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1. INTRODUCTION
1.1. WE ARE DIU TEAM

&
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Figure 1: DIU Team Introduction

DIU Team is a group of four students majoring in Multimedia Communications under the roof
of FPT University. The team worked together to conduct a full-length research and a branding

campaign for Dong Dong Sai Gon - a brand that makes accessories from recycled awnings

and truck tarps.

1.2. BRAND OVERVIEW

Dong Dong Sai Gon (shortcut: Dong Dong): is a brand that manufactures backpacks, bags,
tote and other related accessories with materials from recycled tarp. At the end of 2019,
Founder Tran Kieu Anh with 2 Co-founders Tu Quan and Thao Trang planned to establish

Dong Dong and officially launched the first product in March 2020.

Dong Dong takes pride in its uniqueness recycled material, which is tarp, and the cultural
story of Saigon attached to each piece of tarp. Moreover, Dong Dong wants to become the

leading brand in providing products made from recycled tarp in Vietnam.
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Figure 3: Dong Dong's Products Line (Source: dongdongsaigon.com)

1.3. CLIENT BRIEF
From the client brief, Dong Dong pointed out two main challenges that the brand is facing at
the moment are: low brand awareness and the retail market for sustainable products in

Vietnam has not really developed. Through this branding campaign for Dong Dong Sai Gon,



the brand goal is to increase brand awareness among the target audience, thereby
strengthening the position of the leading brand in the field of manufacturing and

supplying accessaries from recycled tarp in the Vietnam market.

The brand wants to convey the sustainable production process and the true story of tarps
from the very first step (tarp collection) to delivery [finished product) through the campaign.
Dong Dong aims at reaching their main target audience who range from 25 to 35 years old
and approach through 2 main platforms which is Facebook and Instagram. The brand wants
to attract audiences naturally on social media channels, mainly focusing on organic likes as

well as reach.

In Septenber and October, our plan is 1o promote backpack= and fole bags. Beside that is bumbag
and accessories (keyring, ioiletries bag).
In Mowember, we want 1o inbroduce: the special product for the Lunar New Yesr (T Quy Mao)

3. Wihat are the objschives that need o be achisved?

g Business Obgecteve: Can help impeovement in rewenue

b Marketing Objectie: Retsning oid cushomers, sttrct new customsers snd new Eollosers

€, Commamicaon Dbjective Aware of th LreQueness in our procucts Bnd preduction
2= ]

CLIENT BRIEF

ML WHO IS OUR TARGET AUDIEMNCE?

1. Who are we talling fo throughout the campaign?

I INTRODUCTION Dur cusicmen's age range from 146 io 35 years old

1. Tell ws some informution we need to know sbou Ding Déng Saigon. Our main 1ange is from 25 10 35 years old. That is the businesa/ occupation class, peaple who have
siable moome, understand the need of sustainabilty and are wiling bo jom with us in the journey of

Pleame repd abowt beand's story ot the ink below: prodecting the envviomment. Our cusiomers are both Vietnamese and foresgner (living abroad and
SRS i Vitnam )

2 What do pou desive thraugh ser cooperation? 2. What dlo wee manl them T ik o do differsmtly a8 & resull of this campaign?
Tuough this cooperation, we want 1o raise our brand awaneness bo our target customers and ! ‘
improve our postion in the market. Monsover, we war 1o neview our social & marketing system and Fesl inberasting and arached "“"'_99"““
develop suitable strabegies to run owr Brand in the fubure. Undentand the necessity of sustainability

B interesied in and excited io share our story to their friends

I, WHAT ARE WE TRYING TO ACHIEVE? V. WHAT IS THE SWWGLE THING WE WANT TO SAY?

1. What is the isses'challongs Mat Dong Dang Sakgon is facing? 1. A enestage ohid targuer audi ] B b @eANamnG your beand
Low brand swarensss The leading brand im providing products made from recycled tarp

Sustanable retail market in ‘vietnam

2 i prevlur Ladrvies that Doy Déveg Sii Giw wants fo promote in the campalge? | [:.mmmﬂmm




Thitugh our process of recycling ard muking the bags. We will introducs the 1nue oy fram the
wary el shep (collpcting tarpe] 1o defvery (compiats product)

Take people 1o the previous life of tarps, show e ramsformation from old materials 1o new bags

V. HOW ARE WE GOING TO DO IT?
1. Herey c-an this idea be powered by peophe

& What is our tergel passionate aboul onlise?

