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EXECUTIVE SUMMARY

ThuongThuong is a social media project with the role of awakening young people’s
interest in happiness derived from ordinary things in life, thereby adding more appreciation

for the present and more motivation for the future.

The project lasts for 10 weeks from May 1 to July 9, 2023, including communication
activities such as social media campaign, media production and event. These activities are
carried out by the main B4tBinh Thudng team - a team of students who are majoring in
communication at FPT University Can Tho has a passion for art, technology and developing

the spiritual life of young people.

After the implementation of the communication campaign and the organization of
events, the project has brought many results beyond expectations. The impressive
achievements are the tremendous growth of the main media platform, reaching thousands of
people during the campaign and attracting more than hundreds of people to the end of the
project event. Above all, the interest and positive feedback of the target audiences sent to the

production team is extremely valuable.

Although there are some limitations and difficulties coming from objective purposes,
in general, the project still fulfills its mission of being an emotional bridge between young
people and the love from ordinary things in life. At the same time, this project also becomes a

solid foundation for the B4tBinh Thudng team to continue to execute the next projects.
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CHAPTER 1. INTRODUCTION
1.1 Background

Nowadays, people are undoubtedly suffering from invisible strain as a result of the
strong growth of Vietnam society. The rapid development is making our life busier and more
bustling pressure from education, family, job, relationships, confirmation of self-worth, and
so on. These factors are also causing people to feel exhausted, pressured, and generate
negative things then gradually lose faith in life. A majority of us literally concentrate on
working and studying, and we easily ignore the values of love that are always around us. This
emotional factor is an essential key which generates joys and confidence in life. It also brings

inner strength so that people will bravely confront every obstacle.

As a group of young people who are interested in social issues and want to contribute
positive values to the community. Therefore, our group wants to bring a topic close to

everyone’s life - “Love”.

The love mentioned in the project is not only about the bone between two individuals
but also affection expressed through empathy, attachment, sharing, and a sentimental
connection between persons and things and events. Love is one of the crucial emotional
values for human life and is conveyed in various forms. That is why every individual has
their own way to define love. No matter how to explain it, love is an intense feeling deep
within the heart. Although it is an invisible feeling, it is always present in daily life, which
can be mutual care and help between people and things around them; or the desire to do what
they are passionate about. For instance, a girl is woken up by her cat; a boy receives a book

offered by his friend; or an old lady happily enjoys her tea in her small garden.
1.2 Problem Identification

The mental health crisis has occurred in Vietnam as a new challenge. According to
nationally published data, Vietnam has at least three million adolescents with mental
disorders, only 20% of whom are diagnosed and treated appropriately. The majority look to
alcohol, drugs, and stimulants as temporary solutions (Ha Ngan, 2021). Especially with the

following two groups:

- Students: pressure from parents and teachers, assessment of learning results.
- People lack motivation in life: lack of supportive relationships, lack of

communication, and lack of ways to cope with stress or other difficulties.
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The pressures in life have strongly influenced the way young people react to all daily
activities. They cower, live separately, focus only on themselves and gradually become
insensitive to surrounding relationships. This leads to negative consequences in the

psychological life of young people, typically depression.

Thus, appreciating simple happiness or celebrating small achievements is one of the
effective ways to realize the value of love. When they can find their love that helps them be
happy, have faith to live, and give them strength to overcome all challenges. And they can
begin a journey to enjoy life more colorfully by feeling and observing the ordinary things of

life more clearly to detect the love that is invariably alongside them.
1.3 The Statement of The Capstone

Both the implementation of this project and research are results based on the efforts of
the members of BatBinh Thuong team (BBT). With the knowledge and skills accumulated
during the study at the university, combined with each member’s own strengths, the team
created an appropriate project to raise awareness of the love messages from ordinary things
through experiences designed by media activities. Thereby, this project will spread the joyful
as well as love in regular life for young people, specifically Can Tho youth - the target

audience that the project aims at.
1.4 The Structure of The Capstone
The project structure is divided into 7 main chapters including:
- Chapter 1: General introduction of the topic content
- Chapter 2: Presenting situation analysis and research

- Chapter 3: Providing information about the project development plan overview as

master plan, objectives, goals, big idea, key message, strategies and tactics, and so on.

- Chapter 4: Showing the pre-production stages of social campaign, event, and media

production.
- Chapter 5: Details of the work in the production stage.
- Chapter 6: Conducting an evaluation project in the post-production stage

- Chapter 7: Conclusions

15



1.5. Introduction of B4tBinh Thudng exhibition season 1

B4tBinh Thuong exhibition is the first art combined Augmented reality (AR)
technology exhibition in the Mekong Delta to be held in September 2022. The topic in season
1 is about painful social issues such as school violence, domestic violence, gender violence,

cyber violence, and body-shaming, etc.

During the 3 days of the event, it received the attention of media and press
organizations such as VTV Southern, Lao Dong newspaper, etc., and a lot of positive

feedback from visitors.

Figure 1. Some pictures from the previous exhibition.

16



CHAPTER II. SITUATION ANALYSIS AND RESEARCH

2.1 SWOT Analysis

STRENGTHS

The members all have a stable foundation in Multimedia
Communications and strengths to promote during project

implementation.
Brand identity, distinctive colors, and impressive messages are unique;

The main media channel (BatBinh Thuong Fanpage) has 326 likes, and

348 followers are the leverage to launch other media channels.

Modern design and filming equipment creates favorable conditions in

the process of making media publications,

Good social relationships with press units, media companies, and
businesses in Can Tho city and surrounding areas; professionals who
are working in the fields of media, art, and technology; KOLs and

KOC:s on social networking platforms.

The success of the first season: Champion of Refes 2022, covered by
local media (VTV9, and 6 news articles); Attracted more than 1000
visitors; Known as the first exhibition of AR technology works on

social issues in the Mekong Delta.

WEAKNESSES

Media publications are not diverse so the visitors quickly feel

uninteresting.

Inconsistent service and guidance processes negatively affect the

visitor’s experience.

The number of members is less than the workload, so the specialization

is not high.

It has not been able to attract many local sponsors because businesses
in Can Tho city are still quite unfamiliar with the form of sponsorship

for exhibition activities.

In Can Tho, there is no unit for renting suitable space to display the

exhibition so our team has many difficulties in seeking a location.

17




OPPORTUNITIES

The foundation is available from the success of the first season.

The exhibition is a hot activity, attracting a lot of attention and interest,
especially from young people but there are very few projects with

similar themes and methods of operation in Can Tho.

The production team is also in the age of the target audience, so it will
be easy for them to empathize and understand the thoughts of young

people.

Young people in Can Tho are a confident, creative generation and
always ready to express their perspectives, the information they bring
is very fresh and real. Besides that, they are emotionally sensitive so it

will easily create connections and emotions.

THREATS

The project takes place when students are completing their graduation
projects and FPT University is promoting enrollment activities, so they
will likely have to compete with many outstanding events and

activities.

The school may change the form or time of the event application

review, affecting the project’s timeline.
The venue was already in the school’s plan for another event.

More permits were incurred due to the expansion of the project scale

compared to the first season.
Could not find enough collaborators to meet the workload.
Lack of funding, no sponsors.

Visitors in Can Tho city are no longer interested in exhibition

activities.

2.2 Competitors Analysis

With our research in Can Tho City, there are no competitors or campaigns similar to

our team’s campaign, so our project can be recognized as a prominent pioneer in the media

field of art and technology in the Mekong Delta.
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On the other hand, in the process of searching for data for research purposes when
expanding the seeking scope, we have collected two outstanding technology projects in

recent years in the Ho Chi Minh City:

Firstly, “Loai Plastic” is a project launched to inspire the spirit of environmental
protection among young people. In addition to the eye-catching art elements (models,
pictures, origami art), visitors are able to witness firsthand the “revival” of plastic species
with the experience of cutting-edge visual technology. The project not only provides an
opportunity to enjoy the art space combined with modern technologies but also equips the

attendees with useful knowledge about plastic waste and sharing ideas (Nguyen Luan, 2019).

Secondly, “Bring them back” is the mural project applying AR technology to provide
an opportunity for the community to see rare and endangered wildlife species that have been
and are in danger of extinction due to hunting and over-consumption. With AR technology,
when viewers scan the QR code on the picture with a smartphone, they will see the wildlife
from the paintings “step out” vividly on large-sized walls (Huyen Tran, 2022). Participants
experience unique, lively, and realistic images of animals so that they comprehensively feel

through all senses and elicit love for wildlife.

Identifying and evaluating our competitors or similar projects gives us insight into our
competitors’ strengths and weaknesses. From this review, our team knows our current
position in the market as well as learns a lot from the lessons of the predecessors. From there,
we have suitable strategies and develop different and creative points for ThuongThuong

project.
2.3 Target Audience

Target audiences for the project choosing are of both genders ranging in age from 16
to 35 and divide into three main groups: high school students, university students, and

working people. They are living and working in Can Tho city.
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HIGH SCHOOL
STUDENTS

Age
Gender

Education :

Income

16 - 18 years old

Male, Female and LGBTQ+
High school

Depend on family’s finance

KEY COMMUNICATION
CHANNEL

@ Facebook
@ TikTok
Instagram

CUSTOMER PAIN POINTS

Loneliness, lack of love or care
from social relationships.

Peer pressure.

Prejudice from the previous
generation.

Not being heard and
understood.

No suitable chance to show
personal abilities.

KEY PSYCHOGRAPHICS

VALUES: Creative
Confident

Sincere

New trend

Mental health
Social relationship
Achievement
Self-worth
Technology

INTERESTS:

OPINIONS:

+ Always want to have new
experiences

» Be ready to express self-
opinion

« Special attention to mental
health

DESCRIPTION: Students studying at high schools in Can Tho city.
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UNIVERSITY/COLLEGE [t it
STUDENTS

VALUES: « Creative
« Confident

@ TikTok @ Linkedin » Flexible

0 Facebook @ Instagram

INTERESTS:
, CUSTOMER PAIN POINTS i\uw Itrenci Achievement
Passion Career
Loneliness, lack of love or care Mental health Community
- . : Social service
from social relationships. relationship Technology
Peer pressure. Self-worth
Prejudice from the previous
generation. OPINIONS:
Not being heard and « Pursue dream career
« Be yourself
understood. ; YOSIRRE, . o
+ Follow passion in lire
Unknown self-worth + Special attention to mental
health

Age : 19 - 24 years old

DESCRIPTION: Students studying at university/college in Can Tho city.
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2.4 Customer Insight

Demographic Information: After analyzing the target audience groups, we proceed

to clarify their insight through 4 aspects: options, perceptions, emotions, and intentions.

It is quite simple,
revolving around studying
and relationships with
friends and family.
Prioritize choices that
bring benefits and

pleasure to them.

They have more issues to think
about like high school students
such as future jobs, income, love,
accommodation, and so on but
still at an average level, not too
complicated. Their choices are
still largely focused on their own
interests because they don’t have
many roles in life to take

responsibility for.

They play many roles in life,
so they are responsible for
many objects such as parents,
spouses, children, students,
colleagues, leaders, and so on.
As a result, their choices are
often directed toward others

rather than themselves.

They are often attracted to
new and interesting
things. Most of them are
very easily influenced by

their peers.

They are often attracted to new
and interesting things. Most of
them are very easily influenced by

their peers.

They are often attracted to
activities that have a
community element or that are
topics of interest to those close
to them. For example, a female
GenY lecturer also usually
updates GenZ news and trends
to be able to communicate
well and connect with her

students.

They are very emotional,
often expressing their
feelings to others. At the
same time, their emotions
can be dominated and

switch to different states.

They control their emotions better
when in public places. Most do
not easily share what they are
thinking with people, even
relatives. Suppressing a lot of

emotions in a short time easily

They control their emotions
better when being in a public
place. Most do not easily share
what they are thinking with
people, even relatives. Having

so many responsibilities in life
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For example, they are
feeling happy, but when
they hear the unhappy
story of their friends, they

makes them suffer from many
psychological problems, which
easily leads to negative thoughts

and behaviors.

makes them sometimes forget
their own feelings. This
subject also often faces

pressure and psychological

will be sad too. problems but rarely takes
negative actions because it will

affect the people around them.

Innovative and rarely Innovative and rarely bound by Mostly bound by prejudice.

bound by many many prejudices.

prejudices.

2.5 Literature Review
2.5.1 Definition of Love

Love is a term that appears densely and often in life. Although no one has had a
specific and precise statement about this word, they still use it every day. Love is a complex
concept, different depending on the point of view and perspective of each person. This is also
a popular topic in the fields of art, poetry, and movies; for example, Xuan Dieu poet - one of
the famous poets specializing in writing about love in Vietnam - also mentioned “Lam sao
cat nghia dwoc tinh yéu?” quoted in the “Vi sao” poem (Tuyén tap Tu luc vin doan, 2004)
to show that love differently exists in each person’s point of view. People often use love in all
aspects of their lives and divide emotional styles such as family affection, friendship, love for
work, etc. There are five forms to show feelings indicated in “The 5 love languages”
(Chapman, 2016) consisting of words of affirmation, quality time, receiving gifts, acts of
service, and physical touch. Each individual will have different ways of expressing their

happiness through the combination of the above languages.

However, from a scientific point of view, this mixture of feeling and emotion is much
more obvious. Fehr and Rusell (1991) classified /ove into several types encompassing:
maternal love, romantic love, affection, love of work, self-love, infatuation, and other
subtypes of love. Also, in their study, they realized that happiness is not the only factor that
makes people feel love, but many other causes including caring, helping, establishing a bond,
sharing, feeling free to talk, understanding, respect, and closeness. Additionally, Sternberg

and Grajek (1984) from Yale University studied love from the aspect of close relationships.
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They used the “Love Scale” to measure how close a relationship is between an individual
with his/her parents, siblings, same-sex best friends, and spouses or lovers. The findings
demonstrated that in different relationships, the feeling of love is shown with different
degrees. Still, love depends on the bonds of a person and their beloved ones (Sternberg &

Grajek, 1984).
2.5.2 Definition of Ordinary things

The phrase “ordinary things” mentioned in this report means moments that happen
every day in each person’s real life. To explain this phrase more specifically, Fetall Lee
(2018) gives the recipient a clearer picture of happiness because love from ordinary things in
our topic is similar to the joy that the author mentions in her book. The author noticed that
real joy comes from the material world including looking at a favorite painting, making a
sandcastle, tending rose gardens, placing candles on birthday cakes, hanging holiday lights,
etc. Then, she asked everyone she knew, even strangers walking down the street, what to do
with their happiness to know exactly how the physical world affects the emotions of humans.
And the replies received by the author are “my grandmothers kitchen, a signed Grateful
Dead poster, the canoe at the house ... swimming pool and treehouses, hot-air balloons,
googly eyes, ice-cream sundaes with colorful sprinkles.” These things helped her to conclude

one thing “Joy isnt hard to find at all. In fact, it’s all around us.”

Moreover, Fetall Lee also pointed out that the moments in everyday life mentioned
above are the cause of everyone’s joy and happiness. From there, this transforms into a
source of positive energy to love and create a connection between each person and life. In her
2018 TED talk “Where to joy hides and how to find it”, she emphasized that “Each moment
of joy is small, but they add up to more than the sum of their parts over time” to wrap up the
talk (Fetall Lee, 2018). Consequently, the way to a happy life filled with love is to change the

way people see the world and their place in it.
2.5.3 Augmented Reality Technology in communication campaigns

Augmented Reality (AR) is defined as “an enhanced version of the physical,
real-world reality of which elements are superimposed by computer-generated or extracted
real-world sensory” (Schueffel, 2017). AR technology is better understood through the
application process, for example, when people use a specific application to open the phone
camera and find the target object to be scanned such as an image that is encrypted into a

smartphone app. The phone screen then simultaneously displays a 3D model of that photo.
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These generated models look like real-life models based on the content of that image. And

that is also the principle that took place in the recent exhibition.

