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1. Project Introduction 

1.1. Name of the Capstone Project 

Production and communication project for short film “Truot” 

Abbreviation: short film “Truot” 

1.2. Definition 

1.2.1. Short Film 

According to a professional organization responsible for preserving the existence of motion 

picture art such as the Academy of Motion Picture Arts and Sciences, a short film is defined as 

any film that has less than 40 minutes in length, but a short film must be at least 2 minutes in 

length. 

A short film is a cinematic work with a smaller scale, less investment budget and shorter 

duration than a pure movie. 

Short films are divided into three main categories: 

• Narrative Short Film: Films are plot-based, often fictionalized and written as a screenplay 

with dramatic details in a story. More simply, it is a normal movie with a shorter duration 

than pure movies.  

• Documentary Short Film: is a type of non-fiction film. based on an authentic discovery of 

a subject, person, or place. 

• Short Film Avant-Garde: This is considered a "school of cinema" that is experimental, 

stylistic or abstract. This type of film focuses more on mood, tone, and aesthetics. An easy-

to-understand example of this type of short film is often used in teasers to arouse viewers' 

emotions. 

1.2.2. Pressure 

Stress is everything that can negatively affect your quality of life, it will bring bad feelings to 

people, it will make these people feel depressed, frustrated and unhappy. Expectations about life 

pressure, self, no will to strive in work and study. They will always have thoughts of self-pity; 

their life will not be as they wish. 

It can be said that it appears everywhere in life, everything can be a cause of pressure and 

impact on us. From simple things like food and money to all sorts of different problems, the circle 

of pressure will forever surround you and lead to you being bored, lonely, and hopeless.  

Typical manifestations when under pressure:  

• Depression 

• Insomnia 

• Body weakness 
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• Decreased ability to think and create 

1.2.3. Generation Z (or Gen Z) 

Gen Z, also known as Generation Z - is a community of dynamic and enthusiastic young 

people. Born in the era of the digital technology boom, Gen Z is also much more sensitive to what 

is related to technology. In addition, this generation is also expected to be the explosive and 

disruptive factor in any business environment. 

What makes Gen Z different and somewhat "outstanding" than its predecessors and seniors is 

the bold way of thinking "dare to think, dare to do".  

According to research by Western Governors University, in comparison, Gen Z is often known 

for being different from previous generations of "siblings" in the following ways: 

• More dreamy 

• More business mindset 

• More competitive 

• Seek safety and protection 

• Always have a clear career and financial goal orientation 

1.3. The Current Project 

1.3.1. Overview 

Pressure from family expectations is no longer a strange problem for young people, especially 

Generation Z (Gen Z). Although parents' expectations come from love and desire for their children 

to have an open and successful future, it is also a "rock" that weighs heavily on the shoulders of 

today's young generation. 

The pressures in life, specifically the parental expectations, have always existed and are 

normalized in society, however, it has a great influence on mental health and the consequences can 

be devastating. According to clinical psychology master Le Nguyen Anh Khoi, doctoral student in 

couple and family therapy, Syracuse University in New York, the pressure of the family placing 

heavily on the young generation according to certain frameworks in society will make the younger 

generation more likely to have psychological difficulties, including depression. This leads to 

decreased self-esteem, less seeking help, and becoming more vulnerable to stressors. 

Taking the topic "parental expectations on Generation Z", the project team has conducted 

secondary and primary research by combining qualitative and quantitative methods. The purpose 

of this study is to describe the current situation of pressure from family expectations on Gen Z by 

analyzing and evaluating the collected data to find out the causes, influences on Gen Z psychology 

and trends. Gen Z behavior in the face of problems. In addition, the research is also the basis for 

the project team to produce and communicate the movie with the theme of the same name. 



6 
 

1.3.2. Secondary Research 

1.3.2.1. Parental expectations pressure on Gen Z 

Regarding secondary research, the project team collected information on five aspects, 

including: situation, causes, manifestations, consequences, and proposed solutions. 

Situation 

In Vietnam, research by the United Nations Children's Fund (UNICEF) shows that about 8%-

29% of adolescents suffer from mental health problems in general. 

