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Introduction
About the campaign

The trend of eating out has been growing, leading to the demand for finding an
affordable, delicious place to eat out. However, many people are struggling when choosing a
location to eat out, especially if they are going to another area of the city. Beside that, eateries'
owners also want to find a place to promote their location. Currently, with an order, the food-
delivery applications from technology companies receive both revenue cut-off from the eatery
and discount money from the shipper's bill of lading. The more they depend on the app, spend
too much money on promotions, the higher the revenue but the lower profits, making the wave of
leaving or becoming less dependent on the app become more and more drastic.

Faced with the above situation, the team has chosen to launch a communication project
called “Toi Thu Di”. The main product of this campaign is a series of short videos, focused on
introducing eateries in District 5, Ho Chi Minh City with the desire to promote District 5
culinary culture to everyone, contributing to promoting the district's economic development
according to the city's policies.

In addition, the group also wants the TikTok channel to become a different solution for
eatery’s owners. The product is published on TikTok as the main platform, and Facebook as the

supported platform.
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Project summary

Master plan of the capstone project

Toi Thu Di

Master Plan of the Capstone Project

PHASES

TIMELINE Week 7 | Week8 | Week 9 | Week 10 | Week 11 | Week 12| Week 13 | Week 14| Week 15

OBJECTIVE

TASK

CONTENT
SEEDINGS

TOUCHPOINT |  soCIAL
MEDIA

AND
CONTENTS

Thank
EMAIL you
letters.

Link to the table on Google Sheets: FA23MC18 MasterPlanoftheProject

Target audience
Factor Detail
Demographic e Gender: All
o Age: 25-34.
Geographic e Living, studying, working, or commuting in or nearby the central
area of Ho Chi Minh City.

Psychographic e Appreciating setting appetizing dishes in high-definition videos, with
good image and sound quality.

e Willing to explore new experiences based on what they see, and
which information being provided in the video.

e Willing to try new eateries if their friends or peers share or

recommend location in the videos.

Behavioral e Seeking information about different eateries through TikTok videos,
engaging with food-content on TikTok.
e Eating out or taking out at least one time per week.

e Watching short videos with a duration of under 2 minutes.



https://docs.google.com/spreadsheets/d/1OJiVrY4EB5DRWGaTDNNWO1yYwJpEdzU-/edit?usp=drive_link&ouid=111434032793219349972&rtpof=true&sd=true

Big idea -
Introducing delicious eateries in District 5
to promote healthy competition and

regional economic development.

Key message

“Toi Th Di”

(Let’s come and try)

15

Encourage target audiences to come to

experience the dish offered at this place if they

have the opportunity.
Key results and achievements
Objectives (TikTok)
Goals Key Compare
KPI Actual
results to KPI
e C(Create a TikTok channel about Views 500,000 980,974 | 196.19%
introducing eateries and gradually ]
' Displayed 2,000 4,609 230.45%
build a map of eateries of District 5.
Buzz
e Provide the target audience with
Volume
more dining options that are suitable
(Comment
to their needs and desires.
+ Share)
e Get positive feedback about the Sentiment 0.80 0.78
content. Score

After the campaign, two key results (Views and Display Buzz Volumes) surpassed the

KPIs. The audience’s comments on our content are mostly positive. The project also got public’s

recognition and opportunities to expand in the future.



16

Chapter 1. Idea research and development

The trend of eating out has been growing, particularly young people who spend a large
part of their income dining in eateries. Furthermore, the demand for finding an affordable,
delicious place to eat out is rising. Eating out is typically seen among the male, aged 15-35. They
regularly eat out for breakfast and lunch, while eating out at dinner is mainly for meetings and
special occasions (Pham, 2022).

Through research, observation and discovery, we found that today, Ho Chi Minh City
has many great eateries, but not many people know much of them. Beside that, promoting unique
locations in each district is also a program created by the Department of Tourism of Ho Chi
Minh City, called “One district, one tourism product” (VNA, 2023).

To point out which unique each District has, we use the famous line “An Quén 5, nim
Quan 3, xa hoa Quan 17 (Eat in District 5, stay in District 3, luxury in District 1). District 5 is
famous for its cuisine with many eateries, both Vietnamese and Chinese style. It has always been
a "culinary paradise", not only for locals but also for domestic and foreign tourists. Young
people today are also excited, willing to do food tours in District 5 (Giang, 2016).

Combined with self observation, we found that the content about introducing District
5’s eateries is posted sporadically, or does not have a specific playlist on food-introduction
channels. With the passion about food review, experience on short-video production and
considering the team’s resources, we decided to create a communication campaign, focusing on
building a TikTok channel about introducing eateries in District 5 for the capstone project.

1.1. Background research
A report from Euromonitor (2023) shows that Ho Chi Minh City had over 134,000

eateries in 2022, accounting for 39.78% of all eateries in Vietnam (as cited in iPOS.vn, 2023).
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There are 20.4% of people, which means over 1 person out of 5, eating-out everyday.
While 3-4 days eating-out per week frequency accounts for 17.9%, and 1-2 days per week is
18.4% (iPOS.vn, 2023).

The foodservice industry is primarily driven by two major performers: full-service
restaurants (FSR) and quick-service restaurants (QSR). Together, these two categories contribute
to 72% of the industry's total revenue, while the remaining 28% comes from various sources
such as street food vendors, canteens, convenience stores, and hotel dining. Among FSRs,
traditional dining restaurants currently hold the majority share of revenue, while the upscale fine
dining sub-sector is expected to see substantial growth by 2026, primarily influenced by
disposable income trends (Pham, 2022).

In the Internet era with the rapid growth of social networking platforms, people use it to
share their own experiences and hobbies, including passionate about food. Nowadays, online
review communities have gained considerable popularity, spanning across platforms like
Facebook, YouTube and especially TikTok, where people can share their experiences with
videos and their thoughts (Khuyén, Chau, Tram, & Hai, n.d.).

1.2. Topic research

Based on background research about eating out behaviors in Ho Chi Minh City, and the
popularity of online review communities on short-video platforms, we decided to do research
about the behaviors of eating out in Ho Chi Minh City, the habit of watching food review content
on Internet, especially for our planned target audience. These two researches lead to the
conclusions of what people want to see on a food review video on TikTok, and their important
criterias when choosing eateries for eating out. These conclusions contributed to our eateries

selection process, big idea and production planning for the campaign.
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1.2.1. Eat out and takeout behaviors
¢ Definition of eat out

Eat out is a phrasal verb, which means “to have a meal in a restaurant, etc. rather than at
home” (Oxford Learner's Dictionaries, n.d.). It can also be called “out of home eating” (Orfanos,
et al., 2007). In previous researches, eat out is defined as “the consumption of foods and
beverages out of home”, which includes offices, schools, cafeterias, fast-food restaurants,
friend’s houses, etc (Vandevijvere, Lachat, Kolsteren, & Oyenl, 2009). In this paper, eat out
refers to the eating activities in eateries.

¢ Definition of takeout

Takeout is a noun, which means “a meal cooked and bought at a shop or restaurant but
taken somewhere else, often home, to be eaten, or the shop or restaurant itself” (Cambridge
Dictionary, n.d.). In this paper, we also focus on takeout activity at eateries.

1.2.1.1. General customer behaviors

In our secondary research, important criterias when choosing eateries are: Deliciousness
of food (88.2%), Price (72.9%), Food hygiene & safety (62.2%), Interior (53.6%), Services
(47.7%), Convenience (39.9%), Promotion (34%), Get reviewed (32.5%), Serving time (21.8%),
and Regular menu updating (10.5%). In terms of cost, 10,000-30,000 VND is the most popular
price range for breakfast, accounting for 75.8%. Then, 31,000-50,000 VND is the most popular
price range for lunch and dinner (38.1% and 42.7%, respectively). There are 23.3% willing to
spend more than 51,000 VND for their dinner, compared to 13.3% for lunch (iPOS.vn, 2023).

For the preferred time for eating out, a survey taken by Q&Me (2023) shows that 47%
respondents from Hanoi and Ho Chi Minh City eat out for breakfast, 39% for lunch and 16% for

dinner, while nearly 80% of the dinner time is consumed at their residence.
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A report from YouGov (2023) shows that restaurants/cafes are the second most visited
places in consumers’ free time, accounting for 32%. For restaurant types, local food shops and
Vietnamese food restaurants are attractive to the youngest groups, with 36% and 38% for
respondents aged 18-24, and 37% and 39% for aged 25-34 (as cited in Decision Lab, 2023).

1.2.1.2. The target audience’s behaviors

Based on those secondary researches, we decided to conduct research about eating out
behaviors for the planned target audience of this campaign.

¢ Rational choice theory

Rational choice theory, originating in the field of economics, is based on the idea that
individuals make decisions based on what will bring them the greatest advantage (Simon, 1959).
Over time, this theory has found applications in the social sciences to elucidate human behavior.
According to rational choice theory, people are self-interested, rational beings who aim to
maximize their utility by allocating their limited resources among various competing goals and
interests. They do so by taking into account their individual preferences, values, opportunity
costs (such as the availability of resources and personal competence), and institutional
constraints (such as family and societal norms) (Baker, 2006; Bouffard, 2007; Friedman &
Hechter, 1988, as cited in Cha, Crowe, Braxter, & Jennings, 2016).

Rational choice theory suggests that decision-making trade-offs lead to equilibrium, a
point at which significant behavioral change is unlikely because the cost of changing behaviors
outweighs the expected benefits. When individuals reach equilibrium through a series of rational
decision-making processes, their behavior may only change under one or a combination of four

conditions: (a) changes in resource availability, (b) changes in the prices of related or
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substitutable goods and services, (c) alterations in values or preferences, or (d) changes in
expectations about the future (Baker, 2006, as cited in Cha, Crowe, Braxter, & Jennings, 2016).
By understanding important criterias when choosing eateries, grouped by age, gender

and trade-offs (such as location, and cost), the video series can be designed to align with viewers'
rational preferences. Furthermore, rational choice theory can help us understand the preferences
of the target audience and tailor the video series to their interests.

¢ Conceptual framework
Figure 1.1

Conceptual framework based on the rational choice theory

Family/societal norms

Resource allocation

- Time
- Cost Person’s preference

- Location

Personal value

Based on the above framework of rational choice theory, we divided the research
elements into these groups:

e Family and societal norms: An individual's understanding, shaped by their
primary influences, of whether a particular behavior should or should not be
engaged in. This perception is influenced by the opinions and judgments of
significant people (parents, friends, relatives, etc.).

e Resource allocation:
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o Time: The frequency and time of an activity that an individual dedicates
to eat out or takeout.
o Cost: The amount of money an individual is willing to spend while
eating out or taking out.
o Location: The area where an individual lives or works/studies, as well as
the places they consider when choosing eateries for eat out or takeout.
Personal value: Represented by the available choices that align with an
individual's crucial criterias when selecting an eatery.
Person’s preference: The most significant factor when deciding where to eat

out or takeout.

¢ Methodology

Quantitative research: Carried out through the theoretical basis and related
research, thereby building conceptual framework. Then, using the above factors
to set up a survey questionnaire and collect data. After gathering data through
the survey, results from respondents are analyzed to identify the most important
criteria for choosing an eatery.

Qualitative research: Randomly choose three people based on their living,
working/studying location to take in-depth interviews about their important
criterias when choosing an eatery for eating out or taking out, and their

behaviors when watching food-introduction content on TikTok.

¢ Method of sampling
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Currently, to determine sample size, people often rely on empirical formulas. According
to Hair et al. (1998), the minimum suitable sample size is 50, preferably 100 or more. The ratio
of observations to an analyzed variable is 5:1, or 10:1.

This research model has 25 observed variables. Applying the 5:1 ratio, the minimum
sample size will be 25 x 5 = 125. If the ratio is 10:1, the minimum sample size will be 25 x 10 =
250. Those two sample sizes are both larger than the minimum sample size (50 or 100).

¢ Survey result and key findings

From September 13, 2023 to September 21, 2023, we collected 149 respondents from
people living and working/studying in five big areas of Ho Chi Minh City. The sample size of
respondents under 18 years old is very small, so we decided to eliminate from our result
afterwards. After that, the number of valid respondents is 146.

e Demographic: Respondents satisfactorily met the expectation to represent our
target audience. While gender has inclined toward men (56.16%), age groups are
prominently skewed toward 18-24 years old the most (54.11%)), followed by the
25-34 years old group (45.89%).

¢ Geographic: Respondents living in the central area of Ho Chi Minh City
accounted for 78.10% of the sample size, followed by the East (Thu Duc City)
with 12.32%, and the remaining areas accounted for 9.58%. Therefore,
respondents working/studying in the same area are approximately equal.

o Family/societal norms: Based on age, there is a large number of people eating
out with friends, but with the older age group, they’re likely to eat out with their

colleagues. As for the number of people who eat out together, based on gender,
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men tend to eat alone and in groups under 4 significantly more, while women

prefer to eat out in groups of 3-4 people.

Time:

O

Cost:

Respondents aged 25-34 eat out or takeout more frequently than other
age groups. On weekdays, people aged 25-34 eat out or takeout more
frequently, while people aged 18-24 eat out or takeout on special
occasions more than people aged 25-34. Men tend to eat out or takeout
on weekdays while women tend to go out on occasions, or when they
meet their family or friends.

In terms of time of day, many people aged 25-34 eat out or takeout in the
morning and noon, while 18-24 years old people often eat out or takeout
at noon and evening. Most men eat out or takeout in the morning and at
noon. For women, it's approximately equal in the morning and noon, but

increases at evening and night.

Morning: Most respondents aged 18-24 are usually willing to spend
from 20,000 VND to 30,000 VND, and 50,000 VND is the second
highest choice. Meanwhile, people from 25-34 years old are willing to
spend from 31,000 VND or higher for their breakfast. Men also tend to
pay more than women for breakfast.

Noon: According to age, most respondents are willing to spend from

31,000-50,000 VND. There are still many people aged 18-24 who only
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spend 20,000-30,000 VND for lunch. Most men and women together
choose the price range of 31,000-50,000 VND for lunch.

Evening: Most respondents aged 18-24 increase their spending, while

the 25-34 years old group also spend more aggressively. Men still spend
more than women, but women are willing to spend more than men in the
price range of above 100,000 VND.

In general, we can see that men are willing to spend more than women
when eating out or taking out, but when it comes to the higher price
range, women are willing to pay more than men. People aged 25-34 are
also willing to spend more than those aged 18-24 on almost every time of

day.

Location: Regardless of age and gender, both men and women are quite open

about alternating between familiar eat out or takeout eateries and visiting any

convenient locations, as long as these are on their route from home to school or

Personal value and person’s preference:

o Morning: Many respondents aged 18-24 want the convenience of the

location, followed by price, quality, and cleanliness. As for the 25-34
years old group, most people want food quality, followed by cleanliness,
convenience and price. In general, these 4 criterias are chosen by most
people. Men and women are approximately equal in terms of important
criterias, except for some criterias which women significantly want more

than men, such as dining space and good service. For the most important
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criteria, food quality is considered the same, but for men, convenience
comes first, then quality, but for women it's the opposite.

o Noon: Both two age groups (18-24 years old, and 25-34 years old), men
and women, want more food quality and cleanliness than breakfast, in
return for convenience.

o Evening: In terms of age and gender, food quality is the highest priority,
space criteria are much higher than other times of day. Criterias of price,
cleanliness, have slightly decreased, while the criteria of convenience has
significantly decreased.

[View survey result at Appendix A/Question 6-20]

¢ Interview result and key findings

After interviews with the target audience, what the team gathered showed that both men
and women focus on criteria such as food quality, price, and cleanliness of the eatery, but
between them there will be differences.

Men's requirements for the above criteria will be somewhat less strict than women's.
Regarding food quality, men tend to care more about portion sizes than other factors. They also
expect that for the price they pay, the portion and taste must be commensurate. They don't place
much importance on the cleanliness of the eatery, but they must ensure it is at a basic level.
Meanwhile, women will have higher requirements for food quality, such as presentation and
taste. With the money they spend, they expect the return on their dishes to be somewhat higher,
mainly in terms of taste. The price they expect is somewhat less than men but not significantly;
sometimes they can even spend larger amounts of money than usual. And finally, women are

more strict with the hygiene criteria.
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[View interview results at Appendix B1, Appendix B2, and Appendix B3]

1.2.2. The situation of eateries leaving food-delivery application

With the current technology boom, the trend of ordering and buying food online via
mobile application is rising (Cuc, et al.). Those applications will receive both revenue sharing
money from the eatery and discount value from the shipper's bill of lading for each order.
However, owner of many eateries which partnered with food-delivery applications are
complaining about the high cut-off policy, from 12-25% of the value of each order, not to
mention promotions required by the app causing the actual revenue of these establishments to
decrease (KiotViet, 2023).

According to an eatery owner in Binh Thanh District, their on-site selling price is 25%
more than their app-based price. Because they must provide an average discount of 15% and
promote 20% of each order to make their products stand out in app search results, the eatery's
profit margin is much larger than selling through the application (Trung, 2022).

Despite the increased cut-off rates on GrabFood and GoFood, the proprietor only
receives 35,000 VND each dish of rice, without adding additional expenditures. Due to income
pressure from application’s owners, several eatery owners have responded by shut down their
sales on apps, and only sell straight to users. This raises the question of how eateries might
promote their products at a fair cost (Ngan, Tan, & Quynh, 2023).

Faced with the above situation, in addition to introducing eateries to the target audience,
the long-goal of the TikTok channel "Lan La Hang Quan" also aimed to provide more
economical advertising solutions for eateries that do not have a lot of money for advertising.

With TikTok's growing popularity, hiring TikTokers to introduce eateries has become

an efficient method of promotion for eateries looking to spread the image of their location. A
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dish featured in a TikToker's review video can capture the attention of a big number of TikTok
users, building demand and boosting potential buyers' desire to try. These are prerequisite factors
that contribute to strengthening our reason for choosing TikTok channel for this campaign.

1.2.3. The selection of eateries for this campaign

We choose District 5 as the main area for this campaign. As cited above, the famous
saying “An qudn 5, nam quén 3, xa hoa quéan 1” is based on the similar one from ancient Chinese
people “Sinh Hang Chau, 14y chong Té Chau, in Quang Chau va chét & Lidu Chau” (Be born in
Hangzhou, marry in Suzhou, eat in Guangzhou, and die in Liuzhou). Dubbed the "capital of
delicacies", Guangdong's capital city of Guangzhou concentrates many of China's culinary
quintessence and interacts with world cuisine (Williams, 2019).

A lot of Cantonese people migrate to Vietnam and Cantonese culinary culture also
follows. Nowadays in Ho Chi Minh City, there are over 500,000 Chinese-Vietnamese people
living in District 5, 6, and 11. Of which, District 5 accounts for about 40%. In the old days, they
lived in an area called Chg Lén. Chg Lon today refers to the area where many Chinese people
live along the Té¢ canal, stretching from District 5 to District 6. However, in fact this area used to
be a city with the name Chg Lon city (Hau, 2023).

1.2.3.1. History of Ch¢ Lon

Before the French colonial period, Saigon and Chg Lén were two separate cities. Chg
Lon area used to be called Saigon market street, and today's Saigon area (District 1) was called
Bén Nghé. The two are separated by a suburb in between.

Later, the French took the name Saigon and attached it to the urban area in Bén Nghé
(District 1). The name Chg Lén probably comes from comparing the larger Chinese market with

other Vietnamese markets such as Tan Kiéng market.
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On June 6, 1865, Chg Ldn city was established. By 1930, when the two cities expanded
to the point where they interested in Nguyén Vin Cir Street, the French president at that time
decided to sign a decree merging the two cities into a new administrative unit, the Saigon — Chg
Lon area, on April 27, 1931. In 1951, the name was changed to Saigon Capital — Chg Lon (D6
Thanh Sai Gon — Cho Lén). In 1956, it was decided to establish Saigon Capital (P6 Thanh Sai
Gon). The name Cho Lon has since ceased to officially exist administratively, but has become a
cultural area spanning Districts 5, 6, and 11 (Hau, 2023).

