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~ } Introduction

.

Overview of the performing
art market in the world

The story and the reason to
choose business




& 1.Definition of Contemporary Theater

The main objective is to
Known as a type of art that Carry the breath of the D th _ _
integrates various elements, y _ oe.s Mot frave pre get the public to react,
including art, dance, and music most modern things established stage rules often by opening a

debate.



@ 2 0verview of the performing art market in the world
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Brief history

- Performance art originated in the early 20th
century with futurism

« Inthe 1990s, hecame popular by addressing
various social issues

« Inthe 1960s and '/0s, characterized by
spontaneity, audience interaction, and
political activism

0 VU 0 U

The quintessence of Tokin



& 2 Overview of the performing art market in the world

The Performing Arts market situation in the World J Before Covid-19

Performing Arts audiences mostly attended Museum and Heritage, and 19 said that they had
seen a Play in the Mainstream and 199 in Contemporary type had been to a live music gig.

In the 12 months before the pandemic:

« 19% had seen a play, 12 months before Covid: Performing Arts
Popularor Mainstream:  + 334179 had seen a musical, audiences were also attending...
* 4% had seen the opera, 80%
Classical Arts: * 5% had seen the ballet,
* and 7% had attended a classical music concert. 29% 29%
--------------------------------------------------------------- 14%
* 3% had seen contemporary dance, | |
Contemporary or Modem: 314 19% had been to a live music gig. Visual Arts Literature Outdoor arts Museum &
"""""""""""""""""""""""""""""""""" Heritage
12 months before Covid: Performing Arts audiences were also In-person Attendance: In the 12 months before the
attending pandemic

(Source: The Audience Agency, 2023) (Source: The Audience Agency, 2023)



& 2 Overview of the performing art market in the world

The Performing Arts market situation in the World J After Covid-19

r Annual growth rate (CAGR) of 16.2%
g rose, from $156.04 billion (2020) to
Dance covered 3]_60]0, $]8]39 hillion (202])

largest compared to other
competitors.

The
market
statistics

[ e 221

Expected to reach
$244 6 billion in 2025.

Annual growth rate (CAGR) for other
categories is 9.6% from 2020 -2025.



@ 2 0verview of the performing art market in the world
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. Companies displays significant fragmentation

. The overall market is highly competitive and
diverse

AN




& 3.0verview of the performing art market in Viet Nam

Performing arts in Folk performing arts have Since 1986 renovation,
Vietnam is an important existed for thousands of professional performing
part of cultural heritage years and are often arts have hecome more

with its diversity and passed down via developed
depth generations




& 4.The story and the reason to choose business

A place to preserve and develop traditional

Vietnamese culture
J
)
Address the challenges faced by actors in theater:
unemployment, low salary
J

A platform for talented young individuals to advance \

their careers and contribute to the growth of vietnam's
dramatic arts sector.

J




@ 5.Company Introduction

About Artist Tran Luc

Tran Luc was born in Hanoi on September 15,
1963, in a family with an artistic tradition.




«® 5.Company Introduction

Type of company: Private company and limited liability

Company’s name: LucTeam Contemporary Art Theater

Slogan: “The contemporary breath in the essence of the
East”

Location: Gate 1, Hacinco Student Village, 79 Nguy
Nhu Kon Tum, Thanh Xuan District, Hanoi




& 5.Company Introduction

Company Description J

Mission
We committed to delivering the most special
and unique artistic experiences to the
audience by blending creativity, modernity,
with the desire to preserve cultural and

artistic values, inspire, and elevate the lives
of all. y

Vision
By 2028, LucTeam will become an icon
of contemporary theater in Vietnam,

symbolizing innovation, creativity, and
serving the spiritual life of humanity.

Core Value

+ INSPIRATION + COLLABORATION + CREATIVITY + PASSION




& MARKET ANALYSIS AND VALUE PROPOSITION




@ 1. Market potential

The potential of the Global Contemporary Theater Market J

\ll
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Post-Covid Diversityand  Social Relevance  Role of Young  Financial Support
Growth and Innovation and Activism Talent
Industry Leaders




@ 1.Market potential

The potential of the Vietnam's Contemporary Theater Market J

Cultural Richness Government Support Growth in Entertainment
of Vietnam for Gultural Industry
Development
Innovative Fusion of International Challenges in

Storytelling Collaboration Contemporary Drama



& 2 Market trend analysis

1. Trend of interest in mental health J

Figure 1
The Share of Adults Reporting Symptoms of Anxiety and/or Depressive
Disorder During, the COVID-19 Pandemic

April 2020 February 2021 February 2022 February 2023

MNOTE: Agril 2020 is the cariost data avallable. Adults having symptoms of d or anxioty disorder wore detormined based on having a
score of 3 or more on the Patient Health Guestionnaire (PHG-2) andor Generalized Ardety Disorder (GAD-2) scale. The reference period for the KFF
GAD-2 and PHO-2 questions changed from the “past T days” 1o the "past 2 weaks® baginning in August 2021; however, trends remained stable.

SOURCE: KFF analysis of U.S. Census Bureau, Household Pulse Survey, 2020-2023.




& 2 Market trend analysis

Performing arts activities have a positive impact
on reducing anxiety, stress and depression.

Vietnamese people are showing a stronger
tendency to access and pay attention to products
of the performing arts industry to have a healthy,
positive and optimistic spiritual life .




@ 2 Market trend analysis

3. The trend of preserving traditional cultural and artistic values J

In recent years, traditional cultural values, have
always been focused on preserving and
promoting.

Many activities to introduce and bring
traditional art forms closer to the public have
been carried out by young people with full
enthusiasm.




