
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



 

 



 

EXECUTIVE SUMMARY                         
 

With the goal of increasing customer recognition and sympathy for tailoring and 

wedding dress design services, our project team implemented a communication 

campaign in the fourth quarter of 2023 called "The Journey". 

 
 

The campaign carries a meaningful message: When the journey is a catalyst 

that makes the results more meaningful. The campaign's content was covered 

on Facebook, TikTok and Offline events platforms and received good 

feedback from the audience. 

 

The campaign will take place over a period of 3 months, from September 10, 

2023, to December 10, 2023, and is divided into 4 main phases: (1) Market 

research and evaluation of Camile Bridal's current activities; (2) Trigger & 

Awareness, creating customer awareness through small events and parallel 

communication, generating a multi-sensory perception; (3) Trust & 

Engagement, enhancing awareness and building trust with customers to 

foster closer interactions through a series of continuous and diverse 

communication activities; (4) Amplify & Booming, developing and expanding 

on previous activities, combining to create the core activities of the campaign, 

covering mainstream media channels. However, all stages must always 

adhere to content management and production closely aligned with the 

campaign's messaging. 

 

 

In particular, the campaign contributed to increasing monthly revenue by 

20%, revenue by 18% over the same period last year, and the number of 

customers coming to the store increased significantly. On TikTok hashtags 

#tuxuongmaydenleduong reached 313,000 views (organic views) after 

just over 1 month. 
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CHAPTER I  

OVERVIEW 
 
 

 

A. PROJECT OVERVIEW 
 

1. Name of capstone project 
 

English name  
 
 
 
 
 
 
 

 

Vietnamese name  
 
 
 
 
 
 
 
 
 

 

2. Reason for choosing Project 
 
Contextual factors 
 
- From August to September of the lunar calendar every year is the golden time for 

many couples choosing to hold their weddings, so the demand for wedding dress 

rental and tailoring services increases during this period. 
 
- Under the influence of fashion trends and movies, more and more couples want to 

have a perfect wedding, starting with choosing the most beautiful wedding dress. 

However, unlike existing wedding dresses, some people choose to tailor wedding 

dresses on demand to create a unique dress, expressing their own personality 

and style. 
 
- Product personalization: According to the April 2021 report of the David's Bridal 

brand, 86% of women want at least one personalized element in their wedding 

dress design. Therefore, wedding dress tailoring services can meet this need by 

creating unique designs and creating customers' personal impressions through 

exchanging and sharing their preferences. 
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- Today's wedding dress market, specifically on-demand tailoring, is witnessing 

competition from big brands, however in the mid-range -> affordable segment 

(5-15 million/1 dress), there is no such thing. There are many brands focusing on 

development. 

 

 

Reason for choosing the topic 
 

- Through this media campaign project, we have the opportunity to become 

interns at Camile Bridal business as the communications department. As final 

year students of FPT University, we want to be able to apply the knowledge we 

have learned at school, which is closely related to the professional knowledge we 

have learned in school. Subjects such as SSG201 (Events and Events 

Management), DTG102 (Advertising and Communications), EVN201 (Culture and 

Events), MPL201 (Communications and Events Project Management), CCO201 

(Management Communications), BRA301 (Brand Management) provided us with 

a solid foundation in how to organize and manage events. 
 

- (Implementing the communication project for the Camile Bridal brand “The 

Journey" is a practical opportunity to apply the knowledge we have learned. We 

will have the opportunity to carry out important aspects such as management 

time management, resource management, project management, marketing, and 

creating unique customer experiences. This communications project will also 

allow us to present and share the knowledge and skills that we have 

accumulated, and at the same time promote our professional development in the 

field of event organization and communication.) 
 
- Realizing that everyone has the desire to own their own "Dream Dress", but not 

everyone has the opportunity to make that dream come true. That's why we want to 

become insiders and better understand the real situation. We want to develop an 

effective communication campaign for the wedding dress brand Camile Bridal to 

provide valuable information. and increase brand awareness through direct and 

indirect communication activities. 
 

Once again, we want all brides to have the ability to own their own "dream wedding 

dress" for their special occasion, which is something we feel very happy and excited 

about. 
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3. Project Overview 
 
Project Overview 
 
Media campaign to promote the image of the wedding dress brand Camile Bridal. In 

this campaign, the group will combine with the Camile Bridal brand to promote the 

tailoring service to design wedding dresses for the bride's request. Through this 

campaign, the group will help the brand increase its recognition in the wedding 

dress industry. Besides, educate the consumer market that tailoring your own 

wedding dress is not complicated and not so expensive that only people with a lot of 

money can do it. Not only that, Camile Bridal wants to become a pioneering brand, 

bringing the tailoring segment to development. 

 

 

3.1. The current Project 
 

In accordance with the goals and objectives of Creating Awareness and 

Engagement, the communication campaign "The Journey" for the Camile Bridal 

brand is implemented and delivered in two main stages. 

- Awareness: October 9 until November 11 
 

- Engagement: From November 12 until December 8. 
 

 

3.2. The proposed Project 
 

- The communication campaign plan of the project "The Journey" is a series of 

activities 
 

 Workshop "Từ xưởng may đến lễ đường" with a team of organizers from 

Camile family conducted with main partners such as The Adam, Doji, Map 

Studio, Hanoi Tower, Platino.


 Post-Workshop communication activities such as the series "From A to Z", 

stories about "Hugs", livestreams on TikTok and Facebook and products 

revolving around the brand (Video & Postcard...).

 

3.3. Boundaries of the Project 
 

Project goals 
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- Educate the consumer market that tailoring your own wedding dress is not 

complicated and not so expensive that only people with a lot of money can do 

it. (Customers who use the service can directly participate in the design and 

production process of that wedding dress so they can cherish it - As well as 

accompany Camile on the happiest day). 
 

- Want to promote tailored tailoring services for each customer to increase brand 

value through the service along with many small parallel campaigns. 

- Bringing the tailoring segment to development. 
 

- Increase sales revenue and increase brand recognition in on-demand tailoring 

services. 
 

- Helps the bride feel appreciated and meaningful for her own wedding day 

(Dream wedding dress - Camile Bridal). 
 

- Make the current wedding dress industry in general and tailoring services in 

particular more beautiful and meaningful (A segment that needs to be 

developed - a separate path suitable for general customers). 
 

Scope: Communication Campaign field. 
 

Project limits: Mainly focused on Hanoi area (Where Camile Bridal's headquarters 

is located). 

 

 

Channel: TikTok, Instagram, Facebook 
 

 

Role of the team in the project 
 

- Research: Market, Competitors, Customer Insights, ... 
 

- Planning: Campaign ideas, Social content routes, Workshop activity ideas. 
 

- Implementation: Work with related parties to cooperate with the brand, Develop 

article content (text, images, videos) on social sites, Organize and supervise 

Workshop implementation. 

- Evaluate and measure project result. 
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B. COMPANY OVERVIEW 
 

1. Overview of Camile Bridal 
 
1.1. Camile Bridal established 
 
Camile Bridal was established from 2014 to present by Ms. Duong Thi Hoa, the 

founder, at 45 Nguyen Hy Quang Street, O Cho Dua Ward, Dong Da District, Hanoi 

City. Camile Bridal is a famous wedding dress brand in the field of bridal wedding 

dresses in Vietnam with more than 10 years of experience in the market. Camile 

Bridal is committed to providing brides with the best quality products and best 

services along with a team of experienced staff who will always listen, understand 

and help brides on their journey to find their brides. Give yourself the most perfect 

wedding dress for the most important day in every girl's life. At Camile Bridal, brides 

can freely choose wedding dresses and ao dai models with a variety of designs and 

styles to suit all tastes. In addition, the bride can choose the "tailor-made tailoring" 

service according to her needs, personality and personal preferences. This is 

considered the most outstanding service of Camile Bridal compared to other 

services. Other wedding dress brands made by Camile Bridal have a direct factory at 

the showroom, so all needs for editing wedding dresses that the bride desires will be 

met. Camile will support the bride in editing until any time. Get the dress you want 

without incurring any additional costs. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Image 1. Overview of Camile Bridal 1 
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1.2. Products and services 
 

- High-end wedding dress rental in Hanoi: at Camile Bridal, brides will admire 

gorgeous and luxurious wedding dresses from the latest wedding dress 

collections such as lace wedding dresses, satin wedding dresses, chiffon wedding 

dresses, dresses. Shoulder wedding dresses, fishtail wedding dresses... are 

suitable for the trend of minimalist wedding dresses in 2023. Each wedding dress 

sent to customers is Camile Bridal's enthusiasm when meticulously cared for from 

the design stage. Designing and choosing sewing materials, up to the stage of 

sewing dresses and attaching stones and crystals. Therefore, Camile is very 

"fastidious" when designing wedding dresses and always requires the highest 

quality materials, from imported lace to high-end Swarovski crystals, which are 

carefully selected by experts little by little. so that when the model is created it 

will be as perfect as possible. 
 

- Tailoring and renting wedding dresses in Hanoi: Because we understand 

that wedding dresses are very important to brides and each bride wants to own 

her own "unique" dress. That's why Camile Bridal has provided a tailor-made 

service for renting high-end wedding dresses on request at a very affordable 

cost, as cheap as the rental price is only 7 million VND. Every bride who chooses 

to have her wedding dress tailored at Camile's house will receive detailed advice 

on the model and materials. The bride will also be directly involved in the 

selection of materials to bring the best results. the most satisfactory products. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Image 2. Overview of Camile Bridal 2 
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- Hanoi wedding ao dai rental, engagement ao dai, mother of the bride 

ao dai: Each traditional wedding ao dai is always indispensable in the wedding 

ceremony of couples, in addition to gorgeous wedding dresses. luxurious. 

Because the wedding ao dai for the bride and groom is a long-preserved cultural 

beauty of Vietnam. Understanding that, in addition to renting high-end wedding 

dresses in Hanoi and accepting tailor-made rental wedding dresses, Camile Bridal 

also introduces to couples collections of bridal wedding ao dai, couple wedding 

ao dai, and ao dai for couples. mother of the bride and groom through traditional 

designs on high-quality silk and brocade fabric with wedding ao dai rental 

service. Therefore, when wearing Camile Bridal's ao dai designs, the wearer will 

certainly become luxurious, elegant and attractive. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Image 3. Overview of Camile Bridal 3 
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2. Vision, Mission, Core Value  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Image 4. Vision, Mission, Core Value 

 
2.1. Vision 
 

Camile is positioned as the leading brand in tailoring and designing wedding dresses 

on demand. Therefore, by 2025, Camile Bridal will become the leading unit in 

tailoring and designing wedding dresses for the customer segment with the ability to 

pay 20-60 million on their own. 

 
 

2.2. Mission 
 

Camile Bridal's mission is to bring millions of brides custom-designed wedding 

dresses with their own style, personality and uniqueness at affordable prices. 

 

 

2.3. Core value 
 

Wedding dresses are individually designed by designers with quality and differences 

in design. Wedding dresses are designed specifically to ensure no plagiarism, 

materials are carefully selected and sewn to be comparable to other products in the 

high-end 50-100 million. 
 

- Customers can have designs tailored to their preferences, personality, and 

especially to cover their body flaws. 

-  
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- The positioning price is suitable for many young people who desire a custom-

designed wedding dress that they can pay. 
 

- Bringing customers better quality products and services than expected with 

dedication and kindness from Camile Bride's staff. 
 

- Dedication and sincerity from Camile's CEO, customer-centred and desire to bring 

the best and highest value to customers. 

 

 

3. Brand identity 
 

3.1. The meaning of the Logo  
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 1. Brand’s Logo 

 

Camile Bridal's logo is a logo that combines text and a rose image. Always wanting 

the most minimalism possible to help customers easily recognize and remember the 

brand, which is why Camile Bridal chose a logo in text form, not necessarily another 

type of logo. In Camile's logo, two font styles are used: a soft handwritten font and 

a sans-serif font, straight and thin. Soft handwritten fonts tend to create a friendly, 

familiar feeling, helping customers feel close and connected to the brand. Not only 

that, soft handwritten fonts always show naturalness, openness, freedom, flexibility 

and creativity and that is exactly what Camile Bridal wants to bring to customers 

when deciding to use them... Use products and services of Camile Bridal. When 

choosing Camile Bridal's products and services, the bride will be free to create a 

wedding dress that suits her and Camile Bridal is always flexible in adjusting to suit 

all the bride's needs. In addition to using fonts for soft writing, Camile Bridal also 

uses sans-serif fonts with straight and thin lines. This is a small detail, but it helps 

Camile's logo become more balanced and the rose image is also associated with the 

image of the bride on her wedding day. 
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3.2. The meaning of the Slogan  
 
 
 
 

 
Figure 2. Brand’s Slogan 

 
Camile Bridal with the slogan “Tự tin là chính nàng” 

 

Confidence to be yourself is not only the brand's slogan, but it is also the guideline 

that Camile's CEO, Ms. Duong Thi Hoa has applied to all custom-designed wedding 

dress products. Right from the early days when founded Camile Bridal did not follow 

the trend of creating luxurious, gorgeous, and lavish wedding dresses, but instead 

took customers as the core for the brand's development. When brides become 

beautiful and confidently shining in Camile's wedding dress is the biggest success 

and what the entire staff wants to bring to brides. Help brides ``Tự tin là chính 

nàng” is the responsibility and duty of all staff at Camile Bridal. 

 

3.3. The meaning of using beige in Camile Bridal's logo and slogan design 

Camile's logo and slogan use color as the main color tone. Color is always a favorite 

color and is widely used in fashion brand designs. Beige brings a warm, gentle 

feeling, creating a gentle, close, friendly feeling and for each customer who chooses 

to use the service, Camile Bridal products will always bring a cozy, comfortable 

space. like being at home and will always create closeness and friendliness between 

staff and customers. That's why Camile Bridal decided to choose color tone as the 

main color for the brand identity. 

 

3.4. Brand personality 

- Sophistication, meticulousness, elegance: This is shown through careful 

choices of materials as well as in the design of a wedding dress for each bride. 

Conformity is very necessary because no bride is the same, they will have their own 

advantages and disadvantages so sophistication is shown in the fact that the 

designer must clearly see that to utilize and limit. Not every bride can just wear an 

expensive dress to become gorgeous and shine. 
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- Romance: Camile focuses on creating designs that bring a romantic atmosphere 

from the use of soft materials and textures to delicate and elegant cuts. 

- Confidence: The desire to always want every bride to own her own "Unique" 

wedding dress so she can confidently shine on the important day of her life. 

- Camile does not ask to follow the trends of designing luxurious, gorgeous, and 

lavish wedding dresses, but takes the customer as the core to develop a product or 

always takes it as the center to develop with the sole purpose of developing a 

product. especially to meet and satisfy future brides. 

 

3.5. Brand voice 

- Language: Lightly, tender, cute and girly. 

- Expression: Use familiar and emotional language to describe or describe the 

unique high-quality designs of the collection or give suggestions to brides. 

-> Present as a friend, a relative or even a trustworthy companion of the brides. 

 

3.6. Culture 

- Special care comes from every small detail not only in the products but also in all 

services Camile Bridal provides to customers with the desire to create the best 

shopping experience for brides. 

- Always respect and understand the feelings and requests of future brides. 

- Dedicate yourself to every product and every detail to meet customer needs until 

customers are satisfied. 