1.2.3.2. The diverse of eateries in District S

District 5 in Ho Chi Minh City, popularly known as Chg Lén, is well-known for its
bustling and diversified food scene, with cuisines to suit every palate. One of the features of
District 5 is its rich Chinese heritage, which is reflected in the area's numerous Chinese eateries.
Authentic Chinese eateries serve popular meals such as dim sum, roasted meats, and a variety of
noodle and rice dishes (Hau, 2023).

The food culture in District 5 is also identified and being promoted aggressively by the
local authority. According to Mr. Tran Minh Sang, Chief of Economic Office of District 5, this
area is a place where the Chinese-Vietnamese population has been living for a long time. This is
also a place of cultural interference, attracting tourists because of many unique architectural
works and rich cuisine (Tri, 2023).

1.2.3.3. Location and population of District 5

District 5 is located in the central area of Ho Chi Minh City. The east borders District 1
(Nguyén Vin Cir Street) and District 4 (through a small section of Bén Nghé canal). The west
borders District 6 (Nguyén Thi Nho, Ngoé Nhan Tinh, Lé Quang Sung and Cho Lén bus station).

The south borders District 8 (Tau Hu canal). The north borders District 10 and District 11 with
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the boundary being Hung Vuong and Nguyén Chi Thanh streets. The District has an area of 4.27
km?, the population in 2019 was 159,073 people, the population density is 37,254 people/km?
(Téng cuc Thong ké, 2020).

Figure 1.2

District 5’s map. Screenshot from Google Maps (2023)
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1.2.3.4. District 5’s food-introduction content on TikTok
According to our research, the number of food-introduction content of District 5 on
social networks, especially TikTok, is not too much. Eatery-introduction videos in District 5 are
not posted regularly, and come from many different channels.
When using TikTok's tool, the hashtag #quan5angi has only been mentioned in more
than 280 posts in the past 120 days, while the hashtag #quanlangi has been mentioned more than
590 times, and #quan3angi has about more than 450 videos mentioned. It can be seen that food-

introduction videos of District 5 on TikTok have not been focused, or not easily reached to the
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audience. However, 52% viewers of videos with hashtag #quanSangi are 25-34 years old, which
is suitable with our planned target audience.
1.2.3.5. The team’s cooperation with the Women’s Union of District 5

One of general missions of the Vietnam’s Women Union is “Participate in building the
Party and State, socio-economic development and protecting the country” (Hoi Lién hi€p Phu nir
Vi¢t Nam, 2019). With this reference, we decided to get assistance from the Women’s Union of
District 5, Ho Chi Minh City.

With the knowledge and understanding of eateries in the area, representatives of this
organization can help us choose locations to introduce on the channel with suitable criterias.
With the support from the association, we hope to promote not only eateries, but also the cultural
identities in District 5 to more people, contributing to promoting local economic development.
1.2.4. The selection of social media platforms for this campaign

¢ Definition of social media

The term "social media" was first used in 1994 within an online media environment
called Matisse in Tokyo (Bercovici, 2010). Over time, both the number of social media platforms
and the number of users have grown significantly, establishing social media as one of the
internet's most important applications (Aichner, Griinfelder, Maurer, & Jegeni, 2021).

Nowadays, companies have rapidly redirected their marketing focus to social media
platforms. The existence of both businesses and users on social media has transformed the way
companies interact with their customers. Customers are no longer limited to passive roles in their
interactions with companies (Malthouse et al., 2013, as cited in Aichner, Grunfelder, Maurer, &
Jegeni, 2021) They provide feedback, ask questions, and expect quick and customized answers to

their specific problems. Additionally, customers share text, images, and videos.
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In January 2023, there were about 70 million social media users in Vietnam. It's worth

mentioning that these social media users may not necessarily be distinct individuals.

Furthermore, a significant 89.8% of Vietnam's entire internet user population, irrespective of

age, engaged with at least one social media platform. At that time, 50.6% of Vietnam's social

media users were female, while 49.4% were male (We Are Social, 2023).

Figure 1.3

Overview of social media use in Vietham (We Are Social & Meltwater, 2023)
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1.2.4.1. TikTok and Facebook
¢ TikTok

TikTok! is a mobile app known for short videos that typically range from 30 seconds to
over 3 minutes in duration. On TikTok, information spreads rapidly, reaching millions of users
simultaneously. Consequently, millions of teenagers aged 15 and above spend an average of 91
minutes per day on the app, surpassing the 51 minutes they spend watching YouTube daily
(Perez, 2022). This rapid dissemination of content means that a video can go viral within a short
time after being posted, leading to a surge in video creation and sharing on TikTok. Videos on
TikTok are typically short. This format encourages more people to post content on the platform
in the hopes of achieving virality. TikTok content spans various categories, including
entertainment, sports, informational, fashion, news, and cooking videos. The platform welcomes
individuals to establish their own page and attract attention from others (Truong & Kim, 2023).

In April 2020, TikTok emerged as the most downloaded social media app, surpassing
major rivals such as Facebook and Instagram (Chan, 2020). Globally, it recorded a staggering
total of 2 billion downloads (Chapple, 2020). The app has considerable potential for reaching a
young audience, with a largely preteen user base (Morgan, 2020).

Data from ByteDance's advertising resources reveals that in early 2023, TikTok had
approximately 49.86 million users who were 18 years old and above in Vietnam (as cited by
Kemp, 2023). Report from We Are Social (2023) shows that a significant 77.5% of internet users
aged 16-64 engage with TikTok on a monthly basis. Among active social media users aged 16-

64, 20.3% choose TikTok as their favorite social media platform.

! TikTok is an international version of Douyin in China; however, the two apps are different, because they are
provided within distinct cultural and regulatory environments. This campaign refers only to TikTok as this is the
version that’s operating in Vietnam, not Douyin.
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In a survey conducted by iPOS.vn (2023), 50% of respondents selected TikTok as their
platform of choice for searching eat-out eateries. This places TikTok as the second most popular
platform for this purpose, despite its relatively new and youthful presence.

¢ Facebook

Meta Platforms, formerly known as Facebook, Inc., is an American company
specializing in social media and online social networking services. It was founded in 2004 by
Mark Zuckerberg, along with his Harvard University peers Eduardo Saverin, Andrew
McCollum, Dustin Moskovitz, and Chris Hughes. Users can access Meta Platforms' services
through Internet-connected devices such as computers, tablets, and smartphones. After register,
users have the option to create personalized profiles displaying their own information. They can
share text, photos, and multimedia content with others who have accepted their "friend" requests.
Users can also view similar content shared by their added friends or fanpages. Additionally,
users can interact with various embedded applications, join interest-based groups, and receive
notifications regarding the activities of their friends. (Tien et al., 2019).

Facebook Reels is a short-video sharing function that incorporates music, audio, and
visual effects. This function is provided by Meta Platforms. Much like Facebook's primary
offering, Facebook Reels facilitates the sharing of user-generated content. However, it imposes
certain constraints, restricting videos to a maximum duration of 90 seconds and requiring them to
have a 9:16 aspect ratio (Facebook, n.d.).

Data from Meta's advertising resources reveals that in early 2023, Facebook had a user
base of approximately 66.20 million in Vietnam (as cited by Kemp, 2023). Despite the rapid
growth of TikTok, Facebook remains the largest social media platform in Vietnam. According to

We Are Social (2023), a substantial 91.6% of internet users aged 16-64 are active on Facebook



34

each month. In the same demographic of active social media users aged 16-64, 34.4% choose
Facebook as their primary social media platform.
Figure 1.4

Most used social media platforms in Vietham (We Are Social & Meltwater, 2023)
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I 75
KR 7
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130%
| REDDIT K}
4

SOURCE : ‘ we
° COMPARABILITY are, <© Meltwcter
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1.2.4.2. The selection of main platform and supported platform
¢ Customer journey when seeking eateries information
The customer journey is described as the overall experience. Pre-purchase, buy, and
post-purchase are instances of the different stages in the customer journey (DINC, 2023). The
pre-purchase stage includes the customer experience before they do a buying transaction (Lemon
& Verhoef, 2016). When choosing an eatery, customers encounter some uncertainty factors, such
as food quality, price, cleanliness and convenience. Such uncertainties lead them to search on

various information sources (Richards & Tiwari, 2014).
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One potential source for looking for information about eateries is social media platforms
(Kim, Rahman, & Bernard, 2020). In the first place of the customer journey process, Tussyadiah
& Fesenmaier (2009) noted that online communication significantly affects consumer’s desire to
visit a place. Social media has become a substantial source of information that shapes consumers'
viewpoints and choices when making purchases (Lima et al., 2019). When social media
platforms provide information related to food, it is considered by consumers as more reliable
than food that mass media or other food-related organizations promote (DINC, 2023).

As cited above, TikTok and Facebook are popular social media platforms. While
Facebook is known for more traditional content (text, images and regular videos), TikTok
approached an emerging form of video content, which is short videos. One research proved that
short videos convey more comprehensive information and trigger multi-sensory experiences,
leading to enhanced persuasive effects in altering customer attitudes and behaviors (Tussyadiah
& Fesenmaier, 2009), and another concluded that short videos significantly increased potential
audience’s inspiration and travel intention (Wu & Ding, 2023).

In terms of the better short videos platform, TikTok is mainly known for this type of
content, with a higher engagement rate compared to the Reels function on Facebook. From a
comment rate perspective, TikTok registers an average of 0.09%, while Reels scores 0.05% on
average (Cucu, 2023).

¢ Hashtags analysis

On popular social media platforms, hashtag are words and numbers following the “#”

symbol that categorizes and tracks content. Hashtags group similar content together, helping

people find content that matters to them. For content creators, hashtags can help reach their
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audiences, increase engagement and make the channel easier to find. Therefore, we can take
advantage of trending hashtags to attract more attention (Sprout Social, 2023).

On TikTok, popular hashtags about food, such as #ancungtiktok, or #reviewanngon
gained above 85% of interest ratio in Vietnam in the last 120 days (prior to September 23, 2023).
Analytic in #reviewanngon shows the hottest topic is food and eatery recommendations,
mukbang and cooking foods. The hashtag gained over 6 billion views, and was mentioned in
over 54,000 posts in the same time period.

Meanwhile, despite introducing hashtags on Facebook in 2015, the platform itself is not
very clear about how exactly they work, and what creators should do to take advantage.

After analyzing hashtags, the better platform for short videos format, and considering
the team’s resources and experience, we selected TikTok as the main platform for this campaign,

and Facebook as the supported platform.



Figure 1.5

Analytic and interest ratio in the last 120 days for hashtag #reviewanngon and #ancungtiktok.

Screenshot from TikTok (2023)
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Figure 1.6

Hot topics with #reviewanngon hashtag on TikTok. Screenshot from TikTok (2023)

M&i quan tam cé lién quan

pé xuat th... & 135

VUvaanvvaghi.. & 113 Navin & 104

¢ Survey result and key findings
This is the second part of our survey, focusing on behavior when watching food content
on TikTok. After gathering data through the survey, results from respondents are analyzed to
identify their behavior and demand for food-introduction content on TikTok. The time, method
and sample size of this part is similar to the survey about respondent's behaviors when choosing
eateries (from September 13, 2023 to September 21, 2023, with 146 valid respondents).
e  When we ask about which social media platforms they use to watch content of
eateries introducing or reviewing, Facebook/Facebook Reels and TikTok are
used by the majority of users of two main age groups (18-24 years old, and 25-

34 years old). Both men and women are mainly using Facebook/Facebook Reels
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and TikTok, but men tend to use TikTok more than Facebook, while women use
Facebook/Facebook Reels more than TikTok. Some women also do use
Instagram while men rarely do not.

e Upon all age groups, friends, relatives, colleagues and review websites (Foody,
Google Review...) are the popular options chosen by many respondents to get
more information about eateries, beside social network platforms. Both men and
women tend to seek more information from relatives and other platforms, but
that activity takes place more strongly in women.

e The messages or content provided by TikTok food reviewers are still not
completely trusted by respondents. The most popular choice is "Neutral",
accounting for more than 50% across all age groups.

e C(lear, well-crafted images, clear sound are important factors that affect the trust
by respondents from most age groups when watching food review content on
TikTok. Those aged 18-24 and 25-34 are more concerned about having footage
of dishes being made or an open kitchen being shown in the video.

e In terms of the preferred length of the clip, I minute to 1 and a half minutes is
the most preferred by all age groups. Men will prefer videos from 1 minute to 1
and a half minutes, while women will like to watch videos from 1 and a half
minutes to 2 minutes.

e Overall, TikTok has an impact on the 18-24 and 25-34 age groups while choosing
eateries for eating out. For the gender, men are more impacted than women.

[View survey result at Appendix A/Question 21-26]
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¢ Interview result and key findings

After asking interviewees about their behaviors when choosing eateries, we continued to
explore their important factors when watching food-introduce content on social media platforms.

According to the interview result, the team found that male subjects will be most
interested in necessary information such as price, address, opening times... They do not care too
much about external factors such as comments from other viewers, the reputation of the poster,
etc. Meanwhile, women are especially interested in the above factors. Furthermore, visual factors
are especially of concern to them and greatly influence their decision to choose an eatery.

[View interview results at Appendix B1, Appendix B2, and Appendix B3]

1.2.5. Competitor analysis
1.2.5.1. Food-introduction channels on TikTok

Short-video platforms, especially TikTok, have changed the way people consume and
interact with online content. One of the contents is the trend of sharing eateries locations. It’s
where young people can express their thoughts about any new, fun location for everyone.

This is especially true for Ho Chi Minh City, the largest population city in Vietnam,
with thousands of diverse eateries to try. Because of that, people are more and more appreciative
about watching food review content on TikTok, especially for eateries in Ho Chi Minh City
(Trinh et al., 2022), leading to the existence of many channels making food-introduction content.

The competitor analysis is based on our research and findings related to the audience’s
behavior when choosing eateries for eating out or taking out, also their want for food review
content on TikTok. Food review (or eatery introducing) content on TikTok in Vietnam is already

saturated with many channels ranging from big to small, that offer different styles, content
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pillars. Therefore, it is necessary to analyze their video, point out their pros and cons to learn and
improve on the channel.

We choose 4 different channels to analyze and compare their content. These four
channels all have short-video format, focus on food review content and have one host, which is
suitable for the channel’s direction in this campaign.

Table 1.1

Competitor analysis on some food-introduction channels on TikTok

Channel
Khai Kham Pha Quan khéng go Sai Gon Béo Review |Di cung Phuc
name
Follower |1.5M 4.4M 406K 267.7K
) - Popular eatery )
- Trending content. ) - Trending content.
Content ) review. ) )
- Brand booking . - Brand booking - Booking content.
Pillar - Trending content.
content. content.
- Challenge content.
Multi-
Yes Yes No No
channel
Directly state the
Begin with a funny reason why you
story or a shocking should come and eat State reasons to come to the
Unique . : : : .
sentence with eye- by stating the Prompt with a question |eatery with the name of the
Hook/Key . ) .. .
d catching images that  |eateries's strengths or a story. delicious dish + eatery
wor
make others want to related to cheap, name/style + address.
stay and watch. delicious, clean, fresh,
caring owners.
Vid - Demurely voice, - Demurely voice, - Storytelling, still focuses
ideo
| approachable words.  |approachable words. |- Storytelling. on food review, cooking
style
- Scene transitions - Scene transitions process and decorating.




match the voice.

- The flexibility to
switch back and forth
between real voice and

voice over.

match the voice.

- The flexibility to
switch back and forth
between real voice

and voice over.
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- New way to start a

video. - Expand into lifestyle
Pros/New |- Review in different  |content, reviews of |- Only transitions with |- The admin usually replies
direction |areas instead of health and lifestyle music, no voice-over. [to the user’s comments.
focusing on the same  |services beside food.
area continuously.
- Give the reason for
choosing the eatery to
) keep people watching
- Keep viewers engaged .
the video for 2-3
in the first 2-3 seconds.
seconds, then
- Give reasons for . - Name and close-up ‘
. immediately give the | o - Different ways to open the
choosing the eatery. view of the dish in the | .
o address. video (close-up view of the
- Integrates situations to o first 3 seconds. .
- Integrates situations ) dish, the counter, reason to
create a realistic o - Mainly focus on the ‘ '
to create a realistic ) o choose or unique points...).
Video feeling. dish and any additional ‘
feeling. ' . - Show the making or
layout - Compare price and ~|dishes/drinks. . o
) ) - In-depth descriptions ) preparing of the dish (if
quality (Price on ) - Ending by
of dishes and ‘ have).
Performance). . . encouraging . _
. ingredients. ‘ . - The host tries the dish, and
- Ending by ) buying/coming to eat, _
_ - Compare price and . shows the price/address.
encouraging showing address.

buying/coming to eat,

showing address.

quality (Price on
Performance).

- Ending by
encouraging

buying/coming to eat.
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Verified
Yes Yes No No
channel
- Put the eatery's
address at the end of |- Reputation is low.
- The transitions are
the video, lowering the |When searching on
slow so the hook
ability to retain viewers | TikTok with the
doesn't hold the - The video content and
because the rate of “Quan Khong Go”
Cons viewer's attention well, |layout are almost the same

surfing the video
midway is very high, so
it is not guaranteed that
everyone knows the

eatery's address.

phrase, one of the
suggestions shown

below is “Quan

Khong G bi phdt”.

but if anyone likes to
listen to stories, it will

be very good to watch.

as other channels.

1.2.5.2. Online food-introduction articles

Not only on TikTok, food review (or eatery introducing) content also appears on other

websites, especially on travel or booking services' sites. The common point of these channels is

often to divide articles into areas such as Ho Chi Minh City, District 1 or District 3. However,

articles on some websites such as Traveloka, Vietair or Cuisine Address are quite dry, lack

personalization. These articles do not focus on eatery’s criterias that need improvement, provide

specific details or how dishes are made. It only shows addresses, prices and photos reviewed by

users. Traveloka also has a channel on TikTok, but the content is mainly about travel, not about

introducing eateries.




Figure 1.7

Food review/introduction articles on Traveloka and Vietair
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1.3. Challenges and solutions

After taking the secondary research, primary research, and competitor analysis, we
concluded that the trend of eating out and taking out is rising among young people in Ho Chi
Minh City. They are relying on several sources to select a place for eating out or taking out,
including social media platforms.

In media types, short-videos are preferred because viewers can have a glimpse on the
eatery, the making of the dish, and also receive essential information about the eatery or the dish
in a short time. Of all short-video platforms, TikTok is the most popular with a large user base
and food-introduction channels. However, suggested locations on these channels do not always
match with user’s wants in terms of the quality, safety, price...

Ho Chi Minh City is known for diverse entertaining and eating places, especially in
District 5 because of the long culinary history, and the diversity of eateries in this area. Although
food-introduction is one of the most popular content on TikTok, these content aiming at District
5 have not been focused, or not easily reached to the audience.

Based on those conclusions, we identified communication opportunities as listed below:

e Create a channel on TikTok to introduce eateries for eating out or taking out.
e Create a campaign on the channel to introduce eateries in District 5.
¢ Build and maintain a positive reputation with the audience by introducing

good-quality eateries.



46

Chapter 2. Planning and pre-production
2.1. Planning
2.1.1. Goals and objectives
¢ Facets model for message effectiveness

We applied Facets model to determine which results can be measured to ensure how the
audience can be effectively reached and engaged with the videos (Moriarty et al., 2012, as cited
in Nurfebiaraning et al., 2020). This model incorporates a six-factor framework that proves
valuable for both establishing objectives and evaluating the efficiency of communication, which
are perception, affective, persuasion, behavior, association and cognitive.

