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|. PROBLEM DEFINITION

1. Introduction

1.1. Our team

We are The Spirit - a group of students majoring in Multimedia Communication,
including 2 members: Dang Ngoc Duong, Ngo Ngoc Lam. This is a research report and
suggested our communication campaign for Farm & Forest - a brand of pure natural
essential oils. We would like to express our sincere thanks to Mr. Hoang Vu Quoc Anh for

the enthusiastic guidance of The Spirit in this project.
1.2. Project overview

In this project, we aim to bring a new and more complete color to the communication
segment of the Farm & Forest brand. The purpose is to increase brand recognition, create a
prominent personality for the brand, and clearly state the business character of the brand
(which is people-oriented). The campaign is called "Ctra tiém cua sw can bang" (The Shop
of Balance), which will last for 50 days (05/06/2022 - 25/07/2022), divided into 3 phases:
Perfecting the image, shaping the brand personality; Create brand associations and
empathy; Create interaction and share. The three platforms for implementing this media

campaign are Facebook page, Facebook Group and Instagram.

2. Situational analysis

2.1. Market overview

Pure natural essential oils in Vietnam is a new market but has a lot of potential for
development. The analysis of the market situation below according to the PEST model will

help us have a clearer view of a panorama picture of the essential oil market in Vietnam.
Political
No attention from the government yet

Pure natural essential oils on the Vietnamese market today have a large quantity
imported from India, France, and the US (Science Direct, 2015). Besides, some

essential oils in Vietham are produced with high quality (KAG, 2021). On the political



side, no legal documents have been found to encourage or limit the sale of essential

oil products at home and abroad (Thuvienphapluat, 2016).
Legal documents are not clear

Regulations on the standards of pure natural oils sold on the Viethamese market are
not clear and specific, so for each shipment, these businesses have to register and
re-test. It takes a lot of time, effort and money for the business. (Thuvienphapluat,
2016)

Economic
Markets are concentrated in big cities

Currently, customers with demand for essential oils are often concentrated in big
cities, densely populated and have modern industrial development (KAG, 2021). In
our survey, when asked about the purpose of using essential oils, 66.5% answered
that they use essential oils for the main purpose of deodorizing the space. This
purpose is mostly suitable for rooms with closed spaces in modern, densely

populated cities.
Social
Aromatherapy from natural essential oils has been recognized by science

The study and application of aromatherapy in the methods of supporting and treating
health and psychology. In particular, the scent of essential oils also has the ability to
help balance emotions, help people calm down and relax more when used according
to olfactory aromatherapy and psychological aromatherapy (Suc Khoe & Doi Song,
2021).

Life imbalance in society

Based on the results of a survey of 205 employees in 2020 in Vietnam about factors
affecting their lives (Korean Science, 2020), most survey respondents believe that life
balance has a significant impact. Life imbalance is also one of the causes of

depression.

According to estimates of the World Health Organization (WHO), by 2020,
depression will be the second disease causing harm to human health after
cardiovascular disease. In particular, depression in Vietnam is currently on the rise,

especially among young people. A statistic shows that up to 6% of the population in



HCMC suffers from depression. Currently, depression is tending to be younger with

the age group from 15 to 27 years old (VinMec, 2012).
Plant origin is good for health

Pure natural essential oils are products extracted from plants. Therefore, the use of
pure natural essential oils is not only harmless to the environment, but also a form of
medicinal use to support good health, helping people limit exposure and consumption

of harmful chemical products to the environment.(Suc Khoe & Doi Song, 2021)
Technology
Usually not associated with technology

The benefit of using essential oils is to support health and living space by natural
methods. The use of essential oils is often said to bring people back to the original
with plants, trees, and flowers. Therefore, consumers often do not use a combination
of essential oils with modern technologies. Essential oils will be used to mix with the
base oil and apply directly to the skin, can also be heated on an electric candle or
electric vaporizer, simple in structure, easy to use. It doesn't need to be complicated

or fussy but still brings high efficiency (VTC News, 2018).
2.2. Competitive analysis

To see how Farm & Forest performs in the essential oil market, we take a look at the
factors that make their competitors successful, including SEO stimulation, online and
offline communications, brand identity and coverage in the health care cosmetics
industry. Therefore, we have selected three typical enterprises that represent and are

direct competitors of Farm & Forest as follows:
La Champa

La Champa natural essential oil is a senior brand since 2007 and has kept the
traditional style since its establishment. Customers often buy wholesale to use for
spas, resorts, hotels and restaurants in the HCMC area. The brand is mainly
communicated through Facebook and especially the website domain
“tinhdauthiennhien.com” is promoted to search for SEO on Google. This is also a
brand located opposite the Farm & Forest store with a big, eye-catching sign board.
In addition, other factors have many similarities and can be considered as direct

competitors of Farm & Forest.
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Figure 1: Natural essential oil products of

brand La Champa (Source: tinhdaulachampa.net)

Haku Farm

Haku Farm is a young brand founded in 2017, inspired by the green farms of Japan.
Haku Farm builds a youthful, dynamic and modern image for the brand with
eye-catching designs and media publications on multi-platforms such as Facebook,
Instagram, website, Shopee,... Haku's product price spectrum Farm is located in the
middle - low level, equivalent to Farm & Forest, however, Haku Farm's customers are

somewhat younger (18-24 years old compared to 25-34 years old).



Figure 2: Natural essential oil products of brand Haku (Source: hakufarm.vn)
Ha Eva

Ha Eva natural essential oil brand was established in 2015 with the goal of bringing
happiness to women. With the investment from the parent company (Ha Group), Ha
Eva has built multi-platform communication channels with eye-catching and

consistent images, regularly updated.
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Figure 3: Natural essential oil products of brand Ha Eva (Source: haeva.com.vn)



2.2. Brand overview

After having an overview of the essential oil market in Vietnam, we will analyze the
factors of the Farm & Forest business.

2.2.1. Consumer knowledge
Quantitative research

According to the research paper "Survey on user understanding of pure natural
essential oils" with 200 people living and working in Ho Chi Minh City, the age group
is mainly around 18-34 years old. Among them, 68% are currently working as
brainworkers and 40% of those surveyed have an income of 10-20 million
VND/month. Moreover, 86% of people surveyed have used essential oils. The above
factors are also the things that draw the current customer portrait of the brand.

Age group
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Figure 4: Chart of age group distribution in the survey (Source: Author’s Design)
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Figure 5: Occupational classification chart of survey participants

(Source: Author’s Design)
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Figure 6: Survey participants' monthly income chart (Source: Author’s Design)



Among those who used essential oils, the main purpose they used was to spray the
room to deodorize (66.5%) and to help focus more at work (44.2%), most of them
used essential oils because they were introduced by acquaintances (62.8%).
However, only 39.5% of them have heard of the Farm & Forest brand and 18.6%

have used the brand's essential oils.

Purpose of use

150

100

50

Deodorize space Help focus Psychological treatment Find old memories

Figure 8: The graph shows the purpose of using essential oils

of the survey participants (Source: Author’s Design)

For those who have used Farm & Forest's products, most of them feel satisfied with
aspects of the brand such as store space, staff service attitude, product variety,
quality scents, source materials and product packaging. Besides, the online media
factor is not appreciated and the product price is rated at a normal level. In addition,

customers are willing to recommend the Farm & Forest brand to their friends.
Qualitative research

Through interviews with 2 of the most loyal customers of the brand, we found in
common that these are customers who are or have lived in Ho Chi Minh City. Their
common point is that they like to use natural essential oil products, with a pleasant

scent, not too strong. And Farm & Forest met all their needs.



The sale of ceramics at Yen Lam Pottery shop (located in the same location as Farm
& Forest) has greatly helped in attracting new customers to the store. Among the 2
interviewed customers, one knew and used Farm & Forest's essential oils because
he was a previous customer of Yen Lam Ceramic, the other one started buying and
using essential oils because of their cute appearance. of the ceramic essential oil
burner that Yen Lam Ceramic Shop sells. That helps us to assess that Farm &
Forest's customer acquisition communication is not good enough to attract new
customers. But in terms of quality, Farm & Forest's essential oils are of very good

quality, enough for them to maintain their use and loyalty to the brand for a long time.

2.2.2. Brand resonance pyramid

4. Relationships —
2
Resonance What about you and me?

S m
1. Identity —
Who are you?

Figure 9: Brand Resonance Pyramid Model (Source: Model)

3. Response —
What about you?

2. Meaning —
What are you?

Brand Salience

Farm & Forest does not have a good brand identity system, quite few customers
remember when only 39.5% of those who have used essential oils know the brand.

In addition, the brand elements are not unified and linked.
Brand Performance

At this ingredient level, Farm & Forest gets relatively good reviews for providing

various aspects of essential oils. In which the majority of users feel that the brand



has done well in terms of space, variety of designs, staff service attitude, quality of
scents as well as source of ingredients. However, the communication part has not

been appreciated by users.
Brand Imagery

Farm & Forest has not yet shaped the brand personality in the minds of customers.
Most customers only remember the brand due to the characteristic scent of pure

natural essential oils here.
Brand Judgement

The results of the interview and survey have proved that Farm & Forest is recognized
by the maijority of customers for its product quality and comfort every time they come
to the store. Even so, customers still do not appreciate how information reaches them

through the media.
Brand Feeling

Customers' affection for the brand is highly appreciated, when they think that they will
be loyal to the brand thanks to the next products and services. New customers
choose a brand more because of a friend's recommendation than by feeling

connected with themselves.
Brand Resonance

Because of the lack and certain prejudices with the brand at the bottom of the
pyramid, the resonance between Farm & Forest and customers is not really strong.

Customers tend to be more willing to recommend a brand's products to their friends,
2.2.3. Brand problem
Brand Identity

Although Farm & Forest has changed its logo and application on product packaging
since 2017. The logo is designed in a simple, vintage direction, suitable for the
customers that the brand is targeting, but However, until now, except for product
packaging, there has been no further development of the brand identity as well as

other brand elements.
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Figure 10: Farm & Forest’s logo (Source: Farm & Forest)

In addition, the brand's identity, color and concept are not identical on the two current
brand's communication channels. While Facebook uses the new brand identity
changed from 5 years ago, up to now, the website still uses the old identity and
colors. The URL of the current website (http://www.tinhdauff.com) is also not really

effective for brand association.
Communication channels

Farm & Forest Facebook Page domain: facebook.com/tinhdaufarmandforest
Current advantage

Farm & Forest has long had its own Facebook page. Currently, the page has 14824
likes and 15155 followers, creating a reputation and impression for the public who
first visit the page. Information such as “About” or contact information has been fully
updated. Most of the posts are about content sharing the effects and stories of
essential oils with images related to the product. These images are usually taken with
gentle, old-fashioned natural scenes with a little color correction, still ensuring the
natural and vintage concept of the brand.
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Figure 11: Brand's Facebook page (Source: Farm & Forest)


https://www.facebook.com/tinhdaufarmandforest

Existing problem

The number of Facebook page likes of the current brand is high, but it is intervened
(buying likes) but not the number of customers increases naturally. Therefore, the
number of reach and interactions of the posts on the page are very low. In 2022, the
average reach of each post on Facebook page is only 200 times/post, of which 5187

out of the total 8,866 approaches come from 3 articles running ads.
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Figure 12: A post on Facebook Page (Source: Farm & Forest)

The problem with the content of the page lies in the fact that the article is quite long,
but the presentation does not highlight the main content of the article, making it
difficult for readers to follow the writer's intentions; The posts have not attached
contact information or attached hashtags. In terms of images, the brand has not built
this aspect consistently and has a clear and uniform layout, and the posts on the

page do not have the brand's logo.

Regarding Instagram, the brand uses several domains for Instagram, they had built
this channels with different names (@tinhdauff, @farmforestpureoil, @tinhdauff2016)



but they did not know who was running them, the holder of these channels as well as
does not invest in developing content for the channel. This leads to difficulties when

visitors can confuse Farm & Forest's official Instagram page with old domain names.

tinhdauff2016
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Figure 13: One of the brand's Instagram accounts
(Source: Farm & Forest)

2.2.5. SWOT analysis
Strength

The shop has a 12-year history - quite early in the Vietnamese essential oil market.
From there, it can be seen that the brand has a reputation for essential oil quality.

Although the number of loyal customers is not too much, it is stable.

Pure natural essential oil products with clear origin (the store also gives priority to
selling essential oils produced in Viethamese farms) with stable scent quality and
quite different in quality. compared to other brands of natural essential oils. This is the
main strength that helps Farm & Forest retain long-term customers and have existed

for 12 years.