& 2 Market trend analysis

4. The trend of integrating digital technology into performing arts J

- Technology is increasingly developing and is increasingly
making a major contribution to the performing arts

industry.
:"ﬁ Lighting

Scenic

Projection




@ 3.Market analysis

Main Product:
Drama, Puppetry, Opera, Cairo
jess, Opera-ballet

Price:

VVIP ticket:399.000VND
VIP ticket: 299.000 VND
Regular ticket: 199.000 VND




@ 3.Market analysis

Youth Theater of Vietnam

\ S5 Main Product:
- Drama, Singing, Dancing, Light
music, Ethnic music, Pantomime

Price:
« From 100,000VND to 180,000VND




@ 3.Market analysis

Vietnam National Drama Theater

Main Product:
« Classic drama, Modern drama

Price:
« VVIP ticket: 550,000 VND
- VIP ticket: 450,000 VND
- Standard 1: 350,000 VND
- Standard 2: 250,000 VND




@ 3.Market analysis

CGV Cinema Royal | The Quintessence of | Vietnam National

Tonkin Puppetry Theatre

From 65,000VND  From 200,000VND  From 120,000VND to
to 150,000VND to 600,000VND 400,000VND

Mixed art

performing Water Puppetry

Movies



@ 3.Market analysis

Lesson and practical experience J

Analyze competitors
Focus on quality and build a reasonable
and service attitude 928! business strategy

Pay attention to the
choice of construction
site



& 4. SWOT Analysis

Strengths

- Director Tran Luc with extensive experience

- A team of young actors, grasping modern trends
-The stage style "Uoc le - Bieu hien”

- The participation and advice of renowned artists
- A diverse range of services

-Central location easily attracts customers

Opportunities

-The public's need to enjoy art is increasing.

- Contemporary theater tends to be popular in the art
market.

-The trend of cultural tourism development in Vietnam.

- The younger generation preserves Vietnam's cultural and
artistic traditions.

-The diverse development of various forms of media.

Weaknesses

-As a relatively new theater company

- The actor training process is lengthy and time-consuming.
- Financial resources are limited.

- Organizational operations still have several shortcomings.
- The innovative theatrical style may not appeal to
everyone's artistic tastes.

Threats

- Facing competition from various other artistic and
entertainment sectors.

- Facing competition from other theater companies.
-Many audiences prefer traditional theater over
innovative contemporary forms.

- Copyright enforcement in Vietnam is still not well-
defined.



«® 5. Customer Segmentation

Survey Method J

Interview 1:1 Survey Online Customer Persona



& 5. Customer Segmentation

1. Interview 1:1 J

The sample consist of 14 interviewees
Age range from 18 - 45
Have lived, studied or worked in Hanoi
All interviewees have watched LucTeams plays

-The difference between middle-aged and young audiences’ reasons for coming to see
plays

-LucTeam's unique blend of classic and modern principles attracts clients

- Unsatisfied customer elements in the play

-Suggestions for improvement —



¥ 5. Customer Segmentation

2. Survey Online J

DEMOGRAPHIC SEGMENTATION

Classification Primary customers Secondary customers
Demographics
Age 18 - 34 years old 35 - 50 years old
Gender Male, female Male, female
Income Income over 8,000,000 VND

What is your age?

R 4-0%
18.4%
39.9%
30.5%
Under 18 From 18-24 From 25-34 From 35-49 Above 50
What is your income?
B.6%
15.2%
11.0%
26.7%
38.5%
Under 5,000,0000ND From 5,000,000-10,000,000VHND Above 10,000,000-15,000,000VND

Above 15,000, 000-20,000,000VND Above 20,000,000VND



& 5. Customer Segmentation

2. Survey Online J

GEOGRAPHIC SEGMENTATION

HaNoi Density:
wot” 2 398 people /km?

HaNoi Population: @
8,418,883

(Source: World Population Review, Recited by Hanoitop10.net, 2022)



& 5. Customer Segmentation

2. Survey Online J

PSYCHOGRAPHIC SEGMENTATION

-Find an entertainment space after stressful working
hours

- Enjoy relaxing time with family or friends
- Prioritize the meaningful content and quality of the play

- Consider the reasonable ticket price and the play's
timing to fit your busy schedule.

Why do you choose contemporary theatre to entertain?

Enjoying art

Looking for entertainment
Spending time with family or
friends

Suppoert and promete the

nit of contemparary

theater arts

Curiosity and having never
experienced it before
Admire the dinector or actors

0 50

Rate the following factors based on your needs?
{1: Very unimpertant; 5: Very impertant)




& 5. Customer Segmentation
Influential factor

2' S u rvey 0 n I I n e J Where do you find information about contemporary theatre performance?

BEHAVIOR SEGMENTATION

Frequency of participation

How often do you watch contemporary theatre?

200

Spending habits

range you are willing to spend on a contemporary play

aran
' Rarely (every 2 - 3 months) Occaslonally (once a month) & Regularly (once a week) @ Only go when needed @ Never

0 Under 200,000 VND Over 200,000 VND to 400,000 VND ) Over 400,000 VND to 500,000 VND
@ Over 500,000 VND to 1,000,000 VND @ Over 1,000,000 VND




@ 5. Customer Segmentation

l
LUONG THI TRA MY

AGE: 26

GENDER: FEMALE
LOCATION:CAU GIAY, HA NOI
OCCUPATION : OFFICE WORKER

INCOME : 15,000,000 VND PER
MONTH

GOALS

* Connect with people who share an
interest in contemporary drama

* Explore diverse cultural perspectives and
social realities through art

* Want to participate and comment on
contemporary plays

* Want to gain new perspectives through
contemporary dramatic art

BEHAVIORS

* Regularly attends contemporary
theater performances, averaging 7-8
visits per year.

* Use social networks daily and always
update new trends

* Often go to the theater with family and
friends

* Prefers mobile ticket booking and

paperless options for convenience.

PAIN POINTS

* Free time is limited due to busy work

* Want to have more interaction with
actors and directors to better understand
contemporary dramatic art

* Atheater space that is too small, too
crowded with an audience, or an
inappropriate setting can make her
disappointed

* High ticket prices for theater
performances can be a barrier to regular
attendance

HOW WE CAN ENGAGE

* Free time is limited due to busy work

* Want to have more interaction with
actors and directors to better understand
contemporary dramatic art

* A theater space that is too small, too
crowded with an audience, or an
inappropriate setting can make her
disappointed

* High ticket prices for theater
performances can be a barrier to regular
attendance



¥ 5. Customer Segmentation

I
TRINH TUAN HOANG

AGE: 22
GENDER: MALE
LOCATION: HA DONG, HA NOI

OCCUPATION : STUDENT AT
HANOI ACADEMY OF THEATER
AND CINEMA

INCOME : UNDER 7,000,000
VND PER MONTH

GOALS

* Aims to hone acting skills and many

other skills in the theater and film
industry

Looking forward to working and gaining
experience with experienced consultants
in this field.

