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1. Introduction

Ngo Ngoc Lam Dang Ngoc Duong
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7 PROBLEM DEFINITIUN T
1. Introduction 3
2 Project overview

oy
\\ FARM & FOREST

PURE ESSENTIAL 0ILS

: In 2010, the brand was founded by
Mr. Hoang Viet Hai in HCMC. With a traditional
and vintage style, Farm & Forest wishes to
bring sympathy with aromatherapy.
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1. Introduction ~ °

Research stages

8/4-5/5 6/5-9/5 10/5-20/5

Overall research Primary research Niche market research




PROBLENI DEFINITION

2. Situational Analysis

Market overview

n g M

POLITICAL ECONOMIC SOCIAL

no attention from concentrated market in big city,
the government different price segments

L |
E | % be
TECHNOLOGY LEGAL ENVIRONMENT

often not associated legal regulations plant origin is
W . with technology are not clear - good for health

passive use of aromatherapy

74 %\ | : - : + *based on PESTLE analysis model
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2. Situational Analysis

Brand Overview

@ 000
cOD

QUANTITATIVE QUALITATIVE
RESEARCH | RESEARCH

"Survey on user understanding of pure
natural essential oils" with 200 people
living and working in Ho Chi Minh City.

Deep interviews with 2 of the most loyal
customers of Farm & Forest.
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2. Situational Analysis
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- AGE GROUP

1824

25-34

‘ 45+

35-44

Quantitative Research %

The age group is mainly
around 18-34 years old.

5



PROBLENI DEFINITION

- Quantitative Research %

GRAPH OF RESPONDENTS DISTRIBUTION ACROSS PLATFORMS

g 4

68% are currently
working as brainworkers.

§ \
® Brainworker ™ Student Manuel workers Others' %
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2. Situational Analysis

Quantitative Research
MONTHLY INCOME

90
80

/0 40% of those surveyed have an

60 income of 10-20 million VND/month.

50

40
30

N
2

5-10M 10-20M 20-40M 40M+
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2. Situational Analysis

Quantitative Research
PURPOSE OF USE

/

140

120 The main purpose they used was

to spray the room to deodorize
i (66.5%) and to help focus more at
80 work [44.2%), most of them used

: essential oils because they were

60 introduced by acquaintances

(62.8%).
40 N
| ™ @

=)

o

Deodorize space Help focus Psychological treatment ~~ Find old memories




~ PROBLEM DEFINITION

2. Situational Analysis

Quantitative Research
HEARD ABOUT FARM FOREST USED FARM FOREST PRODUCTS

The popularity of the
brand is not high.

§ :
A e %




PROBLENI DEFINITION

2. Situational Analysis

18
16
14
12
10

CUSTOMER REVIEWS ABOUT
FARM & FOREST'S ONLINE COMMUNICATION

Quantitative Research %

Online media factor

is not appreciated.

o N M O O

Bad ] Quite Bad Neutral Quite Good Go
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~ Qualitative Research %

Lo B %
HOW THEY KNOW  WHAT THEY LIKE  THEIR COMMENTS

Product quality, scent Communication is not good enough to

g St and appearance. attract new customers. ? é §Eg§\

i



PROBLENI DEFINITION

2. Situational Analysis

Brand resonance pyramid

SATISFIED WITH THE PRODUCT

Customers are satisfied with the quality and service attitude

N0 CLEAR FEELING VET

Customers do not have a clear perception of the brand
GUUQ UUALITV AND SERVICE ATIITUI]E PERFORMIANCE  IMIACERY UNDEFINED PERSONALITY
Appreciated in many aspects but not Most customers only remember the typical scent
g A“ENGE LOW BRAND AWARENESS

Brand elements are notunified and connected

LOVE AND LOYAL TO THE BRAND
Mostly due to friends’ recommendations

strong in communication
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,,// 2. Situatfonal Analysis

=

Brand identity

FAEM -~ FOREST

The logo is designed in a
simple, vintage direction.
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2. Situational Analysis

Brand identity

Thanh phén: Tréc bach diép (Cypress),
“Farm & Forest Tinh Ddu Nguyén Chat"

Bon sam (Clary Sage) , Nhi huong
(Frankincense), Chanh San (Lime).