There are many unique blends of essential oil products that are only available at

Farm & Forest such as “Rainy”, “Sunny”, “Mun oi lan di”, “Déo dai nao chan oi’, ...

carefully prepared with experience in using raw materials essential oil method of the



owner of the brand. This is a group of products that create the uniqueness and

uniqueness of the store.

Business owners directly sell and consult. Because of that, the enthusiasm,
enthusiastic advice as well as a deep understanding of aromatherapy are highly
appreciated by customers. This is a strong point that not all essential oil stores

possess.

Although the space is small, it is neatly arranged in harmony with nature for
customers to experience the scent. This is like a place for people to reflect and talk to

themselves, away from the hustle and bustle of Saigon.

Having a parent company, Hoang Giang ceramics, has experience in producing
items of natural origin in traditional and vintage style. At the same time, there is a
joint company, Yen Lam Gom in the same building, which has a wide customer base

and has many similarities with the brand.
Weakness

Low brand awareness in the market. Brand communication has not been
promoted. At Farm & Forest, there is no main person in charge of the brand's
communication, so planning a communication strategy for the brand is
unprecedented. Moreover, the small Farm & Forest store sign, out of sight and
unattractive, is still the same old logo image even though the brand has changed its
logo for 5 years. The store is located in a business complex building, from the outside

looking unremarkable and eye-catching.

The communication channel has not yet developed and fully conveyed the
message. Currently, the brand only has a Facebook channel and a website, there is
no official channel on other platforms. The content and images are also not properly

invested.

The brand personality has not been clearly built. Customers know and use the

brand's products mostly because of the scent of the product.
Opportunity

Farm & Forest is a trademark of the same owner, same company, same
headquarters as Yen Lam Gom brand. This business segment can be combined to

develop together. Farm & Forest is able to add a unique array of designs to its



unique and unique ceramic oil burners. The combination for business (e.g. selling by

combo) will be an opportunity for business segments to support each other.

- The business opportunities of this industry are still expanding if it is combined with
the preparation of products from essential oils or materials that can be combined with
essential oils (alcohol, base oils, ...) to create self-application products such as

soap or room freshener to help users save time, easier and more convenient.

- The community of essential oil users in Vietham is quite limited, so this could be
an opportunity to connect these people together to bring together people with similar
interests. Moreover, this can be an opportunity to position the business owner as an

expert in the essential oil market.
Threat

- Competitors with many price segments and strong communication channels are

appearing more and more.

- The fact that businesses only focus on product quality can be a minus point if they do
not make good use of this point, because competitors can create trending product

lines to attract customers.

3. Campaign

3.1. Statement of Needs

Brand identity

Farm & Forest's brand identity has not been uniformly developed and associated with

brand elements.
Communication channels

The brand's communication channels are still monotonous and do not fully convey

the message they want.

Brand personality

The current brand has not yet built its own image and characteristic character,
although it has many advantages in terms of product quality as well as customer

sentiment.



3.2. Strategy

Starting in early June, this 50-day campaign will focus on building brand identity and
personality. Regarding social networking platforms, the campaign will promote message
transmission through the company's main social network, Facebook, including creating
different categories to emphasize content, including a series of podcasts about life balance
story, at the same time building a community group of potential people with an interest in
psychological and emotional problems (potential customers of natural essential oils), besides
creating a new Instagram to promote the image section to attract young customers in Ho Chi
Minh City.

3.3. Goals & objectives

3.3.1. Campaign goals
- Completing the Farm & Forest brand identity.

- Shaping the image and personality of the brand through telling the brand story on the

media channels.

- Enhance customer engagement with brands by increasing people's understanding of

pure essential oils and their emotional balancing benefits.
3.3.2. Communication objectives
- Increase from 500 to 1500 average reach per facebook page post.
- Increase from 14800 to 15300 Facebook page likes.
- Get at least 500 views/video for a video of a podcast series.
- Reach 1000 members to join the community group on Facebook.

- Gain 300 followers on a new media channel - Instagram.
3.4. Messages
3.4.1. Messages objectives

See/hear

Increase user awareness of the brand.



Think/Understand

Help customers have a good understanding about the brand, promote brand
association, associate brand personality with the keyword "balance", mental health

care.
Feel
Touch emotions and create empathy for customers.
3.4.2. Target audiences
Demographic
- Age: 18 - 34 years old
- Live and work in the Ho Chi Minh City
- Occupation: Brainworker

- Income level from 9 million/month (based on the average income of people in HCMC

is 8.9 million/month)
Psychographic
- Pay attention to mental health issues.
- Are experiencing or are likely to face difficulties in life balance
- Like to experience nature, gentle, deep.
- Tends to seek sharing.

3.4.3. Insight

Target audiences are people who are having an imbalance between different issues
in their lives. This imbalance can be the result of their inability to fulfill their own
responsibilities between different aspects of their lives or appear when these responsibilities
become overwhelming, or overlapping together. Some people don't even realize that they

are out of balance, when they have been used to such a lifestyle for a long time.

This condition has a negative effect on a person's emotional balance, and over

time, a person becomes weak and susceptible to physical ilinesses.



3.4.4. Big Idea:

“Clra tiém clia sw can bang” (The Shop of Balance)

3.4.5. Key message

Farm & Forest is not simply a shop selling pure natural essential oils to help support

your health and spirit, it is also a place to help you have time to sit back and think, share

stories, relieve pressure and partially regain balance in life.

3.5. Communication plan

3.5.1. Targeted media

Channel Site Message

Facebook Facebook “Farm & Forest | Product posts, focus on
Tinh Dau Nguyén Chét’ | content.
(Farm & Forest's official
Facebook channel)
Group “Tram can bang cdm | Building a community to
xuac” on Facebook | discuss emotional balance,
(Community group to share, | essential oil applications.
heal the soul and tips on
using essential oils)

Instagram Instagram Product posts, focus on

“tinhdau.farmandforest”
(Farm & Forest's official

Instagram channel)

images.

Figure 14: Plan to use communication channels (Source: Author’s Design)




In this campaign, we choose the existing platform of the brand, the social network
Facebook, to launch the campaign. In addition, the campaign also helps the brand build a

new Instagram channel.
Facebook

According to statistics from NapoleonCat, the 25-34 age group accounted for the
majority of Facebook usage in Vietnam as of May 2022, and the 18-24 age group followed
closely behind. The age group 18-34 is also the target group in this campaign, accounting for

55.1% of the total number of users on this platform in Vietnam.

According to QandMe, Facebook users mainly use this social network to follow
friends, update news, interests and make purchases. This can be the place to convey the

content, story, and build the personality that the brand wants.

Facebook users in Viet Nam ﬁ

May 2022
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Figure 15: Facebook users in Vietnam chart (Source: NapoleonCat)



Reasons to use social media by social media

Facebook Zalo Instagram

Friends / Family communication
No.1 5%

Friends / Family communication News / trends update
NM% 50%

News / frends update Friends / Family communication
25% 47%

News / trends update
No.2 55%

No.3 Interests / hobbies update Interests / hobbies update Interests / hobbies update

3
ES

49% 21% 45%
No.4 Shopping (buy goods) Post my lifestyle Update about celebrities
’ 43% 21% 43%
No.5 Receive career / biz information Receive career / biz information Post my lifestyle
03 21% 23%
No.6 Post my lifestyle Find new friends w/ same interests Shopping (buy goods)
- 35% 19% 18%

While Facebook has a versatile usage, Zalo is used mainly for friends / family communication.
Instagram is for receiving the information about the favorite celebrities or the latest trend

Figure 16: Reason to use social media (Source: QandMe)
Instagram
According to statistics from NapoleonCat, the 18-24 age group dominates in
using Instagram in Vietnam as of May 2022, and the 25-34 age group also accounts
for a relatively high percentage. The age group 18-34 is also the target group in this

campaign, accounting for 72.4% of the total number of users on this platform in

Vietnam.

Instagram users in Viet Nam
May 2022
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Figure 17: Instagram users in Vietnam chart (Source: NapoleonCat)



This is considered a place to be yourself, update trends, interests.
Instagram's strength is to help businesses build brands in terms of images. It is a way

to increase brand awareness.
3.5.2. Tactics
Facebook page

The post is divided into 5 categories according to the concept of storytelling -

conversation:
o Podcast category: “Hit thé sau - can bang cadm xuc”

In the form of a video podcast, the column tells the host's and guest's
personal stories about personal feelings, reactions and thoughts on issues in
life. This is the most important section of the campaign on the Facebook page

channel.

o Category "Tram can bang cdm xuc": inspirational articles and stories
associated with emotional balance and life balance from books are

commented from the admin's perspective.

o Category "Chuyén cua mui hwong": stories associated with essential oil

scents, descriptions of natural essential oils currently available at the store.

o Category "Kién thirc tinh dau": Articles sharing about the health-related

effects of essential oils, instructions for use, instructions for mixing,...

o Category "Huwong lan téa": social activities, events of the brand on the

sidelines of the campaign, impact on the environment, ...

Use seeding on key campaign posts by sharing your brand's posts in groups with the
same target audience as the campaign.

Run ads with important content.
Facebook group

Use interactive seeding on each article to create a lively exchange on the group
regularly.

Seeding introduces new groups in many other groups with the same target audience.



Instagram

- Remove and rename the old unused Instagram domains.

- Create a direct interaction on the brand's Instagram story so that the target audience

better remembers the brand.

- Run Instagram story ads for important posts.

3.5.3. Campaign timeline

Period Objectives Time Channel Events - Activities
- Launched a new media channel, instagram.
- Announcement, change the brand identity.
Facebook page &
Perfecting the Instagram
image, . . .
05/06 Post articles of content categories to introduce general
shaping the o )
15/06 brands and existing product lines.
brand
personality
Create a group and build the group's initial discussion
Facebook Group
structure.
|
- Launching the Podcast "Hit th& sau - can bang cdm
Facebook xuc" once a week.
page - Continue to post articles from 4 content categories.
Continue to post articles from 4 content categories.
Create brand Instagram
16/06
associations
15/07

and empathy




Facebook group

- Continue to create frequent and varied discussions
about emotional balance equations.

- Review and seeding of pure natural essential oils in
general, and Farm & Forest in particular as a form of

mental health support.

Create 15/07
interaction 25/07
and share

Facebook page

Mini game: “Can bang cdm xuc” - Emotional balance.

Giveaway essential oil product set.

Instagram

- Mini game: “Can bang cam xuc” - Emotional balance.
Giveaway essential oil product set.

- Continue to post articles from 4 content categories.

Figure 18: Campaign Timeline (Source: Author’s Design)

3.6.Budget
Item Cost (VND) Note
Ads costs
Facebook 1.500.000
Instagram 1.500.000




Gift costs

Minigame gift 3.000.000 Including artifacts
Gift for podcast guest 3.000.000 Including artifacts
Contingency 1.000.000

10.000.000

Figure 19: Budget Estimation (Source: Author’s Design)

3.7. Evaluation

Period 1

Track the growth of Facebook page reach, Instagram page followers, and Facebook

group members every 5 days to assess effectiveness.
Period 2

Observe the number of views and the public's attitude to interact in Podcasts on
Facebook page to assess the effectiveness, then make a plan to adjust the time,
duration, and content of the following videos to suit the needs of the viewers.
Observe and measure the number of discussions, the level of interaction for posts on
Facebook groups as well as the growth rate of the number of group members once a
week.

Measure the public's engagement and attitude towards Instagram posts and the
reach of Instagram stories once a week to gauge the post's effectiveness and make

adjustments accordingly.



Period 3

- Measure the reach and number of people participating in the minigame to assess the
effect of the spread and the attitude of customers.
- Measure public engagement with questions on each Instagram's story to gauge

empathy, interest, and engagement.

- After the end of the campaign, send a survey with questions about brand awareness

and reasons for knowing the brand to evaluate the effectiveness of the campaign.

Il. PRODUCTION

1. Progress report 1 (25/6)

1.1. Current situation

1.1.1. Timeline progress report
Because Farm & Forest business requested a change in the image orientation and sales
campaign, and had to re-confirm the information many times, there was a delay, the
campaign started 2 days late. Therefore, we have planned to revise it to better suit the

campaign as follows:

Objectives Time Channel Events - Activities

- Launched a new media channel - Instagram.

- Announcement, change the brand identity.

