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CHAPTER 1: INTRODUCTION
1. BUSINESS AND BRAND OVERVIEW

1.1. Bean Hop Coffee Roastery

Founded in 2019 by Mr. Khiem Nguyen, Bean Hop is a staple in the coffee roaster industry.

Mr.Khiem Nguyen, with his experience as a world-class barista and coffee roaster, had made Bean

Hop's reputation impeccable among many coffee roasters across Viet Nam. Bean Hop has not only

been supplying Vietnamese coffee such as Arabica and Robusta to many businesses in HCM city

and Hanoi but also has become a roastery known for its selection of quality specialty coffee beans.

Bean Hop’s vision as a business is straightforward, providing quality coffee, and doing things

simple so that coffee can shine.

1.2. Hoff Coffee Brewers

Hoff Coffee Brewers is the first stand-alone boutique coffee shop of Bean Hop and Mr. Khiem

Nguyen. A short nickname for Bean Hop, Hoff would be a place, quoted by its founder, “A place

where people can simply enjoy coffee”. Hoff would be built on the principles of simplicity and

experience-driven. Mr. Khiem Nguyen wished to provide the market with a venue in which

everything is dedicated to the coffee experience, from the interior material to the color, lighting,

and so on.

2. CLIENT’S BRIEF

To launch Hoff Coffee Brewers in the center of Ho Chi Minh City, Hoff needed a visually appealing

visual brand identity and a successful branding strategy/campaign.

The branding approach is built on narrative. The customer intended to avoid the conventional,

overdone branding strategies employed by numerous cafés, such as Coffee Science, Processing,

Product Promoting, and so on. The branding approach must convey the notion of simplicity

symbolized by Hoff. Simplicity relates to how Hoff operates as a café, which keeps everything

simple to accentuate the quality of the coffee.

2.1 Updating on client’s brief

We have some problems when clients change their requirements continuously. The changes are

as follows:



No Subject Updating on client’s brief

1 Opening day ● Change the opening date from mid-May to end

of June

2 Campaign for social

media

● Don't want to use graphic design in photos so

they modify the content strategy to focus more

on images than words

● The voice of the content is revised to be close

but polite, not too friendly.

● There is no need for effective communication;

Hoff is Hoff, meaning wanting to keep it “lowkey”

to better fit the new vision for the brand. Simple

content is mainly images to be able to remind of

Hoff.

3 Brand's character ● Don't want to use the mascot to tell stories on

social media.

4 Event ● Clients plan to have a private party for some

friends of the owners and, after that, will have a

soft opening for 2-3 days.

● In the end, it is agreed upon between clients that

they just have the soft opening day in a week

and they don't organize anything too special, so

we don't need to prepare anything.



CHAPTER 2: DEVELOPMENT STAGE
After a period of revising and making changes to better fit the new brief of the clients here

are some key changes in the development of Hoff Coffee Brewers branding strategy.

1. BRAND POSITIONING STRATEGY

1.1 Brand positioning
Bean Hop concept store specialty coffee. A coffee brand with constant quality for a
genuine and intimate coffee experience.

Hoff chooses this positioning to create a unique standing in the current coffee shop market

full of minimalism or vintage styling. Hoff can fit right in the niche between these two major

trends. Built from the philosophy of Kanso, meaning simple but not reaching minimalism,

Hoff actively tried to avoid creating a corporate or cold feeling to customers. Though Hoff

used vintage-looking furniture, cups, and plates, this usage is aimed at building a distinct

characteristic of a “friend’s home” instead of focusing on nostalgia.

Another reason to avoid diving into the styling of minimalism is that it simply does not fit in

the current state of the world anymore. People who pay attention to design trends have

already realized that minimalism is dead after the pandemic. The CoronaVirus is a

never-before-seen phenomenon for the new generation, our Black Death. When the world

is in lock-down, every surrounding turns minimal, there are no people, no activity, and the

clean emptiness we were so accustomed to in the past has become something people

despite nowadays. People now are seeking comfort, love, and care rather than minimal or

cold, calculated corporate design.  People are heading in the opposite direction now, after

more than a decade of pared-down spaces and white-walled rooms, and are filling their

homes with more of what is important to them and offers them joy — possibly



overcompensating for a year of sacrifice. Maximalism (or just filling your house with what

you love) is in, whereas minimalism is out.

1.2 Brand Character

The other major concern is regarding the Brand’s character (Hoff). Hoff's initial design is

roughly based on a platypus but the design put out during the assessment did not translate

well and created confusion among lecturers about what animal it is. On the client’s side, it is

the same story, the brand founders did not feel as fond of the design as other drafts.

Another proposal was made on the concept and also on the design of Hoff.

