement Metrics:
- Videos consistently receive a high number of likes, shares, and comments.

- The follower count reflects steady growth and a community that resonates with the

brand's cheerful approach.
Collaborations and Challenges:

- Collaborates with TikTok influencers known for their uplifting content, creating

joyful duets or challenges related to Thai food.
- Still receive low numbers of engagement from viewers

- Poor customer interaction, some video were low quality
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Following with Tiktok, we have found that HappyThai also have their own Tik Tok pages,
with short and interactive videos promoting daily content about promotions and also
following the trend of others' short Tiktoks. Nothing really much about the content beside
what everyone has been seeing on Tiktok but there are some interactions here and there with

customers.
1.3.2.4. Tiktok Statistics (before campaign)

(AUGUST-SEP 2023)

Followers

Likes

Average views/clip

Average likes/clip

Table 1.3.2.4.1. Happy Thai Tik Tok statistics overview
Top-performing clip
Tim ndi dung lién quan h haisai
: > HAREY T - 208 4
Ngon quén 18i vé vdi CA CHEM CHIEN GION SOT ME
#ancungtiktok #reviewanngon #learnontiktok... thém

1 nhac nén - HAPPY THAT

v : @u m: 00000~
https:/fwww.tikiok.com/@happythaisaigon/vid...  Sao chép lién két
Binh ludn (10) Video ciia nha séng tao
Pham Khang
1] V)
2022-4-8 1

Xem 1 clu tra l&i ~

Q Thy Dao
. Nhin quéhép dén ludn Ban ai,,, (w)

2022-4-3

-

Xem 1 cAu trd l&i v

Mer.
. Mén nay méi [&n di an phai goi nha mn ui s & & @
vira gion vita thom

i

Xem 1 cAu trd l&i v

° HAPPY THAI - Tc gia

2022-4-3

i

00:02/00:38 Thém binh lugn... @ @

Communication campaign for Happy Thai Restaurant 27




KAYA TEAM PROJECT FPT UNIVERSITY

Type of Video

Likes

Comments

Favorites

Views

Hashtag

Caption

Table 1.3.2.4.2. Top-performing clip TikTok statistics

1.4. Offline Products

" o -TP.THY
<27 - poBINH THO -
20 DOALKET
Ld

I‘l
g e

HAP PY THAT /
\ &7l T J/

Brand Color and Logo:
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Upon entering the restaurant, the immediate visual impact is a testament to a well-thought-out
brand strategy. The brand logo, prominently displayed at the entrance and throughout the
establishment, serves as a distinctive symbol that is not only visually appealing but also
easily recognizable. The color scheme utilized in the logo is seamlessly integrated into the

restaurant's interior design, creating a cohesive and immersive brand experience.
Interior Design and Ambiance:

The physical space of the restaurant speaks volumes about its commitment to the brand
identity. The interior design, characterized by elements that echo the brand's ethos,
contributes to the creation of a distinct ambiance. The decor, lighting, and overall atmosphere
seamlessly integrate with the brand's mission, providing diners with an immersive experience

that goes beyond just the food.

From the furnishings to the staff uniforms, the chosen color palette resonates with the hues of
the brand logo, establishing a consistent visual identity. This attention to detail extends to the
menu design, where the same color scheme is employed, reinforcing the brand's image and
creating a visually harmonious dining environment. The consistency in color application

instills a sense of familiarity, contributing to the overall brand recognition.

There is also a unique Thai ambiance in the restaurant, with colors and overall some Thai

design, etc.
1.5. SEO Activity

One surprising finding during our brand audit is that Happy Thai has extremely effective

SEO activities on the most prominent and effective platform, Google.
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Google Happy théi X & & Q
Images Menu Videos Shopping News Hai Ba Trung Books Flights Final

About 29,200,000 results (0.34 seconds)

. happythai.vn
hitps:/fhappythai.vn

Happy Thai

Tir thiét ké khéng gian sang trong - @m clng, cung cach phuc vu tan tdm - ddy nhiét
huy&t va trén hét chang t6i phuc vu nhifng mén Thai Lan them ngon chudn vi.

LAU THAI / SLFON CAY - GOI CA TAM SOT THAI - Menu - MON KHAI VI NONG

0 Facebook - Happy Thai
9.8K+ followers
Happy Thai
Happy Thai xin chiic ban cé mét thang 12 va maa Giang sinh an lanh, hanh phic ¢
.. Nhic may goi ngay hotline 0931 155 102 dé dat ban va nhan wvu .
Rating: 4.6 - 206 votes

Foody.vn
hitps:/fwww_foody.vn » ho-chi-minh

Happy Thai - Nha Hang Mén Thai & TP. HCM

minh vira t&i &n hdm nay, nhan vién d& thirong, con chup hinh gitp minh, mén an
cling ok, gia ca hop If so v6i vi tri, com tréi thom minh thay ngon nhé, ..

Google
hitps:/’happythaisaigon.business site

Happy Thai Saigon
HAPPY THAI toa lac tai mét gbc nhd & trung tdm Sai Gon nhdn nhip véi khéng gian
doc dao, phuc vu nhifng mén @n mang phong vi dac trng cda Am thuwrc Thai Lan.

FOOdy. wn
hitps:{fwwnw_foody.vn = happy-thai

Happy Thai & Ba Nang
Best Thai in town. Thi¥ nhiéu noi nhurng ddy 13 hop khdu vi nhat ddi véi minh, tl mai vi
dén mon n, ca cach bai tri cling thét 1a hap dan. Khdng gian rdng réi, 4m ...

Picture 1.5.1. SEO Activities of Happy Thai Restaurant

It can be said that this is Happy Thai's biggest strength, is SEO working perfectly. With a
simple Google search, one can find almost all the information about Happy Thai's operations,
and Happy Thai even appears on various food delivery platforms such as Foody and

ShopeFood.
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According to a research in LinkedIn about why restaurants need SEO, 81% of customers
have searched for restaurants using mobile apps, and 92% have done so through web
browsers in the past six months. Among them, 84% tend to search for information about a
restaurant before deciding to dine there. Therefore, investing in improving a restaurant's

website to provide better visibility is an effective way to increase sales revenue.
1.6. In conclusion:

The brand "Happy Thai" has undergone a thorough audit, revealing its distinct strengths and
areas for enhancement. The analysis has illuminated the brand's commitment to promoting
well-being through a unique line of elixirs, emphasizing harmony in both product formulation

and brand messaging.

Happy Thai excels in its visually appealing branding, which conveys a sense of tranquility
and balance, aligning seamlessly with its product offerings. The exploration of customer
sentiments and engagement metrics underscores a positive reception among the target
audience, indicative of a strong connection between the brand and its consumers. While there
are some disparity between the brand logo and the content it provides, it still does not pose a

critical fault that can damage the brand image.

While the brand's online presence is commendable, the audit also identifies opportunities for
expansion through strategic collaborations and a more dynamic utilization of social media
platforms. By harnessing the power of user-generated content and exploring partnerships with
influencers in the wellness space, Happy Thai can further amplify its reach and foster a

community around its mission of promoting harmony and vitality.

The comprehensive brand audit serves as a roadmap for continuous improvement, urging
Happy Thai to build upon its existing strengths while proactively addressing potential areas
of growth. As the brand navigates the evolving landscape of the F&B industry, the insights
gleaned from this audit will play a pivotal role in shaping a future where Happy Thai stands
as a beacon of balance, resonating strongly with its audience and leaving a lasting imprint on

the wellness market.
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CHAPTER 2: RESEARCH

Brand overview

Client brief

Brand and competitor research
Theories research

Survey

Customer segmentation, goals, positioning
SWOT analysis
Marketing 4Ps

Developing brand awareness

Quality posts (Facebook)

Quality video (Facebook, Tiktok)

Promotion campaign (Voucher)

30 posters
12 videos

e Vouchers

Table 2. Conceptual Framework Of The Thesis
2.1. Competitor Analysis

Our team is primarily responsible for discovering possible prospects and resources for the
brand's products. Theoretical study using the 4P and SWOT models can assist us in better
understanding the brand's present image value and recognition in comparison to the F&B

market and competitors in the same industry.
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* Features
+ Sales Promotion * Quality
+ Advertising = Branding
* Public Relations * Packaging
¥ Difect et Promotion Product B Csiiy S

+« Warranties

« Channels 1
* Market coverage . Pn_cg strategy
+ Assortment * Pricing

* location . A{!Gwances

* Inventory * Discounts

* Transport * Payment terms

Picture 2.1.1. Four Ps Model

The Marketing Mix, also referred to as the 4Ps of Marketing, comprises the fundamental
elements that form the foundation of a product's go-to-market strategy. These elements are
Product, Price, Place, and Promotion. Initially, it is imperative for the "Product" to adequately
fulfill a consumer's requirement, which is frequently determined by its design, quality, and
features. The term "price" refers to the strategic evaluation of a product's worth, taking into
account the perceived value by consumers and the economic objectives of the organization.
The concept of "place" relates to the strategic management of a product's distribution
channels, with the objective of guaranteeing convenient accessibility for the intended target
audience. In conclusion, the term "Promotion" includes a range of communication tactics and
channels that are used to advertise and promote a product to potential customers. The
integration of the 4Ps offers an extensive structure that effectively directs companies towards

achieving successful product launches and maintaining a consistent presence in the market.

2.1.1. Product
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Thai cuisine Thai cuisine

Some nutritious food Some nutritious food

100 or more dishes, from
60 or more macrobiotic, . .
. vegetarian to savory, appetizers to
savory, snack, and main

_ mains. Raw to prepared, spicy to
dishes.

non-spicy, varied sweets

Variety Limited
Some Thai foods are
kid-friendly but mostly Sometimes Not Available

spicy and sour

Traditional Thai Modern Fusion

Unattractive and does not
entice customers to taste Eye-catching decor

its food.

FPT UNIVERSITY

Thai cuisine

Wide variety of healthy
dishes

74 vegetarian and
macrobiotic dishes.
Featuring popular Thai

cuisine

Extensive Variety

Spicy level can be

requested

Traditional Thai

Eye-catching decor

TABLE 2.1.1.1: Product Comparison Table for Happy Thai, Chilli Thai, and Somtam Zaap

In general:

In conclusion, several significant factors come into influence when comparing Happy Thai to

Somtam Zaap and Chilli Thai. To begin, in terms of health-friendliness, Somtam Zaap takes

the lead, catering to health-conscious guests with a wide range of nutritious selections. Happy

Thai and Chilli Thai include some nutritional options but may not appeal to people who are

strictly focused on a healthy diet.
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Chilli Thai has the most extensive menu in terms of quantity of dishes, allowing visitors to
try a wide range of Thai flavors. Happy Thai strikes a balance with a decent variety, whilst

Somtam Zaap offers a considerable selection without being overwhelming.

Somtam Zaap obviously stands out as the main choice for vegetarian meals, with a large
assortment. Happy Thai also has strong vegetarian alternatives, although Chilli Thai's

restricted options may not please vegetarian eaters.

Somtam Zaap's customizable spiciness levels are a highlight, delivering a personalized
experience for diners with various spice preferences. Happy Thai has some kid-friendly
alternatives but leans towards spicier meals, whereas Chilli Thai's lack of customization may

not be appealing to people who prefer to change heat levels.

Happy Thai and Somtam Zaap share a typical Thai environment in ambiance and decor,
catering to visitors seeking an authentic cultural experience. Chilli Thai, on the other hand,

provides a more modern and cosmopolitan dining experience.

Finally, Chilli Thai and Somtam Zaap excel in visually appealing presentations, enriching the

overall dining experience, whereas Happy Thai falls short in this regard.

Finally, the decision between Happy Thai, Somtam Zaap, and Chilli Thai will come down to
personal tastes, with each restaurant delivering its own set of qualities and appealing to a

variety of dining desires.

2.1.2. Price

Cheapest Dish 45.000 VND 70.000 VND 38.500 VND

Most expensive dish 430.000 VND 380.000 VND 225.000 VND

Average 1-person a

269.000 VND 300.000 VND 375.500 VND
meal cost

Combo 500.000 VND Do not offer Do not offer

TABLE 2.1.2.1. Price Comparison Table for Happy Thai, Chilli Thai, and Somtam Zaap
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In general:

It is clear from comparing the pricing strategies of Happy Thai, Somtam Zaap, and Chilli

Thai that each restaurant serves a distinct sector of the dining market.

Happy Thai markets itself as a reasonable option, with a first dish for 45,000 VND. This
implies quality without sacrificing price. At 430,000 VND, their most expensive meal

suggests a posh dining experience for customers looking for something unique.

On the other hand, Chilli Thai goes more towards the upscale end with its 70,000 VND
entry-level meal, demonstrating a dedication to superior ingredients. Their most expensive
meal, which costs 380,000 VND, highlights their concentration on culinary options and

establishes them as a top choice for people looking for an upscale Thai dining experience.

By making the most affordable entry-level dish available at 38,500 VND, Somtam Zaap
employs an innovative approach to appeal to diners on a tight budget. Although this is the
case, the significantly higher average dinner cost of 357,500 VND points to a varied menu

with a range of prices that cater to different tastes.

Chilli Thai and Somtam Zaap put an emphasis on individual dining while Happy Thai stands

out with combo offerings that cater to group eating.

The decision between Happy Thai, Somtam Zaap, and Chilli Thai ultimately comes down to
personal preferences and financial constraints. Every restaurant has its own price policy and
targets a certain market segment within the Thai food spectrum, providing options for

everyone from inexpensive diners to those looking for upscale and gourmet experiences.

2.1.3. Place

Number of branches: 3 Number of branches: 4 Number of branches: 2
Location

e 207 Pham Ngu Lao, e 93 Ly Tu Trong, Ben e 136 Pasteur, Ben
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Ambience/Decor

Seating
Capacity

Pham Ngu Lao Ward,
District 1, Ho Chi
Minh City

20 Doan Ket, Binh
Tho Ward, Thu Duc
City

21 Nguyen Van Cu,
Ward 1, Da Lat City,
Lam Dong Province

Traditional Thai
Cozy

Parking Facility Street Parking

Security

Table 2.1.3.1. Place Comparison Table for Happy Thai, Chilli Thai,

In general:

Not Provided

Thanh Ward, District
1, Ho Chi Minh City
Floor B3, Vincom
Dong Khoi, Ben Nghe
Ward, District 1, Ho
Chi Minh City

5th  Floor, Vincom
Thao Dien, Thu Duc,
City

4th floor, Thiso Mall,
Thu Thiem Ward, Thu
Duc, City.

Modern Fusion
Cozy

On-site Parking

Provided

Nghe, District 1

70  Nguyen Thi
Minh Khai, Ward 6,
District 3

Traditional
Thai Cozy

40

Street Parking

Provided

and Somtam Zaap

In terms of location and atmosphere, Happy Thai, Somtam Zaap, and Chilli Thai offer

distinct dining experiences that appeal to various preferences.

Happy Thai's three locations maintain a traditional Thai ambience, providing diners with an

intimate and culturally immersive dining experience. However, its limited seating capacity of

20 and reliance on street parking may present difficulties during peak hours, and the lack of

security may be concerning to some customers.

Chilli Thai, on the other hand, utilizes a modern fusion aesthetic to create a cozy and

contemporary dining atmosphere. With multiple locations, including those in retail malls, the

business offers visitors convenience. Parking facilities and security services enhance the
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overall dining experience, making it a suitable option for those who place a premium on

convenience and safety.

With two locations, Somtam Zaap also incorporates a traditional Thai atmosphere, creating a

warm and genuine atmosphere. However, similar to Happy Thali, street parking is required.

In conclusion, the decision between Happy Thai, Somtam Zaap, and Chilli Thai depends not
only on the cuisine but also on the dining atmosphere and convenience desired. Happy Thai
and Somtam Zaap provide traditional Thai settings, whereas Chilli Thai offers a fusion-style
dining experience. When selecting the most suitable spot for a Thai dining experience, factors

such as seating capacity, parking facilities, and safety must be considered.

2.1.4. Promotion

Facebook Facebook Facebook
Channels of Youtube Youtube Website
Promotion Website Tiktok Tiktok

(Digital) Tiktok Instagram Instagram

Bills over 250,000 VND 15%  discount on
get dishes valued at inbox, store hotline
59,000 VND and takeaway

Bills over 900,000 VND deliveries
‘ Gift voucher
get dishes valued at Get 1 free mango
100,000 VND for '
Types of Offers 300,000 VND sticky rice with every
bill from 500,000
and Deals The combo offer—a ND GrabFood order over
discount from 1 million 300,000 VND.

VND to 900,000 VND Get 1 piece of 'Peach
and accompanied by a Eggs with Tamarind

bonus item Sauce' worth 88,000
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Frequency of

Promotion

Partnerships

Content Quality
& Creativity

o 20% advance table

booking discount

e Buy one, get one free

“PHO KY UC" Event
"TBA DUNG HANG
TBA & KEU GOI POI
TAC DUNG HANG
TBA" Exhibition
Influencer on Tiktok: Rua
Ham An, Lé Minh Phat,
Mint Cookie, etc

The film and photos are
unprofessional and
unattractive to young
clients.

The content is

well-planned for

FPT UNIVERSITY

Pasgo

Grab Food
Shopee Food
Vincom

Loship

Influencer on

Tiktok, Youtube:

Bép 2 chi em,

Goc cua Vy,
Haichinthangchin

, etc

Creative content,
capturing youth
trends

Minimal Content
Professional,

creative image,

VND  with every
GrabFood order over
400,000 VND.

Get 1 free Pad Thai
with every GrabFood
order over 400,000
VND.

Weekly

Grab Food

Shopee Food

Baemin

Ministry of Commerce
of Thailand

Influencer on Tiktok:
Trinnie, Da  Day
Khong Day, Chan
Chan, etc

Apple Pay

Google Play

Samsung Wallet

Momo

Professional and clear
content

Variety of photos and
videos

Beautiful, elegant

design, attract viewers
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elegance, warmth, and attracting young,

positivity. dynamic

customers

Customer
Engagement . .
Medium Medium
(Comments,

shares, reviews)

Table 2.1.4.1. Promotion Comparison Table for Happy Thai, Chilli Thai, and Somtam Zaap
In general:

In the sphere of digital marketing, Happy Thai, Somtam Zaap, and Chilli Thai use a variety

of techniques to attract their respective target audiences.

Happy Thai is competitive in its daily promotions, offering complimentary dishes and
buy-one-get-one-free discounts for bills exceeding certain thresholds. Their digital presence
encompasses multiple platforms, including Facebook, YouTube, TikTok, and their website, in
an attempt to reach a large taker base. However, their content quality and originality appear to
be lacking, which could limit their appeal to a younger, more visually oriented-audience.
Significantly low engagement levels indicate a potential for improvement in customer

interaction.

Chilli Thai uses weekly promotions and a more professional, visually enticing approach on
platforms such as Facebook, YouTube, TikTok, and Instagram. Gift vouchers and
partnerships with well-known food delivery services increase their reach and engagement

levels, making them an excellent option for those in search of quality content and deals.

Somtam Zaap, on the other hand, concentrates on partnerships with food delivery platforms,
offering discounts and free items with minimum order values and a variety of payment
methods. Their content is expertly crafted and engaging, appealing to a broad audience.
Engagement levels are average, reflecting a balance between content aesthetics and

promotion.

Communication campaign for Happy Thai Restaurant .




KAYA TEAM PROJECT FPT UNIVERSITY

In conclusion, each restaurant employs a distinct, audience-specific digital promotion
strategy. Happy Thai provides daily promotions, but content quality and engagement are
lacking. With weekly promotions and partnerships, Chilli Thai emphasizes creativity and
professionalism. Somtam Zaap places a premium on partnerships, diverse offerings, and
refined content, thereby ensuring a prominent presence in the digital landscape. The decision
between these restaurants depends not only on the cuisine but also on the digital experience

they provide their customers.

Posting

Frequency Around 2-3 Posts/week Around 6 posts/week Around 2-3 posts/week

(Facebook)

Around Around Around

Engagement rate
e 20 Likes e 500 Likes e 100 Likes

per post
(Facebook)

e 2 comments e 30 comments ® 15 comments

Impact and
reach of Viewers: 99K Viewers: 198.7K Viewers: 64.2 K
influencer Like: 6907 Like: 2673 Like: 2011
collaborations Comments: 21 Comments: 41 Comments: 27

(Tiktok)

Table 2.1.4.1.1. Comparing Happy Thai, Chilli Thai, and Somtam Zaap Social Media

Interactions
In general:

Distinct patterns appear when evaluating the social media interactions of Happy Thai, Chilli
Thai, and Somtam Zaap. Chilli Thai stands out on Facebook with a substantially higher
posting frequency, averaging roughly 6 posts per week, compared to Happy Thai and
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Somtam Zaap, both of which maintain a more reasonable pace of 2-3 posts per week. This
increased activity is most certainly contributing to Chilli Thai's high engagement rate, which
boasts over 500 likes and 30 comments on each Facebook post, outperforming both Happy

Thai and Somtam Zaap.