07/06 | Facebook
- page &

17/06 | Instagram
Post articles of content categories to introduce

general brands and existing product lines.
Perfecting
the image,

shaping the




brand

personality Facebook Create a group and build the group's initial
Group discussion structure.
- Launching the Podcast "Hit thé sau - can bang cdm
Facebook xuc" once a week.
page - Continue to post articles from 4 content categories.
18/06 Instagram - Create highlight stories about existing essential oils.
) - Continue to post articles from 4 content categories.
30/06 _ _ _ _
Facebook - Continue to create frequent and varied discussions
Create brand
. group about emotional balance equations.
associations
and empathy - Review and seeding of pure natural essential oils in
general, and Farm & Forest in particular as a form of
mental health support.
Create 01/07 | Facebook - Launched the "essential oil for beginners" set
interaction - page product.
and share 25/07 - Mini game: “Can bang cam xuc” - Emotional
balance. Giveaway essential oil product set..
Instagram - Mini game: “Can bang cam xuc” - Emotional

balance. Giveaway essential oil product set.

- Continue to post articles from 4 content categories.

Figure 21: Timeline progress (Source: Author’s Design)

After going through phase 1 of the brand identity change, Farm & Forest has been well

received from the community. Currently, we are working on phase 2 “Create brand

associations and empathy”. At this stage, we will mainly maintain posts with content related

to essential oils and life balance to build a brand image in the eyes of users. From there,

prepare for the launch of "Essential oils for beginners" in phase 3.

1.1.2. Objectives progress report

With the communication objectives set at the beginning of the campaign, the numbers below

are the results we temporarily obtained from June 8 - June 24 (16 days)




Objectives Current Target Progress

Increase 1000 average reach per 514 1000 51%
facebook page post. (from 500 to 1000)

Increase 500 Facebook page likes. 224 500 45%
(from 14800 to 15300)

Get at least 500 views/video for a video 374 500 85%

of a podcast series.

Reach 1000 members to join the 394 1000 39%

community group on Facebook.

Gain 300 followers on a new media 129 300 43%

channel - Instagram.

Figure 22: Objectives progress (Source: Author’s Design)

1.2. Current problem & solution

1.2.1. Brand run product ads without announcing

Figure 23: Advertisement post of the brand (Source: Author’s Design)
After agreeing and approving our campaign (June 5 - July 25), on June 9, the brand side ran

an ad for a product post published on May 30 without telling us. It's a product advertisement



that has received very high reach and engagement (about 14000 reach, compared to the
current 500 average reach per page post). This can affect campaign measurement results
because the number of visitors to the fan page may be due to the impact of product

promotion, so they can reach the business without depending on the campaign.

After some deliberation, we decided to measure based on the number of people reaching
each post, rather than measuring the number of visitors over time. This can minimize the

error in measuring the number of people reaching through the campaign.

1.2.2. Implementation progress is slow

Due to factors such as average reach per post, fanpage likes and the number of members
joining Facebook Group in the recent period is not high, although this is also to be expected

as this is only a period of image change, not the strategic stage of increasing engagement.

Therefore, at a later stage, we will increase seeding and run ads for some important articles

to enhance the effectiveness of the campaign.

1.3. Communication channels

1.3.1 General image orientation

The weakness of the brand is that the image has not been associated with the brand identity,
so we set a fresh image and color orientation, in harmony with nature, combined with
vintage, inspired by the logo and stamp printed on the product bottle label of the Farm &
Forest brand. For posts on Facebook Page and Instagram, images and posts are used

uniformly, and the size is adjusted based on the type of post on different platforms.

!

podeast HIT THE SAU
GAN BANG CANI XUC

THUYET PHUC BAN THAN
CHAP NHAN CHiNH MINH

Viet Hai

Figure 24: Thumbnail for podcast series (Source: Author’s Design)
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Figure 25: Image used for Instagram (Source: Author’s Design)
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Figure 27: Carousel post applicated for Instagram (Source: Author’s Design)




Particularly for the Facebook Group channel "Tram Can Bang Cam Xuc", this is a secondary
channel to attract target customers, so it will not be directly associated with the brand.
Instead, we use an image orientation that is somewhat similar in typeface and color to create

brand associations in terms of attitude.

~ TRAN
CAN BANG
CAM XUC

TR AN BANG CAM UG

S Vi vé mé ra A
tiing trang sach cuge ddi..  KHONG

£0 CHU LA BI! " (il

ON CA MA! P | xu[:

tot hay

Figure 28: Image of Facebook Group post "Tram Cén Bang Cém Xuc"

(Source: Author’s Design)
1.3.2. Facebook Page and Instagram

To serve the campaign, each post on these two platforms will be associated with keywords
such as "balance", "care", "health" or "spirit". Posts using images are divided into 4

categories listed in the table below.



Categories Content Classify Hashtag Weigh

Inspirational articles and stories |- Feeling

o . |associated  with  emotional |- Story
Tram cén bang cam . #Tramcanb
] balance and life balance from|- No need to 40%
xuc _ angcamxuc
books are commented on from [involve

the admin's perspective. essential oils

Stories associated with |- Feeling

R X _.|essential oil scents, |- Story
Chuyén cua mui o . #Chuyencu
descriptions of natural essential |- Need related ) 20%
hwong ) . . _|amuihuong
oils currently available at the |to essential oil

store. scent

Articles sharing about the

- Science
. o . effects of essential oils related #kienthuctin
Kién thre tinh dau . i - Research 20%
to health, instructions for use, Guid hdau
- Guide

instructions for mixing, ...

Brand stories, social activities,
R events of the brand on the(- PR information [#huonglant
Hwong lan toéa o ) 20%
sidelines of the campaign, |- Sympathy oa

impact on the environment, ...

Figure 29: Facebook content categories (Source: Author’s Design)

In addition, the podcast series "Hit thé sau - Can bang cdm xtc" will be posted on Facebook
Page, then cut into small pieces to post on Facebook Reels and Instagram Story to increase
reach. Podcasts will be broadcast weekly with different guests, telling the story of their life
imbalances and how they overcame them. The beginning and intro of each podcast issue

will be associated with the image of burning essential oils.

Part Content Script

MC: Xin chao moi ngw®i, minh la Ngoc Lam va day
About podcasts . o L . .
la Podcast “Hit thé sau - can bang cam xuc”

Intro

Introduction



Introduce content and guests

Chao mirng moi ngudi da dén véi tap [SO TAP] cla

chudi podcast "Hit thé sau - can bang cdm xuc".

O mébi sb podcast, ching ta s& cé mot khach moi
cung déng hanh dé ké vé cau chuyén cta ho rang ho
da trng mét can bang, chénh vénh nhw thé nao va
ho da lam nhirng gi d& can bang lai cudc sdng cla

minh.

Tai s6 m& man ngay hém nay, ching ta sé& cung
chao dén [KHACH MOI]. Xin chao anh/chi a!

Guests introduce themselves

GUEST: Xin chao moi ngwdi, minh la... Minh rét
VUi.......... (Bay td cam nght khi la khach moi cla

chudi podcast)

Telling stories

Suggest for guests to guess
the scent of essential oil being

burned.

MC: [GUEST] nay, anh/chi ngti th(r xem hém nay
chwong trinh da dét mui gi cho anh/chi?

Hints the

unbalanced story

on guest's

MC: C6 phai mui hwong nay...

Guest talk about how to solve

the problem

Ending

Suggest a scent that matches
the guest's personality for a

special gift

MC: Cam on [GUEST] da tham gia chwong trinh
podcast ngay hédm nay. Hy vong cau chuyén cla
[GUEST] sé& dem lai nhirng théng diép tich cwc cho
cac quy vi khan thinh gia. Bay la mén qua ma
chwong trinh d& pha va danh tang riéng cho
[GUEST].

GUEST: Cam on [MC] da cho [GUEST] co hdi duwoc
chia sé va trdi long. Chic chwong trinh ngay cang

thanh céng. Xin chao MC va chao tat c& moi nguoi.

MC: Xin chao tit ca cac ban, hen gap lai cac ban
trong sb tiép theo clia chubi Podcast “Hit thé sau -

can bang cam xuc!”.




Figure 30: Podcast script (Source: Author’s Design)

Currently, the podcast has aired the first episode with the guest who is the founder of the

Farm & Forest business.

No Title Guest | Duration | View | Reach | Reaction Link
1 | Thuyét phuc ban than | Viét Hai 36:23 403 914 35 Episode
chéap nhan chinh minh 01

(Convince yourself to

accept yourself)

Figure 31: Podcast result (Source: Author’s Design)

1.3.3. Facebook Group

The content of group posts will focus on the story of imbalance and how to find balance in
life. In it, group members can post and share their own stories and others will comment their
reaction to seed the post. The admin of the group will review the content of the post and
adjust the number of posts in the group to avoid negative post content in the group. Posts

will be hashtagged and divided into different categories.

In addition to the content that users themselves post and share, we also seed on social
networking sites or groups related to psychology and emotions, and potential customers of

essential oils.

Categories Content Classify Hashtag

- Information
Share thoughts of station members at |- Story

L their personal perspective on issues |- Social o
Ban tin tai tram ) ] #Bantintaitram
related to psychology and emotions in{commentary

society - Closeness

Interesting scientific studies on human |- Information
. . emotions.  Experience  methods, |Science .
Chiéc can cam xuc . #Chieccancamxuc
therapy, treatment, support emotional |- Knowledge

balance.



https://www.facebook.com/watch/130244463670215/460547065898570
https://www.facebook.com/watch/130244463670215/460547065898570

Share life-experience stories of|- Personal story

Trai nghiém lang|emotional peaks (joy, happiness, |- Personal

X ] ] ) } ) #Langnghecamxuc
nghe cam xuc euphoria, sadness, pain, anxiety) and |perspective
how people have rebalanced them. - Closeness
People's Q&A corner on emotional |- Closeness
Ban o©i, cho minh
issues, mental health and support|- Connection #BanoiChominhhoi

hai...
methods. - Interactive

Figure 32: Facebook group content categories (Source: Author’s Design)

2. Progress report 2 (16/7)

2.1. Current situation

2.1.1. Timeline progress report

Currently, the campaign has completed phase 2 and is entering the final stage of "Create
interaction and share". We have a little change in the minigame content to attract customers

to participate more.

Objectives Time Channel Events - Activities
18/06 - | Facebook - Launching the Podcast "Hit thé sau - can
30/06 bang cdm xUc" once a week.
page

- Continue to post articles from 4 content

categories.

Instagram Continue to post articles from 4 content

categories.
Create brand

associations

and empathy




Facebook - Continue to create frequent and varied

group discussions about emotional balance equations.

- Review and seeding of pure natural essential
oils in general, and Farm & Forest in particular

as a form of mental health support.

Create 01/07 - | Facebook - Launched the "essential oil for beginners" set
interaction 25/07 page product.
and share

- Mini game: “Balanced essential oils”.

Giveaway essential oil product set.

Instagram - Create a series of interactions that include
questions about emotional and mental balance

posted on stories.

- Continue to post articles from 4 content

categories.

Figure 33: Timeline progress (Source: Author’s Design)

2.1.2. Objectives progress report

With the communication objectives set at the beginning of the campaign, the numbers below

are the results we temporarily obtained from June 8 - July 16 (39 days)



Objectives Current Target Progress

Increase 1000 reach from 500 to 1500 555 1000 56%

average reach per Facebook page post.

Increase 500 Facebook page likes. 239 500 48%
(from 14800 to 15300)

Get at least 500 views/video for a video 500 500 100%

of a podcast series.

Reach 1000 members to join the 601 1000 60%

community group on Facebook.

Gain 300 followers on a new media 306 300 102%

channel - Instagram.

Figure 34: Objectives progress (Source: Author’s Design)

2.2. Communication channels

2.2.1. Seeding

Recently, we have set up a seeding team of 5 people aged 18-35 and used some of the

main seeding methods for channels as follows:

- Facebook page: Like each post, comment and share some important articles, create

a fixed interactive background for each post.

- Facebook group: Take turns writing, sharing posts, creating interactions in the group,

and commenting on other posts created by other members of the group.

Comment seeding introduces the group on Facebook community pages that are

related to essential oils or have a large number of potential customers.



- Instagram: Use Farm & Forest's main account to interact in some potential accounts
that follow other pages of the same type (followers of essential oil stores, scented

candles, ...)
2.2.2. Facebook Page

Content

Page continued to post with 4 categories in the time frame 8pm. to 9pm. with a unified
concept and image, and created an ad for a product "essential oil combo for beginners”.