In recent years, the trend of applying multimedia in communication campaigns has
been a topic of interest and discussion because of its ability to fully exploit the emotional
elements that make a deep impression on viewers. The research “Evaluating visitor
experience of digital interpretation and presentation technologies at cultural heritage sites: a
case study of the old town, Zuoying” (Ying Liu, 2020) confirms the combination of
technologies such as virtual reality (VR), augmented reality (AR), and mixed reality (MR),
providing diverse content formats (video, animation, etc.) and other methods have improved
interactivity, authenticity, and the level of information conveyed to visitors. The study
highlights the importance of digital technologies in interpreting and presenting heritage and

creating new connections between heritage and the public.

Similarly, “AR Exhibitions for Sensitive Narratives: Designing an Immersive
Exhibition for the Museum of Memory in Colombia” (Gasca, et al., 2022) argues that AR
technology is a tool to visually engage audiences and connect with the social context in terms
of content and emotions through the digital overlay. At the same time, they emphasize that
AR technology helps the audience feel more empathetic and attached to the objects in the
exhibition than in the original form. “An Integrated VR/AR Framework for User-Centric
Interactive Experience of Cultural Heritage: the ArkaeVision project” (Bozzelli, et al., 2019)
confirms that the application of AR technology changes museum visits and provides the
opportunity to interact, contextualize and share experiences with other projects applying
technology to the exhibition have appeared more to “blow a new wind” and enhance the

experience of audiences in Vietnam.

Specifically, “Loai plastic” exhibition is a non-profit environmental project that
includes publishing a website, a set of plastic species cards, and witnessing the “survival” of
the plastic monster firsthand through the 3D models, virtual reality technology AR and VR in
the exhibition to convey helpful information about single-use plastic products and raise user
awareness (Nguyen Luan, 2019). The result is attracting nearly 25,000 followers with
hundreds of thousands of interactions on social networks and a series of practical

environmental activities.

Or an international project, “Bring Them Back”, is a street art project on large-sized

walls incorporating AR technology to see the wildlife from the murals “come out” vividly
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from smartphones. Therefore, “Bring Them Back” project can arouse and nurture a love of
wildlife and at the same time raise public awareness of the role of wildlife in the ecosystem

through this highly interactive form of communication (Huyen Tran, 2022).
2.5.4 Digital Storytelling

There are two studies that clearly express the impact of combining digital media with

stories on the emotions of viewers in the media.

The first is “A4 Thematic Review on Digital Storytelling (DST) in Social Media”
(Musfira, et al., 2022). This study has confirmed the value of Digital Storytelling on social
networking platforms: “Focusing on DST in social media to generate knowledge about a
phenomenon was evident by eliciting richer data. It was mainly found that the significance of
DST in social media arises in terms of the reachability of the audience and the facile way to
develop and share a story compared to other digital mediums to carry a digital story to
people”. For that reason, the authors can conclude that DTS strongly proposes for brands to
increase their channels to connect with the public on social networking platforms with media

campaigns, which is a remarkable suggestion.

The second is “Young Adults’ Views on Digital Storytelling Campaigns” (Barbosa, et
al., 2022). The content of the study claims that storytelling campaigns lead most participants
to have a much more positive image of the brand, especially if it contributes to building a
better world. They come up with a diagram with the remarkable point that the order of key
determinants of both customer attention and interaction in a DTS campaign includes: Who
shares it, content characteristics, and popularity. Through that, the author team can consider

applying the right storytelling strategies to build a successful campaign.

To illustrate the analysis from referenced research documents, our group finds some
case studies that are prominent and successful in Vietnam and have insight similar to our
project from which to build a premise and create a development direction for the

ThuongThuong project.

Firstly, “Song Nhw Y” of Generali is an appropriate case study to illustrate for
storytelling campaigns. Generali has successfully conquered Vietnamese users with
meaningful and genuine messages derived from real touchpoints and compelling media
storytelling to evoke the audience’s emotions by maintaining and implementing the same
insight in different forms of expression for 3 years. And the magnificent achievement that

Generali has achieved during its meaningful journey is that Generali Vietnam won the
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“Marketing Campaign of the Year” in 2021 (P.V, 2021). Furthermore, the latest campaign in
the “Song N Y universe - “Thirong minh mét ti, cho doi nhir y” has contributed to helping
Generali become the most prominent insurance brand in social networks in 2022 (YouNet

Media, 2023).

Secondly, PNJ has successfully implemented the campaign “Trao nhau khodnh khic,
ghi ddu mét doi” in Valentine’s season of 2023. Through the love platform, PNJ wishes to
honor the beautiful and true love stories and the brand’s products will be proof of that true
love. With that effort, some positive results the campaign accomplished are being the 2nd
most mentioned campaign on social media and becoming one of the top 4 campaigns of
February 2023 (Thu Nga, 2023); attracting more than 1,000 live spectators in the Amazing
Valentine Show and many videos of the show went viral on social networking sites creating
interest in the community and the media after the event; and being one of the 9 outstanding

events of February 2023 (Buzz Metrics, 2023).

Lastly, the project “Yéu moi kho - Phong nguira HIV co6 ngai gi” combines elements of
storytelling about love and has created great media production through music video as well as
the meaningful exhibition. The campaign promotes HIV prevention and treatment by
contrasting the difficulties of love with the ease, safety, and effectiveness of taking HIV
antiretroviral drugs. The following highlight numbers show the impressive success of this
campaign which is over 800 visitors in two days held at the exhibition “Bao Tang Tan Vo' -
an exhibition featuring 10 contemporary works inspired by the 1,096 stories received by the
campaign; more than 1,000 visits to the website yeumoikho.com and the campaign’s K=K
Facebook with the need to actively seek information on HIV/AIDS prevention; more than 1
million views from the music video “Yéu M¢i Kho” on Youtube and Spotify platforms by
connecting music and messages about love to give voice to people living with H; estimated
more than 12 million reaches on Facebook, Google; collected more than 80,000 interactions,
discussions on social media and more than 120 news reports from news agencies (Huyen

Tran, 2022).
2.5.5 Combination of AR and DST in ThuongThuong Campaign

The process of referencing related documents and conducting surveys has helped the
authors to conclude that the application of Augmented Reality and Digital Storytelling
elements in events and social media campaigns in Vietnam will bring high efficiency in

touching viewers’ emotions and conveying meaningful messages of community activities.
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However, no activity combines these two factors at the moment. For that reason, the authors
decided to plan the project “ThuongThuong” - a communication campaign with a
combination of both Augmented Reality technology and Digital Storytelling to tell love

stories about ordinary things but full of meaning in life.
2.6 Research
2.6.1 Research objectives
2.6.1.1 General objectives

This project studies young people’s interest in emotional factors in daily activities to
better understand their points of view and feelings about love from ordinary perspectives.
From there, our team offers reasonable communication forms about love so that it can raise

awareness of love from ordinary things in life
2.6.1.2 Specific objectives
The specific aims of the study are:

- To survey and analyze the current situation of young people’s understanding and

perception of emotional factors in daily activities, particularly in Can Tho City.

- To learn about young people’s definition of love that affects young people’s emotions

in ordinary things in life.
2.6.1.3 SMART objective

- Specific: The survey was designed to investigate the point of view of young people
about emotional factors in daily life from ordinary perspectives. From the results, our
team can develop and promote relevant content about the topic to the target audience
more effectively.

- Measurable:

+ Quantitative method: Determined through self-questionnaire. Participants have
to complete the survey.
+ Qualitative method: Determined through an open questionnaire.

- Achievable: Get at least 350 responses, including at least 300 valid responses

- Relevant: Have information to create appropriate activities/content for the campaign.

- Time: The total research implementation from May 20 to June 1, 2023, with 3 phases.

+ Phase 1 (May 20 - May 23, 2023): Develop a survey questionnaire
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+ Phase 2 May 24 - June 1, 2023): Send the survey and collect data
+ Phase 3 (June 2 - June 14, 2023): Synthesize and analyze data obtained

2.6.2 Research questions

The study designs 2 main questions to explore and collect data on people’s

perceptions and attitudes about emotion as well as ways to recept emotional values of them.
Q1: What are the top concerns/spiritual values at present that are most important to
people?
Q2: What in life gives people inspiration and positive energy?
2.6.3 Research time
The survey and data collection takes place from May 24 to June 1, 2023.
2.6.4 Data collection method

In order to carry out the research and obtain the desired results, the method for
collecting data in this report is quantitative and qualitative research. That mainly uses a
survey form with a self-questionnaire for participants who are the target audiences and have
them complete the survey and collect the results. The key objective of this research is
discovering the interest in emotional factors so that we significantly concentrate on analyzing

answers from participants.
2.6.5 Research subject

Subjects are of both genders and range in age from 16 to 35, including high school
students, university students, and working people. They are living and working in Can Tho
city. Before the study, all participants are informed and consent to provide information. All

information is kept confidential.
2.6.6 Research findings

After collecting data through a questionnaire, the author presents the analysis results as

descriptive statistical analysis.

Below is an analysis of the survey obtained based on 384 responses, of which 332 are

valid as research data.

As a result of the survey, we have data on the gender of participants as follows: Out of

the total number of survey participants, the majority are female, accounting for 60.2% while
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males count for 39.8%. The number of female survey respondents was almost twice the
number of male respondents. This shows that our topic appeals to a more significant number
of women. Regarding the age group in the survey sample, the age group from 19 to 24 is the
highest, accounting for 58.7%. This is the age that makes good use of multimedia and
technology, in line with the group’s goals to spread the message. Next is the age group from
16 to 18 years old accounting for 34.6% and 6.6% for the age group from 25 to 35 years old.
From these demographic data, we can see the success of the project when reaching the right

audience is young people.

Figure 2. Gender. Figure 3. Age group.

Male

39,8%

19-24
58,8%

Source: Results of authors’ research

To learn how young people think they are sensitive persons or not, tending to perceive
everything from the feelings, gestures, and actions of others to themselves, we have obtained
the result is yes with 87.3% and no with 12.7%. From the above results, today’s young people
can observe their inner thoughts and feelings. Besides, they can assess their emotional value

before the actions of others.

30

16-18
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Figure 4. Analysis results of the perceived tendency from the feelings, gestures, and actions

of others to your own

Yes
87.3%

Source: authors

Moreover, to understand more deeply about young people’s emotional self-awareness
with things around life such as paying attention to details, emotional factors are essential in
the actions they come into contact with, and simple things bring positivity to young people.
To assess these things, the research team uses the Likert scale; the scale is used with five

levels in descending order from 5 to 1.

It can be seen that the emotions that each individual feels can be different, but they all
start from a subjective experience. This experience can range from the ordinary things in life
through many forms. That is also the topic the research team aims to study better. The results
show that respondents agree that emotions in daily activities are significant. The majority
results above the average of 38.3% (important), 33.4% (very important). Furthermore, the

simple things in life can bring positivity and happiness with 96.7% choosing yes.

31



Figure 5. Analysis results of the level of importance Figure 6. Analysis results of the simple
of emotional factors in daily activities. things in life that bring happiness.

Unimportani
2,7%

Very important Neutra
334% 24 4%

Yes
96, 7%

Importani

e 38,3%

Source: Results of authors’ research

In addition, the research team focuses on three main concerns that could influence the
sentimental value in the lives of respondents. In general, the top interest chosen by many
people is career (including occupation and study) with 64.2%, followed by love (including all
relationships between people and people) with 28.6%, and finally 7.2% with the choice of

community activities (including environment and life).

Figure 7. Analysis results of the respondents’ important spiritual concerns at the moment.

Qommunitym_activities I—
7.2%

Love
28,6%

Career
64,2%

Source: authors

It makes sense for people to pay attention to career issues because the majority of
survey respondents are between the ages of 19 and 24 - the age for planning a career. This

result helps the research team answer the first question “What are the top concerns/spiritual
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values at present that are most important to people?” and supports developing relevant

content to reach and spread the campaign’s message to the target audience.

According to the results of descriptive statistics about the media that conveying
concepts and information that is easy to impress and bring about emotions, the film is widely
agreed with 32.7%, followed by music with 32% and book, painting and exhibition
respectively with 15.3%, 10.1%, 9.3%. There are also other opinions such as video games,
photography, and so on with 0.9%. From the results of this, people may prefer visual content.
The visual could stimulate curiosity and arouses the desire to reach out to anyone’s interest.
Moreover, this is consistent with the trend of young people’s access to information.
Therefore, current media can integrate information in the form of images, graphics, online

videos, etc., to build and share broad messages at the age of teenagers and students.

Figure 8. Analysis results of the media that convey concepts and information that is

easy to impress and bring about emotions.

Others = _
0,6% /
Exhibition Film
Q 30/ =
ety 32,
Painting
10,1%
Book
15,3%
B Music
o 32,0%

Source: Results of authors’ research

Among the types of social networking platforms, participants choose Facebook with the
highest rate of 34% in efficiently conveying emotional messages to them. Followed by Tiktok
(28.1%), Youtube (23.3%), and Instagram (13.6%). The reason for this can be attributed to
Facebook’s easy access, easy sharing, and quick information. Based on the results, the
researchers can use the right platform to quickly and effectively get the message to the target

audience - it is the Facebook platform.
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Figure 9. Analysis results of social networking platforms that bring about emotion.

Others L

0,9%

TikTok

8 1% Facebook
Youtube Instagram

a a0/ 4 ~0/
9,02 /0 13.6%

Source: authors

Besides, to better understand what inspires and delivers delight to people, the survey
designs an open questionnaire to collect qualitative data from the target audiences. And most
of the responses offer the researchers some interesting things such as “a positive story,
someone else’s cuteness, a song, nature, movies, kids, pets, food, milk tea, efforts, goals,
motivation, friends, family, future lovers, weather, peace, quiet, gratitude, smile, go to school,
go to work, a chat, a short video, get the job done, read a book, meditation, volunteering
activities, the lovely moments of someone accidentally caught, things that make you feel
happy, cheerfulness, optimism, self-confidence, dedication and connection to people, praise
and encouragement, small gifts, words of thanks, the help, attention from acquaintances” or
actions are interpreted “walk and gathering friends; talk to friends every night, be yourself
and do what you love; make yourself new every day; sometimes just eat delicious food or
drink; the feeling of cycling and sightseeing while wearing headphones; stay close to family
or be alone listen to music and breathe outside air”. In particular, a profound sharing from an
audience “Sometimes a silence in a room, a beach, somewhere close to nature is enough for
me to feel happiness and joy. That gives me the inspiration to fulfill my passion to write a rap
song that transmits positivity to friends, family, and everyone around me in this increasingly
stressful life. It can help them feel happier and live more optimistically. And I just need those
small smiles from everyone are enough to make me feel happy” gives receivers a clearer

picture because happiness comes from simple things.
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Table 1. Outstanding answers.

Nu cudi ctia nhitng nguoi thuong. Dao gan day thi nhiing 1oi dong vién tir

ban bé chinh la nguf)n nang luong tich cuc cho minh;

Bat ctr thir gi, su viéc hodc ai d6 mang hinh anh tich cuc déu c6 thé truyén

cam hing va nang lugng cho minh.

Nghe podcast, nhan y kién tr nhiing ngudi quen biét diéu d6 s€ mang dén
cho minh niém cam hung, con ngudn nang lugng tich cuc minh s€ c6 nd &
nhitng khoanh khac trong ngay vi du nhu hdm d6 dugc an ngon, hém do

da n6i chuyén va cuoi voi ba me rat nhiéu,...

Két ndi, giao tiép voi gia dinh, ban bé, nguoi than va ca giao vién trén 16p,
cling nhu di lam thém va noi chuyén véi tré em. Lam nhimg diéu minh
thich nhu doc truyén, tu tip ban bé an udng, trong ciy, om cho, thir nghiém

céc cach hoc tiéng Anh.