Find us on FB:

-
£3 %
S g =
g2 3
- g
s 3 &
£S5 2
£ 8 -4
S
SE& -3
235 a
< 2 B 'g
€88 E
c o 2
R o - N ~N
€ 28%c s GREEN FEELING
_:',‘55 o Sunny blend
o 22 « - y
,E:EEE 0"
FEECK

Except for product packaging, there has
been no further development of the brand
identity as well as other brand elements.
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2. Situational Analysis

:

£ o8
i 3
o
¢

.‘"/%g Farm & Forest Tinh Dau Nguyén Chat
E tinhdaufarmandforest 7 (14 bai dénh gi4) - Dich vu tri liéu bing dau thor

S @tin w4

" ADVANTAGES

Currently have 14824 likes
and 15155 followers.

Information such as “About” or
contact has been fully updated.

PROBLEMS

Likes are intervened, not
customers increase naturally.

The reach and interaction of the
posts on the page-are very low.

/

Communication
Channels




PROBLENI DEFINITION

2. Situational Analysis

// Y/

° ° / )y

Communication CI / /‘
) i

H®i ad con nhd, I con em Sai Gon thi ad dudc trdi qua nhifng thdng ndm Sai Gon c6 hai mia mua ning
ré rang. Con mua dau tién thudng xut hién vao dau thang 6 va ciing 13 bio hiéu mua mua d3 bat dau.
Sai Gon ngay nay ciing vin qua miia mua mua ning, nhing né khong con 8n dinh va phan tich ré
thanh hai mia nhu xua nifa, c6 I& 13 Sai Gon ciing nhu bao viing khac ctia tréi d4t, bién déi khi hau 13
tinh hinh chung.

C6 bao gi& ban tu héi, khi hau bién déi thi tdm tinh con ngudi c6 anh hud... Xem thém
- W e
-y

e A § *
Content: share the effects and Long post but does not ' p e .Q’ . : e ™
stories of essential oils. highlight the main idea. . - .
Image: natual and vintage style. Do not include contact
information or hashtags.

Images are inconsistent and

. NN
have a clear, uniform layout.

/
/
y

Do not have logo.

777/} f/’ 144

263 ,
Ngu&i tiép can Luot tuong téc Diém phén phéi Quang cdo bai viét //
i [ FRNERIAL, | TR RS /
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2. Situational Analysis

Communication Channels

tinhdauff2016

16bsiviet  13nguditheodsi  Dang theo dai 17 ngudi ding

Farm&Forest
www.tinhdauff.com

Built Instagram channels
with different names
(@farmforestpureoil, @tinhdauff2016,...)

8 BAI VIET 1 BUJC GAN THE

Do not use for a long time (5+ years)

Do not know who was
holding these domains.

4 y Sit dyng dbu nén
& ®Knéng sir dung véo e holc nutc dé pha
0 théngdauthaiki

| a * = @Xbng tinh dau trong
@““‘"’”’“&’“ 10-15p trong 1 &n.
si

lodng trudc khi sis
fung.

[n ®@Kndng tsm Q"‘fmmmv




PROBLENI DEFINITION

2. Situational Analysis

Competitive
analysis

FARM &
FOREST
§ | 70
4.2,
e o
LOCATION Binh Thanh
district, HOMC
STYLE Vintage, quality
TARGET 29-34 years old
CUSTOMERS
MAIN
COMMUNICATION Facebook
CHANNEL

LA HAKU
CHANIPA

FARV

Binh Thanh
district, HCMC

District 3, HCMC

Vintage, Modern,
traditional youthful, quality
29-34 years old 22-29 years old
Facebook,
Website Instagram,

Shopee, Website

Binh Thanh
district, HCMC

Modern, luxury

25-34 years old

Facebook,
Website,
Shopee
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2. Situational Analysis

STRENGTH

Variety & quality products
Verified origin
Natural experience space

Community-oriented expert

OPPORTUNITY

Create own application products

Position the business owner as an expert

WERKNESS

Low brand awareness

Communication channel has
not yet developed

Brand personality has not been clearly

THREAT

User prejudice about the market
Focus on quality rather than trend

Competitors have s‘trong media

SWO T
Analysis
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Statement
of Needs

<©> BRAND IDENTITY

COMMUNICATION
EZ CHANNELS

4 @ BRAND PERSONALITY
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7 PLANNING :
1. Goals & Objectives - i
- Campaign goals

\\§ BRAND IDENTITY

Orientation of the image and
personality of the brand.

BRAND PERSONALITY

Building a brand has innovation,
capturing customer psychology.