To develop his acting style and find his
own strengths

BEHAVIORS

* Actively participates in college plays

and drama clubs

Has a strong passion for acting and
performing

Follow contemporary theater trends
and the latest acting techniques
through online platforms and theater
magazines.

Regularly attend theatrical

performances at the drama theater

PAIN POINTS

* Since he was a student, he wanted to

look for acting classes at an affordable
cost.

Balancing classes, work and acting
courses, wanting to find courses that fit a
busy schedule

Seek assurance that the courses will lead
to effectiveness and career opportunities

HOW WE CAN ENGAGE

* Offer discounted rates or flexible

payment plans for students

Offers courses in the evening or on
weekends to accommodate students'
busy schedules

Make sure instructors are experienced
professionals, delivering effective courses
with unique methods

Provide specific roadmaps and
personalized guidance to help students
develop their own unique acting style.



@ 5. Customer Segmentation

3. Customer Persona

HA TU ANH

AGE: 44
GENDER: FEMALE
LOCATION: HOAN KIEM, HA NOI

OCCUPATION : MARKETING OFFICE
STAFF

INCOME : OVER 20,000,000 VND
PER MONTH

GOALS

* Search for event venues for company
product launches or events

* Expect technical support and good
customer service

* Appreciate long-term cooperative
relationships when finding a suitable
lessor

* Search for stage locations that suit the
requirements of each event

* Location is central, easy to move

BEHAVIORS

* Search for event venues for company
product launches or events

* Expect technical support and good
customer service

* Appreciate long-term cooperative
relationships when finding a suitable
lessor

* Search for stage locations that suit the

requirements of each event

PAIN POINTS

* Balance venue rental costs with overall
budget

* Need a sharp technical team to support
the event and avoid risks

* Ensure the venue can meet
specifications for audio-visual and
lighting requirements

* Looks for modern and innovative
solutions to enhance events

HOW WE CAN ENGAGE

* Highlight LucTeam's stage as a flexible
and creative event space, capable of
hosting a diverse range of live
performances.

* Offers flexible pricing options and
tailored packages for shows of varying
sizes and budgets.

* Provide an experienced in-house
technical team to support event
execution and rehearsal.

* Demonstrates LucTeam's commitment
to event organization activities

* Facilitate cooperation with artists and
celebrities to improve the effectiveness
of the event




& 6.Value Proposition

: < Innovative acting and script
Unique stage concept 0]

A revolution in stage 05 The combination of modern

language and traditional stage design.

An interactive art experience: 03 Dedicated customer service
Beyond the performance process




Key Partner

Experienced artists and lecturers: Artist
of people Trung Anh, Director Le Hoang,
Artist Ta Vu Thu, etc.

Stage construction and design: Sdragon
is chosen by Lucteam as a partner to
construct and design the stage.

Design and Sew Uniforms: Soc Uniform is
a valuable partner for Lucteam due to its
numerous advantages

Makeup & stylist: Tina Le has never
disappointed Lucteam when it comas to
her. She is also one of the few Vietnamese
people who have been officially trained
and certified by Make Up For Ever Paris

Costumes and props for actors:
WonderX can meet the needs of Lucteam
in the fastest time, with the most beautiful
and quality costumes.

Card payment service provider: Which
includes banks in Vietnam such as
Vietcombank, TPbank, as well as e-wallets
such as Momo, Zalopay, Viettel Pay, Visa,
Mastercard and Vnpay

Key Activities

Center management: Oversea operations
and create favorable conditions for
LucTeam

Financing, accounting, billing: Impeortant
to to sustain operations, boost revenue
Servicing motif: Make audience feel
impressive about our products

Marketing Activities: Reach more
audience with marketing plan and insights
Customer service: Maintain positive
relationships with the customers
Maintenance: Ensure that technical
equipment functions well

Key Resources

Financial Resources: LucTeam’s owner
capital worth ... from equity

Human Resources: In the most likely caze,
wa have: | CEQ, Product Development
Department (2 teachers, | director & 5
actors), Customer Relations Development
Department (1 sale associate & | custormer
service staff), Finance Department (1
accountant), Marketing Department (1
staff), and Human Resources Department
(1 staff).

Cost Structure

Our first year's initial costis 519,487,000 VND, including:

= Legal Procedure: 10,000,000 YND
« Rent: 240,000,000 VND
» Equipment: 100,727,000 VND

« Software, Sales Computers: 26,200,000 VND

= Printing: 2,150,000 VND
= Furniture: 55,170,000 VND

« Renovation & Reconstruct Fea: 85,240,000VND

& 1.LucTeam Business Model Canvas

Value Proposition

Unigue stage concept: LucTeam will
showcase short excerpts close to the
audience, enabling them to perceive every
maovement of the actors and listen to
every breath of artigtry

A revolution in stage language: The Uos
le - Bieu hien" stage language which
means that actors will express their
emotions strongly via actions

Alinteractive art experience - Beyond
the performance: After each
performance, LueTeam will have a 30-
minute cenvarsation with the audience to
deeply connect and improve ourselves

Innovative acting and script writing
courses: LucTeam also offer courses in
acting, scriptwriting and theater directing.

The combination of modern and
traditional stage design: LucTeam
provide modern facilities adapting to each
play, yet we still emphasis on creating a
traditional stage atmosphere to evoke a
classic and cozy ambiance

Dedicated customer service process:
LucTeam is also deeply committed to the
audience's experience and provides
dedicated customer care services.

Customer Relationships

Frequency of LucTeam interactions on
social media: LucTeam will maintain daily
interaction from daily posting in Facebook
and TikTok. The contents of LucTeam
include:- Short videos about performance
preparation - LucTeam's daily routine -
Interesting information about the history
of the LucTeam and plays. LucTeam also
has a hotline as well as Sale Associate and
Custorner Services team via Facebook
and other media channels to support
customers.