When it comes to TikTok influencer partnerships, Happy Thai has the most impact and reach,
with 99K viewers, 6907 likes, and 21 comments. Chilli Thai is closely followed by Somtam
Zaap, which has a little lower viewership. These distinctions indicate that, although Chilli
Thai succeeds in Facebook engagement, Happy Thai achieves more awareness on TikTok
through influencer relationships. Each restaurant's social media approach looks to be aimed at
maximizing audience engagement and brand exposure by using the capabilities of specific

platforms.

2.1.5. SWOT Analysis

Strong SEO approach with hundreds of
Google Reviews and available via a quick
google search.
Prices are more suitable for customers with
lots of promos.

Vegetarian food is also included.

One of the best, Thal Cuisine Food
Restaurant for having Thai Ambiance.

TikTok Promoting.

Poor customer engagement on social media
Lacks quality and appeal in its visuals
Visual consistency between brand posts and
the established brand logo, resulting in a
potential dilution of the brand image.

Lack of wunderstanding for content

promoting on Facebook

Mostly from its biggest competitors:
Sontam ZA AP, Chilli Thai
Lacking in engaging with customers, with

content only focused on promoting.

Table 2.1.5.1. SWOT Analysis about Happy Thai
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In summary, Happy Thai restaurant has remarkable qualities through a strong SEO strategy,
featuring hundreds of excellent Google Reviews and easy accessibility via a short Google
search. The addition of vegetarian alternatives broadens its appeal even more. However, the
restaurant has flaws such as pricing issues, particularly catering to budget-conscious
consumers through repeated discounts, which may have an influence on profit margins.
Happy Thai faces issues in both consumer connection and the visual presentation of its
services, therefore social media participation is an important area for improvement. Despite
being acknowledged as a top Thai cuisine restaurant with a friendly ambiance, missing
chances include a lack of use of TikTok for promotion and an insufficient concentration on
Facebook content. The restaurant confronts competition from Somtam Zaap and Chilli Thai,
underlining the importance of improved customer involvement and a more thorough social

media strategy to strengthen its market position.
2.2. Brand Positioning
High quality of healthy food, delicious Thai food

Low Price High Price

Low quality of healthy food, delicious Thai food

Picture 2.2.1. Happy Thai brand positioning compare

Happy Thai: Provides a balanced range of prices and a combo offer. Targets individuals and
groups seeking varied pricing options. Offers traditional Thai ambiance and a variety of

dishes, including vegetarian options.

Communication campaign for Happy Thai Restaurant 43




KAYA TEAM PROJECT FPT UNIVERSITY

Chilli Thai: Leans towards a slightly more premium experience with higher entry-level
prices. Appeals to diners looking for a touch of luxury. Emphasizes modern and chic dining

environment, along with visually appealing dish presentations. Limited vegetarian options.

Somtam Zaap: Offers an interesting mix of affordable starter dishes and a higher average
meal cost. Caters to a broad range of clientele with a diverse menu. Provides a traditional

Thai ambiance, attractive food decor, and extensive vegetarian options.
What Makes Happy Thai Different:

Happy Thai differentiates itself by offering a traditional Thai ambiance, balanced pricing, and
a variety of dishes, including vegetarian options. It caters to individuals and groups seeking
affordability without compromising on the dining experience. While it might lag behind in
food decor and limited spice customization compared to the others, it aims to provide a

comfortable and authentic Thai dining environment.
Why Customers Choose Happy Thai:

Based on the Model 4Ps research of Happy Thai Restaurant, customers might choose Happy
Thai because of its balanced pricing, traditional Thai ambiance, and the availability of
vegetarian options. It caters to a wide range of customers who appreciate affordability,
traditional settings, and a decent variety of dishes, including those with dietary preferences.
Additionally, for those who prioritize the dining experience over lavishness, Happy Thai

provides a warm and inviting atmosphere.
Areas for Improvement for Happy Thai:

e Food Decor: Improving the presentation of dishes and making them more visually

appealing can enhance the overall dining experience.

e Spice Customization: Offering a wider range of spice levels or allowing customers to
customize their spice preferences could attract more diners who seek personalized

flavors.

e Engagement Strategies: Increasing customer engagement through more interactive

content and responding to customer comments can build a stronger online community.

Communication campaign for Happy Thai Restaurant n




KAYA TEAM PROJECT

FPT UNIVERSITY

e In conclusion, Happy Thai stands out as an option that focuses on affordability,

traditional ambiance, and accommodating varied dietary preferences. To increase its

competitiveness, Happy Thai can work on improving food decor, offering more spice

customization options, and enhancing customer engagement strategies.

2.3. Customer Analysis

Based on secondary research, our team will use the 6W analytic model to analyze customer

behavior and influence. Potential customers may also be anticipated.

6W Model of Customer Analysis

6W Model of Customer Analysis

©

WHY NOT

WHEN

Picture 2.3: 6W Model of Customer Analysis

The following questions are answered using model analysis:
- Who are our clients?

- What do our customers expect from our brand?

- When will customers encounter our brand?

- Where can customers find information about our brand?

- Why do customers choose/dislike our brand?
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Based on secondary research and primary surveys, we have achieved the following results:
2.3.1. Secondary research:

Secondary research is crucial as it leverages existing data and analyses conducted by others,
providing a cost-effective and time-efficient means to gather information. It offers a broader
perspective, drawing from various sources such as academic journals, reports, and databases,
enhancing the depth and reliability of insights. This method aids in validating primary
research findings, benchmarking against industry standards, and identifying trends over time.
Additionally, it facilitates a comprehensive understanding of the subject by amalgamating

diverse viewpoints.

Téng thu nhap binh quan trong lich siv & Viét Nam, dé la My, 2016 dén 2021

Téng thu nhap trung binh 2016 2017 2018 2019 2020 2021 CAGR* % 2016-2021
Moi Itra tudi lao doéng 2.307,0 25219 2.7488 29952 3.0823 3.158,1 6,5
15-19 1.092,8 1.191,3 1.2955 1.4089 1.4474 1.480,5 6.3
20-24 1.884,2 2.0540 22339 24296 24961 2.553.2 6.3
25-29 2.269,8 24745 26912 29270 3.007,1 3.0758 6.3
30-34 2.521,7 2.747,6 2.986,7 3.2465 33336 3.4089 6.2
35-39 2.708,7 2.953,7 3.2134 34959 35926 3.6754 6.3
40-44 2.797,8 3.050,7 3.3186 3.610,1 3.709,6 3.795,1 6.3
45-49 2.744,2  2.991,8 3.254,1 3.5393 3.6364 3.720,1 6.3
50-54 2.619,9 2.8566 3.1075 3.3803 34735 3.553,7 6.3
55-59 2.498,8 2.7258 2.966,6 3.2286 3.319,1 3.396,8 6.3
60-64 23694 2.5869 28179 3.0695 3.1583 3.2349 6,4
65+ 2.129,2 2.333,0 25505 2.7880 28776 29551 6,8

Nguén: Euromonitor International, 2022

*CAGR : Téc d6 tang trudng gop hang nam

Picture 2.3.1: Historical average gross income in Vietnam, US dollars, 2016 - 2021
Source: Agriculture.canada

e According to Vietnamese Law, in Vietnam, if a person's income is over 11 million,
they will have to pay tax - the state collects tax when people have excess. Below 11

million is a low income level, so the state does not collect taxes. The prices at Happy
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Thai are still quite high compared to the average level of restaurants in Vietnam, so

the main customers we want to target are those with average income or higher.

/=
i |

40%

7%
Nha hang kiéu Tay Nha hang chau A Quén cafe, tiém

(Y, Phap, My,...) (Viét, Han, Nhat, Thai,...) banh, cang tin, clra
hang tién lgi, khac,...

(T/trungthanh.net

Picture 2.3.2: F&B business market in Vietnam 2022. Source: trungthanh.net

e Foreign food has grown in popularity among Vietnamese customers in recent years
thanks to the expansion of Western-style restaurant chains. Going to Western-style
restaurants is still seen as being relatively infrequent. On the other hand, restaurants

(conventional eateries) get visitors significantly more frequently (53%).

e The main customers are the group of people who like Thai dishes, the rest are those

who like the spices used in dishes in Thai culture such as sour and spicy.
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Picture : Concerns of Vietnamese consumers. Source: brandvietnam

BIEU PO 3. AN TAM CUA NGUO'l TIEU DUNG VIET NAM Q2 2019

44%

46%

Q2 2019

Nguén: The Conference Board® Global Consumer Confidence™ Survey hop tac cing Nielsen

e According to research, the main worries of Vietnamese consumers are health

difficulties and job security. As a result, we will create a campaign to deliver

messages that address two customer concerns. Happy Thai restaurant's

nutritious food offerings will be accompanied by the campaign message to

urge customers to choose the brand.
2.3.2. Primary research:

Primary research is indispensable for gaining first-hand, relevant insights directly

from the

source. It allows our team to collect specific and current data relevant to research goals,

ensuring relevance and accuracy. Through methods such as the survey from Appendix 3, we

have more information about the main subjects we aim to analyze.

e Based on the Client Brief, our team segmented the age group from 22 to 30

years old

under the Happy Thai brand into two different age segments, with the target group

ranging from 18 to 25 years old. Students are in college or have graduated

and have

gone to work early, whereas the second group is between the ages of 26 and 30, and

they are already working and have a certain job. We discovered that this age group is

totally appropriate to reach after doing surveys and analysis.
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e According to the data we have compiled, most of the target group's finances are under
11 million VND (56.2%), while the average monthly salary of salaried officials and
employees is about 7.9 million VND in 2023. The labor force reached about 52.2
million people in that quarter (Minh Ngoc Nguyen, Statista, 2023). The customer
segment that we target has an income of 11-30 million VND (16.9%) in accordance

with the price segment of products from the Happy Thai brand.

e When selecting a restaurant, the focus is always the food quality, which must be
assured. According to the results of a survey conducted by our firm, almost 65% of
clients chose this criterion. The Happy Thai restaurant's mission is to bring customers
the joy of each dish by serving quality, genuine Thai food. We regard this as a vital
link that we may establish so that clients can observe the quality of the
aforementioned dishes via the communication products for our group's project at this

time.

e At the same time, the customer group wants to enjoy quality food that ensures
nutritional value and is good for health. With the variety of dishes of the Happy Thai
brand, we will do campaigns on social networking platforms to introduce them to

customers.

e With 34.8% of customers searching for information on Tik Tok and 45.5% being
attracted by restaurant information on Facebook. These are the two social networking
platforms where customers most often search for information about F&B brands in
general and restaurants in particular according to the survey we received, so we will
carry out content campaigns. and increase activities on these two platforms to increase

awarcness.

e By conducting a number of surveys to determine the type of content that attracts
customers, we will develop brand image and content through videos to increase

effectiveness in reaching customers, goods according to their preferences.

PERSONA:
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Our team will use customer portrait simulation to connect the Competitor analysis, SWOT
analysis and Customer analysis section to shape distinct client groupings. The goal is to

identify client problems and then analyze and solve them in our plan.

22-25 26-30

HCM City HCM City

- Student (University) - Businessmen
- Intern - Brand

- Employee

- Go eat together - Go eat together
- Sharing the post - Sharing the post
- Using social media and Internet - Using social media and Internet

- Go to restaurants several times a - Go to restaurants several times a

month month

Family (High) Family (Low)

Income (High) Income (Low)

Appearance

Social media Social media

2.3.1.TABLE: Campaign customer portrait setup table
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Our team chose to employ MODEL 3C (Consumer TRUTH - Brand TRUTH - Category
TRUTH) to analyze the brand's values in solving customer problems. This will determine the

success factor in our team's campaign for the brand.

I have to stay in shape as a recent

graduate for an interview.
Consequently, it is vital to alter
one's diet and living patterns. I

don't like it, though.

Due to the complexity of Thai

cuisine, dishes rich in traditional

spices and ingredients of various

colors always leave guests feeling

great.

I feel under a lot of strain
since | have to take care of my
partner, my family, and the
business. I've stopped wanting

to eat recently.

Due to the complexity of Thai

cuisine, dishes rich in

traditional spices and
ingredients of various colors
always leave guests feeling

great.
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Thai food mostly contains a good If you lack the desire to eat,

proportion of protein, fat, and try some hot meals to increase

starch to regulate blood sugar, your sense of craving. In
promote satiety, and promote addition to stimulating the
weight loss. stomach, spicy foods also aid
to excite the mouth, promote
digestion, and boost the
stomach's capacity for
contraction. As a result, spicy
food can aid in gaining
appetite loss and promoting

digestion.

2.3.2.TABLE: Customer portrait analysis table according to the 3C model
In general:

In summary, Happy Thai's main customer analysis is the group of people from 22 to 30 years
old, accounting for the majority of the Ho Chi Minh City market. This is a reliable source of
revenue, with income allocation consistent with Happy Thai's pricing plan, customers with
income from 11 to 30 million VND have the ability to choose and use the value of quality
products. good quality. By identifying the habits of choosing Asian restaurant styles when
dining out, especially the search habits of the F&B industry on two major platforms, TikTok
and Facebook, our team collected the necessary information to establish customer behavior
from which to devise social media content strategies for Happy Thai restaurant. Our 3C
model provides a complete approach to target customers and drives campaign performance

by solving customer pain points of food choice anxiety and improving mood when eating.

2.4. Stakeholder Analysis
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Owners/Management
Government Agencies Investors/Financiers
Suppliers Customers

Employees

Passersby Local Community

Non-engaged  Social Food

Media Users Bloggers/Reviewers

2.4.TABLE: Stakeholder analysis table
High Influence, High Interest:

e Owners/Management: The restaurant's owners and senior management wield
significant authority and influence, making crucial decisions, distributing resources,

and determining the overall direction of the business.

e Investors/Financiers: Due to their financial support and influence over strategic

decisions, investors and financiers wield considerable power and interest.

e Customers (Regular Patrons): Loyal and engaged customers have a lot of power and
interest since they have a direct impact on revenue, provide feedback, and can

advocate for the business.

e Employees: Engaged staff who are committed to the success of the restaurant have
significant power and interest since they contribute to service quality and customer

pleasure.

Low Interest, High Power:
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e Government Agencies: Government agencies wield considerable authority as a result
of rules and compliance requirements, although their involvement in the restaurant's

day-to-day operations may be limited.

e Suppliers: Suppliers have the ability to provide crucial materials, but their motivation
may be limited to the economic relationship rather than the overall success of the

restaurant.
High Interest, Low Power:

e Local Community: While the local community does not have direct decision-making
authority, it is very interesting since it can impact the restaurant's reputation and

business.

e Food Bloggers/Reviewers: Through their evaluations and coverage, food bloggers and

reviewers can influence perception and interest in a restaurant.
Low Interest, Low Power:

e People passing by the restaurant may have limited power and interest because they

have little interaction with the business.

e Individuals who follow the restaurant's social media but do not actively participate

have minimal power and interest.

2.5. Identifying problems

Posts are not receiving sufficient likes, shares, or

comments.

User interaction with content is minimal.

Customers leaving negative comments on

promotional posts.

Communication campaign for Happy Thai Restaurant .




KAYA TEAM PROJECT

FPT UNIVERSITY

Increased number of poor reviews or ratings on the

restaurant's social media page.

Visual content (photos and videos) lack uniformity
in quality or style.

Messaging is inconsistent with the restaurant’s
brand voice.

The content does not resonate with the target
audience.

Posts are too sales-oriented and lack engaging or
informative content.

Content is posted at sub-optimal times, missing
peak audience activity.

Promotions or special offers are not communicated

in a timely manner.

Slow growth in the number of followers or fans

despite active posting.

High rate of unfollows or muted content.

Slow response to customer complaints or issues
raised on social media.
Lack of a strategy to handle negative publicity or

PR crises on social platforms.

Inconsistent food quality.
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Slow service during peak hours.

High employee turnover.

Negative online reviews.

Feedback about rude staff.

Increased competition in the vicinity.

Construction or road closures reduce accessibility.

2.6.TABLE: Identify problem table
2.6. Platform research
2.6.1. World Wide Data

According to Datareportal, data from April 2023 indicate a global snapshot that social media
growth has continued: More than half of the world's population (60%) now continue to use

social media.

Social media is now used by 4.80 billion people worldwide, with 150 million new users

joining in the last year.The average amount of time spent on social media each day is 2h 24m.
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Here is the number for the world’s most used social platforms. As it stated in the chart,
Facebook is still the most widely used social media and Tiktok also is increasing steadily. By

the end of 2023, Tiktok is expected to reach 1.8 billion users.

What does it mean for our marketing campaign? It means that if we are going to do a social

media campaign for brands, we should definitely prioritize the use of Facebook and Tikok.
2.6.2. About social media overview in Vietnam

In terms of the social media user landscape in Vietnam, there are 64.4 million individuals
aged 18 and above actively utilizing various social media platforms, accounting for

approximately 89% of the total population within that age group at the time of the statistics.

Furthermore, a staggering 89.8% of internet users in Vietnam (regardless of age) have
engaged with at least one social media platform as of January 2023. Among these social

media users, 50.6% are female, while the remaining 49.4% are male.

The five most popular social media platforms used in Vietnam are: Facebook (91.6%), Zalo

(90.1%), TikTok (77.5%), Facebook Messenger (77%), and Instagram (55.4%).

Out of the social media statistics report, 34.4% state that Facebook is their most favored
platform, whereas this figure stands at 21.3% for Zalo and 20.3% for TikTok. Regarding
website traffic generated by social media platforms in Vietnam, the top five are: Facebook

(66.79%), Twitter (9.52%), Youtube (9.08%), Instagram (5.02%), and Pinterest (4.58%).
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CHAPTER 3: PLANNING

3.1. Target Audience

Age: 22-30

Demographic : - _
Location: Living in HCM City

Income Over 11 million VND

Go in groups
Looking forward to high quality products.
. Checking information on social media
Behaviors : ‘ :
Find solutions to personal problems by altering

mood/looks.

Adore Asian culture, particularly Thai culture.

Table 3.1.1. Main target audience information

This age group is often characterized by a higher level of disposable income, a keen interest
in trends, and a willingness to try new products or experiences. They are likely to be more
active on social media and open to engaging with brands. Targeting individuals with incomes
over 11 million VND allows for marketing products or services that may be considered
premium or high quality. This income level suggests a certain financial stability and the
ability to invest in products that offer additional value or luxury. Going to eat together is the
behavior that indicates a social inclination. Products or services that can be enjoyed in a
group setting or cater to social activities might be particularly appealing to this audience.
Audiences who are looking forward to high-quality products suggest that the target audience
values quality over quantity. Emphasizing the quality and unique features of a product or
service in marketing efforts is likely to resonate with them. While checking information on
social media shows that given their social media usage, having a strong online presence and
engaging content on platforms like Facebook, Instagram, or Twitter can effectively reach and

influence this audience. Also leveraging the audience's appreciation for Asian culture,
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especially Thai culture, can be a unique selling point. Products or experiences that

incorporate or are inspired by Thai culture may capture their interest and loyalty.

The subsequent customer insights were derived from the data gathered from the survey in
Appendix 2 and customer research in section 2.3, in conjunction with the information about
the target customer group. In addition to the data that our team analyzed about the financial
economy and behavioral habits of this target group, we also found the main issues. This
customer group and our campaign will be built to satisfy their needs and solve their inner

problems.

The target customer group that our team's campaign is aiming for is a group of people who
want to enjoy quality food but also pay attention to nutrition to improve their own health. At
the same time, the customer group has a passion for Thai food and is willing to enjoy and
share meals with their friends and relatives. The campaign aims to build Happy Thai as a
place where customers can enjoy simple and familiar happiness with their group of friends

and enjoy delicious and healthy food together.
3.2. Objectives and KPIs

The campaign's objectives were determined through the use of the Smart Model provided

below.
3.2.1. Message Objectives:

- Improve brand awareness in the restaurant industry, particularly in the Thai restaurant

and eateries market in Vietnam.
- Increase customer engagement on social networking platforms Facebook and Tiktok.
3.2.2. Media Objectives:

- The number of followers on Facebook and Tiktok after the campaign will increase by

20% compared to the brand's current follower count on these two platforms.

- The amount of customer reach, likes and comments on Facebook after the campaign
will increase by 20% compared to the current reach parameters on the brand's

Facebook channel.
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- The number of views and likes on the Tiktok platform will increase by 20% compared

to the current number of views and likes on the brand's Tiktok channel.
3.2.3. Sale Objectives:

- Conversion rate will reach 5%

Improve brand awareness in the restaurant industry in Vietnam through

running a media campaign on social networks Facebook and TikTok.

Our objective is to increase customer engagement on Facebook and TikTok

by 20%.

The team we have has experience managing Facebook Fan Page and

TikTok channels to produce certain outcomes.

The quantity of media interaction will increase if we consistently publish

posts and videos with high-quality images, knowledgeable professionals,

and relevant information that reflects client interests.