COMMUNICATION
CHANNELS

Promote communication
to transmit knowledge
about pure essential oils.




Nz ™
///0\\\\ - Message objectives

© L
4 &
THINK/UNDERSTAND FEEL

Promoate brand association with the Touch emotions and create
keyword balance, mental health care. empathy with customers.




=

Increase reach per Facebook
page post from 500 to 1500.

\
+000 PAGE LIKES

Increase from 14800 to 15300
Facebook page likes.

000+ VIEWS
PER POST

For each videos of the podcast series.

§ 1500 PER POST
\

% PLANNING g
2. Messages .
- Communication objectives

+300 FOLLOWERS

On Instagram - new
communication channels.

+]000 MEMBERS

To join the community
group on Facebook.
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2. Messages

Target audiences

DENVIOGRAPHIC

Age: 18 - 34 years old

Geographic: live and work in HCMC
Occupation: students, brainworker
Income: 9M+ VND/month

PSVGHUGRAPHIG

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.
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2. Messages

INSIGHT

The hustle and bustle of life makes many
people not take care of themselves, leading
to emotional imbalance.
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2. Messages

FAIM - TCRLST
BIG IDEA § AT

CURTIEM 48
“Clia tiém ctia sy can bang” CUA SU CAN BANG &8

- The Store of Balance

(Je2,
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2. Messages

KEY MESSAGE

Farm & Forest is also a place to help
you have time to sit back and think,
share stories, relieve pressure and
partially regain balance in life.
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3. Communication Plan

@

@

Targeted media

FAGEBOOK PAGE

Main channel of the campaign,
focus on content.

INSTAGRAII

Develop new channel,
focus on visual.

FACEBOOK GROUP

Building a community to discuss
about emotional balance.
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3. Communication Plan

- Campaign timeline

16-11/6  18/6-30/7 17 -25/7

Perfecting the image, Create brand Create interaction
shaping the brand associations and share
personality and empathy
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3. Communication Plan

PERIOD

~Campaign timeline

OBJECTIVES

Perfecting the image,
shaping the brand personality

TIME

07/06-17/06

. Facebook Group

CHANNELS ACTIVITIES

- Launched a new media channel - Instagram.
Facehook Page | - Announcement, change the brand identity.
& Instagram - Post articles of content categories to introduce
general brands and existing product lines.

- Create a group and build the group's initial discussion
structure.
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3. Communication Plan

PERIOD

~Campaign timeline

OBJECTIVES

Create brand associations
and empathy

TIME CHANNELS

Facebook Page

Instagram
18/06-30/06

Facebook Group

ACTIVITIES

- Launched the Podcast "Hit thd séu - cén bang cam
x(c" once a week.
- Continue to post articles from 4 content categories.

- Create highlight stories about existing essential oils.
- Continue to post articles from 4 content categories.

- 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.

=
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3. Communication Plan

PERIOD

~Campaign timeline

OBJECTIVES

Create interaction and share

TIME

01/07-25/07

CHANNELS

Facebook Page

Instagram

Facebook Group

ACTIVITIES

- Launched the "essential ol for beginners” set product.
- Mini game: “Can bang cam xdc” - Emotional balance.
Giveaway essential oil product set.

- Mini game: “Can bang cam xuc” - Emational balance.
Giveaway essential oil product set.
- Continue to post articles from 4 content categories.

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

FACEBOOK PAGE o oo

HIT THd SAU - CAN BANG CAM XUc ~ TRAMCAN BANG Cim Xic
The post is divided into 5 categories according A podcast series that share personal feelings, Inspirational articles and stories
to the concept of storytelling - conversation. reactions and thoughts on issues in life.
1 2 & Q .
CHUYEN COA MUI HUONG HUGNG LAN T6A KIEN THUC TINH DAU
Stories associated with essential oil scents Sideline activities of the brand, Sharing information, health-related effects,

events affecting society = instructions for use of mixing,...
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3. Communication Plan

INSTAGRAIV

Focus on visual expression.

Create a direct interaction on the
brand’s Instagram story.