Distribution Channels

LucTeam is currently using 3 main
channels to distribute and promote
products, which are Website, Facebook
and TikTok.

Revenue Streams

« Selling tickets for plays: 200,000 - 4560,000VND

= 15-lessons courses: 4,500,000VND

« 30-lessons courses: 8,000,000VND

« Stage rental service (7hQ0 - 14h00): 6,000,000VND
« Stage rental service (15h00 - 22h00): 7,000,000VND

Expected revenue by year in meost likely case: 3,845,100,000VND

Customer Segments

From our surveys and interviews,
LucTeam's segmentation is individuals
mainly aged 18-34 who have an interest in
drama arts and possess the financial
capability to engage with our offerings.
These people are intrigued by novel forms
of expression, interested in culture, and
creative. They often have creative,
sociable and open-minded personalities.
They also actively engage in the artistic
community, discussing artworks and
participating in various art events.



L '} KEY ACTIVITIES PLAN
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a1 | Key activities v* | Distribution Channel
¥ | Center structure @ | PESTEL Strategy

o | Keypartners % | Marketing mix

igi = Keyresources £ | Marketing plan



@ 1.Keyactivities

Financing,
Customer Service

accounting, billing °

Servicing motif . Maintenance







& 3.Key partners

Experienced
artists and
lecturers

Stage
construction and
design

Design and Sew
Uniforms

Sbragon

#Exhibition eEvent elnterior

Makeup & Stylist

Costumes and props
for actors

Card payment
service provider

I Zalo
NPAY mqstercu rd






@ 5. Distribution channe

COMING SOON

ticket" overiy  overy mv

Vé canhac Viin héa nght thudt Tour Thé thao Vié méy bay / Khich san Vié em phim

PPdS

Biip bé
_ LUC

T

LucTeam

Intro Featured

Rap Hong Ha

0243.788.00

; 7 O ! ; Gich b 3 é én da

VEDEN  MUAVE  DENVEN HINHANH  (GIGITHIEU  THONGTIN lk' ("“ ban (I) 10 dl“ln I”“\,"’dl‘):)

& Hoang ran Luc aviaThu
Dién vién

V6 Hoai Vi - Anh bdi
Dinh Thu Hién - Co gai

Welcome To LucTeam

Hoi thé Duong Dai trong tinh tiy Phuong Déng

LEARN MORE

Indirect Channels




& 6. PESTEL Strategy

Environmental: Too rapid
urbanization can cause adverse
impacts on the environment if not
managed carefully

Legal: Follow various laws such as Law of
establishing of a company, licensing
activities, Safety regulations and

copyright

Technological: By the beginning of 2023,
Vietnam has nearly 78 million internet users,
more than half of them using it for

entertainment (Vietnam Digital Report,
2023)

PESTEL
STRATEGY

Political: Communist Party of
Vietnam about Decree 15/2016/ND-
CP and Decree 79/2012/ND-CP

Economic: GDP is estimated at 409
billion USD in 2022 (GS0), Moreover,
Vietnam's GDP growth rate in 2022
increased by 8.029% in this time (GS0)

Social: A population of about 99 million
(Worldometer, 2023), 4.67 million VND
monthly income (GSO, 2022). Increase
interest in entertainment (Statista 2021)



& 7.MARKETING 7PS

IPs
MARKETING
MIX




¥ 7. MARKETING 7PS

Short play excerpts



& 7.MARKETING 7PS

PRODUCT ] Acting & Script Writing
training course

Basic acting course
15 sessions

Advanced acting course
30 sessions

Basic script writing course
15 sessions

Advanced screenwriting course
15 sessions




& 7.MARKETING 7PS

PRICE
Short play
excerpts
Happy Ticket
250,000VND

Contemporary Ticket
350,000VND

Al Ticket
450,000VND




& 7.MARKETING 7PS

Renting stage service

Number of hours Rental price
1:00 am-2:00 pm 6,000,000VND
3:00 pm-10:00pm 1,000,000VND

PRICE ]
Acting & Screenwriting training course
Courses Price
First Steps to Acting - 15 session 4.500,000VND
course
Improving Acting Skills - 30 session 8,000,000VND
course
Screenwriting Basics - 15 session 4.500,000VND
course
Improving Screenwriting Skills - 30 8,000,000VND

Session course




& 7.MARKETING 7PS

PLACE

| ﬁ e ——
- (ate 1, Hacinco Student Village, /9 Nguy Nhu Kon Tum,
Thanh Xuan District, Hanoi

Eih i ’ — . T A U S — —_— T




PLACE

Ist floor

Exhibition Area

Waiting Room for Customers |




«& 7.MARKETING 7PS

2" floor

Actor's
Makeup
Room




«& 7.MARKETING 7PS

Digital Channel Community

share experiences, exchange knowledge,
and offer drama-related
recommendations

cultivate a sense of belonging and
camaraderie among its customers and
fans

encouraging lively discussions not only
about drama but also about the
distinctive services it provides.




O 1. MARKETING 7PS

PROMOTION |

Digital Channel Website

share information about the brand's
core values, goals, and mission.

Welcome To LucTeam

i wrong Pai trong tinh tity Phuong Péng

Interact with and support customers
through various tools

two-way communication channel with

customers offer detailed information
about the plays



«& 7.MARKETING 7PS

Nt wowm e tioh s

e —— 47
- : \ =
vy ., ‘o d
e S0 i

WORD-OF-MOUTH
carefully prepared, from studio specially printed banners serve both
decorations to inviting guests marketing purposes and sharing event

information



& 7.MARKETING 7PS

People manage the People who create plays People directly interact and
functional department and perform them take care of customers



& 7.MARKETING 7PS

TICKET SALES PROCESS AT THE
PROCESS |
THEATER TICKET BOOKING PROCESS 0O iyl
date, time, and location.