Diéu nho xiu xiu nhung ma mang nhitng y nghia to 16n, néu ma dé noi cu
thé ra thi hoi khé vi minh thudc tuyp nguoi dé bi cam dong va truyén
nguon cam hung tr nhitng viéc minh thay dugc su tich cuc cua né truyén

tai dén minh.

boi khi mot khoang lang trong cidn phong, mot bai bién, mot noi nao do
ma gén glii v6i ty nhién cling da dé minh cam théy su hanh phuc, sy vui
vé. N6 mang lai cho minh nhitng ngudn cam hing dé thyc hién dam mé
viét 1én 1 bai rap truyén nhiing diéu tich cuc trong cai cudc sdng dang
ngdy cang ap luc ndy dén cho nhitng nguoi ban, gia dinh va moi ngudi
xung quanh. Gitp ho cam thdy cam thay vui vé hon, song lac quan hon va
chi cin nhitng nu cudi nhd d6 cua moi ngudi cling du dé 1am minh cam

thiy hanh phuc

Source: Results of authors’ research
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From the moments in daily life mentioned above received from the survey
respondents to answer the second question “What in life gives people inspiration and positive
energy?”. Small everyday experiences, like warm handshakes, playing with cats, and enoying
delicious meals with family, can be familiar but essential for personal fulfillment and joy.

These experiences make life more wonderful when filled with love and belonging.
2.6.7 Conclusions

With the objective of surveying and analyzing people’s perception of emotional
factors in life, the authors received the first result that career is the most important spiritual
value in life, with most respondents aged of 19 to 24 - the age for planning a career. In fact,
the survey participants themselves receive joy and positivity from very small things, but they
do not know it. They think that career is the most important thing at the moment, but in fact,
it 1s the love elements that are meaningful hidden deep inside them. Until they received an
open question about the things that energize them every day, they mentioned every day love
values surrounding their lives. The data received from the open questionnaire shows the
affection for their family, friends, animals, nature, or whatever they are impressed in their
mind. And synthesizing those responses found that love is an essential spiritual value for

them.

Also in that open question about what gives people positive energy and joy, all the
responses to that question helped the authors to understand more about the definition and
influence of love, about the meaning for each person. The factors that offer joy and happiness
to everyone are the moments in life recorded, which morph into a source of power, into a

beloved that establishes a link between oneself and life.

In conclusion, this outcome from the research findings is similar to data on love and
ordinary things collected in the literature review. That helps the authors know at least

somewhat that the direction of project development is going to happen rightly.
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CHAPTER III. DEVELOPMENT/ PLANNING

3.1 Overview of a Masterplan

Masterplan of ThuongThuong communication project will take place within 10 weeks

from May 1 to July 9 with 4 phases: idea development, social campaign, media production,

and event. At each stage, the BBT team has the responsibility to alternately coordinate and

carry out specific activities so that the project is implemented according to the schedule in the

plan. At each stage, the BatBinh Thuong team is responsible for alternately coordinating and

carrying out specific activities so that the project is implemented according to the schedule in

the plan. In which, the overview plan of the project is used Augmented Reality technology

and Digital Storytelling which are combined because these two types are trending and bring

emotional effects a lot. And this is the highlight presented in the following masterplan:

No. Category

Detail

Week 1

Week 2

Week 3

Week 4

Week 5

Week 6

Week 7

Week8 | Week 9

Week 10

01/05 - 07/05

08/05 - 14/05

15/5 - 21/05

22/05 - 28/05

29/05 - D4/06

05/06 - 11/06

12/06 - 18/06

19/06 - 25/06 | 26/06 - 02/07

03/07 - 09/07

Idea Development

Identify general ideas for the project (idea,
strategy, audience, scope, form, timeline, ...)

Plan the implementation of the project for
communication, media production, event,
budget, HR, .

on target

Awareness stage: Make followers feel

curious about what activities will take place.

stage: Deep ding of
themes and messages (through video series
and inspirational stories).

Decision stage: Motivate them to decide to
visit the exhibition of “ThuongThuong™

Implement and Completion stage:
Update the information about event, and
then, send gratitude to end the i

Media Production

Location scouting/ Contact with the main
character/ Discuss shooting time' Budget

Prepare

Perform filiming/ Edit/ Refine video

Release series video

Pitching sponsor/ Contact with guests,
artists/ Plan the program/ Conceptualize and
design event space’ Recruitment

Send the application to prganizae/ Finish
event kits and media publications’ Artists
impl artwork/ Make & i

Event time

Support community activities - Ms. Son's

class

Figure 10. Masterplan of campaign

3.2 Objectives & Goals

3.2.1 Objectives

- Collect ordinary stories but meaningful in real life.

- Search for talented collaborators and authors to support project activities.

- Spread the campaign’s message through various forms.

- Capture the attention of the target audience through impressive content and media

publications.

37




- Build good relationships with local individuals and businesses.

- Receive positive feedback from the target audience about messages and activities of

the project.
3.2.2 Goals

- Raise awareness of young people about love with daily activities. Thus, it will help

them appreciate what they have in the present.

- Release stress and heal young people’s minds from the pressure of career, social

expectations, etc.
- Inspire young people to continue to pursue their passion in life.

- Offer an opportunity to participate in a technology exhibition, a potential activity that

is relatively new in Can Tho City.

- Create a space to exchange and learn for those who love art, technology, and

community activities.

- Bring opportunities for students at FPT University Can Tho and local artists to

showcase their abilities and styles.

- Develop BatBinh Thuong brand to affirm its reputation as the leading technology

exhibition on life issues in Can Tho City.
3.3 Big Idea
To awaken the inner love of each person from ordinary things.
3.4 Key Message
Love from ordinary things - ThuongThuong ttr chuyén ThuongThuong.
3.5 Media Strategies

ThuongThuong is project-oriented toward the young generation and made by young
people. Media strategy is an element that the authors carefully prepare to ensure the project is
operated with the intended purpose. The most important thing is media content which must
be attractive content to ensure the elements are concise, trending, and emotional. That is the
reason why digital storytelling (telling stories through text, images, and video) is used as the
main content strategy to spread the message creatively and closely to the target audience,

along with informative and interactive content. With the above content strategy, the social
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network Facebook is the most effective media because of its high level of access and many

options for content expression at a reasonable cost.

3.6 Tactics

Promotion

Provide viewers with necessary information about the campaign, for

example, launch time, venue, timeline, audience, sponsors, and so on.
This content will help viewers understand the operation of the project

and easily generate interest.

Interactive

Create a connection between the production team and viewers through
entertainment activities (minigame, collect ThuongThuong moments of
followers). This not only attracts viewers to the rewards and actively
participates but also helps the project’s media page increase engagement

through a number of accompanying conditions.

Storytelling

Spread the message through true stories collected and produced by the
production team. This content will help viewers empathize and
understand the meaning of the campaign. This is the most focused

content category of the ThuongThuong media campaign.

Sales

General information about the project’s sales activities, including

product images, prices, purchasing methods, etc.

Facebook ads

Increase organic reach by creating diverse, creative, and emotive

contents that easily access and capture target audiences’ attention.

Others

Some arising content is made depending on the campaign situation. For
example, announcements of rescheduled broadcasts, email check

notifications, thank you notes after the event, etc.
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3.7 Budgets and Resources

3.7.1 Budgets

1 Social media campaign 2,160,000 VND
2 Media production 1,500,000 VND
3 Event 40,630,000 VND

Total 44,290,000 VND

3.7.2 Resources

Resources for the project budget are from sponsors with the same development goals
as the project as well as the organizations that the implementing team seeks and pitches, and

the rest is from the BatBinh Thuong team finance.

1 | Benh vien mat Sai Gon Can Tho | Diamond sponsor 10,000,000 VND
2 | Co gai nong dan Bronze sponsor 500,000 VND
3 | Lung Tram’s ecotourism Bronze sponsor 500,000 VND
4 | Khom Photography Companion sponsor Support shooting venue
5 | Nha Minh Decor Companion sponsor | Support decorative materials
6 | FPT Can Tho university Co-Organizer 8,560,000 VND
7 | BatBinh Thuong team Organizer 24,730,000 VND

Total 44,290,000 VND

40



3.8 Risk Management

Category Risks Solutions
Someone post negative information | Contact the subject directly to verify the
about the project on social | incident. Correction on the media page
networks. if necessary.
Prepare necessary documents in the
The guest suddenly does not allow . o
_ cooperation process to prove credibility.
the use of images  for _ .
o If the problem is force majeure, prepare
communication. o
: other guests to back up in time.
Campaign
The progress of posting on fanpage | Post an apology on the fanpage and fix
is not as planned. it as quickly as possible.
Prepare a list of backup characters and
Image campaign characters do not | contact in case the character does not
respond to invitations to join. respond after five days of sending
invitations.
Submit the application for permission a
_ | month early in case the approval time is
The event permit from the school is ' o
) long. Information about the exhibition
late, so it must delay the date of the |
o will be announced 3 days before the
exhibition. o o ‘
exhibition to limit the need to modify
the posted information.
Event

Power outage during the exhibition,

unable to experience AR paintings.

Prepare generator.

AR painting is malfunctioning.

Guide to coordinate visitors to
experience other areas during the bug

fix period.
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Disruptive elements appear at the

exhibition.

Contact  security for immediate

handling.

The difference in purchase volume

between the items sold in the

exhibition.

Offer many different combo packages
for customers to choose from, consider
offering discounts for items that are not

bought much.

Visitors skip the output survey.

Arrange staff at the exit area to remind

visitors to take the survey.

Shortage of materials during the
implementation of the exhibition

layout.

Look for many backup suppliers to
avoid the situation that the supplier does

not have enough materials.

The number of staff participating is

less than expected.

Divide visitors at the same time into
groups for each staff to guide together,

saving time and manpower.

The coordinator has problems and
cannot participate in coordinating

the exhibition.

The members of the organizing
committee all know the information and
operating procedures so that they can be

replaced and operated on their own.

Media

production

Equipment malfunction during

production, such as equipment
failure or minor technical problems

can slow progress.

It 1is necessary to have backup

equipment ready in case of need.

Not having enough financial

resources to implement media
production causes delays in the

implementation process.

Therefore, it is necessary to have a
budget table before production and
implementation. Simultaneously prepare

cost budgets and projections.
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When implementing, ensure that the
Copyright on character images, | permission of the characters is obtained
sounds appearing in products. before using their images and sounds in

their products.

Perform product inspection and testing

o ) ) before release. Listen to feedback from
Not achieving the desired quality,
_ _ the intended audience and optimize the
not  attracting the intended

' product to capture the target audience’s
audience.

needs.

Arranging a reasonable time from the
Failure to meet the expected
initial stage is necessary so everything
schedule can result in the project
_ ‘ goes on schedule. It also provides a
being completed late or not on time. .
backup plan in case of delays.

3.9 Potential Achievements

The success of the project is always what the BBT team expects when implementing
the ThuongThuong communication campaign. In terms of metrics, we expect to fulfill all the
set KPIs and generate outstanding metrics. Regarding the spread of the message, the project
will create a connection with the target audience and stimulate them to express their thoughts
and feelings or contribute to spreading the project’s activities to a large number of young
people. Furthermore, we aim for the sustainable development of the B4tBinh Thuong brand
and maintain our reputation as the leading AR technology exhibition integrated multimedia
project in Can Tho city. Last but not least, our campaign can highlight the beautiful love from

the ordinary things of life to help young people receive good spiritual values.
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CHAPTER IV. PRE-PRODUCTION

4.1 Campaign
4.1.1 Content pillars and direction

With Storytelling content, we use a Digital Storytelling strategy to present true stories

with three different presentation directions.

Firstly, storytelling through pictures: stories about ordinary loves in life are exploited

from family sentiment, romantic relationships, love of work, and animal love.

Secondly, storytelling through video: different from storytelling through images, these
videos will give viewers a different perspective on the strange but strange love that is

the driving force of some groups of people in life.

Finally, storytelling through followers: we organize activities to collect images from
followers on fanpage about their ThuongThuong’s moments to increase two-way
connection, aid them in better understanding the project’s message and actively

sharing their own stories.

Through the above form, we believe that this is the most effective method to convey

the message of the project to the audience. In addition, the diverse selection of subjects and

stories will bring a broad, realistic perspective and easily create empathy.

Although focusing on developing the Bé4tBinh Thuong Fanpage with Facebook

organic reach through the production of trending, diverse, creative, and emotional contents to

attract the attention of viewers. However, with some specific posts as a minigame post and an

announcement of the ThuongThuong exhibition post, we still combine Facebook advertising

tool with a minigame post and an announcement of the ThuongThuong exhibition post for

specific reasons:

Minigame: It is necessary to have a relatively large number of participants to serve the

project’s reactivation, increase likes and followers for the fanpage.

Announcement of the ThuongThuong exhibition: This information needs to be widely
spread in Can Tho city and neighboring provinces with the right target audience in a

short time to attract attention and intention to visit the exhibition of viewers.
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4.1.2 Timeline

IMPLEMENT&
AWARENESS ENGAGEMENT DECISION COMPLETION
« Deep understanding of
« Announce the return themes and  messages| « Provide directions and
of the 2nd season with (through video series and forms of sightseeing,
a new series of inspirational stories). etc. « Public  exhibition
activities. » Respond  positively to| « Attract followers with space on fanpage.
« Make followers feel activities on Fanpage. offline and offline gift| - Update the actual
curious about what| . Transport content angles program situation at  the
activities will  take to the right audience class. announcements. exhibition.

place. + Follow up the chain of| « Motivate them to| - Send gratitude and
« Increase interaction, activities, increase the decide to wvisit the end the campaign.
likes, and followers motivation to visit the exhibition of
for Fanpage. exhibition - the key event “ThuongThuong”.
of the project.
Figure 11. Timeline of campaign.
4.1.3 Budget

1 |Facebook Ads| 1 |Package| 900,000 4| 900,000 4

2 |Gifts 1 | Package | 300,000 ¢| 300,000 4

Gifts from minigames for 3 lucky
people:

- 1 first prize worth 150,000 VND.

- 1 second prize worth 100,000 VND.
- 1 third prize worth 50,000 VND.

3 |Shooting fee 1 | Package [ 480,000 ¢| 480,000 4

4 |Allowance 1 | Package [ 480,000 ¢| 480,000 4

Total

2,160,000 4
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4.1.4 Design kit:
4.1.4.1 Concept

The concept we choose is a love theme. A combination of sparkling 00s aesthetics,
clouds, and love movement inspires the visual images. We apply a Sans-serif typeface for the
overall project and combined many fonts. Because it lends a clean, randomness provides

legibility and helps capture the viewer’s attention.

4.1.4.2 Tone

BYZANTINE BLUE RUDDY BLUE

DARK PINK

COLOR
PALETTE

Figure 12. The main tone for the campaign.

We use blue and pink as the main tone for this project. With blue representing trust, it
is also the color of emotions, bringing lightness and calm. In lighter shades, it can make
people feel serene and soothing. With those special meanings, blue will bring a feeling of
peace and trustworthiness. And those are also the states that help us feel the normal values of

love around us.

Pink is the color that symbolizes love and romance. It represents flying, dreaming,
and relaxing, gently bringing positive emotions. Pink creates a feeling of warmth and softness
in the eye. In addition, pink also represents awakening, as a reminder to open our hearts and

be optimistic.
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4.1.4.3 Logo

> B

BétBinh Thuong BATBINH BATBINH
£E X H I BIT)ION

OLD LOGO NEW LOGO LOGO TEXT EFFECT
(season 1) { (avatar Fac

..... {season 2} Facebook)

Figure 13. Logo for the BatBinh Thuong exhibition.
From the core values of the previous season and the meaning of the story that the
project wants to tell the target audience in this season, we still keep the logo as minimal as

possible and do not change the design too much to keep the originality icon for the logo.

Based on the old logo, the B shape is stylized by rounded corners and combined with
HK Gothic font. With the theme of love, the logo gives it a dreamy and flying feeling. In
addition to this, we have chosen a bright color tone, and the primary colors being blue and

pink to match the spirit of the project.

In the avatar section, we have added a bubble text effect to attract more viewers. In
this version, the logo brings a transparency layer as meaning love can consist of “thousands

of different colors” and can be hidden in the life around us, but sometimes we do not notice.
4.2 Event
4.2.1 Event script

“ThuongThuong Exhibition - Thuong Thuong tir chuyén Thuong Thuong”

This is an event that displays more than 30 artworks inspired by true stories on the
topic of love from the ordinary things in everyday life. At the same time, there are 20
artworks that apply AR technology distributed throughout the entrance and the center area of
the exhibition to enhance the visitor’s experience to be more interesting and effective.
Especially, exhibition is also a place to synthesize the communication processes of the
project. The communication activities in the previous stages were designed and shown in the
event so that the audience could understand the overall message of the whole project by

designing diverse and engaging activities in the exhibition.
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In addition, the desired event is to raise young people’s awareness of love from daily

activities and transmit positive energy to young people to give them more motivation and

faith in their life journeys through the activities in the exhibition.