In this campaign, we are focusing on two aspects: persuasion and cognition. Persuasion
involves a deliberate effort by the sender to influence, or motivate the receiver of a message into
believing or taking a specific action, whether it's in a positive, negative, or neutral form.
Cognition refers to how the receiver searches and makes sense of information, as well as how
they learn and understand something. The cognitive facets in our campaign aims to generate a
rational appeal. The audience is not only aware of the eatery but also fully understands the

message's context (Moriarty et al., 2012, as cited in Nurfebiaraning et al., 2020).
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Figure 2.1

The Facet Model of Effects (Wells et al., 2007)

PERCEPTION

AFFECTIVE

ASSOCIATION

¢ Setting goals and objectives
The goals of the campaign are designed based on our chosen aspects of the facets model
for message effectiveness. Due to time and resource limits, the campaign focused on introducing
eateries in District 5. This campaign served as the premise for future campaigns, aimed to focus

on eateries in more districts in Ho Chi Minh City.



Table 2.1

Goals and objectives of the campaign on TikTok
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Objectives (TikTok)
Goals
Key results KPI
e Create a TikTok channel about introducing | Views 500,000
eateries and gradually build a map of ]
Displayed Buzz 2,000
eateries of District 5.
Volume (Comment
e Provide the target audience with more
+ Share)
dining options that are suitable to their needs
and desires.
e Get positive feedback about the content. Sentiment Score 0.80

e Views and Display Buzz Volume: The KPI is based on metrics of our

competitors. Chosen competitors are not received a verified check, active for at

least one year, with metrics collected from their 10 latest videos, then calculate

the average views, comments and shares, which is suitable for our campaign’s

scale and target audience.

e Sentiment Score: This is the measure of how positive or negative the tone of a

particular transcript is. The final score is calculated by subtracting the count of

negative statements from the count of positive statements and dividing by the
total number of statements (AlphaSense, 2023). In this campaign, sentiment

score is calculated by analyzing user’s comments in the video.



2.1.2. Target audience
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According to Mr. Nguyen Thai Binh, an expert in the F&B industry, the biggest

customer in F&B is around late Gen Y to early Gen Z (as cited in iPOS.vn, 2023).

After conducting primary and secondary research, we decided to choose the target

audience as people with the age range of 25-34 years old.

Survey’s results show that the majority of respondents are living, working and studying

in the central area of Ho Chi Minh City. The psychographic and behavior of our target audience

is also based on the survey and in-depth interviews.

Table 2.2

Target audience of the campaign

Factor

Detail

Demographic

Gender: All.
Age: 25-34.

Geographic

Living, studying, working, or commuting in or nearby the central

area of Ho Chi Minh City.

Psychographic

Appreciating setting appetizing dishes in high-definition videos, with
good image and sound quality.

Willing to explore new experiences based on what they see, and
which information being provided in the video.

Willing to try new eateries if their friends or peers share or

recommend location in the videos.

Behavioral

Seeking information about different eateries through TikTok videos,
engaging with food-content on TikTok.

Eating out or taking out at least one time per week.
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e Watching short videos with the duration of under 2 minutes.

¢ Target audience insight

People aged 25-34 have better finances and are willing to pay more to eat out or takeout
at every meal. They also have a higher frequency of eating out or taking out than people aged 18-
24. This means that people aged 25-34 will have more choices and more opportunities to eat out.
When watching eatery-introduction videos on TikTok, they also prefer high-quality video and
audio, the video should also include the kitchen of the location.
2.1.3. Big idea

Introducing delicious eateries in District 5 to promote healthy competition and regional
economic development.
2.1.4. Key message

“Téi Thir Bi”
(Let’s come and try)

Encourage target audiences to come to experience the dish offered at this place if they
have the opportunity.
2.1.5. Strategy and tactics

2.1.5.1. The PESO model

According to Sparrer (2021), the PESO model stands for “paid,” “earned,” “shared” and
“owned” media. It represents a contemporary approach to seamlessly integrate communication
endeavors and efficiently connect with audiences. The PESO model integrates:

¢ Paid media: Includes sponsored content, social media advertising...
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¢ Earned media: Includes free placements from media relations campaigns, such
as press releases, blogger relations/link. ..
¢ Shared media: Includes organic social media built on created content.
¢ Owned media: Includes wholly-owned content marketing efforts such as blog
posts, brand journalism webinars, podcasts, videos and other visual content.
2.1.5.2. Building tactics
Based on the PESO model, selected social media platforms (TikTok as the main
platform, and Facebook as the supported platform) and research, we intended to utilize those
factors to build tactics for this campaign. Those can help us expand the reach to the desired
audience, and provide access to analytical tools to evaluate each video’s performance data.
¢ Paid media: Running advertisements, receiving booking offers.
¢ Earned media: Expanding the content to other channels via video contest.
¢ Shared media: Community seedings
¢ Owned media: Uploading videos on the team’s channels.
¢ Community seedings
We decided to promote two content pillars on other Facebook groups: trust and
entertainment posts. Our taking points are gaining more engagement to the content, and
introducing suitable eateries to members in these groups.
Due to the rule of many groups, we can not directly share posts on fanpage to these
groups. Instead, we use the fan page's profile to join and submit the articles.
The content of seeding posts is mostly the same as anything we post on the fanpage,
although some groups have more specific rules about the text or image. In that case, we change

the text or image (if possible), or switch to another group.



Table 2.3

List of seeding groups on Facebook

Pillar Follower/Member

FACEBOOK SEEDING LIST

Seeded article
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Status  Postedlink  Status  Postedlink  Status  Postedlink  Status  Postedlink  Status  Postedlink  Status  Posted link

1 Sai Gon - Dia Diém An Udng Ngon 64.7K Link Published ~ Link Published ~ Link Published ~ Link Published ~ Link Published ~ Link Published ~ Link
|2 | _ |DIADIEM AN UONG NGON 149,7K Link | Published ~ Link Published ~ Link Published ~ Link Publishod ~ Link Published ~ Link -

5 Trust Estery oducton [ Vieg ST s | GO | - > = 2 =

4 S4i Gon ReView: An gi? O dau? 497,5K Link Published v Link Published ~ Link Published + Link Published + Link Published + Link Pending ~

5 Meme Thap CAm 50K Link - - - - B

6 Entertainment Socialpost  |[Meme Group 442K Link Link Published ~ Link Published ~ Link Published Link Published ~ Link Published ~ Link

T & aay c6 Meme. 217,8K Link S - - v -

[Link to the table on Google Sheets:

FA23MCI18 2.3

_FacebookSeedings]

Figure 2.2

Seeding posts on Facebook groups

Sai Gon - Dia Diém An Udng Ngon

Thao luan Déang cha y Moi ngudi Sy kién File phudng tién File

Lan La Hang Quén
@ 6ohit. @

XO!I CADE TUOI BSI HON 50 NAM

Qudy xe xdi cadé tai gbc duding Trédn Phi - Nguyén Tri Phuong trong khu Chg Lén (quén 5) vin
nudm nudp khéch tir d6 dén gid. Tat ca dén tif sy két hdp doc ddo gilfa x5i nép Vi Ip phi nhan
cadé min mang, thom limg.
Kéu mdt géi x6i cadé, ngudi ban sé muc x5i nép vao 1 chudi, tiép theo 1a dit mdt I6p cadé 1én mat
18i khéo Iéo géi lai.
Diéu dic biét cua cadé tai day 1a n6 dudc 1am tif triing (rdt rat nhiéu trimng) va dung cét, khdng sif
dung sifa hay vani. Phan cadé ny ciing rdt min nh& tay nghé clia ngui thd. Loai x3i nép tai day rat
chat lugng, x6i khéng bi khé hay cling di dé ngudi.
Do chii yéu 13 ban mang vé nén xdi dudc géi vao I chudi, ban c6 thé &n lién hoic ham néng lai dé &n
sau déu gilf dugc chat lugng ban dau. Tuy nguyén lidu don gian, nhung mén &n lai ¢ huong vi déc
dédo.
7 Dia chi: Truc nha s 451 dudng Trén Phu, phudng 7, quan 5, TP.HCM

1) Thai gian mg cfa: 18h00-23h00
%1 Gié ban: 20.000d (thém 6.000d néu ban mudn thém ca dé nifa vao géi xdi)

@ Sai Gon ReView: An gi? O dau?

Q Lan La Hang Quén
7 théng 11 lic 20:23 - @

HA CAO MINH KY - GIA CA PHAI CHANG, NHAN GI CUNG CO

Ha cao 1a mét trong nhifng loai dim sum cyc ky phd bién. Mon 3n nay gém mét 18p vo bt tring,

méng va tam lai phia trén, bén trong chifa cac loai nhan rau cu, tdm thit tuy cach ché bién.

Tai TP.HCM néi chung va quan 5 néi riéng, ban c6 thé thudng thifc ha cao tai nhidu ndi khac nhau.
Mt trong 8 d6 1a tiém ha cao Minh Ky, ném trén dudng Nguyén Thdi Trung.

Menu ciia quan gém nhiéu mén khac nhau, nhung déc biét nhat 1a ha cao. Phan bdt bén ngoai dude
Iam rat mong, nhan bén trong thi thom va nhiéu.

Céc loai nhan ha cao tai ddy rit da dang, gém tém, thit, he, ndm déng cé... tuy s& thich va Iya chon
cuia ban. T4t nhién, ban c6 thé chon phén thap cdm dé cam nhén hét tifng huong vi.

Khéng chi hd cao, ban con cé thé thudng thic nhiéu mén &n déc trung khéc cla ngudi Hoa tai day,
ching han nhu banh bao, x3i hay ca-dé.

Qué hdp din ding khdng? Néu vdy, hay t8i thif va cho chiing minh biét cam nhan nhé!
4 Dia chi: 76 dudng Nguyén Thdi Trung, phudng 6, quan 5, TP.HCM

») Thdi gian hoat dong: 15h30-21h30

%1 Gid ban: 4.000-6.000d/vién

@ Theo déi thém nhiéu bai viét cla tui minh tai fanpage @lanlahangquan2023 nhé

HA cio MINH KY

76 DUONG NGUYEN THOI TRUNG, PHUONG 6, QUAN 5



https://docs.google.com/spreadsheets/d/1d3JOZUTwMD_7O0UTmYTe8AoT_Ha7x87IxnXVhya0ybY/edit?usp=sharing
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¢ Video contest

We decided to attend the video contest called “An Ngon Quan 57, held by the People's
Committee of District 5, part of the Chg Lon Food Story 2023 festival. The purpose of the
contest is to promote the culture of the cuisine in District 5, helping the identity of Chinese -
Vietnamese cuisine reach closer to diners inside and outside the city.

The "Cho Lon Food Story" festival also aimed to actively contribute to preserving and
promoting traditional cultural values and Chinese-Vietnamese culinary culture. In addition, this
event will introduce, honor, and brand Chinese cuisine and aims to make District 5 the city's
leading culinary tourism destination (Trang, 2023).

“An Ngon Quan 5” video contest includes the preliminary round, the semi-final and the
grand-final round, runs from July 25, 2023 to December 1, 2023. The preliminary round ended
on October 31, 2023.

We submitted three videos to attend the contest: Xoi cadé, Banh canh thd nude cdt dura,
and Banh xép A Dia. To fulfill the requirement of the competition, we added three more hashtags

to the videos, which are: #Quan5xinchao, #AnngonQuan5, and #ChoLonFoodStory.
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Figure 2.3

The official website of the “An Ngon Qudn 5" video competition

Véchingtéi Cudcthi Sukién Baiviét/Tintic  Liénhé Tham gia ngay @)

hoi thi
AN NGON QUAN 5
LAN12023

Ngudi du thi sé trd tai quay dung video va bay té quan diém vé Gm thuc, nhing
mén an thie udng ma minh yéu thich. Bén canh dé, day sé 1a dip dé moi ngudi
cung gia dinh va ban bé khadm phd ém thuc Viét — Hoa dac séc & Quan 5.

Tham gia ngay

2.1.6. Keywords and hashtags
e #reviewanngon, #ancungtiktok: Popular hashtags about food review on TikTok.
e #LLHQ, #lanlahangquan: Used to measure the channel’s performance.
e #quan5: Location of eateries introduced in videos.
e #comgahainam #hacao...: Name of the dish.

2.1.7. Platforms

2.1.7.1. Main platform (TikTok)
e Name of the channel: Lan La Hang Quaén.
e Meaning: The name does not sound too serious, which means anyone can go
and find a suitable eatery to eat out, which has an affordable price and good

dish.


https://cholonfoodstory.com/anngonquan5/
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e Bio: Mdi quan déu dang trai nghiém! / Téi thir di!
e Main color gamut:

o Yellow (#FFD400): This is a bright and color shade that can evoke
sensations of joy and warmth. It is commonly used to create an
atmosphere of playfulness and fun. Yellow can also trigger the appetite
and enhance sensations of hunger, making it a suitable option for food
introduction video (Breeds, 2023).

o Dark grey (#404040): This color is used for text strokes. In video, this
color can help viewers distinguish between text and food easily.

o White (#FFFFFF).

Figure 2.4

Main font, color gamut, mood and tone for products on the channel

AN UAYHANG'QUAN = HEADLINE

(UTM/NEUTRAYREGUL'AR='SUBLINE

ffd400 404040 @

Mood: Informative, Reliable, Trustful
Tone: Short and sweet, Direct, Friendly




Figure 2.5

The campaign’s TikTok channel
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lan.la.hang.quan »

Lan La Hang Quan

4 Sla ho sa

1 Pang Follow 2430 Follower 41.2K Thich
Méi quéan déu dang trai nghiém!

TGi thir dit

For work: llhg.forwork@gmail.com

Video & Yéu thich & Pa thich

> 576.3K

Banh canh thé nudc cot ... Hoi d6 tiém ban trén dud...  That ra &n mudi may nam...

g A \/ -
JEHA CAO MINH KY£

5 R— o
¥76'NGUYEN THOI TRUNG

447/3A

— PHAN VAN TRl ==

Banh xép Quang Béng ha...

X6i ca dé gia truyén hon ...

[Link to the TikTok channel]

2.1.7.2. Supported platform (Facebook)

The name, avatar, bio and main colors on Facebook followed the main channel. In the

About section, we added our contact email (LLHQ.forwork@gmail.com), and the username of

the TikTok channel (@lan.la.hang.quan) to attract the audience to the main channel.


https://www.tiktok.com/@lan.la.hang.quan

Figure 2.6

The campaign’s Facebook fanpage
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@ Lan La Hang Quan

Gidi thigu
M&i quan déu déng trai nghiém! Téi thr di!
For work: llhg.forwork@gmail.com

© Trang- Am thyc - Tac gia

Quang cao Trang

€ Ho Chi Minh City, Vietnam
24 lIhg.forwork@gmail.com
(J“ lan.la.hang.quan

W Chua xép hang (0 lugt dénh gia) @

< An gi 8 Quan
5?

Pangchuy
Lan La Hang Quan Lan La Hang Quan
15 thang 11 ldc 20:00 - Q 9 Théng 1
“PHUGT” FOOD TOUR QUAN 5 THI AN “PHUGT” FOOD TOUR QUAN 5 THI AN

GI? (PHAN 2) GI? (PHAN 1)

. /BEN'QUAN'S

PENQUAN 5 1" :
rTHEAN Gizi= o 7% @ 180 LiTH

Bai viét 25 Bd loc

Lan La Hang Quan

7 thang 12 Itc 20:11- @
Chan thanh cam dn su Ging hd ctia céc ban trong thdi gian qua. Cung chd dén hanh trinh Ian la hang
quan tiép theo nhé &%

@ Follow chiing minh tai déy: https://www.tiktok.com/@lan.la.hang.quan
#LLHQ #lanlahangquan

[Link to the Facebook fanpage]

2.1.8. Content direction

2.1.8.1. Main content

¢ Content idea

We intended to upload videos introducing eateries in District 5. This content can

provide information and options for choosing eateries in District 5. When searching on selected

platforms, people can see our content in the result or suggested list. When watching the content,

they can look at dishes, find it delicious and may want to go immediately to try. Beside that, our

content aims to strengthen people's choices, eliminating bad situations (not being able to find an

eatery, or missing a good place).



https://www.facebook.com/lanlahangquan2023
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¢ Content format:
e Video: Portrait (9:16 aspect ratio).
e Duration: 45-90 seconds.
¢ Voice-over and script
Our videos contain voice-over as one of the key elements, so in addition to ensuring the
voice reads loudly and clearly, the attractiveness of the voice to the audience is also a factor to
pay attention to. According to Arutunanova (2020), attractive male voices have a frequency of
roughly 96 Hz. During the recording and editing process, the host tried to keep his voice at this
level to verify its effectiveness.
e Voice-over host: We tested the voices of all three team members. After
recording and analyzing, the team picked Vuong Dinh Huy as the host.
e Voice-over script: Prepared before production day, including what to shoot,
scene and what to say to match with footage.
e Script flow: Get to the location, their unique or special point -> Name of the
eatery -> Their main dish -> Eating space (if have) -> Essential information
(address, location, price, etc) -> Outro.
¢ Background music
e Music source: Pixabay is a website offering free stock photography and royalty-
free stock media. In the case of music, the inventory can be organized based on
track duration, genre (such as ambient or electronic), mood (like dreamy or
uplifting), movement, and theme. (Fisher, 2023). The majority of music on this
site is license-free, but some trendy music may require a license to use.

e Music genre: Funk music.
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¢ Shooting board and angles

A shooting board refers to a document or a visual board that helps the production team
plan and organize the shots for a particular scene or sequence. One of the key components of a
shooting board is camera angles. Based on our primary research about which factors affect the
trust when watching food-introduction content (one of which is clear, well-crafted images), we
aimed to build the shooting angles based on the food’s attractiveness.

In order to bring the most attractive visual experience to this campaign's content, we
consulted the study on estimating the attractiveness of food photography. According to Zellner et
al (2010), the degree of neatness was more important than the balance of the food on the dish.
Meanwhile, an experimental research from Takahashi, et al. (2016) presents a method for
estimating the attractiveness of food images in order to recommend the ideal camera framing
based on image attributes by focusing on the rotation angle. We applied the rotation angles that

are thought to add the most appeal to the campaign's content during the production stage.
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Figure 2.7

Top three images in the attractiveness values. The numbers indicate the attractiveness value

(higher score is better) (Takahashi, et al., 2016)

1.000 (60, 30) 0.948 (30, 60)

£

1.000 (60, 210) 0.956 (60, 240) 0.921 (60, 270)

1.000 (60, 120) 0.990 (60, 150) 0.985(60, 300)
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Figure 2.8

Shooting board with 5 frames showing the layout of the main segment in videos

LU -
5 NS

1. The making/preparing 2. The eatery’s counter 3. Overview of the dish 4. Close-up view of 5. The host trying
of the dish the dish the dish

¢ Content editing
Our videos are edited on Adobe Premiere Pro. This is a professional video editing
software that offers a variety of features and capabilities. It supports various video and audio
formats, multi-camera editing, color correction, keyframing, and more. With the powerful color
correction and grading tools, such as Lumetri Color, we can enhance the visual quality of videos.
The editor can adjust exposure, contrast, saturation, and apply various color effects to achieve
the desired look.
2.1.8.2. Additional content
¢ Content description
e Articles about the introduced dish and eatery on Facebook fanpage.
e Social posts on Facebook fanpage.
¢ Content format

e Picture: Square (1:1 aspect ratio), or portrait (9:16 aspect ratio).
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2.1.8.3. Content standards
e Have essential information: Providing accurate information about operating
hours, address, price, and dishes offered at the eatery. Due to TikTok’s policy,
we have to show some sensitive information in another way/format (such as
location or price) (TikTok, 2023).
¢ Follow the main theme of the campaign: Focus on introducing rather than
mentioning other content such as self-review or any judgmental statements. The
video should introduce the unique, or special point of the eatery that can bring
new experience if they come to try the dish.
e Follow the big idea: The name of the campaign must be included in the last 5
seconds of the video.
¢ Follow image guidelines: Images must be appropriate and follow TikTok’s
policy, such as no significant appearance of knives, dead or slaughtered animals
(TikTok, 2023). The image and audio of videos should be appropriate, creating
attraction for the audience.
e Follow the platform’s safe zone guideline.
2.1.9. Content pillars
Content pillars are a set of topics that are used to create posts on social media (Scott,
2023). There are many types of content pillars, but selected pillars should reflect the popular
content with our audience. After considering selected platforms, timeframe and the team’s

resources, we decided to publish our content across three pillars.