Prof. Nguyen Lan Dung, Chairman of the Education Advisory Council of the Central 

Committee of the Vietnam Fatherland Front, said that depression among students is quite common 

nowadays. Statistics show that 10% of adolescents suffer from depression and 10% of children 

commit suicide because of depression. The recent incidents of student suicides that have occurred 

in a row are like the last drop of water that has troubled society. 

Causes 

If the family is considered as a part of the social system, social problems create pressure that 

affects the family and thereby passes on to the family members. When society has certain patterns 

of success and acceptance, the family will be influenced and orient members, especially children, 

to follow those patterns whether they want to or not. 

For example, if society views success in teenagers through academic excellence and admission 

to prestigious universities, parents may somehow orient their children to similar standards.  

Within the scope of the research, the project team found six causes. 

First, the pressure of expectations born from the unconditional love of parents. Wanting their 

children to be successful in the future, with a stable job, parents are always looking for the best 

environment for their children to study, inadvertently causing pressure. 

Second, from dissatisfaction with life, not wanting children to meet the same situation as 

themselves, parents set expectations and put pressure on children to study. 

Third, imposing professions on children, showing selfishness with their children's futures, 

creating excessive expectations, imposing, putting heavy pressure on children from an early age. 

Fourth, parents who have a position in society misunderstand their children's abilities, think 

that if they can do it, their children can also do it, and impose requirements beyond their child's 

capacity. This puts children under pressure and constantly faces failures in life. 

Fifth, the concept of society is also a cause of parental expectations pressure. In our country, 

the fact that children achieve great achievements becomes the pride of the whole family, even the 

clan. On the contrary, when children are only of average ability, parents may have to hear bad 

words from relatives, friends and neighbors. 
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Sixth, difficult family circumstances create expectations that surpass fate. Since then, parents 

impose expectations on their children, hoping to get out of the situation. 

Manifestations 

Common manifestations of expectations include: frequent reminders and urges to study; 

prohibiting fun activities, only allowing children to make friends with good friends, not allowing 

contact with friends with poor and special achievements; check your child's booklet excessively; 

compare children with elite individuals; don't let your child decide; I want my child to get married 

with someone from a prestigious background, a family with good conditions, ... 

Consequences 

Facing the expectations of parents, children put themselves in a state of always trying. Children 

only feel that they are shouldering their parents' expectations, instead of being loved and developed 

in accordance with themselves. 

When expectations are high, children are always worried that their efforts are not enough. The 

risk of being rejected and unloved by failing to meet parental expectations is likely to increase 

psychological difficulties. As a result, expectations become burdensome, leading to psychological 

problems. Children tend to resist their parents' expectations, including learning to cope, learning 

to pass class, to meet their parents' wishes. It also makes children less confident in themselves, less 

likely to seek help, and more vulnerable to life's stressors. Children under pressure easily form 

depressed psychology, which accumulates a lot that can cause psychological problems such as 

Self-harm syndrome, nervous tension, anxiety disorders, depression,… There is also the possibility 

of forming hostility towards parents, thinking that the family causes all failures and fatigue. The 

worst-case scenario can lead to intentional injury and suicide. Expectations can become a driving 

force and a lever to help children grow up. But if parents do not have the control of their own 

desires, it is easy to cause heavy pressure on their children. 

Proposed solutions 

Some suggestions on how to reduce pressure due to family expectations were given as follows: 

(i) Share problems with experienced people (brothers, sisters, grandparents, teachers, friends....) 

to get helpful advice, and relieve the mood; (ii) Have a frank conversation with your parents with 

a serious and calm attitude to show your strengths, limitations, and real desires; (iii) If your parents 

are too difficult or strict, you can ask a trusted person to talk to you. The words of a person like a 

teacher will be more prestigious if parents do not have trust for their children. 

1.3.2.2.Secondary research on the level of using social networks in Vietnam  

With today's widespread use of information technology, social networks are an ideal choice 

for the purpose of promoting and communicating a product. According to statistics by January 

2020, up to 68.17 million people, equivalent to 70% of Vietnam's population, use the Internet and 

the number of social network users accounts for 65 million people, or 67% of the population. With 

the rate as mentioned above, Vietnam is one of the 10 countries with the highest number of 
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Facebook and Youtube users in the world, in which, the number of young people makes up the 

majority. 

According to statistics in 2021, the percentage of Facebook social network users in Vietnam is 

about 95%, making Facebook the leading social media channel in the country. 