1 2 3 4
Sl O &
5 & 9« - 07

v Sell the tickets and
m print them right at the
counter
Select the Select the Provide their Receive booking
specific play type of payment confirmation

or production ticket information
Register you and o
provide directions to

the stage location



& 71.MARKETING 7PS

THE PROCESS OF ENJOYING THE PLAY

o1, @ ©8. 3 ©5.

confirmed ticket staff check customers' turn off their interact directly after the discussing and
or QR code of tickets, guide them to mobile phones with the actors performance ends paying tribute to
ticket seats and web browsing on stage meeting the actors the performance

02. 0, 06.



& 7.MARKETING 7PS

COURSE REGISTRATION PROCESS

Contact Lucteam

Fill out Registration
Document

o1 Stage directly via 03
phone number,
email
Learn the Choose a course that
course 02 suits their personal 04

goals and interests

Confirmation of
Participation and 06
Class Schedule

05 " 07
Tuition Payment

Take part in
the course

STAGE RENTAL PROCESS
02 ©%

Discuss facilities, sound
equipment, lighting and
other technical requirements

Discussgﬂals, specific @ Q3 I% Q)5

requirements, and Arranging stage setup,

d Provide with a d. lighti d
event dates M detailed price list — soun ,_|g INng an
/ \ technical checks.

& (&Y Oy

—_— —_—

Agreeing on the
terms and contract



& 1. MARKETING 7PS

LUCS
TEAM

Lin i e | : ugt thich » 8,7

LucTeam

ngudi theo doi

Trang - San pham/Dich vu

Kich ban
Lé Hoang

Pang chuy

LucTeam
S)

BE

THOI GIAN
20:00 | 2
DIA BIEM
Rap Hong Ha - 51 buang Thanh
HOTLINE
0862.466.577

Bién dao
Ta Vi Thu

Dao dién
Tran Luc

Am thanh Anh sdng
Tina Chan  Schol Nguyén

Dién vién Dién vién

(~LTELETOM o Dathich  Q Tim kiém

LucTeam
¢ e




& 1.MARKETING 7PS

L.L)J'C LUCTEAM
TEAM

NGUYEN LAM HANG




& 7.MARKETING 7PS

VE DIEN MUAVE DIEN VIEN HINH ANH GIGITHIEU THONG TIN

Welcome To LucTeam

Hoi th Puong Pai trong tinh tity Phuong Déng

LEARN MORE




& 8. MARKETING PLAN

g thi Budng Bai

g MARKETING PLAN
» Af ‘ -
ad %& {3 2023-2024

It coordinates company goals and
objectives. It defines the target market,
allowing us to segment them according to

your needs.




& 8. MARKETING PLAN

TEAM LucTeam

on e i | 8,2K Iugt thich « 8,7K ngudi theo déi
Baiviét  Gigithieu  Lugtnhic  Panhgia  Nguditheo ddi

Gidi thidu
Lucteam mang dén loai hinh san khdu Udc & - Biéu hién
Hoi thg DUONG DAl trong tinh tiy PHUONG DONG
Trang - San phdm/Dich vu

Céng 1 Lang Sinh Vién Hacinco 79 Nguy Nhu Kon Tum , Thanh
Xuan, Hanoi, Vietnam

862466577

Anh  Xemthém v

Péang chay

LucTeam
7thang 11-@

®, Khi s ménh gap nghé thuat, LucTeam
ra doi!

\vq’

Kich ban
Lé Hoang

Dao dién
Tran Lyc

Dién vién

BUP
(==

THOI GIAN
20:00 2023

DIABIEM
Rap Hong Ha - 51 Buong Thanh

HOTLINE
0862.466.577

Bién dao Am thanh Anh sang
TaViiThu Tina Chan  Schol Nguyén

Dién vién

CIZE) oo Qmen

LucTeam ‘
BUP BE” XUAT HIEN TAI SAN KHAU

LUCTEAM ¢
Lan ddu tién, sw b4t tay cua hai dao r

LucTeam Fanpage

Phase 1(15/9-15/10)
Reintroduce the brand

Phase 2 (15/10-15/11)
The needs of entertainment

Phase 3 (15/11- 31/12)
The expectation of customer



W 8. MARKETING PLAN

PILOT TESTING RESULT J

Higu qua Hangngdy Congdon () Hibugqua Hingngdy Congdon (D

S5 ngui tiép cin @ Lugt tifang tac vi ndi dung @ Nguéi theo d5i @ Phiit xem @ 58 nguéi tiép cin @ Lugt tirdng tac véi ndi dung @ Ngudi theo dai @ Phutxem ©

087K +ens | 87K + s 86K 50K - 8087K +ei | 87K 1

8,6K 50K +¢

S ngudi theo dai trén Facebook (1) Tinh/thanh phé'c6 nhiéu déi tudng nhat

1.000
80.000 $6'lidu chia nhé v&'s& ngudi tigp can Ha Nai
. 8.645 505
£0.000 Téng .
808701 7= Thanh phé H& Chi Minh
00 500 o
40000 Tii 58’ ngudi xem ty nhign 8.5%
20000 AATTT 1t 2ex D& tudi & gidi tinh © Hi Phang
2%
Tir quéng céo -
0 -
25Thang 15 Thang 10 4 Thing 11 762.586 " 2 ! 25 Thing 9 15 Thing 10 4Thang 11 Ba Nang
- 1.5%
= S5 ngudi tigp cin Tit & nguidi xem 1 nhién Tif quing cio
Thanh Héa
Higu qua Hangngdy Congdin 1.1%
Hiéu qua Hang nga Congdén () .
duq g gy 3 Thai Nguyén
56 nguéi tiép cin @ Lugt tueng te vei ndi dung @ Ngui theo di @ Bhit » _ 1.1%
808.7K 87K Tn s 50"]‘29 S8 ngus s cin © Lugt turang tic vai ni dung © theo d5i @ Shitwem © !
y T 8224% ’ ¢ 7S % . . en e Hai Dugng
8,6K 808,7K »un 87K e 8.6K 50K + I 0o
’ l
Bac Ninh
250 0% . . .- e e 075
18-24 25-34 35-44 45-54 55-64 65+
T 3333 . Ha Béng, Hanoi
S&'liéu chianhé vé s phit xem W N W Nam 0.7%
. 649% 351%
100 2500 Téng
49.978 1 s035%
1866
Lugt bé theo ¢di () T s& ngudi xem ty nhién
26 L3 833 9.635 16732