63

“Trust” content (videos) are uploaded on TikTok, then re-uploaded to Facebook.

“Knowledge” and “entertainment” content are published on Facebook fanpage, because this

platform supports more content formats, such as long-text, multiple-picture...

Table 2.4

Content pillars on selected platforms

Knowledge

Trust

Entertainment

One of the factors that
influence food choice
behaviors is the socio-

cultural variable,

One of the goals of the
campaign is to get
positive feedback.
Standing with the

“Trust” pillar means

Entertainment is one of
main reasons that make
people use Facebook

(Park & Lee, 2014).

dish, such as its origin,

ingredients, etc.

including the history, providing accurate Beside that, this type of
Reason to background, customs information and being | content can get more
choose and habits... (Singh, honest with the likes and comments on
2022). By providing audience. The more Facebook (Andersson,
this content type, our credible, the more likely [ n.d.). We decided to post
audience can receive viewers will trust our this content on Facebook]
more information about | content and try the fanpage to get more
the introduced dish. introduced eatery (Arbor| engagement.
Green Design, n.d.).
Provide essential
‘ information about the '
Provide useful . Provide funny content,
. . eatery, such as its .
information about the o catching the trend or
Description address, main dish,

price, operating hours.
Show the special or

unique point of the

voting about food and

eateries.
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location, and why the

audience should try.

To show the diversity

of our content, also

To gain people’s trust

To maintain posting

frequency on the

Purpose maintain posting that those locations are )
' platform, also increase
frequency on the suitable to come and try. .
audience’s engagement.
platform.
) ) - Meme.
- History of “ca-dé” - Introduce the “x061i ca-
Example . - How often do you eat
jam. dé” eatery. .
out? (Voting).
TikTok (video)
Platform(s) Facebook page (article) | Facebook page (article | Facebook page (article)

and video)

2.1.10. Risk management

Risk management involves the identification, evaluation, and regulation of potential

threats to an organization's capital, earnings, and operations. These risks originate from diverse

sources, such as financial uncertainties, legal liabilities, technological challenges, errors in

strategic management, accidents, and natural disasters (Tucci, 2023).

To calculate the important level of any risk, we applied the 5x5 risk matrix. A risk

matrix with a 5x5 layout is a visual representation in the form of a table or grid. It consists of

five categories each for both probability (on the X-axis) and impact (on the Y-axis), utilizing a

scale ranging from low to high. A 5x5 risk matrix is designed to pinpoint the likelihood and

severity levels of damage and exposure to risks for the team (Guevara, 2023).



Table 2.5

Risk management for the whole campaign
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RISK MANAGEMENT
Evaluate the probability and
consequence
Problem Content Preventability S Contact point
Total
Production
1 Weather Poor weather may affect filming. Check !ﬁe wea!ﬁer the nights before we shoot _lo I{ﬁng necessary items to 3 12
the filming location or even reschedule the filming if necessary.
2 Food quality Food quality is no longer guaranteed at the time of filming. | Come back another day or find a new eatery. 4 8
« T Prepare medicine for them, find a substitute to reschedule the filming if
3 Human resources |The filming member is sick. they have serious health problems. 5 15
. —— Make sure the camera is properly mounted at all times and movements are|
4 Camera movement There runs the risk of ".‘e camera_ operator injuring planned. Make sure crew member can lift the equipment and hold it steady 3 6
themselves through trying to achieve a good shot. for a long period of time.
5 Inexpetienced |as thisis being shot in a family friendly restaurant, there is |Make sure all equipment is manned and that there are no tip hazards in " 3 "
always the possibility of younger children being on set. the way of customers or staff.
Vulnerable persons
There is a risk of injury to crews and members of the P Dinh Hu)
6 Confined spaces [public if we don’t operate in the small confined booth Make sure movemenis'are Wl orchestrated 1o'riot hiam anyons In the| 2 2 4 09086588)(;7
surrounding area.
appropriately. .
There runs the risk of noise pollution from inside the . . " N o
7 Noise eatery and outside due to it being located next to a busy B;::‘z oon' s";?;::;::i;zr:o o:;:ﬂ::‘::;;"::z: Iz;:t:g:s many. 3 3 9
road, a factory and a busy retail park area. P 9 &
Vi, |1 1 s, r 8 s | i pmisins sy worods . fsomeo
8 aggression, public |People could become aggressive if they think we do not ::som:'é’:‘:’a'zﬂ' “:t::rwv'ﬁm;‘t"fhga;;':’:'ﬁ‘"& z:’airl::?sﬁ 3";1::: 2 4 8
disorder have permission or if they think they themselves are being s :Ombe f myou bli 9 P
filmed without consent. 0 memoers o pue:
9 Location lighting |The lighting at the shooting location was not good. Prepare the necessary lighting equipment. 3 3 9
10 Budget overrun | The group paid more than the initial budget set. ﬁn;lmdown On/soma/innacassary expanaes or mermbers Wl ava o pay 1 1 1
Post-poroduction
1 Sources Sources are damaged or lost. Prepare multiple backup storage drives. 1 4 4
Hardware for editing video got malfunction, or can't "
2 Editing hardware operate due to batlery run-out, or blockout. Preapre backup devices. 2 3 6 Dinh Huy
3 Editing software |Software for editing video got malfunction. ;’m:‘:‘;z"?gi;ma:: ﬁs: g’:;:;‘?;:‘::&:;g?n' switch fo another 2 3 6
Social media
1 Content that is misleading to the audience. Immediately edit the content or take it down. 3 3 9
2 Request fn?m the e, of the'eatery o change the scane Confirm with the owner, immediately edit the content. 4 3 3 Nam Anh
Content or content in the video. 0703019921
3 Content was taken down by violating TikTok's policy ::p’:g‘l"‘l’”’e;‘i‘l E';T:i';:o":’:g‘;ﬂgfa‘gde""e' reed the take-down reason, 2 4 8
4 Comment Many negative comments about the eatery in the video Check the eatery's reputation before shooting. 2 3 6
Phuc Thinh
5 Platform The platform is down, can't access or upload content :x‘:gziu}; etl;e post before, announcement on alternate platform, or wait for 3 3 9 0389250079

[Link to the table on Google Sheets: FA23MCI18 2.5 RiskManagement]



https://docs.google.com/spreadsheets/d/1aENMHPBivlYODw2GVXr1Pa_xt1r3Ly3H/edit?usp=sharing&ouid=111434032793219349972&rtpof=true&sd=true
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Figure 2.9

The 5x5 risk matrix (Guevara, 2023)

5x5 Risk Matrix Example

Impact
How severe would the outcomes be if the risk occurred?

v

»
L4

Insignificant Minor

1 3

5 Almost Certain Medium 5 High 10 Very high15  Extreme 20  Extreme 25

Medium 8 High 12 Very high16  Extreme 20
3 Moderate Low 3 Medium 9 High 12 Very high 15
2 Unlikely Very low 2 Low 4 Medium 6 High 10

Medium 5

4 Likely

Medium 4

1Rare Very low 1 Very low 2 Low 3 Medium 4

Probability
What is the probability the risk will happen?

SafetyCutture

2.1.11. Evaluation
2.1.11.1. Facebook
e Meta Business Suite: Provide detailed analytics data on user engagement, and
behavior. We can also schedule posts, ensuring our content is published on time.
2.1.11.2. TikTok
¢ Views and displayed buzz volumes
To analyze these metrics, we use the built-in TikTok Analytics Tool, which can provide
key performance indicators such as views, likes, shares, comments, and follower growth. It helps
us track the engagement of our videos. Beside that, we can gain insights into the audience's age,
gender, location, and interests. This data is crucial for checking whether these videos reached the

right target audience (TikTok, n.d.).
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¢ Sentiment score

At the current scale and resource of the project, we decided to calculate sentiment
scores manually. According to QuestionPro (n.d.), a score close to 1 on a scale of -1 to 1, is
generally regarded as positive. Conversely, a score near -1 is typically deemed negative. A value
around 0 suggests that the sentiment is neutral (neither positive nor negative).

For this project, we intended to export all comments in a video to an Excel spreadsheet,
then use the “Find” function to find the words in the comment in one of these two categories:
positive and negative. The number of positive and negative words in comments are used to
calculate the sentiment score.

In eatery comments, users rarely express an overall opinion of the eatery. Instead, they
tend to comment on specific aspects (Ataei et al., 2022). To identify which comment is positive
or negative, we apply an aspect-based approach that concentrates on determining the sentiment
of the targets mentioned in a sentence.

As cited in Ataei et al. (2022), a target is “an object, its components, attributes and
features”. Liu (2010) showed a model that identifies the polarity of product features that the
reviewer has commented on. For example, consider the comment "Food was excellent but the
service was awful", there are two aspects, namely "food" and "service". The reviewer expresses a
POSITIVE sentiment towards "food" and a NEGATIVE sentiment towards "service".

By the important criterias when choosing eateries, we analyze the sentiment score of the
comments from four aspects: food quality, price, cleanliness and the eatery itself. The analyze
task is divided into two phases:

e Phase A (Aspect): Identify aspects (entity-attribute) only.

e Phase B (Aspect-Polarity): Identify both aspects and sentiment polarities.
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According to Thin et al. (2018), an identified pair (Entity#Attribute) has to be assigned
one of the polarity sentiment labels: “positive”, “negative”. For each aspect category, if the
comment contains that aspect, we would count “one” for its corresponding polarity.

The entity-attribute pair list below is based on documents from Arabic Language
Technologies (2016) and Bach et al. (2018):

e Entity labels:
o Food: Opinions about the general food, or specific dishes (eg: an, dd an,
x6i, banh xép, pha...).
o Prices: Opinions about the prices of the food (eg: gi4, tién...).
o Convenience: Opinions about the location of the eatery in terms of its
position or operating hours (eg: dudng, dau xe, gid ban...).
o Eatery: Opinions about the eatery as a whole, and not focusing on any of
the above entity types. (eg: chd ndy, quan nay...).
e Attribute labels:
o General: Opinions about the general positive or negative sentiment about
an entity type (eg: duoc, tdt, té, ngon, dé...).
o Prices: Opinions about the prices of the food (eg: dit, ré, hop 1y, vira tii
tién...).
o Taste: Opinions about the taste, the texture, the cooking or general quality
of the food (eg: ngot, man, nhat, hop khéu vi.. D).
o Cleanliness: Opinions about the food safety, or overall cleanliness of the
eatery (eg: sach s¢€, do ban, mét vé sinh. . 2.

o Miscellaneous: Opinions that do not fall into any of the above cases.



Table 2.6
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Possible entity-attribute pairs for audience’s comment in our eatery introduction video

General Prices Taste Cleanliness | Miscellaneous
Food v v v v X
Price X v % X X
Convenience X X x
Eatery v v v

We assigned positive and negative polarity labels to word phrases containing verbs and

adverbs, taking into account Vietnamese linguistic characteristics. When combined with certain

adverbs, the verb phrases exhibit a more nuanced scaling. (Tran & Phan, 2016).

From the table below, we took adverbs from the minimizer level to identify if the

polarity is positive or negative. The list of adjectives for eatery reviews is referenced from Jani

(2021) and X4y dung s6 (n.d.). The positive and negative sentiment is based on the dataset about

30,000 e-commerce reviews by L3vievil (2019), while the sentiment polarity on emojis is based

on a research by Wang et al. (2018).

Table 2.7

Some Vietnamese adverbs with their scalings (Tran & Phan, 2016)

Intensifier Booster Diminisher Minimizer Modifier
Cuc ky Rét Kha Cing Khong
Cuc Qua Lim Hoi Chang
Siéu Lim Tam R6i Cha




Table 2.8

Some adjectives and its sentiment polarity
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Attribute Adjective Sentiment polarity
duoc Positive
t6t Positive
té Negative
ngon Positive
do Negative

General
tuyét Positive
kém Negative
dinh Positive
gin Positive
xa Negative
ré Positive
dat/méc Negative
hop 1y Positive

Price
lang phi Negative
xung dang Positive
vira (t0i tién) Positive

Taste thom Positive
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hoéi Negative
hop khau vi Positive
kho an Negative
nhat nhéo Negative
ngot, min, chua, béo, ding. .. Based on adverb/dish
sach Positive
do Negative
Cleanliness ’
ban Negative
mat vé sinh Negative
Figure 2.10

Some emojis and their sentiment polarity (Wang et al., 2018)
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Based on these guidelines, below are examples of positive and negative polarity with
some entity-attribute pairs:
e Food#General: An ngon lim nha (“an”, “ngon lam” -> positive).
e Food#Taste: An ¢ ddy 10 nam, hop khau vi (“4n”, “hop khau vi” -> positive).
e Price#Price: Thiét mic nha (“mic” -> negative).

bR AN1Y

e Convenience#General: Gan nha minh!!! (“nha”, “gan” -> positive).

9% ¢

e Eatery#General: Chd nay an duoc 15m né! (“chd nay”, “an dugc” -> positive);
Mua ding chd ndy méi ngon nha (“diing chd ndy”, “ngon” -> positive).
e Eatery#Miscellaneous: Di chd nao ciing khong ngon bang chd nay (“chd nay”,
“chd nao ciing khong ngon bang” -> positive).
2.2. Criteria for selecting eateries

Main factors that affect the street-food business in Ho Chi Minh City are management
policies from local authorities, food hygiene and safety (Phuong & Thién, 2022). Combined with
the assistance from the Women’s Union of District 5, secondary research, primary research, and
the location of District 5, the team picked four important factors when choosing eateries, which
are food quality, price, cleanliness and the convenience.

From the suggested list given by the Women’s Union of District 5, we started the eatery
selection process by coming and trying each location for the first time. If the eatery is suitable
with established criteria, we hold it to scout for the second time. For convenience, eateries are
comfortable for anyone coming and leaving District 5 across Nguyén Tri Phuong street. This

street splits District 5 in 2 areas (west and east), with the TrAn Hung Dao street at the intersection

crossroad. Nguyén Tri Phuong street also connects with nearby Districts such as District 10 or
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District 8. The eatery’s location should be easily visited from that street, and has a maximum of
three smaller streets/alleys (if going from Nguyén Tri Phuong street).

The second scouting is focused on food quality, to make sure that the taste or making
process of the dish is basically the same as the first scouting time. When trying the dish, we also
check the menu to the price and the dishes offered are suitable with our content goals.

After two scouting processes, we contacted and got a permit from the eatery’s manager
or owner. We also asked the manager to highlight unique or signature elements of the dish,
which can make our introduction videos more captivating for audiences. Next, we described
which footage and scenes needed to be recorded in the eatery (the counter, kitchen space, the
making process of the dish...). If the manager (or owner) accepts all requests, we will confirm
and schedule the day for shooting. If they are not accepted, or afraid with any shot in the
recording process, we continue to negotiate, and may be removed from the list if the owner’s
opinion does not align with our content goals.

Table 2.9

The preliminary list of eateries for the campaign

Name of the eatery Address Operation time Main dish Link (Google Maps)
Xoi Cade 451 . TrAn Pha, Phudng 7, Quan 5, Thanh phé Hd Chi Minh 18h00 - 23h00 X6i Cade https://maps.app.goo.gl/PtoX8xrGYWd64skTA
Banh canh thé nuéc cét dira 350 - 352 Phan Van Trj, P. 2, Quéan 5, TP. HCM 18h00 - 23h00 Bénh canh https://g.co/kgs/wxEE9D
Bénh Xép Quang Déng A Dia  |447/3A Phan Van Tri, P.7, Quan 5, Thanh phé Hd Chi Minh 11h00 - 20h30 Banh xép https://maps.app.goo.gl/sVkL B1XbWP5pAZUa9
Ha C&o Minh Ky 76 D. Nguyén Thoi Trung, Phudng 6, Quan 5, Thanh phé H Chi Minh 15h30 - 21h30 Ha cao https://maps.app.goo.gl/nFW5zBKx8kw13Ry59
Com Ga Hai Nam 934 D. Tran Hung Bao, Phudng 7, Quan 5, Thanh phé Hb Chi Minh 09h30 - 21h00 Com ga https://maps.app.goo.gl/TV21c9gmYqVvvAtx7
Bun cha Hb Guom 300 D. Tran Phu, phudng 4, Quéan 5, Thanh phé H& Chi Minh 07h00 - 21h00 Bun cha Ha Noi https://maps.app.goo.gl/EywuNfZUUoVjPt5y7
Phé Cuong Ky 51 D. Tan Da, Phuong 10, Quéan 5, Thanh phé H& Chi Minh 06h00 - 11h30; 13h30 - 23h00  Ph& https://maps.app.goo.gl/7MKQuwGJKrRBaZYEA
Com ga x6i m& Hém Dai Thé Giéi - NVH Quan 5 08h00 - 15h00 Com ga xi m& https://g.co/kgs/QPSgPF
Duyén Ky 287 . Tran Hoa, Phudng 10, Quan 5, Thanh phé HS Chi Minh 11h00 - 21h00 Mén Hoa néi chung https://maps.app.goo.gl/5s4EF3UGeEEUs7Qy8
Hu tiéu dé Tién Nhan 189B D. Nguyén Chi Thanh, Phudng 12, Quén 5, Thanh phd Hé Chi Minh 06h00 - 11h30 Hu tiéu dé https:/maps.app.goo.al/Cayw7ippiBDJ704B9
Bun M&m Chj Nam 404 . Trdn Pha, Phudng 7, Quan 5, Thanh phé Hb Chi Minh 07h30 - 22h30 Ban mam https://maps.app.goo.ql/GEvwF JisykKu3hBt7
Tigm Com Hung Ky 121 Trdn Hung Bao B, Phudng 6, Quan 5, Thanh phd Hb Chi Minh 07h00 - 21h30 Com kidu ngudi Hoa app.goo.glioxk3R3iaBAmMMuV8J8
Com Tiéu Chau Tin Dd 243 Tan Thanh, Phuéng 15, Quan 5, Thanh phé H Chi Minh 16h00 - 20h30 Com app.goo.gl/6 12g5miw
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Figure 2.11

Scouting images at Pho Cuong Ky
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Figure 2.12

The map of selected locations, the red line is Nguyén Tri Phuong street
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2.3. Pre-production
2.3.1. Production idea

In our video, the dish is the main element, with essential information about price or
address. Through the video, we want the audience to focus on the food, and show them good
points of the dish and location via image, text, and voice-over.