Il < tinhdau.farmandforest ()

9 109 896
Bai vit  Nguei theo dsi Dang theo dai

Farm & Forest Tinh Dau Nguyén Chat

& Ca tiém cua su ¢an bing

% 9A Nguyén Hiry Canh, Q.Binh Thanh, TRHCM
/ % 0335776.774

I fb,com/tillhdaufarmand!oresl/

j Pang theo doi Nhan tin

\’ KET M
»
@

THM THUG
QUA TINH Dy

b
}

g ‘3 =~
FARN & FORES
NAY BA c0

. INSTAGRA
h>

LCCT i oy
VARUNG T
[

U]

T ooy \oom
TheH 04U B¢ ent mmﬂrmo\‘:f;

€
\ &

Q
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3. Communication Plan

Facebook Page ¢ Instagram

CATECORY CONTENT

L1 Inspirational articles and stories associated with
Tram cén bang . :
T emotional balance and life halance from hooks are

commented on from the admin's perspective.

Chuyénctamui | Stories associated with essential oil scents, descriptions
huong of natural essential oils currently available at the store.

i thiic tinh dau Articles sharing information about the effects of
essential oils related to health, instructions for use & mix.
Brand stories, social activities, events of the brand on the

g o dia sidelines of the campaign, impact on the environment, ...

CLASSIFY

- Feeling
- Story
- No need to involve essential oils

- Feeling
- Story
- Need related to essential oil scent

- Science
- Research
- Guide

- PRinformation
- Sympathy

HASHTAG

#Tramcanbangca
MXUC

t#iChuyencuamuih
uong

#Kienthuctinhdau

#Huonglantoa

IEIGH

40%

20%

20%

20%
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3. Communication Plan

PART | CONTENT

About podcasts
Introduction Introduce content
" and guests

Guests introduce
themselves

Podcast script

SCRIPT
MC: Xin chao moi nguai, minh 2 Ngoc Lam va déy 1a Podcast “Hit thd sau - can bang cam xuc”
Intro
Chao mung moi nguti da dén vai tap [NO.] clia chudi podcast "Hit thd sau - can bang cam xdc".

0 méi s& podcast, ching ta sé ¢ mot khach mai cling dong hanh dé ké vé cau chuyén clia ho réing ho da tiing
mat can bang, chénh vénh nhu thé nao va ho da lam nhiing gi dé can bang lai cudc song ctia minh.

| Tai s md man ngay hom nay, chiing ta sé cting chao don [GUEST]. Xin chao anh/chi a!

GUEST: Xin chao moi nguai, minh [3... Minh rat vui....... (Bay to-cam nghi khi la khach mi cla chui podcast)
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3. Communication Plan

Podcast script

PART CONTENT : : SCRIPT
Suggest for guests to
guess the scent of : ‘  anee T : U SR T 0
et MC: [GUEST] nay, anh/chi ngi thi xem hém nay chuang trinh da d6t mui gi cho anh/chi?
burned.

st Hints on the guest's

unbalanced story MC: C6 phai mui huang nay...

Guest talk about how
to solve the problem .
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3. Communication Plan

PART | CONTENT

Suggest a scent that
ot matchesthe guest's
personality for a
- special gift

Podcast script

SCRIPT

MC: Cam on [GUEST] d4 tham gia chuang trinh podcast ngay hom nay. Hy vong cau chuyén cla [GUEST] sé dem
lai nhiing thong diép tich cuc cho cac quy vi khan thinh gia. Day [a mén qua ma chuadng trinh da pha va danh
tang riéng cho [GUEST]. - :

GUEST: Cam on [MC] da cho [GUEST] ca hgi dudc chia sé va trai long. Chic chuong trinh ngay cang thanh cong.
Xin chao MC va chao tat ca moi nguoi.

MC: Xin chao tt ca cc ban, hen gap lai céc ban trong s6 tiép thea clia chudi Podcast “Hit thd sau - can bing

| cam xuc!”.
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3. Communication Plan

I-Facebook Group

CATEGORY | ~ GONTENT , CLASSIFY

- Information
Al Share thoughts of members at their personal perspective -Story -
Ban tin tai tram ; S EE ] .
on issues related to psychology and emotions in society - Social commentary
- Closeness
Interesting scientific studies on human emotions. RO
R e . - Information Science
Chiéc cancam xic | Experience methods, therapy, treatment, support
: . - Knowledge
emotional balance.
BRI Share life-experience stories of emotional peaks (joy, - Personal story
Trai nghiém lang ; . . : .
R 8 happiness, euphoria, sadness, pain, anxiety]) and how - Personal perspective
nghe cam xuc
people have rebalanced them. - Closeness
Ban ai, People's Q&A corner on emational issues, mental health ;_Closene§ ;
LR - Connection
cho minh hoi... and support methods.