In addition, Gen Z tends to use international social networks such as Facebook, Youtube and 

Instagram significantly more than other generations. In Vietnam, the number of popular social 

media users Facebook, Youtube and Instagram is as follows: 

 
2021 2025 (expected) 

Facebook The number of users is up to about 

65.56 million people. 

It is expected to reach 129.46 million 

users, an increase of 63.90 million 

people. 

Youtube The number of users is up to about 

66.63 million people. 

It is expected to reach 75.44 million users 

in 2025. 

Instagram The number of users is up to about 

7.89 million people. 

It is expected to increase 10,93 million 

users. 

1.3.3. Primary Research 

Regarding primary research, the project team built an online survey questionnaire using the 

Google Form tool. The survey questionnaire consists of 33 questions, divided into 5 parts: (i) 

personal information of respondents, (ii) survey about family pressure on respondents, (iii) survey 

of respondents' awareness on the issue of pressure from family expectations to Gen Z through the 

media, (iv) survey respondents' concerns about the short film about family expectations to the 

younger generation (Gen Z), (v) respondents tell their own stories. Survey participants include 

Gen Z respondents (born from 1997 to 2010), currently living in Ho Chi Minh City. The survey 

was carried out within 6 days from September 16, 2022 to September 21, 2022, collected 372 

survey samples with the following general results: 

Part 1 deals with the demographic information of the respondents. The project team divided 

respondents into 4 age groups, including: under 16 years old (pre-high school group), group from 

16 to 18 years old (high school group), group from 19 to 22 age group (university student group) 

and age group from 22 to 25 years old (post-student group); and 3 gender groups including: male, 

female and not mentioned. The survey results are presented in the chart below. 
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The results show that the student group accounted for the highest percentage of the 

respondents. The number of male respondents was higher than female respondents.  

Part 2 examines parental expectations pressure on respondents. Respondents will be divided 

into 4 groups, including: under pressure, ever under pressure, never under pressure, no clear 

perception of pressure. 
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Most of the respondents confirmed that they have been under pressure from their family 

(accounting for 82.7% of the answers), initially showing that the seriousness of the problem is at 

a high level. To be able to find out the cause and have more objective assessments, the group 

continued to survey the group of 82.7% of the above respondents with two questions to find out 

the causes and feel about pressure from family expectations. 
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Although the results show that the cause comes from the desire for family to account for the 

highest proportion, being compared with others and social norms is also a high reason for the 

respondents to feel pressure. Positively, nearly 67% of the respondents felt that more effort was 

needed, but it was also accompanied by a high level of negative feelings such as dissatisfaction 

with themselves or feeling stressed and tired. Among the responses that were sent back outside of 

the available options, respondents tended to get used to the pressure and feel normal when it came 

to family expectations. 

With three options offered to relieve the pressure, the candidates were divided into three groups 

respectively: the self-healing group, the help-seeking group, and the doing nothing group. For the 

group “doing nothing” will not be asked further. 
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From the chart, it can be seen that most of the respondents choose to heal themselves rather 

than seek help from others. There are many reasons to explain this phenomenon, including feeling 

comfortable when entertaining alone and fear of disturbing others. In addition, there are 

respondents who have the mentality of not trusting anyone, underestimating pressure, etc., 

reinforcing the tendency to normalize pressure mentioned in the previous question. 

Choosing to relieve yourself does not mean denying all help. According to statistics, 46.6% of 

respondents thought of seeking help but chose to be silent and solve it on their own. This group of 

respondents mostly shared the same reason for choosing self-healing. They feel that they cannot 

tell their story to anyone, that no one understands them, and think that their story will annoy others. 

In contrast, 53.4% of respondents felt fine with self-healing.  

The entertainment of the respondent group is generally quite diverse in terms of movies in 

particular and entertainment in general. The majority of respondents chose film genres with a 

joyful atmosphere (40.3%). However, many respondents did not pay much attention to the film 

genre, accounting for a slightly lower proportion (32.4%). In addition, the respondents chose other 

forms of entertainment such as video games, surfing social networks (Tik Tok) or listening to 

music. 