Beside that, we want to save the audience’s time with quick, continuous videos, which
only contains important information about the location, their signature dish, and experience the

dish so that they can roughly know which eateries sell to them in a short time.
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2.3.2. Devices and props

For the flexibility and mobility, we chose to use mobile phones, and other mobile
accessories for shooting. These devices are small and lightweight, allowing us to easily move
around the food eatery and capture different angles and shots. This is particularly valuable when
capturing real-time moments, such as food being prepared, the host enjoying their meals,
showcasing the eatery’s ambiance and menu items. Beside that, as a public space, using mobile
phones did not interfere much with the eatery’s activities.
Table 2.10

Devices and props list for the production

DEVICES AND PROPS

Category Device name Quantity

Mobile phone iPhone 11
Mobile phone iPhone XR
Lightning Ulanzi VL49 RGB
Microphone Uanzi J12

| |WIN]| -

NININ|[=]|-=

Power bank




2.3.3. Production timeline and checklist

Table 2.11

Production timeline and checklist for selected locations

SHOOTING LOCATION, TIME AND CHECKLIST
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Pre-Production Production (Shooting day) Date Post-Production
X6i cadé
Address: 451 D. Trdn Ph, Phudng 7, Quén 5, Thanh phé Hb Chi Minh
Operation time: 18h00 - 23h00
Scout the location + Try the dish for the first time 15/10/2023 Monitor weather and traffic Organize all footage into a folder 20/10/2023
Scout the location + Try the dish for the second time 17/10/2023 Crew up and gear up St Pick suitable footage for editing 20/10/2023
Secure + Get permit from the location for shooting 17/10/2023 Shooting Organize footage in editing software (with timeframe) 20/10/2023
Lock the shooting date and time 17/10/2023 Check source and reshooting (if need) Record and process voice over 21/10/2023
Write the script and shot list 18/10/2023 Integrate voice over into the project 21/10/2023
Prepare the budget and devices 18/10/2023 /Add subtitles and music background 21/10/2023
White balance corrections 22/10/2023
Export the final video 22/10/2023
Banh canh thé nwéc cét dira
Address: 352 Phan Van Trj, Quén 5, Thanh phd H3 Chi Minh
Operation time: 07h00 - 18h00
Scout the location + Try the dish for the first time 15/10/2023 Monitor weather and traffic Organize all footage into a folder 21/10/2023
Scout the location + Try the dish for the second time 17/110/2023 Crew up and gear up 20102025 Pick suitable footage for editing 21/10/2023
Secure + Get permit from the location for shooting 17/10/2023 Shooting Organize footage in editing software (with timeframe) 21/10/2023
Lock the shooting date and time 17/10/2023 Check source and reshooting (if need) Record and process voice over 23/10/2023
Write the script and shot list 19/10/2023 Integrate voice over into the project 23/10/2023
Prepare the budget and devices 19/10/2023 Add subtitles and music background 23/10/2023
White balance corrections 24/10/2023
Export the final video 24/10/2023
Banh xép A Dia
Address: 447/3A Phan Van Tri, P.7, Quén 5, Thanh phé H3 Chi Minh
Operation time: 11h00 - 20h30
Scout the location + Try the dish for the first time 18/10/2023 Monitor weather and traffic Organize all footage into a folder 25/10/2023
Scout the location + Try the dish for the second time 21/10/2023 Crew up and gear up i Pick suitable footage for editing 25/10/2023
Secure + Get permit from the location for shooting 21/10/2023 Shooting Organize footage in editing software (with timeframe) 25/10/2023
Lock the shooting date and time 21/10/2023 Check source and reshooting (if need) Record and process voice over 26/10/2023
Write the script and shot list 22/10/2023 Integrate voice over into the project 26/10/2023
Prepare the budget and devices 22/10/2023 Add subtitles and music background 271102023
White balance corrections 27/10/2023
Export the final video 27/10/2023
Ha céo Minh Ky
Address: 76 B. Nguyén Th&i Trung, Phuéng 6, Quan 5, Thanh phé HS Chi Minh
Operation time: 15h30 - 21h30
Scout the location + Try the dish for the first time 19/10/2023 Monitor weather and traffic Organize all footage into a folder 28/10/2023
Scout the location + Try the dish for the second time 22/10/2023 Crew up and gear up 27102025 Pick suitable footage for editing 28/10/2023
Secure + Get permit from the location for shooting 22/10/2023 Shooting Organize footage in editing software (with timeframe) 28/10/2023
Lock the shooting date and time 22/10/2023 Check source and reshooting (if need) Record and process voice over 28/10/2023
Wirite the script and shot list 26/10/2023 Integrate voice over into the project 29/10/2023
Prepare the budget and devices 26/10/2023 Add subtitles and music background 30/10/2023
White balance corrections 30/10/2023
Export the final video 31/10/2023
Phé Cudng Ky
Address: 51 D. Tan Da, Phudng 10, Quan 5, Thanh phé H3 Chi Minh
Operation time: 11h30; 13h30 - 23h00
Scout the location + Try the dish for the first time 01/11/2023 Monitor weather and traffic Organize all footage into a folder 06/11/2023
Scout the location + Try the dish for the second time 03/11/2023 Crew up and gear up SRR Pick suitable footage for edi 06/11/2023
Secure + Get permit from the location for shooting 03/11/2023 Shooting Organize footage in editing software (with timeframe) 071112023
Lock the shooting date and time 03/11/2023 Check source and reshooting (if need) Record and process voice over 07/11/2023
Write the script and shot list 05/11/2023 Integrate voice over into the project 07/11/2023
Prepare the budget and devices 05/11/2023 Add subtities and music background 08/11/2023
White balance corrections 08/11/2023
Export the final video 08/11/2023

[Link to the table on Google Sheets: FA23MC18 2.11 ProductionPlan]



https://docs.google.com/spreadsheets/d/1V3w8cg9_t-sTMjHjLRFa-LF5nVd_2RRu_j5dIg6uY4I/edit?usp=sharing
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Chapter 3. Execution

3.1. Social media
3.1.1. TikTok

We planned to upload videos from October 22, 2023. After testing with initial two
videos at two different time slots, 20h00 and 22h00, we analyzed the data provided by TikTok's
Analytics Tool. We found that the 22h00 time drew a larger audience, so we've decided to
schedule later videos for 22h00.

Most videos are uploaded within timeframe, except the “Bénh canh thd nuéc cot dira”
must be reuploaded on later date because the channel got hacked, led to that video being deleted.
Table 3.1

The content calendar of the campaign on TikTok

CONTENT CALENDAR (TikTok)

Format / Person in charge Intended publish time
Dish/Location No. Content

Caption Date
1 = 2
1 (X6 cadé) Huy Chu Nhat, 22/10/2023 Done/Published
2
2 (Bénh canh thé Huy Thir Tw, 25/10/2023 20h00 Done/Published  ~
nuwéc cot dira)
3 2 2
3 (Bénh xép A Dia) Huy Thir Sau, 27/10/2023 22h00 Done/Published v
4 % 2
4 (H4 c3o Minh Ky) Huy Thi Tw, 1/11/2023 22h00 Done/Published
5 PR =
5 (Ph& Cudng Ky) Huy The Hai, 20/11/2023 22h00 Done/Published

[Link to the table on Google Sheets: FA23MC18 3.1 CalendarTikTok]

3.1.2. Facebook
The calendar on Facebook has been implemented in alignment with our content pillar.

There are some changes to the posting date in several posts. However, the team still managed to


https://docs.google.com/spreadsheets/d/1b_W4cHBAmMZuMTxNSCV0V9aaeMmYJ1tRfCDT7SLmdsE/edit?usp=sharing
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maintain the posting frequency (1 post per day) to maintain the activeness of the page, and all
articles were published on time.

In terms of posting times, we typically vary them between 11h00, 18h00 and 20h00.
This timing has been determined as ideal for reaching the target audience, as indicated by data
from Meta Business Suite.

In addition to regular posts on fanpage, Facebook Reels are also useful tools to reach
new audiences on Facebook. Since our primary platform is TikTok, we have chosen to leverage
Facebook Reels to support and extend the reach to audiences on a different platform. As a result,
we've decided to repost our videos from TikTok to Facebook.

¢ Content pillar 1: Knowledge

e Title: All are UPPERCASE characters, should be no more than 60 characters,
must mention the name of the dish being introduced.

e Body: Should be 3-5 paragraphs, no more than 6 lines on each paragraph, the
whole part should be no more than 350 words. The name of the dish should be
mentioned at least one time in each paragraph.

e Footer: Including 3 parts

o Link to the TikTok channel.
o Source of each image.
o Hashtags.
e [mages:
o Number of images: 1-4.
o Aspectratio: 1:1 (2,000 x 2,000 pixels).

o Includes photos of the mentioned dish.
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o Name of the fanpage on image 1, name of the dish on image 2, and
username of two channels on image 4 (OR name of the fanpage, and

username of two channels on image 1).

Figure 3.1

Knowledge post on Facebook fanpage

@ Lan La Hang Quéan e o S DIM SUM
29 théng 10 ldc 11:17 - @ f =

DIM SUM - MON AN DAC TRUNG CUA NGUGI HOA

Khi néi dén am thuc Trung Quéc, dim sum la mdt trong nhifng tir dudc nhic dén nhiéu nhat. Vé co
ban, day Ia tén goi clia nhifng mén &n dudc ché bién theo kiéu boc 16p bét méng bén ngoai, phia
trong 14 cac loai nhan (bao gdm dé man, ngot, chién, hap...).

C6 ngudn géc tif Quang Hdng, dim sum dudc cho da xuat hién tif hang nghin nam trudc, khi nhitng
hanh khach di chuyén theo Con dudng Td lua, can ndi nghi chan trudc khi tiép tuc hanh trinh. Dé
dép (ng nhu cau, nhitng quén tra dugc md ra doc dudng. Sau khi ngudi ta phat hién tra hé trg tiéu
héa, chli quan tra da chuan bi thém nhifng mén &n nhe dé thudng thiic kém theo, va dim sum ra ddi
tur doé.

Trong tiéng Quang Péng, “dim sum” cé nghia la “cham vao trai tim". Nhitng phan &n nhe dugc chuan
bi dé tao ra cam gidc nhe nhang, thanh tao khi thudng thic cling tra. Theo thdi gian, mén dn nay dan
phat trién va trd thanh mét phan quan trong clia van héa Trung Quéc.

C6 2 loai dim sum chinh: hap va chién, méi loai cé rat nhiéu cach bién tau. Vi du, dim sum hap gém
char siu bao (banh bao nhan thit) hay siu mai (I& hoanh thanh boc nhan rau cu, tdm thit), trong khi
dim sum chién gém banh bao chién gion nhén rau thit, cling nhitng mén khac.

Ha cao ciing 1a mét trong nhifng loai dim sum phé bién . Hinh dang ha cao thudng gém 18p vo tréng,
maong va tim lai phia trén, bén trong chifa cac loai nhan gdm rau ct, ho3c tom thit tiy cach ché bién.
Tai TP.HCM néi chung va quéan 5 néi riéng, ban cé thé thudng thifc ha cao tai nhiéu dia diém khac
nhau dé!

@ Follow ching minh tai day: https://www.tiktok.com/@lan.la.hang.quan

Nguén anh: Britannica, The Food Ranger, Kenwood Singapore, Dash Living
#reviewanngon #lanlahangquan #LLHQ #quan5 #dimsum #hacao #banhbao

¢ Content pillar 2: Trust

e Title: All are UPPERCASE characters, should be no more than 80 characters,
must mention the name of the eatery (or dish) being introduced, and the unique
element of that location (if have).

e Body: Should be 3-6 paragraphs, no more than 6 lines on each paragraph, the
whole part should be no more than 400 words. The name of the eatery should be
mentioned at least one time in the whole part. This part should mention the main
dish of the eatery, their unique element, topping or additional dishes (if have), and

why you should come to try.
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e Footer: Including 4 parts
o Address of the eatery.
o Opening hours of the eatery.
o Price of the main dish.
o Hashtags.

e [mages:
© Number of images: 4.
o Aspectratio: 9:16 (1,080 x 1,920 pixels).
o Includes photos of the eatery, the kitchen (if have), and the dish.
o Name of the fanpage, name and address of the eatery on image 1, name of

the fanpage and username of two channels om image 2 to 4.
e Comment: Link to the video on TikTok.
Figure 3.2

Trust post on Facebook fanpage

Lan La Hang Quan o
29 thang 10 IGc 19:07 - @
HA CAO MINH KY - GIA CA PHAI CHANG, NHAN GI CUNG CO

Ha cao la mét trong nhifng loai dim sum cuc ky phd bién. Mén dn nay gém mét I6p vo bt tréng,
maong va tdm lai phia trén, bén trong chifa cac loai nhan rau cu, tdm thit tuy cach ché bién.

Tai TP.HCM néi chung va quan 5 néi riéng, ban cé thé thudng thiic ha cao tai nhiéu ndi khac nhau.
Mbt trong s6 dé la tiém ha cao Minh Ky, ndm trén dudng Nguyén Thai Trung.
Menu clia quan gdbm nhiéu mén khac nhau, nhung déc biét nhat 1a ha cao. Phan bt bén ngoai dudc
lam rat mong, nhan bén trong thi thém va nhiéu.

v ”
Céc loai nhan ha cao tai day rat da dang, gém tém, thit, he, ndm déng cé... tuy s thichva lyachon |~ _ HA CAO MINH KY
clia ban. T4t nhién, ban c6 thé chon phén thap cdm dé cam nhan hét tifng huong vi. O CUONG NGV I TRUNYD, RIS GIGUIND

-

Khéng chi ha cao, ban con cé thé thusng thiic nhiéu mén #n dic trung khac clia ngudi Hoa tai day, -
chéng han nhu banh bao, x3i hay ca-dé. "
Qué hap dan diing khéng? Néu vay, hay téi thif va cho chiing minh biét cdm nhan nhé! "

4 Dia chi: 76 dudng Nguyén Thdi Trung, phudng 6, quan 5, TP.HCM

(1) Théi gian hoat déng: 15h30-21h30

=1 Gia ban: 4.000-6.000d/vién

#reviewanngon #lanlahangquan #LLHQ #quan5 #dimsum #hacao #banhbao
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¢ Content pillar 3: Entertainment
e Body: Should be one paragraph, no more than two lines, should be no more than
100 words.
e Footer: Including hashtags.
e [mages:
© Number of images: 1.
o Aspectratio: 1:1 (1,500 x 1,500 pixels).
o Includes one of these content:
m  Funny photos (Meme).
m  Question and answers (by reaction).
m  Quote about food (includes credit on the footer text part).
m Information fact.

o Name of the fanpage, and username of two channels.

Figure 3.3

Entertainment posts on Facebook fanpage

Lén La Hang Quén Lén La Hang Quén
209-@ 2ngdy- @

Nhin ciing ding ma, sao cai dudc & Vi tién 1a thir d& tdn thuong nhat ngay déu thang &
#LLHQ #lanlahangquan #LLHQ #lanlahangquan

g Al i 4 T6i: M6i lanh lvong xong, phai tiét kiém thoi
Me: Nha minh ¢é rdi ma con?

Ban t6i: E di &n 14u khong?

Bach tudc, so diép & nha:




Table 3.2

The content calendar of the campaign on Facebook

27

28

29

30

3

32

33

35

36

37

38

39

Dish/Location

Pillar No.

CONTENT CALENDAR (Facebook)

Content

Format / Person in charge

Publish time

Posted link

Week 1 (23-10/29-10)
1 Dish introduction Thinh Chi Nhat, 22/10/2023 11h00 Done/Published Link
(X6i cadé) - N
Location introduction post Thinh Chi Nhat, 22/10/2023 19h00 Done/Published Link
Social post #1 R " i
Meme: An mot bira 14 nhé' ci nam Nam Anh Thir Hai, 23/10/2023 19h00 Done/Published Link
2 Dish introduction Nam Anh Thir Tu, 25/10/2023 11h00 Done/Published Link
(Bénh canh thé
nuoe cdt dira) Location introduction post Nam Anh Th Tu, 25/10/2023 19h00 Done/Published Link
Social post #2 = =
Meme: C ai gidi thich hign tugng nay khong? Nam Anh Thir Nam, 26/10/2023 19h00 Done/Published Link
s Dish introduction Nam Anh Thir Séu, 27/10/2023 11h00 Done/Published Link
(Banh xép A Dia)
Location introduction post Nam Anh Thr Séu, 27/10/2023 19h00 Done/Published Link
Social post #3 N Z "
Meme: N6i ma khong biét ngugng miéng nao Thinh Thir Bay, 28/10/2023 19h00 Done/Published Link
i Dish introduction Thinh Cha Nhat, 29/10/2023 11h00 Done/Published Link
(Ha cao Minh Ky)
Location introduction post Thinh Cha Nhat, 29/10/2023 19h00 Done/Published Link
Week 2 (30/10-5/11)
Social post #4. " "
Poll: Ban th n & ngodi véi ai? Thinh Thir Hai, 30/10/2023 20h00 Done/Published Link
Social post #5 - . "
Meme: Lin déu thy dng cha ngdi an quan Thinh Ther Ba, 31/10/2023 20h00 Done/Published Link
Social post #6 . . : P
Meme: Vi tidn d& t8n thuong dAu théng Thinh Thir Tu, 1/11/2023 20h00 Done/Published Link
Social post #7 )
Meme: Céch kiém ngusi yéu part-time d& nhét Nam Anh Thar Nam, 2/11/2023 20h00 Done/Published Link
Social post #8 = . n
Meme: Nhin ciing dling ma sao cai dugc Nam Anh Thar Séu, 3/11/2023 20h00 Done/Published Link
Social post #9 P .
Explain: Sui cdo vs. H& cdo Nam Anh Thir By, 4/11/2023 20h00 Done/Published Link
Week 3 (6-11/12/11)
s Dish introduction Nam Anh Thir Hai, 6/11/2023 11h00 Done/Published Link
(Ph& Cuéng K)
Location introduction post Nam Anh Thir Hai, 6/11/2023 20h00 Done/Published Link
Social post #10 X
Explain: Nhirng trung phi trong Am thyc Trung Hoa Nam Anh Thir Ba, 7/11/2023 11h00 Done/Published Link
Social post #11 i i . .
Poll: Ban thich &n nhan hé cdo ndo? Thinh Thir Ba, 7/11/2023 20n00 Done/Published Link
post#12 2
Meme: Ban cubi, vjtr Iy turéng Nam Anh Thir Tu, 8/11/2023 20h00 Done/Published Link
Quén 14 Recap/Collection album #1 Thinh Thir Nam, 9/11/2023 20n00 Done/Published Link
Social post #13 . -
Meme: Meat.zip Nam Anh Thir Sau, 10/11/2023 20n00 Done/Published Link
6 Dish introduction Nam Anh Thir Bay, 11/11/2023 11h00 Done/Published Link
(Com ga Hai
Nam) Location introduction post Nam Anh Thir Bay, 11/11/2023 20n00 Done/Published Link
Week 4 + 5 + 6 + 7 (13/11-7/12)
Social post #14 s
Meme: Rau cii + Tréi cily Nam Anh Thir Hai, 13/11/2023 20n00 Done/Published Link
Social post #15 " < . k
Meme: Thém trong vao phé Thinh Thar Ba, 14/11/2023 20n00 Done/Published Link
Social post #16 . N
Explain: Ngudn géc com ga xbi m& Nam Anh Thr Tw, 15/11/2023 11h00 Done/Published Link
Quén 56 Recap/Collection album #2 Thinh Thir Tu, 15/11/2023 20n00 Done/Published Link
ial post #17 i " <
Meme: Nhin mén &n khoai khdu Thinh Thir Nam, 16/11/2023 20h00 Done/Published Link
Social post #18 i .
Meme: M ti lanh Thinh Thir Sau, 17/11/2023 20h00 Done/Published Link
Social post #19 A . T
Explain: Gia vi phd bién trong 4m thyc ngui Hoa Nam Anh Thir Hai, 20/11/2023 20h00 Done/Published Link
Thdng béo vao top cude thi video Thinh Thar Nam, 23/11/2023 20n00 Done/Published Link
Social post #20 "
Explain: Huong vi dac biét cia pha 14u Nam Anh Chu Nhat, 26/11/2023 20h00 Done/Published Link
Social post #21 - , .
Meme: Banh kep méo Thinh Thr Ba, 28/11/2023 20n00 Done/Published Link
Social post #22 " - .
Meme: M&o ban c& Thinh Thir Nam, 30/11/2023 20n00 Done/Published Link
Social post #23 A i
Meme: Khéch cd vé quén Thinh Tha Bay, 2/12/2023 20n00 Done/Published Link
Top 3 video nhidu view nhét Nam Anh Thir Nam, 7/12/2023 20h00 Done/Published Link

[Link to the table on Google Sheets: FA23MC18 3.2 CalendarFacebook]
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https://docs.google.com/spreadsheets/d/1pRI6v7fUmv0AdiMf0-kd9JRs-NsTNnMnVLD_pZXyFM0/edit?usp=sharing
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3.2. Video production
3.2.1. Voice-over script and shot list

The voice-over script is prepared before the shooting day. This involves the screenplay,
which is the narrative and dialogue, as well as any additional details needed for production.

Our team also writes the shot list, which is a detailed plan that outlines every shot that
will be filmed during a specific scene, based on the main shooting board. During editing, the
shots are arranged in a specific order.