Farm & Forest Tinh Ddu Nguyén Chat

}an wnIng - 10

GIAM AU LO TIEU CUC VG! TINH DAU HOA CAM =

D€ miéu ta v& mii hudng cha tinh ddu hoa cam chic | ching ta c6 thé hinh dung rang tha mii d6 ngot
ngao va chiing chac nhu mét ngudi phu nif trudng thanh, digm dam. Mai hudng ndy dé gay xao xuyé&n
nhé nhung cho ngudi sif dung ngay tif [in diu ngdi thir. Khng bist tai sao nhung mdi khi sit dung ban
tinh d3u nay, minh hay nhd v& me minh hdi con tré (khi minh con thg). Mi huong hoa cam ciing nhu
hinh dnh cia me minh, xinh dep, diu dang va l... Xem thém

F“ /l

CAN BANG

CAM XUC

- M
- TINH DAU
: HOA CAM

\

Figure 35: Posts in category “Tram Cén Bang Cém Xuc” - Emotion Balancing Station
(Source: Author’s Design)




‘ Farm & Forest Tinh Dau Nguyén Chat

Ban thin nhiing ngudi ban tinh diu c6 xut x( t

trong nhigu khé va ngén rung
toc, tri mun, cho da nhdn va dac 3 a n (¢ ma). "
Bé€ cham séc da, ban c6 thé cho 3-4 giot tinh

thém

NHOM TINH DAU U 60

Figure 36: Posts in category “Kién Thirc Tinh Dau” -
Essential Oils Knowledge (Source: Author’s Design)

G VOl TINH DAU ANDANTE =*
3n hé v& néng nuc, toc tai of bét dinh hoai, chay ngoai dudng thi nhu dang ngdi trong 16 Idfa thidu
mét nghin d6, vira bdt rit vira véi vang. Ngudi ta vén dang phai chay dua trong cuds
thém chay dua v i ndng chdy da ¢ L , dé&i Goén hay n
nhu m&t chén thién dan yén tinh, am, cham r3 t nhién 13 mat lanh.

Tiém minh ciling nhu moi ngudi, nhé Ba Lat dén da diét... Xem thém

~ SONG CHAM LA
CUNG TINH DAU ANDANTE

“cham i, clng

g0l m3 Farm & Fo

43 By cam hing ti
ving dit DaLat

Figure 37: Posts in category “Chuyén Caa Mui Hwong”
Story Of Scent (Source: Author’s Design)



Farm & Forest Tinh D3u Nguyén Chat
-1

Tir khi x3y dung thuong hié
thién nhién, khéng hoa « hay pha tap. Vay ngo;
gang trd thanh mét “Tiém xanh”. Bén canh viéc sif dung tdi gi chai thiy tinh,
Farm & Forest cén c6 chuong trinh uu d3i V& THON HAN danh cho nhifng ban t4i sif dung chai lo, déta
cung yéu dat... Xem thém

REFILL 2%

TINH DAU=

MON QUA TINH DAU DANH CHO BAN =

Farm & Forest gifi t6i ban bd sin phdm danh cho nhitng ngudi ban mdi, mudn thif t

ma chufa c6 cd héi bit dau, hoic don gian I3 mudn danh ting mét mén qua cho ngudi minh trén quy.
Vdi gia thanh g&c 375k nay chi con 259k khi ban mua tron b i khuy€n mai gém c6:

(" 4 chai tinh d3u 5ml (g8m Cam Ngot, Théng Alpe, Tuyét Tang, O4i Huong Otto)

** 1 dén x8ng tinh d3u

" ... Xem thém

CHO NG
WG BAT AU

/4 /,-'// P
- ==
A

Figure 39: The post advertises the "essential oil combo for beginners”
(Source: Author’s Design)



Podcast

Podcast has completed 4 broadcast episodes and is currently discontinued, below are the

details about each episode by the end of July 15.

(Know yourself to

understand others)

No Title Guest | Duration | View | Reach | Reaction Link
1 Thuyét phuc ban than | Viét Hai 36:23 471 1330 54 Episode
chép nhan chinh minh 01
(Convince yourself to

accept yourself)

2 [Vwot qua ranh qigi Van 37:57 568 1639 50 Episode
khac biét van héa | Hoan 02
(Crossing the
boundaries of cultural
differences)

3 | Bét dau t nhivng viéc | Minh 38:20 | 464 | 1223 49 Episode
ban than yéu thich | Tuan 03
(Start with what you
love)

4 [Hiéu rd ban than dé [ KENam | 25:15 | 495 | 834 44 Episode
thdu hiéu moi nguoi 04

Figure 40: Podcast list (Source: Author’s Design)



https://www.facebook.com/watch/130244463670215/460547065898570
https://www.facebook.com/watch/130244463670215/460547065898570
https://www.facebook.com/tinhdaufarmandforest/videos/1372457873247690/
https://www.facebook.com/tinhdaufarmandforest/videos/1372457873247690/
https://www.facebook.com/watch/?v=370767831830834
https://www.facebook.com/watch/?v=370767831830834
https://www.facebook.com/watch/?v=5210423155704303
https://www.facebook.com/watch/?v=5210423155704303

Problem
Video length is too long

The podcast category with a length of more than 30 minutes an episode is too long
and not enough to attract and retain users on the Facebook platform because of the

"fast" trend when using social networks.

Use a lot of capitalized words in the title

After posting the first two episodes, Facebook warned the page that using too many
articles with capitalized titles could lead them to suspect that the article was "trigger"

in nature, so Facebook will automatically reduce engagement with these posts.
Solution
Cut down video length and remove capital letters

We decided to cut the podcast video length by cutting out pieces of content that were
redundant or unrelated to the topic of the campaign. In the 4th episode, the video
length has been reduced to 25 minutes, compared to the original 57 minutes before

cutting.

In addition, we have also simplified the content of the video title and removed the

capitalization.
2.2.3. Facebook Group

As of July 15, 2022, the group has 601 members and a total of 46 posts shared on the
community group (including admin posts), on average there are 1-2 posts per day. Posts on
Facebook Group by seeding are usually articles that provide knowledge and theory. Most of
the posts shared by other members are posts expressing personal feelings and questions

and answers related to emotions.



© CELIE

WIS KHUU GIAC
i ! quyet dinh

B CAM XUC

/ |mikesrgenisciak.com

4 **Khiu giac - giac quan anh
hudng I8n dén tri nhd va cam xuc **

Sy that la day than kinh khiru
ching

Ban c6 thé€ bat ngd vdi... Xem thém

Chinh sita

3 binh luén

o) Thich (J Binh luan

Tat ca binh ludn «

Diéu Hoa

Bai viét n6i dng nammm, minh ma
nghe 1 cdi mui quen thudc nao d6
thi minh c6 cam gidc nhu dang &

Viét binh luan.. Q0B

r K& Nam

Yéu thich - H =]
MGt ngay nhigu may, ma c6 gio, tui lai than tho
nghi

- Tu tin |2 gi nhi?

Minh muén xin y ki€n cia moi ngudi vé su tu tin.
Minh dang phdn van tu tin Ia két qua cia qua
trinh ¢6 gang va gat hai thanh qua, hay 1a mot
trong nhitng nhan t6 ton tai sin trong mdi
ngudi, 13 cai xuat hién tru6c dé tao dong luc thic
ddy mét ca nhan?

.. Xem thém

9 binh luén
(J Binh luan
Tat ca binh ludn »

Ngoc Lam Ngé

Tui nghi n6 khé & ché minh hi€u
ngudi do6 dén dau 6. Vi dy nhu tui
dang ludt web, va t i

nang vdi lai cai hi

d6 té that su, 4i 16i to dung
& dé. Nhung ma tui khéng hoc
code, tui khéng biét chita né thé

Figure 42: Posts by other members of the group (Source: Facebook Group)

The reactions of the group members, although few, are quite positive. Although the number

of likes on each post is not much, the number of members who follow the fixed article is also

quite stable, the number of reach of each post averages more than 200.
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TAM HON 16 TUOI
Dang néi vé nhifng sinh vat dudi vung sau thém, cé loai
nhdp nhap, cé dén, khéng 18...

- Tao dé y con gi cang trén cao thi tudi tho cang ngan,
ngudc lai dudi sau thi tudi tho cang dai.

- Vay ha. bau may vi du thir coi!

- Chim né, né séng trén cao nén tudi tho vai thang. Co thé
vai ndm. Con cé may con nhu ¢ voi, ca heo, rua bién thi
song ¢6 khi lau hon ngudi nira.

T6i ngdm nght mét Iic. Vi du la vé tim thi c6 bao céo khao
hoc nao lién hé gilfa dé cao ndi sinh vat véi tudi tho khéng
ha? Cé thi ciing khong biét bao gid téi méi mér... Xem thém

© Do quan tri vién thém #chiase #Langnghecamxuc
#canbangcamxuc

Xem thong tin chi tiét |S6 ngusi tiép can bai viét: 290

ODs 18 7 binh luén

é Thanh vién nhém eee
4 ngay - &
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Figure 43: Average post reach (Source: Facebook Group)
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Figure 44: Group growth chart: Posts, comments and emotions, excluding admin posts

(Source: Meta Business Suite)

With the goal of creating a community group of people who care about mental health, laying
the foundation for the brand's target customer file in the future, up to the present time, Group
"Emotional balance station" is still operating and quite stable. The profile of participating
members is also in the target customer file with the age from 18 to 35 years old and mainly
living in Ho Chi Minh City.

D4 tudi va gidi tinh @

44% N 56% Nam 0% Tty chinh

Figure 45: Chart of age and gender of group members (Source: Meta Business Suite)



Tinh/thanh phé c6 nhigu thanh vién nhat
Thanh phé H& Chi Minh

Cai Be, Tién Giang

Thi Dau M6t, Binh Ducng

Ap Hau Hoa, Tién Giang Province
Di An, Binh Dudng

Cén Tha

Bién Hoa, Pdng Nai

Ap An Thai, Tién Giang Province

Ha Noi

Cai Lay, Tién Giang

Figure 46: Statistics on distribution of group members by

geographical location (Source: Meta Business Suite)

Currently, the group's activities are still quite stable, although the number of members is not
increasing as fast as in the early stages, there is still a slight increase. In the near future, we

will promote the seeding group to develop the group faster.

Téng sé thanh vién: 594 §
15 Thang 7, 2022

ing 5 29 Thang 5 5 Thang 6 12 Thang 6 19 Thang 6 26 Thang 6 3 Thang 7 10 Thang 7

Figure 47: Growth chart of the total number of members

in the group "Emotional Balance Station" (Source: Meta Business Suite)



2.2.4. Instagram

As of July 16, the Instagram channel has reached 305 followers, the channel has 27 posts
with an average of 10 hearts/posts. The content of the Instagram channel is unified with the
Facebook channel and is emphasized on the image when there is a link to the article in the
feed.

&  tinhdau.farmandforest N

27 305 1,913

Posts Followers Following

Farm & Forest Tinh Dau Nguyén Chat

B Clratiém cla swr can bang B

£ 9A Nguyén Hiru Canh, Q.Binh Thanh, TRHCM
0335.776.774

See translation

fb.com/tinhdaufarmandforest/

Figure 48: Instagram page info (Source: Farm & Forest’s Instagram)
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Figure 49: Recent Posts (Source: Farm & Forest’s Instagram)



In addition, this channel also creates some highlight stories on the wall of the personal page

so that customers can access and track pre-sorted essential oil products.

bén Xong Nhom Go Nhom La Nhom Hoa Blend kha

Figure 50: Highlight story is displayed below the

business information (Source: Farm & Forest’s Instagram)
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- Cai thign cac duting dén cia no chiu trach nhigm tap trung - Khang viém, giam sung - Kong mét tri viém mii hong
- Cai thign kj néng todn hoc va tri nhd dai han - Bidm triéu ching cam sdt va ho trg hé mién dich - Pha vao nuidc hodc con rifa tay, st khudn tot

- M4t-xa dé lam dju gan cot

Figure 51: The images that appear when clicking on

highlight story (Source: Farm & Forest’s Instagram)

2.3. Other contents

2.3.1. Increase sales for business

Although this is a campaign that does not work for the purpose of selling or increasing the
number of customer messages for the brand, the number of messages from Farm & Forest
customers has also increased and the product sells with regular frequency and more often
than before the campaign (Information provided by the business). Specifically, the data



shows that within 40 days before the campaign, Farm & Forest received messages from 16
customers via Facebook Page. Compared to 40 days of the campaign, the number of
messaging accounts for Farm & Forest reached 52 people (Including Instagram and
Facebook), an increase of more than 3 times compared to the previous period.

2.3.2. Budget

Below is the table of funds used up to July 16

Item Used (VND) Cost (VND) Note

Ads costs

Facebook 628.000 1.500.000

Instagram 498.000 1.500.000
Gift costs
Minigame gift 0 3.000.000 Including artifacts
Gift for podcast guest | 3.000.000 3.000.000 Including artifacts
Contingency 0 1.000.000
TOTAL 4.126.000 10.000.000

Figure 52: Facebook users in Vietnam chart (Source: Author’s Design)



I1l. EVALUATION

1. Goals & Objectives

1.1. Campaign Objectives

Brand ldentity

Based on survey results, up to 64.3% of customers think that they can easily identify Farm &
Forest's media publications. This shows that the brand has successfully built their own

identity, making them unique and different from competitors in the industry.