4.2.2 Timeline

01/05 - 20/05

« Seek the venue

« Look for sponsors
« Contact with guests, artists
« Plan the program

21/05 - 24/05

Moderate program plans and details to sponsors, guests, artists

25/05 - 20/06

» Conceptualize and design event space
- Artists implement artworks
« Recruitment

29/05 Send the application form to organize the exhibition

30/05 Make a list of potential sponsors

03/06 Pitch with sponsors

05/06 Sketch the exhibition flow and come up with an idea to decorate the exhibition
06/06 Buy ingredients to make decorations

10/06 Make decorations

12/06 Print artworks and merchandise

21/06 - 23/06

« Make a checklist for the event and the duties of each key employee in the event
« Ensure the completion of works, printing, and preparation of decoration materials,etc.

24/06 - 25/06

Set-up event

26/06 - 28/06

Event time

28/06 - 29/06

Clean up

30/06 - 10/07

« Profit statistics
« Deduct 70 percent of revenue to buy gifts

11/07 - 16/07

Prepare and give gifts to Mrs. Son’s class

Figure 14. Timeline for event .
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4.2.3 Budget

1 | Venue 1 Venue 0d 0 4|Sponsor
Team

2 | Audio equipment 1 Package 0d 0 ¢|member’s
equipment

0 omwme

3 [Backdrop 1 Frame 900,000 4 900,000 d

4 |Standee 5 Sheet 165,000 d 825,000 d

5 [Artwork 30 Sheet 165,000 4| 4,950,000 4

6 |Label for artwork 30 Sheet 30,000 4 900,000 d

8 |Organizer card 30 Card 5,000 d 150,000 d

9 [Sticker 100 Piece 1,500 4 150,000 4

10 |Tote bag 86 Bag 55,000 4| 4,730,000 d

11 |Lanyard 92 Piece 25,000 4| 2,300,000 d

12 [Handheld hashtag 6 Piece 35,000 4 210,000 4

13 [Keychain 265 Piece 10,000 4| 2,650,000 4

14 |Certificate 20 Sheet 12,000 4 240,000 4

15 [Couche paper bag 20 Bag 4,000 4 80,000 4

16 |Bracelet 41 Piece 30,000 4 [ 1,230,000 d

17 |Frame exhibition 20 Frame 320,000 4 | 6,400,000 4

18 |Frame for fabric 1 Package 1,900,000 d¢ | 1,900,000 4

19 |Fabric 150 Meter 25,000 d [ 3,750,000 d

20 |Decoration 1 Package 2,200,000 4 | 2,200,000 d
Stationery (pens,

21 | markers, scissors, 1 Package 500,000 4 500,000 4
tapes, etc.)
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22 | 3D artist 1 People 2,200,000 4 | 2,200,000 ¢

23 | Illustrator 2 People 700,000 4 | 1,400,000 4
[ 0 wesme |

24 |Transportation Costs 4 Journey 250,000 4 [ 1,000,000 4

25 |Ofterings 1 Package 165,000 4 165,000 4

26 |Allowance 3 Day 600,000 d | 1,800,000 d
Total 40,630,000 4

4.2.4 Event kit

4.2.4.1 Location

Figure 15. Expected venue for the event.

4.2.4.2 Exhibition space moodboard

Figure 16. Moodboard for exhibition space.
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4.2.4.3 Floor plan

¥ Nk 3 e &

I . ‘
ERNCIN
S [

[
Iy T
IV RSN

Chii gidi:

00
[
i
N
I
[

-

LA AL AT

S W Kh khd phim
m Cira ra vo ——  Huéng vio Q sir :uvnl,': e D 4 gy
@ Ma hinh trdi tim g ""> Hudng ra Khu vyge check-in . Backdrop
2 Khu vye ban i
© Vitphim tnmg biy ~ c== ==+ Puémg phin chia merchandise . Tivi
A K o
U Vi I vin eia P
A Civ xanh . bénh vién mit |:| Ghé ngoi

Figure 17. Floor plan of the exhibition.
4.2.4.4 Merchandise

These merchandise are for fundraising purposes. It includes a tote bag, keychain,

bracelet, and lanyard.

LONG THONG

Figure 18. Merchandise of project.
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4.2.4.5 Artworks for the exhibition

About the process of completing the artwork applied AR technology for the
exhibition, we make the motion through Photoshop software after receiving the 2D digital art

from the artist. Next, we use Spark AR software to apply the AR part to each artwork.

For the 3D artwork, we are modeling 3D characters in Blender software based on the

2D digital art of the artist. Then apply the AR filter in Spark AR like a process of 2D artwork.

Figure 20. Screen working for blender 3D artwork.

Below are some 2D digital art from our artist. These artworks are printed on PVC formex

to display at the exhibition.

Figure 21 . Some artworks of ThuongThuong exhibition.
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4.2.5 Design kit

Here are the visual elements for the event

THAN MO

ho va tén

Bén tham quan va trai nghigm khong gian
TRIEN LAM NGHE THUAT & CONG NGHE

S Thu vién toa Gamma, |
| PaihocFPTCanThe |&

Han hanh duge don tiép!

Ban 14 choo dy dn Trupdn thing
Thliong Thieng

Figure 22. Online-invitation letter.
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“ThuongThuong” tirchuyén “Thuong Thuong™

Figure 23. Event backdrop.
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v \
Figure 24. Event standee.
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BATBINH m copp——
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EXHIBITION g

U
TISION CARE
1

Figure 25. Hand-held hashtags.
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4.3 Media production

4.3.1 Script

béng dinh may” wva khong

gian phlia trudc cua hang

INTRO Nhac nén nhe nhang
1. NGOAI CUA HANG -

NGAY

C&n canh bién hiéu “gAu|Nhac nén nhe nhang

2. NOI CUA HANG - NGAY

Trung canh chi Pinh ngdi
trén sofa tra 1oi cau hoi
phéng vén,
nhiing san pham géu boéng do

xung quanh la

chi thiét k& va san xult

Phéng vén chi Pinh

Cidu héi 1: Chao chi binh,
chi hay gidi thiéu déi nét
vé ban than minh nhé!

Chi Pinh tra loi:

3. NOI CUA HANG - NGAY
C&n canh nhitng ngéc ngach
ddc biét cua cia hang

Nhac nén nhe nhang

4. NOI CUA HANG - NGAY
Trung canh chi Pinh ngdi
trén sofa tra 1di cdu hoi
phéng vén, xung quanh la
nhitng san pham géu béng do
chi thiét k& va san xuét

Phéong vin chi Pinh
Cdu hoi 2:
dua chi dén véi cbébng viéc
thidt k& va

Co duyén nao da

san xudt géu
béng ddc quyén?
Chi Pinh tra 1oi:

chi thiét k& va san xuét

5. NOI CUA HANG - NGAY
C&n canh guong mdt cham|Chi Hinh tra 1di cdu hoi
chtt cua chi Pinh khi lam|2:
viéc
6. NOI CUA HANG - NGAY
Can canh chi Dinh ngdi
trén sofa tra 1¢i cdu héi|Chi Pinh tra 1oi cdu hoi
phéng vAn, xung guanh 1a|2:
nhitng san pham giu béng do
chi thiét k& wa san xuit
7. NOI CUA HANG - NGAY
Can canh nhiing san phim N N
) N . _|INhac nén nhe nhang
gau boéng “dep la”, dbc
dao
Phéng van chi Pinh
. . . |cau hei 3: GAu boéng cua
8. NOT CUA HANG - NGAY . n - A
R . N ..|chi khéng <chi dugc biét
Trung canh chi Pinh ngdi| , . . . . .
R B . N .. |dén boi vé dep la ma con
trén sofa tra 1di cdu hoéi| | N L. . L. N
. R _|vi nhithg c&i tén vdi cau
phéng van, =xung guanh la R © . R
- A A . N chuyén rdt riéng. Vi sao
nhitng san pham gau bdng do . . p - ., .
chi lai <6 nhing vy tudng

thid vi nhu vay?
Chi Pinh tra loi:

9. NOI cUA HANG - NGAY
Trung binh bén
chiéc ban may dé thuc hién
moét san phém “dac biét”

canh chi

Nhac nén nhe nhang

10. NQI ., CUA HANG - NGAY
Trung canh chi Pinh ngdi
trén sofa tra léi cdu héi
phéng vén, xung quanh la
nhing san phim giu béng do

chi thiét ké va san xuit

Phéng win chi Binh

Cau héi 4: Trong gué trinh
theo dudi dam m&, chi co
gap phai khé khan gi
khéng? Wéu cé thi chi da
vugt qua nhilng trd ngai dé
nhu thé nao?

Chi Pinh tra 1éi: ...

Cau héi 5: Khach hang
thuéng ndi gi vé& nhimg san
phdm gau béng cia chi?

Chi Binh tra 1éi: ...

11. NOI CUA HANG - NGAY

Can canh nhitng san phdm giu
béng “dep la”, dgc dao

12. NQI . CUA HANG - NGAY

C&n canh chi Pinh ngdi trén
sofa tra 1ldi ciu héi phéng
van, xung quanh la nhiing
san pham giu béng do chi
thiét k& va san xudt

13. NOI CUA HANG - NGAY
Trung canh chi Pinh bén
chiéc ban may d& thyc hién
m$t san phim “dic biét”

Chi binh tra 1&i cau héi

Phéng wvén chi Pinh

Cau héi 6: Ky niém dang
nhé& hodc dé khéec dé cudi
nao lam chi nhé mai
qué
cua
Chi

trong
trinh theo dudi dam mé
minh?

Binh tra 1éi: ...

Chi Pinh tra loi cau hoi
6 ...

14. NOI CUA HANG - NGAY
Toan canh nhiing ngéc ngach
ddc biét cla cua hang

Chi Pinh tra 1lé&i cau hdi
6: ...

15. NOI CUA HANG - NGAY
Can canh chi Pinh ty tay
théu chit “ThuongThuong” lén
trén san phim “dic biér”

Nhac nén nhe nhang

16. NOI CUA HANG - NGAY
Trung canh chi Pinh ngdi
trén sofa tra l&i cdu hoéi
phéng vén, xung quanh 13
nhitng san pham g&u béng do
chi thiét ké va san xuit

Phéng vln chi Binh

Cau héi 7: Néu co6 thé nhdn
nhit vai didu véi nhiing ban
tré cling dang ho&c cé du
dinh theo dudi nhiing dam
mé& khac la. Chi sé& noi
diéu gi?

Chi Pinh tra 1éi: ...

17. NOI CUOA HANG - NGAY
Can phédm dic biét (trang
gidy nhdi béng théu chir
ThuongThuong cubi déng ham
¥ cho nhing yé&u thuong
trong cudc séng s& ludn
duge viét tidp bdi niém tin
va sy tran trong cho nhing
khoanh khic daoi thudng) da
hoan thanh.

OUTRO

Figure 26. Script for giu bong dinh may episode.

Nhac nén tiét tdu nhanh
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INTRO

Nhac nén nhe nhang

1. NOI . LOP HQC - NGAY
Cén canh hoc trd, dung cu
hoc tap - nhiing tht qua déi

Nhac nén nhe nhang xen
13n am thanh 16p hoc

quen thudc trong mdét 1op
hoc
2. NOI LOP HQC - NGAY

Trung canh cd Son ngdi chém
bai cho hoc tro

Am thanh chdn thyc tai
1ép hoc

3. NQI . LOP HQC - NGAY

C&n canh nhitng déng chit trén
chidéc bang xanh son cii két
hop trung canh boéng lung co
Son ndn nét viét chi,
sau la nhing ban nhd dang
chdm chd hoc bai

phia

Am thanh chén thuc tai
1ép hoc

4. NOI . LOP HOC - NGAY
Trung canh cd Son ngdi tra
1&i phéong vAn. Phia sau la
khéng gian 1dp hoc

Phéng vAn cé Son
Cau hoi 1:
cd céd thé gidi thiéu doi
nét vé ban than wva 1lép
hoc tinh thuong cuia minh

Chao c¢6 Son,

khéng a?
Cd Son tra 1loi:

8. NOI . LOP HQU - NGAY
Trung canh bé Thu ngdi tra
1&i phoéng v&n. Phia sau la
khéng gian lép hgc

Phéng vin bé Thu
héi 1: Chao em,
giéi thiéu mét chiot vé
thdn minh khéng? Em
hoc lép miy? Em cam thiy
hec ¢ ddy nhu thé nio? Em
cé thich di hoc khéng?

Bé& Thu tra loi: ...

Cau em co
thé

ban

9. NQI . LOP HQC - NGAY
Can canh bing khen, gidy
khen ctia ¢& Son va hgc trd

Phéng van cé Son

C&u hoi 3: Trong subt qué
trinh day hec, ddu la diédu
lam c6 thiy wvui va ty hao
nhft?

Cé Son tra loi: ...

10. NQI LOP HQC - NGAY
Trung canh cé Son ngdi tra
15i phéng vAn. Phia sau la
khéng gian lép hoc

C& Son tra léi cédu héi 3:

11. ®OM GIENG -
NGAY
Trung canh hang xém cia cd

Son tra l&i phéng van

NGOAI

Fhéng vin hiang x6m cé& Son
1: La ngudi gén
gli véi cd Son va lép hegc.
Anh/chi nghi gi
hoat déng day hoc mién phi
cho tré em c&é hodn canh
khé khadn?

Hang xdém cd Son tra loi:

Cau hoi

vé cbd va

5. NOI . LOP HQC - NGAY N R . N .
R R . , |C6 Son tra 1loi cau hoi
Trung canh khéng gian 1lop y
hoc
Phéng van cé Son
Cadu héi 2: C&6 d&a lam
céng viéc giang day dugc
. R bao lau rdi? ¢ d6 tudi
6. NOI LOP HOQC - NGAY R . . N
nay, mQi nguoi thuong

Trung canh cb Son ngdi tra
1&i phéng vAn. Phia sau la

khéng gian 1ép hoc

chon ¢ nha nghi ngoi va
gti véi con chéu,
c6 lai quyét dinh mé

gan vi
sao
1é6p
cac

hoc tinh thuong cho
em nhé & day?
Co Son tra loi:

12, NQI . LOP HQC - NGAY
Trung canh <& Son day hec
cho céc em nhd

Nhac nén nhe nhang

13. NQI LOP HQC - NGAY
Trung canh cé Son ngdi tra
1&4i phéng v&n. Phia sau 1la
khéng gian lop hoc

Phong vén cé Son

hoi 4: €& sé& tidp tuc
tri lép hec trong bao
l4u n@ra? Dy dinh/mong mudn
cua cd cho lép hoc la gi?
Cd Son tra loi: ...

Cau
duy

7. NOI LOP HOC - NGAY
Cdn canh cac em hoc sinhz
dang hoc tap, wvui choi

Coé Son tra 1loi cau hoi

14, NQI . LOP HQC - NGAY
Toan canh c6 Son viét lén
bang chi “ThuongThuong” wva
quay ra cudi véi dng kinh

Nhac nén truyén cam hiing

OUTRO

Figure 27. Script for TAm long “Son” episode.
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8. NGOAI . cONG  VIEN/
TRUONG HQC - NGAY
Léng ghép nhiing video

cover cua Lili va nhém|’

nhac Black Widow

Lili tra 1léi cédu héi 3:

9. NQI . STUDIO - NGAY
Toan canh Lili trd chuyén,
vui dia cung ban bé

Phong wén Lili

Cau héi 5: Pau la 3 diédu
guan trong nhit trong cudc
séng cha Lili?

Lili tra 1éi: ...