Upon working and talking with Mr Nguyen Manh Khiem, the team feel that Hoff in general

and the brand character to be specific is a reflection of his personality and characteristic. So

to eliminate further confusion or debate about what animal it is, Hoff would not be any

specific animal at all. Though it still roughly resembles a platypus, the design eliminates

many features such as the duck fin and tail stripe to create a more cohesive design. Instead

of calling it a platypus, the brand’s character will be called Hoff, as Hoff is its unique

specimen like no other animal people can find. Using this naming and definition strategy

also helps the brand strategy and tactics of using Hoff as a storyteller where the brand can

put all the quirky characteristics of its founder into it without having it relate to a platypus

characteristic.

2. VISUAL BRAND IDENTITY

2.1 Logo Finalize Design

During the first assessment of the project, there are concerns surrounding two main factors

of a Brand’s Visual Identity: colors and character design. These concerns raised the

question of using a familiar color palette that can be easily associated with coffee or

thinking outside of the box and using colors uncommon to the coffee market. After

reviewing and further discussing with its founders what color would fit best and be most

effective for the brand, the team and the clients collectively agreed on keeping the color

Brown as the primary focus color with complementary colors of cream, white, and latte

brown. The reason is not only an undisputed win for brown versus other colors but brown

over others and feels that it would remind them effectively of a coffee brand. The final

design that the team and the clients agreed upon is a refined version of the second draft of



the logo with closed eyes, slim down, and minimal Hoff character along with typography

from the latest design.

Figure 1: Hoff’s logo final design (Self design)

3. BRANDING CAMPAIGN PLANNING
Due to the changes in operation, construction, and opening day, the previous branding

campaign plan can not be suitable because of time constrain. The current campaign that

the team came up with would be divided into two phases to accomplish the goal of building

brand awareness for Hoff Coffee Brewer.

The first phase: From the 10th of June to the 30th
In this phase, the campaign objectives are to announce and update audiences about Hoff

and Hoff’s development throughout the month. The second objective the campaign hopes

to accomplish is to attract the current audiences and customers of Bean Hop to the new

store Hoff Coffee Brewers.

The second phase: From the 1st of July to the end of July.
This phase is the period to increase the pace and create brand awareness and deliver

brand positioning to Hoff’s customers and audiences.

CHAPTER 3: EXECUTION
1. BRAND IDENTITY

The designs below are mostly demos and drafts because the client has not submitted all the

briefs and finalized the designs.



1.1. Menu



Figure 2,3: Hoff’s menu design (Self-design)



1.2.  Business Card

Figure 4,5,6: Hoff’s business card design (Self-design)



1.3. Packaging



Figure 7,8: Hoff’s cup design and mockup (Self design)



1.4. Merch

Figure 9: Hoff’s T-shirt design (Self-design)

2. VIDEO PRODUCTION

In order to be more relevant and effective for the Instagram platform, the viral clip will be broken

down into 10 short reels, performed with rhythm and music reconstruction. The shotlist plan of 10

short reel videos is organized as above. The plan was to distribute 10 short video reels to

implement the four elements the brand wanted to convey to the audience: Brand Story, Service,

People, and Product. With the situation that the cafe is in the final stages of construction and has

not been completed, the next 5-reel plan will be additionally conceptualised and implemented

based on the actual context at the cafe.



2.1 PRODUCTION TIMELINE

Figure 10: Production timeline schedule table

2.2 COST

Figure 11: Production cost table



2.3 HUMAN RESOURCES

Figure 12: Human resources list

2.4 SHOTLIST

Figure 13: Viral clip shotlist



2.5 CALL SHEET

Figure 14: Viral clip call sheet

2.6 DISTRIBUTION



3. MEDIA PRODUCTION

3.1 MEDIA CAMPAIGN

The initial strategy for Hoff revolved around the aspect of storytelling, Hoff's story would be

told through a character and reflects the brand’s personality within it. But after discussions

between the clients, it is determined that the project would be shifted in a new direction. If

before, the founder would hide behind the scene and let Hoff be the main focus and sole

character with its voice and tone as the brand's online presence, now the clients wanted to

connect personally to the audience online through the two social media platforms,

especially Instagram. In the clients’ words, they wanted audiences to have a feeling of

home-made, that these social media fan page is taken care of by its brand’s founder and

not by a marketing team. The project now wanted to present the brand as a part of the

founder's daily life and are one entity instead of existing apart from each other. The content

of the fan page is heavily influenced by the founder's voice and tone which put Hoff from the

spotlight to more of a complementary role to the brand. The need to connect to the

audience is one of many ways to create a sense of humanity in the campaign itself but in a

slightly different way than what the previous strategy planning to do. Now instead of

creating humanity through stories and a storyteller, the project would do that using the

quirky personality and heavily distinctive preferences of the brand’s founder. The brand's

online presence now would be like a diary of a coffee lover that loves the craft of coffee and

is always present at Hoff to capture and record every beautiful moment there. This new

strategy would also create changes to the social media campaign of the brand. First of all,

is the rate of uploads on Instagram. Riding this diary, memoir concept Instagram upload

would need to be done on the daily basis to compensate for the short content. As far as

what role Hoff would play in the campaign, it is still a storyteller but not all the time.