Survey results on the ease of brand recognition Farm & Forest

80

60

40

20

Strongly Disagree Disagree Neutral Agree Strongly Agree

Figure 53: Consent chart "You can easily identify which media publications are Farm &
Forest" (Source: Author’s Design)

Communication Channels

Communication channels have also been promoted when up to 64.7% said that they
strongly agree with the idea that Farm & Forest's communication has done well. In addition,
in this survey, 60% of respondents know the brand through Facebook and 30% from

Instagram.



Survey results about Farm & Forest doing good communication
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Strongly Disagree Disagree Neutral Agree Strongly Agree

Figure 54: Consent chart "Do you feel that Farm & Forest
has done good communication on online platforms?" (Source: Author’s Design)

Graph of respondents distribution across platforms

Recommended
2,0%

Instagram
30,4%

Facebook
67,6%

Figure 55: Response chart to answer the question “Where did you know
about Farm & Forest?” (Source: Author’s Design)



Brand Personality

With adjectives such as "close", "deep", "gently", customers can feel that the Farm & Forest
brand has certain personalities and 63.7% of them strongly agree with the idea. that Farm &
Forest brings them closeness and empathy.

Adjectives describing the brand Farm & Forest

80

60

40

20

Close Deep Gently Attentive Care Warm

Figure 56: Respondent chart answers the question: "Which adjective do you feel is
appropriate when talking about Farm & Forest?" (Source: Author’s Design)

Survey results on the proximity and ease of empathy of Farm &
Forest
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Strongly Disagree Disagree Neutral Agree Strongly Agree

Figure 57: Consent chart “You feel Farm & Forest
brings a sense of closeness and can easily empathize” (Source: Author’s Design)



Moreover, they can find value here such as "helps to relax", "providing interesting
knowledge" or "regaining balance in life". Thus, not to mention products, Farm & Forest has

brought positive impacts to their potential customers and kept their loyal customers attached.

Graph of the benefits that Farm & Forest brings

80
60
40
20
0
Helps To Relax Providing Regaining Sharing Take Care Mental
Interesting Balance In Life Emotions Health
Knowledge

Figure 58: Respondent chart answers the question "Do you feel that the content posted on
Farm & Forest's social media platforms are of any help to you?" (Source: Author’s Design)

1.2. Communication Objectives

With the communication objectives set at the beginning of the campaign, the numbers below

are the results we temporarily obtained from June 8 - July 25 (47 days)

Objectives Current Target Progress Weight
Increase 1000 reach from 500 to 890 1000 89%
1500 average reach per facebook
page post
50%
Increase 500 Facebook page 622 500 124%

likes. (from 14800 to 15300)




Get at least 500 views/video for a 570 500 114%

video of a podcast series.

Gain 300 followers on a new 414 300 138% 40%
media channel - Instagram.

Reach 1000 members to join the 638 1000 64% 10%
community group on Facebook.

Figure 59: Communication objectives (Source: Author’s Design)

2. Budget

After the end of the campaign, we had budget changes when we reached an agreement with

the business on reducing the value of the gift for podcast guests to 100,000 VND/episode.

Below is a table of our actual expenses.

Item Used (VND) Cost (VND) Note
Ads costs
Facebook 1.187.000 1.500.000
Instagram 1.156.000 1.500.000
Gift costs
Minigame gift 3.000.000 3.000.000 Including artifacts
Gift for podcast guest | 400.000 3.000.000 Including artifacts




Contingency 0 1.000.000

TOTAL 5.743.000 10.000.000

Figure 60: Facebook users in Vietnam chart (Source: Author’s Design)

3. Other results

Increase sales for business

According to the information provided by the business, we have the parameters as the table

below to compare the same period 45 days before and after the campaign.

Facebook Direct | Instagram Direct Online Total Revenue
Messages Messages Orders Orders
Before 20 0 18 68 -
After 59 15 41 97 -
Growth 295% +15 228% 143% 136%

Figure 61: Facebook users in Vietnam chart (Source: Author’s Design)

Thus, it can be seen that although there is no sales target, the campaign has also brought

certain benefits in terms of sales for the Farm & Forest brand.

Opportunity to continue working with Farm & Forest

Before the end of the campaign (specifically on July 15, 2022), the business made an offer
for two members of the team to continue working as a media freelancer for the parent
company of Farm & Forest is Hoang Giang ceramic company. This shows that the business
has recognized and felt satisfied with the campaign results that have been achieved even

though it has not entered the climax.



4. Key Learning

Pay attention to the policies

A thorough understanding of the policies on the platforms you communicate with also plays
an important role in the campaign. Because Facebook updated some new policies such as
related to headline capitalization mentioned above, some of our posts have been restricted
and automatically reduced engagement. This is also one of the points to keep in mind when

continuing other projects in the future.

Re-use whenever possible

For small and medium-sized businesses, especially niche markets such as essential oils, the
reuse of old content still brings a certain effect. This ensures frequent repetition of content
and helps keep important information from being lost. Besides, there should also be

improvements to not be duplicated with the old version.

5. Future Plan

Completing accompanying publications

After researching and completing sending brand guidelines for businesses, we continue to
take product photos and design communication publications for businesses such as cards or
product menus. In which the product menu is designed in a square size so that customers
can flexibly monitor on both computer and mobile devices, and the menu is also displayed in
Vietnamese - English bilingual to serve foreign customers. These publications are linked and

uniform, bearing the brand mark.



Figure 62: Thank you card attached to the product (Source: Author’s Design)

Figure 63: Product menu for the store (Source: Author’s Design)



Bringing products to Shopee platform

In the near future (Q4/2022), the business will open a sales channel and upload all natural
essential oil products on the Shopee platform. Understanding this, we have supported
businesses to take product photos and design thumbnails for products posted on Shopee. In
addition, we will also study the buying behavior of users on this platform to work towards

coming up with a suitable communication strategy to coordinate across platforms.

(ORANGE PEEL) ' 8

tinhdau farmandforest

Figure 64: Product photo and corresponding design thumbnail (Source: Author’s Design)
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V. APPENDICES

1. Quantitative research

We conducted a survey of 200 respondents on consumer understanding of essential oils,
which included additional categories of people who have not and have used essential oils,
and expanded the question to those who have known the brand of pure natural essential oil
Farm & Forest.

1.1. General information

D6 tudi cta ban:

Tir 35-44 tudi
6,0% .
Trén 45 tudi
2,0%

T 18-24 tudi
38.0%

T 25-34 tudi
54,0%

Figure 65: Age distribution (Source: Author’s Design)



Gi&i tinh cta ban:
200 cAu tra 1oi

Nam
48,0%

N
52,0%

Figure 66: Sex distribution (Source: Author’s Design)
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2,0%

Lao déng tri 6c - thoig...
16,0%

Lao dong tri oc - trong...
52,0%

Hoc sinh/sinh vién
26,0%

Figure 67: Occupation distribution (Source: Author’s Design)



Thu nhap hang thang hién tai:
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10,0%
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Chuwa co thu nhap
16,0%

Tir 5-10 triéu déng
22,0%

Figure 68: Monthly income (Source: Author’s Design)
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Figure 69: Self-assessment of personality (Source: Author’s Design)



Ban da tirng st dung tinh dau chwa?

200 cau tra loi
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Da st dung
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Figure 70: Classification of essential oil uses (Source: Author’s Design)
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Figure 71: Time to use essential oils (Source: Author’s Design)
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Figure 72: Criteria for buying essential oils (Source: Author’s Design)
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Figure 73: How to buy essential oils (Source: Author’s Design)



Néu mua online thi ban sé Iwa chon mua & dau?
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Séan thurong mai dién t&r Website san pham Mang xa hoi Khéng mua online
Figure 74: Where to buy essential oils online (Source: Author’s Design)
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Figure 75: Where to buy essential oils offline (Source: Author’s Design)

Ban sé ddng y bd ra bao nhiéu tién dé& mua 10ml tinh dau
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Figure 76: Price of essential oils ready to spend (Source: Author’s Design)

1.2. Respondents who have used essential oils

Ban thwdng s& dung tinh dau v&i muc dich gi?
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Tim vé ky trc ci Diéu tri tam ly Tap trung cong viec  Khir mui khéng gian

Figure 77: Purpose of using essential oils (Source: Author’s Design)



Ban da st dung tinh dau bao lau ré6i?

172 cau tra loi
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Figure 78: Time used essential oil (Source: Author’s Design)
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Figure 79: Reasons to use essential oils for the first time (Source: Author’s Design)
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Figure 80: Frequency of using essential oils (Source: Author’s Design)
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Figure 81: Essential oil usage chart (Source: Author’s Design)



Néu khéng con st dung thi ly do ban quyét dinh dirng lai 1a gi?
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hwong yéu thich

Figure 82: Reasons to stop using essential oils (Source: Author’s Design)
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Figure 83: Distinguish essential oils (Source: Author’s Design)



Khi nhac vé tinh dau thién nhién nguyén chét, ban nghi dén
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nhién strc khde

Figure 84: Knowledge of pure natural essential oils (Source: Author’s Design)

Ban da biét t&i thwong hiéu tinh dau Farm & Forest chwa?
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Chwa nghe qua D3 biét toi Pa st dung qua

Figure 85: Knowledge of Farm & Forest pure natural essential oils (Source: Author’s Design)
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Figure 86: Using products of Farm & Forest (Source: Author’s Design)

1.3. Respondents who have not used essential oils

Khi nhac vé tinh dau thién nhién nguyén chét, ban nghi dén
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Figure 87: Knowledge of pure natural essential oils
(Source: Author’s Design)
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Figure 88: Think about the use of natural essential oils (Source: Author’s Design)

Ban da biét t¢i thwong hiéu tinh ddu Farm & Forest chwa?
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Figure 89: Knowledge of Farm & Forest pure natural essential oils
(Source: Author’s Design)



1.4. Respondents already know the brand Farm & Forest

Ban danh gia nhirng khia canh sau day & Farm & Forest - Tinh
Dau Nguyén Chéat nhw thé nao? [Khéng gian ctra hang]
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Figure 90: Evaluate Farm & Forest in terms of store space (Source: Author’s Design)
Ban danh gia nhirng khia canh sau day & Farm & Forest - Tinh
Dau Nguyén Chat nhw thé nao? [Truyén théng truwc tuyén]
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Figure 91: Evaluate Farm & Forest in terms of online communication
(Source: Author’s Design)



Ban danh gia nhirng khia canh sau day & Farm & Forest - Tinh
Dau Nguyén Chat nhw thé nao? [Thai dd phuc vu nhan vién]
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Figure 92: Evaluate Farm & Forest in terms of employee service attitude
(Source: Author’s Design)

Ban danh gia nhirng khia canh sau day & Farm & Forest - Tinh
Dau Nguyén Chat nhw thé nao? [Sw da dang san pham]
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Figure 93: Evaluate Farm & Forest in terms of product diversity (Source: Author’s Design)



Ban danh gia nhirng khia canh sau day & Farm & Forest - Tinh
Dau Nguyén Chét nhw thé nao? [Chét lwong mui huong]

28 cau tra I&vi

20
15

10

Réatte Kha té Binh thuéng Kha én Ré&t tt
Figure 94: Evaluate Farm & Forest in terms of scent quality (Source: Author’s Design)

Ban danh gia nhirng khia canh sau day & Farm & Forest - Tinh
Dau Nguyén Chét nhw thé nao? [Ngudn nguyén liéu]

28 cau tra I&vi

20
15

10

Réatte Kha té Binh thuéng Kha én Ré&t tt

Figure 95: Evaluate Farm & Forest in terms of raw materials (Source: Author’s Design)



Ban danh gia nhirng khia canh sau day & Farm & Forest - Tinh
Dau Nguyén Chét nhw thé nao? [Bao bi san pham]

28 cau tra I&vi

20

15

10

Réatte Kha té Binh thuéng Kha én RAat tét
Figure 96: Evaluate Farm & Forest in terms of product packaging (Source: Author’s Design)

Ban danh gia nhirng khia canh sau day & Farm & Forest - Tinh
Dau Nguyén Chat nhw thé nao? [Gia thanh san pham]
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Figure 97: Evaluate Farm & Forest in terms of price (Source: Author’s Design)



Mirc @6 san sang gidi thiéu san pham cla Farm & Forest - Tinh
Dau Nguyén Chat cho nhirng ngudi khac
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Figure 98: Willingness to recommend Farm & Forest to others (Source: Author’s Design)

2. Qualitative research

We conducted an in-depth interview with questions about the Farm & Forest brand for 2
loyal customers of the store.