On the other hand, the respondent group chose to seek help more openly in sharing. 76.3% of 

respondents confided to their friends about their pressure, only 18.6% of respondents chose to 

confide in their family. At the same time, there were respondents who did not confide in anyone, 

accounting for 21.7% of the rate. This shows that the respondents have more contact with friends 

than with family. The results were further reinforced when 63.8% of respondents admitted that 

they did not dare to talk to their parents, 48.3% felt worse in conversations with their parents. 
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When asked about the feedback that the respondents received after talking about the pressure, 

the majority of responses were positive. 55.9% of the respondents received attention and listening 

from the other party, 28.8% of the respondents received encouragement and encouragement. On 

the contrary, there are reactions that are somewhat indifferent, disinterested, even harsh responses 

to the pressure of the respondents. However, the rate is not as high as the positive reactions 

mentioned above. 

The chart below shows the respondents' thoughts about talking to their parents about the stress 

of expectations. 

 

It can be seen that the highest percentage, 40.7%, belongs to the group of respondents who 

have discussed their status with their parents. The ratio is not too high and does not show much 

difference with the other two thought groups. 37.3% have thought about mentioning their pressure 

to their family, 22% still have not thought about it, showing that family is still not a reliable support 

for respondents to be open to sharing pressures placed on them by parental expectations pressure. 

Part 3 puts respondents in the position of observers to find out how respondents' perceptions 

of parental expectations on GenZ are spread through the media. Initial survey results show that 

48.9% of respondents have read articles, watched movies or attended events related to pressure 

from family expectations to GenZ, nearly half of the survey respondents. This shows that the issue 

of pressure from family expectations is being communicated to a moderate extent. To find out 

more, the above group of respondents continued to be surveyed more deeply. 

Social networks are still the most popular channel to access information with the group of 

respondents with the rate of 97.2%. Electronic newspapers and television accounted for less, 

46.4% and 32.2% respectively. Only 15.8% of respondents received information from friends. 



14 
 

Thus, the pressure of parental expectations pressure will not be a topic for GenZ young people to 

learn and discuss together. They often learn through psychological channels, such as psychologist 

To Nhi A or Mr. Nguyen Huu Tri's channel - CEO of Awake Your Power Academy. At the same 

time, they are also interested in this issue in the form of movie messages such as Turning Red, 3 

Idiots, Pursuit of Happiness,... or prominent cases and incidents on popular media sites. On the 

same topic, the recent incident of a male student in Hanoi jumping from the 28th floor 

The chart below shows the respondents' feelings towards the media products about parental 

expectations pressure that they have access to. 

 

33.33% of respondents confirmed that they sympathize with characters and events. This is not 

a high number. At a lower percentage, some respondents said that they feel familiar with their own 

situation. They also feel comfort or pity for the character in question. However, a few also feel 

anxiety, discomfort, increased pressure, especially 8.7% of respondents said that they feel what 

they receive is very normal and do not need to be concerned. 

Parts 4 and 5 serve the purpose of communication for the short film project. The questions 

revolved around the student short film, about the respondents' feelings and their suggestions if 

necessary. According to the survey results of 374 respondents, 56.4% of people admitted that they 

had watched student short films. The remaining 43.6% have not. 
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The ratio is different, but not too much, proving that student short films also have a certain 

appeal to Gen Z audiences. To further explore the reasons and approaches to student short films, 

the questionnaire was further divided into two parts corresponding to the above two answers. 

For the group of respondents who have watched student films, 64% of respondents admitted 

that they knew about the film through the information pages of the school they attended, 51.2% 

came from people in the film crew, and 48.8% access information from social networks, 44.1% 

from people who have seen the movie. Only 27.5% know movie information from posters or 

banners outside. This shows that students' communication ability is not effective enough and needs 

to be improved. In addition to temporarily increasing interaction by calling acquaintances, 

communication strategies need to be more attention-grabbing and novel to easily attract the target 

audience. 
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With the psychology of using temporary interactions such as relatives and friends, 56.9% of 

respondents admitted that they watch movies because of the recommendation of acquaintances. 

However, there are other factors that also motivate respondents to watch the movie, including the 

appropriate theme, attractive promotional products (trailer, teaser, ..) and interesting description 

for the movie, accounting for 51.2%, 50.2% and 46.9%, respectively. At the same time, with the 

tendency to use social networks with high frequency, the percentage of students watching short 

films on social networking platforms is also much higher than the respondents who take the time 

to go to the premieres. This means that if you want to increase the audience coming to the premiere, 

the media campaigns also need to invest more than just normal communication on the fanpage. 