3.2.2. On-site shooting

After preparing the script and shot list, we scheduled which day to begin the shooting.
Before that day, all devices are checked to make sure that everything is operating normally. The
team’s representative also calls the eatery’s owner (or manager) to confirm the permit and

schedule.
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Figure 3.4

Behind the scenes of a shooting day

3.2.3. Recorded footage
e Resolution: 4K (3,840 x 2,160 pixels).
e Framerate: 60 fps.
e Format: HEVC ((MOV).
e After the shooting day, the raw footage is copied and stored on our editor's
computer. The editor then filters and picks the suitable footage (based on voice
script and shooting board), then proceeds to edit and organize the footage to align

with the projected timing outlined in the script, into sequence in Premiere Pro.



86

Footage is excluded if they are out of focus, strong vibrations (can not be fixed in
the software), bad white balance, or having the appearance of inappropriate
elements (people, animals, objects...).

Figure 3.5

Example of footages for Ha cdo Minh K¥, and Banh xép A Dia

3.2.4. Compositing and safe zone guideline

After picking suitable footage and organizing in the software, the voice talent recorded
their voice (based on voice script, reality context and chosen scene). The voice underwent post-
processing and integration into the project.

Subtitles are added, and any necessary white balance corrections are made before

finalizing and exporting the project.
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The subtitles must align with the desired font and colors of the campaign, and any main
elements of the video should be within TikTok’s safe zones. Safe zones are the areas on the
screen that will not be covered by handles, captions, music titles, descriptions, search bar, or
social reaction buttons (Tobin, 2023). Through the editing process, we always keep the dishes in

the safe zone so that no message is lost and the focal point is within the safe zone.

Figure 3.6

TikTok’s safe zone (Lucy, 2021)
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Figure 3.7

Guidelines for showing products in the safe zone (green box) (Hu & Ventura, 2023)
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Table 3.3

Script, shot list, timeframe and graphic addition in videos

Timeframe

[

SCRIPT AND SHOTLIST

Content

Subtitles

&9

Graphic/Shotlist

Xoi ca-dé

. ” i : - Quly x6i ca dé gia truyén  Hon 50 nam - Prepare the dish
I F—— ing |1k i gl ghc bl 00K Th &5 61 1 8 8 44 ca 8t 5 26 by by i cac 48 kb g it mahn (-G 12 e ') 20 dsamtd
- i Sng ? - Xbi ca dé /451 Trbn Pho, P7, Q.5 - Close-up view of the main dish
00 00: T h 1 ca 6 & Gy hosn Lo K i 0 v o o ca 6 minh b i s dén 90, ca d & Gy Qo 1m it b tmg, koo 0 s0a, |- Ga b ke
2| o009-0020 | iaoduce | O R Ot ot cin ph s T e - Close-up view of the main dish, highiight spacial points
3 | 0020-0028 | Mandish 1, ho s dung logi nép g 161 khi ndu x6i va & X cho du ¢4 ng: irg. - Logi nép cht lwgmg 18t - e ost g e ish
Son ol
o« | 00280035 | maindisn |Honnoanh 96 lai nén cong rét mang vb v ham nong trong 16 viba, khong nhét thiét phi &n i tal chd thi méi oo Yow. 61 6 min
5 | 0035-00:41 | Maindish |Nouybn ieu tuy Gon gidn nhung cho ra huong vi ca dé abc ddo, x5i nép mbm 6o va c6 thé mua mang vb nha an ma vAn ngon. - Prepare the dish
; . R ; -Tir
6 0041-0045 | ES56 - |u1e b tir 6 g 18161 1 i 181, ndim g nga tr Tk P — Nguydn tr phuomg -I;#&?%.sgv.o.s - Overview of the eatery, counter and main dish
7 | 0045-0049 | Ending |Chondnnbu co co hdi thl cac ban hay 16i thir ai. - Toithir ai - Overview of the eatery, counter and main dish
Banh canh thé nuée cét dira
1| 0000-0007 | Opening [Quanh thanh phé nay, néu ma kiém mot quan bénh canh nutrc cbt dira, ndu thé néng hd 1utn thl gdn ng t - Banh canh thé nutc cbt dira - Overview of the dish
2 0007-00:13 | Introduce m & b 352 uromg Phan Van Tri, phuémg 2. qudn 5, binh thubmg mubn an mon nay 1a ph xubng tn midn Tay 13n - 352 Phan Van Tr, P2, Q.5 "‘c:‘:"“"""”““
- Counter of the eatery
3 00:13-00:23 | Maindish ~[Dac biét kni quan ndu bing thé, dem ra I nong hd, s8i siing suc 1uon. An kém v6i banh canh & c6 rau 8éng, cai be xanh mini va rau ma. :z’h”'»“‘v"m“;‘::‘i"“h
« | 0023-0035 | waindion |©92.9% 6n th minh tndy 4 con tom s cling ki to v 2 cuc moc. Tom & dly kha by, nhung theo minh topping ngon nhét & aly 1 cue moc. Cuc moc  Close-up view of the topping
= - nhai sin sat va rét dam vi éc. - The host trying the dish
g i o A mob combo ki - Close-up view of the sauce
5 | 0035-0041 | Maindish |Vibéo . két hap v6i hai mot Wbpsis Al ope
1 o0 ) : 5 o - Overview of the dish
6 | 0041-0053 | Ending |Chononlanéucdcohoi,cacban hay TOI THU BI -Toithir ai e ek
Banh xép A Dia
1| 0000-0005 | Opening [Banh xép Quang Bong ngon nhdt quan 5 .. thi minh chura chilc nhung chic chin 1 mét v quén ngon nhit ¢4 nhan minh timg i ng - Overview of the dish
: ; 2 - Name and address on the scroen
2 | 0005-00:12 | introduce |Nup trong hém nind 447/3A phan van t phumg 7 qudn 5, bénh xbp quing ddng a dia c6 gl ma khién c& nhan minh dénh gid cao nhu vay? - 447/3A Phan Van Tr, P7 Q5 it rpedisbishdy
- Banh chi dugc hép, chién khi khach goi mén
3 00412-00:22 Ddu tén dp nén banh ludn nong va gir duge 89 i ngon. Vi khdng chi cb banh xép dau ma nhirmg |- G lap it - Prepare the main dis!
E lahes monmumkmcwmvtyMgo‘mmmlmumuwumwoﬁhlvml&tnm - Qudy 1om chién . Gote upview of e maincish an ol dishes
- Canh ga chién
9 9 Khéng nhimg thé, nhi vao tay nghé chudn ci i ndu, v6 hép min va c6 35 dai vira phai cdn vd ngoai banh|- Banh xép hap vé min, dai vira phai
4| ocozz-0031 | mMamasn [ e e rong. v Aol - Close-up view of the main dish, highight special points
s 0031 - 00:44 Main dish M4 ai c6 tinh di an An dAu thi nén 6 quan nha. My sét ndy c6 tinh thém tidn nhung |- X6t tir xuyén - Close-up view of the sauce
200 ain dish- | cling ddng ab ben thir, KheogmlMmhqundvlmﬂmlnmmnb‘nheﬁlmv&nnvm:wtmq unowmmwngw-hm - Xt mayo ti - The host trying the dish
6 00:44 - 00:50 i:;m Toa lac & dia chi 447/3A dutng Phan Van Tr phutng 7 quan 5, gAn tutmg THCS Kim Bdng. 'a“")“"“"v"‘“""““""""’"’mcs"'“ - Overview of the eatery, counter and main dish
7 | 0050-0053 | Ending |Vanéucs cohoithi cac ban hay TOI THU BI - Téi thir i - Overview of the eatery, counter and main dish
Ha cio Minh Ky
1 0000-00:06 | Oponing [ M8iAn them ha cdo Ia minh ci di ra chd ndy nhu mot thdi quen, ma go 4 thdi quen caing chura dng, nd gidng bin nang hon vi nd an sau vo maurdi. | b W:m:ﬂ"‘m""”"“"“"“ - Overview of the dish
Bn than minh 83 &n & Ha cdo Minh Ky tir héi tiéu hoc 161 bay gid cing 84 hon 15 nam va mac dU 84 Kinh qua nhidu noi bén hd cio Khdc trong qudn 5 - Name and address on the screen
2 00:06-00:20 | Introduce |4 4c qugin 1an can thi minh vAn lun gidi thidu ban bé di thiy noi ndy mdi khi ho nhdy minh recommend chd di an vat hay tham chi n no. - Ha cdo Minh Ky / 76 Nguydn Thot Trung P8 Q.5 . Counter and close-up view of main dish on the screen
3 | oo020-0026 Prico |4k cho 1 vin ha co nhung vien ndo cuc ndy clng bur ma by ho cai phan nhan tbm thit ban trong nhidu chir khong ph by nho cai kop vo day. e e e - Close-up view of main dish
« | oo26-00a7 | Essental vimu»wmhm,uuowuuuumwm&nmccmmm V2 moi logi hé co & hé co minh ky G8u 06 phan nhan dugc Iam i it 1om |- Ha (con tom, thit16m) / Cao (banh b3t nhdi nhan) - Explain the name ™na cdo”
- information thure s cb "ha" ciza ha clo. - Name of dishes - View of al main dishes
5 | 0037-0043 | Maindish [Aict dip ai &n 1an 6u thi minh Khuyén khich kéu thir mi cai 1 vién gibng vAy nha, 1 phin vAy chi c6 30K théi e e o O e
6 | oous-ooss | Addonal [vatnam chinu oo 161 day ma knong an ha cdo th ban thir ngo qua mot sb oai bénh bao g dang bin nhw banh bao xd xiu, NuBNg tht, rimg mubi - Prepare addtonal dishes
i > dishes  [kim sa, mai qué 19, socola. - Close-up view of additional dishes
ok Operation | Moi mén an ddu dugr 1am ti budi sdng va md ban ti 3 git i chidu 161 9 gir rudi 61 som vi rbt g :
7 | ooss-0105 tme | Thém chi cd ngay mé ban aén 8 gitr 1 68 hét sach ha cio. 16h30 - 21h30 - Overview of the eatery, counter and main dish
8 | 01:05-0108 | Ending |Viyndn, néucb co hd, thi chc ban hiy "Téi thir ai" - Toith & - Overview of the eatery, counler and main dish
Phé Cumg Ky
) [M81 140 0 bor tr hd bo Tan Da, minh thuong ghé qua phir bd Cudmg K ndm cling Guromg lutn. Cai cam gidc di boi 1-2 tng rdi &n mdt bira no né no 63 |- MBi A di boi ti hd boi Tdn Da, minh thudmg ghé qua
1| 0000-0008 | Oponing [t ot Gt s S - Overview of the counter and the dish
Tidm c6 Gja chi hign tai & 86 51 duvng Tan D, phutng 10 quin 5 duge vai nam rbi. Va cing mirng khi huong vi khdng 6 thay G nhidu o véi h con G - Name and address on the screen
2| 0008-00:15 [ inroduce b e - Pho Cumg Ky /51 Tén DA P10 QS i o e e s ookl
& Nuore ding & ddly uoc ndu tir xuong b, thit bo, khdng hanh tdy khong ci cai tring va tiém rudi I6n thém mdt Ip mé bo khi ph gitp nham du tir xuong va thit bo =
3| 00:15-0025 | Maindish |y inich vi gidc cla thyc khach khi ho ding bira. - Knéng hanh tay / Kndng G i ring - Glose-up view and proparing the main dish
Mot16 thap chm nhu 80 tht ci b nam, vién, gan, ludi,  xéch, 1 ong. myc tro. Ma ndu ai thich thém gi, bot
4 | co2s-c035 | mamasn (0O R E Y M_mmdumw . - Nam, vién, gan, ludi, 14 xdch, t ong, myc tro - Close-up view of main dish and additonal dish
s 00:35 - 00:44 Additional |Chding han nhu c4 nhan minh thi thich an gan nhung phai 12 gan mém thi moi chiu. Va néu ai mubn trai nghiém nhimg cai mi Ia hon, pha cach hon thi |- Tinh hoan bo (chua an 1An nao ludn) - Preparing the dish
o dishes | ho cing c6 nhimg koa topping khéc kb trén b ddp img nhu chu 06, - Pin bo (nghu pin) - Close-up view of the addional dish
Mo bin tir 7h - 230
@ Essential | M& ban tir 7h sang ti 11h 18i, mumunngcnlmv\mabemusu\gm«wummmoméuuuemanmwmdh.wwm Toa lac & 6 51 B " a
6 | ocoss-oosy | Eesenta bl prybrepeh oty Symibidyidenttend iy tolegliort ol Pt Cutmg K 51 Tan B4 1005 Overview of the eatery, counter
g H500.50 Qote womg - Gin nga tw TH.Hg0 - Tén B
7 0057 -01:01 Ending | Va néu c6 co hii thi cac ban hiy TO1 THU DI, - Téi thir 6 - Close-up view of the dish

[Link to the table on Google Sheets: FA23MC18 3.3 Scripts]



https://docs.google.com/spreadsheets/d/1EMy6tQ7lE1Afq6ysqYqfgoa3bPAopHS73S3ld9-DLwA/edit?usp=sharing

Figure 3.8

Timeframe and corresponding footage of Ha cao Minh Ky video
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Figure 3.9

Edited project of Xoi ca-dé, anh Ha cao Minh Ky video on Premiere Pro
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Figure 3.10
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The voice-over processing stage in Premiere Pro of Pho Cuong Ky video
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3.2.5. Final product

Resolution: Full HD (1,080 x 1,920 pixels).

Framerate: 30 fps.

Format: H.264 (MP4).

Estimated size: 100-350 MB.

Those export specifications are suitable with the platform’s recommendation. Even
if we upload a 4K video, it will automatically be downsized to 1080p by TikTok
(Clipchamp, 2023). The video file size, aspect ratio and format is also under

TikTok’s rules.



Figure 3.11

TikTok’s video requirement before upload
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Figure 3.12

Export specifications for Xoi ca-dé video in the editing software
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Table 3.4

Link to the final products

Number Location Link to Google Drive
1 Xoi ca-dé 1. X6i ca-dé
2 Banh canh thé nudc cbt dira 2. Banh canh thb nuéc cbt dira
3 Bénh xép A Dia 3. Banh xép A Dia
4 Ha cao Minh Ky 4. Hé cdo Minh Ky
5 Ph¢é Cuong Ky 5. Phé Cuong Ky

3.2.6. Distribution
e After uploading the video, we added captions, hashtags and chose the suitable
thumbnail. The thumbnail should include the name of the eatery, address and
main dish or the menu.
e After uploading, we followed and tracked the performance of each video to

evaluate and review.


https://drive.google.com/file/d/1sD6xlwPdCKFEFcP81HfUvWX1QGwcpq8e/view?usp=sharing
https://drive.google.com/file/d/1TaXVrJQGfB6J5NMxDNctmJqzpwDD-I64/view?usp=sharing
https://drive.google.com/file/d/1cl21sAoEjg6s8MxuMab6E9-6UQBhIPxo/view?usp=sharing
https://drive.google.com/file/d/1UD2ZMm7CKRkH4uDcCbr_-xUhim7twv5i/view?usp=sharing
https://drive.google.com/file/d/14bjtZpNh6HGZVOb69k92jfVZsAsHTjck/view?usp=sharing
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Figure 3.13
Published videos of Xéi ca-dé, Banh xép A Dia, and Phé Cuong Ky when watching on the

TikTok app for iPhone
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Figure 3.14
Published Ha cao Minh Ky video when watching on the TikTok website, iPhone app (without and

with expanded caption), correspond with the safe zone’s guideline
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3.3. Finance report
Table 3.5

Estimated and actual cost for the whole campaign

COST FOR THE CAMPAIGN

Estimated Actual compare to Budget

Price Total

1 Advertising on Facebook 200.000 d 200.000 d 60.000 d 60.000 d
2 Turnitin account 110.000 110.000 4 110.000 d 110.000 4 Plagiarism check
3 Comment Picker 194.000 d 194.000 @ 194.000 d 194.000 d Export comments on TikTok
Total 504.000 d 364.000 d
Contingency (10%) 50.400 d 36.400d
Production
1 Transportation 1.000.000 @ 1.000.000 d 250.000 d 250.000
2 Food
21 |Xoica-dé 52.000 d 52.000 d
2.2 |Banh canh thé nuéc cbt dira 0d 0d Sponsored
1.500.000 d 1.500.000 d
2.3 |Banh xép A Dia 0d od Sponsored
24  |Ha cao Minh Ky 256.000 d 256.000 d
25 Phé Cudng Ky 0d od Sponsored
Total 2.500.000 @ 558.000
Contingency (10%) 250.000 d 55.800 d

Grand total 3.304.400 d 1.014.200d
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Table 3.6

Revenue from the campaign

INCOME STATEMENT

Item Cost Income

Video contest

1 Video contest winner prize 10.000.000 d
2 Video contest runner-up prize 7.000.000 4
Total 17.000.000 d
Production
Transportation 250.000 d
2 Food
21 Xoi ca-dé 52.000 d
2.2 |Banh canh thé nwéc cét dira od
2.3  |Banh xép A Dia od
24 Ha cao Minh Ky 256.000 d
25 Phé Cuwong Ky 0d
Total 558.000 d
1 Advertising on Facebook 60.000 d
2 Turnitin account 110.000 d
3 Comment Picker 194.000 d
Total 364.000 d
Contingency (10%) 92.200 d
Grand total 1.014.200 d 17.000.000 d
Net income 15.985.800 d

* The table above does not include 10% tax
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Chapter 4. Key results

4.1. KPIs achievements
4.1.1. Views and Display Buzz Volume

In terms of metrics performance, data extracted from TikTok Analytics Tool from
October 22, 2023 to December 9, 2023 shows that both key results (Views and Display Buzz
Volume) surpassed the target KPIs by almost double. As of 22h00 December 9, 2023, three
videos with the highest performance are: Ha cdo Minh Ky, X6i ca-d¢, and Pho Cuong Ky.
4.1.2. Sentiment score

Using the aspect-based approach, we calculated the overall sentiment score of
comments on all published videos. Overall, audience’s comments on our content on TikTok are
mostly positive, with the interest about the introduced eatery, sharing their own experience, or
introducing to their friends by tagging them to watch the video. There are a few negative
comments, but most of them are related to the eatery itself, not about the video. There are also
positive feedbacks about our video, mentioning the attractive editing style, concise information

and high quality voice-over.
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Figure 4.1

Some of audience’s comments on TikTok
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Table 4.1

Sentiment score calculation on all videos

Total positive comments Total negative comments Sentiment score

193 24 0.78




Table 4.2

Evaluation table on TikTok
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Objectives (TikTok)
Goals Key Compare
KPI Actual
results to KPI
e C(Create a TikTok channel about Views 500,000 980,974 | 196.19%
introducing eateries and gradually ]
. . o Displayed 2,000 4,609 230.45%
build a map of eateries of District 5.
Buzz
e Provide the target audience with
Volume
more dining options that are suitable
(Comment
to their needs and desires.
+ Share)
e Get positive feedback about the Sentiment 0.80 0.78
content. Score

4.2. Overall statistics

4.2.1. TikTok

According to the data extracted from TikTok Analytics Tool from October 22, 2023 to

December 8, 2023, our channel’s followers reached 2,434. The majority of the audience still

remains as the initial audience of the campaign (people from 25 to 34 years old, living in Ho Chi

Minh City). The follower’s active time is mainly from 18h00 to 23h00, suitable with the planned

publish time.
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Figure 4.2

Follower statistics from TikTok Analytics Tool
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4.2.2. Facebook
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Being the supported platform, data from Meta Business Suite shows that our Facebook

page gained more than 19,000 reaches, and 650 engagements from October 22, 2023 to

December 9, 2023.