The media campaign will run until December 18

Table 3.2.1. Smart model campaign objectives
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3.3. Big idea & Key Message

What You're
Naturally Great At

Your Story
& Key Learning
Insight

Targeting &
Narrowing Your
Niche

Picture 3.3.1. Big idea model

Traditional Thai Food

Cheaper price compared to other Thai restaurant competitors.

Aged from 22-30
Earning beyond 11 million VND (11.000.000 VND)
Enjoys healthy/diet menus and traditional food.

Desire to expand many branches in Vietnam
Bringing happiness to customers through food quality and

brand culture

Independent, financial stability

Go to a restaurant with friends
Care about quality of the meal

Care about health, want to experience something new in the
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3.3.1. Big idea:

On the basis of the Big idea model described previously, we have developed the following

Big Idea for the Happy Thai restaurant's communication campaign:

Given the current era of digital exploration, in which every individual assumes the role of a
culinary culture aficionado, Happy Thai Restaurant has become a haven for those who are
looking for happiness through the opportunity to enjoy healthy dining experiences. Happy
Thai is aware of the desire that people in the age range of 22 to 30 years old who are
self-sufficient and financially secure have for meals that are not only delicious but also of
excellent quality and nutritional value. Happy Thai, which is positioned as the ultimate
destination for these successful individuals, gives them the opportunity to indulge in their
love for Thai cuisine while also emphasizing their health by providing a broad menu that

includes options that are both healthful and vegetarian.

Happy Thai Restaurant is more than just a place to eat; it morphs into a cultural bridge that
provides experiences that are both one-of-a-kind and uplifting. Happy Thai develops a
professional and instructive place for its target customers by means of engaging stories,
bright photographs, and joyous videos that are shared on popular social media platforms such
as Facebook and TikTok. This space allows customers to learn, interact with one another, and

partake in the authenticity of Thai cultural and culinary experiences.

In order to provide clients with a visual and in-depth understanding of the Happy Thai
experience, a particular emphasis is placed on the creation of genuine video evaluations. One
of the primary objectives of Happy Thai is to ensure that each and every customer leaves the
establishment not only satisfied but also filled with a feeling of value and a joyful smile. In

the process of Happy Thai's efforts to expand its influence as a Thai culinary home across
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Vietnam, each client is transformed into a cultural ambassador, making a contribution to the

dissemination of Thai cultural values throughout the country.

People are about to embark on a unique trip with Happy Thai, a place where culture and food,
as well as tradition and contemporary, come together in perfect harmony to deliver people
genuine Thai enjoyment. The customers who visit Happy Thai are not only looking for a
meal, but also for an experience that encompasses happiness, health, and the satisfaction that
comes from exploring new cuisines. Have the opportunity to experience the great
combination of flavors and culture that Happy Thai has to offer, both in the restaurant itself
and through the material that is posted on social media channels that is both engaging and

uplifting.
3.3.2. Key message: “Bira an nhé, hanh phuc to”

The campaign message "Bira an nho, hanh phuc to" emphasizes that happiness does not
require greatness and may be found in the simplest moments of life, such as when eating a
meal. This meaning inspires people to appreciate the details and significance of ordinary
encounters, raising awareness of the enjoyment that is all around us. Simultaneously, it
represents the restaurant's concept, establishing a positive link between cuisine, experience,
and a sense of well-being for consumers. The message emphasizes to clients that eating
together is about more than just enjoying food; it is also about sharing delight and making
lasting memories. When individuals eat modest meals together, they not only share tastes but
also create a place for trade, conversation, and emotional connection. This message
encourages family and friend unity, converting minor things into a pleasant and happy

atmosphere, and making meals more meaningful in the presence of loved ones.
3.4. Campaign strategies and timeline

To attain the objectives of the communication campaign for the Happy Thai restaurant, we
have developed stage-specific strategies for the communication campaign using the Aida

model as our guide.
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3.4.1. AIDA model

THE AIDA MODEL

< INTEREST
< DESIRE
ACTION

<—— AWARENES)

ESSENTIAL MARKETING MODELS HTTP://BIT.LY/SMARTMODELS

Picture 3.4.1. The AIDA Model

The AIDA model is a marketing framework that outlines the stages a customer goes through

in the purchasing process: Attention, Interest, Desire, and Action. Analyzing customers using

the AIDA model is crucial for understanding their journey and optimizing marketing

strategies. Attention involves grabbing customers' notice, Interest fosters engagement, Desire

generates a want for the product, and Action prompts the purchase. By dissecting customer

behavior through these stages, businesses can tailor their messaging, campaigns, and user

experience to guide customers seamlessly through the doing campaign.
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e Increase brand

awareness

e Attract customer

o Increase customer

engagement

e Increase sales,

voucher returns
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Create eye-catching images and videos that
showcase the restaurant's vibrant atmosphere,
diverse menu, and beautiful Thai
culture-inspired decor. Use bright colors and
compelling visuals to grab users' attention as

they scroll through their feeds.

Raft engaging stories around dishes,
emphasizing the happiness and unique flavors
they bring. Share anecdotes about the
restaurant's Thai culture to pique curiosity.
Consistently convey the message of “Bira an
nho, hanh phic to” to build a strong brand
identity.

Repost user-generated content that highlights
their joy and satisfaction at Happy Thai
Restaurant. This will create social proof and
generate interest and desire among potential

customers.

Run limited-time promotions discounts
exclusively for Facebook and TikTok followers.
Encourage users to take action by visiting the
restaurant or placing orders online. This will
contribute to the restaurant's revenue growth
and assist us in reaching our sales objective of a

5% conversion rate.
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3.4.1.TABLE: AIDA Model strategies planning

e Behind-the-Scenes Content:

Take our audience behind the scenes with videos that show the kitchen in action, food
preparation, or the chef's recommendations. This can build a desire to try the food and

experience the restaurant's authenticity.

e Consistent Posting Schedule:

Maintain a consistent posting schedule on both platforms to keep our audience
engaged. Use a content calendar to plan and schedule posts, ensuring a steady flow of

content that aligns with our brand message.
e Engage with Comments and Messages:

Respond promptly to comments, messages, and feedback from followers. Building a

responsive online community can lead to increased customer loyalty and advocacy.

Regularly analyze the performance of our content and adjust our strategies based on
what works best for the target audience. By implementing these strategies, Happy
Thai Restaurant can increase brand awareness and customer interaction on Facebook

and TikTok while leveraging its unique strengths.
3.4.2. Key activities:

In this campaign, our team created video, as well as poster products that posted messages on

the main platform, the Facebook page Happy Thai Thu Duc.

In October and November, posting time will be deployed. By expressing stories about brand
culture as well as practical values derived from nutritional elements in Thai dishes, as well as
generating sentence content. With in-depth tales, our team's "Bita an nho, Hanh Phuc to"
campaign hopes that the audience will better understand the Happy Thai brand and have a
different perspective on Thai food, allowing them to easily continue to reach nearby Happy

Thai restaurants.
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Our team's campaign sizing is done based on the order of the AIDA model. In the first phase
from September until mid-October, our team focused on increasing awareness among loyal
customers and tried to reach target customer groups by posting a large number of poster
product about food, in which the image part of the poster is edited in a professional style and
full of information that the target customer group finds attractive according to our team's
primary survey. The next phase lasts from October to early November, our team conveys our
message on Happy Thai restaurant's social networking platforms with the message "Bita an
nho, Hanh Phuc to". We share interesting content about the brand's culture and dishes where
customers can experience interesting stories about Thailand with friends, relatives or even
co-workers. Working in the same company and enjoying the happiness of food together. We
also simulate real stories related to customers' daily lives to help customers easily sympathize
and find happiness at Happy Thai restaurant. In November, we started running a promotion
program with the main product being Pad Thai. The November campaign is the time we
evaluate the effectiveness of this project and aim to achieve the conversion rate set by the

brand. At the same time, it helps potential customers access the brand.

3.4.3. Master plan

We have designed a master plan that includes all online/offline actions that we will undertake
throughout the campaign in order to simply monitor and track job progress. The master plan

is displayed here.
Detailed social media content plan

A compilation of timeline summaries for the channels Facebook, TikTok, and Instagram is

presented here.
3.5. Tactics

The marketing strategy focuses on Facebook and TikTok, focusing posts around the slogan
"Bita an nho, Hanh Phuc to" for Happy Thai restaurant. The post is part of the ongoing
"Happy Meals" campaign, the image emphasizes the joy of small, interesting meals, to
associate happiness with the brand. Diverse content, including videos and popular hashtags,
has shown higher engagement. While successful in conveying the central message visually,

this strategy still suggests constant diversification to keep the audience interested.
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Vouchers are an important aspect of this campaign since they provide a promotion that makes
it easier to contact clients. Furthermore, vouchers assist in attaining the sales objective of the
campaign, which is a 5% conversion rate. Following the publication of posts outlining the
campaign message, we will publish posts announcing the campaign's duration and directing
customers on how to participate. Following the campaign, we will photograph customers
entering the restaurant and checking in. This helps to increase Happy Thai's visibility after

the campaign expires.
3.6. Budget estimates

A budget estimate before a campaign is essential for effective financial planning and goal
setting. It enables businesses to allocate resources wisely, preventing overspending and
ensuring funds cover all aspects of the campaign. By calculating potential return on
investment (ROI) and identifying risks, a budget provides a clear roadmap for success. It
facilitates informed decision-making, allowing for efficient resource allocation and strategic
adjustments. Moreover, a budget fosters transparency in stakeholder communication, building
trust and accountability.

Equipment
Sony Alpha A7C Camera 600.000 600.000

Canon 750D Camera 250.000 500.000

Lens Sony 35mm f1.8 200.000 200.000

Godox Studio QS400ii light (included
light stand & optional soft box & 200.000 200.000
Godox XI trigger)

Godox AD600 exterior light (included
light stand & optional soft box & 250.000 250.000
Godox XI trigger)
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Fujifilm XT-4 Camera 500.000 500.000
Lens Fujinon 16-80mm 4.0 300.000 300.000
Godox mic wireless 250.000 250.000

Aperture Amaran 200d, 200x lighting
500.000 500.000
(with softbox,...)

Amaran T4C sword light 200.000 200.000
Reflector plate 50.000 50.000
Travel expenses

Equipment shipping costs 100.000 300.000
Travel expenses for actors 235.000 705.000
Other costs

Salary for actors package 1.000.000 1.000.000
Table standee (A6) piece 15.000 150.000
Printing cost package 200.000 200.000
Food costs for filming package 3.090.000 3.090.000
Instagram Advertising package 300.000 300.000

GRAND TOTAL (VND) 9.295.000

Table 3.6.1. Budget estimates

3.7. Risk Management
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Material cost

Legal license from clients High

Resources shortage

Testing and Debugging

Scheduling Problems Medium

Budget Overrun

FPT UNIVERSITY

Controlling what material we can use and
tick off what can’t be used. Have a full
discussion about the costs with one
another, and assign someone to keep track

of them.

Customers' projects will be discussed in
detail with them during the preparatory
phase.

Clients will highly cooperate with us
during the in-production phase. If not, we
will choose something that satisfy both us

and clients

Controlling resources and allocate more.

A direct plan will be prepared beforehand

Mostly cause a slight delay in production

phase, it depend on the final production

Everyone in the group will constantly
remind each other of their deadlines. If
they miss the deadline, they will be fined
100,000 VND each. Delayed tasks will be
pushed forward and quickly done so as

not to affect the timeline of other tasks

Strict budget controlling and assign
someone will record what will be use and
how we gonna spend our budget

accordingly with our research
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Faulty production

equipment

Lack of equipment and

tools

Lost video and image

sources

Deadline Scheduling

Low media output

Medium

Medium

FPT UNIVERSITY

Check the filming equipment before
going to the filming set. Fully charge the
device's battery

Before arriving at the scene, we will
video call each other to cross-check with
each other about the equipment. From
there, ensure adequate equipment

preparation

During the filming process, we will
assign one person to check and manage
data. At the same time, throughout the
filming process, we will remind the
assigned person to remember issues in
testing and data management to avoid

CITOorsS.

Our group has created a timeline for tasks
to be done at an exact point of certain
times, and consider what task is more
important than others. Which will help
ensure everything will be done before
deadline due. Delayed tasks will be
pushed forward and quickly done so as

not to affect the timeline of other tasks

Weekly  monitoring  of  consumer
interactions on social networking sites.
Create a report and have a group

discussion to come up with ideas to
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Media-related problems

Client Feedback

Media-related problems
(not attracting enough

viewers, KPIs..)

The product is not

approved by the brand

Video is copyright

infringement

High

FPT UNIVERSITY

prevent little customer engagement.

Before posting, carefully monitor the
content. Happy Thai must always give his

or her approval.

Customers' projects will be discussed in
detail with them during the preparatory
phase.

Clients will highly cooperate with us
during the in-production phase. If not, we
will choose something that satisfy both us

and clients

Establish precise weekly KPIs to
guarantee that the campaign will meet the
KPIs that were initially specified. View
and examine issues that arose during the
campaign as a group to develop prompt

fixes.

First of all, we will try to modify the
product according to the brand's
suggestion. If the product is still not
approved, we will quickly produce a
replacement product to be approved by

the brand.

Before posting, we will always run a
copyright check on the TikTok platform.
Regarding Facebook, we will comply

with brand image rights as well as comply
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The client would not

appreciate the script.

Environment related issue

Scheduling Problems

Material cost

Equipment cost,

availability

Budget Overrun

Medium

FPT UNIVERSITY

with the standards of Facebook.

There will be changes added to the script

to accommodate the client request

A change in shooting, and preparation. At
least, it would delay the production for a

few days

Everyone in the group will constantly
remind each other of their deadlines. If
they miss the deadline, they will be fined
100,000 VND each.

Controlling what material we can use and
tick off what can’t be used. Have a full
discussion about the costs with one
another, and assign someone to keep track

of them.

Renting out extra equipment, and have
connections to secure the needed
equipment. Have a full discussion about
the costs with one another, and assign

someone to keep track of them.

Have a full discussion about the costs
with one another, and assign someone to
keep track of them.

We should check our spending each week
to make sure it doesn't go over our means

of support.
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CHAPTER 4. PRE-PRODUCTION

The campaign was formally launched on October 23, 2023, during the second part of the
campaign. We were busy producing photo and video products, including connected segments
such as supplying ideas, editing scripts, and creating storyboards. Our team was also working

on other relevant projects.

Due to the fact that the objective is to employ communication goods in order to raise the level
of brand awareness and accomplish a conversion rate of 5%, this is the stage in which our
team needs to carefully plan in order to guarantee that the implementation will be feasible.
The expression of the message "Bira an nho, Hanh Phtic to" for Happy Thai restaurant is an

essential component that must be taken into consideration.

A popular group of eating customers who have the urge to share joy with each other over
meals at Happy Thai restaurant, which is a strong point of the restaurant, is the inspiration
behind the idea behind the campaign. The menu at Happy Thai is extensive, and it features a

number of foods that are also great for consumers.

4.1. Communication Theories

v | TOMORROW
M | MARKETERS

Consumer Truth

Company/Brand Category Truth
Truth

Picture 4.1.1. 3C model analysis customer insight
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Based on the 3C model, it presents the problems that customers and target audiences usually
encounter in daily life, and cuisine is a way to easily learn and analyze their psychology.
From there, come up with methods that come from the practical value of the brand to connect
with customers. Through this, it makes it easier to find increased interactions on social

networking platforms naturally.

We have derived the subsequent campaign idea from the aforementioned 3C model. During
this phase, our team plans the transmission of the "Bira an nhd, Hanh Phuc to" message. At
the same time, our team also chose Pad Thai as the main product for this campaign with a
happy meaning because the product's healthiness and deliciousness will easily attract
customers to pay attention to the campaign. Regarding the health level of Pad Thai, according
to our research on a scientific level, Pad Thai can be considered a relatively healthy food due
to its nutrient composition and the potential health benefits associated with its key

ingredients. Let's break down the analysis:

e Proteins: Pad Thai often includes a protein source such as tofu, shrimp, or chicken.

Proteins are essential for muscle repair, immune function, and overall cellular health.

e C(Carbohydrates: The primary source of carbohydrates in Pad Thai comes from rice
noodles. These complex carbohydrates provide a sustained release of energy and are a

staple in many healthy diets.

e Fats: While Pad Thai does contain fats, they often come from sources like peanuts or
vegetable oils. These can contribute to the dish's overall healthy fat profile, including

monounsaturated and polyunsaturated fats.

e Vegetables: Pad Thai typically incorporates a variety of vegetables, such as bean
sprouts, green onions, and sometimes bell peppers or carrots. These vegetables add
fiber, vitamins, and minerals to the dish, promoting digestive health and overall

well-being.

e Herbs and Spices: Ingredients like cilantro, lime, and chili peppers not only enhance
the flavor but also provide antioxidants and other bioactive compounds that may have

health benefits, such as anti-inflammatory properties.
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e Portion Control: While Pad Thai can be nutrient-dense, it's important to consider
portion sizes. Eating in moderation ensures that the overall caloric intake aligns with

individual dietary needs.

It's worth noting that the healthiness of Pad Thai can vary based on the specific recipe and
preparation methods. Choosing fresh, high-quality ingredients and minimizing the use of

excessive oils and sugars can contribute to a healthier version of this popular Thai dish
4.1.1. Brand Poster

Designing a food poster is like preparing a delicious meal for the eyes. You want to create

something that not only looks delicious but also conveys the essence of the cuisine.

e Color palette: When designing poster products for Happy Thai restaurant's Facebook
platform, we always pay attention to the main colors of the brand to express the
brand's cultural spirit through food and to use it for entertainment purposes.
distinguish the Happy Thai brand from other F&B brands in the same industry. The

brand's color meaning represents the warmth and elegance of the food presentation.

e Typography: Use a font that complements the cuisine's style. Script fonts can add a
touch of elegance to a delicious meal. Make sure the text is easy to read from a

distance.

e Images: High-quality, attractive food images are essential. Our team's photos show off

the texture and color of the dish.

e Composition: Balance is key. Based on survey information about attractive food
image content, our team considered arranging elements in a way that smoothly guides
the viewer's eye throughout the poster. Not too crowded; Leave enough white space to

avoid visual clutter.

e Branding: Our team always incorporates their logos and brand elements for consistent

branding that reinforces brand recognition.

e (all to action: Encourage viewers to take action, whether it's visiting a restaurant,
trying a new dish, or taking advantage of a special offer. Use phrases like "Order

Now" or "Visit Us".
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4.1.2. Brand guideline

I"
Jg:.9
HAPPY THAI

i Jove

IDEAS s

[ A\
HAPPY THAI

The flower has eight petals, an eight-pointed star on
the inside, a Buddha picture in the middle, and the
Happy Thai brand name on the outside with a dark
purple circle. The brand logo is explained fully
below:

Thai Happy means "desire to bring delicious food -
happiness to everyone." Bring Thai food to further
the relationship and enrich Vietnamese cuisine.

We encourage peace, happiness, and compassion,
selflessness, and honesty by focusing on Buddha.
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Do not use different colors

Do not crop the logo

Do not change the transparency of the
logo

Do not use drop shadows or other effects

Do not re-create using any other typeface

HAREX THAL
Do not remove the background

4.2. Video production idea

To create video products, our team needs to make important plans before the shoot to
determine the message content, context, dishes to be filmed and filming time. Therefore, our
team also focuses on implementing the segments of script building, storyboard, costumes of
characteristics, actor portfolio, callsheet, list of dishes in the scene, list of equipment for
shooting. Comprehensive information regarding the scripts of our products can be found in

Appendix 1, Section Script.
Idea 1: Pad Thai - A Journey of Exquisite Taste

Numerous details and interesting facts regarding Pad Thai are included in the script. titled
"Chicken Pad Thai - A Journey of Exquisite Taste" . Clearly and interestingly presenting the
background of pad thai, particularly while highlighting the inventiveness and spirit of Thai

cooking.

The health and nutrition aspects of Pad Thai are also well-presented, helping listeners to
comprehend the dish's high nutritious content. By relating Pad Thai to Thailand's culture and

natural beauty, the scene is brought to life and becomes captivating.
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The purpose of this script is to inform viewers about the advantages of eating Pad Thai food

for their health.

After finishing writing the script, our team began making storyboards based on the content in
the script, however, our team could not keep up with the sketching process so we replaced it
with mock-up images. The scene element is extremely important to visualize when

performing so it cannot be ignored.
Idea 2: The Spicy Taste of Health: The Secret Behind Spicy Eating in Thailand

This script deeply considers the relationship between Thai cuisine, spicy flavors, and health.
The title "The Spicy Taste of Health: The Secret Behind Spicy Eating in Thailand" right from

the beginning created curiosity and attraction.

The section on the positive effects of capsaicin on health is presented clearly and
convincingly. The connection between spicy flavors and health benefits is an interesting and
fresh perspective.The section on the application of spicy cuisine in hot weather is a unique

and logical perspective, creating a connection between cultural reality and health benefits.