 

3.7. Personal Branding (CEO) 

The CEO of Camile Bridal may appear as a creative and inspirational person, and 

shows love and passion for each product produced by the brand. CEO Hoa Duong 

considers his job not simply to create beautiful wedding dresses for future brides, 

but the CEO sees himself as someone who collects the ideas and dreams of future 

brides and Patching and assembling it creates a complete picture. 
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4. The advantage in competition (USP and angels) 
 

- Strong brand and emotional connections: Camile Bridal has always placed 

great emphasis on creating a unique sentiment surrounding its brand. Camile 

Bridal not only sells goods but also develops emotional experiences, and social 

media material frequently focuses on fostering a sense of joy, harmony, and 

sharing between the company and its audience. 
 

- Promote engagement with the neighborhood and interaction: Camile 

Bridal supports community involvement through seminars, exhibitions, and 

outreach initiatives. 

 

- Timing and engagement opportunities: Camile Bridal employs a recurrent 

schedule to provide material, such interesting programs or collections, to keep 

customers interested in the brand all year round. 
 

- Although bespoke tailoring is becoming more and more common among 

wedding dress manufacturers, Camile Bridal educates consumers on how to 

more easily and affordably customize their own wedding gown. The only 

individuals who can do it are those with enormous salaries. 
 

- Combined with the message: Design your own distinctive and fashionable 

wedding gown with the bride. Every bride is unique in terms of their body type, 

faults, personalities, interests, and sense of style. They wear several versions of 

their ideal wedding gowns together with their wedding gowns. Camile will walk 

by her, listen to her, and help her while she makes her ideal wedding gown. 
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CHAPTER II 
 

RESEARCH AND ANALYSIS 
 
 
 

 

A. SITUATION ANALYSIS 
 

1. Communication in wedding dress industry 
 
1.1. Bridal Gowns Market in the world 
 
Key Insights 

- According to our research analyst's view, the worldwide wedding gowns market is 

expected to develop at a CAGR of roughly 6.5% over the projected period (2023-

2030). 

- The worldwide wedding gowns market was valued at around USD 44.2 billion in 

2022 and is expected to reach USD 73.2 billion by 2030. 

Over the projected period, the growing trend of weddings and marriages is likely to 

fuel the growth of the bridal gown market. 

- The ball gown category is predicted to have the biggest market share over the 

forecast period. 

- The georgette section is predicted to increase rapidly during the projection period, 

based on the material. 

Growing trends in weddings and marriages drive the market growth 

- The frequency of weddings and marriage rates have a direct influence on bridal 

gown demand. Cultural and cultural standards, as well as changing marriage tastes, 

all contribute to the growth of the worldwide wedding gown industry. Bridal gown 

demand is driven by factors such as a rise in the number of weddings, destination 

weddings, and distinctive wedding themes. 

- According to secondary research, around 30,000 weddings take place in India each 

day, over 900,000 every month, and over 10 million per year. This wedding and 

marriage trend is projected to continue, driving market development during the 

projection period. 
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Key Market Insights 
 
- Growing Demand: The demand for bridal dresses has been steadily rising, driven 

by a growth in weddings, cultural influences, and social media exposure. 
 
- Changing Fashion Trends: As fashion trends change, so do bridal gown styles and 

designs. Today's brides look for distinctive, bespoke gowns that showcase their 

unique personalities and fashion choices. 
 
- Online Retailing: The rise of e-commerce has had a big influence on the wedding 

gown industry, giving women easy access to a huge selection of alternatives 

and allowing for personalization. 
 
- Sustainability and ethical conduct: Customers are becoming more aware about 

sustainability and ethical conduct. Eco-friendly textiles, fair trade methods, and 

supply chain transparency are becoming more and more in demand. 

Market Drivens 
 

1. Growing disposable incomes: Growing disposable incomes have increased 

expenditure on weddings, notably bridal dresses, in emerging nations. 
 
2. Increasing Wedding Numbers: The demand for bridal dresses has been boosted 

by a rise in the number of marriages, which has been observed around the world in 

the wedding business. 
 
3. The impact of social media: Websites like Instagram, Pinterest, and wedding 

blogs have fostered a society that is visually focused, encouraging brides to look for 

distinctive and cutting-edge bridal dresses. 
 
4. Desire for Personality: Modern brides like weddings that are tailored to them, 

down to the bridal dresses that are made specifically for them and that showcase 

their distinct sense of fashion and personalities. 

Key Market Trend 
 

1. Sustainable and Minimalist Designs: Growing interest in sustainability has 

increased demand for eco-friendly and simple wedding gown designs. 
 
2. Inclusiveness and Body Positivity: Bridal gown designers are encouraging body 

positivity via their advertisements and embracing inclusiveness by providing a wide 

range of sizes. 
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3. Non-Traditional hues: To add a special touch to their wedding apparel, brides are 

experimenting with non-traditional hues like pink, champagne, and pastels. 
 
4. Mix-and-Match Separates: By matching various shirts and bottoms, brides may 

create their own distinctive outfits with this trend in separates. 

Key Industry Development  
 

1. Virtual Try-On: Retailers of bridal gowns have embraced virtual try-on technology, 

enabling brides to see how a dress might appear on them without really trying it on. 

 
2. Sustainable textiles: In order to create more eco-friendly, products, designers 

and producers are combining recycled materials, organic cotton, hemp, and other 

sustainable textiles into their wedding gown lines. 

 
3. Size Inclusivity: There has been a push in the market for sizes to be inclusive, 

with manufacturers broadening their size ranges and providing made-to-measure 

choices to accommodate various body shapes. 

 
4. Customization Options: Bridal gown companies are increasingly allowing brides to 

customize their gowns by adding particular changes, decorations, or colors. 

(MarkWide Research, 2023). 

 

In conclusion, Participants in the market should concentrate on meeting the wide 

range of consumer tastes, embracing sustainability, and utilizing technology to 

improve customer experiences as the market expands. By staying attuned to the 

latest trends and providing high-quality, personalized options, businesses can thrive 

in the bridal gowns market and contribute to the joy and happiness of countless 

brides around the world. 

 

1.2. Bridal Gowns Market in Vietnam 
 

- Vietnamese bridal gowns have a distinctive past and a wealth of traditional values. 

The ao dai is the customary attire for the bride and husband on both weekdays and 

formal events. Ao dai is made specifically for each person based on their 

dimensions. The bride adds elegance to the wedding ceremony by donning a cloak 

over the ao dai. Although bright pink may occasionally emerge, red is frequently 

employed. The bride may don a scarf or a conical hat. 
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- Even though it is unknown who the first bride in Vietnam to wear a Western-style 

wedding dress was, the Western wedding dress has already been introduced and is 

popular in Vietnam. There are several businesses and retailers that rent out 

wedding gowns and then later launch other wedding services... That performs 

admirably. The bride and groom can switch between Western-style clothes and ao 

dai attire three or four times on the wedding day. Traditional wedding attire 

appears to be "fading" in favour of Western wedding dress fashion. 

This year's dress models that are most popular with brides tend to be a bit sexy, 

thin and light. Two-strap shirts, light tails or boat necks, tight waists and light 

straps are still at their peak. If last year, translucent fabric with glitter was 

preferred by most brides, this year the wedding dress models are all designed on 

tapta fabric, foam, wrinkled or thin lace... simple but luxurious to create giving the 

wearer a gentle and graceful gait. 

- This year, the most popular pricing for wedding gowns for hire is 900,000-

5,000,000 VND/set/rental (including cosmetics), with the most popular "goods" 

ranging from 1 to 2 million VND/set. Most stores strive to entice clients by offering 

modest presents, haircuts, and discounted art photography... Some establishments 

also hire cars and make wedding flowers for 150,000- 250,000 VND each bundle 

and 600,000 VND per cart (including decorating). Brides reported that charges for 

all of these services were 10-15% more than the previous year. 

 

1.3. Communication campaign for Bridal Gowns in Vietnam 

Influencer Marketing 
 

- The marriage of Streamer Xemesis and Xoai Non was solemnized in November 

2020. The Xoai Non bride's collection of wedding gowns, notably the main wedding 

gown costing tens of billions of dong, is one of the ceremony's attractions. The 

designer of a number of brides' wedding gowns is Linh Nga Bridal, a prestigious 

wedding dress company. 
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- The "mythologizing" of this wedding, which made Xoai Non the bride, has been 

facilitated by social media coverage of luxury themes and the participation of 

several notable personalities from the entertainment industry. Many girls find her 

admirable, which helps Linh Nga Bridal spread the message "Reaching the Princess 

Dream" more effectively. (Advertising Vietnam, 2020) 

Fashion Show 

Hacchin Couture x Lan Khue 

- Lan Khue collaborated with the Hacchic Couture brand for the "ALUMINIUM 

Fashion Show" to mark her ten years as the lead designer and active participant in 

the creative process. 

- The fashion show has the participation of contestants of The New Mentor - a 

famous reality TV show about models in Vietnam. In particular, the fashion show 

was held around the time that The New Mentor program was gaining popularity on 

social networking platforms, and the participating contestants also had a certain 

level of recognition with the public. 

Platform: WEDDING SYMPHONY 

- With a goal of connecting the best creative and artistic minds in Vietnam, LUXUO 

Media Vietnam Group formally announces the "platform" WEDDING SYMPHONY as 

the trend of extravagant weddings continues to grow. 

WEDDING SYMPHONY has a variety of cross-cutting activities that are particularly 

created around the subject, such as the BE MADE OF LOVE video series, where top 

experts in a variety of wedding-related professions will talk about their experiences 

and share their opinions. their suggestions for organizing the ideal wedding. 

- The WEDDING ART GALLERY show will come after the BE MADE OF LOVE VIDEO 

SERIES, launching a creative venue that resonates with creative minds via seamless 

experiences including Showcase, a performance of the La La Land Mini Concerto, 

knowledge exchange in the Private Section, and open workshops. Particularly, 

during the Private Sections activity, the 100 couples who register as soon as 

possible will have the chance to meet and speak directly with top designers in order 

to create their ideal wedding design. 
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- The VIETNAM WEDDING SYMPHONY AWARDS 2023 awards ceremony, which 

promotes the growth of this business in the Vietnam area in particular, also adds a 

"climax melody" for genuinely uplifting occasions. throughout the entire planet. The 

fashion show held as part of the awards event will, in particular, showcase high-end 

wedding designs and take attendees on a quest to discover the actual meaning of 

the most significant white garment in the course of human life. 

 

2. Social Media use in Vietnam 

- In 2022, Vietnam had a population of over 100 million, more than two-thirds of 

whom were frequent users of social media. Particularly, Facebook was utilized by 

over 90% of internet users in Vietnam (Meta), making it the most popular social 

media network in the nation. Local messaging app Zalo has routinely surpassed 

other worldwide juggernauts like YouTube and TikTok to rank as the second most 

popular social network at the same time. 

- After being made available to Vietnamese internet users in 2019, TikTok swiftly 

gained popularity, becoming one of the most widely used social media sites in the 

nation. It has gained particular traction among Generation Z. With around 50 

million people active on the social video platform, Vietnam has the second largest 

TikTok audience in the Asia Pacific region as of January 2023. In Vietnam, TikTok 

has lately expanded its capabilities to become a social commerce platform that 

users found to be simple, practical, and amusing to use. TikTok is now more than 

simply a short video sharing channel. 

- Over 75% of Vietnamese internet users followed influencers on social media as of 

May 2023, and almost 80% of them said they had purchased anything as a result 

of the recommendations of influencers. Contrarily, social commerce transforms 

these platforms into real-time channels for buying and selling that enable one-on-

one communication between users.  

- TikTok has millions of active viewers globally since its debut in 2017. The platform 

makes use of algorithms to choose the material that users interact with most 

frequently and to continually propose other content that would meet viewers' 

needs. 
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- This type of commerce has had steady development and is currently one of the 

top e-commerce platforms in Vietnam with the greatest penetration rates, 

suggesting the potential of social media as the country's future one-stop shop for 

consumers. (Statista, 2023). 

 

The Rising of TikTok in Vietnam - Social media Platform for Gen Z 
 
- TikTok is well-liked by the majority of Gen Z in Vietnam together with other social 

media applications, not just for amusement but also for online buying activities. 

The For You Page feature on TikTok distributes collected material and edits it based on 

users' comment-like-share actions. Users trade their data for a tailored experience in 

return for access to select trending filters. As a result, social media users, particularly 

members of Generation Z, have been debating issues related to personal data and 

children's safety. 

- With some considering abandoning the applications for privacy-related reasons. Users 

under the age of 18 won't be able to view information intended for a certain 

audience, according to TikTok, which will help limit the display of content that might 

not be suitable for everyone. (Statista, 2023). 
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B. COMPANY ANALYSIS 
 

1. 4Ps and 4Cs analysis 
 

 

4P’s 

  

4C’s 

 

    
      

 Product   Customer  
      

Camile Bridal is a provider of wedding  Camile Bridal meets and solves 

dresses for rent, making services,  customer needs as well as assists in 

custom wedding design...  choosing rental dresses and 

    accompanies the bride in making and 

    designing wedding dress 
       

Price Cost 
  

Camile Bridal average revenue for each Currently Camile Bridal has 3 main 

service ranges from 60-65%/product classification levels for making and 

(15.000.000 VND - 70.000.000 VND) designing services including: Elegant, 

 Luxury, and Limited for brides  
 

 Place Convenience 
   

 Camile Bridal currently has a showroom Camie Bridal focuses mainly on the 

 in central Hanoi, combining social media Facebook and TikTok platform to 

 channels Facebook, Instagram and communicate and work with customers 

 TikTok primarily and effectively 
 

 Promotion Communication 
   

 Camile Bridal’s strategy for customers is Besides two-way communication 

 PR with the message “Create your own platforms such as Facebook and 

 unique and stylish wedding dress with Instagram, Camile also has other 

 the brides” personal channels such as Zalo, Texting.  
 

Table 1. 4P’s and 4C’s analysis 
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2. S.W.O.T analysis 
 

Strengths Weaknesses 

 The fact that Camile Bridal has 

been in business for 9 years and 

has a young staff that always 

adopts trends quickly also helps 

the business satisfy even the most 

picky clients. 

 In terms of "tailoring and wedding 

dress design" services, Camile 

Bridal is certain that it is among 

the top wedding dress brands. 

 Target consumers are between the 

ages of 22 and 30 and have 

monthly incomes of 20 to 50 

million, with a range of 20 to 80 

million for individual plans. 

 There aren't many people in 

departments, especially in teams 

like marketing or communications, 

which only have one or two 

people. 

 The communications team has not 

performed its duties well, 

initiatives started at the beginning 

of the year have not met their 

objectives, and other projects are 

stagnant and behind schedule as a 

result. 

 Although it has been in operation 

for nine years and made some 

progress, the store's showroom 

only has one location. 

Furthermore, as rivals continually 

establish more showrooms with 

greater spaces to boost awareness 

for brides, the little space is also a 

significant problem. 

Opportunities Threats 

 High-end wedding dress 

companies frequently overlook 

their target audience (salary 20 - 

50 million VND/2 months). 

 People will spend more time and 

money to fulfil the rising demand 

for wedding dresses as the socio-

economic environment grows 

more stable throughout time. 

 Competitive pricing with large 

brands or wedding dress design 

companies that have been around 

for a while and directly compete 

with people. 

 Natural catastrophes, wars, 

diseases, social crises, and 

economic crises are among the 

unpredictable elements that are 

occurring more often. 