3.2 CONTENT STRATEGY

3.2.1 Voice and Tone

Voice and tone of most of the content would be the voice and tone of Hoff’s founder. As

mentioned above it is due to the new direction of what the campaign is heading toward and

what the branding campaign wanted to create. The voice would still be in a friendly manner

but calmer, and relaxed but not as open or outgoing as planned with an optimistic tone of

voice, somewhat dreamy.



3.2.2 Strategy

The project content strategy can be divided into two phases: pre-opening and opening

which match the anticipation and building awareness of the campaign's original plan. The

retention phase is being left out due to limited project time and the unforeseen pushback of

the construction and opening of Hoff coffee brewers. The content would also differ from

Facebook to Instagram. For Facebook, content would be written in an announcement

format, with lots of words and information for the audience to pick up on. But for Instagram,

content would be short, in a diary or memoir format usually with one or two sentences in the

voice of the brand founder to create the human sense and build interaction between the

founder and the audience. For the pre-opening phase, the content mainly revolved around

three main key points: announcing and updating on Hoff's progress, affirming the

relationship with Bean Hop Coffee Roaster to attract Bean Hop’s customers to Hoff, and

lastly is the grand opening content. Some of the content angles are also the foundation of

what makes Hoff Hoff such as wooden furniture, the location in an old apartment, Bean Hop

coffee, classic coffee drinks with a general announcement, and hopeful words of “seeing

you soon” to build audience anticipation. Another form of content is the Story format. On

both social media fan pages, Stories are posted regularly as images, short videos, or

interaction stories like putting out questions for followers to react to and give their answers.

In the upcoming opening phase, the content strategy focuses on three pillars product,

service, and branding. For product, content would focus mainly on the classic coffee drinks,

pour-over, or hand drip coffee in combination with some specials or limited offerings at Hoff.

Services content would dig deeper into the relationship between a barista and the

customers. Not only the story between the two but also the story of what they tell each

other occasionally. The other part of service that needs more emphasis is the dedication to

building a cafe for the best coffee experience. The highlight angle would be the furniture

choices, the lighting, and the overall space for experience. Lastly is branding content with

the special section of Hoff telling its story and also the brand story. Hoff would appear

periodically to bring a fresh and hilarious face to the social media fan pages. Hoff would be

the more exaggerated, outgoing with a clearly defined liking to bring contrast and appeal to

the pages. Hoff, the character, and related posts would also be different visually. These

posts will combine still images with graphic drawings of Hoff interacting within the context of

the picture and what the post is about. This special section would be the content strategy's

main tactic as it brings personality and uniqueness to the brand in comparison to other

coffee shops in the area and it is the best utilization of the character the project created.

Another key content tactic is the short video series. The content for these videos is how

visually appealing coffee at Hoff can be, and how chill and relaxed it is here. These videos



would emphasize classic coffee, the space, and the mood with highlights such as the

visually trendy Americano, pour-over, or the beautiful balcony and window at Hoff. There

would be 10 videos in this series, recorded vertically to be more optimized for mobile

phones.

Figure 15: Hoff’s Instagram and Facebook post (Hoff Coffee Brewers)



3.2.3 Planning

Starting from the beginning of June to the 30th of July. The first phase of pre-opening would

be the beginning until the 30th of June and the second phase: the opening is from the 1st to

the 30th of July. In the first phase, due to limited resources, the number of posts would be

limited to 12 for each platform but for the second phase when the shop is open for business

the number of posts will increase tremendously. For Instagram, it would be a daily upload

schedule in form of a memoir, or daily record, which amounts to 30 posts, and for

Facebook, it is a 20 posts schedule with 8 posts for the special section, and 4 posts each

for the three pillars of content and 10 short videos.

Figure 16: Hoff social media plan for phase 1 (Hoff Coffee Brewers)



Figure 17: Hoff’s “Hoff Sharing” content plan (Hoff Coffee Brewers)

3.3 OBJECTIVE

The campaign set out the reach 1500 Facebook page likes, 1000 followers on

Instagram, and 50.000 Reach on Facebook and Instagram with 3000 Interactions.
In the first two weeks, the campaign has reached 102 followers on Instagram, 10,2% of the

KPI 3800 accounts reach (7,6% of KPI), and roughly 1000 interactions (33% of KPI). On the

Facebook fan page, Hoff has reached 249 likes which amounts to a bit over 12% of the

target of 2000 likes.

These results seem minuscule compared to the campaign objective but this is without

taking into account using ads and with limited material to work on which resulted in a limited

amount of content to be uploaded. Starting from the 27th when the store is almost in its final

stage for opening, there would be more material to work with, with the help of ads and a

more tightly upload schedule, the short video series and the Hoff special section would give

a boost to the fan page as they are viable content and the main tactics for the campaign

which can certainly help to reach the objective it set out to achieve.



Figure 18: Statistics of Facebook posts (Hoff Coffee Brewers)

Figure 19: Number of reach on Facebook and Instagram (Hoff Coffee Brewers)