Although spicy food might cause perspiration, it is beneficial to the heart. A 2022
comprehensive review published in Molecular Nutrition & Food Research discovered a link
between frequent use of spicy foods and a lower risk of heart disease and stroke-related
mortality. We cannot be positive that eating spicy food improved heart health because this
study only revealed a correlation, not a cause-and-effect relationship. However, there appears

to be a link between the regular consumption of spicy food and lower death rates.
Idea 3: Happiness From Small Meals

The script is based on the real situation of choosing a place to eat and represents a common
situation in everyday life. Taking advantage of a familiar situation helps the script become

friendly and easy to connect with the audience.

Along with character development, the female protagonist is described as having unique
psychology and emotions, creating a realistic and sympathetic character. Her development
from hesitation to confidence is especially important. Introducing Happy Thai as a healthy

place to eat is also a smart way to communicate the benefits of food choices.
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Idea 4: Happy Family

The plot is simple and easy to understand, focusing on emotional moments in everyday life in
which the relationship between father and child is shown in a realistic and warm way, helping
viewers easily empathise and understand. emotions of the characters. The main theme of the

story is family love and happiness from the simple things in life.

Overall, this script is a gentle and positive story, suitable for conveying messages about
family affection and the value of simple moments in life. Especially express the message

“Btra an nhd, Hanh Phtc to” clearly
Idea 5: Introducing the Thai Loy Krathong Festival

The Thai Loy Krathong Festival is one of Thailand's most important holidays. The rationale
for generating this video is that, based on the survey we conducted above, as well as tracking
interactions from previous films, we discovered that TikTok viewers enjoy videos that share

useful information.
Idea 6: Behind the Scenes of Preparing Spicy Ribs

Our intention was to provide a captivating and immersive glimpse into the culinary expertise
and unique flavors that Happy Thai has to offer. By featuring chefs in action, meticulously
preparing a signature dish, we aimed to create engaging content that not only highlights the

restaurant's commitment to quality but also entices the audience's taste buds.
Idea 7: Behind the Scenes of Preparing Sturgeon Salad

TikTok's visually-oriented and dynamic nature offers a unique opportunity to showcase the
craftsmanship and culinary artistry that defines Happy Thai. By focusing on the intricate
details of preparing a signature dish like the Sturgeon Salad, we aim to not only tantalize the
audience's taste buds but also to create an authentic connection between the restaurant and

potential customers.

Through this behind-the-scenes footage, viewers gain insight into the dedication and skill of
Happy Thai's chefs as they expertly cut ingredients, season, and cook. This transparency

fosters a sense of trust and authenticity, key elements in building a positive brand image.
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Idea 8: Spicy Food Challenge

The core of this film extends beyond just eating spicy foods; it's a memorial to the human
spirit of exploration and the delight received from shared experiences. We hope to promote
the universal love of food, the friendship that comes from shared struggles, and the simple
delight found in stretching one's gastronomic boundaries by capturing the journey of these

two young devotees.

This video was created by our team not only to entertain but also to inspire a feeling of
adventure in our viewers. We intend to communicate the excitement and unpredictability that
comes with trying diverse cuisines via the lens of these bold individuals, all while

emphasizing the significance of connection and shared experiences around the dinner table.
Idea 9: Spicy Food Challenge

The core of this film extends beyond just eating spicy foods; it's a memorial to the human
spirit of exploration and the delight received from shared experiences. We hope to promote
the universal love of food, the friendship that comes from shared struggles, and the simple
delight found in stretching one's gastronomic boundaries by capturing the journey of these

two young devotees.

This video was created by our team not only to entertain but also to inspire a feeling of
adventure in our viewers. We intend to communicate the excitement and unpredictability that
comes with trying diverse cuisines via the lens of these bold individuals, all while

emphasizing the significance of connection and shared experiences around the dinner table.
Idea 10: Brief video Thai eateries in Thu Duc are affordable and tasty

In a world where attention spans are short and trends change in an instant, our team saw
TikTok as the ideal medium for showcasing the vivid character of Happy Thai restaurant.
The choice to make a brief, 15-20 second video introducing the restaurant, displaying
delectable food, prices, and important information, arises from the realization that TikTok

thrives on rapid, visually appealing material that draws people's interest.

By creating this short movie, we hope to quickly capture the viewer's attention and leave

them ready to try the flavors of Happy Thai for themselves. We hope to appeal to a wide

Communication campaign for Happy Thai Restaurant




KAYA TEAM PROJECT FPT UNIVERSITY

audience by showcasing not only the wonderful meals but also the affordability of our offers,
encouraging them to take the next step - to step through the doors of Happy Thai and start on

a gastronomic trip.

The goal is simple: pique viewers' interest, tickle their taste buds, and create a sense of
urgency that makes them want to be a part of the Happy Thai experience. This TikTok video
serves as a tasty invitation, calling viewers to join us for an extraordinary taste adventure at

Happy Thai restaurant.
Idea 11: Brief video Thai eateries in Thu Duc are affordable and tasty

In a world where culinary preferences are shifting toward healthier options that don't sacrifice
flavor, our team saw an opportunity to highlight Happy Thai restaurant as a haven for
individuals looking for a blend of delicious and nutritious meals. The choice to develop a
short, 15-20 second movie introducing Happy Thai's macrobiotic dishes is intended to
address the needs of customers who love the rich flavors of Thai food but want a healthier

option.

The film features visually appealing macrobiotic cuisine, demonstrating that eating healthily
does not have to be dull. We hope to engage TikTok viewers looking for a new and
fascinating culinary experience by delivering a tantalizing choice of wholesome yet delicious
Thai options. Prices and crucial information are included to make Happy Thai not just an

appealing gourmet option, but also one that is accessible and reasonable.
4.3. Story Board

Based on the script, we drew an overview story board ourselves to help make the filming
process easier and minimize missing scenes or wasting a lot of time during the filming
process. To save time and money, we drafted the story board ourselves enough for us, those
responsible for filming and editing the video, to visualize and understand. The comprehensive

storyboard can be found in Appendix 2.
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CHAPTER 5. CAMPAIGN EXECUTION

5.1. Facebook Fanpage

Facebook is a critical platform that serves as a primary destination for our posts. We
consistently feature the slogan "Bira an nho, Hanh Phuc to" in our Facebook posters, despite
the diverse array of content we produce. In addition, we manufacture video products that
convey brand narratives and strengthen the reputation of the Happy Thai restaurant. To
ensure compliance with the business's conversion rate targets, our team further distributes

posters announcing upcoming promotions during the November phase of the campaign.

5.1.1. Normal post

Happy Thai Thu Buc
November 25 at 5:57 PM - @

“Kh&m Pha Hanh Phtic Tinh T& véi mén Cha C3
Thai tai Happy Thai nhé!”

Ban di bac gid mudn bién méi bifa tiéc nho
thanh mét chuyén phiéu luu &m thuc chua?
Diing bd 18 cd héi thudng thic nigm vui tinh t&
tai ban an cla ban vdi #ChaCaThai!

Su K&t Hop Hoan Hao: M&i miéng ché cé I3
mét tac phdm nghé thut 4m thuc, héa quyén
gilta vi ngot cla cé thac lac, d& dai cda gid séng
két hop vdi cac loai gia vi dac biét tao nén mén
cha ca Théi vé ciing thom ngon

Huang Vi Béc Dao: Nhiing... See more

OO0 10 1@ 1A
[fb Like O Comment d> Share .'

Most relevant =

(5] Nguyén Genko

: Trang tri dep qua
TN 1d Like Reply
-‘.

[ A ] v

HAPPYTHAI

Picture 5.1.1.1. Normal Post
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Contact Us: y
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https://w w.haggythai_\
D

20 Doan Két, P. Binh Tho, TP, Thit Dirc 207 Pham @0, . PNL, O, 20Nguyén \Van Cir, 1L TP, DAl at

Picture 5.1.1.2. Normal Post

In our ongoing "Bita &n Hanh Phuc" campaign, we have made significant progress with a
total of 19 posts shared on our platform, currently. The central theme of these posts revolves
around imagery, with a strong emphasis on conveying our key message: "Bita an nhd, hanh

phuc to".

These posts have consistently showcased a variety of images that align with our core
message, emphasizing the idea that happiness can be found in the simple pleasure of enjoying
a small, delightful meal. The images have been carefully selected to evoke positive emotions
and create an engaging visual experience for our audience. The goal is to make our target
audience think about the happiness and the fun when they enjoy food with friends while

promoting Happy Thai branding.

While the campaign has been successful in consistently delivering our message through
compelling visuals, it's essential to keep diversifying our content to maintain audience
interest and engagement. We have seen that certain types of content, such as video learning
content and content using popular hashtags, have received notably higher levels of viewer
interaction. These insights indicate that our audience is receptive to a variety of content
formats and that they engage more when our message is presented in innovative and visually

captivating ways.

Communication campaign for Happy Thai Restaurant n




KAYA TEAM PROJECT FPT UNIVERSITY

Moving forward, we should continue to experiment with content formats and delivery
strategies to keep our audience engaged and foster a stronger connection with our brand and
message. We will also pay close attention to captioning, ensuring that they are concise,

attention-grabbing, and consistent with our brand messaging to reinforce our key message

effectively.

5.1.2. Reel post

Happy Thai Thi Bic
4 October 24 at 6:30 PM - @
HAPPY THAI
s x Overview  Comments
BUA AN NHO

HANHPI Il’g)

Bifs n khéng chi 14 co hi d€ nap néng luong ma can I3 thai gian
tin hugng hanh phic va nigm vui. Tai Happy Thai, ching téi tin ring
m3i bia &n |3 mt co héi &€ tao ra nhiing Kj niém dang nhé vé hanh
philc to I6n. V3 56 chinh 13 I o tai sao chiing t..

See more

Most relevant w
™) CuTi-Follow
2 ummy
2w Like Reply

X6m Tro Dzui - Follow

quén nay ngon thiét nha mn
w  Like Reply

Order Now

View 3 more comments
® +84908 894554

b o01/023

e a comment.

A0 & @

32 Happy Thai Thii Diic - Following
@ Publc

S
—

\,.@wg cgcbuqu\d&n e

vdi budi! gidi dupuéc(‘luhm f

-

AU
Mot biéu tugng ﬂ%;th‘fm Thai
dang lam dién dao thé gidi
\L”

#ancaydekhoe #spicyfood #suckhoevaamthuc

Cing nha khém
® #PadThai #AmThycThii #HappyThdi #MénAnNGIT:
" Happy

Communication campaign for Happy Thai Restaurant 87




KAYA TEAM PROJECT FPT UNIVERSITY

Picture 5.1.2.1. Reels Post

A Facebook Reel post is a short video clip designed to capture attention and engage users on
the platform. Similar to other popular short-video formats, such as TikTok and Instagram
Reels, Facebook Reels are typically 15 to 60 seconds long and feature a wide range of
content, from entertaining dances and challenges to informative how-tos and quick product

demonstrations.

Realizing the benefits of running media on the Facebook Reels platform, the group has
applied key video products from Tiktok to reshare on Happy Thai restaurant's Facebook page
to increase the coverage of the message in the video to target customers. reach more viewers.
Until now, the group has run 3 media video posts. In which, 2 video products are built in a

monologue style telling about content related to brand culture to attract more viewers.

This regular schedule guarantees that we remain active on the platform, keeping our audience
engaged and interested. Simultaneously, we continuously monitor the interactions and
engagement metrics of each video on a weekly basis. By doing so, we obtain vital insights
about what resonates with our audience and what creates high levels of interaction. This

data-driven approach enables us to continuously adjust and optimize our content strategy.

Our primary goal is to use these data to develop additional videos that generate substantial
interactions, resulting in increasing consumer interest in Happy Thai restaurant. We can
create material that not only entertains but also effectively advertises our restaurant by
remaining tuned in to the interests and behaviors of our audience. This continuous strategy
guarantees that our presence remains dynamic and responsive, allowing us to interact with a

bigger audience and raise the restaurant's visibility in the competitive culinary landscape.
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5.1.3 Key Message post

BUa dnnho
Hanh phic to

“Bita an nho,
hanh phtc to”

HAPPY THAI

Picture 5.1.3.1. Key message post

The first posts about the campaign are extremely necessary to help customers gradually
become familiar with the campaign message and increase awareness of Happy Thai
restaurant's campaign. Conveying meaning through post content for message posters is
important to tap into customers' emotions about their insight issues when sometimes they do
not feel the simple happiness around them. Since then, customers have gradually become
more sympathetic and Happy Thai has become a place for them to come to find simple

happiness through the brand's dishes.

5.1.4. Promotion Voucher post

Promotions are the key strategy of our campaign to increase the conversion rate of customers
to the brand, and also help us evaluate the effectiveness of customer awareness of the
campaign. . The content of the poster is to guide customers on how to participate to receive
promotional vouchers, especially the main product for the program is Chicken Pad Thai,
which after we analyze and evaluate the health level is Perfectly suitable to become the main

dish in this media content.
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Thang 11

1 chuong trinh - 1 su kién

s&p dugc hé 19 CHECK-IN NHAN NGAY
VOUCHER
MIEN PHI PAD THAI

TU NGAY 11/11 - 30/11/2023

PAD THAI
COUPON

HAPPY THAI

100% OFF
cogiat 2028

www.happythaivn +84-908-894-554.
#buaannhohanhphucto © ©

Picture 5.1.4.1. Promotion Post

The posts of this period include 3 main contents: a teaser post before the campaign posted on
November 10 - Voucher information post updated on November 11. And recap posts of the

campaign.

The reason our group chose November 11 is because this is the day of the single group. Our
group wants to take the opportunity for customers to meet each other, eat happy meals
together and enjoy the atmosphere. happy time that Happy Thai restaurant brings. During
November we will run voucher events to reach our 5% conversion rate from online users to
actual customers that check in at Happy Thai Restaurant. Customers will check-in directly at
the restaurant and after that they will immediately receive a coupon consisting of a 100% free

meal of Pad Thai.
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5.1.5. Story

‘¥ Happy Thai Tha Dic Oct 14
"ﬁ'

Beat Sellen,

SUON-CAN

‘3 Happy Thai Tha Pic Oct 19

HANH PHUC

m.

MON AN \JLW‘

Géi du di xanh cd com
Hii tiéu bb x30 chay
Rau ci xdo diau hao

Ba roi chién gion
Gi xdo sa té Thai
Suiin cay

849.000 VND

HAPPY THAI THU B C

Picture 5.1.5.1. Story

We repost the films and photographs that we have generated on the Facebook Fanpage's

Story, together with delightful ornamental gifs and music that can be spread, in an effort to

grab the attention of our consumers and in acknowledgment of the fact that many of our

competitors utilize Facebook stories to accomplish the same thing.
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5.1.6. Facebook Timeline

Timeline chay post trén FB

Thir | Ngay | Gigr Ndi dung bai dang Post Editor _|Content creator| Ngw&i duyét Link

Kham phé hwong vi dac trung cia Béng Nam A
tai nha hang Happy Thait

s Mé& mén v&i Ca Ri Thai Lan tinh t& - mét hoa
quyén hodn hao gika gia vi néng, sika cot dira
thom béo va sw tinh t& cia cac loai rau cii twoi
ngon. Tai Happy Théi, chiing t8i tw hao mang dén
cho ban mét trai nghiém am thuc tuyét v tir xir
s cia nhirng com gié nhiét déi. . R
CN | 10 | 18:00 Signature Cari do

https:/ivww.facebook.comiph
Hoang Long| HéngQuynh | Ms.The |oto?fhid=7724212982266968s
J Bic biét, ching toi ché bién méi bat ca ri véi £t=2.502927186176810
tim huyét va nguyén liéu chat lwong nhat, dé ban
6 thé thwdng thirc mot bika trea hodc tdi thém
phén thil vi.

& Nao hily dén va trai nghiém khéng khi thodi
maéi, phuc vu nhanh chéng ciing hweng vi doc
dAo chi cé tai Happy Thai. Ciing gia dinh, ban bé

©am chim trong hwong thom cia Com Chién Trai
. Thom tai Happy Thai &
Méi hat com 1a mat chuyén phiéu lwu vi giac &
Can chén chir gi ma khéng dén Happy Thai ngay!!
"

HE THONG HAPPY THAI )
Hé Chi Minh: 20 Boan Két, P. Binh Tho, TR. Thi A , . hitps:/iwww.facebook.comiph
Hoang Long| Héng Quynh | Ms. Thr | oto?fbid=7729421548414778s

et=2.502822185176810

=

~

210 | 18:00 Birc Signature Com chién trai thom
. Hotline: 0908 894 554
H3 Chi Minh: 207 Pham Ngii Lao, P. PNL, G1
. Hotline: 0931 155 102
Ba Lat: 29 Nguy&n Van Cir, P4
. Hotline: 0908 939 033
Fanpage:
https:ilwww.facebook.com/happythai TDi
Tiktok: https: i i

D&n dt ban hba minh vao mét hanh trinh vi gidc
tai Happy Thai v&i mén HOT khong thé bé qua:
G c4 tré chién gion! e

MBi miéng ca tré dwoc tim wép va chién pitra diul
néng dén khi I¢p vé gion vang 6ng. Két hep ciing
rau séng twoi ngon va nede sét ché bién dac biét,
mén dn nay I3 sw hoan hao clia hwong vi truyén
théng va sw sang tao dweng dai. B e
5110 | 18:00 Signature GGi ca tré chién gian
Dén Happy Thai va dam chim trong mét trai
nghiém am thyc dac sac nay ngay nhé! | |

https:/iwww.facebook.comiph
Chi Héng Quynh Ms. The | oto?ibid=774878674647825%s
et=3.502822185176810

2

I

aa 938102

H& Chi Minh: 20 Boan Két, P. Binh Tho, TP. Thil . N
AT NGAY

Biic
% Hotline: 0908 894 554

Picture 5.1.6.1. Facebook Timeline

As we build our strategic timeline for posting media products on Facebook, each stage serves
a distinct purpose. Starting from September to October, we post posters related to Increasing
Brand Awareness as a way to attract the attention of the audience. This visual content focuses
on making a strong first impression, incorporating compelling branding and visual elements

to drive recognition and recall.

Moving into October, the focus shifted to the Key Message poster, which aimed to spark
audience interest and deeper understanding of the brand. This stage communicates core
messages and brand values. Content is designed to resonate with the target audience, creating

a connection and establishing the brand as a memorable presence in their minds.

As November begins, the marketing strategy will shift to dynamic content with "Story
Videos" and "Promotion" posters. Story videos provide a more immersive experience,
showcasing a brand's personality and products in an engaging format. At the same time,

Promotional posters take advantage of special offers to encourage action. Together, these
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components create a comprehensive and cohesive journey, moving prospects from awareness

to interest, desire, and ultimately action, quickly.

5.2. Tiktok video post

happythaisaigon m
HAPPY THAI - 3ngay trudc
X8&i Xoai Siéu Ngon #xoixoaithailan #xoixoai #thailand

#thaicuisine #thaifood #tryitwithtiktok #viral #fyp... thém
71 nhac nén - HAPPY THAI

vu @ Mo 00000+
https:/fwww.tiktok.com/@happythaisaigen/vid..  Sao chép lién k&t
Hao Tao Tgn
Dé thudng di v
Ingay tr... Tra loi 0
BKM
Quay hdi mg v
Ingay tr... Tra loi 0
Hao Tdo Ton
@Hy Nhé Q
Ingay tr... Tra & 0
mima
Hai ghé 1)) Q
Ingay tr... Tra lai 0

Dang nhap dé binh luan

41312257

Picture 5.2.1. Tik Tok Post
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happythaisaigon m
HAPPY THAI - 4ngay tridc
An thyc dung, cang an cang gay #happythai #foodreview

#review #ancungtiktok #learnontiktok #viraltiktok.. thém
7 nhac nén - HAPPY THAI

¢ s ®: Mo 00000~
https: /fwww.tiktok.com/@happythaisaigon/vid Sao chép lién k&t

Huding Ngédo

Gid bao nhiéu? Q
1gay tr.. Traldi 0

Hao Téo Ton

@Trf Sivu Quayy & Q
1gay tr... Tra i 0

Ding nhap dé binh luan

Picture 5.2.2. Tik Tok Post

( Tim ngi dung lién quan happythaisaigon m
[ HAPPY THAI - 10-23
Cung nha hang Happy Thai kham pha bf quyét tai sao Pad Thai

lai Ia mén an ndi tiéng toan cau! & #PadThai.. thém
1 nhac nén - HAPPY THAI

® 200 @ 16 R 122 Qoo@o»

https: /fwww.tiktok.com/@happythaisaigon/vid Sao chép lién k&t

6 LV_chdm chi
nhin ngon qué aaa minh chac chin s& dén quan thir ¢

1l va minh muén gép chi trong clip ngdi k& bén 68
minh dé huéng dan minh 3n dung c4ch a
)23 Traloi
@‘ Rahile Orbay
Quén nay la Happy Théi ha? <
ngay tr... Tra [oi 0
- 2,9 dolgozndo5a
Tﬂl SUO Pﬂd Thﬂl Ra nhiéu clip nGia nha chi di Q
& A o H ngay tr.. Tralo 0
tra thanh mén an néi e

Mukbile Akaydin
Da tung &n pad théi roi Q
1gay tr... Traloi 0

tiéng tren toan thé gici?