10. NQI . STUDIO - NGAY
Can canh Lili tra 1léi

phéng wvan, phia sau 1&|..

khéng gian studio

Lili tra 1l&i cau héi 5:

11. NOI . STUDIO - NGAY
Trung canh Lili wa ngudi
ban cta minh nhin va tao
déng trude dng kinh

Lili tra léi céu héi 5:

12, NQI . STUDIO - NGAY
Cidn ecanh Lili tra 1é&i
phéng wén, phia sau 1la
khéng gian studic

Phéng vén Lili

Ciu héi 6: Néu cé thé nhén
nhi vai didu véi nhing ban
tré cling dang hodc cé dy
dinh theo dudi nhing dam
mé& khac 1la. Ban sé& noéi
didu gi?

Lili tra loi: ...

13. NQI . STUDIO - NGAY
Trung canh 1lily buédc dén
bén chiéc guong, thoa son
va nhin ngdm chinh minh

Nhae truydn cam hing

l4. NOQI . STUDIO - NGAY
C&n canh Lily ngm nhin
ban thin, rdi ding son
viét 1&n guong chix
“ThuongThuong”

Nhae truydn cam hing

OUTRO

Figure 28. Script for Mgt nam ndm episode.
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4.3.2 Timeline

01/05 - 25/05/2023

Brainstorm and
complete a script

« Research and develop the idea.
« Character survey.

« Write and complete the script.

26/05 - 29/05/2023

Pre-production

« Location scouting.

« Contact with the main character.

« Discuss shooting time and location with
the character.

« Complete the list of things needed for
filming.

- Budget preparation checklist.

» Prepare equipment for the day filming.

01/06/2023

03/06/2023

18/06/2023

Production

Perform filming episode 2

Perform filming episode 1

Perform filming episode 3

01/06 - 18/06/2023

Post-production

« Video editing.

« Demo video, feedback, and fixing.

- Design thumbnail.

« Refine the video according to general
feedback.

10/06/2023

13/06/2023

16/06/2023

20/06/2023

Release

Post teaser video

Post episode 1 on Fanpage BatBinh Thu'dng.

Post episode 2 on Fanpage BatBinh Thuong.

Post episode 3 on Fanpage BatBinh Thudng.

Figure 29. Timeline for media production.
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4.3.3 Budget

Filming Team member’s
1 _ 3 1 | Package 0d 0d _ _
Equipment filming equipment

Team member in
2 |Filming 3 10 People 0d 0d N
charge.

3 |Editing 21 1 People 0d 0d

4 |Food Allowance 3 10 People | 150,000 4| 1,500,000 4

Total 1,500,000 4

4.3.4 Production kit

4.3.4.1 Talent

The owner of a store known

for selling “xdu la” cuddly
Dang Thi Ep 1:

) , toys. She inspires sewing,
My Dinh gau bong dinh may

creativity, = and  positive

inspiration for young people.

The teacher for 40 years
Mrs. Son Ep 2: TAm 10ng “Son teaches free fee to poor

children.

59



Lili

Ep 3:

Mot nam nam

The young dancer with 15
years of desire pursuit with

music and dance.

4.3.4.2 Location

Each episode has a different location and these locations of 3 videos are familiar and

attached places in the daily lives of these characters. In addition, these locations are supported

by the main characters, so the team does not need to pay any costs for the location.

Tran Hung Dao street, Ninh Kieu
1 Store o _
district, Can Tho city
2 Home O Mon district, Can Tho city
; Dance | Hoang Van Thu street, Ninh Kieu
Studio district, Can Tho city
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4.3.4.3 Equipment

Panasonic Lumix S5 o

32,000,000 VND

32,000,000 VND

1 1
2  |Sigma 24-70mm for Lumix 1 23,490,000 VND 23,490,000 VND
3 |Helios 44-2 58f2 1 2,900,000 VND 2,900,000 VND
4  |Mount K&F Concept from M42 - L 1 500,000 VND 500,000 VND
5  |Tripod JieYang 0508A 1 2,190,000 VND 2,190,000 VND
6 |Light stand INOX Qihe J288S 1 750,000 VND 750,000 VND
7 |Softbox Godox Octagonal 95cm 1 1,190,000 VND 1,190,000 VND
8 |DJIMic IRX 1TX 1 5,360,000 VND 5,360,000 VND
9 |Light Nanlite FS-150B 1 5,400,000 VND 5,400,000 VND
10 |Flash Godox V860ii for Lumix 1 2,890,000 VND 2,890,000 VND
11 |Gimbal Ronin S 1 5,000,000 VND 5,000,000 VND
12 |Cage for Lumix S5 1 1,000,000 VND 1,000,000 VND
13 |Reflector Circle 1 250,000 VND 250,000 VND
14 |K&F Concept 82mm Variable ND Filter ND2 1 620,000 VND 620,000 VND
15 |Memory card SD Sandisk 64GB 4 320,000 VND 1,280,000 VND
16 |DJI Ronin RavenEye 1 2,500,000 VND 2,500,000 VND
Portable Hard Drive 1TB External SSD
17 Sandisk Extreme V2 1 2,590,000 VND 2,590,000 VND
18 |Socket 1 100,000 VND 100,000 VND
Total 89,110,000 VND

Figure 30. Equipment checklist.

4.3.5 Artwork - Design kit

Figure 31. Quanh ta c6 nhitng ThuongThuong la thudong thumbnail.
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4.4 HR

4.4.1 Organizers

Media Designer, HR & Event Coordinator, AR
1 La Nhu Quynh o _
Technology Specialist, Scene Coordinator
Social Media Manager, HR & Event Coordinator,
2 Lam Hai Yen _
Scene Coordinator
. Budget Manager, HR & Event Coordinator,
3 Nguyen Ngoc Minh Thu _
Scene Coordinator
' Production Manager, HR & Event Coordinator,
4 Nguyen Hai Dang
Scene Coordinator
) Filmmaker & Editor, HR & Event Coordinator,
5 Nguyen Hong Ai o
AR Technology Specialist

4.4.2 Co-Organizers

Benh vien mat
1 Sponsor Finance, Event Support Staff
Sai Gon Can Tho
2 FPT University Sponsor Finance & Location
3 F-Art Club FPT University Artwork Implementer, Event Support Staff
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4.4.3 Guests of storytelling photos

Nguyen Kim Ngoc Hien & )
1 Khoanh khac bén con 1a ThuongThuong mot doi
her daughter
2 Tan Phat & Thao Dung Cause you are my ThuongThuong
3 Thanh xuan hoa Ban Mai ThuongThuong 1a “Thanh xuan hoa Ban Mai”
4 Miujia and Soda ThongThuong la dugc lam “sen” cua “quang thuong”
5 Mr. Ba ThuongThuong 14 mui huong lao dong

4.4.4 Collaborative artists

No. Name No. Name
1 Nguyen Hoang Song Thy 9 Huynh Anh Kha
2 Phan Ngoc Han 10 Nguyen Hoang Khang
3 Nguyen Phuoc Thinh 11 Nguyen Nhat Vy
4 Tran Ngoc Truc Quynh 12 Nguyen Thao Huong
5 Nguyen Minh Anh 13 Phan Hai Ngoc
6 Tran Nguyen Hoang Dat 14 Dao Huynh Yen Duong
7 Do Quyen 15 Truong Ha My Huyen
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Phan Thanh Duy

Minh Thanh

4.4.5 Exhibition staff

1 Lu Trong Truong 12 Phan Tan Phat

2 Le Thuy Khanh 13 Pham Minh Hung

3 Nguyen Thi Phuong Nhu 14 Le Minh Triet

4 Do Hieu Dan 15 Nguyen Tan Dat

5 Tran Gia Huy 16 Tran Kim Ngan

6 Bui Duy Khuong 17 Huynh Hai Dang

7 Nguyen Thi Hong Phuc 18 Truong Huynh Thao Vy
8 Tran Anh Khoa 19 Tran Nguyen Nam Thuan
9 Nguyen Phan My Yen 20 Pham Thu Huong

10 Nguyen Ngoc Han 21 Tong Quoc Hao

11 Huynh Ngoc Giau 22 Tran Nguyen Hoang Dat
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4.4.6 Media production

) P Dang Thi My Dinh Main character
. Episode 1: gau
bong dinh ma
g Y Nguyen Thinh Supporter of main character
Vo Thi Son Main character
Anh Thu Supporting character
2 Episode 2: Dao Thi Tuyet Supporting character
Tam long "Son"
F-Biz Club Supporter
Vu Sao Chi Behind the scene photographer
Episode 3: Nhu The Kiet Main character
3
Mot ndm nam Black Widow Supporting character
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CHAPTER V. PRODUCTION
5.1 Overview of the Implementation Plan

The communication activities in the ThuongThuong communication project have
been executed exactly as in the timeline and plan set out with the implementation time from
May 29 to July 9. Although there are some changes due to objective reasons, in general, it

does not affect the progress and results of the project.
5.2 A Scope Statement

The ThuongThuong communication project is performed in two forms. The first is
online on social media platforms as campaigns and media production. The second is the
ThuongThuong Art and Technology exhibition through the offline form at the Gamma library
of FPT Can Tho University. Focusing on young people aged 16 to 35 years old, we have
produced the right content to achieve the desired results. Although there are a few obstacles,

with careful preparation to prevent possible risks, our project is still operating on schedule.
5.3 Campaign
5.3.1 Outline of deliverables

5.3.1.1 Fanpage cover

Avatar Cover

exhi-
bition

BATBINH

Figure 32. Official avatar & cover Facebook.
5.3.1.2 Social media posts

Facebook is used as our main channel so the images will be used in 1x1, 4x5 sizes to

fit with the format of this platform.
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8 N & == FO O WO

LAY CAM HUNG TU

“ThuemgThuong" tirehuyln "Thutmg Thueng” S — -

THOI GIAN

DIA DIEM 09:00 - 19:00
THU VIEN TOA GAMMA, CAC NGAY
DAIHOC FPT CAN THO 26,27,28/06/2023 VA HOAT DONG

NHAN QUA HAP DAN

KATINAT 50K

&
GOLDEN GATE 100k

[HETOON WINTGAME — KET GUA MINT BAME — KET DUK N CGAME  KET UR KNI CAM

Figure 34. Minigame post.



LM TH Korhrs 1 FIAN L AP FILCIARH He

HOT

Figure 35. Visual for Khoanh khic ThuongThuong ciia ban 14? post.

*All visual designs post are provided in the complete production book.

5.3.2 Distribution

5.3.2.1 Content calendar

ThuongThuong communication campaign took place within 25 days on the social

networking platform Facebook with 22 posts posted on BatBinh Thuong fanpage:

Day 506 6 6 [ [ 106 116
M (6-8H)
A(12-14H)
1 — — ;"‘i‘”m“ The activity of collecting | Trailer of series video: | Storytelling: The true
N(921H) [ S ditBinh Thuing Minigame comeback images of the moment | Quanh ta co nhung story of Ms, Hien and her
caver photo on fanpage E;l_:dwem! T T ThuongTh T taong. |dmaghier
Dy 12/6 136 1476 1516 16/ 1716 1R/6
i Public the result of
A (12-14H)
2 Series video: Quanh ta co g Series video: Quanh ta
anl:mcutm nhung ThuongThuong la | Storytelling: The true P“b]“d'_a;::: . co nhung Thuong Thuong Public bronze sponsor -
N (19:214) | ange hebtoadent oy story of couple My, [P~ BEO VIER 15 pong Co Gai Nong Dan and
sl The first episode: Gau  [Phat and Ms. Dung |45 o0 S The second episode: Tam Lung Tram ecotourism
Bong Dinh May long “Son™
Day 196 2006 216 226 2306 2406 2506
Open for sale
M (6-81) Thuong Thuang collection
A{12-14H)
3 Series video: Quanh ta co
Storytelling: The true d Storytelling: The true | Public information about 2
N (19:211) |story of Thanh Xuan :“"3“"““’3“““"“1‘ story of Miujila and | Thuoag Thuorg m:.",‘zrm"“"’
Hem Blan bty The final episode: 155 fperpet Skt
Day 2606 2716 2816 296 3006 17 17
Public photos of ::“_""‘“’m o
M (6-8H) |ThuongThuong aid Nha
exhibition’s space Mizh d
AN PXTERTT)
Update photos of the
N (19-21H) |exhibition on the first Gratifude post
day

Figure 36. Content calendar.
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5.3.2.2 Content post

The following are the articles published according to the content calendar:

1 2 3 4
06/06/2023 07/06/2023 09/06/2023 10/06/2023
Video Image Image Video

WE’RE BACK - CUNG BATBINH :
BATBINH TRA LOI DUNG - THUONG LAN TOA %
THUONG TRO TRUNG QUA XIN “KHOANH KHAC
LAI THUONGTHUONG” | THUONGLHUONG
— LA THUGNG
5 6 7 8
11/06/2023 12/06/2023 13/06/2023 13/06/2023
Image Text Image Video

Khoanh khic bén
con la

ThuongThuong
mot doi

THONG BAO

CONG BO KET QUA

MINIGAME

Tap 1: ghu bong dinh
may
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https://fb.watch/mkby5TjI1Q/
https://fb.watch/mkby5TjI1Q/
https://fb.watch/mkby5TjI1Q/
https://fb.watch/mkby5TjI1Q/
https://www.facebook.com/100085236185214/posts/pfbid02kQiC8FVAUKHsHjy8jiMDyxD3ZVWTyUPvXtfvByhBeTTcSQLtV9xwHu5pvyYgESm4l/?mibextid=cr9u03
https://www.facebook.com/100085236185214/posts/pfbid02kQiC8FVAUKHsHjy8jiMDyxD3ZVWTyUPvXtfvByhBeTTcSQLtV9xwHu5pvyYgESm4l/?mibextid=cr9u03
https://www.facebook.com/100085236185214/posts/pfbid02sKQKdqcGfCSKaA9UFmSzSuqdwxsphsD4cGN6LhcQ9Hq4M6hEpUjKPfSxg1ZXL5uBl/?mibextid=cr9u03
https://www.facebook.com/100085236185214/posts/pfbid02sKQKdqcGfCSKaA9UFmSzSuqdwxsphsD4cGN6LhcQ9Hq4M6hEpUjKPfSxg1ZXL5uBl/?mibextid=cr9u03
https://www.facebook.com/100085236185214/posts/pfbid02sKQKdqcGfCSKaA9UFmSzSuqdwxsphsD4cGN6LhcQ9Hq4M6hEpUjKPfSxg1ZXL5uBl/?mibextid=cr9u03
https://www.facebook.com/100085236185214/posts/pfbid02sKQKdqcGfCSKaA9UFmSzSuqdwxsphsD4cGN6LhcQ9Hq4M6hEpUjKPfSxg1ZXL5uBl/?mibextid=cr9u03
https://fb.watch/mkc8Ig5lUP/
https://fb.watch/mkc8Ig5lUP/
https://fb.watch/mkc8Ig5lUP/
https://fb.watch/mkc8Ig5lUP/
https://fb.watch/mkc8Ig5lUP/
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid02tiyw9zkpK3hkVgQC5sEeHTre4QFAjdfG7WhVvcngpZ8MvC2vmnQEAvDbbezr6p3Jl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid02tiyw9zkpK3hkVgQC5sEeHTre4QFAjdfG7WhVvcngpZ8MvC2vmnQEAvDbbezr6p3Jl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid02tiyw9zkpK3hkVgQC5sEeHTre4QFAjdfG7WhVvcngpZ8MvC2vmnQEAvDbbezr6p3Jl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid02tiyw9zkpK3hkVgQC5sEeHTre4QFAjdfG7WhVvcngpZ8MvC2vmnQEAvDbbezr6p3Jl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid0Bmt7PbgPZXNr9RePKxxEiPXTbuGFWKoGDPaq3QjA44LmG8Q7fA5DXyswtpPPR51Al
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid0oTxcTAgSormB7wR9Nn3LXP4BKg39wRQYovisyPMt3fykRLqcoTRYKDfUCaDN2ibHl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid0oTxcTAgSormB7wR9Nn3LXP4BKg39wRQYovisyPMt3fykRLqcoTRYKDfUCaDN2ibHl
https://fb.watch/mkdbMd-5hZ/
https://fb.watch/mkdbMd-5hZ/