Table 2. S.W.O.T Analysis 
 

3. Competitors analysis 
 

Currently, Camile Bridal has competitors in different aspects such as: Linh Nga 

Bridal (service competition), White Peony Bridal (price competition)… 
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Figure 3. Competitors analysis spider-web diagram 
 
 
3.1. Linh Nga Bridal 

 

Facebook Instagram Tiktok Pinterest Youtube 

Publish: 
June 24, 2019 
Likes: 342K 
Followers: 
381K 
Running ads: 
5 arrticles 
(From August 
2023) 

Publish: 
June, 2012 
Likes: 383.6K 
Followers: 
67.7K 

 

First video: 
March 17, 2019 
Likes: 383.6K 
Followers: 
46K 
Average 
views: 
~ 20K 
 

 

Followers: 
3.1K 
Monthly 
views: 
855.3K 

 

Number of 
registrations: 
3.6K 

 

 
Table 3. Competitors analysis - Linh Nga Bridal 

 

3.1.1. Strengths 
 

Quality and design: Linh Nga Bridal is known for its high quality and beautiful, 

sophisticated wedding dress designs. Having more than 4 years of experience in the 

field of designing and sewing wedding costumes - Linh Nga Bridal is always proud 

to be a prestigious wedding dress brand in Vietnam ranked in the TOP 5 brands 

voted by marry.vn. 
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The brand has designers, consultants and staff with profound knowledge about 

wedding dresses. A typical example is designer Linh Nga - CEO Linh Nga Bridal - the 

person behind the most expensive wedding dress in Vietnam that Xoai Non wore on 

the big day. With experience and expertise, Linh Nga Bridal is able to provide 

customers with professional advice and support from the process of choosing samples, 

measuring, creating forms to detailed adjustments. Evidence for this can be. ositive 

reviews from previous customers about Linh Nga Bridal's consulting and care 

services. That is why Linh Nga Bridal is currently the address chosen by many stars 

and artists to wear beautiful dresses to attend events, award ceremonies, red 

carpets, launch ceremonies, ... 

Convenient location: The location of Linh Nga Bridal store in Hanoi is located in a 

prime location, convenient for customers to access. The Hanoi base store is located 

in the central area of the city and near areas with many wedding activities. This 

creates convenience for customers when they want to come to Linh Nga Bridal to 

shop and try on wedding dresses. And going to the store to experience it directly is 

not too difficult. 

 

3.1.2. Weaknesses 
 

Price: The company focuses mainly on middle and high-class people and this 

makes part of the market unable to access and experience its products. In addition, 

quality goes hand in hand with price, so Linh Nga Bridal's products and services 

may have higher prices than some competing brands. This may reduce accessibility 

for some customers with limited budgets. 

 

3.2. White Peony Bridal      
       

Facebook   Instagram  TikTok  
       

Publish: December 1, 
   Followers: 12 
   

Likes: 24 
2014 

    

    
First video: July 18, 

Likes: 62K 
 
Publish: July 2017 

 

 
2023 

 

Followers: 63K 
 
Followers: 10.6K 

 

  
Latest video: August 5, 

Running Ads: 5 articles 
   

  
2023 

 

(from August 2023) 
   

   
Average views: ~200      

      
       

 
Table 4. Competitors analysis - White Peony Bridal 
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3.2.1. Strengths 
 

- Unique design: White Peony Bridal has a strong element in creating unique, 

beautiful wedding dress designs that carry the unique characteristics of each 

collection, attracting customers' attention without Massive compared to other 

tailor-made wedding dress brands. 
 

- Product quality: White Peony Bridal focuses on product quality, ensuring 

meticulousness in every detail and using high-quality materials. 
 

- Price: There is also a service to rent dresses available from the collection and 

tailor designs. Tailored design prices are not too high but the quality is still 

guaranteed, so customers have many choices of services that suit themselves. 
 
- Social: Have a communication concept, unify the communication content line and 

have a stable posting frequency (5 posts/week). Take care of elaborate Fan Page 

and Instagram images; Content revolves around collections, wedding dress 

products, and bridal/wedding remakes; with product packaging (full package). 

 

3.2.2 Weaknesses 
 

Brand identity: White Peony Bridal has not built a strong brand identity, has a 

TikTok platform but is not active and in use. The average interaction is not strong; 

There are not many content routes yet, and the content routes are not yet diverse, 

which may reduce customer recognition and trust. You can add content that hits 

insight instead of each product image. 

 

C. CUSTOMERS INSIGHTS RESEARCH 
 

1. Primary research: Survey 
 

- The wedding industry is one of the fields that develops strongly and constantly 

changes over time. With the increasing demand of young couples wanting a perfect 

wedding, the wedding industry market is increasingly competitive and diverse. The 

wedding dress market comprises many different constituents, such as consumers, 

designers, and wedding dress manufacturers. In this market, retailers are equally 

crucial. Designers come up with new designs for wedding dresses while taking into 
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account a variety of elements, such as individual preferences, cultural influences, and 

current fashion trends. These patterns are used as a foundation by manufacturers to 

create bridal gowns. These producers utilize new sewing techniques and skilled 

artisans. According to secondary analysis, in India, about 30,000 weddings take place 

per day, over 900,000 per month, and more than 10 million per year. Wedding and 

marriage trends are expected to grow further, thereby driving market growth in the 

current and upcoming periods. (MAHAVIR AIWALE; Jun 6, 2023; Global Bridal Gowns 

Market Size, Share, Growth Report 2030). 

- Currently, most couples are familiar with the wedding dress rental service available at 

stores, in which the service of tailoring and designing locally owned wedding dresses is 

still a niche market in the wedding industry, not really popular yet. To gather primary 

data on the level of understanding and attitudes that contribute to behavior among 

young people of various ages (ranging from 18 to 35 years old) and couples preparing 

for marriage, as well as groups of them. We used a 259-person survey: The survey 

showed that up to 159 people (61.4%) have heard or know about the wedding dress 

rental tailoring service. Immediately followed by 98 people (37.8%) who have never 

heard of it or know it, this is considered a not small number. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 4. Research Survey - Have you heard or known about wedding dress rental tailoring 
service before? 
 

Of the 259 people who filled out the survey, we asked their subconscious thoughts 

about how much more the cost of a rented tailoring service and wedding dress 

design service would be compared to a ready-to-rent service. The results showed 

that the majority of people (38.2%) think it will be 50-70% higher and 29.7% think 

the price will be 20-30% higher. 
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Figure 5. Research Survey - In your opinion, how much more does the cost of a rental 
tailoring and wedding dress design service cost compared to a ready-made rental service? 
 

 

To explain the problem, the majority of people who filled out the survey thought that 

the cost of a tailor-made wedding dress rental service would be many times greater 

than a ready-made dress rental service because 133 people (51.4%) think that tailor-

made design services will have more advantages. One of those advantages that stands 

out is that custom design and tailoring fits the body, making it easy to change the 

design and helping them feel more confident. For 64 people (24.7%) - the advantage 

chosen by the fewest people, thinking that it will save time, shows that in each 

person's perception, tailoring and designing a wedding dress will take a lot of time. 

They can use that time to prepare for other things. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 6. Research Survey - In your opinion, what are the advantages of custom design and 

tailoring compared to buying a ready-made wedding dress from a store? 
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Besides the advantages of the Wedding Dress Design Tailoring Service, the majority 

of people (57.9%) think that the Service is worth the investment. That's why 

people are most concerned about the price factor at 29%, followed by product 

quality at 20.1%. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 7. Research Survey - In your opinion, what factors do you care about most before 

choosing a tailoring service and designing a custom wedding dress? 

 

When choosing to use the Tailoring and Design service, up to 185 people (71.4%) 

said they wanted to participate in choosing fabric/material for the dress, 70.3% 

wanted to participate in the design process on paper and 46.5% want to attach 

stones/accessories to the dress. 62 people said they strongly agreed and 87 people 

agreed that they would be willing to put in the effort to participate in all design 

stages to get the most satisfactory dress. The results confirmed a generally high 

level of interest in wanting to participate in wedding dress design. 
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Figure 8. Research Survey - When ordering a wedding dress design, what steps do you 

participate/want to participate in? 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 9. Research Survey -  What are your views on the actions below? 

 

It can be said that the issue of cost and time to complete a made-to-measure 

wedding dress is the biggest barrier that makes people hesitate or not choose this 

service even though they think this service has many advantages and is worth the 

investment. 

 

2. Secondary research 
 

- One of the most significant rituals in the wedding planning process is choosing the 

wedding gown. It is the most mentioned sacred artefact within the ritual of a wedding 

(Otnes & Lowry 1993). One of the most significant decisions a bride must make is the 

search for the perfect dress and fitting with myself. The dress that is chosen by 
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a bride reflects the taste and the value of the bride and is tied to her identity 

(Otnes & Lowry 1993). 
 

- In a study carried out by Thomas (2011), it was found that it was every woman’s 

dream to be seen as the most beautiful version of themselves on their wedding day 

and agreeing with this, Otnes and Scott (1996) state that ritual dictates that a 

woman is most beautiful on her wedding day. Marketers use this ideology to shape 

the thought process of a bride to be on her wedding day. Otnes and Scott (1996) 

states that a bride is traditionally presented on her wedding day in a "radiant, 

decorous and picture-perfect" manner (p.43). 
 

According to Otnes and Lowry (1993), in order for a wedding to be seen as a 

proper wedding, the white dress must be featured. The majority of brides regard 

choosing their wedding dress as an emotionally charged experience in which the 

perfect dress is magically revealed to them. 

 

The current situation 
 

Pressure on appearance 
 

- Besides those beautiful things, Brides face a variety of types of pressures and 

expectations with regard to their looks in the lead-up to their wedding. This 

pressure comes from a variety of sources, right from the bride herself, the wedding 

attendees and the wedding industry. 
 

- This study in the UK is the first to examine pre-wedding body image worries and 

experiences. Either an online survey or a semi-structured interview involved 134 

people. Following a reflexive thematic analysis of the data, an overall theme that 

reflected the expectations and pressures around one's body image in the lead-up to 

a wedding emerged. The wedding industry itself, as well as perceived and/or 

actualized judgement from others, such as those in attendance at the wedding, 

were the main sources of these pressures and expectations. Many brides hoped to 

lose weight in preparation for the wedding, and failing to reach weight-loss goals 

had serious consequences in terms of feelings, emotions, and behaviour. The 

findings have significant ramifications for those in the aesthetics sector who interact 

with people who have weight-related or other appearance-related issues. (Jennifer 

Taylor, 
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Alison Owen, Corrina Mchale; 02 April 2023; A qualitative exploration of pre-

wedding body image concerns in UK brides). 

- According to the Office of National Statistics, there were 278.599 weddings in the 

UK in 2019 (including 6.728 same-sex marriages). Weddings present a very positive 

but often stressful life event, with body image being identified as a particularly 

stressful factor (Prichard and Tiggemann, 2008). According to data from a 2019 poll 

(Mental Health Foundation, 2019), one in five persons reported feeling ashamed 

about their body image in the previous year. Body dissatisfaction is widespread, 

especially in Western society (Tiggemann, 2011). Body dissatisfaction can have 

wide-reaching negative implications, including low self-esteem and depression 

(Paxton et al, 2017), being an identified risk factor for disordered eating (Stice and 

Shaw, 2007) as well as being related to various other health-risk behaviours such as 

smoking (King et al, 2005) and sunbed tanning (Prior et al, 2014). 

- There hasn't been much research, especially in the UK, on body image 

experiences in the setting of weddings. According to studies done outside of the 

UK, brides place a lot of importance on how they look, with weight loss being a 

common concern and goal for brides in relation to wedding preparations (Prichard 

and Tiggemann, 2008; Neighbors and Sohal, 2008; Prichard and Tiggemann, 

2014). 

- Other participants spoke about how the wedding business, particularly in relation 

to body size and shape, perpetuates appearance "norms," with bridal shops 

perceived as exclusively serving thin women or women of a slim figure: "I had to 

buy 3 wedding dresses due to having my wedding cancelled and rearranged 3 

times due to Covid and my weight increased considerably with each cancellation 

despite my efforts to lose weight! I felt embarrassed and completely devastated!”. 
 

Bridal shops efforts at inclusivity appear to have the opposite effect, for example: 

‘As a bride you are bombarded with slim young models, dresses are designed for 

slim figures and bridal shops exclusively calling themselves ‘curvy bride’ makes you 

feel out of the ordinary if you need to find your dress there.’ 
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- One participant's perception of her appearance declined as a result of her 

experience at a bridal shop: "I generally feel okay about my appearance, although 

visiting a plus size bridal shop where there were only four dresses to fit me was a 

low." One of the participants experienced a perceived sense of being judged for her 

weight as a result of the bridal shop staff actively encouraging weight loss 

behaviors: "I felt the ladies in the dress shop were quite judgmental, saying I 

needed to eat better and basically lose weight, so I felt very negative towards me." 

While both brides and grooms typically strive to achieve an internalized socio-

cultural ideal, women are more likely to be influenced by the pressure to alter their 

look for the big day and frequently struggle with their body image (Neighbors & 

Sobal, 2008). According to one study, 67% planned to exercise more and over 50% 

of them intended to reduce weight (Prichard & Tiggemann, 2008). Brides-to-be 

experience pressure from the media, which emphasizes the importance of the 

bride's beauty on the big day through wedding publications, social media, and the 

film industry (Deluca, 2007 cited in Prichard & Tiggemann, 2009). The narrow 

representation of brides and the unattainable portrayal of perfection can become 

internalized as a personal goal, increasing the risk for depression (Vannucci & 

Ohannessian, 2018). Jen, 27, from Liverpool, didn’t choose the wedding dress she 

wanted but one that was “flattering”. She said she felt “so self-conscious about 

[her] arms being visible that [she] had to get drunk” before she felt able to remove 

her “fluffy shawl”. (Kate Baird and newly wed; September 17, 2021; YOUR 

WEDDING DAY: SURVIVE BODY IMAGE EXPECTATIONS AND OWN IT). 

 

The fear of a "not-fitting" dress on the wedding day 
 

Research by vintage jewelry experts, William May, has conducted research identifying 

the three worst scenarios that can turn a perfect wedding day into a complete 

nightmare. You know that this incredibly important day of your life can also be one of 

the most stressful from the moment you start planning your wedding. Brides-to-be 

understandably want everything to go as smoothly as possible on their big day after 

months and often years of planning. Nearly half of respondents (48%) agreed 
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that an ill-fitting wedding dress would be the worst thing that could happen to 

them. It is understandable that women worry about how their wedding dress will fit 

given that fittings take place so long in advance, as well as the adjustments and 

diets that must be done in the lead up to the wedding. 

 

Interest and desire level for taking part in the process of making a 

wedding dress 
 

- An investigation website was created to look into mass customization of wedding 

dresses after a thorough search of bridal websites was carried out and organized in 

February and March 2001. It offered a choice of design features or components 

through interactive illustrations and was based on Duray’s conceptual framework of 

mass customization (Duray, 1997; Duray, Ward, Milligan & Berry, 2000). The site 

served as the experimental treatment for subjects. Following their visit to the site, the 

subjects completed a questionnaire that dealt with their experience and personal 

demographic information. A convenience sample of 100 young women between the 

ages of 18 and 32 was identified through e-mail recruitment. Results confirmed a high 

overall interest in involvement with the design of a wedding gown. Yet those subjects 

who were very interested in design involvement were significantly different than those 

who were less interested in spending more time or paying more money. Subjects who 

owned more personal technological devices and spent more time on computers and the 

Internet were significantly more willing to purchase the designed gown. Four categories 

of bridal websites were identified based on-site characteristics and strategies: 

marketing, browsing, advice, and customizing. Involvement in wedding dress design on 

the Internet is not yet available but appears to hold potential for the bridal industry. 