¢
g Semahir Oniir
Clip 1am hay vay v
1gay tr... Traloi 0

[2py dmitrzjphan
"ol Gi4 pad thai bao nhiéu? )

00:00/01:01 Ping nhap dé binh luan

16420097

Picture 5.2.3. Tik Tok Post
TikTok's main strength is that it allows users to create and view content in the form of

bite-sized, engaging clips. This is in line with the modern trend of shorter attention spans and
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rapid content consumption. TikTok's engagement metrics, including likes, comments, and
shares, are prominently displayed. This transparent feedback system encourages users to

engage with content and creators.

Realizing the potential for strong interaction growth on this platform, our team also shares

video products in parallel with the Facebook Reel platform.

TikTok Timeline

Certain products in the TikTok timeline have yet to obtain brand approval. As a consequence,
there is a lack of video products. As a result, we promptly revised the updated schedule in
order to increase the quantity of products, thereby guaranteeing the fulfillment of the

campaign's objectives.

Simultaneously, the timeline is an essential component that enables us to track the progress of
the group's work and devise prompt resolutions when members impede the campaign's

progression.
5.3. Campaign strategies and timeline

September (15/9 - 30/9) October (1/10 - 30/10) November (12/11 - 30/11)
(Phase 1 - Brand awareness (Phase 2: Key message, Reel production) (Phase 3: Promotion campaign)

S _

Date December (1/12 - 10/12)

- Facebook Page: - Facebook Page:

- Facebook Page: + 4 Key Message post + 2 Video Reel Post

+ 6 Normal Post +2 Video Reels post + 2 Key Message Post

-Facefook Page:

Activities + 1-2 Normal Photo post

- Tiktok: + 3 Promotion Post

+ 4 Tiktok Video -~Tiktok:
+ 4 Tiktok Video

Increase brand awareness and followers

Tactics Prepare pre-production for phase 2

Production Video for Brand Key Message for Campaign Evaluate KPIs

Picture 5.3.1. Campaign strategies
Phase 1:

In the initial phase of our project, our team focused on enhancing brand awareness for Happy
Thai restaurant. This phase aimed to lay the foundation for our entire campaign, with a
particular emphasis on generating interest in the brand and its food products. One of our
primary objectives was to elevate the restaurant's online presence and engagement with its

target audience.
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To achieve this, our team worked closely with Happy Thai to craft regular social media posts
that showcased the restaurant's delectable food offerings. By increasing the frequency of
posts, we aimed to saturate the online space with the restaurant's content, making it more
visible to a broader audience. This approach was essential for bolstering brand recognition

and ensuring that Happy Thai stayed at the forefront of potential customers' minds.

From October 15th, we started running normal posts about what our brand is promoting. We
have posted 4 normal posts, including food photos about Happy Thai’s product. To promote

brand awareness in Phase 1

In summary, Phase 1 of our project was all about building the foundation for a successful
media campaign. We aimed to increase brand visibility through a higher frequency of posts,
making Happy Thai's food products more accessible to a wider audience. Simultaneously, we
invested time and effort in crafting a meaningful and resonant campaign message, "Bira an
nho, Hanh Phuc to," to ensure that our brand awareness efforts were underpinned by a
compelling and authentic narrative that would speak to the hearts and minds of potential
customers. This first phase was instrumental in setting the stage for the subsequent stages of
our campaign, as it laid the groundwork for our approach to engaging and captivating the

target audience.
Phase 2:

Phase 2 marked a pivotal juncture in our project's execution, where we transitioned from the
foundational work of Phase 1 to actively launching the "Bfta an nho, Hanh Phtc to"
campaign. In this stage, our focus was on introducing the audience to the campaign's central

message and weaving it into the broader narrative about Thai cuisine and related topics.

The first step in Phase 2 was the official unveiling of the campaign through a series of
carefully crafted posts. Each post served as a creative medium to convey the "Bira an nho,
Hanh Phiic to" message, which emphasized the idea that happiness could be found in the
simplicity of a small Thai meal. This message aimed to resonate with the audience's emotions
and values, creating an instant connection and intrigue. By doing so, we sought to foster a
sense of belonging and relatability among the audience, making them more receptive to

Happy Thai's menu
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In phase 2, we have posted a total of 4 key message post and 2 video reels post, which is the
post consist our campaign key message “Bira dn nho, Hanh phtic 16n”. These posts will direct

our targeted audience toward our goals more, strengthening the brand image

-_—
HAPPY THAI

BUAAN NHO

: 3
INNHPHUSED Bia an khéng chi |3 co héi d€ nap nang lugng mé cén I thi gian
] t3n hudng hanh phic v& niém vul. Tai Happy Théi, ching ti tin ring
méi bira an 13 mét ca héi d¢ tac ra nhifng ky niégm déng nhd va hanh
phic to In. Vi3 dé chinh 13 I do tai seo ching t..

See more

Happy Thai Tha Diic Following [
October 24 at 6:30 PM - @

Overview Comments

Most relevant w

M| CuTi Follow
5 ummy
2w Like Reply
X6ém Tro Dzui - Follow
quéan nay ngon thiét nha mn
2w Like Reply
Sigi=tNow View 3 more comments
® .84908 534554
L R Im————— 8 .o @
Hanh Phtic To Tai Happy Théi - Khdm Phéi Da Dang 50+ Mén An Ngon! Q Write a comment.

DRO0E @@

e ke () comment g Share DD vou and 24 others - 9 comments - 122 views

Phase 3:

Phase 3 is a critical juncture in our project, focusing on the implementation of a voucher
promotion program for Happy Thai restaurant's signature dish, the chicken Pad Thai. This
dish, known for its full nutritional value and balanced taste, serves as the centerpiece of our
campaign. The overarching objective of this phase is to drive customer engagement and
evaluate the effectiveness of our previous efforts in Phase 2, with the ultimate goal of

achieving a 5% conversion rate through this promotion phase.

The core strategy in Phase 3 involves running advertising posts on the social networking
platform Facebook. Facebook is a versatile and widely used platform, providing us with a
broad reach and the ability to target specific demographics. These posts will feature enticing
visuals of the chicken Pad Thai, coupled with compelling content that highlights its
nutritional benefits, the quality of ingredients, and the unique flavor profile. These posts will
create a visual and sensory appeal, enticing the audience to explore further and engage with

the campaign.

To add an interactive and fun element to the campaign, we plan to introduce voucher
promotions. These promotions aim to increase user engagement, foster a sense of excitement,

and create a buzz around Happy Thai's offerings.
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The 5% conversion rate target is ambitious but achievable, considering the comprehensive
strategy employed in Phase 3. This phase not only promotes the product but also engages the
audience on a more personal level through vouchers. It is not only about attracting potential

customers but also retaining their interest and inspiring them to take action.
5.4. Campaign result
5.4.1 Facebook Overview (after campaign)

(December 05, 2023)

Table 5.4.1.1. Facebook Overview (after campaign)

Visits & Export =

Facebook visits ()

vs. Aug 5, 2023 - Sep 30, 2023
400

300
200
100

4]
Oct 11 Oct 31 Nov 20

Picture 5.4.1.1. Facebook Visits Overview (after campaign)
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Reach ()

Compare your reach from this pericd to the previous one.

B See more about your content performance

€ Facebook reach € vs. Aug 5, 2023 - Sep 30, 2023 %J Paid reach @

406,780 1 214 O o

Daily Cumulative (D

40,000
20,000
0
Oct 11 Oct 31 Nov 20
Facebook reach == Facebook reach
Picture 5.4.1.2. Facebook Reach Overview (after campaign)
New likes and follows & Export =

Facebook Page new likes (i)

2,090 1 6%

3000

vs. Aug 30, 2023 - Sep 30, 2023

2000

1000

Oct 11 Oct 31

Picture 5.4.1.2. Facebook New Likes Overview (after campaign)

Communication campaign for Happy Thai Restaurant




KAYA TEAM PROJECT FPT UNIVERSITY

Audience 4 Export =

Current audience Potential audience

Facebook followers (i)

9,600

Age & gender (3)

N |
O | [—

18-24 25-24 35-44 45-54 55-64 65+

B women B ven
50.9% 49.1%

Picture 5.4.1.3. Facebook Audience Overview (after campaign)

5.4.2. TikTok Overview (after campaign)

(DECEMBER 08, 2023)
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5.4.3. Top-performing TikTok video

| Tim ndi dung lién quan | S
e happythaisaigon
HAPPY THAI - 10-23
Cung nha hang Happy Thai kham pha bi quyét tai sac Pad Thai
lai |4 mén an néi ti€ng toan ciu! w & #PadThai... thém

11 nhac nén - HAPPY THAL

P 20 @ 16 W 122 @o@oo»

https:/f iktok.com/®happythaisaigon/vid...  Sao chép lién két

Binh lugn (16) Video clia nha séng tao

a LV_chim chi

nhin ngon quéa aaa minh chic chin s& dén quén thir Q
11 va minh mudn gap chj trong clip ngdi k& b&n minh
dé hudng d&n minh &n duing cach a

g dmitrzjphan
Gié pad thai bao nhiéu? Q

Tai sao Pad Thai
tro thanh mén an néi g o o

tiéng tren toan thé gidi? B

! ) Rahile Orbay
Quén nay la Happy Thai ha? Q
¥ ‘ Mukbile Akaydin
& DA ting &n pad théi réi V)

Déng nhap dé binh lun

Picture 5.4.3.1. Top-performing TikTok video (after campaign)

Views

Likes

Comment

Favorites

Shares

Hashtag

Caption

==
<z &

N\

Table 5.4.3.1. Top-performing TikTok video Statistics (after campaign)
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5.5. Campaign change management plan

PDSA Cycle change management theory

Plan

- Implement actions - Identify necessary
based on your findings changes and formulate
and newfound a plan.
knowledge.

Study

- Evaluate your results, - Experiment with your
discerning successful concept on a small
aspects and scale.
shortcomings.

Picture 5.5.1. PDSA Cycle change management theory

Theory: The PDSA Cycle, also known as the Plan-Do-Study-Act Cycle or the Deming
Cycle, is a systematic framework for continuous improvement. It is widely used in change
management, quality improvement, and process improvement initiatives. This cycle was
popularized by W. Edwards Deming, a famous statistics and quality management expert. The

PDSA cycle consists of four main phases: Plan, Do, Research and Act.

Based on this cycle, our team will present current issues and propose changes to the

campaign:

Initially when implementing a media campaign for Happy Thai restaurant. Our team plans to
post media products on the main page, Happy Thai. However, because there is too much
content that the business owner is responsible for creating on that page, after agreement, our
team was granted the right to run on another page, Happy Thai Thu Duc. But because the
marketing plans that have been planned in advance by the business owner cannot be changed,
the content posted between us and Happy Thai business does not match each other, leading to
the risk that customers will not accept it. Get the information that Happy Thai restaurant

wants to provide.
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Therefore, we set up a channel on the Instagram social media platform and relaunched the
campaign messages on the sidelines to accurately evaluate the progress and effectiveness of

the campaign.

5.5.1. Instagram post

happytha| thuduc Edit profile View archive Ad tools O
Qs
"‘ 21 posts 714 followers 0 following

HAPPY THAI
Happy Thai. Be happy everytime

831 accounts reached in the last 30 days. View insights

; 3 H P .
Nai nghighy “ \ . CARI Bg
1 BUA AN {
HANH PHUC

LOY KRATHONG

THAI F

N\ Sy o
=" Yeéula phii néi Bt Sellen ¥ &) Y
Péilaphdiin = e & i 4
< sudN-cr E 7 @

GOl CA TRE CHIEN GION - = =
%}E i =
COMBO VUI v,
475.000 VND

.

Picture 5.5.1.1. Instagram overview

In the pursuit of advancing our campaign evaluation methodologies, we are pleased to
announce the establishment of an Instagram channel as an integral component of our strategic
communication framework. This initiative is poised to provide a comprehensive platform for
assessing the impact and resonance of our ongoing campaigns through a rigorous analytical
lens.

Objective:

The primary objective of introducing this Instagram channel is to instigate a nuanced and
data-driven evaluation of the effectiveness of our campaigns. By leveraging Instagram, a
prominent and dynamic social media platform, we seek to derive meaningful insights into
audience engagement, content efficacy, and the overall impact of our strategic
communication endeavors.
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5.5.2 Instagram results

(DECEMBER 05, 2023)

Table 5.5.2.1. Instagram statistics(after campaign)

5.5.3. Instagram Advertising

In the realm of digital marketing, Instagram has emerged as a powerful platform for brand
communication and engagement. This report delves into the strategies employed by Happy
Thai in its Instagram advertising campaign, seeking to understand the nuanced blend of visual
aesthetics and culinary storytelling. To boost our campaign effectiveness, Kaya Team
employs the use of paid advertising on Instagram. So far the result been satisfactory and

proven to be effective to gain a large amount of reaches.

Advertising Insights
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Ad Insights

Overview @

Reach
Content Interactions

Profile activity

Ad goal
Profile visits

There is a total cost of 300,000 VND for running advertisements on Instagram, which is not a
very high amount but has brought about a certain level of efficacy. The reach of the posts rose
once advertisements were aired. There has also been an upsurge in post-interactions. At the
same time, airing advertisements makes it simpler for customers to remember the brand,
particularly when customers frequently visit the Instagram page of the business while they
are viewing advertisements. As a result, the possibility of people coming to the restaurant is

increased.
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5.6 Conversion Rate ResultPicture 5.6.1. Conversion Rate Result

< Huy Tran 8 recommends Happy
Thai Thu Duc.
30 Nov- @

quan ngon, nhan vién than thién.

Cosy atmosphere

d5 Like Q) comment (> send ~> Share

' Huy Tran

1w Like Reply

Picture 5.6.1. Conversion Rate Result

FuzeMintTea
1review

Just now

D6 &n rat ngon, trang tri dep mat. Vira 3n vifa théi, mong sé
dugc thém lan ghé quan nifa.... More

2 Helpful 1 G

Picture 5.6.2. Conversion Rate Result
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hyxx
2 danh gia - 1 anh

- Chinh sira Xoa

Pé an: 5/5 | Dich vu: 5/5 | Bau khéng khi: 5/5

Nhirng mon dn dé xuat

Pad Thai

Picture 5.6.3. Conversion Rate Result

In order to attain a conversion rate of 5%, we arranged a promotional coupon campaign. We
advertised offline as well as through social media platforms, including our Facebook
Fanpage, by placing standees with information about the program on restaurant tables. The
primary objective is to enhance recognition and participation in our coupon initiatives. Every
patron who registers using the hashtag #buaannhohanhphucto will receive a complimentary

voucher redeemable for a Pad Thai meal.

We have thirty vouchers in total, and three consumers are presently visiting the store to
participate in the program. Despite the moderate volume of patrons visiting the establishment,

this serves as an indication that our attempts in executing the campaign have been fruitful.
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CHAPTER 6: EVALUATION

6.1. Campaign statistics

"Blta an nhd, Hanh Phuc to" aims to assist Happy Thai restaurant in increasing brand
recognition, improving brand image, and developing a brand story. brand to customers in a
personal way. We intended to develop the campaign that would allow customers to engage
the company in a natural way, gradually learning about the brand's people and Thai culinary
tradition. We discovered the importance of the intimate relationship between customers and
brands built on social networking platforms after doing research. The two main platforms we
intend to target are Facebook and Tiktok, where we intend to progressively instill this
project's campaign in the minds of potential and loyal clients.We've had some very good
results so far, with 9.400 likes on Happy Thai Thu Duc's Facebook page and 9.500 followers.
Furthermore, video goods give useful knowledge on the Tiktok platform with videos... obtain
the most views on this page of Tiktok Happythaisaigon channel, with 13.200 views. From
September until December, we ran our campaign. We faced some issues after nearly three
months of campaign implementation, but we swiftly resolved them and continued to run the
campaign jointly to achieve efficiency. in accordance with the agreement, as well as to

resolve any problems that may arise.

The table below is an evaluation of campaign effectiveness in relation to the initial aims. The
first KPI was extracted by 20% from Happy Thai restaurant's original data on Facebook and
Tiktok platforms prior to the “Bita an nho, Hanh Phuc to” campaign (August - September
2023). Because the process of performing communication activities on the Facebook platform

is not coordinated in terms of images and resources, the Insatgram platform helps to evaluate

campaign effectiveness more objectively and realistically.
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7530

followers

7402 like

232.930

reach

365

reaction

396

followers

613 like

680

views

10

reaction

1500

followers

1400 like

46.000

reach

73

reaction

80

followers

122 like

136 views

2 reaction

1500

followers

2070

followers

2075 like

173.000

reach

750

reaction

212

followers

YAN'E

4957

views

68

reaction

714

followers

FPT UNIVERSITY

27,6%

followers
29,6% like
74% reach

41%

reaction

54%

followers
75% like

730%

views

680%

reaction

9,47%

followers

More than 20%:

Followers
Like
REE

Reaction

More than 20%:

Followers
Like
View

Reaction

Lower than 20%:

19 post e Followers

1400 like 152 like 2,05% like o Like

11 video

6.2. Cost-Budget

A campaign budget is a key component of any communications strategy, serving a number of
purposes that are essential to the success of the campaign. Budgets help allocate resources
effectively. Budgeting provides a clear guide to spending limits. This helps prevent

overspending and allows for better financial control throughout the campaign period.
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The campaign's expenses have been substantially diminished due to equipment donations
from peers. Furthermore, Happy Thai Restaurant provided financial assistance for the team's

and other personnel's meal expenses. In addition, the cost of the dishes used in the production

process is sponsored by the Happy Thai restaurant; therefore, this campaign is quite

cost-effective in relation to the results obtained.

Much lower
Equipment 3.550.000 1.400.000 .
price

Sony Alpha A7C Sponsored
600.000 600.000
Camera by friends

Sponsored
Canon 750D Camera 250.000 500.000 .
by friends

Sponsored
Lens Sony 35mm 1.8 200.000 200.000

by friends
Godox Studio QS400ii
light (included light
stand & optional soft 200.000 200.000 200.000
box & Godox XI

trigger)

Godox AD600 exterior

light (included light

stand & optional soft 250.000 250.000 250.000
box & Godox XI

trigger)

Fujifilm XT-4 Camera 500.000 500.000  Sponsored
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Lens Fujinon 16-80mm

4.0

Godox mic wireless

Aperture Amaran 200d,
200x lighting (with
softbox,...)

Amaran T4C sword
light

Reflector plate

Travel expenses

Equipment shipping

costs

Travel expenses for

actors

Other costs

Salary for actors

Table standee (A6)

Printing cost

Food costs for filming

package
piece

package

package

300.000

250.000

500.000

200.000

50.000

100.000

235.000

1.000.000

15.000

200.000

3.090.000

FPT UNIVERSITY

by friends

Sponsored

by friends

250.000 250.000

500.000 500.000

200.000 200.000

Sponsored
50.000
by friends

1.050.000 1.050.000

300.000 300.000

705.000 705.000

4.740.000 1.650.000

1.000.000 1.000.000

150.000 150.000
200.000 200.000

Sponsored

by brand

3.090.000

Much lower

price
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5  Instagram Advertising package 1 300.000 300.000 300.000

Much lower

GRAND TOTAL (VND) 9.340.000 4.100.000

price

Table 6.2.1. Cost - Budget
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CHAPTER 7: CONCLUSION

7.1. Limitation

Our team's initial objective was to increase brand recognition by publishing a large number of

posts relating to the products of Happy Thai restaurant.

Throughout the campaign's execution from late October to early November, our team
encountered several sporadic issues that prevented us from adhering to the predetermined
timeline. Consequently, our team was compelled to modify the anticipated duration, which

resulted in the present campaign lacking to attain substantial outcomes.

Colliding with another To deal with this problem, our team

intern team during project decided to open a new marketing channel,

execution team Instagram.

Keep close contact with brands, and
Brand lack of response deploy an even stricter timeline to work
leads to delay in with the brand. Send products early and
production always tag the person responsible for

product control to complete approval

During our time working with Happy
Internal Communication

Thai, we also learn how to improve our
Problems with Brand - : :

communication effectively with brands.

Our group has created a timeline for tasks
to be done at an exact point of certain
Deadline Scheduling times, and consider what task is more
important than others. Which will help

ensure everything will be done before the
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Lost video and image

Sources

Production equipment

malfunctions

A member arrives late for

the filming set

Voucher related problems

7.2. Lesson Learned

deadline due. Delayed tasks will be
pushed forward and quickly done so as

not to affect the timeline of other tasks

During the filming process, we will assign
one person to check and manage data. At
the same time, throughout the filming
process, we will remind the assigned
person to remember issues in testing and

data management to avoid errors.

The recording device failed during
filming, so we used voice off. For videos
with too many audio errors, we quickly
produced new products to meet the

process

We quickly transferred tasks from the late
member to another member to ensure

work progress.