14/06/2023

15/06/2023

16/06/2023

18/06/2023

Image

Image

Video

Image

e o e b o

Cause you are my

CONG BO NHA TAI
TRO KIM CUONG
GON CAN THO

Tap 2: Tdm long “Son’

bl

CONG BO NHA TAI
TRO DONG | CO GAI
NONG DAN &

VUGN SINH ‘THAI
LUNG TRAM

18/06/2023

20/06/2023

22/06/2023

23/06/2023

Image

Video

Image

Image

ThuongThuong la
“Thanh xuan hoa
Ban Mai

Tap 3: mot-nam-nam

(155)

ThuongThuong la
1‘ m (13 n)’ 7
“quang thuong”

CAN THO| TRIEN
LAM NGHE THUAT

& CONG NGHE
“THUONGTHUONG”
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https://www.facebook.com/batbinhthuongexhibition/posts/pfbid0iWxPsnsptgkaoE44aB8f2QDY7RFkqNxkPhk35mcpvVPc24xQ1ETLwtUcwkYAk7cEl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid0iWxPsnsptgkaoE44aB8f2QDY7RFkqNxkPhk35mcpvVPc24xQ1ETLwtUcwkYAk7cEl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid029cWQTiLxMrW2ZVRVEzQ3aEdh9zsxhRfU1dbU3p6EbuWrXND8KhSCcyXP69GnCq1nl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid029cWQTiLxMrW2ZVRVEzQ3aEdh9zsxhRfU1dbU3p6EbuWrXND8KhSCcyXP69GnCq1nl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid029cWQTiLxMrW2ZVRVEzQ3aEdh9zsxhRfU1dbU3p6EbuWrXND8KhSCcyXP69GnCq1nl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid029cWQTiLxMrW2ZVRVEzQ3aEdh9zsxhRfU1dbU3p6EbuWrXND8KhSCcyXP69GnCq1nl
https://fb.watch/mkecz2Q-S6/
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid0FzBiACfLATq2x7jeGbA34dQz5mAUkY6mHX4q3Pmjd1Vn5hAdJx3iszBd9rBiLJB3l
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid0FzBiACfLATq2x7jeGbA34dQz5mAUkY6mHX4q3Pmjd1Vn5hAdJx3iszBd9rBiLJB3l
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid0FzBiACfLATq2x7jeGbA34dQz5mAUkY6mHX4q3Pmjd1Vn5hAdJx3iszBd9rBiLJB3l
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid0FzBiACfLATq2x7jeGbA34dQz5mAUkY6mHX4q3Pmjd1Vn5hAdJx3iszBd9rBiLJB3l
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid0FzBiACfLATq2x7jeGbA34dQz5mAUkY6mHX4q3Pmjd1Vn5hAdJx3iszBd9rBiLJB3l
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid0z7787gKxrwk7S15ktPxZwh9yk39tQ1yHxxzuGHBXZn2e4dyMYtH5U5ck8cx83cerl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid0z7787gKxrwk7S15ktPxZwh9yk39tQ1yHxxzuGHBXZn2e4dyMYtH5U5ck8cx83cerl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid0z7787gKxrwk7S15ktPxZwh9yk39tQ1yHxxzuGHBXZn2e4dyMYtH5U5ck8cx83cerl
https://fb.watch/mkPfILlciC/?mibextid=cr9u03
https://fb.watch/mkPfILlciC/?mibextid=cr9u03
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid02eDJMt31mNGm4Zhi5opg27bLA1wnT1vuVXyf2z6jxjk5oFVN6cLYNDDqZ6XwL1HzYl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid02eDJMt31mNGm4Zhi5opg27bLA1wnT1vuVXyf2z6jxjk5oFVN6cLYNDDqZ6XwL1HzYl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid02eDJMt31mNGm4Zhi5opg27bLA1wnT1vuVXyf2z6jxjk5oFVN6cLYNDDqZ6XwL1HzYl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid0mUrQQnq69Tt9LEAfQvur9rkVeaHw1VzawQtgxVwFvfw6ozRkF1DtH3gT2nT9JPRDl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid0mUrQQnq69Tt9LEAfQvur9rkVeaHw1VzawQtgxVwFvfw6ozRkF1DtH3gT2nT9JPRDl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid0mUrQQnq69Tt9LEAfQvur9rkVeaHw1VzawQtgxVwFvfw6ozRkF1DtH3gT2nT9JPRDl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid0mUrQQnq69Tt9LEAfQvur9rkVeaHw1VzawQtgxVwFvfw6ozRkF1DtH3gT2nT9JPRDl

24/06/2023 24/06/2023

26/06/2023

26/06/2023

Image Image

Image

Image

RAMAT ThuongThuong la...

TH TH o 1o 4
mui huong lao dong

COLLECTION L Juomne Lo don

Trién 1dm
ThuongThuong da san

sang chao dén nhirng vi
khach dau tién

Nhitng khoanh khéc 4n
tuong vé ngay dau tién
tai trién 13m
ThuongThuong

28/06/2023

29/06/2023

Image

Image

9 i s

Pk Tl TRO £0003 HANH, BON V] b TR
KHOM PHOTOGRAPHY & NHA MINH DECOR

cdu ol khdch hing. W ring

sinh thinh lulin deng dily cho eon con, cha chiul.

- i A 0 s ey v g hie eing o o
thing ThusngThuong. D& ngd sin uult tin rheg st h g § nphia niy s8 gop phin gip thing dide.
‘it dn U Lan 163 manh mé b rida.

DU AN TRUYEN THONG THUONOTHUONG
Emait batbinhttuong project@gmail com
Hiotine: 0336024767

Snatintarocng Ethusngihuong feshiition

NHATAITRQ
NG HANH
& -
oo% pirn, Ngrlin Ngoe Mish Th s 33 other 6 come

NHA TAL TRO DPONG HANH DON V] HO TRO
KHOM PHOTOGRAPHY & NHA MINH DECOR

LOI CAM ON TU BATBINH THUGNG
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https://www.facebook.com/batbinhthuongexhibition/posts/pfbid02GPZAcMGwQSHrMKwkZbCQ2r9ZGgUwNU6DbCN9fGnrrmfBjsMT6Bt8tin9dSsoSXgtl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid02GPZAcMGwQSHrMKwkZbCQ2r9ZGgUwNU6DbCN9fGnrrmfBjsMT6Bt8tin9dSsoSXgtl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid02GPZAcMGwQSHrMKwkZbCQ2r9ZGgUwNU6DbCN9fGnrrmfBjsMT6Bt8tin9dSsoSXgtl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid0xbdR479PQAkDbLSep3f31RKiJVj8hkobqcEoos8KzpZrWmHrezyVTtWuytXwnJUSl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid0xbdR479PQAkDbLSep3f31RKiJVj8hkobqcEoos8KzpZrWmHrezyVTtWuytXwnJUSl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid0unuUg8bC8LqzWHoPk5S2k9CYZnMMGHVTuH4T3x2czVLMoMr1kihXeW6zwkuPtUqbl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid0unuUg8bC8LqzWHoPk5S2k9CYZnMMGHVTuH4T3x2czVLMoMr1kihXeW6zwkuPtUqbl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid0unuUg8bC8LqzWHoPk5S2k9CYZnMMGHVTuH4T3x2czVLMoMr1kihXeW6zwkuPtUqbl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid0unuUg8bC8LqzWHoPk5S2k9CYZnMMGHVTuH4T3x2czVLMoMr1kihXeW6zwkuPtUqbl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid02gDPboUJCDtWhP5m72qCh3LKSn8WncnroNsfUPsd16sr6wssAG1FjxBfF74zEEP18l
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid02gDPboUJCDtWhP5m72qCh3LKSn8WncnroNsfUPsd16sr6wssAG1FjxBfF74zEEP18l
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid02gDPboUJCDtWhP5m72qCh3LKSn8WncnroNsfUPsd16sr6wssAG1FjxBfF74zEEP18l
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid02gDPboUJCDtWhP5m72qCh3LKSn8WncnroNsfUPsd16sr6wssAG1FjxBfF74zEEP18l
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid02u7hSn9jwQnwDh8K2XneKBv6KxN5N6VAak1VmMed8NNNJhCi9eFvwFm31TZhefVVyl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid02u7hSn9jwQnwDh8K2XneKBv6KxN5N6VAak1VmMed8NNNJhCi9eFvwFm31TZhefVVyl
https://www.facebook.com/batbinhthuongexhibition/posts/pfbid0kR3Fk5eegmMTvtFNypNkbAm4wDyCSb52LgZ25teXe9AFgkJra4gj9AigwcZgtKRcl

5.3.2.3 Media support

The following units have supported the media to help promote our project more

widely:

1 2 3 4

Benh vien mat | F-ART Club - FPT F-Fashion Club
Sai Gon Can Tho University FUCT

F-BIZ Club FUCT

https://goeco.link | https://goeco.link/v | https://goeco.link/qj | https://goeco.link/d

/OSXTL VcCRZ Wno REIO
5 6 7 8
F-Voice Club Cau Lac Bo Su Wego - CLB Thien CO GAI
FUCT Kien F-Active nguyen FUCT NONG DAN

https://goeco.link | https://goeco.link/G | https://goeco.link/Uf | https://goeco.link
/ONBJV pmjj BmuE /TBPtF
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https://goeco.link/OSXTL
https://goeco.link/OSXTL
https://goeco.link/vVcCRZ
https://goeco.link/vVcCRZ
https://goeco.link/qjWno
https://goeco.link/qjWno
https://goeco.link/dRElO
https://goeco.link/dRElO
https://goeco.link/QNBJV
https://goeco.link/QNBJV
https://goeco.link/Gpmjj
https://goeco.link/Gpmjj
https://goeco.link/UfBmuE
https://goeco.link/UfBmuE
https://goeco.link/TBPtF
https://goeco.link/TBPtF

9 10

Commando - International Business at CTU Phong tu van tam ly FUCT

https://goeco.link/AodHt https://goeco.link/Y dIDp

Send invitations to guests who are not only influential people but also lecturers,
relatives and close friends of group members. And these guests simultaneously re-up the
invitation on each person’s personal page with the aim of spreading information about the

exhibition to a great extent the day before the exhibition.

3 MNguydn Lin Vi xong
Moi viy sao ma khong di
cho duge 2) 8

Leo DPep Trai

Da Ua

D Thom e v I higreden kg gan
TRIEN LAM NGHE THUAT & CONG NGHE

28 - 25,06.2023
Tir 8:00 dén 19:00

Figure 37. People re-up online invitations on social media.
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https://goeco.link/AodHt
https://goeco.link/YdlDp

5.4 Event
5.4.1 Time and venue
- The exhibition is held for 3 days, starting on June 26 and ending on June 28, 2023.
- The event opens from 8 am to 6 pm and is free entry.
- The venue is the library of the Gamma building at FPT University Can Tho.

- Participants include students and lecturers, staff working at the Can Tho campus as

well as young people in Can Tho city.
5.4.2 ThuongThuong exhibition

The exhibition space is arranged in a logical flow to help visitors have an interesting

journey of discovery with the activities of the exhibition.

When the guests enter the exhibition are instructed by the staff to leave information at
the check-in area. This is the process by which people announce their arrival at the show, and
it can help the organizers effectively record the number of visitors to the event. After leaving
the check-in area, visitors immediately see the exhibition area of heart-shaped works made up
of images sent from participants in the activity of collecting ThuongThuong moments on the
fanpage. This is also the positive result of the two-way interaction between our team and
target audiences. The interesting feeling is the sense we would like to give loyal customers so

that they can know their photos displayed and seek them in the exhibition.

Figure 38. Check-in area before entering the exhibition.

Afterward, the exhibition area of 20 paintings that applied AR technology -
representing the theme of love in different opinions from artists - is the first area for
sightseeing. Visitors receive guided tours such as ensuring to follow the exhibition flow,

instructions on how to scan the codes of the works, introduction and providing information
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about the exhibition, and so on. This first area is divided into two main lines, one side is
about pet love, about dreams, about one's own hobbies, and the other side conveys the story
of love. Audiences are experiencing the love story according to the arrangement of 6 pictures
in turn about the first vibration of life through holding each other’s hands, followed by the
first love of a student’s time when there is consensus from both sides. Then that love grows
over time when both people grow up, and the result is becoming each other’s life partners,
thereby creating a small family home. Finally, the ending is a pinky promise instead of the
promise to be together and trust each other. Even if visitors go against that series of stories,
they will have a different perspective of the story from the present back to the past. And
whether going backward or forwards, they always feel a positive and beautiful love image

through simple images but full of loveliness and affection expressed by the artists’ youth.

Figure 39. The first area of the exhibition with two main lines.

In addition, there are two places to take pictures to check in for young people: the
backdrop area of the ThuongThuong exhibition is designed with a youthful and colorful
moodboard of love, and the 3D heart model area is handcrafted by the organizers. The heart
model area is the highlight of the exhibition, the red love as well as the youthful enthusiasm
for life, so there is an artwork placed specifically in this area. This work is given the most
investment and applied more technological effects than the rest because the organizers want
to bring a strong impression in the minds of guests and a special experience at the end of the

experience journey of combining art and technology.
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Figure 40. The 3D heart model area.

Next is the area of works in the “M& mat” exhibition includes 4 works made by artists
from the lenses of patients with eye diseases supported by a diamond sponsor. Inspired by the
eyes, the “M& mat” artwork series is a journey of reincarnation of old lenses that have now
turned into works of art, hidden deep in the true stories of the characters who have touched
and felt the love from his own original eyes. With that message, the area of “Md mét” is
placed next to the area of ThuongThuong’s heart model to convey the meaning: “Md mat
thdy thuong thwong tir nhing diéu thuong thuong”. Furthermore, there is an area to
experience eye diseases that insists on 6 simulated glasses to help experience the vision of
specific eye diseases. The glasses can help people understand that people with eye disease
have difficulty seeing and judging the world around them. Thereby drawing the lesson is to
love and take good care of your eyes, also known as the windows to the soul. A healthy eye
to see clearly the love life around people, besides, more self-love makes themself healthier

and better.
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Figure 41. Exhibition space of the artwork of Mé Miit.

The interactive area is also made into a private space with a stylized hand-painted
painting. The work without a name, the author, and even a description, creates the sense that
only the visitor and the work are together in a separate space. From there, any thoughts and
feelings from deep in the hearts of visitors for the first impression of the painting will be
easily expressed by sharing words in the book placed next to it. Or it can help them have
more time and space to think and feel about the meaning of the picture. That is how visitors
can interact with the exhibition and help the organizers record their feelings and bring

positive energy and loving messages as a gift to the artist.
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Figure 42. Visitors are writing their thoughts about hand-painted works.

Opposite the interactive area is the area for displaying photographic works that are
images taken in the campaign “ThuongThuong”. To increase the variety of experiences and
exhibits, images of characters’ real-life stories are also displayed. This series of photos is
diverse in themes, diverse in many aspects of love, and captures the most natural moments to

tell emotional stories. All to honor the beauty of love.

Figure 43. The area for displaying photos that are taken in the campaign.
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Last but not least, the cinema area plays the video series “Quanh ta co nhitng
ThuongThuong la thuong” which was implemented in the campaign. This area is designed as
a private area so that participants have enough space to spend time watching the 3-video
series through the sound and moving visual experience behind the exhibits. As well as the
end of the tour, visitors have a place to stop and sit back and relax with gentle and honest

footage.

Figure 44. Visitors are focused on watching the video series.

Organizers want to contribute a small part and bring positive energy to the community
and society from the created communication activities. Therefore, the exhibition opens the
sale of merchandise, which are items printed with the images of the ThuongThuong event
such as tote bags, lanyards, keychains and bracelets. This activity has two purposes, the first
one is creating opportunities for visitors to own souvenirs with the exhibition, and the second
one is raising money for charity to help support community activities, specifically, Mrs. Son’s
charity class is one of the “Quanh ta co nhitng ThuongThuong la thuwong” video series in the
ThuongThuong communication project. In addition, post-exhibition survey collection is also
carried out in this area. Feedbacks and comments from visitors help the authors get useful

data for campaign evaluation and valuable experience for future events.

Figure 45. Staffs are happy to sell merch and wait for a feedback survey.
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All of the above is shown in the exhibition space divided into zones in the softness
and flexibility of the fabrics. Let love stories be presented in a uniform material, providing a

smooth and throughout experience.