2.1. Loyal customer 1
Interviewer: Alo em chao chi
Interviewee: Chao em.

Interviewer: Da em cadm on chj vi chi d& déng y nhan cudc phdng van ctia em. Em
bén mang truyén théng clia Farm & Forest. B&n em chuan bj cé mét cai chién dich
truyén théng maéi cho brand cho nén l1a em muén nhd dé phdng van chi vé nhirng
trdi nghiém cuda chj vé tinh dau & chi. Em c6 mét s cau hdi nhw sau thi em dadm bao
la sé bao mat thong tin ca nhan cuda chi va chi lu hanh néi bd théi a.

Interviewer: Da dau tién chi cho em xin phép xin tén cda chi cling nhw nghé nghiép
cta chij va do tudi cling nhw la chi dang & thanh phé nao vay a?

Interviewee: Tran Ha Phwong Thao
Interviewer: Da
Interviewee: 36 tudi em. O TP.HCM em. Chi lam nghé day hoc.

Interviewer: Da chij day cap 2 hay cép 3 vay chj?



Interviewee: Chj day Cao Bang, Dai hoc em.

Interviewer: Da em cdm on chi. Em thay chi mua nhiéu don hang & bén em rdi 4 chi.
Vay em mudn biét 14 chi mua nhitng cai don hang d6 vé chj 1a chi st dung cho chj
hay la dé chi gri tdng ngwoi than chi vay chj?

Interviewee: A chij vira xai vira tang luén em.

Interviewer: Da vay em khéng biét 1a ai da gi&i thiéu chi t&i vai tinh dau tri hay 1a chj
tw tim hiéu vay a?

Interviewee: A tw ti hiéu & em.
Interviewer: Chi xai tinh dau dwoc bao nhiéu lau réi chi?
Interviewee: Chac cling khodng 3-4 ndm rbi 4 em.

Interviewer: Da. Em khéng biét 1a trwdc khi chi t&i véi Farm & Forest thi chj cé mua
¢ nhirng cai Brand nao khac khéng chj?

Interviewee: A chi mua & bén nwéc ngoai &.
Interviewer: Da.

Interviewee: Ban chj g&ri v& dum cho chi. Nhung ma sau nay chi mua bén em khéng
ha.

Interviewer: Da. Chj biét t¢i bén em la nh& truyén thoongg trén mang xa hoi hay 1a
nh& cac kénh nao khac vay chi?

Interviewee: Facebook a em.

Interviewer: Da. Vay thi em mudn hdi chi mét xiu 1a em khéng biét vi ly do gi ma chj
da gang bé vai Brand tui em trong mét thdi gian dai nhw vay a? Chj thich mui hwong
bén em hay la vi ly do gi a?

Interviewee: A néi chung la tai vi 1a th& nhat 14 thay gia ca ciing hop ly 4 em. Thir 2
la mui hwong cling ok em. Vi lai cai dich vu bén em, cai service n6 cling t&t nén chi
xai bén em. Véi lai chi thuwéng thich mét cai brand nao chi sé xai lau dai chi héng c6
doi a em.

Interviewer: Da, chi oi trwéc t&i nay chi cé ghé bén clra hang bén em lan nao chua
chi hay la chij chi dat online a?

Interviewee: Chwa em, chj chi dat online khéong ha.

Interviewer: Da, Vay thi khhi ma chj mua tinh dau a chi, chj mua vé&i muc dich 14 chj
mudn trdi nghiém mui hwong dé tri liéu strc khoé tam Iy hay la chi mudn xéng dé giai
cam hay sao chj?



Interviewee: A chi mua |a d& x6ng nha ctra cho né thom & em, thwong thuwong la
nhw vay.

Interviewer: Da.

Interviewee: Réi dung dé& lau nha clra. N6i chung 1a d& cho khéng gian né thoang,
sach, thom & em. Cht khéng c6 dé tri liéu hay gi hét.

Interviewer: Da, Vay thi...
*Tiéng 6n*
Interviewee: Em nai di.

Interviewer: Da, chij oi vay thi em muén hdi chj la mui hwong nao la mui hwong chi
yéu thich nhét cGa brand em vay chi?

Interviewee: A bac ha & em.

Interviewer: Da vay la chi mua mui don thdéi chr chi khéng thich mui blend ha chi?
Interviewee: A khoéng khéng.

Interviewer: Chj cé thr cai mui blend nao khéng?

Interviewee: Chj c6 th& blend nhwng ma chi khéng c6 thich 1dm. Chi thdy né hoi
ndng so v&i cai khdng gian ctia chi muébn a. Chij chi thich nhitng cai mui né thanh né
nhe théi. Nén chi khéng xai mui blend bén em.

Interviewer: Da trwéc khi chi tiép xdc véi tinh dau thién nhién nguyén chéat thi chj cé
xai may loai hwong liéu khéng chi?

Interviewee: A khéng em, chi xai thién nhién khoéng. Chi khéng thich mui céng
nghiép em.

Interviewer: Da, cé nghia la trwéc do6 chi da cé thé phan biét dwoc nhivng loai mui
do...

Interviewee: A khong khoéng, khiru giac thi khéng phan biét dwoc em. Nhwng ma thi
nhat 1a chj wu tién nhirng cai sdn pham thuan thién nhién. Thi 2 1a nhirng san pham
ma cdng nghiép, hwong liéu & thwdng cai mui né rat 1a nang. N6 lam cho minh cdm
théy khéng cé thoai mai, hoi ngdt ngat 4 em.

Interviewer: Da.
Interviewee: Do, thi chi khédng c6 xai, nén chj chi xai tinh dau thién nhién thoi.

Interviewer: Da chi oi vay thi chi nghi 1a cai wu diém nhat cla loai tinh ddu dé chi
chon la gi vay chi.



Interviewee: A th& nhat la chi cé con nhd nén chi wu tién nhirng san pham thién
nhién dé an toan cho tré. Cai thir 2 la san phdm thién nhién thi né khéng bam mui
lau, khdéng lam cho khéng gian minh bi ngét ngat nang mui.

Interviewer: Da

Interviewee: Cai thtr 3 l1a bén em. Chi rat thich nhirng bai cham séc chia sé cia bén
em vé tinh dau. Thi chj doc Fanpage ciia bén em &. V&i lai bén Yén Lam. Rbi chi
cling mua gébm bén em ludn nén chj thay thich cai phong cach bén em nén chi xai
san phdm bén em. Nay chi néi v&i em rdi &, chi xai cai san pham ctia bén nao ma
chi thich thi chi sé& khéng thay dbi.

Interviewer: Da vay |a trwéc day 1a chi biét téi Yén Lam (clra hang gébm cuing cong ty
chd quan) trwéc hay chi biét téi Farm & Forest trwéc vay chi?

Interviewee: Yén Lam trwéce.
Interviewer: Da. Em cam on chi nhiéu a. Tui em chi muén héi vay théi a.
Interviewee: Roi

Interviewer: Da em mong rang tui em c6 thé cung cép dich vu cho chj & trong twong
lai nhiéu hon niva a. Nhirng dich vu tét hon a.

Interviewee: A rbi.
Interviewer: Em cam on chj nhiéu a
Interviewee: R6i cdm on em ha. Réi chao em.
Interviewer: Da em chao chi.
2.2. Loyal customer 2
Interviewee: Alo
Interviewer: Alo da em chao chi!
Interviewee: A chi day!

Interviewer: Da em xin gi®i thiéu véi chi, em la Lam, em bén Farm & Forest a chi.
Em md&i vao a. Em lam bén khau truyén thdng. Hién tai bén ctra hang tinh dau cua
tui em dang chun bj c6 dw an mé&i nén 1a tui em xin phép lién hé véi chi dé dwoc
phéng van chj vai phut d& dwoc phdng van chi vé trai nghiém st dung tinh dau cta
chi & chi. Véi lai ndi dung phédng van thi tui em xin phép gitr bdo mat & chi. Tui em
khéng c6 lan truyén ra ngoai ma chi lwu hanh néi bo.

Interviewee: Cai do thi thoai mai minh khéng cé quan trong cai dé dau.



Interviewer: A da. Tai em ciing so ¢6 nhiéu khach hang so théng tin ca nhan 16 ra
ngoai a chi.

Interviewee: Vi du nhw cudc tro chuyén thi ban c& public ra ngoai con vi du nhw
thdng tin ca nhan nhw sé dién thoai thi cai dé ban git kin cho khach hang la dwoc
roi.

Interviewer: da

Interviewee: Vi thwc té thi nhirng cai thdng tin ca nhan thi public thi né khéng co6
dwoc hay ho cho 1am.

Interviewer: Da

Interviewee: Con vi du nhw la ndi dung cudéc phdéng van hay ndi dung cudc noi
chuyén thi ban ¢ thoai mai, cai do thi binh thwdng ma.

Interviewer: Da. Em lam bén khau nghién cu & cho nén tui em ciing mudn biét trai
nghiém cta khach hang thoi ch tui em cling se khéng public théng tin cta chi a.

Interviewee: U thi cai d6 thi don gian.
Interviewer: Da.

Interviewee: V& bén cai tinh diu thi minh thwc té 1a minh dung rat [ nhiéu nha cung
cap. Minh mua qua mang ciing c6, qua Facebook cling c6 qua Shopee db ciing c6
nhwng ma cai mui n6é khéng cé vira y minh, khdng cé dat chuan dwoc. Cho nén khi
ma minh dung duwoc tr bén ban cai hdi ma ndm bao nhiéu nhé... ndm 2013-2014 gi
dau l1a minh c6 mua bén ban mét Ian roi.

Interviewer: Da

Interviewee: Hoi d6 1a minh vé&i chj & trong Sai Gon @ mua cé dung 1-2 lan gi &y. Thi
minh ciing thdy cai mui & ok. Mt thoi gian sau minh quén minh ciing khéng ¢6 nhé
dén cai clra hang nha ban. Minh di mua chd khac ma cai mua giébng nhw 1a né
khong cé dat chudn. Cai mui né khéng nguyén chét. Minh dung minh chan qua.
Minh dung qué trdi luén. Minh dung téi... c6 cai loai tinh dau s chanh &y minh mua
t&i mwdi may ha 1an Ay, xong minh thay cai mui né khéng c6 thom khéng cé duwoc
ay.

Interviewer: Da

Interviewee: Nhwng ma xong cai hém &y minh tinh c& minh lai tim thdy dwoc cira
hang bén ban. Cai bén ban g&ri cho minh va minh dung ciing thiy ok. N6i chung 1a
mui gibng nhw cai mui gi hdi x& minh dung &¢. Gidng né hoai niém ngay xua 6.

Interviewer: Da, Chi oi vay la chi d& ghé ctra hang clta bén em ludn réi phai khong
chi. Ch&r khéng phai la mua online.



Interviewee: U dung réi chi ghé doé 2-3 1an gi 4. Lan d6 minh mua tinh dau sa chanh
né, sa Java né, bac ha, 0di hwong véi may cai gi 4y minh quén mat tiéu rdi tai lau
qué réi. Minh t&i hdi 2013-2014 gi 4. R&i minh c6 mua cai dén. A héi d6 bén ban cé
céai dén dbét thich I&dm. Dén ddt ma cai dén dét nén tealight 4. Cai dén doé né thiét ké,
sao ma bay gi® khdng thay cai dén day nira.

Interviewer: Da. Vay la chi mua dé chi trai nghiém mui hwong hay la chi két hop tri
liéu sao chj?

Interviewee: Minh thi minh khéng co tri liéu ma thyc té 1a cai phong cda minh né
gidng nhw la cai nha & qué a. Ngay xwa thi minh & trong Sai Gon thi minh dét cho
né thom phong, giébng nhw la minh dét cho né thom phong cho né dé& ngd, minh
ciing hay bij kiéu dang hay bi mat ngt &y. U’ con bay gi& vé qué minh & thi cai phong
né hoi &m thap, gibng nhw 1a né khéng c6 dwoc thom. Vi & qué thi cai mua hé
khéng noéi nhwng ma cai mua déng thi né bi &m thap cai phong ay. Minh dét thir nhét
la nd khir mui, thir 2 1a né dé ngl. V&i cai thoi gian minh bi Covid dy, kho thé thi
minh dét cai sa chanh. V&i 1a minh vira dbt cai s chanh minh vira nhé thém vai giot
bac ha vao thi n6 dé thé hon véi lai né lam cho giac ngt né dé hon ay.