We need to reconsider our approach and
redeploy another voucher event to reach

the 5% conversation rate

For our team, engaging in the communication campaign for Happy Thai Restaurant proved to

be a transforming event, providing numerous opportunities for learning that will certainly

affect our future attempts in the field of digital marketing. The most important of these ideas

is the critical need for proactive collaboration. Early meetings, we realized, are critical for
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spotting possible issues and establishing clear communication routes with the other
participating teams. This proactive strategy guarantees that projects run more smoothly and

reduces the likelihood of disruptions.

Furthermore, our team acknowledges the importance of detailed task-planning
methodologies. Precise scheduling, work prioritizing based on importance, and the capacity
to adjust to unforeseen circumstances all became critical components of our strategy. This
improved adaptability means that we can move quickly through the dynamic world of digital

marketing.

Furthermore, our experience with the Happy Thai campaign embedded in our team a culture
of continuous learning and adaptability. To complete work within established timetables, we
now realize the necessity of thorough planning, progress reviews, and mutual support among
team members. Regular communication with teachers and businesses guarantees that the
campaign is moving in the same direction and allows for quick evaluation and adjustments

based on campaign data.

Effective communication and team cooperation were important aspects of our learning
experience. We honed our abilities in managing a social media campaign, as well as the
complexities of advertising. When problems emerged, our team fostered a culture of
openness and speedy problem-solving, reporting them to instructors and organizing group
meetings to devise quick and effective solutions. These lessons will surely strengthen our
team's capabilities as we move forward, assuring not only successful campaigns but also

constant growth and flexibility in the ever-changing field of digital marketing.
7.3. Recommendation

Following Happy Thai Restaurant's recent communication campaign, we looked over the
brand's present standing and acquired insights to support its long-term development. Based
on our results, we advocate taking a comprehensive strategy for handling many parts of the

business.
Strategic 4Ps Campaign:

We propose studying and developing a thorough 4Ps campaign to increase the brand's

sustainability. This strategy entails improving the product, assuring excellent quality, and
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matching price plans accordingly. Happy Thai can better exceed client expectations and

remain competitive in the market by striking a balance between product quality and price.
Diverse Event Engagement:

In addition to promotions, we recommend introducing a variety of events to attract
customers. Themed nights, unique menu releases, and collaborations with local influencers
are examples of this. Diversifying event methods keeps the brand dynamic and engages a

wider audience, creating a vibrant and inviting environment.
Brand Guideline Adherence:

It is critical to apply the group's brand rules across all social network channels and
communication goods. This ensures a consistent and professional brand image, which makes
it easier for people to picture and connect with the business, especially when accessing online

platforms such as fan sites.
Local Reputation Building:

Positive interactions with food bloggers and active participation in the local community can
considerably help to improve the restaurant's local reputation. Collaborations with influencers
and community activities generate a good buzz, attracting local customers and establishing

community ties.
Utilization of Customer Feedback:

Gather and use feedback from clients actively, regardless of its scope. Using lessons from
both positive and negative customer comments encourages ongoing improvement and
innovation. Implementing feedback tools, such as surveys or comment cards, not only shows

a dedication to client happiness but also gives useful data for improving products.
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Appendix 1: All meeting:

4th September, Long Confirmation on the project Every member
2023 oy proposal, sponsorship meeting agreed on  task
with client and divide task for division. All

Quynh three members members started

working on writing

Brand Audit for Happy Thai
the proposals.

12th Confirm on campaign targeted Every member
September, : audience agreed on  task
2023 : division.

Research on competitors

SWOT analysis

30th Overview of the capstone Agreed on what
September, , project, and campaign proposal needs to be fixed for
2023 : the  project. All
Confirming the goal of the
: member started to
campaign
work on proposal
Determine the key message of

the campaign

Confirming the goal of the

current capstone project

2nd  October, Long Find out key learning points, - Agreed on key
2023 preparation for 30% progress learning points. All

Communication campaign for Happy Thai Restaurant




KAYA TEAM PROJECT

Chi

Quynh

7th  October, Long

2023
Chi

Quynh

9th  October, Long

2023
Chi

Quynh

Ith November, Long

2023
Chi

Quynh

report after reporting current

progress on campaign to Tutor

Meeting with the brand, Happy
Thai. Go over the terms of

agreement. Get a client brief.

Preparation for 50% report

progress to the council.

Start building content for social
media page, tiktok, and script

for filming process

Facebook, Instagram content
marketing and how to
marketing  these  content

effectively

Report current progress of the

project
Prepare ideas for next weeks
Filming at Happy Thai

Restaurant.

Progress report for 70%, status
report on current progress,

pointing what the current

report is missing and need to

be include in the report

FPT UNIVERSITY

member started to
prepare  for 30%

progress report

All members agreed
on client briefs, and
started working on

preparation for client

briefs.

All  members all
agreed on key point
and started to
improve current

report.

All  members all
agreed on key point
and started  to
improve current

report
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4th November, Long

2023
Chi

Quynh

8th November. Long

2023
Chi

Quynh

Tik Tok promotion for brand

Risk Management

Progress report for 70%, status
report on current progress,
pointing what the current
report is missing and need to

be included in the report .

Brainstorm for next content

posting

Report need more content and
urgent deadline meet for 70%

defense with the consuls

Still missing content for Report

2, Report 3 for the tutor.

Evaluate the current progress

of the campaign, KPI statistic

All members agreed
on key points and

started to improve

the current report.

All  members all
agreed on key point
and started to
improve current
report and rush to

add more content
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Appendix 2: Production

Storyboard(4)

Making a storyboard based on five different situations was a critical step in optimizing our
filming process while keeping expenses down. Our team understood that in-house
storyboards could be a valuable tool for facilitating speedy filming and seamless clip editing,

ensuring that our creative vision was effectively conveyed onto the screen.

The first scenario established the initial setup, capturing the mood and locale characteristics
to set the tone for the story. This set the tone for the rest of the shoot, allowing us to

maximize our resources by arranging for the best lighting, angles, and camera placements.

The next scenarios delved deeper into the main action and dialogue scenes, providing a visual
roadmap for each scene. These comprehensive frames assisted our crew in visualizing the
shots needed, which reduced on-set confusion and saved critical time and resources. They
also allowed for the pre-planning of any special effects or props, which promoted cost

efficiency.

Including transitional scenarios between crucial moments allowed smooth transitions, which
improved the overall viewing experience. These sequences served as bridges between crucial

plot elements, allowing the story to flow smoothly.

Finally, the fifth scenario represented the climax and resolution, providing a clear picture of
the emotional and visual effect we sought for. This all-encompassing strategy enabled us to
maximize cost savings while preserving the simplicity of visualization required for effective

filming and post-production, resulting in a compelling and efficient production process.

Script 1
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PAD THAI - HANH TRINH MOT HUGNG VI TINH TE t PAD THAI - HANH TRINH MOT HUGNG V| TINH TE J

Scenel | Scene 2 | Scene 3 Scene 7 Scene 8

[ Scene 9

[ )
N

‘ Scene 10 ‘ Scene T

—T ‘3

[ ] &
S\ .

as

. . . Thoai THAI LAN - VI BEP Thoai Ending. Bung

Video canh chién tranh Canh nau mon Pad Thai Canh an Pad Thai tai TU LONG NHA BEP gitta khéng gian nha
TGT2 nha hang hang Happy Thai

Script 2

Khung canh truyén Thoai LICH SU PAD THAI Quay mén Pad Thai Lia nguyén liéu nai Thoai SUC KHOE VA ‘Dau bép bung dia Pad
théng Thai Lan, mén Thai DINH DUSNG Thai, nu cugi nd trén
Thai moi
Scene 4

Scenel Scene3

( Scene 8 (

Scene 9

as

Thoai LICH SU PAD THAI Hién thi hinh anh cac Thoai HUGNG V1 - S8 Hién thi hinh anh cia Thoai CHE DO AN
mon an Thai cay nong. THICH CUA NGUG THAI mot bifa an Thai can UONG SUC KHOE
Susn cay i, v6i nhiéu rau séng

Thoai Ending. Bung
gita khong gian nha
hang Happy Thai

(Thue don Happy Thai

Scene 4 Scene 5

Thoai LGOI ICH B VSI

Thoai CAY NONG VA Hién thi canh ngudi Thai &n poiialiod
2 THOITIET NONG

SUC KHOE cay trong thdi tiét néng

Script 3

HANH PHUC TU BUA AN NHO HANH PHUC TU BUA AN N

Va tuU van vé cac mon an

Scene 1 Scene 2 Scene 3 Scene 7 Scene 8 Scene 9
] %
w A
Ca nhém ban tap trung Trung canh ban be Hmm, minh c6 nén dé Nghe hap dan d6. Minh Ca nhom dén nha hang M6n &n dugc mang ra
tai céng vién &ang néi chuyén vé xudt di dau khdng ta? di thoi. B6i qua r6i- Happy Thai, nai nhan
quan &n vién nhiét tinh dén tiép

Scene 4 Scene 5 Scene 10 Scene 1

Scene 12

[ §

o -

] - ’

Toan canh ban bé néi Ban A nhan thay su b6 r6i Ben A: G5 18 tyi minh Nhém ban thudng thic May &n nhu nay ok né, thay
chuyén rém r3, N9 xa cla N9 nén dén Happy Thar? moén an hop v6i m qua trdi. Dao nay|
cach,im lang Menu da dang, c6 44 M giam can dung khong,

mén an chdi, an nova thay 6m han ludn &
ot cho suc khoe nifa

Can canh su vui vé cua
ni9
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Script 4

HOA NHAC TINH CAM TAI HAPPY THAI

Scene 1 Scene 2 Scene 3
w2
10 f z
5 B
8 |
7es

Khung canh phong ngd
lang man

Toan canh, can canh vo
chuan bi

Déng hé diém gis da
muén

Scene 4

Scene 5

Scene 6

"o

@
3N

Ngudi vg budn ba

Toan canh ngusi chong
ma cla, vé mat mét moi

N

Can canh nét mét buén
b3 ctia chéng khi nhin
thay su bay tri clia
ngussi vo

HANH PHUC TU BUA AN NHO

Scene 13

Scene 14

Scene 15 |

~

-

Chéng: “Nghe ciing hay
day, dé anh tranh thu
nhé. T6i gap em”

_—
e

=i

Hai v chong ng6i tai
ban, thao luan va chia sé
V& suy nghi ciia minh

Scene 16

Scene 17

9

4

CHONG: "Cam on em vi

3 hiéu va ing ho anh.

Chung ta s& co mot ky
nigm cudi tuyét vasi."

[Video két thac véi hinh anh
hai vg chong tan hudng
khong khi lang man tai

nha hang Happy Thai

Script 5

Vg: “Anh, em hiéu 6
Chung ta ciing nhau
VUGt qua moi kho khan”

KICH BAN CAU CHUYEN 3

HANH PHUC TU BUA AN NHO

Scene 8

VG (tdc gian) "Tai sao
anh lai quén mat ngay

Can canh: Anh ban qua
nén quén mat, anh xin

Ngussi chéng mét moi
ngu thiép di

ky niém cusi ctia chung 16i em NgU8i vg rai nuée mat
ta?"
Scene 10 Scene Tl

Vg doc dudc tin nhan
hoach hoe tif sép gui
cho chéng

Vg liéc mét, buén ba vi
thuong chéng. Cam thay
minh cé phan qué dang

Anh di, ti anh ranh,
minh di nha hang
Happy Thai nha. Quan
6 khong khi am cing
vadéanngona

KICH BAN CAU CHUYEN 3

Scene1

BGi canh trén dusng,
ngudi chéng nhin déng
hé, lo lang vi da muén

Scene 2

Scene 3

Ngusi con ngéi trudc
€ong truéng 1 minh

Ngu&i chéng cam thay
ay nay, |y tay vudt nhe
dau con.

“Xin 16i con, ba dén tré."

Scene 5

Scene 6

Gée can, “Khéng sao
dau, ba. Con dang chd
ba ma”

"Con muén &n gi khéng?"

Scene 7

Scene 8

Scene 9

Lia qua nha hang

Khang khi m cing va

"Con thich mén nao

Happy Thai bén dudng mui them cla thic an nhat?"
lan toa
Scene 11 Scene 12

Da, con muén thi nha
hang do kia!

Hét y ba di, con thich tat
cat

Ngudgi cha triu mén, xoa
déu con

Hai cha con ra vé, nguai
chéng céng con trén
vai, budc ra khéi nha

hang Happy Thai
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List of dishes in the scenes

The following dishes will be seen on our filming sets. We give this list to the restaurant ahead
of time to guarantee that the filming process runs well and efficiently. This is a menu of foods
that the restaurant is promoting. Simultaneously, we can use short videos of these dishes to

advertise on the restaurant's Facebook page.

DANH SACH CAC MON CHO VIDEO

Negay: 22/11/2023

STT Kich Bin Th#i gian Tén Mén PVT | 86 hegng
1 Hau Trzdng Chuan Bi Mén An Swon Cay Swon cay Thai Lan phén 1
5 Hau Treong Chuan Bi Moén An Trieng chién Goi ca tim phin 1

cua
3 Lich St va Van Hoa X61 Xoai 61 xoa1 phén 1
L& Héi Songkran qua Am Thire: Kham Phé .. . .
4 . . Got du du xanh h 1
Mén Goi Du D Xanh e .
Thi Thach An Cay: Té chitc mét thie thach in L. . .
U .- - Goi du du, Swdn cay N
5 cay vé1 Quynh - Chi, stz dung mét trong Ga %30 sa t6 phin 1
nhitng mén dn cay nhét cia nha hing
6 Mon &n sinh II.hE%L dam cwdn tar Thar Lan: Stip Tomyum Hai San phén 1
Mon Tomyum
Pad Thii heo
Soup Tomyum Hai San
O Thu Drikc ciing ¢6 quan Thai ngon ré vy (Goi ca tam ;
7 i - N phan 1
530 Com chién mam rudc
Xo61 Xoai
Tra Stra Théi Héng
Com chién trai thom thiee duedng
Thém dé Thai nhung muén an thuc dudng thi Soup Tomyum nam .
§ hai 1am sao => Ghé Happy THai Goi micn thuc dudng phan 1
P PPy X6i Xoai
Tra sira Théi Hong
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DANH SACH CAC MON CHO VIDEO

Ngay: 1/10/2023
STT Kich Ban Thii gian Ten Mén DVT [ 5o lwong.
T |Pad Thai - Hanh Trich Mot Huonz Vi Tmh 12| 12:00 Pd Thai Gi phin| 1

Suon Cay phin
(301 Bu B Bz Khia phin

Hiromgz Vi Cay K-'éing ciia Sire Khoe: Bi Mat

[ U P -

Trz sita Thai Do phin
Tra zira Thai Xanh phin

) .
! Ding San An Cay O Thai Lan 1330 Sap Touryum Ha San phAn
B5 Xao Sa T& ThA: phin

Gi Ca Tam 561 Thd phEn| 1

Yien Bo Nugnz phin| 1

3 Eich ban eiu chiuyén 3 (Cha con) 17:30 Com Chién Tom Yum Hai San | phin 1

I

I

Goi hién Thire Diréng phin

Nam B G2 5ot Cay phin
CaRiNanhBauHaFauCa | phan
Com chién Tréi Thom Thue Dudmg| phin

4 Hanh Phiic TirBits An Nha 19:30

| o= —_] —_

Callsheet

o [ o Chis
‘CALLSHEET - 12.10.2022
EQUINENT, CATERING: 7304
(GREW GLL TIAE: 520t Crove Fooasylel, Shyisl weveu, Toenl)
LOCATION: HAPPY THAI THU DUIC
Bia chi: 20 Boin Ket, . Binh Tho, TP. Thi Bise
TIME DESCRIPTION Frame | CAMERA PROPS
STT | SCENE (;wmk..g;n FRAME N6i cung) Cii May e | Tense | TALENT WARDROBE (P20 ex) NOTE POSITION
o . i CAMERAMAN: LONG
Pad Thai - Hanh Trinh Mét Hwong Vi Tinh Té (Théd lweng: phut) CREW: QUYNH, CHi (CHUP
AN, VIDEO PHU,
GHEPICHECK SOURCE)
DOP. THANH PHAM
e somem i DIRECTOR: NHG NGUYEN
3 inthé 4y zoom vao mam do CHUP ANH, VIDEO PHU
1 11 [12:00-12:15 14 Khung canh truyen thong | Tun'p. quat qusc hét | 2430 | 35mm x comso 1
Thi, mn Thai quat &
cac man
Ao blazer
) Ao cé frén va quan du
2 12 [12:15-13:30 1.2 Thoai lich st Pad Thai Can canh 2430 | 35mm Dién gid Giay c6 got tén tinh nir
Téc styling form ty nhién
Make up ty nhign. finh 1€
- + |camera s aiung quann| X
3 13 [13:30- 1345 13 Quay vao mon Pad Thal | o pag Thai, 14y nhigu | 2430 | 35mm x Trang phuc Happy Thai. gon géng PAD THAI GA
géc knac nhau
| e X 1.4 Flashback canh chién | Chaycicciptindi | L, | X X én aay phanh
anh TGT2 ceTG 2 v
; May uay tip trung vao - £n L i
5 15 1345 -14:00 1.5 Canh ndu mén Pad Thi |canh iy pad Thai, zoom | 2430 | S0mm X Trang phuc 8 bép NGUYEN LIEU PAD THAY
Va0 b n Gang ndu
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Ao thun ving v quin jean
Géc quay bén vio bén iy o
shdi, 64l Gén veiban | 2430 | 35mm | Khichhing Tée stying tu nhién PAD THAI GA
p Miaks up i ntién tinh t6
PRV Di chuyén camera cac . R
17 ""“':r:'v‘ unduPad | oo nguyén liéu ndu Pad | 2430 | 3smm X NGUYEN LIEU PAD THAI
o Thai
 obiaer
e KHOE va - o cb ron v qudn du
T s 2 DINM | Comera qusy 48 ngut | 2430 | 35mm Didngia Gidy c6 gGttén tinh niy
Téo styling form t nhién
Make up ty nhién, inn
193U bép bung dia Pad_ | follow #n Tz G0 8n42 | oy 50 | 35mm | paubép Dia PADTHAI
Thai véi nu cu?i nd trén mai
_ Aoblazer
; - fio o6 tron va quin du
e pen | Dememionaut | geg0 | 3sm | oéngia Gidy o6 got1on tinn nk
T styling form ty nhién
Make up fy nhién, finh
 obiaer
Bl camera vio ngu fo ¢4 tron va qudn du
1.41 Thoai Ending thoai Bungngay gicia | 2430 | 85mm | DiEngid Cidy cd gétn tinh nis
ha hing Happy Thai Tée styling form tu nhién
Make up f nhién, inh
A o . 2 . R CANERAMAN. QUTNH _
Hwong Vi Cay Néng cia Sisc Khée: Bi Mat Ding Sau An Cay O Thi Lan (Théi lwgng: phit) GHUP ANH, VIDED PHU, CHEP)
DOP: THANH PHAN
DIRECTOR: HHO' NGUYEN
. Ao blazs
i ) - fio c5 tran va chin viy A
Thoai LICH S PAD THAI camera vaonguet | 2430 | 35mm TALENT Giy ¢6 g6t f gidy bt
thoai ! o
Téc siyling form tu nhién
Make up ty nhién, tinh
Hién thi hinh &nh céc mén an | Zoom camera véo mén SUON GaY
Thai cay néng. suom cay. dicamera | 2430 | 35mm x GO1 SoMTUM
quanh SUP TOMYUM
L ., Aoblazer
Thoai HUONG VI - SO THICH | o y Ao ctron v chén vy A
CUA NGUQ1 THAI 12 vhong 43 | X oién gid 8y 60 gt/ gidy b
Tée styling form 1z nién
Make up t nhién, inh
Thoai CAY NONG VA s | D1eameravongudi | 5y 50 | x Didn gis

Hién thi canh nguéri Thai an || FI2Siack 130 chnh

Tée styling form 1 nhin
Make up tu nhién, tinh

Zehogck vao cann o s i nhanh canh
o o oLt g | Povi Thaian co ey | 2430 | x Knich hiang "
cantent mau trén mang
. . N N N Ao c trdn va chin vay A
Thoai L(?I\EK;HN%ON\ |YOUTHEN | Blcamera vE0nuS | 5435 | 35 Difn g
Téc styling form 1 nhién
Wake up tu nhién, tinh
58 c6 nguii thoai
Olcamera iomonan. | 2430 | 3smm x X COMBO 2 atng background
s6ng (Thyc don Happy Thai comment
 ebiazer
" 6 A i " N > Ao co 1rdn va chin vay A
Thoai CHE DI& a: UONG sirc| i :ame::n\;?n nguéi | 5a30 | 35mm Didn gid v 06 gt/ gi3y bé
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Thoai Ending. Biing gitia
khéng gian nha hang Happy
Th:

Bicamera vao ngudi
thoai

2430

35mm

Dién gia

| Ao blazer

Ao c8 tron v chin vay A
Giay c6 gst /giay bét

Téc styling form ty nhién

Hanh Phic Tir Bira An Nhé (T

hévi I

ng: phut)

)

i camera bao quét duor|
¢4 nhém 4 nguai

2430

35mm

N chinh
Mhém ban

i N chin,
fio 50 mi1i mét. quin dng réng
Xub xba

Nhém ban:
Trang phuc &a hoodie 4o thun, quén jean.
quan kaki, chau vay
Mau xanh, héng, fring
Makeup fur nhi

Métvaili nuge, Iy tra sia.