Research that studies the identification of potential customers by their high interest in 

design involvement, evaluation of product type and other interactive opportunities for 

design involvement, and use of Internet customization strategies with other channels of 

distribution is recommended. (Rita Choy, Suzanne Loker; January/March 2; Mass 

Customization of Wedding Gowns: Design Involvement on the Internet). 
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- Through secondary research results, we determined that every woman's dream is 

to be considered the most beautiful version of herself on her wedding day. A 

perfect, gorgeous and suitable wedding dress are important factors that make the 

big day more perfect. Because of the desire to be the most beautiful on their 

wedding day, many brides have to face many types of pressure and expectations 

about their appearance before the wedding. Many brides have had bad experiences 

at wedding dress rental stores because they only have dresses for girls with a 

proportionate body or considered slim. Even the act of losing weight is actively 

encouraged by bridal shop employees. 

- In addition, through surveys, the results confirm a high level of general interest in 

participating in wedding dress design. Brides want to have their own wedding dress 

designed that is not only gorgeous and outstanding, but also needs to fit their 

body. And being able to participate in the design process and customize the 

wedding dress makes them excited. 
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D. CURRENT STATUS OF MEDIA 
 

*Data measured and compared from April 12, 2023, to July 11, 2023 
 

 Facebook TikTok 

Time July 11, 2023 - October 8, 2023 August 10, 2023 - 
October 8, 2023 

Approach  Gender 
 Female: 87.6% 
 Male: 12.3% 
 Most popular age range 
 18 to 24: 59% 
 25 to 34: 40.1% 
 Personal page visits: 8,030 -> 

Increase 71%  
 Number of clicks on external 

links: 115 - Increase 66.6%  
 Number of clicks on business 

address: 28 - Increase 211% 
 Accessible content 
 Reels: 2896 
 Posts: 1771 
 Story: 1305 
 Videos: 99 
 Accounts reached: 59971 (92.4% 

from advertising, of which 2640 
came from followers and 57.3K 
came from non-followers) 

 Number of impressions: 337990 - 
Increase 74.4% 

 Reach: 273,209 - 
Reduce 60.27% 

 Audience reached: 
200,173 -  Reduce 
64.23%  

 Profile views: 4,516 
- Reduce 
45.57% 

Interaction  Number of interactions with 
news: 13 (9 reactions and 4 
shares) 

 Video interactions: 6 (1 share and 
5 saves) - Increase 20%  

 Interacted accounts: 1,164 (309 
people have followed and 855 
people have not followed) 

 Number of interactions with the 
video: 538 (379 likes, 10 
comments, 110 saves and 39 
shares) - Increased by 7.6%  

 Likes: 2,963 - 
Reduce 73.92% 

 Number of shares: 
233 - Increase 
4.48% 

 Number of 
comments: 78 - 
Reduce 38.58%  
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Follower  Female: 82.1% 
 Male: 17.8% 
 Location 
 Hanoi: 37.2% 
 Ho Chi Minh City: 15.9% 

 
Table 5. Current status of Media Platform 

 

*Below are a few more images  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 10. Current status data 1 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Figure 11. Current status data 2 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

48  



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 12. Current status data 3 
 
 
 
 
 
 

 

 

 

 

 

 

 

 

 

Figure 13. Current status data 4 

 

→ Conclusion: Camile Bridal's current content quality is not really good and 

effective. Based on the data, it can be seen that Camile's communication 

effectiveness is highly unstable and inconsistent. 
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CHAPTER III 
 

COMMUNICATION PLAN 
 
 
 
 

A. PLAN OVERVIEW 
 

1. Target audience 
 

Vietnamese brides aged 22-30 years old, who are in the stage of accumulating life 

experience and often planning their wedding. This is the appropriate age to get 

married and start a family. Have an average personal income and are able to self-

pay part or all of important personal plans ranging from 20-80 million VND. 
 

2. Big Idea 
 
 
 
 
 
 
 
3. Key message 
 
 
 
 
 
 
 
 
4. Channels: Facebook, TikTok 
 
5. Hashtags 
 
 
 
 
 
 
 

6. Activities  
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B. COMMUNICATION GOALS AND OBJECTIVES 
 

1. Qualitative Goals 
 
1.1. Long-term Goals 
 
-  Increase brand awareness for Camile Bridal. 
 
- They are developing a distinguished wedding dress brand image by leading in 

tailoring services - designing wedding dresses at pricing comparable to rental 

prices, with customers earning an average of 15-20 million VND/month able to 

use the service. 
 
- Increase the level of "brand love" of customers towards the brand, expand the 

source of new customers from old customers. 
 
1.2. Short-term Goals 
 
- Educate customers about tailoring - wedding dress design services, letting them 

know that Camile Bridal is one of the top wedding dress brands in tailoring - 

wedding dress design services. 
 
- Effectively promote two communication channels: Facebook and TikTok of Camile 

Bridal, creating a premise for a communication campaign. 
 
- Build a stronger relationship with not only the bride but also the bride's closest 

relatives. 

-  Reach new customers through customers who have experienced the service. 

 
2. KPIs 
 

- Reach 15-20 couples attending the workshop. 
 
- Average 60 interactions/post on Facebook 
 
- Achieve 100 interactions for signature posts on Facebook 
 
- Average 60 interactions/video on TikTok 
 
- Achieve 100 interactions for landmark posts on TikTok 
 
- Achieve 200.000 hashtag "tuxuongmaydenleduong" on TikTok 
 
- The company's fourth quarter revenue increased by 20% compared to the third 

quarter. 
 
- Top 3 influential wedding dress brands in tailoring and design services by the end 

of 2023 
 
- Achieve 88% positive feedback and contributions after the campaign. 
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3. Smart objectives 
 

Specific 

Increase brand presence and engagement on social media through a 

comprehensive communication campaign, aiming to enhance reach and 

interaction on both Facebook and TikTok. 

 

Measurable 

Based on real surveys and market analysis conducted in the fourth 

quarter 

-Regarding Facebook: a 5% reach rise from the third quarter 

-Regarding TikTok: a 10% reach rise from the third quarter 

 

Attainable 

-The goals are established based on research and an assessment of 

Gudnai team's capabilities, with some input from the support of Camile 

Bridal's Marketing team, ensuring that they are realistic and achievable 

within the capabilities of the team. 

-To enhance the effectiveness of communication and achieve positive 

results, here are the golden moments of the wedding season, during 

which Camile is gradually establishing itself as a competitive brand in the 

bespoke design and tailoring services. Additionally, the team is actively 

contributing to creating highly engaging content across Camile Bridal's 

social media platforms to boost the feasibility of favorable 

communication. 

 

Relevant 

The set goals are directly related to the strategic objectives of Camile 

Bridal, aiming to enhance awareness and engagement with the target 

audience on key social media platforms. 

Timely 

From September 10th to December 10th. 

 
Table 6. S.M.A.R.T Objectives 
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C. SEGMENTATION AND TARGETING 
 
1. Segmentation 
 
Market segmentation involves dividing the market into distinct groups of buyers, 

learning more about target groups with different characteristics or behaviours with 

different needs (Who are they?, what are their needs? What problems are they 

facing and what are their needs?). Businesses will be able to offer items that best 

meet the real needs of their target audience when they focus on their needs and 

provide practical answers or solve problems. That's difficult. The market can be 

divided into segments based on demographics, geography, psychographics and 

behaviour, etc. For our purposes, we choose to segment the market mainly based on 

the criteria of age, needs, hobby, revenue. 

 

2. Target audiences 
 

Key definition 
 

- Pain Point: Specific problems that customers are experiencing or afraid of. 
 

- Hobby: What customers are impressed, interested in and pay attention to. 
 

- Touch point: Interaction between customers and brands such as event activities 

(Workshop, exhibition…), advertising and video images... attracts customers' 

attention and interest row. 
 

- Communication channels usage behavior: Research social media channels 

and platforms that target customers regularly use is Geographical Location. 

- Demographic segmentation: Statistics on specific customer character 
 

- tics. This data can include age, income, style, etc. 
 

- Education, Religion, and Family,... 
 

- Geographical location: Geographical location, place of residence, where the 

target group lives. 

- Challenges: Difficulties in learning about services or satisfying needs. 
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Target audiences of our project 
 

Vietnamese brides and grooms are aged 22-32, these are people who are in the 

stage of accumulating life experience and regularly planning their wedding. This is 

the appropriate age to get married and start a family. Have an average personal 

income and be able to self-pay part or all of important personal plans ranging from 

20-80 million VND. May be living or working abroad. The current time is the end of 

the year, also known as wedding season. 

 

Geographical Location 
 

The main area is around Hanoi, Vietnam (Inner city and suburbs), besides there are 

many other provinces and cities nationwide. Even abroad. 

 
 

Demographic 
 

 Main Target 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Image 5. Main Target 1  
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Pain Point: 
 

- Financial Pressure: This group may face financial pressure when preparing for the 

wedding, so an effective and flexible financial solution will be an important factor. 
 
- Limited Time: Managing time between work, relationships, and wedding 

preparations is a challenge, so a convenient and flexible solution is appreciated. 
 
- Others: The measurements don't match, the shape of the dress doesn't cover 
 

flaws, there's no model I like, I'm afraid it won't suit me, it's too big, ... 
 

Hobbies: 
 

- Follow Wedding Trends: This group may enjoy following wedding trends through 

social media platforms and blogs, where they can look for ideas and inspiration 

for their wedding day. 
 
- Participate in Wedding Communities: Interest in participating in online or offline 

wedding-related communities to share information and experiences with peers. 
 
- Pursuing splendor, wanting to stand out, personalization, individuality, ... 
 

Touch point: 
- Website: This target group can use the website, join wedding groups to search 

for information and products, as well as perform online shopping. 
 
- Fashion and Branding: They can gain exposure to the brand through online 

presence, social media advertising, and workshop events related to the wedding 

fashion industry. 
 
- Blog and Wedding Content: Exposure to wedding content will help them gather 

information and choose products based on other people's experiences. 
 

Communication channels usage behavior: Facebook, TikTok, Instagram. 
 

Challenges: 
 

- Don't Know Where to Start: This person may have difficulty starting the wedding 

preparation process, especially in choosing the right outfit. 
 
- Not Clear About Wedding Fashion Trends: They may feel confused by the variety 

of wedding fashion trends and need support in the selection process. 
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 Secondary Target 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Image 6. Main Target 2 
 

Pain Point: 
 

- Financial Pressure: This group may face financial pressure when preparing for the 

wedding, so an effective and flexible financial solution will be an important factor. 
 
- Limited Time: Managing time between work, relationships, and wedding 

preparations is a challenge, so a convenient and flexible solution is appreciated. 
 

Hobbies: 
 

- Follow wedding trends: This group may enjoy following wedding trends through 

social media platforms and blogs, where they can look for ideas and inspiration 

for their wedding day. 
 
- Join a Wedding Community: Interested in joining online or offline wedding-

related communities to share information and experiences with colleagues. 

- Pursuing luxury, wanting to stand out, individuality... 
 
- Want to give my future wife a meaningful gift for the upcoming big day. 
 
- Choose and prepare with your bride for the upcoming wedding day. 
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Touch point: 
 

- Website: This target group can use the website, join wedding groups to search 

for information and products, as well as perform online shopping. 
 
- Fashion and Branding: They can gain exposure to the brand through online 

presence, social media advertising, and workshop events related to the wedding 

fashion industry. 
 
- Blog and Wedding Content: Exposure to wedding content will help them gather 

information and choose products based on other people's experiences. 

Communication channels usage behavior: Facebook, TikTok, Instagram. 

Challenges: 
 

- Don't Know Where to Start: This person may have difficulty starting the wedding 

preparation process, especially in choosing the right outfit. 
 
- Not Clear About Wedding Fashion Trends: They may feel confused by the variety 

of wedding fashion trends and need support in the selection process. 

- Confused about gifts: The end of the year is wedding season and there are many 

special days to express feelings and develop relationships. The groom will 

definitely need a meaningful gift for his wife to start a new journey. 
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Mindset  
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D.PLAN 
 

1. Big Idea: “Hành Trình” - The Journey 
 
 

“The Journey” - From the garment factory to the ceremony hall 

The Journey - Directly is the journey of tailoring and designing wedding dresses. 

Indirectly is the journey of love, from the moment two people start to the journey 

through a series of difficulties together. Choosing this big idea, the group wants to 

emphasize more on the role of "catalysts" on the long journey. We understand and 

realize that: It is not the materials or unique designs that create uniqueness for 

custom-designed wedding dresses, but is created by a journey containing many 

emotions when the bride personally participates in the process of creating her own 

unique wedding dress. 

2. Key message:  
 

“The journey is a catalyst that makes the outcome more meaningful” 
 
 
- “The Journey”: Journey refers to the process or path that someone or something 

must go through to achieve a goal or result. It includes disagreements, 

challenges, difficulties, and personal growth. 
 
- “Catalyst”: catalyst means the factor or stimulus that contributed to making the 

process or journey more meaningful and special. It could be anything, an event 

or an experience. 
 
- “Outcome more meaningful”: This implies that the outcome of the journey will 

bring a more significant value than achieving the goal directly. May involve 

learning, growth, positive change or deep understanding. 
 
To be able to reach the destination meaningfully and completely, there is not only 

the end result but also the long journey we journey together passing has important 

meaning. Key messages also emphasize appreciating and enjoying the process 

rather than focusing on the end result. 
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3. Hashtags: #Thejourney #Tuxuongmaydenleduong 
 
4. Key visual: 
 

The familiar branding elements are shapes, colors, symbols, numbers, and letters. 
 

Color, on the other hand, is the most memorable factor. 
 

 

4.1 Colour choice: 
 

Pink is used as the main color, creating a gentle feeling and highlighting the brand 

personality that always aims to be thoughtful, considerate, caring, and caring. 

Besides, pink also represents the desire for a happy ending, a complete "pink" point 

marking the end of the journey. At the same time, it opens a new and promising 

chapter for the next journey. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 14. Color choice 
 

 

4.2 Font of text 
 

- Facebook design font 
 

 Headline: SVN-Ameyallinda Signature 



 Body text:  VL Abraham Lincoln 


- TikTok design font: VL Abraham Lincoln & UTM HelvetIns (UTM HelvetIns) 
 

In the campaign, 3 fonts are used throughout with the title font being SVN-

Ameyallinda Signature, the content font being VL Abraham Lincoln and the highlight 

font being UTM HelvetIns. The title font shows the nature of the simple, soft, gentle 
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dress. The use of soft handwritten fonts tends to create a friendly and familiar 

feeling, helping customers feel close and connected to the brand. 
 

Serif font (font with serifs) for the content with clean, thin lines shows the elegance 

and sophistication of each dress. Often the fashion industry also favors serif fonts. 

UTM HelvetIns font is a large, thick font that is completely different from the above 

two fonts. This font is used a lot on the TikTok platform and it is a font that creates 

emphasis and makes a difference to create attention and curiosity. 

 

5. Media strategies and Tactics 
 

5.1 Media Strategies  

- Enhance the media image on social networking sites for the brand. The strategy is 

implemented through a combination of offline and online communications, with the 

main focus being on social media communications and adjusting content to suit the 

campaign message. The main images used in the publications will be brides who 

have used Camile Bridal's tailoring services and staff. Content on social media 

platforms focuses on sharing useful tips needed for brides and sharing knowledge 

about tailoring and wedding dress design in an easy-to-understand way so that 

customers can quickly access more information about tailoring service, wedding 

dress design. 