25"hang 9 15 Thang 10 £Thing 11
Tir quéng cdo

N R Facebook follower demographic (15/09 - 15/11/2023)

Phiit xem

Facebook like and new followers (15/09 - 15/11/2023) (Source: Meta Business Suite) (Source: Meta Business Suite)



@ 8. MARKETING PLAN

PRE - OPENING MARKETING STAGE J Duration: 1/1/2024 - 31/1/2024

Campaign's name: LucTeam- Spotlight Symphony
Campaign slogan: Experience the magic of live storytelling

Phase 1 Phase 2 Phase 3
- o Increasing Customer Awareness S
ngac;l:::g ﬂ:g gﬁﬂ?gnggger' and Engagement: interviews Post seeding articles to groups
experiences and insights with director and actors, and communities of theater
’ celebrate dedicated audience lovers

collaborating with KOLs



«& 8. MARKETING PLAN

g/mnd OPENING e &g  RunFanpage Facebook Ads

LUCTEAM CONTEMPORARY ART THEATER
(1/3/2024 - 7/3/2024)

:% DISCOUNT
M Q/ Run TikTok Channel Ads

Pr3 . Seedinggroup KOCs review

Duration: 1/3/2024 - 14/3/2024



& 8. MARKETING PLAN

OPENING MARKETING STAGE J

LucTeam
26thang 10- @
Th h' t . CONG BO KET QUA MINIGAME BOC THAM TRUNG THUGONG
e I es sco re' Xin chlic mifng 02 khén gia may mén da ting ho va dién "Bap B&" vao ngay 30/9 va 1/10 vira qua, HOTLINE

HIH H va tham gia dong gop y kién xay dung gilp Lucteam c6 thém nhiéu kinh nghiém va thau hiéu déi 4 b 0862.466.577
1 million cash, 02 Al Ticket L
Hen gap lai t&t cad moi ngudi vao ngay 28/10 sap t6i, con chd gi ma khong nhanh tay dat vé bang A ) .
CONG BO KET OUA MINIGAME

2nd highest scorers: CONG B0 KET QUi MINIGAME y =
500000 VND, 0] AI T|Cket 5 vé thuong thire vo kich "Bap Bé

thém
Tuan Anh - Ma 259
2 vé Bip Bé | HSD 31/12/2024 l() Giat nhi:

2 mii luéi trai logo Lucteam A
10 voucher vu dai 55%

3rd highest scorers: e e - e ;}
01 AI T|Cket A\ 5000 - 0110 & h

Bup be




@ 8. MARKETING PLAN

1590 discount for first 30 customers join
"check-in" event.

Up to 30,000 VND, for 31-50 customers
with bill over 600.000 VND

Give the lucky wheel for customer
checkingin on Facebook, posting,
location, tagging LucTeam




& 8. MARKETING PLAN

Duration: 16/3/2024 - 31/12/2024

fﬂfﬁﬁmm BT

e /_\ /"\ / -

Talk shows at High schools and Universities



¥ 8. MARKETING PLAN

MARKETING PLAN FOR THE UPCOMING YEAR | pyration: Day 10th monthly

Providing free courses



& 8. MARKETING PLAN

DON V| 16 CHiC

)
IT'ELF{% VTPBank Vietcomban

CUOC THI TiM KIEM TAI NANG TRE GIAI THUONG

DIEN VIEN, DAO DIEN KICH DUONG PAI TOAN @UOC Giai Nhat Giai Nhi Giai Ba

CHU PE 4’3,;3 m,a,,
¢

Organize a major nationwide competition



¥ 8. MARKETING PLAN

MARKETING BUDGET 2025-2026

MARKETING BUDGET 2024
Pre-opening | Phase 1(1/1/2024 -

Phase 216/1/2024 -

31/1/2024) UL
Opening Phase 1

1/3/2024 -7/3/2024 43688.000

Phase 2

8/3/2024 -14/3/2024 500.000
Online 15/3/2024 -31/12/2024 25.900.000
Offline 30/3/2024 -15/12/2024 207.000.000
Total 324.858.000

Run Ads on Facebook 96.000.000 120.000.000
Run Ads on TikTok 120.000.000 120.000.000
Booking KOL 100.000.000 50.000.000
Minigame 60.000.000 84.000.000
Publicity 10.000.000 20.000.000
Other 43.660.000 138.072.800
Total 429.660.000 932.072.800




& 8. MARKETING PLAN

EXPECTED MARKETING KPI 2024-202/

Total Budget Total new
Time Activities (VND) Total reach followers
Pre-opening | FacebookAds |  1200.000 1,500 320
11/31/1
TikTok Ads 3.000.000 3,500 100
Opening Facebook Ads 2.000.000 2,500 600
1/3-14/3
TikTok Ads 3500.000 4,000 350
Online Facebook Ads 10.900.000 15,000 1,000
15/3-31/12
TikTokAds | 15.000.000 25,000 2,000
: Facebook Ads | 50.000.000 80,000 4,000
Offline
15/3- 31/12
TikTokAds | 23.000.000 40,000 1,500

Total Reach per . Click/
Time | Channel | Budget(VND) timg Conversionrate Engage
Facebook | 96.000.000 | 50,000 13.179% 6583
2025
Tiktok | 120.000.000 | 20,000 16.029% 3205
Facebook | 120.000.000 | 50,000 14.719% 1356
2026
Tiktok | 120.000.000 | 20,000 18.029%0 3606
Facebook | 144.000.000 | 80,000 12.940/0 10352
2027
Tiktok | 120.000.000 | 35,000 13.599%0 4758