- Interactive

HASHTAG

#Bantintaitram

#Chieccancamxuc

#Langnghecamxuc

#Banoichominhhoi
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4, Budget
CATEGORY [TEM
Facebook
Ads costs
Instagram
Minigame
Gift costs
Podcast guests
Contingency

TOTAL

Budget

COST (unit: un)

1.500.000

1500.000

3.000.000

3.000.000

1.000.000

10.000.000

NOTE

Including artifacts
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- INHEN? WHERE? HOW?

After each stage, there will be an Reviews on Facebook, Instagram Compare the reach and interaction
assessment and appropriate adjustment through Meta Business Suite
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EXECUTION
1. Communication Channels

GENERAL IMAGE ORIENTATION

We set a fresh image and color
orientation, in harmony with nature,

The post that started the campaign on Facebook



EXECUTION
1. Commuinication Channels

GENERAL IMAGE ORIENTATION

Light color -
Dark color |

Color Palette

The concept was inspired by the logo
and stamp printed on the product
hottle label of the Farm & Forest brand.

Elements
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1. Communication Channels

GENERAL IMAGE ORIENTATION

Images and posts are used uniformly, and the size is adjusted based on the type of post on different platforms.

' 3. MASSAGE Q?“
B chine T F—
00 THE

| Sl oung

CHUNG TA CO THE
TINH DAU

?-‘ U DUNG TINH DAU W

PR 11 THE NA0? —= -
- Y

Image series post applicated for Facebook



EXECUTION
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////!\\\ GENERAL IMAGE URIENTATIUN

I

)

Thumbnail for podcast series | ”)\ // )
\ \\\\\\\
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1. Communication Channels

GENERAL IMAGE ORIENTATION

UUUUUUUUUU

FARM & FOREST
NAV PA CU

Instagramfeejd)i | | { ‘)\ / J )
| \ \\\\\\\
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1. Communication Channels

GENERAL IMAGE ORIENTATION

~ TRAM
CAN BANG
CAM XUC

o s
wwwwww

\lui vé md ra ‘ /s
tiig trang sdch cudc ddi..  KHONG

O CHU LAM DI A e B@M
O Ci Ml Xie

/ \ to't.hay

Image of Facebook Group post "Tram Can Béng Cam Xic"

Particularly for the Facebook Group
channel "Tram Can Béng 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.
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1. Communication Channels

FAGEBOOK PAGE

GOI V.CONG THUC

. ~ SONG CHAM LAI
A | S g ‘

E[‘:\FI\“MB ‘)‘(ﬂg oo deuowon eSS aunr

: \Iﬂl e L voNRE
"‘ T — HNH Dﬂu ® °
HOA CAM
, " - cuﬁcﬁ%ﬂ'}?}f e
é g
“Tram Can Bang Cam Xuc" “Kién Thic Tinh Dau” “Chuyén Clia Mui Huong”

Page post 4 categories in the time frame 8pm. to 9pm. witha unified concept and image.
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1. Commuinication Channels

GROWTH CHART OF REACH THROUGH
EACH POST ON FACEBOOK PAGE

9916

8000 IA\

6000 I \

4000 I

A MA‘M_)\_/AW— o

0
8/6 1/7 2311
=Reach ===Target Average Reach

PAGE LIKES AVERAGE REACH POST FREQUENCY
15422 1390 " b-Bposts per week




1. Communication Channels

(I ci BANG CAm XUC FACEBOOK
- = 9916 /91 443 420

Reach Reaction Comment Share

2 INSTAGRAM
e e | 871 B2 02 00

i 3 Reach Heart ~ Comment  Mentioned
e ;% eac gar ommen entione
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PODCAST

Podcast] HIT THO SAU - CAN BANG CAM XUC - 4
Chudi podcast "Hit thd sdu - Can bang cdm xdc” sé | ndi d&€ moi ngudi cling ngdi lai méi t6i cudi tudn dé Ing nghe nhitng xGc cam
chan thanh va nhan lai ddu dé nhitng théng diép tich cuc. 6, chiing minh s& madi dén day nhifng vi khach mdi khac nhau. Méi
ngudi sé cé nhitng cdu chuyén, nhifng trai nghiém riéng vé su mat can bang ma ho da tiing d&i mat cling nhu cadch ma ho da vuot qua...

et T T 0 - -~ " s WfT M0 SAU

CAN BN CAM TiC

oty i b of N ) i \ sTiNde - |
THAY HEL Mot KU ' R

[ ¥ y N

Tap 4 | Hiéu rd ban than dé thiu hiéu Tap 3 | Bit diu tif nhitng viéc ban [HIT THG SAU - CAN BANG CAM XUC] -
moi ngudi than yéu thich Tap 2 | Vuot qua ranh gidi khac biét v...