 

When asked about the desire to watch a short film about the pressure from family expectations 

on Generation Z, the majority of respondents said they would like to see it with a rate of 62.6%. 
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32.7% of respondents are wondering whether to watch or not. The rest accounted for 4.7%, saying 

they were not interested in this movie. In addition, among the respondents in the group that 

watched the student film, just over a quarter of the respondents agreed to share their story. 

 

 

On the other hand, for the group that have not seen the student short film, even though there 

are opinions that the film is not attractive enough due to the script or the quality of the film does 

not meet expectations, or the respondents themselves from the beginning are not interested in 
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student short films, up to 82.8% of respondents believe that the problem lies in the way the media 

makes them unable to access information. 

 

As mentioned above, in addition to creativity and novelty, communication campaigns need to 

attract and stimulate the sharing action of the audience. In addition, using only Facebook fanpage 

also limits the spread. Instead, media campaigns can run across different platforms or multiple 

channels. 

However, the media campaign is not the only problem. In addition to 49.1% of the respondents 

saying that communication needs to be improved, 66.9% of respondents were not satisfied with 

the script content of the student short films, 59.5% of the respondents felt the need to invest more 

in acting and 36.8% respondents wanted better picture and sound quality. 

Like the group of respondents who have watched the student short film, the group of 

respondents who have not seen it share the same trend when asked about the desire to watch a 

movie about the pressure on family expectations on Generation Z. However, the percentage of 

people who want to watch it has decreased. The percentage of people who decided not to watch 

this movie was nearly equal to the proportion of people who were considering it, and the 

percentage of people who decided not to watch the film was higher than the results of the group 

of respondents who did. A similar trend also occurred in the question of sharing the respondents' 

own stories. 
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In part 5, from 38 responses submitted, the project team was only able to filter out about 14 

respondents who actually shared their stories. 

From the research results, the project team found that: 

Firstly, the current situation of pressure from family expectations on Generation Z is at a high 

level, not an issue that can be ignored. Many young people under pressure still choose to keep 

quiet, leading to a tendency to get used to the pressure and be able to balance their emotions on 
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their own. On the one hand, this is a positive signal because Gen Z youth can quickly return to a 

steady state. On the contrary, the core issue is the pressure of family expectations on young people 

has not been completely resolved. The negative buildup from stress can lead to serious 

psychological problems, including intentional injury and suicidal behavior. The pressure causes 

the relationship between Gen Z youth and their families to change for the worse. The connection 

between members is not strong enough to share, understand and accept each other. 

Secondly, student short films have not received a good response due to many reasons, the most 

basic of which is that the media campaigns follow the same lines, are not creative, breakthrough, 

leading to poor accessibility and can not attract many target audiences. In addition, audiences care 

a lot about the content and message of the film, showing the need for a good quality screenplay 

for student short films. 

Finally, the target audience of the film is young people of the Gen Z, who like to watch movies, 

are interested in student short films, are having problems with the pressure of family expectations, 

and are choosing a way to heal themselves for emotional balance. 

1.4. The Proposed Project 

From the above research and survey, our group decided to take the data to make a topic for the 

short film “Truot”. 

Timeline for the production and communication project of the short film "Truot"
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2. Project Planning 

2.1. Goal 

Communication on the main page combined with seeding through fanpages, we want to 

achieve 200 followers of the short film fan page "Truot" to bring the short film to the most viewers. 

The premiere event of the short film "Truot" reached 1000 participants to watch live on the 

Youtube platform, 90 people attended at the premiere location (in 3 days). 

2.2. Target Audiences 

Demographic  

Audience: Main target audience: High school students and students studying and working in 

Ho Chi Minh City. Ho Chi Minh City from the age of 16 to 22 years old. 

Potential target audience: Parents of students and students. 

Interest: 

Likes to watch movies for entertainment. 

Behavior 



22 
 

Regularly accessing social networks Facebook, Youtube,...  

Those who are under pressure from family expectations, relieve pressure in the direction of 

self-healing.  

2.3. Logline  

Due to girlfriend’s sudden visit, the quiet student panics and hides his secret letter that he is 

writing, but the girl stubbornly announces that she will stay for a week.. 