- The team performs posting with regular frequency and maintains continuity. This 

helps the brand appear in the minds of viewers trust and will always continue to 

accompany customers. 

- Use quality images and videos: High-quality images and videos are important for 

conveying messages and evoking emotions. Using professional images and videos 

for display will make your target audience happy. In addition, the team also plans 

experiential activities to help customers trust and have closer experiences with 

Camile Bridal's products and services. 

- With a gentle and considerate style of transmission, customers will feel and 

remember Camile as a reliable friend, psychology can answer and share all questions 

for them - those who are about to enter the marriage journey.  
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5.2 Tactics  

5.2.1 Storytelling Format 

Formed from human needs - liking to listen to shared stories and it will have a 

deeper memorable impression when that story is expressed through images. And the 

storytelling strategy is the bridge the campaign chooses to spread the stories of real 

couples to spread the message and connect emotionally.  

5.2.2 Coverage strategy 

The campaign covers the entire content stream on both Camile Bridal's Facebook 

and TikTok channels. 

 On the TikTok platform, the highest content allocation group for series from A 

- Z accounts for 50%, brand USP and wedding dress design tailoring service 

accounts for 30%, and the remaining 20% is for trending videos. 

 On the Facebook platform, the group divides content to share knowledge and 

share useful tips by 50%. The remaining 50% is for the company's USP 

content and wedding dress design tailoring service. 

5.2.3 Direct experience  

This is a tactic that helps customers develop good feelings and emotions about the 

brand. The team plans to connect Camile Bridal with target customers through real-

life experiences with the Workshop activity "From the garment factory to the 

wedding hall" to help them better visualize the process the bride will be participating 

in. make a wedding dress. Besides, there are offline activities of the series of 

activities of "Hugs" week on the walking street. From there, everyone will see and 

perceive the noble value and message that the brand wants to spread. 

5.2.4 Take advantage of the gift giving method 

Not only does it stimulate people to interact and spread the word outside, bringing 

more members and followers to the fanpage, but this tactic partly helps increase the 

likelihood of converting purchases from vouchers received by customers. 
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6. PR activity 
 

- When planning the campaign, we have a few suggestions for posting news on 

online newspapers such as “Sức khỏe và Đời sống, 24h, Lao động Thủ đô, and 

VTVNews”. PR booking price for the campaign after contact will range from 5 

million to 10 million per article.  

- Technology Investment and Development Company) and exchanged more 

information about the activities within the campaign. 

- At the end of the exchange process, the group's "Hug" campaign was evaluated 

by VTC as having profound and meaningful storytelling. VTC decided to report on 

the campaign on December 8th and plan with us to film the news to premiere on 

VTC1 channels. 

- As a result, instead of renting online newspaper pages, we chose to solely 

broadcast news with VTC on television and Camile Bridal's on various social 

network platforms. 

- Because the "Hug" campaign mainly targets feelings between people, husband 

and wife, parents and children, acquaintances and strangers. The above 

newspapers have good traffic, their reader segments are also widespread and 

attract readers of many ages. 
 

- In the process of communicating the "Hug'' campaign on the satellite Tiktok 

channel "Những con nai bị Gud". We were contacted by VTC (Vietnam Television 
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E. STAKEHOLDER 
 

Stakeholder is a term used to refer to people and a group of people who have a 

close relationship with the business and are interested in the operation process and 

success of the project. These are people who are interested and have the ability to 

share resources, can influence, and have a direct or indirect impact on the brand 

such as strategies, plans, activities, event programs, etc. .. In this group's project, 

Group has carefully identified the Stakeholders as follows: 

Camile Bridal 

 Saleroom 

 Marketing Department 

 Product Production Department 

 

Client 

 Couple 1: Mr. Hung - Ms. Thuy 

 Couple 2: Mr. Luong - Ms. Hoa 

 Couple 3: Hoang Anh's family 

 

Partners 

 Doji jewelry 

 Map Studio wedding reportage 

 Platino Studio 

 Hanoi Tower wedding center 

 Vest Adam Store 

 VTC1 television station 
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F. COMMUNICATION CHANNELS 
 

Owned media: 
 

The two primary communication platforms employed in the Camile Bridal 

communication campaign are Facebook and TikTok. Content on Facebook is meant 

to give information about wedding dress design and tailoring services, new collection 

photos, and customer feedback. TikTok material is amusing while also diversifying 

the content for the already created TikTok channel. 

Facebook 
 

Has a consistent quantity of interaction and strong conversation. However, the 

articles on tailoring and design services are not very in-depth and informative, and 

only cover the bride receiving the garment. At the same time, the frequency of 

posting is relatively low. 

TikTok 
 

Large number of Followers, and good interaction for videos receiving designer 

dresses. However, the amount of interaction of these videos has tended to decrease 

recently, and there is no longer any content other than these topic videos. The 

company also wants to diversify content on the TikTok channel. 

 
 
 

G. COMMUNICATION CHANNELS STRATEGY 
 

1. Media Plan 
 

Sheet MEDIA PLAN – Link 
 

1.1 Phase 1 - Market research  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Table 7. Media Plan - Phase 1 
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https://docs.google.com/spreadsheets/d/1BBO3G9vag6WtialUEDfQEN_RQklmWMsFG5_4X0PgPRA/edit?pli=1#gid=1988189724


 

1.2 Phase 2 - Trigger & Awareness  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Table 8. Media Plan - Phase 2 

 
1.3 Phase 3 - Trust & Engagement  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Table 9. Media Plan - Phase 3 
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Table 6. Media Plan - Phase 3 

 
 
1.4 Phase 4 - Amplify & Booming  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Table 10. Media Plan - Phase 4 
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2. Media - Used Timeline 
 

Sheet FACEBOOK TIMELINE & TIKTOK TIMELINE – Link 

2.1. Facebook Timeline 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Table 11. Media - Used Timeline 1 

 

2.2. TikTok Timeline  
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https://docs.google.com/spreadsheets/d/1BBO3G9vag6WtialUEDfQEN_RQklmWMsFG5_4X0PgPRA/edit?pli=1#gid=1988189724


 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Table 12. Media - Used Timeline 2 
 
 

CHIẾN DỊCH TRUYỀN THÔNG CHO THƯƠNG HIỆU CAMILE BRIDAL 
 
 

3. Estimated Cost 
 

The total budget for the communications masterplan is estimated at 5   

millions VND. 
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https://docs.google.com/spreadsheets/d/1BBO3G9vag6WtialUEDfQEN_RQklmWMsFG5_4X0PgPRA/edit?usp=sharing


 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

Table 13. Estimated Cost 
 

Estimated Cost 
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H. RISK MANAGEMENT 
 

1. The importance of risk management 

Every project runs the possibility of undesirable events occurring, which can have 

serious consequences. This likelihood can be defined generically as project risk, or the 

possibility that an unforeseen event will threaten the project's success. If these risks 

are not handled, they have the potential to escalate into crises, which are systemic 

incidents that produce widespread tension within an organisation. Crises are 

perceptual in the sense that they may depart from stakeholders' expectations of an 

organisation's behaviour, so harming its brand. Concerns are perceptual in the sense 

that they may differ from stakeholders' expectations of the organisation's behaviour, 

resulting in brand damage. The larger the project and the greater the number of 

parties involved, the more likely something will go wrong. As a result, future 

communication issues are likely. 

 

2. Risk management methodologies 

Our risk management strategy is based on a three-phase crisis management 

technique from the book "Managing an Ongoing Crisis: Plan, Manage, and Respond" 

by W. Timothy Coombs. This process includes: 

2.1 Prepare before the crisis 

 Detect and classify problems: Comprehensively analyse every aspect of the 

project to predict and analyse possible causes of crises. 

 Develop a response plan: Develop a specific plan for each risk, especially 

risks that have the potential to become a crisis. 

 Risk monitoring: Closely monitor all risks and if potential risks are detected, 

notify immediately to develop a response plan. 

2.2 Crisis response 

 Recognize and communicate a crisis: Assess the severity and 

communicate the situation appropriately. 

 Evaluate and implement the response plan: Determine the application of 

the plan and make necessary adjustments immediately. 
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2.3 Post-crisis assessment 

 Evaluate crisis resolution: Liaise with stakeholders to ensure issues are 

resolved and track project progress. 

 Modify and adapt: Analyse the source of the problem, ensure risks are better 

monitored, and strengthen response plans based on experience. 

Risk Description Level Solution 

 
 
 
 
 
 
 
 

Production Progress 

Software or 
production equipment 
has problems 
affecting the progress 
of the project's 
product completion. 

 

High 

Regularly take care of 
production equipment or 
always have a plan to 
prepare backup equipment 
during the production 
process. 

Insufficient human 
resources in the 
production process 
cause delays in the 
production process. 

 
 

High 

Conduct a resource 
assessment before 
implementing the plan. 
 
Be ready to deploy 
contingency plans for 
processes that will 
encounter risks or 
problems. 
 

The problem of 
filming space can 
affect the 
implementation 
progress. 

 
Medium 

Notify and understand the 
available time frames of 
filming space to avoid 
delays in production. 

Personnel in the 
production process 
cannot coordinate 
with each other. 

 
Low 

Change the most suitable 
scenario and resources for 
personnel. 
Prepare a replacement. 
 

 
 

Communication Crisis  

Expected range not 
achieved. 

Medium 

Determine the cause and fix it 
promptly. 



 

Received a lot of 
negative feedback 
from the public. 

 

Medium 

Correctly redirect public 
opinion, explain logically 
with authentic evidence 
and possibly correct and 
apologise if the 
information causes 
misunderstanding. 

 

Event Crisis 
Management 

There is a problem 
with the network 
signal, affecting the 
quality of the 
Livestream image. 

 
High 

Prepare backup 
transmission lines, and 
some other sources. 

Received negative 
feedback live on air. 

Medium 

Handle it directly on the air 
to avoid causing 
misunderstandings for 
others. 

Copyright issues. 

 
 

High 

Request permission from 
the song's owner. 
Check to determine if it is 
copyrighted by posting it 
on your profile. If so, the 
song must be edited to 
ensure quality for the 
event. 

Expenses may 
suddenly arise. 

 
High 

It is necessary to monitor 
the situation to eliminate, 
optimise and control costs. 

Personnel problems. 

 

Medium 

Selection carefully 
considers roles and 
responsibilities. 
Prepare backup staffing 
plans for each role.  
 

 
Table 14. Risk Management 1 
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3. Project risk classification and management 

Details for out Activities 
 

 

Activities 

  

Risk 

  

Solution 

 

      
         

    Printed publications  - Resolved on the same day the person in charge 

    have wrong colors,  of the job will have to reprint the entire thing to 

    problems or are not as  keep up with the event schedule. 

    expected.    

       - Print 2 - 3 days in advance to allow time for the 

       worst-case scenario. 

       - Before printing, the criteria for evaluating the 

       finished product should be clear. 
        

    Serving equipment has  
- Prepare spare equipment (2 of each type).     technical problems.  

     

Check 1 day before the event to ensure stability.        

       

    The MC hosting the  - Prepare 1 backup MC to also run for the event. 

Workshop 

 show was absent for  - Request to sign a contract before cooperating to 

 some reason.  ensure participation. 
“The       

Journey”  Before the event,    
    Workshop proactively    

    contacted guests to  - Rearrange a specific time and arrange it based 

    remind them about the  on the guests' schedules because the event has 2 

    event's operating time,  morning and afternoon sessions, so it will be more 

    but for some reason,  flexible for the guests. 

    the guests were absent    

    (the majority).    
        

       - Connect with other resources (friends, 

    Not enough people  acquaintances...) for support 

       - Outsource to ensure quality and quantity. 
        

    The space of the    

    premises is not as  - Contact the building manager 1 day in advance 

    expected in the  to discuss clearly and find a satisfactory solution. 

    original plan.    
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  - Research and define target audience. Clearly 

  identify the audience your workshop is aimed at. 

  - Strongly promote, increase promotional and 

  marketing activities to attract attention from the 

 
The number of people 

audience. 
  

 registered to 
- Use social media channels, email marketing,  

participate in the  
online and offline communications to announce  

workshop is limited,  
talk shows and workshops.  

not meeting the target   

 set by the group. 
- Create engaging content, engaging images and   

  videos, and share information on relevant forums, 

  groups, and communities. 

  - Review activities and offer attractive rewards or 

  incentives to encourage participation. 

   

  - Review the script carefully and rehearse it 1 day 

  before implementing the activity. 

 Confusion, inaccurate  

 information - Agree with the participating parties on a content 

  information to avoid confusion and 

  misunderstanding for participants. 
   

  - Run ads. 

  - Create engagement by asking for opinions, 

  asking questions, or creating polls. 

 Low interaction - When  

 the product is posted, - Seeding through articles of sites with related 

 it does not receive content. 

Series much interaction  

TikTok because the content - Use social networks and other communication 

 has many reader channels to create interaction and attract readers. 

 restrictions and social  

 network policies. - Share links to your page's content on popular 

  social networks and participate in relevant groups 

  and communities to generate interest and 

  engagement. 
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 Viewers cannot grasp  

 the information - Explain and convey by responding to comments 

 conveyed - The to readers who do not yet understand. 

 content is rambling;  

 the posts do not have - Comments summarize the main idea that the 

 specific directions or article wants to aim for. 

 plans for each stage.  
   

 Slow production - Always prepare backup plans for situations (For 

 schedule - Technical example, production facilities must always have 2 

 issues, human machines or actors must always have a backup 

 resources... person to replace them). 
   

 Weather problems - Arrange and prioritize outdoor scenes on normal 

 affected the filming days to avoid bad weather affecting production 

 scene. progress. 
   

 During the production  

 process, the finished 
- Always prepare a plan to rent or prepare backup  

product encountered  
equipment and back up materials in 2 copies to  

technical problems  
prevent the worst-case scenario from happening.  

(broken computer, lost   

 memory card...)  
   

  - Carefully research your target audience: "What 

  could interest them?" 

 Product quality is not  

 good. - Carefully review product content with relevant 

  parties to improve quality and make the most 

  appropriate modifications. 
   

  - Censor the information and determine whether it 

 
Copyright issues. 

is related to copyright issues. If so, it will have to 
 

be revised so as not to affect the quality of the   

  product. 

   

 
Received negative 

- Redirect public opinion, explain based on logical 
 

factors accompanied by authentic evidence.  
feedback.  

- Sorry for the misleading information for viewers.   
   

 
Sudden expenses 

- Make a list of things that may arise and resolve 
 

or optimize them to minimize costs as much as  
arise.  

possible during the production process.   
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  - Select a technical employee to be able to resolve 

 
The Internet signal has 

and handle arising issues as quickly as possible. 
  

 unstable problems that 
- Check and test run carefully for technical issues.  

reduce image quality   

 and performance. 
- Prepare a backup network source for the   

  Livestream session. 
   

  - Call for support and post announcements about 

  activity times. 

 The number of 
- Prepare seeding questions to use some social  

interactions is not  
network accounts for seeding to increase  

high, the connection of  
interaction in the activity.  

activities is weak.   

  - Prepare to play interesting Mini Games at each 

Livestream 
Livestream session. 

 
   

  - Research and learn about the target group's 

  priority issues and delve into what the target 

 The content does not group is facing to come up with solutions. 

 really attract viewers.  