Trung canh ban bé dang néi
chuyén vé quén an

i camera bao quat doc
3 nhom 4 nqubi

2430

35mm

N chinh
Nhém ban

i N chinn
o 50 mi1i mét. quin dng réng
Xub xba

Nhom ban:
Trang unuc 9 hoodie, a0 thun, quén jean.

Wiau xann, hing, ang
Makeup ty nhign

Mt vai li nuée

Hmm, minh c6 nén dé xuat di
déu khéng ta?

Zoom camera vae nir
chinh

40mm

NG chinh
Mhém ban

. N chinh;

Ao 5o mi I3 mét. quén dng réng
Xue xba

om ban:

Trang phuc 3o Immdle 0 thun, quin jean.

n kaki, chin vay
Miu xanh, héng, tring
Makeup t nhién

MGt vai I nube

Toan cénh ban bé n6i chuyén
rém ra, N9 xa cach, im

i camera vag nhém ban

&, xang ri ¢t canh qua
nik 9 dang ngéi mét minh

W

4-30

35.mm

N chinh
Mhém ban

. N chinh:
Ao s mi 16 mét, qudn éng réng
Xué xba

HNhom ban:
Trang phuc 59 hoodie, o thun. quén jean,
quén kaki, chan vy
Mau xanh, héng, tran

Makeup tur nhién

Mt vai li nuée

Ban A nhén thiy su bSi réi
ciia N9

Dicamera vao ban A

2430

35mm

i chinh
Mhém ban

X NG ehinh:
Ao s mi I mét, quin dng réng
Xué xéa

Hhém ban
Trang phuc 20 hoodie 4o thun, quén jean.
5 vay
Mau xanh, héng, tring
Makeup fu nhién”

Ban A: C4 1€ tui minh nén gén

©6 dy mén &n cho, an no va
t8t cho strc khde ni

Ol camera vio ban A vi
iy chinh dang noi chuyén|
v6i nha

2430

35mm

N chinh
Nhom ban

i NG chinn
o 50 mi 16 mét. quin dng réng

Ao s miid mét. quin dng réng
Xug xba

Hhém ban
Trang phuc 4o hoodie,3a thun, qudn jean.
quin kaki, chin vay
Viau xarn, hing. iring

INghe ndp aén d6. Minh di thi.
86 qué rbir

©l camera vio nhém ban
be

2430

35mm

N chinh
Nhém ban

. NiF chinh:
Ao'so mi I8 mét. quin dng réng
Xue xoa

Hhém ban
Trang phuc 3o hoodie, 0 thun, quén jean.
cuan kaks than vy
Mau xanh, héng, iring
Makeup tu nhign

i,
rlnn tigp va tw vnn vé cac mon|

Ol camera tiép aén nhom
ban va nhau vién Happy

2430

35mm

N chinh
Nhom ban

. Nis chinhy, |
Ao'so mi I8 mét. quin dng réng
Xus x6a

Hhém ban
Trang phuc &0 hoodie, 4o thun, quin jean,
quin kaki, chan viy
Mau xarh, héng, réng
Wiakeup tu hién

M6n &n duroc mang ra

Di camera vao 6 an

2430

35mm

SET AN CHO NHOM 4 NGUOI (BAI TRI
DEP MAT)

Gombo3

n thyc dudng

Lnn lmmihuc dmmg 1
nol

Nhom ban thugng thire mén
an

i camera véo c3 nhom
ban dang &n vui vé

2430

35mm

N chinh
Nhém ban

. Nis chinh
Avso miidi mdt, quin dng réng
Xud xda

Nhom han
Trang phuc 4o hoodie, 40 thun. quén jean.
quan Kaki, chan vay
Mau xanh, héng, tréng
Maksup tu nhién

Combo 3

thyc dutng

Lu ndm thuc dudng 1
nguéi

May &n nhu nay ok né, thiy
Ihop véi m qui iréi. Dao niy
g

eén ding khéng, thiy
bm han ludn &

m| i camera vio dién vién
i

2430

35mm

N chinh
Nhém ban

Ao sz miiéi mét, quin dng réng
Xug xba

Nhom ban.
Trang phuc 20 hoodie 4o thun, quén jean.
quén kaki, chin vay
Mau xanh, héng, tring
Makeup tu nhién

Combo 3

3i mién thuc dudng

Léu ndm thug duging 1
nguéi

Cén canh sw vui vé cta nir 9

©i camera vio nif ehinh

2430

35mm

Wi chinh

i N chinn
4o 50 miléi mél, quin dng réng

Gombo 3
mién thic dung

Liu nam thuc duéna 1

AMERAMAN. CHI
G GHUP ANH, VIDEG PHU. GH
P THANH PHAM
DIRECTOR: NHG NGUYEN
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Hoa Nhac Tinh Cam tai Happy Thai (Thoi

Khung cinh phong ngii ing
man

Canh phéng ngi, b

i nhanh canh

Blioamera vao phang | 5430 | 3smm x tném crop nhu Gén
ngu. giubng ngti va guong
SPSRT - Ganh phéng ngi, b
|Toan canh, eaf canh v ChUAN) g, camera vaangusive | 2430 | 3smm | Noudive tang phuc Gon gidn. thodi mai. |  thém crop nhu dén.
* giuEng ngii va guong....
Béng hé didm g da mudn | Bi camera vao déng h | 2430 | 35mm X oinenh cam
. .
)
Cénh phéng ngd, b
Ngrér vor busn ba Bicameravaongusivo | 2430 | 3Smm | Mgusivo | Ngusivo: Trang phuc Gom gian. thodimai | thém crop nhu dén.
giuémg ngii va guong
‘ Toan canh nguéi chéng mé - a0 | st | Hawsiend Ghéng: rang phuc cting s5. kém theo i | P1OP 9% ":“f’fhf"'“k"."gx
‘ cira, vé mat mét moi oan canl ausi chong acn < ang e o6
Zoom vio ngudri chéng| 2430 | 3smm | Naudichéng | CNONG angphue cbng s, kem theo 1l X
o sach
dau long
-
.6 e gidn) "Tai sao anh lai 2;:""?;‘; sty el iy cioh ma sdpdp |CEN nay G4 1nE 8
f i auén mat noay ky nigmewen | 5L EGIEIE AT | 2430 | domm | Nousivo ang phus dom gidn. thosi mal. | i EER MAERRLER | tong préng ngd
(R [ cia ching ta? camara vin nats hay phong knach
G Anh bén qué nén quénmat, | Lo .o oo Chéng: trang phuc céng s5. kém theo ti
A b Céncanh vio chéng | 2430 | 35mm | Nowdichéng “aen X
Ngu?i chéng métmingd | Can canh vao hai ver 3 5 thosi 5 Cénh phong ngil, b:
9 Can cann vao hai vo s Chéng: trang phuc ng, thosi mai. A6 thun " A
_ G| endngtrén gwng gian | 2430 | 3smm | Chdngva | o i A e Gongidn| _ thém erop nhu Gén
Nguii v roi nurge mét au giueng Nt v grong...
PR R Canh phéng ngi, b:
Ve doc durge tin nhan tis sép | Can cénh vio vo xong e i el T >
ﬁ ‘a6 eho chong* o o, 2430 | 35mm Vo Ngudi ve: Trang phuc Gom gidn, thodi méi [ thém crop nhur dn,
giuEng ngi va guang...
Ve liéc mat, budn b vi Can canh vao hai vor Cénh phéng ngi, b:
thirong enéng. Cam thdy | chdng trén givéng, gidn | 24-30 | 35mm Ve Ngudi v Trang phuc don gidn, thodi mai thém crop nhur gén.
minh ¢6 phan qua dang giugng ngu va gueng...
Gn cénh vao déng fin Ganh phéng ngd, b
Ve nhén tin cho cnng nhinm3 vo giiche | 2430 | 3smm Vo Ngubi vo: Trang phuc Gon gian, thodi mai | thém crop nhus Gén.
chéng giudng ngi va guong...
icamera vao chéng va bna: oo 55 ke i Canh nay c6 thé |
Chéng nhén Gwoe tin nhin | dbng tm man ma ehbng | 2630 | 35mm Chéng (Gnéng:trang phuc £ng o3 kem theo 61 2 vén phong hode
g sacl ngoai dudng
Hai v chéng ngdi . N R _
pos 2 9l camera vao hai N Vo: Trang phuc i choi, Iré frung, sach s&.
thdo ludn va chia sé v& suy hing 2430 [ 3smm | Vo &endng Ching. Trang phue 21 chor. ssch sE
nghi clia minh
i R . e 5 | canhtaiHappy Thai,
Haingui ndm tay nhau. va | i camera vao hai ve N Ve Trang phyc i choi, tré frung, sach s&. ”
béy t6 cam xiic ciia minh chéng 2430 | 3smm | Vo &Chong Chéng: Trang phuc di ch g | decor "'5";;;: ancho
Chéng 6m vai V. Bleamera NS | 2430 | 3smm | VosGhing | YO_iE0 BIME DN e NG SRS | decor thém setan cho 2

Chéng: Trang phuc i choi, sach &

GAMERAMAN: NHO NGUYEN
CREW. CHI, LONG
DOP. THANH P

DIRECTOR: QUYNH NGUYEN
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Video két thiic véi hinh anh
hai vor chong tén hudng
khéing khi ling man tai nha

hang Happy Th:

9l camera vao ha
chéng

2430

35mm

Vo & Chéng

vo: Trang phuc di choi, Iré trung, sach s&.
Chéng: Trang phuc di choi, sach sé

Ganh tai Happy Thai,
decar thém set n cho 2
o

ngt

Kich ban cau chuyén 3 (Th&i lwong: pht) (Chic

la dé vao ngay sau)

Bdi canh trén dwbng, nowoi

Cann tai i cng, knéng
cin prop

«cha nhin dong hé, lo lang vi | Dicameravaochéng | 24-30 | 35mm Ngudi cha Ngui cha: trang phuc cong &
Nguriconngbitiude edng | oo con | 2430 | 3smm | gudicon  |N9¥! con ifang phuc noe sinh. o6 ihd 40 sof Canh tai 1 dudng, Khing
trwémg 1 minh mitring v61 balo nhd
-
Nouri cha cam thdy ay nay, Ngui cha: frang phue sng 5. £ au N
1y tay vubt nhe ddu con. | Camera véo hai chacon | 2430 | 35mm | Gha&con | Ngusicon trang phyc hoc sinh, aosomi | G2 12116 AUON9. khing
“Xin 18i con, ba dén tré. tring véi balo
Khong 50 dau, ba. Con 2030 | asmm | Moubicen |MN9VIcon tang phuc hocsinh. G5 thé do so
dang chér ba ma mi tring 61 balo nhd
i camera vio con
Nétmit 2 cha con c6 nét
dwrom budn. Ngudi cha thém
tréch: "Minh danh qua nhidu . Wi cha: trang phue cing 6.
thai gian cho céng vigc ri | O camerAvaohaicha | 5, 50 | 5o Chagcon | Ngudicen: trang phuc hoc sinh, do 5o mi
~ con trén xe may ,
haiz' trang V&1 bale
Cha béng néi
"Con muén an gi khéng?"
Da, con muén this nh hing 2is0 | 38m Naudicen | M@udi con:irang phyc hoc sinh, c6 thé 4o sol
6 Kial mitring 61 balo nhd
i camera vio con
_— Lia qua nha hang Happy Théi [ ©i 40 qués
qua nha hing Happy Thai | Dicameravaoquén | 5, 20 [ 5o Y " N
i bén dwéng Thai
Com Chign Tom yum Hai
i s Ngubi cha trang phuc cong 6. sin
Khong khiam ciing va mii | Bl cameravéocdemon | 330 | 35 Chagcon | Ngudi con: irang phuc hoc sinh. do somi Xién 85 Nudng
thom cla thivc &n lan toa an 9 Phue wnse
tréng véi balo Géi Bu DI Xanh
Tra siva Thai 96 va Xanh
"Con thich mén nao nhdt?" | Bicameravicchéng | 2430 |  35m MNgudi cha Ngudi cha: trang phuc céng s& x
Héty ba o, con thich titcat | Oicameravaocon | 2430 | 35m Mguéicon  |119U1 con trang phue hoc sinh, c6 thé 3o so) x
mitring véi balo nho
. N " MNgui eha: frang phuc ¢dng s&.
Nouti cha tfiu mén, x03 030 | G rvera vao hai cha con | 2430 | 35m Ghagcon | Noudi con trang phuc hac sinh, 40 5o mi *
trang véi balo
Hai cha con ra vé, ngudi - e <
4 cha ¢ ! Ngubi cha trang phuc céng s6-
chong cong con trén val, | canera yao hai cha con | 24-30 | 35m Cha & con x

buwdrc ra khdi nha hang Happy
Tha

Ngudi con: irang phuc hoe sinh, 40 S0 mi
tréng véi balo

CAMERAMAN: THANH PHAM
CREW. QUYNH. CHI
DOP: THANH PHAM

DIRECTOR: LONG

(Call Sheet Timeline for filming dates and everyone's roles)

b. Call Sheet for Photoshoot session

Communication campaign for Happy Thai Restaurant
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EQUIPMENT. CATERING: 12:00 Al

CREW CALL TIME: 13:30 PM { Crew Foodstylist, Stylist, Make Up. Talent, Hand talent)

LOCATION: Happy Thai Thu Birc
Bia chi: 20 Boan Két, phirmg Binh Tho, TP Thi Dirc, TP. HCM

DESCRIPTION . CAMERA PROPS
Ngi cung) Scipt e TALENT WARDROBE (Baoc) NOTE
Tap dé

Chup 5 mén signature ciia

quén: Trang phuc gon gang o Mon
G6i Ca Tré Chién Geo tap dé, mon an nhin P s | G0 Cd Tré Chien Gion
Swon cay thai gon. bat mét, khong qua Talentnam | 24450 A Suon cay thai
Pad Thai Ga nhidu am. re. Pad Thai Ga
Com chién tréi thom Géc can Com chign tréi thom
Cari xanh - & CGarixanh - 46

Combo bao gém
ad ga
i du da tom kho

Chup géc xéo
bao quat téng t

batmat, chan that Bam

Chup combo Chi Thu d& xuét | sw truyén théng, &m cung| Rau mudng xao ti
nhung vén chuyén Cha ca Thai

nghigy Soup Tomyum tom

Goc toan, rong

o .
1648000 (= Combo bao gom:
e " A G&i du dd xanh ca com
v Chup géc tir trén xubng o xanh ea
‘ B e, 1 s Ba roi chién gisn
= Chup combo a ”v%'"" gang, tai gian Ga xao sa té Thai
boe &m clng Hil tiéu bo xa0 cha
Goc toan u b0 xag chay
Rau cii xao ddu hao
Suon cay
- Trang phuc

GCombo bao gém:
G3i du d canh & com
Ba roi chién gidn
G330 5 t& Thai
AT HI tiéu b4 xdo chay
Boc toan Fau o xao d3u hao

Swon cay

Chup combe

“Trang phuc
cng s
-Trang phuc lse
8dng phd théng | Si¥ dung Iai nhifng mén
~Trang ghyc chay|  trong combo, signature

An ciing nhau, bac diéu cing

thau:
M1 g Bt cv kS st | oot 2 g i

nhung &n cing nhau. ciing. &, thim tinh 4 talent
nhau chia sé nhing digu kho. i zan == I5i & 6m cdng fia
khin trong cude song === z nghd 415§ mulng gl
Bi¥a 4n gn két moi ngui lai - Trang phye di
i nhau din (ngusi lim
nghé thust)
; gt st i Tang phyc o6 go| 518073 g mée
. Bl o, s i b 02, 225 T e cment [t sirg. k| Ton T sgrete
g3t phia tnrde 32 ndi bt sdcnhd nndn 458 mutng s

Trung cinh
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Based on customer analysis information in the customer analysis section, our team's scenario

is built through similar created situations based on the 3C model to solve customer insight

KICH BAN VIDEO

e Lich sit cia mén Pad Thai, Iy do tré thanh mét trong nhirng mén ndi tiéng trén
thé gidi, déng théi nhic dén yéu té tot sire khée, chit lwong dinh dudmg ctia mén
Pad Thai

Twa dé: "Pad Thai Ga - Hanh Trinh Mét Hwong Vi Tinh Té"
INT. Tai Nha hang Happy Thai

Nha hang dugc trang tri v6i hinh anh ¢b dién va hién dai. Mt nguoi ndm quyén dimg trede dam dong
da dang.

DIEN GIA: (v6i sy hitng thit) Chio mimg cac ban dén véi budi trinh didn lich sir cia mén Pad Théi -
mét bidu fugng am thue Thai dang lam dién dao thé gidi!

I. LICH SU PAD THAI

DIEN GIA: Pad Théi khéng chi 1a mét mén an, ma 12 mét ciu chuyén vé s sdng tao va linh hén Am
thwe Thai. Xuat hién déu tién vao thoi Chién tranh thé gidi thi hai, khi nguyén liéu han ché, Pad Thai
@A nhanh chéng trd thanh sy sing tao cta nhitng ngwsi bép duong phé Théi Lan.

IL. POC PAO VA PHO BIEN TREN THE GIOI

Hién thi hinh 4nh Pad Thai duoc tinréng thite tai cic nha hang va goc dwong & céc thanh phé 16n trén

khdp thé giéi.
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e Kich ban ciu chuyén 3
INT. CONG TRUONG - CHIEU TOI

Ngudi chong dén tré ¢é don con. Khi anh ta dén trirdmg, chi con mét minh con dang ngdi lai. Anh ta

cam thay c6 16i véi con.
1. PON CON MUON

Nguoi chéng dén tré, thiy con dang ngdi & cng trirong. Anh ta cam thiy ay nay va liy tay vudt nhe
trén dau con.

NGUGI CHONG: (lay tay ndm tay con) "Xin 13i con, ba dén tré."
CON: (nhin lén véi ny cwoi) "Khong sao déu, ba. Con dang ché ba ma."
II. TREN PUONG VE NHA

Hai cha con ciing nhau di xe may trén dwémg vé. Khong khi gitta ho van con mét chiit cam gidc budn.

NGUGI CHONG: (nhin qua bén dwéng) "Con mudn 4n gi khong?"

CON: "Da, con mudn an thir & Happy Thai d6 Ba!"

III. NHA HANG HAPPY THAI

Hai cha con vao Happy Thai. Khéng khi 4m cling va mui thom cta thitc 4n lan toa.
IV. BUA AN HANH PHUC

Nguoi chong va con ngdi bén nhau, thwong thie cic mon dn Thii ngon miéng.
NGUGI CHONG: (cudi) "Con thich mén niao nhat?"

CON: "Hét ¥ ba oi, con thich tat ca!"

(78]
(9]
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e KICHBAN CAU CHUYEN 1:
Twa dé: "Hanh Phic Tir Bita An Nho"
INT. QUAN CAFE - BUOI TOI
Ca nhém ban tép trung tai mét quan cafe. hop mit va suy nghi vé dia diém n t6i.

I. NHOM BAN SUY NGHI VE DIA DIEM AN

Nhém ban dang trao déi ¥ kién, cam thay phén vén vé quyét dinh chon nha hang nao.
NU CHINH (nghen ngao): (trong tdm) "Hmm, minh ¢ nén dé xudt di dau khong ta?"
IL. SULUNG TUNG CUA NU CHINH

Nir chinh ngdi mét goc, nhin cac ban néi chuyén, cam thiy ngin ngai va king ting.

NARRATOR: (voiceover) "Nit chinh, ngai ngiing va tir ti vi ban than. C6 iy luén cam thay minh
khoéng dep nhir ban ba."

III. BAN GAI NHAN THUC VA DE NGHI HAPPY THAI
Mot ban gai khdc nhén ra tdm trang cua nit chinh va d2 xuit mot ¥ tuéng.

BAN GALI "C6 12 tui minh nén dén Happy Thai? Menu da dang, co du mon an choi, an no, tot cho
strc khoe nita va khong s¢ tang cian."

IV. DEN HAPPY THAI
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¢ [Kich ban ciu chuyén 2
Twa de: "Hoa Nhac Tinh Cam tai Happy Thai"
INT. PHONG NGU - BUOI TOI

Phong ngu duoc trang tri dep mat, nén nhac nhe nhang, va ban tiéc nho véi dén lung linh. Vo chuén bi

ky ni¢m cwoi lang man.

L. TRANH CAI KY NIEM CUGI

Ngudi chong vé nha va phat hién ban tiéc. Anh ta nhan nai, nhung anh mét c6 phin budn ba.