Figure 4.3

Performance on Facebook from Meta Business Suite
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Chapter 5. Reflection

5.1. Recognition and achievements
5.1.1. Booking offer on TikTok

During the campaign, we got booking offers from other eateries and brands from the
F&B industry. As of December 9, 2023, we got contacted by 6 eateries in Ho Chi Minh City and
one drink brand. This opportunity is suitable for our long-term goal to provide more economical
promoting solutions for eateries that do not have a lot of money for advertising.
Figure 5.1
Some of booking offers sent to the channel during the campaign
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5.1.2. Popular videos with #quan5 hashtag on TikTok

District 5 is the chosen area for this campaign. On TikTok, there is a #quan5 hashtag
with the “Food & Beverage” category. According to TikTok Creative Center, two videos in our
campaign are listed in popular videos with hashtag #quan5 in the last 30 days in Vietnam (prior
to December 9, 2023), which are Phé Cuong Ky and Ha cao Minh Ky.
Figure 5.2

Popular videos in the last 30 days with #quan5 hashtag on TikTok

# quans Last 30 days v Vietnam v

Related videos

Popular in the Last 30 days, Vietnam

KRHONG DUQC
DAY TIEN LAM NHA

View more on TikTok (2 @ 02/10 @

5.1.3. The appearance on Google Search

When searching on Google with the phrase “Lan La Hang Quan”, our TikTok channel
appeared at the first place in the result area. This implies that the channel has been optimized to
appear prominently in search results when searching. By reaching on the top of the search result,
we may reach more users because they are more likely to click on and engage with content that

appears at the top of the results page (Glick et al., 2014).
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Figure 5.3

The search result on Google with “Ldn La Hang Quan” phrase
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5.1.4. Public’s recognition and contribution to society

District 5 (and neighboring areas in District 6 and District 11) are collectively known as
Cho Lon - home to the largest community of Chinese Vietnamese in the southern metropolis (Tri
& Nguyen, 2023). On December 1, 2023, a culinary festival featuring Chinese food has been
organized in Chg Lon neighborhood in District 5, entitled “Chg Lén Food Story”.

As mentioned, the “Chg Lén Food Story” festival includes a video contest named “An
Ngon Quan 5”. We decided to attend this contest by submitting three videos. After the
preliminary round, two videos qualified for the semi-final round, which are X6i cadé, and Banh
xép A Dia. Those videos were selected by the views, comments and shares.

For the final round, videos are reviewed by the contest’s judges (Huynh Lap actor, Hira
Vi Vin actor, Ly Minh Thang director, Mr. Nguyén Qudc Diing, Former Head of District 5°s

Economic Office, Ms. Dang Thi Hong Linh, Former Head of Cultural and Family Lifestyle
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Building Department, Ho Chi Minh City Department of Culture and Sports, and Mr. Chir Hong
Linh, Chairman of Restaurant Association of Vietnam).

On December 23, 2023, it was announced that both videos qualified for the final round.
The award ceremony and final result of the contest held on December 1, 2023, which is also the
opening ceremony of the “Chg Lén Food Story 2023 festival. At the event, the team announced
that both videos won the contest, standing at first and second-place.

As qualified to the next round of the “An Ngon Quan 5 video contest, the team also
been invited to attend the press conference to kick-off the “Cho Lén Food Story 2023 festival.

The press conference was held at Déng Khanh hotel on November 10, 2023, with the
appearance of the District 5’s authority representative, culinary experts, press, and attendance of
the video contest. At the press conference, we heard about the culinary history in District 5, and
the reason behind this festival being held, which is matched with our research about which
district to be chosen for the campaign. At this event, the team’s representative (Vuong Pinh
Huy) was also interviewed by the organizer.

Our videos also been highlighted on the “Chg Lén Food Story” official website as one
of the contestants of the video contest. We are very honored that through these videos, we can

contribute to District 5's larger campaign to promote local cuisine.
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Figure 5.4
The congratulate email from the contest’s organizing committee for qualify to the semi-final

round of the “An Ngon Qudn 5 video contest
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Figure 5.5
The invitation to attend the press conference of “Cho Lon Food Story 2023 ” festival. Screenshot

from the People’s Committee of District 5
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Figure 5.6

The team’s representative (Vwong Pinh Huy) being interviewed by the organizer
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Figure 5.7
10 finalists of the “An Ngon Qudn 5" video contest. Screenshot from “Cho Lén Food Story”

Facebook fanpage
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Figure 5.8

Highlighted videos on the “Cho Lon Food Story” official website
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Figure 5.9

Certificates and medals for winning the “An Ngon Qudn 5 short-video contest
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Figure 5.10

The award ceremony of the “An Ngon Qudn 5 contest on an online news website
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5.1.5. Academic achievement

For the academic aspect, during the research and development phase, we conducted
both qualitative and quantitative studies. These researches were undertaken to establish a solid
scientific background, ensuring that subsequent steps are guided by a robust foundation.

After the mentor’s suggestion, the team decided to continue the research, and are
planning to attend the 2024 IEEE 7th Eurasian Conference on Educational Innovation, which
will be held in Bangkok (Thailand) on January 26-28, 2024. The abstract section of the team’s
research was accepted by the organizer on November 15, 2023. We are planning to continue the
research paper after the capstone oral defense to align with the conference’s deadline for full
paper submission, which is January 15, 2024.

Figure 5.11

The acceptance letter of the IEEE-ECEI 2024 ’s organizer for the team’s abstract.

1234 251 2024
024 IEEE 7TH EURASIAN CONEERENCE
/. ZME S’,\JJUJ Jf“kL INNOVATION

——— =<

ACCEPTANCE LETTER

Paper No.:M240110

Paper Title: Factors influencing dietary habits in Ho Chi Minh City after Covid
Authors: Tri Nam Anh

Corresponding Author: Tri Nam Anh

Institution: FPT University

I am pleased to inform and congratulate you that the abstract submitted to the 2024 IEEE 7th
Eurasian Conference on Educational Innovation (IEEE ECEI 2024) referenced above has been
accepted, and you are invited to attend the conference to present your paper.

For early registration, please register your paper and finish the payment by January 7, 2024.
Your interest in JEEE ECEI 2024 is very much appreciated. I look forward to meeting you at the

Chair Prof. Chun-Yen Chang, PhD
Director of Science Education Center,

conference.

National Taiwan Normal University, Taiwan
Conference Chairman of IEEE ECEI 2024
December 01, 2023

2024 I'EEE 7th Eurasian Conference on Educational Innovation (IEEE ECEI 2024)

E-mail
Web: http:/www.ccei.asia
eceioffice@gmail.com

[Read the accepted abstract at Appendix C]
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5.2. Limitations
5.2.1. Research and development
5.2.1.1. Survey limit on target audience
Despite the fact that much work has been put into this project, it still has certain
limitations. Due to the group's funding constraints, the male sample was greater than the female
sample when asking about dining out habits to establish the campaign's target audience, making
it impossible to have more individuals engage in the study. As a result, the amount of samples
obtained by gender has been unequal, making it difficult to determine the target audience in the
early phases of the campaign.
5.2.1.2. Access to research resources
We collected information from earlier research papers relating to the topic to establish
the foundation for our research areas. Despite the existence of research papers available online,
certain reputable papers are inaccessible due to restrictions in online archives. The team has not
encountered the circumstances necessary to obtain access.
5.2.2. Production
5.2.2.1. Resource management
Since this is the team's first project, data management still has a lot of room for
improvement. In the third video, we encountered a serious case when the editor’s computer was
hacked, causing a lot of important data to be lost (including edited footage and editing project of
the video). Because it was still quite subjective, the group did not backup the data on multiple

devices, causing us to have to re-shooting the video one more time.
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5.2.2.2. Editing and distributing

As a result of the editor’s computer getting hacked, our TikTok channel also got
unauthorized access from the hacker. They changed the channels’ description, deleted the second
video and uploaded scam videos about cryptocurrency, which violated TikTok’s policy.

Fortunately, we regained access to the channel. The lost video has also been uploaded to
Facebook, but we need a few days to evaluate and change the publish time of remaining videos
on TikTok to make sure that the platform’s algorithms are working normally.

5.2.3. Evaluation on sentiment polarity

Another challenge of this campaign is accurately measuring sentimental scores. The
team has solved the majority of the issues in this. However, the group has not yet concluded
whether the act of mentioning people (@username) in comments is positive or bad because it
must be assessed in a variety of scenarios.

In other research papers relating to calculating the sentiment score on user comments,
the mentioning phrase is usually removed by the processing stage. Overall, there is no paperwork
or scientific proof to decide if it is beneficial or detrimental to mention other people's names on
social networking platforms.

5.3. Recommendations

For the research stage, we will continue to improve and resolve limitations mentioned
above, aiming to collect more sample size to enhance the accuracy of the result.

We also learned about storage and backup of the production resources. After the editor’s
computer and channel got hacked, we implemented a new process to backup resources, which is
upload all resources (including Premiere Pro project) to cloud service, enabled two-factor

authentication for our contact email (which is linked to the TikTok account), and changed
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password to make sure that all access to the account need to be approved by the team manager.
It's important for everyone to be cautious about clicking on suspicious links, sharing sensitive
information, and regularly updating their account security settings to minimize the risk of
unauthorized access and potential content loss.

The sentiment polarity was also not perfectly calculated. Comments with only mention
people (@username) can’t decide whether it is positive or negative because in our research, there
is no paperwork to prove it. Therefore, the sentiment polarity on comments with only
@username is the possible topic for any researcher interested in this field.

5.4. Future plan

Following the successful “T¢1 Thu Di” campaign, we decided to continue the channel
with more eateries not only in District 5, but also in another areas of Ho Chi Minh City such as
District 1, Binh Thanh District, etc.

As we got booking offers from many eateries and F&B brands, we will consider which
to accept by the same selection process and criterias as previous videos. There are more aspects
to consider and manage when receiving booking, such as the cast, price, contract, publish time,
and possibly the video content. Therefore, we need to negotiate, build a plan and mobilize
resources carefully to provide enough benefits to the booking customer.

Our first video from sponsored eatery is scheduled to be published in late December,
2023. Beside that, we accepted an offer from a drink brand to show their products on an eatery
introduction video. For this customer, we need to consider the shooting angles, commission fee
(as this brand sells products on TikTok Shop), and the drink itself to make sure that it is safe to

drink when eating a specific dish in the video.
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The Facebook fanpage continues as a supported platform, with the same content pillar
and sponsored content (if have) to stay active with the audiences. If we have more resources, we

will expand the channel to engage the audience with more informative, entertaining content.
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Questionnaires of the survey for qualitative research.
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No. | Question Results
Q1 | Tén cua ban la gi? )
Not an observed variable.

What’s your name?

Q2 | Giéi tinh cua ban 1a gi?
43.84%,

What’s your gender?

Q3 | Ban thudc do tuoi nao?
’
What’s your age? Al
I 1824 yearsold [l 25-34 years old Male [ Female
Q4 | Ban séng & khu vuc nao theo ban do nay?
. . . 4.10%
According to this map, choose one specific 6.16% . 0.68%
\0.68% \x
area that you're living in. \
y g ,/X =

Q5 | Ban hoc tap/lam viéc ¢ khu vuc nao theo ban

d6 nay?
According to this map, choose one specific

area that you're working or studying in.

78.10% "

East West [ South [l North [l Central

East

West I South ll North [l Central
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Q6 [ Ban thuong di an ¢ ngoai voi ai?
Who do you usually eat out with?
- 79.76%
:
:
-'B:
jg
§
@ FromI8-24yearsold @ From 25-34 years old
Q7 [ Ban thuong di v&i nhém bao nhiéu nguoi?
How many people do you usually eat out i i
with?
% 76.83%
=3
2
2
5
2
T
2
[ 5
Z
® Mae @ Female
Q8 [ Tan suat di an ¢ ngoai va mua mang vé cua

ban nhu thé nao?

How often do you eat out or takeout?

From 18-24 years old

From 25-34 years old

35.44%

43.28%

13.92%

At least one time per day () 3-4 times per week . 1-2 times per week . 1-2 times per month
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Q9

Ban thuong di dn ¢ ngoai hay mua mang vé
vao cac dip nao?
On what occasions do you usually eat out or

takeout?

70.15%

870% ss22%

7%

6220%

46.88%

Friday to Sunday

60.94%
5.70%
4s31%
I 37.80%
%
3671% 35829 se3s% I 3438% 3415%
{ ut with
mily

Wheneves
ends

534 years o Male @ Female

Q10

Ban thuong di dn ¢ ngoai hay mua mang vé
vao buodi nao?

When do you usually eat out or takeout?

76.83%
73.44%
6951%

5156%
4688%
43.90%

1406%

732%
1.49%

Q11

Chi phi ban thuong san sang tra cho viéc di
in ¢ ngoai hay mua mang vé vao bira
SANG?

What cost are you usually willing to pay for

eating out or takeout in THE MORNING?

From 18-24 years old | 46.84% 37.97% -

From 25-34 years old

23.17%

Male

34.38%

Female

20,000-30,000 VND

35.94% 12.50%

31,000-50,000 VND ‘ 51,000-70,000 VND . 71,000-100,000 VND

@ More than 100.000 VND
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Ql2

Chi phi ban thuong san sang tra cho viéc di
in ¢ ngoai hay mua mang vé vao bira
TRUA?

What cost are you usually willing to pay for

eating out or takeout at NOON?

From 18-24 years old | 20.25% 54.43%

From 25-34 years old | 56.72% 11.94% 16.42%
2
= 10.98%  58.54% 8.54%
2
E_ 12.50% 51.56% %
4

20,000-30,000 VND 31,000-50,000 VND . 51,000-70,000 VND . 71.000-100.000 VND

@ More than 100.000 VND

QI3

Chi phi ban thuong san sang tra cho viéc di
in ¢ ngoai hay mua mang vé vao bira
CHIEU TOI?

What cost are you usually willing to pay for

From 18-24 years old | 11.39% 31.65% 12.66%

From 25-34 years old | 11.94% 31.34% 25.37%

eating out or takeout in THE EVENING? I e 26.83%
E |938% 18.75% 14.06%  23.44%
8
20,000-30,000 VND 31,000-50,000 VND ‘ 51,000-70,000 VND ‘ 71.000-100.000 VND
@ More than 100.000 VND
Q14 | Ban c6 thoi quen chon dia diém an ¢ ngoai
From 18-24 years old | 26.58% 65%

hay mua mang v€ nhu thé nao?

How do you choose to eat out or takeout?

From 25-34 years old | 11.94% 80.60%

17.07% 79.27%

Male

23.44% 64.06%

Female

Familiar . On traffic route . Alternate between two options
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QI15

Nhiing tiéu chi ban cho 1a quan trong khi
QUYET DINH chon chd di dn ¢ ngoai hay
mua mang vé vao bita SANG?

What criterias do you consider important
when DECIDING to choose a place to eat
out or takeout in THE MORNING?

Food quality |

Price

Cleanliness

Space

Convenient

Good review

Serving time

Good service |

Food quality i

Price

Cleanliness |

Space |

Convenient

5 i
Good review

Serving time |

Good service

64.56%
83.58%
75.95%
68.66%
65.82%
79.10%
18.99%
13.43%
89.87%
71.64%
29.11%
22.39%
26.58%
11.94%
21.52%
4.48%

. From 18-24 years old . From 25-34 years old
73.17%
73.44%

76.83%
67.19%
74.39%
68.75%
10.98%
23.44%
87.80%
73.44%
25.61%
26.56%
20.73%
18.75%
8.54%
20.31%

© Male @ Female
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Q16

Tiéu chi ban cho 13 quan trong nhit khi
QUYET DINH chon chd di dn ¢ ngoai hay
mua mang vé vao bita SANG?

Which criteria do you consider the most
important when DECIDING to choose a
place to eat out or takeout in THE

MORNING?

From 18-24 years old | 35.44%

From 25-34 years old | 34.33%

Male

Female

26.83%

45.31%

Food quality

11.39% 8.86% RI3Z

16.42% 8.96%

18.29% 9.76% EIRIFA

Price

Cleanliness . Space . Convenient . Good review

. Serving time . Good service
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Q17

Nhiing tiéu chi ban cho 1a quan trong khi
QUYET DINH chon chd di dn ¢ ngoai hay
mua mang vé vao bita TRUA?

What criterias do you consider important
when DECIDING to choose a place to eat
out or takeout at NOON?

Food quality

Price

Cleanliness

Space

Convenient

Good review

Serving time

Good service

Food quality

Price

Cleanliness

Space

Convenient

Good review

Serving time

Good service

75.95%
91.04%
72.15%
74.63%
63.29%
74.63%
31.65%
35.82%
68.35%
68.66%
24.05%
22.39%
22.78%
8.96%
17.72%
7.46%
. From 18-24 years old . From 25-34 years old
84.15%
81.25%
75.61%
70.31%
80.49%
53.13%
34.15%
32.81%
76.83%
57.81%
26.83%
18.75%
17.07%
15.63%
8.54%
18.75%

@ Male @ Female
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Q18

Tiéu chi ban cho 13 quan trong nhit khi
QUYET DINH chon chd di dn ¢ ngoai hay
mua mang vé vao bira TRUA?

Which criteria do you consider the most
important when DECIDING to choose a
place to eat out or takeout at NOON?

From 18-24 years old | 36.71%

From 25-34 years old | 41.79%

34.15%

Male

45.31%

Female

Food quality

Price

16.46% 12.66% PLAYA

14.06% 7.81% BENAS

Cleanliness . Space ‘ Convenient . Good review

. Serving time . Good service
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Q19

Nhiing tiéu chi ban cho 1a quan trong khi
QUYET DINH chon chd di dn ¢ ngoai hay
mua mang vé vao bita CHIEU TOI?

What criterias do you consider important
when DECIDING to choose a place to eat
out or takeout in THE MORNING?

Food quality

Price

Cleanliness

Space

Convenient

Good review

Serving time

Good service

Food quality

Price

Cleanliness

Space

Convenient

Good review

Serving time

Good service

81.01%

88.06%

60.76%
61.19%

67.09%
73.13%

58.23%
47.76%

40.51%
40.30%

53.16%
35.82%

21.52%
4.48%

27.85%
19.40%

@ From18-24yearsold @ From 25-34 years old

78.13%

58.54%
64.06%

U nes%

67.19%

51.22%
56.25%

6%

39.06%

47.56%
42.19%

14.63%
12.50%

I ¢ 39%

23.44%

© Male @ Female

89.02%
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Q20 | Tiéu chi ban cho la quan trong nhat khi
QUYET DINH chon chd di dn ¢ ngoai hay
mua mang vé vao bira CHIEU TOI?

From 18-24 years old | 46.84% 11.39% 13.92%

From 25-34 years old | 68.66% 16.42%

Which criteria do you consider the most

important when DECIDING to choose a 2 | uswoe o
place to eat out or takeout in the EVENING?
Food quality Price Cleanliness ’ Space . Convenient . Good review
. Serving time . Good service
Q21 | Ban thuong sur dung nén tang mang xa hdi
) 68.35%
3 A 0 A1 1 131 Facebook/ Facebook Reels
ndo dé xem nhiimg noi dung review/gidi N | .
thiéu hang quan?
68.35%
. . . TikTok
Which social networking platform do you i e
often use to watch eateries review/introduce 22.78%
YouTube/YouTube Shorts
7.46%
content? -
29.11%
Instagram

2.99%

From 18-24 years old . From 25-34 years old

67.07%
Facebook/ Facebook Reels
75.00%

78.05%
TikTok
59.38%

14.63%
YouTube/YouTube Shorts
17.19%

7.32%
Instagram
29.69%

I

Male . Female
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Q22 | Ngoai mang xa hdi, ban thuong tham khao
91.14%
thém thong tin vE hing qudn tlr e nguon | |
\ (7 -
nao: 43.04%
. . . Review websites
Besides social networks, which sources do N s s2%
you often get more information about 253%
TV, newspaper
. 5.97%
eateries from? |
2.53%
No other source
F2.99%
From 18-24 years old ‘ From 25-34 years old
93.90%
Friends, family, collegues

34.15%
Review websites

46.88%

2.44%

. 6.25%

0

No other source
F 6.25%

TV, newspaper

Male @ Female

Q23 | Xét tong thé, ban tin tudng vao cac thong
From 18-24 years old

di€p hay ndi dung food reviewer TikTok

truyén tél 6 Il’lﬁ’C d@ Ilé.O? From 25-34 years old

Overall, how do you trust the messages or

content provided by TikTok food reviewers?