-} FINANCIAL PLAN

- INITIAL CAPITAL
- REVENUE STREAM

. a_af/ COST STRUCTURE AND EXPENSES

. -E/ FINANGIAL ANALYSIS




¥ Initial capital

\L’i\ Initial Investment

== 019,481,000
legal Procedure | |  Printing
10,000,000 ooy 210,000

(), WorkingCapital - o
> 580,513,000 240000000 [P 600000

- J

) Equipments H=m Furniture
'ﬁ' 100,721,000 09,170,000

Renovation and Reconstruction Fee
85,240,000




O Estimate sales and revenue

Optimistic

Ticket Sales

= 2.100.000.000
t» Courses

w oL 1.545.000.000

Stage Rental Service
1.248.000.000

9.493.000.000

Most likely

Ticket Sales

W 1.890.000.000
ﬁ» Courses

ar e 1.081.500.000

Stage Rental Service
813.600.000

3.845.100.000

Pessimistic

Ticket Sales
— 1.350.000.000

ﬁ Courses
W 112.500.000

Stage Rental Service
624.000.000

2.146.500.000



«® Revenue Stream

Total revenue (2023-2028)

10,000,000,000 9.513.360.600
8,281,440,000
8,000,000,000 7,601,040,000
6,659,352,000
6,000,000,000 61368000000 L ST9008000
845,100,000 4.296,600,000 0520000 £140720,000 4.756,680,000
,000,000.000 2 T46.500.000 3,069,000,000 ——
2,000,000,000
0
Year 1 Year 2 Year3 Year 4 Year 5

e (ptimistic Most likely Pessimistic



& Cost structure and expense

Fixed Cost Structure

Ll Sanitation
0.1290
. Depreciation
5.38%

Total per year:
521.258,500 = s

1.17%




& Cost structure and expense

Variable Cost Structure

Total in Year 1
1,650,307.119

L Commission for Sales platform
9.16%

id Printing Expenses
4.25%

Most likely Case

ki Social insurance
8.78%%

Health insurance _
151% L Unemployment insurance

0.500%

i Miscellaneous Expenses
1.00%%

M Electricity expense

\ 3.19%
i Water expense

0.16%
il Marketing expense

19.68%%

il Logistics Expenses
1.00%0




¥ Financial analysis

Net Sale, Gross Profit and Net Income in Optimistic Case (2023-2028)

10,000,000,000 9513.360,000
9.065,034,336

000,000,000 8,281.440,000

8,000,000,000 7601,040,000 7857,021.336

7177.488,336
7000,000,000
6,138,000,000
5,000,000.000 5493000000 5811222336
5,189,580,000
5,000,000,000 4598,830,496
4,000,000,000 3732837680
3345 956,619

3.000,000,000 2 602309553 2,141,610,622

2.000,000,000

1,000,000,000

Year1 Year 2 Year 3 Year 4 Year 5
Total Sales Revenue m Gross Profit Net Income



¥ Key financial figures

Optimistic Case

IRR:248% | £3 09



¥ Financial analysis

Net Sale, Gross Profit and Net Income in Most likely Case (2023-2028)

1,000,000,000 6,659,352,000
6,312,984,336

6,000,000,000 5.797,008,000
5,320,728,000 5,467,635,336
4,993,089,336

5,000,000,000

4,296,600,000
4,035,489,336

3,845,100,000
4,000,000,000 3.607.347.000

3,000,000,000 609,003,418
2,110,410,671

2,000,000,000 1,903,251,109

338,821,505 1,475,382,974
1,000,000,000

Year1 Year 2 Year 3 Year 4 Year5
Total Sales Revenue  m Gross Profit Net Income



¥ Key financial figures

Most likely Case

IRR:136% | £3 09



¥ Financial analysis

Net Sale, Gross Profit and Net Income in Pessimistic Case (2023-2028)

5,000,000,000 4,756,680,000
471
#0000 4.140,720,000 ——
4,000,000,000 3,800,520,000 3,875,289,336
3,535,956,336
3,500,000,000
3,069,000,000
3,000,000,000 2746,500,000 2.851.956,336
2552814000
2,500,000,000
2,000,000,000
RN 1,107,320,713 e
911,372,651 PR
1,000,000,000 675 307,396
491505,45]7 s
500,000,000

Year1 Year 2 Year 3 Year 4 Year 5
Total Sales Revenue m Gross Profit = Net Income



¥ Key financial figures

Pessimistic Case

IRR:62% | £3 09



'} RISK MANAGEMENT

THE RISK FROM
CUSTOMER

04
HE RISK OF

TECHNICAL
PROBLEMS

|ﬁ| 02

THE RISK FROM
COMPETITOR

a0
THERISK
OF LEGAL

THERISK OF
SUPPLIER

s 06

&

THE RISK FROM
COPYRIGHT



¥ Risk management

RISK FROM
CUSTOMER

- Disruptive or disrespectful
behavior

- Overbooking, seating dispute

- Cancellation of stage rental
booking, delay in payments

e (Qut-dated Content

RISK FROM
COMPETITORS

- Lower-priced tickets
- Large capacity
- Reputation

- Comparable Products or Services
- (General Target Market



& Risk management

~®/ RISK FROM SUPPLIER
O .\
RISK FROM cowmem‘ A

Cn




@ Risk management

TR e INTRODUCTION PHASE

TR @ MATURITY PHASE



STARTUP PHASE

- Target audience
and local demand

- Unique offerings.

« Building up
Infrastructure
- Short-term & long-

term goals, and
budget

INTRODUCTION
PHASE

- Execution and

Adaptability

« Customer Base:

Build loyalty

« Excellent Customer

experiences

« Financial

MATURITY
PHASE

- Market Position
- Strategy: Stability

and growth

- Alignment
- Finances and

operations

« Enhance

experiences

GROWTH PHASE

- Presence
Expansion

- Strong foundations

« Grow in
contemporary
stage art

« Service
Enhancement

- Strategic Planning

EXTENSION
PHASE

« New markets
« Drive Creativity
- New projects and

artists.

