


H E R E  F O R  A  S M A L L  B I G  C H A N G E
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W E  A L L  K N O W  T H AT



T H E  E A R T H  I S  D Y I N G  O N  P L A S T I C

Worldwide, about 2 
million plastic bags 

are used every 
minute

The average time 
that a plastic bag is 

used for is … 12 
minutes

The average person 
eats 70,000 

microplastics each 
year

Everyday 8 million 
pieces of plastic 

pollution find their 
way into our oceans

73% of beach litter 
worldwide is plastic

Plastic is killing more 
than 1.1 million 

seabirds and 
animals every year



W E  A L L  K N O W  T H AT



O U R  C O U N T R Y  I S  A  P L A S T I C  T R A S H  B I N  O F  T H E  W O R L D



W E  M AY  A L S O  K N O W  T H AT



V I E T N A M ’ S  P L A S T I C  C O N S U M P T I O N  P E R  C A P I TA  I S  N O T  T H AT  H I G H

B U T  I T  I S  I N C R E A S I N G  R A P I D LY,  W H I L E  T H E  P L A S T I C  WA S T E  I S  H U G E  ( D U E  T O  N O  R E C Y C L I N G )

45kg 
Plastic per year

150kg 
Plastic per year

200kg 
Plastic per year

41kg 
Plastic Waste  

per year

40kg 
Plastic Waste  

per year

2.5 million tons of plastic waste per year

74kg 
Plastic Waste 

per year

9.4 million tons of plastic waste per year



W E  A L L  S E E  T H AT



O U R  S U R R O U N D I N G  I S  B E I N G  I N VA D E D  B Y  T H O S E  L O N G - L I V E  P L A S T I C  A N I M A L S

Ly Son Island

Can Gio Nam Du Island

Con Dao Island

Ha Noi

Sai Gon



W E  A R E  H E R E  T O D AY  T O   

M A K E  A  C H A N G E   

O N  T H AT



I T ’ S  N O T  A N  E A S Y  C H A N G E



Infrastructure, law and policy People’s awareness and 
behavior

Fighting against plastic pollution requires a combo of action from 
people from every walks of life.

Recycling technology and 
industry



W H I L E  A W A R E N E S S  I S  B E I N G  R A I S E D  
I T  M E A N S  L I T T L E  I F  I T  D O E S  N O T  G O  H A N D  I N  
H A N D  W I T H  A C T I O N



L O O K  AT  T H E  F I G U R E  O F  C U R R E N T  
P L A S T I C  U S A G E

This is the thing we want you to work on 
for this project. 

How can we reduce the numbers of plastic 
bags, glasses, and straws in the usage list 

of our target audience?



D O  Y O U  K N O W  T O  W H O M  A N D  H O W  W E  
C A N  D R I V E  B E H AV I O R  T H E  E A S I E S T  W AY ?



S T O R Y  T I M E

The tale of the little girl on Cu Lao Cham 
The girl with great love and sympathy



The challenge 
Today, we are not talking to little girls and boys, who have genuine care, 

spacious heart and tremendous kindness



We are talking to the urban young adults who have a vibrant life, short-
notice, and highly convenient-driven.



But we want you, this time, to look at the childish sides of these adults. 

And change their behavior the way we train a kid behave.



possibly drives behaviors

Understand -  
I act because it’s meaningful

K N O W L E D G E

Threaten - 
I act because I’m scared

E M O T I O N

Distract/diversion -  
I act because it’s something I really like to do 
(I don’t really know/care about its meaning)

D E S I R E

Been there, done that

There are three ways to create an educational idea that 



Loài plastic Nói không với túi nylon



Understand -  
I act because it’s meaningful

Threaten - 
I act because I’m scared

Distract/diversion -  
I act because it’s something I really like to do 
(I don’t really know/care about its meaning)

possibly drives behaviors

K N O W L E D G E E M O T I O N D E S I R E

Been there, done that Something new

There are three ways to create an educational idea that 





Case study  
IMMORTAL FAN & BREAST CREAM



https://www.youtube.com/watch?v=-8GFcAlWhBM

IMMORTAL FAN

https://www.youtube.com/watch?v=-8GFcAlWhBM


BREAST CREAM



Our task for this time 

ENTICE EDUCATION



Yes, we want you to ENTICE our target audience, in order to make them 
unconsciously drop using plastic in their daily life.



We want you to FIND AN INSIGHT, CREATE AN IDEA out of that to make young 
people EXCITEDLY AND VOLUNTARILY PARTICIPATE IN. 

And we want that by PARTICIPATING IN OUR IDEA, the young people coincidently 
drop using plastic bag and plastic straws, without even seriously notice about it.



A little help

C H E E S E  C O F F E E ,  P J ' S  C O F F E E ,  S TA R B U C K S ,   
T H E  C O F F E E  H O U S E , CỘN G ,  ĐE N  ĐÁ ,  T O O C H A ,  T P  T E A .



Deliverables

A N  I N S I G H T F U L  “ M A K E  
I D E A ”  -  TA N G I B L E  O R  

I N TA N G I B L E  -  T H AT  
C O N T R I B U T E S  T O  P L A S T I C  

R E D U C T I O N  A N D  I S  
I R R E S I S T I B L E  F O R  TA R G E T  

T O  PA RT I C I PAT E  I N

C O M M U N I C AT I O N  P L A N  
T O  S P R E A D  T H I S  “ M A K E  

I D E A ”  O U T  A N D  
E N C O U R A G E  P E O P L E  T O  

PA R T I C I PAT E  I N

1 2



Budget

Idea & production - 1 billion VND: 
- For producing“make idea” 
- For executing communication plan

Media ~  30 billion VND 
- 10b VND ads on poster frame at nearly 2,000 buildings, LED ads at airport, public 

places, cinemas. (OOH) 
- 7b VND: Video ads (1 min max) before movie time at over 187 cinemas at Lotte 

Cinema nationwide. (OOH) 
- 7,5b VND: 15-second ads at restaurant/coffee chains of Target Media (OOH) 
- 300 million VND for digital and others



Criteria

Insight and “make idea” - 30% Communication plan - 20%

Feasibility - 20%

Effectiveness - 20%

A powerful insight that is true and provoking 
towards target audience 
An interesting “make idea” that is attractive for 
target to “own” or “participate in”

A communication big idea to spread the “make 
idea” widely to target audience 
An IMC plan with clear channel choices and show 
the campaign roll out

Data, information and logic back up to make sure 
the idea and the plan can be executed within the 
given budget and the current status of Vietnam 
society.

Make a professional and logical link from the idea to 
communication KPI (number of participation - both 
target and F&B) and an estimated number of plastic 
reduction KPI 
Prove that the idea is effective in making a changeF&B involvement - 10%

Leverage effectively the current network of F&B 
partnership of Change VN



M A K E  A  C H A N G E N O W