2.4. Statement 

On April 1, the social network was shaken by the case of a male student in Hanoi who wrote a 

will, then jumped down from the 28th floor to the shock of his parents. But according to our 

observations and experiences, pressure from expectations has always been present in daily life. 

In this film, we do not offer a solution or a way out of the problem of pressure of family 

expectations on Gen Z youth. Because only we can save ourselves. Instead, we paint a picture that 

we probably don't know, or deliberately ignore, of the thoughts, feelings, desires, and dreams of 

young people who are looking for and pursuing their dreams. understanding from those around 

them. 

2.5. Theme 

Youth is a special period, full of fantasies, rebellions, and expectations and reflections on the 

future. In the uncertainties with life, young people are suppressed in pressure, become victims of 

expectations, lose their voice. In order to be listened, some have chosen to remain silent forever, 

sounding a wake-up call for all of us of desire for someone to share with them, to guide them 

through this difficult period. 

2.6. Category 

Mentality 

2.7. Duration 

20 minutes 

2.8. Style 

From the playful, humorous actions by childish, arrogant, and immature actions to the thoughts 

and contemplations about the problems of the characters themselves and those around them, 

wrapped in the suffocation of space. main character's room. 

The color changes from warm to cold, the atmosphere changes from joking to serious, in the 

style of Girl from Nowhere. 

Long scenes reminiscent of films by director Hamaguchi Ryusuke 

2.9. Mood and tone 
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Mood: gently, slowly 

Tone: blue with orange and yellow 

2.10. Human resources 

Ngo Hong Anh 

Position: Writer 

Describe: Write the script outline, short film script "Truot", edit the script through suggestions 

to make the script reasonable and feasible, coordinate with the director and actors in the filming 

process. 

Nguyen Vu Cam Tu 

Position: Director 

Describe: Responsible for directing during filming, setting and directing acting and technical 

facilities, coordinating with screenwriters during film production, ensuring filming is on schedule 

and on budget film. 

Vu Trung Kien 

Position: Producer 

Describe: Participate in the post-production process of the film, editing and linking the footage 

into a complete movie. 

2.11. Communication plan 
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Communication campaign “I want to be listened” 

2.11.1. Meaning of the campaign name 

Among the pressures that young people are facing today, one of them can be mentioned is the 

pressure of parental expectations. Although it comes from love, it accidentally becomes a "stone" 

burden on the shoulders of young people. Some young people have found a reliable person to 

confide in about those feelings. Some have not. They choose to be silent and heal themselves.  

"I want to be listened" - the desire to express, confide the stress and fatigue that the young are 

hiding in their heart. They hide it because it is difficult to say, because they are afraid to say it and 

make parents disappointed. They torment in thinking that it is not enough for the family's 

expectations. 

As in the study above, up to 44.7 % of young people are under pressure about family 

expectations. The majority of young people choose self-healing solutions with a rate of up to 

69.8%. Research shows that respondents are not because they don't want to speak out, but they 

need someone to listen to their feelings. We believe that “I want to be listened” is a suitable name 

for an effective campaign, containing the meaning that the project is trying to convey.  

2.11.2. Purpose 

The campaign “I want to be listened” was built with the purpose of promoting the short film 

“…” to convey the message: “Expectations are a double-edged sword. In moderation, it can change 

people and vice versa.”  

2.11.3. Specific goal after the campaign 

From 2020 to 2022, many fanpages with the purpose of communicating for short films were 

established by students majoring in Multimedia Communication of FPT University. 

In 2020, Me Cine fanpage was established on the basis of communication for the premiere 

event of two graduating short films of K13 students, which are the first two short films of the 

Multimedia Department of FPT University, titled Theo Nhau Kiem Mot Noi Buon (English: 

Together Search For Sadness) and Loi Cau Hon Sau Cuoi (English: Post-Wedding Proposal). 

In the same year, the premiere event Move With Motion was held with four short films by K14 

students, including Mat Khuyet (English: Defect Eye) of the fanpage Dau Do Media, which was 

also the official information page of the event. 