Uking Facelaok and lnitsgram platforme i the main
Live shappng onkig
Preder fast and convenience

V1. CAMPAIGH BUDGET

Prowide the budgel slocahed for the campaign.

g DG will puichass sl necskaty lems lor socisl campaign, Media produacti on and s
anganizaticn.

All semns misst be sted. considered and approved by Dang Dang

Mol induding persoral mage.

Vil CAMPAIGN DELIVERABLES

Frovide the list of sssels thal DU TEAM nesds o deliver mithin the campaéygn’s budpel

This can be discussed during our cooperalion.

Figure 4: Client Brief

2. RESEARCH

2.1. MARKET RESEARCH: PEST ANALYSIS

POLITICAL
Vietnam first introduced its National Action Plan for the Sustainable Development Agenda in
2017, with 17 global SDGs having been nationalized into 115 Viet Nam 5DG (VSDG) targets. The
goals involve eradicating poverty, protecting the environment and the earth's climate, and

ensuring that people from everywhere can enjoy peace and prosperity (Lién Hdp Quéc Viét
Marm, 2017).
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-7

MNATIONAL ACTION PLAN

[FOWM THE IMFLEME NTATION OF THE 2030
SUSTAMNABRLE DEVELOPVMENT AGENDA

BoEEEE @
Bl R
Gl ]

Figure 5: National Action Plan for the Sustainable Development Agenda in 2017



About promoting sustainable businesses, Deputy Prime Minister Le Minh Khai has signed
Decision No.167/QD-TTg on approving the program, seeking to boost sustainable growth in
the private sector. It also ensures harmony between economic effectiveness, corporate social

responsibility, and environmental protection (Thuy, B., 2022).

THE PRIME MIMISTER ~ THE SQCIALIST REPUBLIC OF VIETHAM

Independence - Freedom - Happiness

I Translated by ¥ A
Hangl, Febeusny 48, 8028~ — —

Mo, 167Q0D-TTy

DECIZION

Approving the 2022-2025 Program on support for private enterprises in sustainable
Businass

FRIME MINISTER

Figure & Decision No.167/QD-TTg

The 5th Central Committee's Resolution has established the goals, guiding principles, tasks,
and key solutions for constructing and advancing Vietnamese culture. The Resolution of the
5th Central Committee, term VI affirms: "Economic construction and development must aim
at cultural goals, for a fair and civilized society, for comprehensive human development.
Culture is both the result of the economy and the driving force of economic development.
Cultural factors must be closely linked with social life and activities in all aspects of politics,

economy, society, law and discipline.”
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Figure 7: The Resolution of the 5th Central Committes, term VIl news

The above actions show that the Vietnamese government has an interest and focus on
culture and sustainable values; at the same time shows its support and desire to develop

sustainability-related brands.

ECONOMICAL
The economy rebounded strongly from COVID-19 lockdowns in the third quarter of 2021,
expanding by 6.4% in the first half of 2022, (World Bank East Asia and Pacific Economic
Update, 2022).



According to Deputy Minister of Culture, Sports and Tourism Doan Van Viet, speaking at the
conference on reviewing the 2016-21 development of cultural industries, jointly held by the
Hanoi Department of Culture and Sports, UN-Habitat, and Vietnam National Institute of
Culture and Arts Studies. Vietnam's cultural industry has grown strongly and is expected to
become the next driving farce of the economy. Vietnam considers the development of the

cultural industry as one of its major priorities in its development policy.

By the end of 2018, the cultural industry had brought in more than $8 billion in revenue,
accounting for 3.61% of the country's total GDF - up from rate of 2.68% in 2015 and finished

two years ahead of the plan, creating jobs for more than 3 million people, accounting for 6.1%

of the total number of employed workers in the country. (ibid.)
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Figure 8: The power of cultural industry news

SOCIAL

The rising awareness of environmental protection is penetrating into consumer
conscicusness. Consumers are pursuing green consumerism and a green lifestyle in which
consumers demand green and safe products. B0% of Viethamese consumers are willing to

pay more to buy products with environmentally friendly materials (Nielsen, 2018).