Interviewer: Da vay chj cling sai dé diéu chinh gidc ngl ctia minh véi lai diéu chinh
khéng khi. Da. Vay thi chi cho em hai la chi thich nhat [a mui tinh diu nao va chi hay
str dung nhat la cai mui nao vay chi?

Interviewee: Minh hay st dung nhét 14 cai mui sa chanh. V&i ca 1a Oai huwong. OAi
hwong thuc té d& ma néi thi cai mui oai hwong bén ban rat 1a néng, nhwng ma néng
nhw thé thi né lai nguyén chat hon. Nén 1a minh mét Ian minh dung nhw thé minh chi
nhd 1 dén 2 giot. Vi du nhw minh mua & ngoai & nhirng cai ché khac 4y thi minh
nhd rat 1a nhiéu né ma&i thom. Con bén ban cai mui né dac nén la chi can nhé 1-2
giot 1a né thom réi. N6 rat vira réi. Con vi du nhw minh d6 nhiéu qua thi né lai néng
mui qua. Nén 1a minh hay k& hop nhw la minh d6 sa chanh réi minh nhd thém mét
giot bac ha v&i mét giot 0di hwong gi day. Clr pha cho né nhe nhe thé Ia cai mui
thom né dé chju hon nhiéu 4. Ch& con db oadi hwong ma dé nhiéu nhw d6 sa chanh
& thi né rat 1a nébng mui.

Interviewer: Da, Chi cé sir dung tinh dau thworng mdi ngay khéng chi? Hay la chi st
dung v&i tAn suat nhw thé nao vay chj?

Interviewee: Thi minh ciing hay st dung. N6i chung |a cai dé vé nha minh maéi dét,
vé nha minh ma&i dbt.

Interviewer: Da

Interviewee: Chr minh khéng ¢ dinh nhw |14 2-3 ngay nhw nao hét a. Vi du nhw vé
nha cdm thay cai phong dm d6 la minh dét. Hodc Ia Iic nao minh muén tinh than no
thodi mai ti 1a minh lai dét tinh dau. D4y!

Interviewer: N6 tao thanh cai théi quen cho chi luén a?



Interviewee: A dung 1a cai théi quén vay 4. C&» cdm thay lic nao minh thay thich la
minh dét ha.

Interviewer: Da. Em thdc méac la héi trwdc & chi 1a nguyén nhan nao, ly do nao da
dwa chi t&i véi tinh dau vay chj?

Interviewee: Ngay xwa 1a minh I&n nha chi minh, gibng ndy minh néi véi ban &, minh
lén nha chi minh, nha chi minh & quan 9. A quan 2 chir. Minh & quan 9 nha chj ay &
quan 2. Minh I&n nha chi 4y thi chj 4y dét (tinh dau)... Chj 8y cling qua ban mua y.
Hbi d6 1a clra hang & Nguyén Van Canh hay 1a cai gi... Nguyén V&n Canh dang
khong?

Interviewer: Da Nguyén Hiru Canh. Hién tai van con & do.

Interviewee: A tr d6. Minh nhé 14 1&n cai tang 2 4. Lén cai tang 2 cai chj &y méi dbt
tinh dau. Minh méi hdi “chi mua cai nay & dau ma thom quéa da”. Cai ba chij cho...
Thuec ra ltc dau minh ciing khéng phai thich tinh ddu dau ma minh thich cai dén dét
ay. Cai dén dbt né dé thwong 1am, cai dén doé né dé thwong cwc ky ludn. N6 nhin
yéu lam. Cai minh héi “Chi mua céi dén & dau ma hay dir da?”. Céi lai ly Cafe dun
néng a ban.

Interviewer: Da

Interviewee: U dung réi cai do 1a trén Shopee ndé bdo cé hay sao 4. N6 bao 1a cai
Bép dun ca phé gi 4y. Nhwng ma minh mua thi né lai khéng cé cai mau giébng nhw &
nha ban. Céi hdi xwa ma ben ban ban cai do thi cai chéat liéu né ciing thich ma cai
mau né ciing thich 1dm. Cai ban minh m&i kéu 1a “U’ chi mua & trén Nguyé&n Hivu
Canh” dia chi may doé. Cai xong roéi minh méi & ddy may ngay nha céi ban dét tinh
dau y. Hoi day Ia ban dbt tinh dau sa chanh v&i lai sa java gi diy. O ban dbt sa
chanh vé&i hinh nhu 1a bac ha hay 1a mui gi chi khéng nhé niva. Hay 1a mui tram gb
hay la cai gi chi khong nh& nira. Nhwwng ma chi thich cai mui sa chanh co. Cai xong
rdi minh thay cai mui né c& thom thom né c& dé chju. U hdi d6 |a mua mwa 4, vao
mua mua trén Sai Gon a. Xong minh mua nguyén mét by nhw thé. Cai bo 1a déen
dbt, mua co6 dung cai dén dbt dé théi. Cai mua sa chanh nay, odi hwong nay véi cai
mui gi nira quén mét tiéu réi hinh nhw 1a hwong gb gi 4. U’ cai gi minh quén mét tiéu
rdi. Cai minh ciing dét trong phong, Cai xong rdi tw nhién né thanh cai théi quen 1a
dét tinh dau. Mét thoi gian... Minh bdng mét thdi gian minh khéng cé xai. Béng
nhién moét hém thi hém day minh thay cai nén tealight né dep tr 1au rdi minh khéng
dét tinh dau. Loi cai dén tinh dau ra va dbt. Puwoc mét thei gian thi trung cai dot dich
Covid ay.

Interviewer: Da. Vay la chij xai lau di I&m ludn réi. Nhwng ma IGc ma chi vé qué toi
nay 1a bao nhiéu lau réi chi. Tt luc d6 t&i nay la chi dau cé vé thanh phé dau, chi chi
mua online théi dung khéng chi?

Interviewee: U’ dung rdi minh mua online.



Interviewer: Da

Interviewee: Uhmm nam bao nhiéu nhi. Khéng, minh c6 vao Sai Gon 2 lan. 2-3 lan
gi day. C6 ghé ctra hang ban 1 1an.

Interviewer: Da
Interviewee: C6 ghé clra hang ban 1 1an vao nam 2018 hay sao khéng nhé niva
Interviewer: Da

Interviewee: Xong rdi minh phai mua online. Mua online that ra héi d6 minh khéng
nh& cai ctra hang nha ban dau. Tai minh khéng biét 1a nd c6 ban online khéng minh
khong biét. Thé minh méi mua lung tung khap noi nhwng ma né khéng chuan minh
dau. Dang nhw né bi pha lodng hay 1a né 1a cai loai tinh dau déu hay la gi 8y, néi
chung la dét khong thich.

Interviewer: Da

Interviewee: U néi chung la ndé khdéng nguyén chat nén la th nhat 1a cai mui nd
khong thom. Thir 2 1a db that nhiéu né van khéng thom. Thir 3 la cai mui né khéng
chuén nén minh khéng cé... Tai cai mii cia minh né thinh ma né...

Interviewer: Nhay cam ha chi

Interviewee: N6 cling hoi khé chiu mui. Né nhay cdm 1dm nén minh khé chju mui.
Nén 1a mui ndng qua minh khéng c6 dung dwoc ma cai mui né khéng chuén 1a minh
cling khéng c6 chiu dworc.

Interviewer: Vay la chj t&i clra hang em trai nghiém roéi, em mudn héi la diéu gi ma
lam cho chi thich & cltra hang em a chi?

Interviewee: A thi 14 c6 ban nhan vién rat 1a dé thwong. Chi hdi qua trdi hdi luén,
khéng biét 1a... Hinh nhw khéng phai la anh chi dau. A hdi ddu méi vao hinh nhw 13
anh chd. Hinh nhw 6ng cling map map méap ding héng?

Interviewer: Da, anh chu la anh Hai.

Interviewee: A dang rdi cai héi dau minh t&i clra hanh 1a anh d6 tiép minh. Qi troi oi
minh hdi rat 1a nhidu ma anh rat 1a kién tri tra I&i. DAy. Hi nhiéu cuc ky luén. Day
con 1an sau vao minh cv ldy minh cr 4y nhwng ma 1an sau hinh nhw 14 nhan vién
khac hay sao khong nhé. Nhwng ma minh c chi cai gi ban d6 lay théi ché¢ minh
cling khéng héi nhiéu. Lan dau tién minh d&n & minh hai nhiéu l1am tai la c6 may cai
mon dd la lo hoa lo gdm d6 y, nhin khoai Id&m. Ma minh thi minh khéng cé trung
dwoc may cai day. Minh khéng cé khéng gian v&i ca 1a minh khéng ¢6 trweng duoc
may cai day. Hoi minh la sinh vién ma.

Interviewer: Da



Interviewee: Nén la chi cé hdi may cai tinh ddu dét dét thé théi. Nhwng ma minh
thich héi vé may cai day thi anh kién tri anh trd I&i tirng cau tirng cai mot.

Interviewer: Da, bén tui em thi dwoc cai nhiét tinh a chi.

Interviewee: . That ra thi minh chua tiép xtc nhiéu bén ban nhwng ma an tuwong
dau tién la cai ngudi ma tiép minh dau tién la tai shop a. Hoi day thi chwa déng nhan
vién nhu bay gi®& dau. Ho6i day chi cd mét cai shop dé hay sao a.

Interviewer: Da hién tai cling vay ha chi.

Interviewee: A vay ha. Hoi d6 chwa c6 déng nhan vién nhw 1a cai déi ngli dong hang
rdi giri hang dé d6. Hinh nhw hdi dé la chi cé6 mét nguwdi 2 ngudi lam gi dé. Vi hdi dé
online chwa c6 manh nhw bay gi&. H6i d6 Facebook con chwa c6 thinh hanh nhw
bay gi® nén 1a né ciing han ché nhiéu mé&t. Ma hém minh order vé day nay. Cai bén
van chuyén ho bi... gibng nhw cai ndp né khéng chat y. Nén la bén van chuyén ho bi
lam d6 gan hét, mot lo la d6 hét ludn con modt lo d& mét nira. Cai cai ban nhan vién
bén ban ban dé g&i cho minh (lai) nguyén b dé luén. Cai minh méi bao thoi giri cho
minh 2 cai bj dé 4y, dirng c6 gvi hét toi bén ban. Céi xong ban mai bdo 1a thoi dé
day ban glri hét nguyén bd ludn. Trdi oi tdi nghiép, khdng biét 1a ban 4y cé phai bu
khéng. Tdi nghiép. Minh bao théi c» givi cai phan day théi ban néi théi minh cir dé
d4y dung di.

Interviewer: Da khéng sao dau chi, bén em cham séc khach hang vay a chj. Chi
cling khach hang than quen bén em, mua lau réi cho nén Ia ciing khéng sao dau chi
oi. Tui em khéng c6 mudn khach hang cé nhirng cai trai nghiém khong tét.

Interviewee: Khéng, minh thi cai ddy minh thwdng ma. Thwe té minh bao céai day
cling khéng phai 16i bén ban. Nhiéu khi déng cai nap né hé y thi cai day thi né ciing
khéng mong mudn. Nhwng ma cai khau bén chdm séc khach hang thi minh thay rat
la ok. Vi du nhw Ia cac ban nhiéu khi quan tam. K& ca ban day né, ban c6 mot doi
ngl quay lai hdi y kién khach hang, danh gia trai nghiém dé a thi thwc t& ma bao thi
lam dwoc cai khau dé thi né rat 1a ok. Vi trwdc thi minh ciing c6 lam bén cham séc
khach hang véi ca méy dich vu cham so6c khach hang a. Thi cé6 mét cai déi ngi ma
take care trng khach hang nhw thé thi né ciing rat la hay. Vi du nhw Ia sau nay thi
minh nh& méi cai 4n twong cii v&i cai clra hang, nhw 14 1an dau minh tdi clra hang
thi minh thy anh cha tiép minh rat nhiét tinh, mdc du minh hai rat 14 nhiéu. Troi oi
minh héi rat 1a nhiéu ludn minh ciing thay ngai ludbn ma anh rat la kién tri tra 1&i tieng
cau. Anh ciing vui vé tra I&i tirng cau tirng cau, day an twong ciia minh nhw thé day.
Thi ltc sau minh c& nhé t&i hoai cai khodnh khac dé. Mac du 1a déi khi minh con
thdy ngai minh luén nhwng ma cai nguwdi ban hang rat 1a t& t&. Ma minh ciing la mot
cai ngudi néi chung 1a minh mua hang minh rat 1a dé vi du nhw la gia ca minh ciing
khéng quan tam nhiéu mac du la khéng phai 1a mua sam khéng nhin gia nhwng ma
vi du nhw la gia dé ok thi minh Iay, minh khéng c6 can k& qua. Nhwng ma minh [a
mot cai ngudi rat 1a kho, cuc ky kho trong cai viéc ma dich vu, dy. Nhwng ma minh
rat hai long vé bén ban. Thuc té 1a vi du nhw 1& minh di an mot cai mén gi day,



nhwng ma nhan vién khdng co ok, cé thé la mét cai 16i nhd gi d6 thi minh ok khéng
sao, nhuwng ma vi du nhw cai gi d6 thi minh s& phan héi ngay, néi t6i khéng hai long.
“U t6i khong hai long cai day”. Nhwng ma minh thay bén ban thi minh thdy bén ban
khau cham sdc khach hang 1a cai khau ma sau ban hang thi cac ban lam rat la tbt,
hién tai dén giay phat nay thi cac ban lam rat Ia tét.