OB con i kha @ ® 5:n v 52 nqui khé OB -

Podcast series “Hit Tha Sau - Can Bang Cam Xac”
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1. Communication Channels

N0 TITLE

Thuyét phuc ban than chap nhan chinh minh
(Convince yourself to accept yourself)

Vugt qua ranh gidi khac biét van hoa

2 (Crossing the boundaries of cultural differences)

3 Bat dau tif nhiing viéc ban thén yéu thich
(Start with what you love)

4 Hi€u r§ ban than dé thau hiéu moi nguoi

(Know yourself to understand others)

Podcast

GUEST
Vigt Hai

Van Hoan

Minh Tuan -

Ké Nam

DURATION

36:23

37:57

38:20

2515

VIEW

500

591

501

693

REACH

U

1725 -

1420

1218

REACTION

59

60

52

o1

LINK

Episode 01
Episode 02
Episode 03

Episode 04


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

EXECUTION

7 \ FACEBOOK GROUP

0 Tram Cén Bing Cam X(ic dudc ching minh 13p nén v6i muc dich tao ra
mét cong dong "md Idng” va tap cich can bang cam xic ban than.

n X O Trén tinh thin I3ng nghe va KHONG phén xét. Ddy 1 noi tit ca moi

mn A w
ngudi c6 thé cling nhau:
\/ hia sé ciu chuyé&n va cdm xic cda minh
- Trao déi va thao luan vé nhifng kinh nghiém, phudng phap cin bing
- ,

cam xdic ban than

[ Nhifng chuyén muc néi dung cia tram bao gdm:
- Ban tin tai tram (#Bantintaitram): Chia s& suy nghi thanh vién tram tai
c nhin ca nhén v& cac vin dé lién quan tam ly, cam xc trong x3 hbi.

Tram Can Bang_Cam Xiic

@ Nhém Riéng tu - 622 thanh vién

- Trdi nghiém ling nghe cdm xic (#Langnghecamxuc): Chia sé nhifng ciu
chuyén trai nghiém cubc séng vé nhiing l&n dat dén dinh cao cia cam xic
(vui mifng, hanh phiic, hung ph&n, bubn ba, dau khé, lo I3ng) va cich ma
moi ngudi da cén bang lai ching.

- Ban di, cho minh héi (#BanoiChominhhoi): G6¢ héi dip cla moi ngudi
vE nhiing vin dé lién quan cam stic khoe tinh thdn va cac phucng
phép hé trg.

02HNDHBIL

+ Mai

OTram Cén Bang Cam Xuic rit vui miing chao dén ban tham gia va chia s§
bai viét vdi chiing minh. Moi ngudi luén I3ng nghe ban! <3 An bét

“Tram Can Bang Cam Xuc" Group Information
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1. Communication Channels

FAGEBOOK GROUP

=N KHUU GIAC
quyét dinh

v (A XilC

»w
| b8 8
N

o

Posts by admin and group members
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‘ Ngoc Lam Ngé
. Quantrivién 5thg 7 ®

Bling ai trd 18i binh lulin cta mét ai ca, hiy tha tim cho
tét ca moi binh ludn,

Bét ddu hanh trinh rén luyén, cdn blng cam xdc cua
chung ta théi nao!

" Post nay dé moi ngui binh lugn tam sy

v nhang kha Kian, cheah venh ma minh dang gap phai hoac cam i
Ca moi gy hién tal. Ban co thé binh lugn bang long néy ngai,

© Do quan trj vién thém #chiase #suckhoetinhthan
#canbangcamxuc

Xem thong tin chi tiét |S6 ngudi tiép cén bai vié

43

QD 18 6 binh lub

1. Communication Channels

FAGEBOOK GROUP

@ 7thg7-B

TAM HON 16 TUOI

Pang néi vé nhifng sinh vat dusi viing sau thdm, c6 loai
nhép nhép, cé dén, khéng 16...