Figure 46. General space of ThuongThuong exhibition.

After the exhibition, the organizers donate 70% of the revenue from the sale of
merchandise in the exhibition to buy gifts for children studying in Mrs. Son’s class. The

following are the results of selling merchandise and supporting Ms. Son’s class:
e Total revenue achieved: 8,905,000 VND
e Amount of money for the class: 6,235,000 VND

Table 2. List of gifts sent to students in Mrs. Son’s class

1 Crayons 50 Package 30,000 d 1,500,000 4
2 Coloring book 50 Package 28,600 4 1,430,000 d
3 Reading book 20 Volume 39,500 4 790,000 4
4 Photo 4 Sheet 10,000 ¢ 40,000 ¢
5 Notebook 150 Volume 700,000 4 700,000 4
6 School stationery 1 Package 675,000 4 675,000 4

Total 6,235,000 4
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5.5 Media Production
5.5.1 Filming angle setting
5.5.1.1 Mood and tone

Mood: Use a combination of cheerful, realistic, and lighthearted language to set the
mood. With instrumental music, sounds of the real scene along with cinematic material depict

closeness and everyday life.

Tone: Warm, light, neutral. It creates a feeling of warmth, closeness and a sense of

connection for the viewer.
5.5.1.2 Angle setting

In the video series “Quanh ta co nhitng ThuongThuong la thuong”, the videos are
flexible, with different angles to bring closeness and create emotional effects for viewers.
Eye-level, long, and close-up shots are video episodes’ primary and most used filming angle.
In addition, in episode 2 - TAm long "Son", the low angle shot is used a lot to show the power

of Mrs. Son when teaching students.
5.5.1.3 Editing

The video series used Adobe Premiere Pro 2023 software for editing. The process
includes logging footage, assembling footage, rough cutting, music adding, sound editing,

effect adding, color grading, subtitle adding, video reviewing, fixing and finalization.
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Figure 47. Edit timeline of video series Quanh ta c6 nhitng ThuongThuong la thuong.
5.5.2 Shooting day

The episodes are all made based on the previously made script. At the same time,
based on the content when interviewing the character, there are other scenes to match the
content so that the product is complete, showing what the team and the character want to

convey to the audience.

In the first episode, there are two filming sessions at gu bong dinh may’s store. The
first session is to interview the character and shoot the necessary scenes in the script, and the
second session, shooting additional scenes according to the script and based on the

character’s response.

Figure 48. Behind the scenes episode 1.
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The second episode has a half day to complete the shots. It is a regular teaching class
of the main character at her house; the scenes follow the activities from the script and add
parts from the actual activities in the lesson that day. In addition to the interview with Mrs.
Son - the main character, additional interviews with students and parents are added to

increase the authenticity and authenticity of the content.

Figure 49. Behind the scenes episode 2.

In the third episode, the shooting follows the character from the dancing room.
Conduct interviews while they are doing their makeup, then when the character practices
dance, continue filming according to the previously planned content. Besides, it also adds a

few other natural moments of the character but still ensures the film’s continuity.

Figure 50. Behind the scenes of episode 3.
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5.5.3 Final series video

Series video: QUANH TA CO NHUNG THUONGTHUONG LA THUONG

In addition, BBT team also gives a bonus music video named “THUONGTHUONG”

to thank those who have followed BA4tBinh Thuong during its ThuongThuong media
campaign.

I'F DUC BO LE & HSK

Figure 51. Thumbnail of music video.

5.5.4 Launching

All three episodes in the video series “Quanh ta c6 nhitng ThuongThuong la thuong”
are posted online on the Facebook social networking platform through the B4tBinh Thudng
fanpage and premiere offline at the ThuongThuong exhibition held on July 26 - 28, 2023.

5.5.4.1 Premiere online on Facebook fanpage BatBinh Thudng

SERIES VIDEO QUANH TA CO NHUNG

QUANH TA ¢O NHUNG
THUONGTHUONG LA THUGNG | Tap 3:...

QUANH TA CO NHUNG

THUONGTHUONG LA THUGNG | Tap 2:... THUONGTHUONG LA THUGSNG | i@ Tap ...
6 weeks ago - 2.4K views 7 weeks ago - 1K views

7 weeks ago - 3.3K views
oog You, Nguyén Nguyén, La Quynh and 1« oog You, Mguyén Nguyén, La Quynh and 8 oog You, Nguy&n Nguyén, La Quynh and 1

Figure 52. Series video “Quanh ta ¢c6 nhitng ThuongThuong la thudng” on Facebook.
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https://www.youtube.com/playlist?list=PLLmdXmaHuXy5SLzQJEBpejF799YjzfyzX

Table 3. Video series’ results on Facebook

views, 313 reactions,
38 comments, and 24

shares.

139 20

comments, and 27 shares.

reactions,

1 2 3
13/06/2023 16/06/2023 20/06/2023
11000  reach, 3300
5000 reach, 1000 views, | 4700 reach, over 2400

views, 379 reactions, 76

comments, and 27 shares.

SO 0% 80

5.5.4.2 Premiere offline at ThuongThuong exhibition

Videos are shown in one area of the exhibition. This attracts many visitors and

receives a lot of positive feedback from visitors.

Figure 53. People are watching the video.
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5.6 Task due Dates and Resources

Our team consists of 5 members, each of whom plays an important role and is
primarily responsible for various tasks in the project. The entire team remains engaged in
every important aspect of the project to ensure the smoothest possible execution. However,
with a rather large workload, all team members can not handle it all, so we conduct
co-organization with the appropriate organizational units. For a more detailed division of

work, please refer to the list of human resources from the 4.4 HR part of the project.

1 ) ) Manage social media Lam Hai Yen 05/06 | 09/07
Social campaign
2 Design media publishcation La Nhu Quynh 05/06 | 09/07
+ F- + Di
3 Coordinate the set-up of the event space BBT team + F-Art Club + Diamond 24/06 | 25/06
sponsor

4 Ma.n?lge and coordinate HR and event BBT team 26/06 28/06
activities

5 Manage campaign budget Nguyen Ngoc Minh Thu 05/06 | 09/07

Event Manage production between event design

6 gep & Nguyen Hai Dang 2905 | 25/06
departments

7 Support event according to assigned tasks| BBT team + F-Art + Diamond sponsor | 26/06 | 28/06

8 Implement artworks F-Art Club + Collaborative artists 25/05 | 24/06

9 Responsible for AR technology Nguyen Hong Ai + La Nhu Quynh 19/06 | 25/06

10 Perform filming and edit Nguyen Hong Ai 29/05 25/06

Media production i i i

1 p Support ﬁlmm.g, setting the scene, taking BBT team 29/05 11/06

care of the main character,...

Figure 54. Task due dates and resources of campaign.
5.7 Risk and Management
5.7.1 Campaign

When implementing the project, it is inevitable that some problems arise. A
fundamental problem is that the progress of posting on the fanpage is not as planned.
Therefore, the communication manager quickly posts an apology on the fanpage and fixes the

content as quickly as possible.

Nextly, the guest character for storytelling photography does not respond to the
invitation to join. The workaround is to contact other characters on the potential character

backup list after five days the character is selected not to respond.
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5.7.2 Event

Firstly, during the preparation of the exhibition, there is a shortage of materials from
suppliers, therefore, the team contacted other providers on the tentative list. Until the time at
the event, AR artworks have problems that are not working. The staff has been distributed to

coordinate visitors to other areas of the exhibition during the troubleshooting period.

Secondly, several AR images are deemed by Facebook to contain sensitive and
violent content, leading to their disapproval and restriction from being published on the
platform. Viewing these AR images requires navigating through additional steps, making the
visitor’s experience more complex. As a result, the exhibition staff provides specific

instructions and conducts trials for visitors to observe.

Thirdly, some items of merchandise are sold-out in the first two days of the
exhibition. The organizers offer discounts on other items to avoid a backlog of remaining

items, then seek and contact the manufacturer to order additional items.

Finally, some visitors skip the survey after completing the exhibition tour. The event
manager dispatches a few staff to the survey area to remind other visitors to carry out the

survey.
5.7.3 Media production
During media production, several risks make performance problematic:

- Risk of equipment: Equipment malfunction during production, such as equipment
failure or minor technical problems, can slow progress. It is necessary to have backup

equipment ready in case of need.

- Time issues: Failure to meet the expected schedule can result in the project being
completed late or not on time. Therefore, arranging a reasonable time from the initial
stage is necessary so everything goes on schedule. At the same time, it also provides a

backup plan in case of delays.

By developing a hedging plan and implementing careful management, the team has

reduced unwanted risks and optimized media production.
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CHAPTER VI. POST-PRODUCTION & EVALUATIONS
6.1 Implementation Evaluation

6.1.1 Evaluation against SMART

The results obtained showed the important spiritual values of the
participants. In addition, youngsters feel that the simple things around
Specific can make them happy. The love of family, friends, pets are essential
emotional values for them. From this result, it can help the team focus

on more of this content.

- Quantitative method: Determined through self-questionnaire.

Measurable - Qualitative method: Determined through an open
questionnaire.
Achievable Get a total of 384 responses, including 332 valid responses.

Have information to create appropriate activities/content for the
Relevant '
campaign.

- The time the research has been implemented according to the
ime
expected timeline.

6.1.2 Evaluation against KPIs

6.1.2.1 Campaign

1 Reach at least 30,000 users Reached 37,209 users Done -

2 | Reach at least 600 likes for Reached 649 likes for Fanpage | Done -
Fanpage

3 | Reach at least 700 followers for Reached 758 followers for Done -
Fanpage Fanpage
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4 | Total campaign will reach at least | The total campaign has reached | Done -~
4000 reactions/comments and 4752 reactions/comments and
shares shares

5 | Cooperate with at least 3 Cooperated with 5 sponsors Done ~
sponsors

During the campaign period from June 6 to June 29, the BatBinh Thuong fanpage
reaches 37.209 social network users. In particular, on June 26 (the day of the ThuongThuong

exhibition event), the number of people approaching 5.979 people skyrocketed compared to

other days.
S& ngudi tidgp can © "
finiopcs R P @ Myc tis

So sénh s& ngudi ti€p cin trong khodng thai gian nayvei B Xemthém vE hidu qua cua ndi dung

khozang thai gian trude dé. k
S&ngusitiépcan @ o 56 ngudi tiép cén tr T2 26 Thang & T6, 2 Thang 6 b
trén Facebook " phi it o

3 7 2 O 9 T 21K% O 056 N6i dung ndi bat theo s& ngudi tidp can

Bang vao 26 Thang &

gl Nhiing khodnh khdc &n 56 ngudi tiép car
tugng vé ngay diu tié.. {5k

6.000

4000

2,000

& Thang 6 12 Théng 6 16 Thang 6 20Thang6 24 Thang 6 28 Thang €

Figure 55. Amount of reach in the campaign.

The total number of likes on B4tBinh Thuong Fanpage increases by 99% during the
campaign period from 326 likes to 649 likes. The total number of followers on BatBinh
Thuong Fanpage increases by 118% during the campaign period from 348 likes to 758
followers. In which, female accounts for 66.6% (40% in the age group of 18 to 24; 21.5% in
the age group 25 to 35; 4.5% in the age group 35 to 44), and male accounts for 33.4% (23.4%
among 18 to 24; 7.8% for 25 to 35; 1.6% for 35 to 44) come from Can Tho and neighboring

provinces.
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D6 tubi & gidi tinh ()

400
N .. -
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18-24 25-34 35-44 45-54 55-64 65+
B i B ram
66,6% 33.4%

Figure 56. Age group and gender.
The total campaign has reached 4752 reactions/comments and shares including 3,460

reactions, 873 comments, and 419 shares.

Cam Lugt Binh Luct
xucfl... thich... Iudn chia...

4752 3460 873 419

Figure 57. Total interactions in the campaign.

The project cooperates with 5 sponsors which are 1 diamond sponsor, 2 bronze
sponsors, and 2 companion sponsors. The total value of sponsorship is up to 11 million VND

and many items are used in the exhibition.

6.1.2.2 Media production

Series videos will reach a total of | Video series reach a total of 6600 | Done ~
1 |5000 views from the premiere to | views from the premiere to the

the end of the campaign (organic). | end of the campaign (organic).

Total video series will reach at Done ~
Total wvideo series reach 489
2 least 300 reactions/comments and
reactions, comments and shares.
shares.
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Video series reach a total of 6600 organic views from the premiere to the end of the
campaign as episode 1 has 3300 views; episode 2 has 1000 views; and episode 3 has 2300
views. The total series video reaches 489 reactions, comments and shares including 164 in

episode 1; 129 in episode 2; and 139 in episode 3.

- ﬁﬁ:g:.m; " > . ST M) sstsinh Thusng

e W & = =@ 0gE-Q
SERIES VIDED | QUANH TA CO NHUNG THUONGTHUONG LA ﬁmm' CUMEETACO MG T THIHELA SERIES VIDEO | QUANH TA CO NHUNG THUONGTHUONG LA
T‘%m? dinh Tho.2 T i ue THUOHG .
& Tap 1: gdu béng dinh may ST G Tip 2: mdt-nsm-nam (155)

G ug e 3 : i tudi mi theo I8 thuting ngudi ta 0 nhe lang an hubing, ngon

Xoay quanh ebu chuyén khiti nghiép cda chi My Dinh - e ehi tigm tre gid wiin "son” st vdi sy nghidp gieo chill duth mai nhd tinh Tép phit s6ng cudi cing cia series video “Quanh ta ¢é nhiing
gau bdng dinh may. Tép phat sdng ddu tign cla “Quanh ta cd thuidng. DG khang ehi b giea hy vong, mh cbn gies el L Xem iném ThuengThuong la thuting” 5& I clu chuyén vé Nhd The Kt (L) -

nhiing ThuengThuong la thuting” s& ki mang mau nc rd.. xem tnim it E P 9B G i i e GO i

M Ting Sao cho Bdtich Thubing, ol

oOF 1t 16 bth dab 20 Kot chia b KATE

Figure 58. Social posts series video.

6.1.2.3 Event
1 Reach at least 400 visitors. Reach 737 visitors. Done ~
2 Collect at least 300 feedbacks. Collect 415 feedbacks. Done ~

; Have at least 80% positive | Achieve over 90% positive b
one ~
feedback. feedback.

The total number of visitors to the ThuongThuong exhibition recorded by the
registration form at the entrance has reached 737 people. Specifically, there are 310 people on

the first day, 243 people on the second day, and 184 people on the last day.

The total number of feedback records from ThuongThuong exhibition visitors in 3
days is up to 415 feedbacks. In which, 252 feedbacks come from female visitors, 159
feedbacks come from male visitors and 4 feedbacks come from visitors of other genders.

They are mainly students and workers in Can Tho city.
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We have recorded more than 90% positive reviews out of the total 415 feedbacks

recorded from the survey. Some typical data include:
- 97.8% of visitors are satisfied with the message conveyed by the artworks.
- 100% of visitors feel excited about the technology experience at the exhibition.
- 100% of visitors plan to continue to participate in the next season.

Through the above information and data, it can be seen that we have exceeded
expectations with the goals set for 3 aspects: campaign, media production, and event. At the
same time, many new achievements have arisen during the implementation process. This is a

great sign to evaluate the success of the ThuongThuong communication project.
6.2. Collecting and Analyzing outcomes of the project
6.2.1 Collecting feedback

We create a survey to measure the effectiveness and satisfaction of visitors to the
exhibition. Within 3 days of the event, there are 415 responses including 7 high-school
students, 362 university students, and 46 workers. In terms of age, the 19 to 24 age group is
the majority with 82.4%, this is appropriate because the event venue is at a university and this
is also the age we aim for. Moreover, these respondents are mostly in the target audience that
the campaign is targeting and shows that the ThuongThuong campaign has reached the right

target audience to convey the message.

Figure 59. Identification.

Q3. Anh/chithudc do6 tudi nao?

415 céu tra 1&i

® 16-18
® 19-24
@ 25-35
® 40

11,8%
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Q4. Anh/chila?