  - Offer many attractive incentives and realistic 

  content. 
   

  - Need to ensure exact timing for MC and may 

 The MC had a problem sign a contract for certainty. 

 so he couldn't  

 participate - Prepare 1 backup MC in case the worst case 

  scenario occurs. 
   

 Broadcast equipment - Check thoroughly and approve twice in advance 

 has problems (1 day and 2 hours before the activity) 

 

- Agree and discuss carefully with guests about 

detailed implementation time.  
“ÔM” Guests cannot come.  

- Proactively welcome guests to avoid delays on 

both sides. 
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 There will be missing 
- Review the script carefully and in detail.  

scenes or there will be   

 some unapproved 
- Clearly assign the roles of some team members  

scenes that have to be  
to prevent the worst-case scenario.  

re-shot   

   

  - All equipment used has backup equipment and 

  raw materials must always be kept in 2 equipment 

 Technical problems to avoid unnecessary incidents. 

 during production.  

  - Prepare some backup sources to replace 

  equipment promptly. 
   

  - Prepare 2 backup plans that match the criteria 

  the group has given and proactively contact them 

 The location of the to ask about available time. 

 implementation space  

 has problems or does - One day before carrying out the activity, come 

 not meet the needs. and survey it first and come up with some issues 

  that need to be resolved immediately to avoid the 

  situation of doing it while solving it. 
   

  - Agree on the minimum number of people 

 
Insufficient human 

needed for the activity, the role and position of 
 

each person in the activity, and based on the role,  
resources.  

prepare an appropriate backup plan while still   

  ensuring output quality. 

   

 
The weather does not 

- Make a clear detailed plan of the materials that 
 

need to be collected and arranged according to  
meet the image quality  

time factors to shorten filming time. Spend about  
requirements.  

3 days.   

   

 The image is not 
- Moderate post publication before posting on  

synchronized with the  
social media platforms.  

original plan. 
Minigame 

 

  

The format is - Moderate and test minigames to make quick  

 confusing for notes and modifications before posting on social 

 participants. networks. 
   

 
Table 15. Risk Management 2 
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CHAPTER IV 
 

IMPLEMENTATION 
 
 
 
 

A. EVENT 
 

1. Workshop: The Journey 
 
1.1. Brief and proposal(s) 

 
Camile Bridal hopes to provide a comfortable workshop for prospective brides in 

October, which is often considered a month for women. In order to give client the 

broadest understanding of the service, tailoring, and wedding dress design services 

are explained in detail during the workshop. The workshop offers the most thorough 

and truthful expertise and experience on activities related to wedding dress design. 

Additionally, brands may inform consumers, increase awareness, and persuade 

brides to use the service. In particular, the following might be listed as the 

Workshop's highlights: 
 
- (Knowledge) With an understanding of the general steps involved in making a 

wedding dress, couples or brides may design and finish making their own 

wedding veil or dress. 
 
- (Experience) Create your own wedding veil and mix and match materials for a 

bridal gown. 

- (Gift) Get savings on marriage-related services and companionship. 
 

 

1.2. Goals - Objective 
 

GOALS 
 

- Raise client knowledge of the offering "MAKING FOR RENT, DESIGNING 

WEDDING DRESSES ON REQUEST" 

- Refer to several providers of services (partners). 
 

- Build a stronger sense of goodwill (trust) between brands and consumers. 
 

- Gain more operational expertise and assist clients in comprehending the on-

demand customization process. 
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- Improve the business's brand health 

- Build positive working relationships with partners;-Increase revenue or 

conversion index linked to tailoring services and wedding dress design on 

demand. 

 

OBJECTIVES 
 

- 15–30 couples are included in the workshop. 
 

- Revenue: More than three pairs signed in the product and service contract. 
 
 

1.3. Target audience 
 

- Age range: 20 to 30 
 

- Habit: Gather information regularly, monitor social media, speak with friends and 

family, attend wedding-related events, and assess merchandise before 

purchasing on their wedding day. 
 

- Utilize social media: TikTok, Facebook, Instagram, and other major social media 

sites. 
 

- Marital status: This might refer to someone who is engaged, getting ready to get 

married, or thinking about getting married soon. 
 

- Interests: Appreciates beauty, enjoys drawing attention to oneself and others, 

enjoys fashion, and aspires to be a "princess". 
 

- Gender: The wedding dress industry is primarily populated by women, with 

potential male interest. 

- Geographic: Residing both overseas and in Vietnam. 
 

 

1.4. Message 
 

When the bride herself actively contributes to the process of designing a wedding 

dress with her own unique impression, the garment will have even greater 

significance. It will be the result of a trip through various emotions. 
 

"From the clothes factory to the wedding ceremony: a workshop for all couples on 

the path to discover the ideal destination of love" Brides and grooms may choose 

materials, trim, attach lace to the garment, and make the dress themselves—all 

crucial phases in creating the ideal wedding dress—in person at the " " Workshop. 

Handmade wedding veils have a distinct character. 
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1.5. Plan 
 

1.5.1. Offline Plan 
 

Sheet PLAN WORKSHOP – Link  
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https://docs.google.com/spreadsheets/d/1BBO3G9vag6WtialUEDfQEN_RQklmWMsFG5_4X0PgPRA/edit?pli=1#gid=1165767548


 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Table 16. Offline Plan 
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1.5.2. Online Plan 
 

Sheet FACEBOOK CONTENT PLAN & TIKTOK CONTENT PLAN – Link 
 

 Facebook Direction Plan 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Table 17. Online Plan - Facebook 

 

 TikTok Direction Plan 
 
 
 
 
 
 
 
 

 

Table 18. Online Plan - TikTok 

 
1.6. Script 
 

1.6.1. Offline 
 

Time: 21/10/2023 
 

Number of applications: Morning slot: 11 couples & Afternoon slot: 19 couples 
 

Number of attendees: Morning slot: 10 couples & Afternoon slot: 14 couples 
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https://docs.google.com/spreadsheets/d/1BBO3G9vag6WtialUEDfQEN_RQklmWMsFG5_4X0PgPRA/edit?pli=1#gid=1308050691


 

Workshop - Morning Slot 
 

Sheet SCRIPT TIMELINE WS – Link  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Table 19. Workshop - Morning Slot 
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https://docs.google.com/spreadsheets/d/1BBO3G9vag6WtialUEDfQEN_RQklmWMsFG5_4X0PgPRA/edit?pli=1#gid=1875767453


 

Workshop - Afternoon Slot  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Table 20. Workshop - Afternoon Slot 
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1.6.2. Online 
 

 Facebook 

Sheet TIMELINE 
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https://docs.google.com/spreadsheets/d/1ekvMsyq-C-utb5UViYFl87fN0qAkWIkXguWev20JHHg/edit#gid=539138914


 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Table 21. Workshop - Facebook timeline 
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 TikTok
 

Sheet TIMELINE – Link  
 
 
 
 
 
 
 
 

 

Table 22. Workshop - TikTok timeline 

 

1.7. Budget  
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https://docs.google.com/spreadsheets/d/1LmoqCFdhK7NK2CNkKeoTeVcSmKGCS7tmKM2oGMqiO2A/edit#gid=1486540480


 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Table 23. Workshop - Total Budget 

 

Kênh Offline - Workshop 
 

1.8. Workshop design kit 
 

 MAP 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 15. Workshop Map "The Journey" 
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https://docs.google.com/spreadsheets/d/1mLlDF4dkBbqOGBssGihaSPeDGBannvv9MFPfmnlbf-I/edit?usp=sharing


 

 BACKDROP 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 16. Workshop Backdrop "The Journey" 

 

 LINE UP 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
       Figure 17. Workshop Line Up "The Journey" 
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 ORGANIZER CARD 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
      Figure 18. Workshop Organizer Card "The Journey" 
 

 PARTNER CARD 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 19. Workshop Partner Card "The Journey" 
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 POCK-UP HASHTAG 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

 

 
 

 
 
 
 
 
 
 
 
 
 

Figure 20. Workshop Hashtag "The Journey" 
 
 

 

 

2. Event: International Free Hugs Day 2023 
 
2.1. Brief and proposal(s) 
 
International Hug Day is observed on December 4, and on this day, we will give our 

loved ones long, passionate embraces. Furthermore, a hug may also be used to ease 

the pain or suffering we unintentionally inflict one another. More significantly, an 

embrace is the act of ending a protracted trip and beginning a brand-new one that is 

full of hopes. As a result, the group decided to make HUG action the theme of the 
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campaign's last activity. In order to spread love messages and inspire couples to 

adopt a more optimistic perspective on love's challenges, the group will perform 

video interviews with couples to learn about their challenges. 

 

2.2. Goals - Objective 
 

GOALS 
 

- Use real-life couple tales to illustrate important lessons. 
 

- Urge couples to support one another during a journey's challenges. 
 

- The Journey campaign's ideal conclusion 
 

OBJECTIVES 
 

- Hashtag #tuxuongmaydenleduong has 200k views. 
 

- Reaching ten satellite video routes and six primary video routes. 
 

 

2.3. Target audience 
 

Age range: 20 to 30 
 

Habit: Using social media extensively for communication, amusement, and 

information-seeking 
 

Marital status: This might refer to someone who is engaged, getting ready to get 

married, or thinking about getting married soon. 
 
Interests: Enjoys absorbing deep love messages or podcasts. 
 

Gender: Individuals who are in love or have had romantic troubles 

 

2.4. Message 
 

There are a lot of various journeys we have to go through in life. There will be times 

on those travels when things don't go as planned, we disagree, and we could even 

harm each other. Ultimately, though, a good embrace helped to gradually heal the 

wounds and address the difficulties. As a result, giving this embrace is similar to 

ending a long journey so that a new one might begin. 
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2.5. Plan 
 

Link  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Table 24.  General Script for “HUG” 
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https://docs.google.com/spreadsheets/d/1PQvLH5D7Xk7Nmtcs1v_aGfrju28wPI-mTGiwKULHgss/edit#gid=0


 

2.6. Script 
 

Sheet KỊCH BẢN PHỎNG VẤN 1 & 2 & 3 – Link 
 

 HUG 1 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Table 25. Script for “HUG”1 

 

 HUG 2 
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https://docs.google.com/spreadsheets/d/1PQvLH5D7Xk7Nmtcs1v_aGfrju28wPI-mTGiwKULHgss/edit#gid=0


 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Table 26. Script for “HUG”2 

 HUG 3 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Table 27. Script for “HUG”3 
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2.7. PR activity 
 

- During the process of implementing the HUG campaign for International Hug Day, 

reporters at VTC1 were impressed with the campaign and felt the message was 

suitable to spread to the community. Therefore, VTC1 had a short report, about 2 

minutes, to report on the Hugging activity conducted by Camile Bridal and a group 

of FPT students. 

- The video content shares the message of the hug campaign with images of young 

people on walking streets and FREE HUG activities in public places. Simultaneously, 

the stories of couples appearing in the HUG campaign are also portrayed. The story 

of two testing experts, a couple passionate about speed and a family with 

disagreements due to the generation gap. 

- The video report was broadcast on TV and posted by Camile Bridal on Facebook 

and TikTok. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Image 7. CEO of Camile Bridal 
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Image 8. "HUG" activities on the walking street at Hoan Kiem Lake 1 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

Image 9. "HUG" activities on the walking street at Hoan Kiem Lake 2 
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Image 10. "HUG" activities on the walking street at Hoan Kiem Lake 3 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

Image 11. "HUG" activities on the walking street at Hoan Kiem Lake 4 
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B. MEDIA PRODUCTION 
 

1. Facebook: Camile Bridal- Váy cưới Thiết Kế Cao Cấp  
 

With the purpose of providing detailed information about wedding dresses in general 

and about tailoring and design services in particular. We choose the transmission 

channel as Facebook. 

The content will be divided into: 

50 % providing general information about sewing and measuring wedding dress 

designs 

50 % the content about the service's USP, associated with the content on 

TikTok: 

 Bigsize wedding dress line 

 The cost of tailoring and design services is not as expensive as people think 

 The bride is involved in all the tailoring and design processes 
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Table 28. Content for Facebook 1 
 

Facebook Content Plan 
 

 

2. TikTok: Camille Bridal- Váy cưới Thiết Kế Cao Cấp  
 

With the purpose of providing information in a familiar and entertaining way to 

attract customers interested in the service, content on Tiktok is distributed in 3 

directions::  

50% Series A-Z 

30% Videos about service USPs 

20% Videos that catch trends 
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https://docs.google.com/spreadsheets/d/1BBO3G9vag6WtialUEDfQEN_RQklmWMsFG5_4X0PgPRA/edit#gid=1422562515


 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Table 29. Content for TikTok 1 

 

TikTok Content Plan 
 

 

3. TikTok (vệ tinh): Những con nai bị gud  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Table 30. Content for TikTtok satellite 
 

TikTok Vệ Tinh 
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https://docs.google.com/spreadsheets/d/1BBO3G9vag6WtialUEDfQEN_RQklmWMsFG5_4X0PgPRA/edit#gid=66254753


 

 
 

C. TOTAL CAMPAIGN BUDGET  
 
 
 
 
 
 
 
 
 
 
 
 

Table 31. Total campaign budget 
 

Total Campaign Budget 

 

D. HUMAN RESOURCES 
 

1. Total campaign 
Participating in implementing this communication campaign, our team has 5 

members collaborating with the staff of the Camile Bridal brand. Therefore, our 

human resources management strategy includes managing the work of the proposed 

team and collaborating with Camile Bridal. This part of our report will detail how 

these processes are implemented. 

 

2. Responsibility assignment 
- For each role activity, the RACI matrix assigns four basic tasks to each participant: 

 R (Responsible): Each member or group is responsible for implementation 

(The person doing the work) 

 A (Accountable): Person responsible for approving and authorising that task 

(People who ensure the work is being done) 

 C (Consulted): When implementing a project/Plan you may need to consult 

with certain consultants (People who provide input before and during the work 

process) 

 I (Informed): People who need to be reported to (People who are informed 

about the progress of the work) 
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https://docs.google.com/spreadsheets/d/1BBO3G9vag6WtialUEDfQEN_RQklmWMsFG5_4X0PgPRA/edit#gid=1112941636


 

 

- Camile Bridal finally approved the proposal after a few additional adjustments. The 

next stage is to determine the skills of each member and assign tasks to each 

member, then make notes in the project file to track and monitor implementation 

progress. Camile Bridal provided significant support to our project. Therefore the 

RACI matrix we applied includes Camile Bridal as well as the internal team. 

- The RACI matrix shown below is the final form we use to coordinate and monitor 

the implementation team's activities on our project. What should be noted is that 

during the implementation process, the members' functions become flexible and may 

in certain cases replace and support each other to solve other tasks. 

 
 

 

Task 

  

Thủy 

  

Hoàn 

  

Dươn 

  

Hiền 

  

Đức 

 

            
     

g Anh 
  

g 
     

                
                  

 Organize events                
                  

Planning  A/R  R  R  R  A/R 
           

Guests attended  A/R  R  R  R  R 
                

 Content Production                
                  

Script content  A/R  I  R  R  R 
           

Photograph  C/R  A/R  C  C/R  C 
           

Edit Film / Graphic Design  C/R  R  C  C/R  C 
           

Casting  A/R  I  A/R  R  R 
           

Copyrighting  A/R  A/R  C  R  C 
                

 Project management                
                  

Scheduling  A/R  I  R  R  C 
           

Media reporting  R  R  R  R  R 
           

Progress reporting  A/R  C  R  R  R 
           

Measure effectiveness  A/R  C  C  A/R  C 
                

 Communication                
                  

Communication with Camile Bridal  R  A/R  R  R  R 
           

Communication with Customer  R  I  I  R  I 
                  

 

Table 32. The RACI matrix 
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3. Work assignment and scheduling 
 

- Besides using the RACI matrix to assign general work to each member, we still 

need to have a specific work assignment system for each small task item during 

project implementation. 