Interviewer: Da em nghe em cling vui IAm. Em cam on chi. Vay thi chi oi ngoai tri
nhirng cai nay gi& chi k&, nhivng cai mui d6 4 thi cai luc ma chi téi clra hang em thi
chi c6 ngwi thtr nhirng cai mui khac khong chi hay Ia chi chi thich nhirng mui dé thai.
Vi chi cé thir hét r6i hay la tai nha chi cta chi xai may mui d6 nén chj thay quen rbi
chi mua.

Interviewee: Nha chj cta chi xai sa chanh la chi yéu, véi mui gi chi khéng nhé niva.
RAt |4 1au réi nén chj cling khéng nhé dwoc rd. Nam dé 1a nam 2013-2014 gi d6, dén
nay la 7 8 9 10 nam gi réi chj khéng nhé duwoc nira dau. 9 nam réi khdng thé nhe
duwoc nira. Chi cd n twong dau tién la cai nguoi tiép minh rat 14 nhiét tinh. V&i lai 1a
cai trai nghiém dau tién ma minh tiép xuc tinh ddu minh méi nhé théi. Con bay gidr
ma chi tiét ngtvi mui mui gi thi chi khéng nhé niva. Tai n6 lau qua roi.

Interviewer: Vay la héi dé chi nglvi thtr ba mui sa chanh, s& Java dd nén la chi thich
xong roi chi xai t¢i bay gi®& cling cé nhixtng mui d6. Chj cé nghi la c6 mét ngay nao
doé chi sé trai nghiém thém nhirng mui khac khéng chi?

Interviewee: Thuc ra thi minh giéng nhw 1& minh da thich nhirng cai mui gi réi gi roi
thi minh sé& trung thanh v&i nd cho nén 1a minh cling chuwa co biét 1a sé thich mui
khac hay khéng nhuwng ma vi du nhw 1a nam sau minh cé dip vao Sai Gon minh sé
ghé clra hang ban test th& nhirng cai mui dé va néu duwoc thi minh sé lay thém
nhirng cai mui d6. Thi minh cling khdng biét 1a nhirng céi ui d6 s& nhw thé nao. Con
ngay xwa minh ¢6 nglri xong bay gi&® minh cling chd nhé niva. Tai rat lau 1&m rbi.
Gan ca chuc ndm rdi khéng thé nhé dwoc dau.

Interviewer: Da, Vay em hdi vay ciing xong rdi, em thay chi tra 1&i nhiét tinh qua troi
em cam on chi nhiéu ludn.

Interviewee: U ir ok ban khéng c6 gi

Interviewer: Da ma chj oi chi cho em hdi cau cubi. chi cho em xin théng tin ho va tén,
dd tudi cha chj véi lai nghé nghiép cla chj véi a.

Interviewee: U’ chéc han la ban cso tén minh rdi dung khéng?
Interviewer: Da c6 a tai cai nay em dang ghi lai, ghi am lai a chi...

Interviewee: A & rbi ok. A ho tén ddy du cGa minh la Mai Thi Phwong. Sé dién thoai
c6 can sb dién thoai luén khéng hay 1a sé dién thoai thi minh cé trén don hang roi.

Interviewer: Da s6 dién thoai em c6 rdi a.



Interviewee: Do tudi ctia minh thi, thwe ra 1a cai do tudi thich tinh dau thi sinh vién ho
rat 1a it. Thé nhat 1a cai d6 tudi sinh vién thi gibng nhw la it ngwdi ma dang hwéng
ndi dd cac kiéu Ay. Con khong biét [a moi ngudi nhw thé ndo nhwng ma minh cadm
thdy la vi du nhw 1a thich tinh dau hodc 1a cham chat cho gia dinh thi cai do tudi
gidng nhw 1a qua cai thoi gian vién réi thi ho mai thich. Mac du thi minh thich hoi
s&m 1a vi minh l1a mét cai dira hay thich mam mé céac kiéu trong gia dinh, trong
phong trong dd y. Minh hay thich bay bira nén minh thich 1a né thom phoéng cac
kiéu. Con cai do tudi ma minh thAy ma cadm thay st dung tinh dau nhiéu nhat |a bat
dau tr 26 tudi trd 1en.

Interviewer: Da hién tai la chi bao nhiéu tudi roi chj?
Interviewee: Hién tai bay gi¢ la minh da 29 roi.
Interviewer: Da.

Interviewee: D4y con minh thdy ma vi du nhw 1a hém vira rdi 4, minh cé néi véi ban
la minh c6 order cai tinh dau ma né khéng cé dat chuan hodc 14 né pha ché hoac
khéng nguyén chat gi day. Thi minh ciing pass lai cho ho vi minh khéng cé nhu cau
diung ma. M6t 1an minh mua nhw thé minh mua rat 1a nhiéu. Minh mua nhiéu [dm.
Minh mua mét lan t&i 2-3 h Ian ma dén khi minh test lai khéng ok thé |a minh phai
pass lai. Thi cai d6 tudi ma ho mua y, gibng nhw la nhirng cai ngu®i ma minh dang
pass thi ho lay lai hd ctia minh y thi thwéng & nhirng ngwdi ma trén 30 tudi. Khéng
nh& la bao nhiéu tudi ntra nhwng ma hdi dé minh ciing pass nhiéu 1am. Anh &y 13 35
tudi, mot ngudi 35 tudi né, chi kia 1a hinh nhw 1a 30 hay la 32 tudi gi d6. Do tudi do
tré 1én 14 ngwdi ta thir nhét 1a né cai thién gidc ngl nén la nhiéu ngudi cai do tubi dé
né hay bi mat ng. Cai do tudi dé né tré nén hay bi mat ngl. Thir 2 niva la trong cai
thi gian Covid thi nhiPng ngwdi ma cham chat téi stiec khoé hay la biét nhirng cai gi
can cho strc khoé thi tat nhién la cai do tudi 30 tré 1én roi. Vi cai bon tré tré no “ir
thdi minh udng phai cai thubc gi day ciing khéng sao” nhung ma dé tudi tr 30 trd
l&n thi ho rat la lo so cai sirc khoé minh cé van dé va bat clr ngudi ta nghe cai gi tot
cho strc khoé la nguwdi ta bat ddu mua sdm dé cho ban than va gia dinh minh 4.

Interviewer: Da.
Interviewee: U’ nén 1a cai dd tudi d6 ngwdi ta cham chat dén nhirng cai san pham
nghiéng vé strc khoé nhiéu hon. Nén Ia tinh diu né hay cai thién gidc ngti hodc la n6

xa stress d6 ay. Con cai do tudi nhé nhé thi thwe ra nod cling khéng stress gi ma né
phai dung nhirng cai s&n phdm nhw thé.

Interviewer: Da hién tai la chi khong & TP. HCM nira ma chi dang & Ha Tinh phai
khéng chij?

Interviewee: U’ dung rdi chi dang & Ha Tinh.

Interviewer: Da vay la chi lam cbéng viéc gi& hanh chinh hay la chi lam cdng viéc ty
do th&i gian vay chi?



Interviewee: A minh lam ban hang nén la cai thoi gian cia minh tyw do.
Interviewer: Da réi. Da em cam on chi rat nhiéu.
Interviewee: Ok ban.

Interviewer: Em rat mong la khi chj vao thanh phé thi em sé c6 co hdi dwoc gap chi
tai cra hang a.

Interviewee: U minh khéng chac nhuwng ma khoang chirng cudi ndm nay hodc dau
ndm sau gi day. Noi chung minh khéng hra chac nhwng ma lic nao miinhf vao thi
minh sé gap ban tai ctra hang.

Interviewer: Da da em cam on chi rat nhiéu.

Interviewee: Cam on ban nha! Chuc ban budi téi vui vé.

Interviewer: Chuc chi budi tdi vui vé al Em cdm on chi.

3. Evaluation survey

This is a survey of 100 people after the end of the campaign to evaluate the effectiveness
and feedback of customers on the communication segment of the Farm & Forest brand.

3.1. General Information

PO tudi cta ban 1a bao nhiéu?
103 cau tra loi

@ Duéi 18 tudi
® 18- 24 tudi
24 - 35 tudi
@ 35 - 44 tudi
@ Trén 44 tudi

Figure 99: Age distribution (Source: Author’s Design)



Hién tai ban dang sinh s6ng & dau?
103 cau tra |&i

@ TP. H6 Chi Minh
@ Ha Noi

Figure 100: Geographical distribution (Source: Author’s Design)

Tinh chat céng viéc hién tai cla ban la:
103 cau tra loi

@ Hoc sinh - sinh vién
@ Lao dong tri 6¢
@ Lao déng chan tay

Figure 101: Job distribution (Source: Author’s Design)

Ban da tlrng st dung san pham tur thuong hiéu Tinh dau nguyén chat Farm & Forest chua?
103 cau tra loi

@ Da tng st dung
@ Chua tirng st dung

Figure 102: Use Farm & Forest products or not (Source: Author’s Design)



3.2. Media sense

Ban biét dén Farm & Forest qua dau?
103 cau tra loi

@ Quang céo Facebook Tinh dau nguyén
chéat Farm & Forest

@ Quang céo Instagram
@Tinhdau.farmandforest

@ Ban bé gidi thiéu

@ Nhin thay clra tiém trén duong

Figure 103: The information channel (Source: Author’s Design)

Tinh t&r ndo ban cam thay pht hop khi néi vé Farm & Forest?
103 cau tra loi

Gan gii —73(70,9%)
Chu dao —42 (40,8%)
Nhe nhang —58 (56,3%)
Sau séc —70 (68%)
Quan tam —42 (40,8%)
Am ap —40 (38,8%)
0 20 40 60 80

Figure 104: Adjectives when talking about Farm & Forest (Source: Author’s Design)

Ban cam thay nhirng ndi dung duoc dang tai trén cac nén tang mang xa hoi cia Farm & Forest ¢
giup ich dugc gi cho ban?
103 cau tra loi

Buoc chia sé cam xuc —53(51,5%)
Giup thw gian —78 (75,7%)

Cung cap thém nhiéu kién thirc 64 (62,1%)

tha vi
DPuwoc cham soc strc khoe tlr;lh 34 (33%)
than
Lay lai sy can bang trong ctjoc 53 (51,5%)
song
0 20 40 60 80

Figure 105: Help from Farm & Forest (Source: Author’s Design)



3.3. Media review

Ban cam thay Farm & Forest d& lam truyén théng t6t trén cdc nén tang truc tuyén
103 cau tra 1o

80
60 66 (64,1%)
40
30 (29,1%)
20
0 (0%) 0 (0%)
0 | | 7 (6,8%)
1 2 3 4 5

Figure 106: Farm & Forest's online media review (Source: Author’s Design)

Ban cam thay Farm & Forest dem lai cdm gidc gan gii va cé thé dé dang dong cam
103 céau tra 1o

80
60 65 (63,1%)
40
32 (31,1%)
20
6 (5,8%)
0 (0%) 0 (0%)
0 \ |
1 2 3 4 5

Figure 107: Evaluate Farm & Forest's level of closeness and
ease of empathy (Source: Author’s Design)

Ban s&n sang gidi thiéu thuong hiéu Tinh dau thién nhién Farm & Forest cho ban bé ctia minh
102 céau tra |6i

80
60 62 (60,8%)
40
31 (30,4%)
20
0, 0,
) 0 ((‘) %) 0 (0%) 0 (8,6%)
1 2 3 4 5

Figure 108: Rate the willingness to share Farm & Forest with friends
(Source: Author’s Design)



Ban c6 thé dé dang nhan dién duoc dau 1a an phadm truyén thdng clia Farm & Forest
99 cau tra 16i

80
60 63 (63,6%)
40
30 (30,3%)
20
6 (6,1%)
0 (0%) 0 (0%) \
0 |
1 2 3 4 5

Figure 109: Evaluate the ease of product identification of Farm & Forest
(Source: Author’s Design)