In 2021, following the success of Move With Motion, the Move With Dramas premiere event 

showcased many new K14 and K15 student films, including impressive names such as Luu Ly San 

Xuat Doi’s Ky An Anh Trang (English: Moonlight Story), Magic Bean Production’s Nap Duoi 

Bong May (English: Hide Under Cloud Shadow), Noobies Production’s Lua Chon (English: 

Selection) 
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The graduating period in the same year were a great success with two short films, including 

the excellent movie with the theme of depression Bau Troi Hom Ay Khong Xanh Mai (English: 

The Sky That Day Wasn't Blue Forever), which is co-valedictorian project. 

In 2022, small fanpages about short films for specialized subjects were established, 

respectively, including The Bla_Me and Ngay Mua Tan (English: When Rain Stops) of the K17 

student group. 

In the same year, two capstone projects on short films also established fanpages to serve the 

communication process of the films. Specifically, The Two Production's Song (English: Wave) is 

about social networks and Timeverse's Time Up takes the theme of love in the old Saigon space. 

The results of the survey on fanpages are shown in the table below. The information in the 

table was collected in September 2022. 

Name of Fanpage 

(established year) 

Me Cine 

(2020) 

Dau Do 

Media 

(2020) 

Luu Ly San 

Xuat Doi 

(2021) 

Magic Bean 

Production 

(2021) 

Noobies 

Production 

(2021) 

Follow fanpage 980 638 1.2K 624 597 

Film view 
9.9K / 

15.3K1 
932 8.9K 6038 315 

Premiere post’s react 170 / 330 33 45 34 74 

Premiere post’s share 41 / 65 11 17 15 94 

Poster post’s react 42 49 90 62 54 

Teaser post’s react / / 48 / / 

Trailer post’s react 1202 / 44 107 / 

Premiere annoucement 

post’s react 
22 40 100 38 83 

Name of Fanpage 

(established year) 

Bau Troi 

Hom Ay 

Khong 

Xanh Mai – 

The 

Bla_Me 

(2022) 

Ngay Mua 

Tan – Short 

Film (2022) 

The Two 

Production 

(2022) 

Timeverse 

(2022) 

 
1 Result for short film Theo Nhau Kiem Mot Noi Buon and Loi Cau Hon Sau Cuoi, respectively  
2 Result for short film Loi Cau Hon Sau Cuoi 
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Short Film 

(2021) 

Follow fanpage 597 143 551 204 685 

Film view 3.9K 1K 1K 1.5K 1.8K 

Premiere post’s react 39 67 107 25 243 

Premiere post’s share 19 14 17 8 15 

Poster post’s react 33 36 85 / 59 

Teaser post’s react / 43 / / / 

Trailer post’s react / 22 101 / / 

Premiere annoucement 

post’s react 

52 / 53 11 62 

Based on the above survey results, the project team decided to set the following goals: 

• Achieved 1000 followers on the fanpage of the short film “Truot” 

• The premiere post for the short film gained 2000 reachs, 100 reacts and 30 shares on 

the short film fanpage 

• Short film reaches 2000 views on Youtube platform 

• 100 people attended the movie premiere at the theater 

2.11.4. Media channel 

2.11.4.1. Main channel 

Facebook 

Main media we chose is the short film fanpage “Truot” on Facebook. Fanpage was established 

and operated from 10/10/2022. The fanpage was created with the aim of conveying the project's 

communication message, sharing with young people about the pressures they are facing through 

the stories shared to the fanpage. We want to bring empathy, besides saying that even something 

as simple as listening can make a whole difference. The short film product “Truot” is suitable for 

conveying our purpose to the target audience.  

2.11.4.2. Sub-media channel 

Youtube 
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According to the survey, young people said that they know and watch student short films 

through Youtube. It is an easy, accessible and completely free online video sharing platform, which 

is suitable for online screening of short films “Truot” and searching for movies after releasing. 

Cinema  

To serve young people who like to enjoy the atmosphere of watching movies directly, we 

choose the cinema to show the short film “Truot” in two scheduled time frames on November 13, 

2022 to reach the target audience in the best way. 

2.11.5. Communication strategy  

2.11.5.1. Logo 

 

2.11.5.2. Concept fanpage 

Color 

The main communication fanpage color is blue with the secondary colors of yellow and beige. 

Includes the following four color codes 

 

Image ratio 

Posts on Facebook follow three image ratios:  

• Square image ratio: 1200 x 1200 pixels (Picture image, news articles news, memes) 

• Vertical image ratio: 1200 x 1500 pixels (Movie poster) 

• Horizontal image ratio: 1200 x 630 pixels (Fanpage cover image) 

2.11.5.3. Communication model AIDA 

 
Objectives  Activities Channel 

Attention 

(2 weeks) 

Increasing the awareness of the main 

fanpage, spreading information about 

the parental expectations pressure. 