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

- Vay ha. Dau may vi du thir coi!

- Chim né, né séng trén cao nén tudi tho vai thang. C6 thé
vai nm. Con cé may con nhu cé voi, ca heo, riia bién thi
séng c6 khi lau hon ngudi nira.

Téi ng&m nghii mét Itc. Vi du Ia vé tim thi cé bo cio khao
hoc nio lién hé gilfa dd cao ndi sinh vat véi tudi tho khdng
ha? C6 thi cling khdng biét bao gi® téi méi md r... Xem thém

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

Xem théng tin chi tiét |6 ngusi tiép can bai viét: 290

QD% 8 7 binh lué

buung Dang
28thg 6 8
| NghT dugce, thi lam dude.

Quén, anh minh, chung déi tuyén Todn, gid m& quén tra
sifa.

Phal ké minh véi anh ciing hoc trubing chuydn, Todn. Anh
Quén gioi 1m, cdng di thi ndy no vh &m gidi... Xem thém

© Do quan trj vidn thém #chiase #Langnghecamxuc
f#icanbangcamxuc

Xem thdng tin chi tiét Eo nguG! tIGp cAn bal viat: 243

©O Ban, Biing Ngoc Dudng va 12 ngusi khic 2 binh

Group reach

', Thanh vién nhém
4 ngay - @

Moi ngudi cho minh xin dia chi vai chd binh yén dé giai
khuay 8 TPHCM véi a. Chd nao tinh Iing, mat mé va
khong 6n a0 &y a.

Minh cam dn

© Do quan tri vién thém #banoichominhhoi

Xem thdng tin chi tiét Fé ngudi tiép can bai viét: 352

@O Ban, bing Ngoc Dudng va 11 ngudi khac 7 binh luan

il Thich

O Binh luan ® oti
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~ GROWTH CHART OF THE GROUP MEMBERS
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DO tudi va gidi tinh ® nh/thanh phé cé nhidu thanh vién nhat

44% Nt @ 56% Nam 0% Tay chinh Uit sl A Caall
Cai Be, Tién Giang
Tha Dau Mét, Binh Dudng
Ap Hau Hoa, Tién Giang Province
Di An, Binh Dudng
Can Tha
Bién Hoa, Pong Nai
Ap An Thai, Tién Giang Province
Ha Naéi

Cai Lay, Tién Giang

() i
\ “\\\\\



FAGEBOOK GROUP
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EXECUTION

1. Communication Channels

INSTAGRA

The content of the Instagram channel is unified with the
Facebook channel and is emphasized on the image when
thereis a link to the article in the feed.

tinhdau farmandforest ~ Nhénwn -2~

30 bai viét 414 ngudi theo doi Dbang theo doi 1,925 ngudi ding

TALM =T CLLST Farm & Forest Tinh Dédu Nguyén Chat

0 Clra tiém cia sy cén bang 0

€Y 9A Nguyén Hiiu Canh, Q.Binh Thanh, TP.HCM
& 0335.776.774
fb.com/tinhdaufarmandforest

Farm & Forest's Instagram

TIEM MINH

MO

CAM
NGOT

(RANGE PEEL) 8

soncoty
SUA MUI HUONG KY UC

CAN BANG
CAM XUC

TR MU
AHE NHAHC
VOITINH DAU

CHUC MUNG

NGAY G 1N
TRAM ‘,ég ~ VIET NAM
A T5% CAMYIC. < B i
REFILL S5cgs cun Th g ey 465 2

TINH DAV =5 | EETUE




Y TINH DAD

{

bén Xong Nhom G Nhom La Nhom Hoa

‘:z%
7" TRAM TRA 2
- Khang khudn, chéng viem cyc manh

- Xong matr viém mi hong
- Pha va0 nude hodc o6 i tay, sét khudn tt

s 1 PR TN
- »l‘/ w
.. -, v

HUONG THA

- Gai thién cac dutng din cia no chiutrach nhiém t3p trung
- Cai thién kj nang todn hoc v tr nhd dai han

* HOAC HUO
HOAC HUONG

dau 84 ki i néng bu - Bugi mot, g, con tring.

Khang viém, giam sung
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EVALUATION
1. Goals & Objectives

BRAND
IDENTITY

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 unigue and different
from competitors in the industry.