Male

Female

Very untrusting Untrusting ‘ Neutral . Trusting . Very trusting
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Q24

Nhiing ti€u chi danh gia nao quan trong
khién ban tin tuéng vao thong diép hay nodi
dung trong video ban xem review/gidi thi¢u
am thuc trén TikTok?

Which criteria are important to make you
trust the message or content in the food

review videos that you watch on TikTok?

Good image quality

Clear voice

Reviewer's credibility

Crowd at the venue

Kitchen footage

User's comments

67.09%

I

54.43%

46.84%

28.36%

17.72%

17.91%

56.96%

43.04%

Good image quality

Clear voice

Reviewer's credibility

Crowd at the venue

Kitchen footage

From 18-24 years old . From 25-34 years old

59.38%

67.07%

50.00%

28.05%
51.56%

12.20%
25.00%

51.56%

29.27%

User's comments

Male @ Female

77.61%

65.67%

68.66%

81.71%

70.73%
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Q25

Ban sé& thich xem video review/gi6i thiéu am
thuc ¢6 thoi lugng nhu thé nio trén nén tang
TikTok?

Which length of food review/introduction

video would you like to watch on TikTok?

From 18-24 years old

73.13%

From 25-34 years old

Female

1-1.5 minute . 1.5-2 minutes . Longer than 2 minutes

Q26

TikTok c6 anh hudng dén lwa chon va hanh
vi giéi thiéu dja diém in udng cua ban?
How does TikTok influence your choice and
behavior of recommending places to eat out

or takeout?

From 18-24 years old

From 25-34 years old 53.73%

Male

12.50% 17.19% 32.81%

Female

No impact Few impact . Neutral . Impact . Strong effect

[Back to previous sections:

The target audience’s behaviors -> Survey results and key findings

The selection of main platform and supported platform -> Survey results and key findings]
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Appendix B1
Interview transcript #1
Interviewer: Tri Nam Anh
Interviewee: Student at Ho Chi Minh City Medicine and Pharmacy University.
Interview Setting: The interview took place on Google Meet, at 10 am September 16.
Affiliation with interviewee: Long-time friend.
Transcript (in Vietnamese):

Interviewer: Chao ban, minh rit cdm on vi ban d3 c6 mit tai budi phong van ngay hom
nay. Nhu minh d3 dé cap trong to consent form trude d6, budi phong van nay s& dugc ghi am lai
dé phuc vu cho muc dich nghién ctru. Ban s€ nhan dugc mot ban transcript cho budi phong van
nay dé c6 thé kiém chung lai cac thong tin trén d6. Ban ¢ thiac mic gi trude khi ching ta bt dau
budi phong van khong?

Interviewee: Minh ok nha, ban c6 thé bit diu phong vén 4.

Interviewer: Ban giéi thiéu so vé ban than kiéu dang sdng dau, hoc dau, c6 di 1am hay
dang thuc tap khong?

Interviewee: Minh hién tai van dang hoc ¢ dai hoc y dugc, lau lau c6 di truc d€m ¢ bv
dai hoc y duogc. Hién tai minh van séng v6i ba me ¢ Q.8

Interviewer: Minh thiy ban c6 danh sang va trua 1a hay di an & ngoai/mua mang vé 4,
cha yéu 1a do ban khong c6 thoi gian hay sao?

Interviewee: U thi kiéu sang di hoc som 4y, ciing tiy ngay c6 ngay minh di xe may cta
minh, c¢6 ngay minh bat xe bus di nén gan nhu khong c6 thoi gian ma lam bita sang. ngiy nao

minh di xe may thi chd nao tién duong thi ghé v6, miy bira gap qué 1a minh thuong mua 6 banh
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mi 1di chay t6i trudng vao 16p rdi mai an. Trua thi tiy budi. Ti thi minh vé nha dn com vs ba
ma .

Interviewer: La c6 ngay ban trua la dn ¢ nha, c6 ngay trua la ban di dn ngoai ha?

Interviewee: Bita nao ma hoc sang t6i chiéu 1a minh in trua & gan trudng ludn, con bita
nao hoc sang khong thoi thi minh vé nha an com.

Interviewer: Thuong thi cac trudng s& cd co canteen dy. Vay ban thiy & trudng budi trua
thi da s6 sinh vién chon di dn ¢ canteen hay di dn ¢ bén ngoai.

Interviewee: minh thi thay tui no ra ngoai an nhiéu hon 13 in tai canteen truong, minh 1a
thuong di ra ngoai an 4 vi dd ngon hon, da dang hon.

Interviewer: Vay thudng thoi quen di dn ngoai ciia ban 1a nhu thé nao ay? Ban c6 thé
chia sé viéc d6 gitip minh dugc khong?

Interviewee: Bita nao di xe thi minh sin sang di an chd tudt Q.6 ludn 4, cho binh tay 4,
ma bita ndo di xe bus thi minh kiém chd gan, ma nhiéu khi thang ban né ¢ xe chd minh di 4 nén
ciing ko kho khan 1am.

Interviewer: Minh thiy ban cai tiéu chi 4n sang n trua ban c6 danh vo 6 "chét lugng
moén an", "gia cad", "hang quan sach s&" va "thuan tién, thuan duong". Vay ban gidi thich nhiing
lya chon nay ctua ban khong?

Interviewee: Kiéu minh mudn chd nao an hop khéu vi, hop tui tién minh, an v6 khong bi
tao thao rugt va kiéu no... tién cho minh 4, tie 1a tiét kiém thoi gian ne, roi a kiéu minh cling
khong c6 tran tré nang luong téi mirc di nay di no vao budi trua dau, kiéu kiéu vay.

Interviewer: Trong ciu hoi “Xét tong thé, ban tin tuong vao cac thong diép hay nodi dung
food reviewer TikTok truyén tai & mic do niao?”thi minh thay ban c6 chon dap 4n 1a trung 1ap

éy, tai sao ban lai chon dép an do éy‘?



146

Interviewee: Minh thi thuong s& chi dn ¢ nhitng quan quen ctia minh 1a cha yéu. Khi coi
nhiing clip review trén Tik Tok d6 thi thudng minh s& khong tin tudng ngay. Biét dau do 1 bai
quéang cdo tir quan thi sao. Vi thudng khi xem nhiing clip 6 thi minh ciing hay coi dudi phan
comment xem moi ngudi nodi gi nita dy. Vi thudng viéc minh tin tudng vao nhitng clip review
quan an d6 hay khong ciing c6 phan phu thudc vao gid ca ciia cac quan in d6 nita. Néu nhu gia
cao thi minh ciing khé dé tin tuong duogc cac clip d6 do budget cia minh ciing khong nhiéu nén
néu bo tién ra thi minh van mudn chic chin nhitng quan n d6 hop véi khau vi ciia minh.

Interviewer: Vay ban c6 dong y rang Tik Tok c6 anh hudng dén lya chon va hanh vi
giéi thiéu dia diém an udng cua ban diing khong a?

Interviewee: Minh kha dong ¥ v6i y kién nay 4y. Du c6 déi lac nhitng review trén Tik
Tok khong dung véi thyc té 1am nhung noéi chung 1a trai nghiém an udng ciia minh ciing phong
phii hon 1a nho n6 ay. Minh chi can coi va c6 chon loc hon thi khong dén ndi nao dau.

Interviewer: Cam on vi nhiing chia sé ciia ban. Ban con mudn chia sé gi nita khong a?

Interviewee: Minh nghi la nhiéu d6 thoi ay.

Interviewer: Minh cam on ban rit nhiéu vi da chia sé y kién ctia minh vé van dé nay
nha. Nhirng chia sé ctia ban s& 12 ngudn thong tin v6 cung quy bau cho bai nghién ciru ciia nhém
minh. Ban ghi chép vé cudc phong van nay s& dugc giri dén cho ban trong vai ngay nita nhé. Mot
1an nita thi minh xin cam on ban rat nhiéu vi da c6 mit trong budi phong vin ngay hém nay.
[Back to previous sections:

The target audience’s behaviors -> Interview results and key findings

The selection of main platform and supported platform -> Interview results and key findings]
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Appendix B2
Interview transcript #2
Interviewer: Tri Nam Anh
Interviewee: Freelancer.
Interview Setting: The interview took place on Google Meet, at 10 am September 17.
Affiliation with interviewee: Long-time friend.
Transcript (in Vietnamese):

Interviewer: Chao ban, minh rit cdm on vi ban d3 c6 mit tai budi phong van ngay hom
nay. Nhu minh d3 dé cap trong to consent form trude d6, budi phong van nay s& dugc ghi am lai
dé phuc vu cho muc dich nghién ctru. Ban s€ nhan dugc mot ban transcript cho budi phong van
nay dé c6 thé kiém chung lai cac thong tin trén d6. Ban ¢ thiac mic gi trude khi ching ta bt dau
budi phong van khong?

Interviewee: Ban ctr bat dau di nha.

Interviewer: Ban gidi thiéu so vé ban than kiéu dang sdng dau, hoc dau, c6 di 1am hay
dang thyc tap khong?

Interviewee: Minh séng voi gia dinh & Tan Binh, duong Dat Thanh gan duong Bac Hai
giap v6i Q.10. Cong viée hién tai cia minh khong cb dinh thoi gian. Minh ¢6 hd tro va lam host
cho cac budi stream ban hang dong thdi minh ciing build méy tinh freelance.

Interviewer: Ban lam viéc ¢ 2 noi khac nhau luon ha?

Interviewee: Minh lam tai nha hét ludn, khi stream thi minh chi ngéi 1 chd trudc camera

trong phong minh thoi.

Interviewer: Ban song va lam viéc & nha ludn, vay ban c6 it khi ra ngoai an nhi?



148

Interviewee: Trua thi minh 4n ¢ nha vi nha c6 niu com. Nhung sang nha minh khong c6
lam bira sdng, manh ai tu néy an, minh thi chay ra méy chd an sang rudt cia minh hodc order. Cé
khi minh day lac 9-10h séng thi bo bita sang ludn, tra an bu tai minh ciing d6i khi stream t6i tdi
khuya. Ti thi ngay thuong nha minh nu com, cudi tudn ca nha di ra ngoai an.

Interviewer: Minh dai khai nim duoc tin suét di dn & ngoai cua ban roi. Minh muén hoi
thém vé céc tiéu chi ban chon chd an ngoai vao bira sang cuia ban 4, khong tinh lac order app
nha, ban c6 thé tra 101 thém tai sao ban chon céc tiéu chi "Chat lwgng moén an, gia c4, hang quan
sach s€, thuan tién thuan duong" khong?

Interviewee: Vi minh thoi gian 1am viéc n6 khong ¢é dinh nén minh di nhitng quan minh
thdy ngon, dang tién nhung dimg c6 xa qu4, c& tir nha minh téi san phu tho thoi. An khong bi
dau bung la du sach v&i minh 16i. Thi noi chung no cling dya vao s6 tién bo ra, turc 13 vi du minh
thich 4n bun b, thi chd ban 80k 1 t6 minh s& doi hoi nhidu hon chd ban 40k 1 t6, ngon hon,
nhiéu hon, khong gian ngdi an chin chu hon céc thu.

Interviewer: Vay ti cudi tuan thi ban di n vs gia dinh thi thudng ca nha c6 nhiing tiéu
chi chon quan ra sao 4?

Interviewee: Thuong nha anh di nha hang, di cai nao né chat luong chang han nhu ¢ d6
an ngon, khong gian ngdi n6 thoai mai, phuc vu tot, néi chung phai xting dang voi gia tién.

Interviewer: Ban c6 tham khdo nhitng nha hang, hang quéan tir TikTok khi lya chd di dn
ngoai khong?

Interviewee: C6 chr, minh c6 6ng anh, 2 anh em cung lira, coi thiy nao ma ok thi cho
luu lai, co6 dip thi di.

Interviewer: D6 13 chi luc di kiém quéan in véi gia dinh hay nhitng dip khac lu6n?

Interviewee: Dip khac ludn chir, di an véi ban, di an mét minh con cé.
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Interviewer: Ma ban thay nhitng video review giéi thiéu am thuc trén TikTok nhu thé
nao?

Interviewee: Theo minh biét thi ¥ kién cta ban 1a trung 14p nhung ban c6 thé n6i thém
n6 mic nao 42 Minh khong quan tam tui food reviewer noéi gi, dung hon 1a minh khéng tin may
cai cam nhan cé nhan hay khéu vi, vi ¢4 nhan mdi nguoi mdi khac, co khi ho con nhan booking
chir dau that sy thdy ngon. Néi chung cho minh biét dia chi, ban gi, mén nd nhin nhu thé nao rdi
cai menu. Minh ty quyét dinh c6 di thir hay khong roi xac nhan né c6 ngon hay khong.

Interviewer: Cam on vi nhiing chia sé ciia ban. Ban con mudn chia sé gi nita khong a?

Interviewee: Chac nhiéu d6 la hét roi d6 ban.

Interviewer: Minh cam on ban rat nhiéu vi da chia sé ¥ kién cia minh vé van dé nay
nha. Nhirng chia sé ctia ban s& 13 ngudn thong tin v6 cung quy bau cho bai nghién ciru ciia nhém
minh. Ban ghi chép vé cudc phong van nay s& duoc giri dén cho ban trong vai ngay nita nhé. Mot

lan nira thi minh xin cdm on ban rat nhi€u vi da cé mat trong budi phong van ngay hom nay.

[Back to previous sections:

The target audience’s behaviors -> Interview results and key findings

The selection of main platform and supported platform -> Interview results and key findings]
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Appendix B3
Interview transcript #3
Interviewer: Tri Nam Anh
Interviewee: Seller at an electronic store.
Interview Setting: The interview took place on Google Meet, at 10 am September 19.
Affiliation with interviewee: Long-time friend.
Transcript (in Vietnamese):

Interviewer: Chao ban, minh rit cdm on vi ban d3 c6 mit tai budi phong van ngay hom
nay. Nhu minh d3 dé cap trong to consent form trude d6, budi phong van nay s& dugc ghi am lai
dé phuc vu cho muc dich nghién ctru. Ban s€ nhan dugc mot ban transcript cho budi phong van
nay dé c6 thé kiém chung lai cac thong tin trén d6. Ban ¢ thiac mic gi trude khi ching ta bt dau
budi phong van khong?

Interviewee: Ok nha ban.

Interviewer: Ban gioi thi€u so vé ban than kiéu dang séng dau, hoc dau, co6 di lam hay
dang thuc tap khong?

Interviewee: Minh sng ¢ Q.10 va lam viéc & quan Binh Thanh. Cong viéc ctia minh 1a
nhan vién ban hang ¢ cua hang dién may.

Interviewer: Minh thay ban hing ngay déu c6 di dn ¢ ngoai hay mua mang vé, ban
khong c6 thoi gian dé ndu an hay sao?

Interviewee: Khong co6 thoi gian vao bira sang thi diing, con trua thi minh di lam thi dau
c6 ranh vé nha, mua d6 xung quanh chd lam théi.

Interviewer: Con bira toi thi sao?



151

Interviewee: Tdi thi minh vé nha niu an, ndi chung cling méy moén nhanh gon le théi, lau
lau trén duong vé thi ghé vo tiém an hodc c¢6 ban bé ru di choi thi méi khong an téi ¢ nha.

Interviewer: Minh biét dugc rang vio bita sang. Ban quan trong nhét yéu té thuan tién
theo cung la "chét luong moén an", "gid ca", "hang quan sach s€", ban c6 thé chia sé 1y do ban
chon nhiing tiéu chi nay?

Interviewee: Thi sang di 1am minh khong c6 thoi gian dé ma di tan huong am thyc, tré
gior 1am dau ¢ dugc, nén xung quanh gan nha minh c6 gi thi minh an niy hodc bira nao khong
thich thi sang gan chd 1am ciing c¢6 nguoi ban db 4n sang. Cai chinh 1a nhanh gon l¢ dé minh di
lam dung gio. Con chat luong vai gia ca thi dung hon 14 cai khau phan ¢ xtng véi gia tién
khong, minh da an thi phai an no. "Hang quan sach s€" thi n6i chung minh an v6 khong bi dau
bung 14 duoc rdi chir khong co gi cao siéu ca.

Interviewer: Trua ban ciing vay ludn hay sao? Vi minh thdy ban danh y chang luén.

Interviewee: Khong han, vi minh c6 yéu cau cao hon vé chat lwong moén an, kiéu minh
mubn an ngon ludn chir khong phai dn bé bung chdng déi cho xong gidng sang. Trua thi minh
duogc nghi 1 tiéng rudi nén minh sé& thoai mai hon, bot gap gap hon budi sang cho nén minh di an
méy chd minh biét ban d6 ngon, tat nhién 1 phai gan chd lam.

Interviewer: Minh hiéu rdi, ma may dip ban ¢ an tdi & ngoai thi ban ¢6 lya quan giéng
bira trua khong?

Interviewee: Lic c6 luc khong, néu chi tinh luc di choi thi thuong di choi trude rdi an gi
tinh sau, con miy ltc tan lam vé nha thi minh tién ngoai duong l4i xe thi di an méy chd xa xiu
ciing dugc. Vi lai minh c6 coi ba cai review quan an trén tiktok nén ciing c6 di thir may quan
ma minh to mo, 1au l4u 16i ra dugc may quan xin so lim chu.

Interviewer: Cam on vi nhiing chia sé ctia ban. Ban con muon chia sé gi nita khong a?
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Interviewee: Nhing gi can noi minh n6i hét roi a.

Interviewer: Minh cam on ban rat nhiéu vi da chia sé ¥ kién cia minh vé van dé nay
nha. Nhirng chia sé ctia ban s& 13 ngudn thong tin v6 cung quy bau cho bai nghién ciru ciia nhém
minh. Ban ghi chép vé cudc phong van nay s& duoc giri dén cho ban trong vai ngay nita nhé. Mot
1an nita thi minh xin cam on ban rat nhiéu vi da c6 mit trong budi phong vain ngay hém nay.
[Back to previous sections:

The target audience’s behaviors -> Interview results and key findings

The selection of main platform and supported platform -> Interview results and key findings]
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Appendix C

Abstract of the research paper to attend the IEEE-ECEI 2024 conference

Title: Factors influencing dietary habits in Ho Chi Minh City after Covid
Abstract:

Four waves of the Covid-19 outbreak have had a significant impact on consumer
behavior in Vietnam, especially the strong increase in consumer demand for natural and
environment-friendly foods and those with health benefits after the pandemic. At the same time,
Ho Chi Minh City is making attempts to identify new and distinctive tourism goods to attract
travelers, with developing culinary tourism being one of the city's tourism industry's major
priorities. This study was carried out to better understand the changes in eating habits of
Vietnamese people in Ho Chi Minh City in order to determine the best and most sustainable
growth path for the F&B business in Ho Chi Minh City in particular and Vietnam in general.

The study involved a survey with 385 participants and in-depth interviews to
comprehend the changes in eating habits that have occurred since the outbreak and the causes for
those changes. Furthermore, the study investigates the pandemic's influence on Vietnamese
eating habits. The results indicated that they adjusted their eating habits to be healthier in order
to boost their resistance owing to the fear of getting Covid again. The study also throws light on
the need for transformation in the Ho Chi Minh City F&B business. The findings indicate that
considerable adjustments in restaurant standards, as well as the development of healthier foods
that are consistent with current eating preferences, are required.

Overall, this study underlines the significance of shifting the growth direction of the

F&B business in Ho Chi Minh City, as well as the need to encourage the F&B industry towards
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sustainability via tasty cuisine that meets food hygiene and safety requirements and is beneficial
for health.This study also gives important information on changes in Vietnamese cuisine trends
in Ho Chi Minh City and the reforms required for the F&B business here, making it one of the
most practical contributions to Ho Chi Minh City's culinary tourist policy.

[Back to previous section:

Recognition and achievements -> Academic achievement]