• Make posts by day on 

the topic of expectation 

pressure 

Facebook  
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Specifically:  

• Reach 500 fanpage followers 

• Reach 1200 total reachs 

• Reach 300 total reacts / comments 

• Reach 35 total posts shares 

• Seeding on groups 

• Comment and share 

articles on the same 

topic on the fanpage 

Interest  

(1 week) 

Increase access to articles, towards 

movie-loving audiences to serve as a 

steppingstone to promote short films 

in the next phase 

 

Specifically:  

• Reach 800 fanpage followers  

• Reach 2000 total reachs 

• Reach 500 total reacts / comments 

• Reach 50 total post shares 

• Do a series of movie 

reviews related to the 

topic of pressure of 

expectation 

• Continue seeding Posts 

and comments on 

articles with related 

topics 

Facebook 

Desire  

(2 weeks) 

Spreading information about movies, 

movie premieres and online 

premieres 

 

Specifically: 

• Reaching 1000 fanpage followers 

• Reaching 3000 total reachs 

• Reached 1000 total reacts / 

comments 

• Reached 100 total shares 

• Reached 100 people attend the 

movie premiere event. 

• Posting information 

about movies such as 

teasers, posters, key 

visuals, team 

information 

• Thanks to media support 

from groups/pages 

about movies or schools 

• Posting information 

about movie premieres 

(time, place, gifts), After 

the premiere 

• Run movie teaser ads 

on Youtube. 

• Run key visual ads, 

posters on Facebook. 

• Premiere Event  

Facebook 

Youtube 

Action  

(1 week) 

Pushing the final information about 

the movie to the audience, including 

the online movie premiere. 

 

Specific: 

• Reach 1000 movie viewers on 

Youtube platform after 1 week. 

• Posting articles about 

the premiere, igniting 

the curiosity of those 

who haven't seen it. 

• Posting information 

about the premiere 

online 

• Make the premiere 

online 

Facebook 

Youtube 

2.11.5.4. Premiere plan 
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Short film premiere event is scheduled on November 13, 2022 at Dcine Ben Thanh cinema.  

Before the premiere: 

The premiere information is released in phase 3 of the media campaign, interspersed with the 

movie's information (key visual, poster, teaser). 

Make a registration form to participate in the premiere 

Prepare relevant publications (standee, postcard as a gift,...) 

Premiere: 

It is conducted in two frames in the morning (10am to 11am) and in the afternoon (14pm to 

15pm). The tentative program schedule for the movie premiere is as follows: 

Session Time Activities 

Morning 

10:00 Check-in 

10:10 Greeting to guest 

10:15 Start of screening 

10:35 End of screening / feedback 

10: 40 Gifting 

10:50 End of program 

Afternoon 

14:00 Check-in 

14:10 Greeting to guest 

14:15 Start of screening 

14:35 End of screening / feedback 

14:40 Gifting 

14:50 End of program 

2.11.5.5. Timeline 



30 
 

 

2.11.5.6. Media plan 
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2.11.6. Performance measurement and evaluation tools 

Facebook Page Insight 

Measure and evaluate the communication effectiveness of the short film fanpage "Truot" week 

by week, focusing on the content that many people are interested in, share, and approach to make 

the following posts more effective. 

2.11.7. Estimated Cost 
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Total: 24.946.667 VNĐ 

3. The next step 

The next stage is the pre-production stage. 

About production, the team will conduct the first draft script based on the ideas that have been 

evaluated and commented by the mentor, aiming to complete within two weeks. In parallel with 

writing the script, the project team will carry out experimental research to find out a background 

that matches the original idea, and at the same time, look for actors who match the movie and the 

criteria that the project team has set out in advance. Then, the team will gather the film crew to 

discuss production plan. After selecting actors, the team will spend time doing rehearsals to make 

the filming process as smooth as possible. 

About communication, week 5 is used to review the elements and edit the communication 

campaign. Starting from week 6, the fanpage will be established and phase 1 will be started. The 

communication effectiveness report will be mentioned in report 2 after three weeks. 
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