VO: (tac gidn) "Tai sao anh lai quén mat ngay ky niém cudi cua ching ta?"

CHONG: (lam phién) "Anh bin qué nén quén réi, anh xin 16i em"

IL. SANG HOM SAU

Vo thite d4y va nhan ra ban ron ctia chéng. C6 4y mudn hé tro va han gin tinh cam.

NARRATOR: (voiceover) "V nhin ra sw mét moi va ap lyc cong viée dang anh hwong dén chong.”
III. CAI THIEN MOI TRUONG GIA PINH

Vo quyét dinh lam mét diéu gi d6 ¢ givip chong cam thiy thoai mai hon.

V@: (néi nhe nhang) "Chéng oi, co gi em co thé gitip anh khéng? Ching ta can danh thém thei gian

cho nhau."
IV.LUGT FACEBOOK
Vo dang luét Facebook va tinh c& thay mot bai dang vé quén Happy Thai.

V@ (noi voi himg thi) "Anh oi. t6i anh ranh, minh di Happy Thai nha. Quén c6 khéng khi 4m ciing

va do dn ngon a."

CHONG: (déng %) "Nghe cling hay day, dé anh tranh thi nhé. Téi gap em.”
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KICH BAN VIDEO

1. Lé héi Loy Krathong Thai Lan
N&i dung bét ddu:

"Yo, moi ngudsil Hém nay minh s& chia sé v& mét |2 hdi siéu déc ddo tai |
Thai Lan - dé chinh L& L& hai Loy Krathong! {§@"

[Chuy&n géc camera d& hién thi hinh &nh cla ngudi dan Thai Lan thé
Krathong véo nudc va tién hanh cdi déu tén vinh.]

L& hdi Loy Krathong dién ra vao thang 12 hang ném, vao dém tréng
tron. Day 1 mét trong nhiing & hai truyén thdng nhét cda Thai Lan.
Nhitng chiéc Krathong, nhé nhung dep dén khéng ngd, chira dung 1&i
cam on va nguyén udc cda ngudi dan Thai Lan. @ €2

[Hién thi hinh é&nh cla Krathong va hoa dang dudc lam thd céng.]

"Nguéi dan Thai Lan tu tay lam nhing chiéc Krathong nay tir la cay, hoa
va nén. Sau dé, vao dém hdi, ho thd Krathong xudng séng hodc hd, cdu
mong nhing diéu t&t lanh trong cudc séng va hi vong nhiing diéu xdu
s& nhanh chéng qua di. # A"

[Chuy&n gbc camera d& hién thi hinh dnh mét dém L& hai Loy Krathong
ruc rd vdi hang ngan lo nén séng.]
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4. Lich Strva Vian Héa Xoi Xoai: Ké vé nguon goc va v nghia van
héa cia xo01 xoai trong am thwe Thai.

[Khung hinh: Ban ding trudc mdt ban, trén dé cd x50 xodi va cac
nguyén liéu khac.]

™o, moi ngudil H&dm nay, chdng ta sé kham pha mdt mon &n ngon va
day y nghia trong dm thuc Thai - xdi xodil B @"

[Chuy&n gdc camera dé thdy ban dang cdm xdi xodi.]

"¥5i xodi khéng chi la mdt mén ngon ma con la mat phén quan trong
cla vén hda Théi. Mén nay xudt phdt tir vang mién Nam nhiét ddi, noi
xodi l& mét loai tréi cay phd bién va thusng dudc tréng. £ T

[Hién thi hinh &nh cla cay xodi va quy trinh lam x&i xodi]

"Ngudi Thdi thudng lam x6i xobi vai gao nép, nudc cdt xodi ngot va
thom, clng vdi ldp bé mat la & chudi. MUi thom clia x6i xodi s& khién
ban khéng thé cudng lai duac! @B

[Chuyén géc camera dé thdy ban dang cho nudc difa 1&n xbdi xodi dé
téng su béo ngdy.]

"X6i xo0di thudng dudc ua chudng trong cac dip 18 hai va ca trong cudc
séna hana nodv. Né thudna la biéu tuona cdia su ohat dat. hanh ohic
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3. Hiu Treéng Chuan Bi Moén An Géi ca tim Happy Thii: Quay
cianh diu bép chuin bi mét mén in dic trung, nhw cich ho cat
thai nguvén liéu, ném gia vi, va niu nwéng.
Clip mau:
https:/fewwtiktok.com/@hoshiphan/video/711054 6778990136 6037g=c%C3

ZeA1ch26201%6C3%A0M 2052 CARBOBEIREERIDN%20cay?20thIBCI%ATI%
20lan&t=1700540890333

[Scene: Camera dét &n va ban dang 86t nhap vao nha hang Happy
Thai]

"Xin chao moi ngudil Hom nay, chung ta s€ co cd hdi dac biét, budc vao
héau trudng cla Nha Hang Happy Thai 38 kham pha cach chudn bi mén
&n Tring Chién Cua tuyét ngon. Didu déc biét v& mén nay la né duoc
chién ngay khi thuc khéch goi mén dé dam bdo réng chung ta ludn
dudc thudng thiic né & trang thai néng hdi tudi ngon. Hay cling téi xem
nguyén lidu vé quy trinh ndu mon néayl”

Budc : Chudn bi nguyén lidu

[Scene: Ban ding trudc mdt ban lam viéc va cdc nguyén lidu da sén
sang)

Trudc tién, ching ta cdn chuén bj cac nguyén lidu. Day la nhing gi ban
s& can: tring, thit cua d& xé sgi, ddu &n, ngd, gia vi va chdo nha.

Budc 2: Chién tring cua
[Scene: Ban dang chién tring cua trén bép]

"Tiép theo, 6 mdt luong déu &n vao chéo, d& déu néng. Sau dé, dua

- . . F4 i -
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]

"Tiép theo, got vé cl cdi va cét thanh timg miéng day khodng 2cm. D&
vai hanh téy, bd vd va ¢
gé rdo. RE ngd cét ddi d
xat nho.”

cau. Rira sach hanh &, ngd ri, va ré ngd

c
&t mu
& s dung cling vai sudn, con phén 16 déu bép

Budc 2: Ninh sugn

[Scene: Ban dang ndu nudc dung sudn]

"Tiép theo, cho vao ndi ldn khodng 2 lit nude cling vai ré ngd, tidu hat,
hanh téy, va cd cai tréng d& cdt. Thém mudi vao. Khi nudc séi, thém
sudn vao ndi va hdm khodng 1 tiéng vdi lWa nhd cho sudn mém va chin
déu. Sau dé, ddu bép bd phén sudn ra rigng”

Budc 3: Lam nudc ding

[Scene: Ban dang lam nudc dung cay cho mén sudn]

"Budc nay, rang tham dt hiém trén chdo d8 tao vi cay hon, sau &6 cho dt
hiém va at 98 vao ndi nude ninh sudn dong dun séi. N&m ném vdi hat

FPT UNIVERSITY

ném véa nude mém vira &n.

Budc 4: Thanh phdm

[Scene: Ban trinh bay man sudn cay da hoan thién]

"“Wa day la mén Sudn Cay Thai Lan tai Nha Hang Happy Thdai cda ching
tal D&t sudn 1&n dia va d38 nudc ding 18n dédu phén sudn. Cho thém ngd

vé &t 1&n trén dé tao Jidm nhdn.”
Budc 5: Thudng thic

[Scene: Ban thudng thic mén sudn cay]

2. Hiu Trwong Chuén Bi Mén An Swon Cay (Quay cinh diu bép
chudn bi mét moén an dic trung, nhw cich ho cit thii nguyén
liéu, ném gia vi, va niu nwéng)
Clip méu:
https.//www.iiktok.com/@hoshiphan/video/7110546778990136603?q=c%C3

%A1ch%2019%6C 3%6A0m %20s%Co%BOREINBBHIDNH20cay¥*620thFBC3%ATI%
20lon&t=1700560890333

Budc 1: Sd ché nguyén ligu
[Scene: Camera dét dn va ban dang d6t nhap vao nha hang Happy
Thai]

"Xin chao moi ngudil Hém nay, ching ta sé cd cd hdi dac biét, budc vao
héu trudng ctia Nha Hang Hoppy Théi d& khém pha cach chudn bi mén
&n Sudn Cay tuyét ngon. Hay clng Céo xem céch sd ché nguyén ligu dé
tao nén mén &n nay."

[Scene: Ban ria sach sudn va cd cdi, trén sd qua nudc séi]

"Déu tién, ria sach suan va d& cho nudc réo. Sau (s[s} trén so qua nudc
s6i §é logi bd mui héi trude khi ndu.”

warant
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Actor Portfolio

In terms of actor information, our team depends on financial capacity and relationships to

select actors and ensure performance quality to fit the script, and the following actors are on

the list:

\’ HAPPY THAI

ACTOR
PORTFOLIO

"/

Vil

Present by: KAYA TEAM
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SPEAKER, WIFE
ROLE, EXTRA ROLE

PHAN TRAN PHUONG THAO

e Height: 1m67

* Weight: 52kg

e Occupation: freelance singer, artist
manager

* Experience: ability to speak fluently,
stand in front of many audiences when
performing, experience filming MVs

THE ROLE OF
THE FATHER

THANH PHAM

¢ Height: 1Im74
¢ Weight: 65kg
¢ Occupation: cinematographer
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The role of the
female lead's friend

Lé Bdng Van An

¢ Height: 1m58

¢ Weight: 55KG

¢ Occupation: freelance business

¢ Experience: experience in film acting
and MV filming

The female lead is
plain and
unattractive

NGUYEN NHU HONG QUYNH

« Height: 1m62

* Weight: 52KG

« Occupation: assistant director

» Experience: experience in film acting and MV
filming
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THE ROLE OF
THE HUSBAND

NGUYEN VAN NGOC NHG

e Height: 1m74
* Weight: 60kg
» Occupation: cinematographer

Communication campaign for Happy Thai Restaurant 143




KAYA TEAM PROJECT FPT UNIVERSITY

Costumes of characters

The costumes for this character have been selected in accordance with the setting of the

Happy Thai restaurant in Thu Duc and the character's individuality.(1)

Pad Théi - Hanh Trinh v (@)
Mot Huong Vi Tinh Té

SPEAKERS

» Blazers

» Round neck shirt and pants
» Shoes with feminine heels
e Hair styling in natural form

* Make up naturally and delicately

Pad Thai - Hanh Trinh 6
M#dt Huong Vi Tinh T&

HAPPY THAI STAFF

! » Polo shirt or shirt with restaurant
. A a logo
\\\F ) A ; » - Bata shoes
0%

» Hair tied neatly

* Make up naturally and delicately

HAPPY THAI e

NOCTIIAATITC NI


https://drive.google.com/drive/u/0/folders/136JvLMENBM3rqqNcuIRG2N63jrJQktTY
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Pad Thai - Hanh Trinh
Mot Huong Vi Tinh Té

Height:5'7""/170cm

CLIENT

YELLOW T-SHIRT AND JEANS
¢ BATA SHOES
¢ NATURAL HAIR STYLING
¢ MAKE UP NATURALLY AND DELICATELY

HAPPY THAI 0

Huang Vi Cay Nang ciia Sifc Khde: Bi 6
Mat Ding Sau An Cay O Thai Lan

RS

* Blazers

.

I
{

* Round neck shirt and A-line skirt

e Shoes with heels/flats

.

il

e Hair styling in natural form

[l

—— ;"/

PO VIO

* Make up naturally and delicately
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& Huang Vi Cay Nong ciia
wesnenie o) Sifc Khée: Bi Mat Dang
s Sau An Cay O Théi Lan

Guests eat Healthy dishes

e Plain t-shirt.

e Khaki pants or light casual pants.
* Bata shoes

e Hair styling in natural form

« Make up naturally and delicately

Outdated shirts, loose pants.
Overall sloppy
Make up is pale and dull

Female lead

Happy Thai
- Bua An
Hanh Phuc

Men and Women:
Comfortable clothes such as
hoodies, t-shirts, jeans or
khaki pants, skirts. Blue, pink,
white

Natural, youthful, dynamic
makeup

Group of Friends
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Happy Thél = K/ @
Niénn Culsi LAng ‘
Mamn K
1@

Wife
The dress or skirt has a gentle style, can be light pink or
light yellow.

Make up gently
Hair loose slightly

Haf V& Chong e v
G8p Nhau Tal |

Happy Thals

Husband:

Light shirt and casual pants
Western shoes/leather shoes
Wear the watch

Make up fresh

Communication campaign for Happy Thai Restaurant .
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Pad Thai - Hanh Trinh @
Mot Huong Vi Tinh Té

HAPPY THAI STAFF

e Polo shirt or shirt with restaurant
logo

» Bata shoes

* Hair tied neatly

* Make up naturally and delicately

Happy Thal - e
Ky Niém Cuéi
LAnhg Mamn

Husband:

White shirt combined
with pants

Western shoes/leather
shoes

Wear the watch
Backpack

Make up is listless
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o

e
L

Hai Vo Chong
Gap Nhau Tai
Happy Thai:
Wife

Exquisite makeup
Hair styling
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HAPPY THAI e

Script 3

Father role

« Polo shirts in neutral colors like navy
blue or black

e Jeans

* Sneakers or casual leather shoes

* Make up naturally, with the look of

being tired from work

Height:5'9"/176cm
Size:L

Script 3

The role of a child

e School uniforms
e Bata shoes
e Bring a backpack
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List of equipment for shooting(2)

—

1 [Fujifilm X-T4 plece 1 ' u

No Name Unit | Quantity| Unit Price PIC Total Price

)

Canon 730D piece 1

3 |Lens Fujinon 16-80 4.0 piece 1 ! '

4 |Godox Mic Wireless piece 1 230,000 n 250,000

L4

Gimbal piece 1 ' ‘T

Aperture Amaran 200d, 200x lighting

| ) 5 5
6 (with softbox..) piece 2 250,000 500,000
7 |Amaran T4C sword light piece 1 200,000 200,000
8 |Reflector plate piece 1 / /
Grand Price | 930,000
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Behind the scenes(3)
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Editing

We use a combination of CapCut and Adobe Premiere software in our video editing process
to generate appealing footage suited for TikTok and Facebook Reels. These platforms require

visually appealing and succinct videos, which our strategy ensures.

In our initial editing phase, CapCut, recognized for its user-friendly interface, takes the lead.
In this section, we arrange and cut raw footage to produce a captivating narrative flow that
corresponds to the video's desired message. Including transitions, text overlays, and other
visual effects boost engagement while also aligning the movie with the desired mood and

tone.

We use the XT4 FLog FGamut to ETERNA-BB BT.709 33grid V.1.0l.cube LUT to
achieve excellent color correction. This LUT is useful for altering colors to match the mood

and tone of the video, maintaining consistency and visual appeal.

Subtitles are an important part of our video editing process. We are devoted to making videos
accessible to all people, thus every video we create includes subtitles. We use CapCut's Auto
Caption tool to speed up this procedure. We chose the "Fold" Font because it blends elegance
and professionalism while remaining user-friendly. The text is yellow with a black border,
making it stand out against a variety of backdrops. This option guarantees that the subtitles

pop out on the video while also conveying a sense of proximity and comfort to the viewer.
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Appendix 3: Survey

200 céu tré |ai

Ban & d6 tudi bao nhiéu?

200 céu trd |&i

Nghe& nghiép cua ban la:

200 céu tra l&i

Thu nh&p hang thang cua ban (ude tinh)

199 céu tra l&i

@ Nam
o NG

@ Toi khong mudn tra lori

@ Dudi 18
@ 18-251ubi
® 26 - 30 tudi
@® Trén 30

@ Nhan vién van phong
@ Tu kinh doanh

@ Freelancer

@ Sinhvién

@ Giang vién

@ dau bép

@ K§ sw dign

® Bartender

@ Gido vién

@ Dudi 11 tridu déng
@ 11-30 triéu ddng

@ Trén 30 triéu déng
@ Khong mudn tiét 16

|g Sao chép

|_|:| Sao chép

|g Sao chép
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Ban thuong di an vai ai?

198 cau tra Ioi

@ Ban be, déng nghiép
@ Gia dinh, ngui than
@ Nguoi yéu

@ Mot minh

Ban cé thudng chia sé quan an ngon véi ngudi quen hay khéng?

199 cau tra loi

—— 1
38, 7% ,

Tan suat ban thudng di 8n tai nha hang trong vong mot thang?

200 céu tra loi

@ Ludn ludn

@ Thudng xuyén
@ Doi khi

@ Hiém khi

@ Khdng bao gidy

@ 2-314n méi tuan
@ Mi tuan 1 lan

@ Vailédn mét thang
@ Hiém khi

|_|:| Sao chép

||_:| Sao chép

|_|:| Sao chép
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Ban thudng dén nha hang vao cac dip nao? (Cé thé chon nhiéu lya chon) |_|:| Sao chép

198 cau tra 1oi

Cudi tuéin

Dip 1

Thivi gian ranh

Buroc ban bé, ngudri thén mai...

3 (1,5%)
1(0,5%)

Chi phi ban san sang chi tra khi di nha hang?

197 cau tra loi

Van hoa am thue yéu thich cla ban la:

200 cau tra 1oi

Maon Thai
Man Han
Mdn Nhat 69 (34,5%)
Man Viét Nam
Nhat 2 (1%)
Pai Loan 2 (1%)
maén Tau 1(0,5%)
Mén Au 1(0,5%)
Com swdn 1(0,5%)

Mon Trung Hoa 1(0,5%)

65 (32,8%)
69 (34,8%)

91 (46%)

132 (66,7%)

100 150

|_|:| Sao chép

@ Du6i 500.000 VNB
@ 500.000 VND - 2.000.000 VNB
@ Trén 2.000.000 VND

|_|:| Sao chép

93 (46,5%)
116 (58%)

Mén Han

oém 116 N 150 (75%)

100 150
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Tiéu chi ban cho |4 quan trong nhat khi QUYET DINH chon nha hang? [0 saochép

200 cau tra loi

® Giaca
@ Chét lvong mon an
@ Chét long dich vu

/ @ Viti
& | @ Knhong gian

@ Khuyén mai va ru dai

Ban c6 thich nhirng trai nghiém déc déo tai nha hang khéng, vi du nhu mén an thir Sao
nghiém hoac sy kién dac biét? l—D .

chép
200 cau tra Ioi

@ Co, t6i thich thir nhirng tréi nghiém mai.
@ Khong, t6i khong dé& tam Iam vé véan dé
nay.

Ban co quan tam dén viéc an/st dung cac mon an tot cho sirc khoe/maén an chay 0 Sao
khéng? L

¢ chép
199 cau tra lai

@ Co, t6i quan tdm dén viéc thrc pham
lanh manh

@ Khang, t8i quan tam chil yéu dén huong
vi dam da
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Ban thuong bhiét d&n nha hang bang hinh thic nao? |_|:| Sao chép

199 cau tra 1&i

Mang x& héi (Facebook, Youtu. .. 166 (83,4%)

Fng dung giao db an (Grab, S... 53 (26,6%)

Quang cao trén Internet 51(25,6%)

Quéng céo ngoai troi 10 (5%)

Puoc ban bé, ngudi than gidit.. 145 (72,9%)

Mang x& héi 12 (6%)
Théy quan nao it duroc review t.. |—1(0,5%)
(fng dung giao dd an |1 (0,5%)
0 50 100 150 200
Ban thudng xuyén tim ki€m théng tin (vé quéan &n, my pha&m, xu hudng,...) bang nén 0 Sao
tang nao? (8 )
chép
198 cau tra lai
@ Facebook
® TikTok
@ Youtube
@® Google
@ Website nha hang
® Shopee food
o
@ Ban b nguoi than
@ Instagram
Ban bi thu hit bai hinh anh mon &n nhu thé nao? |_|:I Sao chép

198 cau tra loi

@ Mau séc bat mat

@ Chuyén nghiép, thu hut

@ Déay dd théng tin (t&n moén, gia ca) trén
hinh &nh

@ Dic dao, sang tao

@ Minh l'héy ché nao chup hinh dep la dé
an chat lrgng

O tEtca

®
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Loai video ngan ban thudng xem?

\ 281%

185 cau tra 1oi

Ban bi thu hat béi nhitng video nha hang/mon an nhu thé nao?

198 cau tra 1oi

||_:| Sao chép

@ Video cau chuyén, dién bién cu thé, y
nghia

@ Video review

@ Video &n mukbang

@ Video trai nghiém (VD: Cam 500k thi &n
duoc nhitng gi & Hadilao?)

@ khéng xem video ngan

|_|:| Sao chép

@ Noi dung video thi vi, 16i cudn

@ Noi dung video méi la, bat ngty

@ Noi dung video thurc t&, gan gi

@ khong quan tam 1am

@ Thudng minh s& khéng xem video do
an nhiéu

Ban da tirng thdy/biét tdi nha hang nao trong danh sach dudi day? |_|:| Sao chép

185 cdu tra loi

Happy Thai

Chilli Thai

SOMTAM ZAAP

Lén dau nghe dén

117 (63,2%)

75 100 125
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