/0

(&y]
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40
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20
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SURVEY RESULTS ON THE EASE OF FARN & FOREST RECOGNITION

Strongly Disagree

Disagree

Neutral

Agree

Strongly Agree



EVALUATION
1. Goals & Objectives

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.

70

60

50

40

30

20

SURVEY RESULTS ABOUT FARM & FOREST
HAVE GOOD COMMNIUNICATION

Strongly Disagree

Disagree

Neutral

Agree

Strongly Agree
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1. Goals & Objectives

COMMUNICATION

CHANNELS

In addition, in this survey, 67.6% of
respondents know the brand through
Facebook and 30.4% from Instagram.

GRAPH OF RESPONDENTS DISTRIBUTION ACROSS PLATFORMS

2

® facebook = Instégram Recommended



EVALUATION
1. Goals & Objectives

ADJECTIVES DESCRIBING FARMI & FOREST

80

BRAND .

D
(=)

PERSONALITY

(=)

(=)

()

(e

et
=)

With adjectives such as “close”,

“deep”, “gently”, customers can feel 4
that the Farm & Forest brand has

certain personalities and 70% of them 3
strongly agree with the idea. that

Farm & Forest brings them closeness c
and empathy.

(o)

Close Deep Gently Attentive Care Warm



EVALUATION
1. Goals & Objectives

GRAPH OF THE BENEFITS THAT FARM & FOREST BRINGS

90

BRAND

(@]

0

~J

0

PERSONALITY .

Moreover, they can find value here "
such as “helps to relax", "providing 40
interesting kKnowledge" or “regaining 3
balance in life". Thus, not to mention

products, Farm & Forest has brought 2
positive impacts to their potential 1
customers and kept their loyal

0
0
0
customers attached. 0
Helps To Relax Providing Regaining Balance = Sharing Emations ~ Take Care Mental Deep
Interesting InLife Health

Knowledge



EVALUATION
1. Goals & Objectives

KPI Progress

0BJECTIVES ~ GURRENT TARGET | PROGRESS IEIGH

Increase reach from 500 to 1500

0
average reach per Facebook Page post. ol 1000 8.9 h
Increase Facebook page likes from ’ o 0
14800 to 15300, 622 500 124% . 50%
Get atl Ieasﬁ 500 weyvs/wdgo fora 570 500 114%
video of-a podcast series.
Gain 300 followers on a new media n 300 138% 0%

channel - Instagram.

Reach 1000 members to join the }
community group on Facebook. 638 300 64% 10%



EVALUATION

2. Budget
CATEGORY ITEM
Facebook
Ads costs
Instagram
Minigame
Gift costs -
Podcast guests
Contingency

TOTAL

Budget

USED (unit: vnp)

1.187.000

1.156.000

3.000.000

400.000

5.743.000

COST (unit: unp) NOTE

1.500.000

1.500.000

3.000.000
Including artifacts

3.000.000

1.000.000

10.000.000



EVALUATION
3. Other Results

: =
Increase sales for business il
FACEBOOK INSTAGRAM DIRECT ONLINE ORDERS TOTAL ORDERS REVENUE

DIRECT MESSAGES MESSAGES
Before 20 0 18 68 5
After 59 ‘ 15 7y 97
Growth - 295% +15 ' 228% 143% 136%

According to the information provided by the business, we have the parameters as
the table above to compare the same period 45 days before and after the campaign.
It has brought certain benefits in terms of sales for Farm & Forest.



EVALUATION
3. Other Results

Opportunity to continue working A5

Before the end of the campaign (specifically, 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.
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\\\\ ~ Key Learning

;
® &
P[]LI[}IES | RE-USE

Pay attention to the policies on the Use old content sensibly to
platformsin use to avoid errors. improve the quality effect.




EVALUATION

5. Future Plan

GUMPLETING 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. These publications are linked
and uniform, bearing the brand mark.

Thank you card attached to the product



EVALUATION

5. Future Plan

GUMPLETING ACCOMPANYING PUBLICATIONS

In which the product menu is designed ina
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.

Bilingual menu



EVALUATION

5. Future Plan

BRINGING PRODUCTS TO SHOPEE PLATFORIV

In the near future (04/2022), the
business will open a sales channel and
upload all natural essential oil products
on the Shopee platform.

NGUT - We have supported businesses to take
: fo3 product photos and design thumbnails
(ORANGE PEEL) ?} for products posted on Shopee.

Product photo and corresponding design thumbnail
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