415 cau tra loi

@ Hoc sinh
@ Sinh vién
@ Ngudi di lam

Source: Results of authors’ research

The result shows that the majority of visitors have positive views and good
experiences about the exhibition event. To get a better idea of what they are satisfied with, we
have suggested seven factors that can influence their experience. The three factors that bring
“very satisfied” are the quality of service (281 choices), the message conveyed (270 choices)

and the artworks displayed (256 choices).

From there, it can be said that the organization and the enthusiasm of the staff have
left a good impression on the visitors. The staffs are not only coordinators but also
connections, which is a good sign in spreading love right to the core value of the campaign,
helping visitors feel cared for and have a better emotional experience. In addition, the
products on display with meaningful messages and diverse topics help enhance the mind
experience and easily hit the audience’s emotions. In addition, delivering a clear, consistent
and intimate message has made it easy for respondents to access. Along with the displayed
artworks with meaningful messages, diverse forms and topics have helped leave a good

impression and satisfaction to respondents.

Figure 60. The satisfaction level of visitors when experiencing the exhibition.

Q6. Ddnh gia mirc d6 hai long cla anh/chj vé cdc yéu td khi trai nghiém trién 1am ThuongThuong

300y Rt khéng hal leng M Khéng hailong MM Binhthuémg [ Hailong I Rét hai long

INENE

Khéng gian Bé cyc sdp xép Sdn phim trung bay Théng diép truydn 15 Cach thire t chire Hoat ding trong su kidn Chat lugng phue vy

200

Source: authors
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The respondents are asked to evaluate their satisfaction with AR technologies in
exhibitions using a Likert scale. Most of the sample reported that they were satisfied (21.2%)
and very satisfied (73.5%) with how they experienced this exhibition. It can be seen that the
introduction of technology into artworks has some impact on people’s thoughts and feelings.
Through technology, visitors can see through many aspects and re-evaluate their feelings

towards the ordinary things in life.

Figure 61. The satisfaction level of visitors when experiencing AR at the exhibition.

Q9. Panh gid mirc d6 hai long cua anh/chi khi trai nghiém cong nghé AR tai trién 1am

ThuongThuong:
415 cau tra i
400
- 305 (73,5%)
200
100
21 (5,1%) 88 (21,2%)

0(0%) 1(0,2%)

1 2 3 4 ]

Source: Results of authors’ research

Overall, the event leaves a good impression on the participants as most of the
responses receive above-average responses. When asked about the possibility of the
exhibition continuing to be developed and implemented, 100% support is received. This is a

good sign showing the success of the project in general and the event in particular.

Figure 62. Percentage of visitors who want to continue participating in future exhibitions.

Q13. N&u trong tuong lai cé nhirng trién 1am nhu ThuongThuong duoc té chire, anh/chi sé van tiép
tuc tham gia hay khéng?

415 cau tra |oi

®Co
@ Khéng

Source: authors
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6.2.2 Analyzing outcomes of the project

When exhibitors visit the campaign’s exhibition, they not only remember but also
evaluate everything they experienced at the event. Since then, in their mind has formed a
certain perception of the value received from the campaign. According to the recorded
results, most of the exhibitors suddenly recall a memory, a moment, or a simple thing in their

life through the works displayed at the exhibition.

As for the feelings of love between two individuals, the outstanding effect from the
audience is that the exhibition helps them recall the first flutter of life or the shyness of first
dating the person they like. Those are the beautiful and meaningful memories that each
visitor shared and thanks to the works they are able to find them again. Just simply holding
hands, the image of two people walking together in the awkwardness of first falling in love or
just the moment when they realize that they have a special affection for someone, the trust
from the pinky promise, etc., is expressed through the work that has made a great impression

and feels warm in the hearts of the audience.

Some highlight responses

Khoanh Khic thuong thuong da gay ddu an tuyét voi trong tim em. N6 khong chi 1a mot
btic tranh don gian, em nghi day chinh 1a mot khoanh khic doi thudng tuy don gian nhung

no that sy rat am ap va y nghia.

Theo minh thi 1a tdc pham “Méi biét thuong”. Boéi vi nd goi lai cho minh nhiing ki niém
ciia mot thoi van con vang béng. Thud ma minh l1an dau cam nhan duogc cai goi 1a “rung

dong dau doi” nhu ngudi ta thuong goi. Mot birc tranh dep va ¥ nghia.

Tac pham Mdi Tinh Pau. Tac pham lam minh goi nhé lai lac ngai nging hen ho khi lan

dau quen vdi nguoi yéu cua minh khi 2 nguoi cung di trén pho di bo.

Pinky promise. Vi n6 dem lai su tin tuong cho minh va ciing nhu 1 di phuong.

Source: Results of authors’ research

Likewise, the element of family cherishing is also mentioned by the participants. They
share that the performance of the work makes them feel safe when they return home and have

indescribable happiness. There is a home where people head over heels in love for each other.
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Even the cats and dogs that are cared for by young people become an integral part of the
family. Those are the perceptions - associations and reminiscences of beloved ones in the

family - evoked in them when they see images in the exhibition.

Some highlight responses

Hanh phtic nhan d6i vi d6i véi minh hanh phuc 1a khi dugc & bén ngudi minh yéu va nhimg

nguoi yéu minh, ¢ dau c6 ngudi minh thuong thi & do 1a nha.

Mai Am. Mot tic pham cho minh cam giac an toan khi tré vé gia dinh va mot hanh phuc

kho ta.

“Sen” cua “Quang Thuong”. Tac pham goi cho minh nhé vé quang thuong cua minh. Vi
minh c6 nudi hai bé mdt bé cun va mot bé méo nén minh rat yéu thuong tran quy va xem 2

bé cac con yéu la gia dinh cua minh.

Source: Results of authors’ research

Moreover, the values of their own personal views are also mentioned by visitors.
Distinctive hobbies or interests that seem simple but are sometimes judged by others as
different from the majority. Or the small dreams are sometimes far from reality. Those things
can not make people discouraged and falter because of the difference they make special and
create a personal mark. When people understand themself, realizing their own meaning will
become a living motivation to feel more loved by themselves from the love of their own

ordinary things.

Some highlight responses

Nhitng s& thich “cta riéng”. T6i cam thdy yéu ban than hon khi biét duoc ¥ nghia cta ban

than.

Em 4n tugng voi buc tranh “Udc mo bé nho” ctia ban Hoang Pat, tai vi em nghi rang tat ca
chung ta déu timg c6 nhimg wdc mo, sy tuong twong phong phii vuot xa da vii tru, nhung
thue té thi luon phu dinh tat ca, va that ddng cay. Nhung c6 1& néu khong nhirng gidc mo do,
ta s& mat di dong luc song, nhimng ki niém tir liic biét nhan thirc cho dén bay gio, bai ¢ 18

song trong gidc mo ciia su sang tao lai dé chiu hon hién thuc rang budc.

Source: authors
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In addition, the peace, freedom, happiness, and comfort when living and being
yourself as well as adding meaning to the healing and the self-love journey of each individual
or feeling luckier than many people has more motivation to overcome difficulties, etc., are
the emotions and thoughts that the author’s team recorded from feedback’s exhibitors. Those
are positive energies and valuable insights for the efforts of the author team in the process of
conveying the message and raising awareness of love for the ordinary things in life. Although
it is only through words and images, each artwork brings simple messages but brings very
useful meanings and a sense of closeness to daily life as well as an empathetic understanding
of the emotions of event participants. A prominent share from a visitor sums up the event of
the campaign: “Looking at the artworks, I have given a lesson that is: Love everyone,
including yourself, and always respect everyone as well as respect, love with the merits, what

1

we have.’

Some highlight responses

Tac pham Healing. Tac phdm mang dén sy binh yén. Cam giac thong qua né 1a su tu do,
hanh phiic va thoai mai khi duoc sng va lam chinh minh.... 4n tugng vi hinh anh 3D, mau
sac, decor rat dep va chinh chu, bt mat ngudi xem ciing nhu mang lai y nghia vé hanh

trinh chtra lanh, self-love ciia moi ca nhan.

C6 kha nhiéu tac pham an tugng. Céac tdc pham c6 y nghia rat hay, gan gtii vdi cudc song
doi thuong va thau hiéu dong cam véi cam xtc cia minh du chi 1a qua cau chir va hinh

anh.

Véi t6i, mdi tac pham déu mang lai nhiing thong diép tuy gian don nhung mang lai nhiing
¥ nghia rat bo ich va “chita lanh”. Nhin qua céc tac pham, t6i da dua ra mot bai hoc d6 1a:
hady yéu tit ca moi ngudi, ké ca ban than, va ludn ton trong, yéu kinh véi nhiing cong lao,

nhirng gi ma minh da cé.

Source: Results of authors’ research

To be honest, it is quite difficult to assess the long-term awareness of young people
when experiencing the entire media campaign of the author group because there is no perfect
way to record all the actions or acquisition processes of the audience. But at least the
exhibition helped them recall the normal thing that made them happy, which is shown

through the data from the ThuongThuong event experience assessment survey. More
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importantly, the authors find that the data gathered from the literature review and the results
of the research finding completely match the core value after analyzing the project’s
outcomes. In everyday life, there is always the presence of small things around us such as a
warm handshake or a walk with the dog or a satisfied smile when doing what you love or
enjoying a delicious meal with parents, etc. Those things keep repeating day after day which
sometimes makes people consider it familiar and not important. But it is the ordinary things
that are the best because they help people get everything each person needs most in a
complete way and infuse with joy. People feel that life is more wonderful when they have
something they love. In conclusion, our team can assess that the core goal of our campaign
has been achieved when young people’s awareness has been raised by the campaign’s

message conveyed from the proven analyses.
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CHAPTER VII. CONCLUSIONS
7.1 Conclusions

ThuongThuong communication project has been going on for more than a month as
originally planned since brainstorming, planning and implementing to bring the best quality
products. During the implementation of the project, although many unexpected problems
arise, we still handle them satisfactorily and ensure the progress and quality of the project.
Therefore, positive feedback, and KPIs that achieve and exceed initial expectations are good
achievements for the team’s efforts. But above all, our ThuongThuong communication
project succeeds with the main goal which is to raise awareness of love from ordinary things

to young people in Can Tho.
7.2 Achievements

ThuongThuong communication project has ended with success beyond expectations.
In addition to achieving 100% of the KPIs set from the beginning, we also have outstanding
numbers such as reaching more than 30,000 social media users during the campaign, getting
nearly 7000 views of the media production, and more than 700 visitors experiencing the

ThuongThuong art and technology exhibition.

On the other hand, those figures are not the top expectations of the production team
because what we aim to do is to raise awareness among young people about happiness from
the ordinary things in life. That desire has been demonstrated through the following

achievements:

Firstly, we organize an online photo submission activity on the BBT fanpage with the
desire to collect images of the “ThuongThuong” things in the hearts of followers and design a
corner to feel about special artwork inside the exhibition for visitors to express their thoughts
and feelings. Many people have responded to these activities and expressed that they mean a

lot to them.
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Figure 63. Visitors showed interest in the activities in the exhibition.

Secondly, our exhibition attracts a lot of participation from famous TikTokers such as
Thay Leo Dep Trai, Minh Ca Duoi, Phung Yen Say Cafe, and so on. In addition to
participating in face-to-face interviews, some Tiktokers have posted videos of their
experiences at the ThuongThuong exhibition, their videos have garnered impressive

interaction and interest from many users on TikTok.

7

L

Figure 64. Tiktokers feel excited about the activities in the exhibition.
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Can Thd cling ¢6 trién 13m rdi & Can Tho ciing cd trién lam né Trién lam ThuongThuong, ap
ng, chi dién ra trong hém na... #cantho #reviewcantho... dung céng nghé AR, nén dén...
& venphungg.. > 44K @ toancoa > 43.2K @ cuangdoct > 713

Figure 65. Some videos about the exhibition on tiktok.

Thirdly, the sale to raise money for charity has far exceeded the expected number of
the BBT team. Not only did we sell out all the goods of the first sale but also quickly
produced a second batch to meet the needs of visitors. Thanks to that, we have the

opportunity to contribute more to Mrs. Son’s charity class with more than 200 gifts.

Figure 66. The children eagerly received gifts from the project.
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Finally, our diamond sponsor - Benh Vien Mat Sai Gon Can Tho - offers to continue
combining with ThuongThuong media project for another exhibition event at the Phuong
Nam bookstore because of the respect and desire to continue spreading the meaningful

message of the project to many people in Can Tho.

Figure 67. Exhibition “M¢ mit thiy ThuongThuong” at Phuong Nam bookstore.

7.3 Limitations

Because the project deploys many forms of communication together, the costs for
these activities are high. Having to manage and operate many sources of expenditure at the
same time makes the team difficult to control cash flow when there are small expenses
incurred which leads to insufficient cash resources and having to omit some details and
materials during project implementation. This has caused part of the campaign to be spread

not as perfectly as it was originally intended.

Also, the team has a small issue in terms of the time to approve the event plan, which
is quite late compared to the group’s initial scheduled time, so it affects the delayed
promotion and communication plan. Nextly, mistakes in the printing process are also
inevitable. As a result, some artworks are not shown in the desired colors, making it difficult
to use AR technology and perceive visitors. Especially, Facebook has marked several AR
images as containing sensitive and violent content, preventing their publication. To view
these images, users must navigate through additional steps, adding complexity to the

experience.
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7.4 Lesson Learnt

The positive achievements from this project have helped the team to reflect on the
journey we have just gone through and draw back many good experiences and values for

future development.

Firstly, by bringing useful value to the audience with quality products, audiences can
be ready to participate in the project’s communication campaign through activities that are in
line with the trends of the times. Since then, it has highlighted thorough preparation and
research as well as the creativity spent on the products of the team members to gain the trust

of customers and receive positive reviews.

Secondly, the team’s project has built an effective promotional strategy to raise
awareness and brand recognition. The project coordinates various media such as social
campaigns, media production, and events to reach the target audience and potential customers
according to each person’s needs. At the same time, the campaign also regularly transmits
information to continuously create interaction on social networking platforms and directly

reach consumers with offline events.

Thirdly, making broad connections with the right organizations for the campaign is an
equally important lesson. During the project implementation, we learn how to pitch to more
sponsors and co-organizers to cooperate and facilitate the project implementation with the
highest quality. These relationships are extremely important in the media industry because the

wider connections are, the more opportunities are to thrive and spread the message easily.

In addition, thanks to the skills of planning, designing, managing and connecting team
members together to create products with eye-catching and attractive content, it is easy to
convince and attract customers’ attention. This is also an opportunity for the group to be
exposed to reality, experience, and handle all situations with the abilities and knowledge

acquired by the members.
7.5 Recommendations

The more experienced team members work and connect, the more effective the use of
resources, time, and budget for a media campaign will become. Therefore, greater scaling,
expanding network, and quality enhancement in the communication aspect will help reach

different segments and audiences across multiple channels.
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If the campaign as well as the B4tBinh Thudng exhibition is maintained every year,
the organizers should add other media channels such as Tiktok, Youtube, Instagram, etc., to
support the transmission of content so that the audience has more choices. And the choice of
event time also needs to be calculated more rationally. The ThuongThuong exhibition is held
at the right time for the graduation project of the BBT team, which coincides with the
summer vacation at the FPT education and the national high school exam, so the event does

not attract many young people, specifically the target group of students aged 16 to 18.

In addition, a recommendation for content posted on the fanpage needs to have more
articles presented in the form of infographics so that the meaning of the campaign is reflected

in the minds of customers impressively and smoothly receptive.

Moreover, our members group themselves always listen to the opinions and responses
of the audience to learn, cultivate our thinking, and improve our professional skills to respond
to the constant change of times and embrace diverse perspectives. And the most important

thing is to always put people at the center to serve as a premise for innovation.

Last but not least, our team also hopes that this thesis report can be used as a reference
for other articles related to the topic of future research. Because the topic of love or
technology applied in communication are important topics that people are interested in when
the strong development of artificial intelligence creates more new technologies and new life
values. We also encourage young people to continue researching and implementing similar
campaigns on a larger scale and with more unique topics because the issues surrounding

young people are always diverse and different.
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APPENDICES
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