- We created and used a spreadsheet called "CAMILE BRIDAL BRAND COMMUNICATION 

CAMPAIGN" to manage the execution process of the work items that needed to be 

implemented. Our spreadsheet is divided into many small tables based on the platform 

and communication method deployed in the project (TikTok & Facebook). 

- Team members can add information about tasks for future reference. The list of work 

tasks to be implemented is listed in chronological order. Team members can add 

information about tasks for future reference, such as linking other files or adding 

requests to progress status. The task checklist is organized by month and week of the 

month, with tasks listed in chronological order. The spreadsheet includes the members 

responsible for completing the task as well as the deadline for completing the task. The 

team meets weekly to plan activities for the coming weeks and add functions to the 

"COMMUNICATION CAMPAIGN FOR THE CAMILE BRIDAL BRAND" 

 

Sheet FACEBOOK TIMELINE & TIKTOK TIMELINE - 
 

https://docs.google.com/spreadsheets/d/1BBO3G9vag6WtialUEDfQEN_RQklmWMsF 

G5_4X0PgPRA/edit?pli=1#gid=1988189724 

 

FACEBOOK  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Table 33. Facebook timeline 
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https://docs.google.com/spreadsheets/d/1BBO3G9vag6WtialUEDfQEN_RQklmWMsFG5_4X0PgPRA/edit?pli=1#gid=1988189724
https://docs.google.com/spreadsheets/d/1BBO3G9vag6WtialUEDfQEN_RQklmWMsFG5_4X0PgPRA/edit?pli=1#gid=1988189724
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Table 34. Content for Facebook 2 
 
 

TIKTOK  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Table 35. TikTok timeline 
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Table 36. Content for TikTok 2 
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4. Team communication 
 

We use the same communication channels and several types of direct and indirect 

forms to connect and work together to communicate when we need to agree on 

something and solve a problem. that the group is facing. 

Method 

- Direct: Meeting at FPT University, in Hanoi, Camile Bridal Store. 

- Indirect: Through group work tools (Gmail, Meet...) or popular social networks 

(Facebook, Zalo) 

The table below lists all the communication channels we used for the project 

(purpose and methods are also included). 

 

Sheet CHIẾN DỊCH TRUYỀN THÔNG CHO THƯƠNG HIỆU CAMILE BRIDAL 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

110  

https://docs.google.com/spreadsheets/d/1BBO3G9vag6WtialUEDfQEN_RQklmWMsFG5_4X0PgPRA/edit#gid=2067424777


 

 



 

CHAPTER V 
 

EVALUATION 
 
 

 

A. ACTIVITIES 
 

1. Workshop “The Journey”  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Image 12. Workshop “The Journey” 1 
 
 

The workshop was successful with a large participation from women and couples 

about to enter married life who wanted to learn more deeply about the service and 

process of tailoring and designing wedding dresses. With 10 couples for the morning 
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slot and 14 couples for the afternoon slot, they have contributed to spreading the 

message of Workshop "The Journey" that "when the bride herself actively 

contributes to the process of designing a wedding dress with her own mark. The 

dress will have even greater meaning. It will be the result of a trip experiencing 

many different emotions." 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Image 13. Workshop “The Journey” 2 
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Image 14. Workshop “The Journey” 3 
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2. Livestream 1,2,3  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                                Image 15. Livestream 1, 2, 3 
 
 

 

Three Livestream sessions are conducted regularly on Tuesdays of 3 consecutive 

weeks. With 3 different topics including Livestream 1 "Camile comeback" Detailed 

consultation on WEDDING DRESSES DESIGNING and MEASUREMENT service 

according to individual measurements, suitable for body shape; Livestream 2 Black 

Friday; Livestream 3 "Honoring the perfect curve" advises on big size dresses and 
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tailoring for plus size brides. In addition, in each livestream session there are small 

supporting minigames to attract, interact and maintain viewers such as "Guess the 

price of a pretty dress, receive a voucher immediately" 

 

3. Minigame  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Image 16. Minigame 
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4. Event “Những cái ÔM”  
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Image 17. “ÔM” Activities 

 

The series of activities of the "HUG" campaign launched on the occasion of 

International Free Hugs Day (December 4) brings true stories and profound 

perspectives from couples with the desire to convey a meaningful and encouraging 

message. Everyone accompanies each other to overcome all difficulties of a journey. 
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B. MEDIA EFFECTIVENESS 
 

1. Facebook Camille Bridal- Váy cưới Thiết Kế Cao Cấp  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 21. Media Effectiveness - Facebook channel 1 

 

The number of reach in 3 months of working on the project reached 252.5K, down 

42%. To explain this, it can be seen that the company's advertising collection line 

decreased by 47.5%, causing the total number of reach to decrease. But statistics 

also show that the group's content route has organic reach reaching 56,168 

(increase of 5%). At the same time, the number of content interactions on articles 

reached 16K, an increase of more than 39%. 
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Figure 22. Media Effectiveness - Facebook channel 2 
 

 

After 3 months of implementing the project, we helped Page Camile Bridal - Vay cuoi 

Thiet Ke Cao Cap increase 601 new Facebook page likes (increase of 30.7%). At the 

same time, it increased 25.8% of new followers for the fanpage. Page visits 

increased by 74,239K, equivalent to an increase of 37.4%. The highest recorded 

number of visits was 1,857 on October 24, after the Workshop “The Journey”. 
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Figure 23. Media Effectiveness - Facebook channel 3 
 

 

During the project implementation phase on the Facebook platform, the number of 

people accessing the article reached 31.4K, an increase of 6.3%. The average 

number of people reaching the article on the content format "Article with album" 

reached 2.9K and Video reached 1.9K. Articles and news are posted more regularly, 

so Interactions including number of reactions, comments and shares of displayed 

articles reached 10.7K in 3 months, a significant increase of more than 190%. Posts 

on Fanpage are getting more and more attention from customers. Interaction for 

each post ranges from 60 - 150. 
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Figure 24. Media Effectiveness - Facebook channel 4 

 

In the past month (November 9 - December 9, 2023), statistical results show that 

our project has successfully attracted and reached the main target audience with 

93.9% female followers, of which 61.5% are between 25 and 35 years old. It can be 

seen that female interest is relatively high. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Figure 25. Media Effectiveness - Facebook channel 5 

 

From the numbers reached through the content of the articles, the number of 

conversations started via text messages increased by 45% and "new contacts" also 
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increased by 44.6% in the 3 months of the fourth quarter of implementing the 

campaign. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Figure 26. Media Effectiveness - Facebook channel 6 

 
 
 
 
 
 
 
 
 
 
 

 

Table 37. KPI Camile Bridal - Vay cuoi Thiet Ke Cao Cap FanPage 
  

 

2. Tik Tok Camille Bridal- Váy cưới Thiết Kế Cao Cấp  
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Figure 27. Media Effectiveness - TikTok channel 1 

 

- During the project implementation phase, the number of people reached on TikTok 

increased. Specifically, video views increased by nearly 30%, audience reach 

increased by 23.33% and profile views increased by 62.17%. TikTok is receiving 

more and more attention from customers. Engagement per post ranges from 5K 

views to over 11K views. 

- TikTok Camile Bridal-Vay Cuoi cao cap is shifting content in the campaign from 

videos of brides receiving dresses and promoting collection images to video and 

video interactions. 

- It is inevitable that views, likes, and comment shares will be affected. However, 

this content stream is slowly gaining viewership and maintaining steady viewing 

levels. At the same time, the campaign's main hashtag #Tuxuongmaydenleduong 

also reached 312,8K views. 
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Figure 28. Media Effectiveness - TikTok channel 2 

 

 

During the 3 months of the project, display likes increased by more than 28% and 

all interactions tended to be steady, especially on the day the video was posted. 
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Figure 29. Media Effectiveness - TikTok channel 3 

 

The audience accessing the channel during the 3 months of implementing the 

project recorded 251,378 visits, an increase of more than 23%, and the audience 

that interacted also increased by nearly 18%. Statistical results show that our 

project has attracted and reached the majority of female audiences (accounting for 

87.2%) on the company's TikTok platform. 
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Table 38. KPI Camile Bridal - Vay cuoi Thiet Ke Cao Cap TikTok 

 

 

 

3. TikTok “Những con nai bị gud” 
 

Name: Gud deer - Creative way of saying group code name G9 - Goodnight - Gud 

deer. 
 

Content posting time: November 1, 2023 
 

Reason for creating the channel: Due to the limited number of videos posted 

per day on the TikTok Camile channel (maximum 1 video/day) and the need to 

ensure the consistency of the content on the TikTok channel, it is necessary to 

create a new channel to Post this content. 
 

Content: Post behind-the-scenes images of the content the group produces. 
 

Result: 
 

- Followers: Increase 50 followers (from 5 -> 55) 
 

- Like: Increase about 4500 likes 
 

- Video: 1 trending video (127K views and 4101 likes, 24 comments and 7 videos 

over 1000 views 

- Searched keywords: HUG campaign, international free HUG day, wedding dress. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

129  



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 30. Media Effectiveness - TikTok “Những con nai bị gud” 
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C. REVENUE EFFECTIVENESS 
 

1. Revenue by Months  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 31. Revenue effectiveness by Months 
 

 

- Since the group joined in mid-September, Camile Bridal's revenue has increased 

sharply by 19.16% in October. 
 
- In November, the brand continued to maintain a stable revenue level and grew 

by 1.84%. 
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2. Revenue by Quarters 2023  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 32. Revenue effectiveness by Quarters 
 

 

- Third’s Quarter Revenue(July - September): 
 

 July’s revenue: 685,250,000 VND


 August’s revenue: 781,900,000 VND


 September’s revenue: 1,046,250,000 VND


- Compared to the third quarter of this year, the fourth quarter had a clear 

increase in revenue with 3.8% of revenue in just the first 2 months. 
 
- It is expected that if December revenue grows steadily and stably like October 

and November, total revenue of the fourth quarter could increase by more than 

35% compared to the third quarter. 
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3. From the Year-ago Period  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 33. Revenue effectiveness from the Year-ago Period 
 
 

 

- Fouth’s Quarter 2022 Revenue(October - December): 
 

 October’s revenue: 1,028,700,000 VND


 November’s revenue: 817,600,000 VND


 December’s revenue: 366,650,000 VND


- In just the first 2 months of the fourth quarter of 2023, Camile's revenue increased 

by 18.07% compared to its own revenue in the fourth quarter of last year. 
 
- It is expected that if December revenue grows steadily and stably like October 

and November, total revenue of the fourth quarter of 2023 can increase by 

nearly 40% compared to the fourth quarter of 2022. 
 
- Camile's year-end revenue in 2022 saw a significant setback as they experienced 

a steady decline in revenue. The influence of the "Gudnai" team can be clearly 

seen in the fourth quarter of 2023 compared to the fourth quarter of 2022, when 

Camile's year-end revenue in 2023 grew prominently compared to the third 

quarter and remained stable in the fourth quarter. 
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D. FEEDBACK 
 

1. Survey 
 

We did a short survey with a scope of around 200 persons at the conclusion of the 

series of activities in the project campaign "Communication Campaign for the 

wedding dress brand Camile Bridal," comprising customers and people accessing 

media channels and non-customers and non-reachers. Following the successful 

survey of 210 persons, we came to the following broad conclusions: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 34. Quality Evaluation Survey - How did you know about the 
Communication Campaign for the wedding dress brand Camile Bridal? 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Figure 35. Quality Evaluation Survey - How often do you see posts about wedding dress 

brand Camile Bridal? 
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Figure 36. Quality Evaluation Survey - When do you usually see posts 

about the Camile Bridal wedding dress brand? 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

Figure 37. Quality Evaluation Survey - How do you recognize the visuals of posts? 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Figure 38. Quality Evaluation Survey - What is your general opinion about posts about 

wedding dress brand Camile Bridal on social media platforms? 
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Figure 39. Quality Evaluation Survey - Please choose the 3 most recent campaigns that 
impress you on social networks "Camile Bridal - High-end designer wedding dresses"? 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

Figure 40. Quality Evaluation Survey - Overall quality of posts on Facebook channel "Camile 
Bridal - High-end designer wedding dresses" according to your opinion? 
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Figure 41. Quality Evaluation Survey - Overall quality of posts on TikTok  
channel "Camile Bridal - High-end designer wedding dresses" according to your opinion? 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 42. Quality Evaluation Survey - Do you find the knowledge about  
the "Customized - tailor-made" service that Gudnai shares interesting? 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
   Figure 43. Quality Evaluation Survey - What is the quality of images and videos in your opinion? 
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Figure 44. Quality Evaluation Survey - In what aspects do you want the Campaign to improve 

quality? 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

Figure 45. Quality Evaluation Survey - After learning about the "Communication Campaign  for 
the wedding dress brand Camile Bridal", are you willing to introduce it to others? 
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Figure 46. Your comments on the "Communication Campaign for wedding dress brand 

Camile Bridal" and the Gudnai team? 

Conclusion: 
 

- Up to 93.8% of survey respondents regarded the project's chain of activities as 

GOOD to VERY GOOD and were willing to introduce the project to people around 

them. 
 

- According to the poll, the majority of people are aware of the project's sequence 

of activities via social networking sites, demonstrating that 95.7% of people can 

notice the frequency of postings compared to 4.3% who have never seen it. 
 

- Almost 94.3% of people have good feelings about posts on Social Networking 

platforms. Of these, 70% of people have the same feeling that the posts are 

highly useful and interesting. 
 

- The majority of participants expressed their admiration for the Workshop: The 

Journey - From the Garment Factory to the Ceremony, the "HUG" Campaign, and 

the TikTok Series from A to Z during the series of events. They learn about the 

brand's offerings and are inspired by these engaging activities. 
 

- In addition to the positive ratings, the survey reveals that everyone wants the 

campaign to raise the standard of the performers, screenplay, sound, and 

graphics. They also recommended that we focus on a wider range of audiences. 
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2. In-depth interview 
 

Along with clients who are utilizing Camile Bridal's services, we also conducted in-depth 

interviews with the CEO, Marketing Manager, and Sales team. In order to get the most 

unbiased viewpoints, these interviews seek to elicit the most lucid emotions from all 

participants. The responses we got from interviewees are listed below: 
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Table 39. In-depth interview with clients 

 

Conclusion: 
 

- For Camile Bridal: The CEO, Lead Marketing, and Sales personnel all believe that 

the campaign is highly effective and that the sequence of events is unique, 

resulting in engagement that goes above and beyond what is expected. In 

addition, a lot of important materials were gathered for the firm to utilize later on 

by the campaign. The effort has generally produced improvements in the brand's 

competitiveness in the market, notably in terms of helping it expand revenue, 

even though it hasn't entirely outperformed rivals. 
 
- For Camile’s customers: Customers, from brides to family, are impressed with the 

brand's new activities. Many consumers believe the postings are visually 

appealing and offer a positive message, which contributes to the brand's success. 

They come to use and enjoy the services of the organization. Other consumers 

who directly participated in the events stated that they were inspirational and 

extremely humanistic activities that not only helped them develop more trust in 

love but also provided them with a better understanding of wedding gowns in 

particular and the wedding business in general. 