- Talent

Development

- Impact on the

artistic community



«& PREVIEW PERFORMANCE

Month August November October
Revenue 45.000.000 46.000.000 41.600.000
Quantity Sold 105 107 110
60000000 45000000 46000000 47600000
40000000
20000000
105 107 10
0 . . .
August November October

Revenue —e—QuantitySold



Théng tin chuyén khodn:
Sacombank

026961099999

Dao Thu Ha

Noi dung chuyén khoan: Tén fb
+ sdt + s8 ghé + ngay dién

ban check nhé
gmail la huyendz261@gmail.com <
Da bén minh nhén dugc rdi a

Bén minh s& giri mail xdc nhan a.
Céam on b da dat vé

Ban thanh todn va gt dia chi
mail minh giri xdc nhan dat vé,
hom tdi ban dua nhan vién xac
nhén dé 13y vé cimg vao cira nhé

Minh i mail a

3{ trangvujt@gmailcom <

Da, minh s& guri mail xac nhan
ludn a

1{ Ok minh cadm on

&

& PREVIEW PERFORMANCES

T SULT SV glie T ngay wien
Sau khi giri thong tin thanh toan
vui long g gitp e dia chi mail
dé bén e gui xac nha

400,000 VND

nphamthu@gmail.com <

Da vang a, dé em ktra thong tin
thanh todn va glii x&c nhan cho
chinhé

N&i dung chuyén khoan: Tén fb
+ sdt + s6 ghé + ngay dién

Vé F4-6 hanh phic 500k/vé,
téng 1000k a

Chi thanh toén va gri dia chi
mail bén em guri xac nhan nhé

@ Nganha93.ftu@gmail.comnhé <

Da vang bén e da nhan dc a, e sé
guri xdc nhan nhé. Cam on chi da
datvéa

* O

Minh géi ban bill nha

Minh nhan duge rdi a
Bén minh s& giri mail xac nhan.
Camonban da datvéa

Ban oi vy minh s& dé xe & dau nhi?

Ban cd thé d& ¢ trong céng lang
sinh vién nha

Dén ngay dién minh s& nhan lai
chobana

LI AN Wan va gut uga Gin
Mail dé bén em giri xéc nhdn dat
vénhé

Minh giri nhé
Lymai.262@gmail.com <

Da, bén em xac nhan da nhan

dugc tién a

Em sé& giri mail thong tin vé cho
minh nha **

" Ngoc Anh Dao

Q Minh gifi ban nhé

Da, bén minh xac nhan da nhan
duocrdia

Vao ngay dién ban vui long dén
56m dé nhan vé tai quiy a
Trong khodng 19h dén 19h45
ban nhé

Ma nhin vé: Tén fb ngudi mua vé
+58ghé

Lucteam cam on ban nhigu a!
Ban follow page dé cép nhat cic
théng tin mét nhat tis ching

minh nhé &

Q Ok minh cém on

Trang Doan

026961099999
Dao Thu Ha

Noi dung chuyén khodn: Tén fb
+sdt + 55 ghé + ngay dién

Chj thanh todn bén e lam xac
nhan dat vé nhé

Sau khi gl thong tin thanh todn

vui 1dng gui gip e dia chi mail
débén e gii xac nhan a

Ok minh i r nhé

Da bén e da nhan duoc a

£ Nguyén Thu Ha

| »

v
600,000 VND{

C g nhé

Em nhén dugc roi 3. Bén em sé&
gt mail théng tin vé cho minh @

Luc t6i chi ¢an cho nv xem mail k
can vé ciing diing k e

Da liic téi ctra minh dua mail cho
céc ban NV d& nhén vé cing tai
quay, sodt lic vao phong nhé chi.

Ok cém on em W

Chij da ck, k& todn nhan dx em cho
chj biét nhé

Email <
maitc07@gmail.com

Da bén e d& nhan dugc a, e da
gui mail. Cam on chi da dat vé a

Hém dy ¢ s& guri xe & dau nhi

Hém &y chj s& giri & bén chg di
dién nha hata




026961099999

da bén em da nhan dugc thah
toéna

C o cho em xin email d& giri mail
xac nhdn a

<

da vang a, em s& gui xdc nhan
chj nhé. Cam on chj da datvé a

Cam on ban

Ban xdc nhén ludn qua fb gitp
minh dc k

Da vang 3, d& minh note lai 1a gui
xac nhan qua face a. Vi hom téi
xem minh con check dé lay vé
cumg vao cira a

XAC NHAN DAT VE THANH
CONG

LucTeam xin xac nhan Quy
khach hang da dat mua vé vi
kich “Bup =2 thanh céng. Théng
tincuthé /s

Tén khach: Van Neiven

> PREVIEW PERFORMANCES

Thanh Thao

chi thanh todn va gui dia chi mail
e gl xac nhan dat vé nhé

300,000 VND

thaanhthao2001@gmailcom <

Minh gir a

Da bén em da nhan dugc thanh
toén a. E s& ginl mail xéc nhén vé
lai ngay . Cém on chj da dat vé
a

Thai chj thdy G5-G7 ok roi nhé

Davang a

Bén em nhan dugc roi a
DE e gl xdc nhén nhé

Queén la chi guri lai gitp em dia
chi mail nhé

Davanga **

ad of minh giri a

_ email
0 maingocquynh2010@gmail.com

Da bén minh da nhan duoc a

Thuy Nguyen

Em gui théng tin chuyén khoan:
Sacombank

026961099999

Dao ThuHa

N&i dung chuyén khodn: Tén fb
+ sdt + sG ghé + ngay dién

Thy, 0936492605,
thuyrbe@gmail.com

—
Successfully transferred
10 DAO THU HA

VND 600,000

@ Minhgii nhé

Bén em xac nhan da nhan duoc
10i nhé

QI Quang Dzung

Minh giri ban ck nhé

Check gitip minh véi

Lich ait ghoo dich

201102023

4?5, Trang Ay
de nnan ve cung vao cua nne
Néu b mudn nhan vé cimg tre thi
bao d& minh dat ship don v
chuyén nhé

Minh giri a

Email: thutrang090699@gmail.com

da vang a, minh s& gui xac nhan
ludn a

8 &4

7,

'i(' Duong Hién

T
Minh gui ban bill 2

Email:
jien.

<
Davang a
Bén minh da guri xdc nhan vé a

Minh da nhéan dc mail

T6i ngay dién chi cén show mail ra
dé ddi vé 1a ok a ban

Mua online ko dc giam thém % nhi
da e van ap dung gié early bird
1ol ddy a
¢ check mail giip em nhé
Em chyp xéc nhan gui
Email thély chua load de tir may
chi
A thay roi

véang a, cdm on chj da dat vé
xem **




THANK — YOU
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