3. Other 
 

We obtained several feedback samples from consumers from rivals' TikTok clips; 

they believe Camile's services are inexpensive yet of high quality. Furthermore, there 

is always support personnel available to assist customers. 
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Image 18. Other feedback 
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E. THE PROJECT OWNER’S EVALUATION TO OUR TEAM  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 47. Thank you letter from Camile to our team 
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F. REFLECTION 
 

1. Our Team Role In This Project 
 

 

Members 

  

Role 

  

Positive Points 

  

Negative Points 

 

        
            

       Always proactive,  Easily pressured and 

       enthusiastic, eager to  encountering 

    
Leaders + 

 learn, perfectionist and  difficulties, they often 
     

have a high sense of 
 

find their own solutions  
Pham Hoang Anh 

 
Designer + 

  
   

responsibility. 
 

and do not     
Filming 

  
        

communicate           

          information well. 

          

       Enthusiastic,  It's easy to offend 

       perfectionist, hard-  others, and it's highly 

    
Ideas Content + 

 working, multi-tasking,  secure and doesn't 
     

covers all tasks, 
 
have many  

Bui Thu Thuy 
 

Planner + 
  

   
straightforward and has 

 
breakthroughs.     

Researcher 
  

     
a high sense of 

   

          

       responsibility.    

          

       Good ideas, versatile,  Not a perfectionist, not 

    
Ideas Content + 

 good listener,  conveying information 
     

responsible for 
 

carefully, forgetful and  
Le Thi Thu Hien 

 
Designer + 

  
   

assigned work. 
 

distracted in some     
Researcher 

  
        

cases.           

          

       Good communication,  Easily distracted, slow 

       many new  to progress, often 

    
Ideas Content + 

 breakthrough ideas,  holding on to work to 
 

Bui Nghia Duong 
  

flexible in all situations 
 

affect other things,   
Planner 

  
     

and good observation 
 

leisurely.         

       and networking skills.    

          

       Eager to learn, good  Not yet a perfectionist 

       communication, able to  in some tasks, easily 

       cover tasks, know how  distracted, conservative 

    
Planner + 

 to listen, good  and forgetful, not yet 
 

Ninh Duy Duc 
  

Networking 
 
groundbreaking, slow   

Researcher 
  

        in progress and often           

          subjective. 

            
 

 
Table 40. Our Team Role In This Project 
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2. Our Team’s Knowledge and How we apply in practice 
 

 

Members 

  

Positive Points 

  

Negative Points 

 

      
         

    Good filming and editing  Editing is behind schedule, 

    have professional thinking,  there are a few designs that 

 Pham Hoang Anh  beautiful and harmonious  do not match the project 
    design.  visuals 

       

    Logical plan, detailed  The content is not yet 

 
Bui Thu Thuy 

 method, in-depth research,  diverse, so it should change 
  

good content quality. 
 

for each situation.      

       

    Have professional design  Not proactive in design, 

 
Le Thi Thu Hien 

 thinking, unique content  need to improve skills in 
  

ideas and creativity. 
 

using words.      

       

    Good ideas are highly  Need to supplement visual 

 Bui Nghia Duong  groundbreaking and flexible  design skills for more 
  

when problems arise. 
 

flexibility in work.      
       

    Make a detailed and  Knowledge is not deep, 

    complete plan, taking into  there are many mistakes 

    account many possible  when preparing lessons or 

 
Ninh Duy Duc 

 situations.  performing stages, handling 
     

situations is not quick, or        

       pressing time limits affects 

       quality. 

         
 
 

Table 41. Our Team’s Knowledge and How we apply in practice 
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CHAPTER VI 
 

CONCLUSION 
 
 
 
 

A. CONCLUSIONS 
 

Although the team faced some challenges and difficulties in the early stages of the 

project, they were ultimately able to tackle the assigned tasks and successfully 

completed them together. The members' best efforts contributed to the success of 

the project. Throughout their work, the team learned a lot from the disability 

formulae they encountered. By addressing issues such as lack of commitment, slow 

progress, and equipment problems, the team gained important insights about 

project and team management. In particular, the collective's adaptability in solving 

problems of creating equipment and activities during work. It helps teams better 

understand how to carefully account for resources and manage risk. 

 

B. LIMITATIONS 
 

- During the initial stages of the project, there were some team members who were 

unable to take the necessary level of seriousness. This has led to some members not 

completing tasks in the project and slowing down the progress of the entire work. 

- Some members were negligent at first, not following the initially set roadmap. That 

action negatively impacts the progress of the project. Tasks that are assigned 

behind schedule not only affect future work but also place unnecessary pressure on 

team members. 

- In addition, the equipment used for the project was not carefully calculated from 

the beginning. Specifically, the computer was not enough to meet the needs of 

producing videos and images for the media campaign. That affected the project's 

progress and directly affected communication effectiveness. 

 

C. LESSON LEARNT 
 

Lessons learned from problems in the early stages of a project are important for 

improving team performance and ensuring project success. Here are some important 

points the team can learn from this experience: 
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1. Commitment and Seriousness 
 

Every team member needs to understand and achieve the level of seriousness 

required for the project. This includes ensuring people complete tasks in the correct 

order and commit to work within time. 
 

2.Time and Route Management 
 

Time management is a key factor to ensure project progress. The roadmap needs to 

be carefully designed and every member needs to contribute to it. 

3.Equipment Double Calculation 
 

Before starting a project, it is necessary to ensure that the required equipment and 

resources are carefully accounted for. The use of computers that are not powerful 

enough has affected the ability to produce content for communication campaigns. 

4. Risk management 
 

It is important for the team to identify and manage risks from the beginning to deal 

with problems that may arise during project implementation. 

5. Efficiently communicate 
 

Further communication within the team needs to be active and effective. Every 

member needs to be fully informed about changes in presentation or any issues to 

be able to respond to feedback promptly. 

 

D.RECOMMENDATION 
 

1. Recommendations for the Camile Bridal 
 

- This project has brought us many valuable lessons and valuable practical experiences. 

Besides, we still want to give some suggestions for Camile Bridal's upcoming 

communication efforts to help the brand develop and reach further in the future. The 

first important thing is that advance planning for content production needs to be clearer 

and more systematic. Planning before production will help the production team and 

especially the company have time to research and edit in more detail and more 

appropriately so that the production phase is not delayed or encountered a problem. 

Number of unwanted risks. Next is about new trends that must always be updated to 

provide groundbreaking creative content that can reach the younger generation better 

than ever (Especially the Gen Z and Alpha generation groups in the future). 
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- The company's current information management system on social networks has 

enough content, but there are still some gaps, such as the balance between diverse and 

rich untapped posts that can easily cause problems. the lack of information. Specifically, 

Fanpages need to focus on optimizing tools to save budget and performance of media 

products. Finally, regarding the product issue, this is a product line that is difficult to sell 

directly and must go through many stages to reach the final decision for the target 

customer group. Therefore, brands need other methods to motivate customer groups to 

think about the product, such as selling VOUCHER on platforms that can help save both 

the company and customers in the decision stage. 

- It is necessary to increase articles related to the professional content of the 

"Design Tailoring" service to help the public clearly understand the service and see 

what they are looking for. 

- The articles need to be more regular, with the content exploiting the most 

authentic aspects of the service, not just the product. 

- Products and services about "Design Tailoring" need a "name" to increase 

recognition of this product line. 

- Create a separate TikTok channel (Satellite channel to support the main channel). 

When separated, the content stream will be more focused and deeper and the 

awareness of the service segment will also increase a lot. 

- Create a number of topics each week with new perspectives and unique 

breakthroughs that attract interested people. 

Conclusion: Currently, the brand's human resources team is still not complete in 

terms of quantity and quality. There are not many new perspectives and 

breakthrough steps. Therefore, the brand needs to recruit new human resources 

with methodical qualities and appropriate skills to reach future customer groups. 

 

2. Recommendations for the FPT University 
 

From the viewpoints stated above, we would like to offer some wishes for the 

Multimedia Communication major we are studying. We have done a lot of research on 

theory and important skills during our studies as students but when doing the project 

we can see that although theory has important support essential but not all-consuming, 
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the school needs to add extracurricular practice options or cooperate to help some 

student activities in school (such as start-up, small businesses, etc.) so that students like 

us are less confused and have a clearer picture of each part of the work that needs to 

be done when implementing any project. Another thing we hope is that during the 

project implementation phase, the school can allow us to focus without 

having to study parallel subjects in class. This can allow us to completely focus our 

resources and minds on the project to achieve maximum effectiveness. 

 

3. Recommendations for the next semester’s student 
 

- In addition to carefully learning the knowledge in school, students should 

observe more reality based on that theoretical framework, meaning they should 

use more examples to better understand the theory being taught. Exchanging 

and sharing information with friends in the same industry, in different industries, 

and even with teachers is very necessary. This can help them better understand 

a problem from many different angles and create a comprehensive view of a 

problem that has many different solutions, and this even helps with preparation. 

If you are always ready, you will not be confused or confused during the 

implementation phase of any project. 

- To work under stress, every difficult situation from childhood to adulthood is 

unplanned, you must always have a strong mentality and not be afraid of 

difficulties when facing it, every difficulty will always have a way. The solution 

only requires the whole group to unite and make efforts. It is necessary to 

balance the two issues of life and work, as well as the courage to make a 

breakthrough to create change and things that no one thinks of. Always have a 

sense of responsibility, discipline and eagerness to learn to develop and discover 

yourself in all fields. 
 
- In the end, we can tell you that this will be a wonderful and unforgettable 

experience. 
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Figure 48. Thank you letter from our team to Camile 
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APPENDIX 
 

 
A. RESEARCH SURVEY   

1. What is your gender?  

2. What is your age? 

3. What is your occupation? 

4. What is your average monthly income? 

5. What is your current relationship status? 

6. Where do you live? 

7. Have you heard or known about wedding dress rental tailoring service before? 

8. In your opinion, how much more does the cost of a rental tailoring and 

wedding dress design service cost compared to a ready-made rental service? 

9. In your opinion, what is the difference between "Tailoring" and "Owning" 

wedding dresses? 

10. Do you have plans to learn about custom tailoring and wedding dress design 

services in the future? 

11. Do you think that tailoring services to rent and design wedding dresses on 

demand have more advantages than renting existing wedding dresses? 

12. –In your opinion, what are the advantages of custom design and tailoring 

compared to buying a ready-made wedding dress from a store? 

13. What factors and issues can be considered when thinking about choosing 

tailoring service, custom wedding dress design service? [Personalization 

element] 

14. What factors and issues can be considered when thinking about choosing 

tailoring service, custom wedding dress design service? [Customization in 

design] 

15. What factors and issues can be considered when thinking about choosing 

tailoring service, custom wedding dress design service? [Quality] 

16. What factors and issues can be considered when thinking about choosing 

tailoring service, custom wedding dress design service? [Accuracy in tailoring] 
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17. What factors and issues can be considered when thinking about choosing 

tailoring service, custom wedding dress design service? [Ideal price] 

18. What factors and issues can be considered when thinking about choosing 

tailoring service, custom wedding dress design service? [Completion time] 

19. What factors and issues can be considered when thinking about choosing 

tailoring service, custom wedding dress design service? [Involved in the 

production process] 

20. What made you decide to choose tailor-made services to design wedding 

dresses on demand? 

21. In your opinion, what factors do you care about most before choosing a 

tailoring service and designing a custom wedding dress? 

22. Do you think the service of renting tailoring and designing wedding dresses 

on demand is worth investing in? 

23. Do you research and gather opinions from friends, family or other sources 

about the design and style of the wedding dress you want? 

24. When ordering a wedding dress design, what steps do you participate/want to 

participate in? (Select multiple answers) 

25. What are your views on the actions below? [You are willing to spend time 

waiting for a dress design (2 -3 months) instead of renting an existing dress.] 

26. What are your views on the actions below? [You will put effort into all stages 

of design to have the most satisfactory dress.] 

27. What are your views on the actions below? [You will choose a wedding dress 

design company with beautiful designs] 

a. What are your views on the actions below? [You will choose a wedding 

dress company with a thorough and detailed design roadmap.] 

28. What are your views on the actions below? [You want your own design that 

only you own.] 

29. What are your views on the actions below? [You just want to rent a self-

designed dress to optimize costs] 
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30. For you, is a self-designed wedding dress considered a meaningful gift from 

him to her? 

31. Do you know of any wedding dress brands that can meet your tailoring and 

design needs? 

32. If there is a wedding dress company on the market that offers tailoring 

services, designs wedding dresses on request at a reasonable price as well as 

quality finished products, would you choose it? 

33. If you want to find a reputable wedding dress brand specializing in tailoring 

services, designing wedding dresses on demand, especially MADE TO 

RENTAL, where will you look? 

34. In your opinion, what do wedding dress brands with custom tailoring services 

and wedding dress design services need to focus more on to bring the best 

benefits to customers? 

35. If you could suggest more ideas or programs for wedding dress brands that 

offer tailoring services and custom wedding dress designs, what would they 

be and why? 

https://forms.gle/E7QJ9vzMefJgFx8P8  

 
 

B. QUALITY EVALUATION SURVEY 
 

1. What is your gender? 

2. What is your age? 

3. How did you know about the Communication Campaign for the wedding dress 

brand Camile Bridal? 

4. How often do you see posts about wedding dress brand Camile Bridal? 

5. When do you usually see posts about Camile Bridal wedding dress brand? 

6. How do you recognize the visuals of posts? 

7. What is your general opinion about posts about wedding dress brand Camile 

Bridal on social media platforms? 

8. Please choose the 3 most recent campaigns that impress you on social 

networks "Camile Bridal - High-end designer wedding dresses"? 

9. Overall quality of posts on Facebook channel "Camile Bridal - High-end 

designer wedding dresses" according to your opinion? 
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10. Overall quality of posts on TikTok channel "Camile Bridal - High-end designer 

wedding dresses" according to your opinion? 

11. Do you find the knowledge about the "Customized - tailor-made" service that 

Gudnai shares interesting? 

12. What is the quality of images and videos in your opinion? 

13. In what aspects do you want the Campaign to improve quality? 

14. After learning about the "Communication Campaign  for the wedding dress 

brand Camile Bridal", are you willing to introduce it to others? 

15. Your comments on the "Communication Campaign for wedding dress brand 

Camile Bridal" and the Gudnai team? 

https://forms.gle/kencSx7YSMfb1HTA6 

 
 

C. IN - DEPTH INTERVIEW 
 

1. Did the campaign generate the expected engagement? (For example, in 

aspects of customer attraction, interaction between old and new customers 

on fan sites as well as TikTok, number of customers using the service,...) 

2. How did the campaign affect you? Maybe about aspects like 

marriage/work/psychology/feelings…? 

3. Are the series of activities in the past 3 months of Camile Bridal really 

attractive? 

4. How did campaign creativity contribute to media appeal? 

5. Has the campaign helped you make any changes in your understanding of the 

brand's services? 

6. How does the company's campaign compare to that of its competitors? (WS 

with competitors of the same service or chain of activities that the company 

performs while competitors do not) 

7. How does the campaign affect our position and reputation in the market? 

8. What are the advantages and disadvantages of developing a campaign 

without separating it from the page's existing content (receiving dresses), and 

how do those advantages and disadvantages affect the communication results 

of the campaign? 

9. Are the communication channels we have used effective? 

10. How has the campaign influenced your decision to use Camile's services? 
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