Consumers care more about sustainability than ever before. According to Pulse survey, 52% of
respondents claim to be more eco-conscious now than they were six months ago. This
statistic has increased by 2 percentage points (compared te June 2021 survey). When making
shopping decisions, about half of respondents deliberately take sustainability-related
considerations into account. For instance, 51% of respondents say that when considering a
purchase, they factor in whether the product was produced with a traceable and transparent

origin.



Respondents answering "very often or often”

Has strong company velles gnd is commithad to dong tha right thing

Is supporting locsl communitles

15 tiging responsibilily Toe stall vel boing

15 hadping yau make Raalthiarbatier litgsiyla choes
s

Produces items with a baceable and fransparent arigin

Produces biodegradablefaco-frendy products
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Figure 9: Global Consumer Insights Pulse Survey (Source: PwC 2021)

Professor Bui Hoai Sdn, director of Viét Nam National Institute of Culture and Arts Studies,
said with solid cultural and spiritual resources in entrepreneurship, cultural industries were
effective in aiding economic growth and innovation. In the context of globalisation and
increasing economic development, Viét Nam is looking to develop its cultural industries as a
strategic asset for diplomatic and international cooperation, which help showcase the

country's identity.

Many businesses in Vietnam have paid attention to and applied cultural factors to business
strategies and goals. In the context of socio-economic development, the preservation and
promotion of cultural values are having many opportunities. With the support of technology,
digital platforms, the spread of cultural, traditional and historical values, there are many new
approaches to viewers. Many businesses have applied those cultures such as Biti's with a

campaign called "Van hoa Dan gian" for children inspired by fairy tale treasure.

Aa AT
a1 2007

Figure 10: Biti's Van Hoo Dan Gian marketing campaign (Source: Biti's Facebook)
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Figure 1: Hoang Thuy Linh bringing Vietnamese culture into music products

WE ARE NOT
KANG ;II.I KIA®

WE ARE NOT
LO KHA KIA®

Figure 12: [kea uses dialect to promote new Malaysian store

TECHNOLOGICAL
Vietnamese people increasingly use digital platforms. Since the end of the Covid-19
pandemic. There were 76.95 million social media users in Vietnam in January 2022. The
number of social media users in Vietnam at the start of 2022 was equivalent to 78.1 percent of
the total population, which increased by 5.0 million (+69 percent) between 2021 and 2022
(Datareportal 2022).

Facebook usage rate is the highest compared to other platforms (76%). It is followed by
Youtube (72%) which has earned the position as the second most popular app and Instagram

is the third most used platform among this generation at 58% (YPulse, 2021).
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Figure 13: How Does GenZ And Millennials’ Social Media Usage Compared To A Year Ago?

(Source: YPulse Survey Data)

A survey conducted by DIU Team about the awareness of accessories made from recycled
rmaterials brands, when asking about most used social media, Facebook and Instagram are

the two most used platforms by the participants.

Ban theo dai nhing thueng hiéu k& trén qua cédc kénh truygn théng nao?

181 cau trd It

Facebook 170 (93,9%)
Inatagram 135 (T4.6%)
Youtube 23 (12,7%)
TikTiok 13 (8.3%)
‘Website 26 (14 4%)
Khong theo dai 1 (0.6%)
Ban bé 1(0.8%)
Tidm 1 (0,6%)
Khing co 110.6%)
Théy trén dudng 1 (0,6%)
4] 50 100 150 200

Figure 14: Which Social Platforms Do You Use To Follow Brands?

(Source: Author's survey)

Another statistic from MNapoleonCat also showed that the 25-34 year old segment uses

Facebook the most (31.6% of all users), more than the 18-24 segment (24.8%). (HR1Tech, 2021).
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Figure 15: Facebook Users In Viet Nam {Source: NapoleonCat.com)

Consumers prefer watching videos more than any other type of material, and videos also have
the best conversion rates. According to Repota 2022 data, 94.3% of Vietnamese customers
between the ages of 16 and 64 watch videos on a weekly basis. In addition, 4 out of 10 Internet

users purchase goods after enjoying brand-produced films (Global Webindex).

Audio material has significantly increased the potential for Vietnamese consumers during the
past year. According to KEPIOS, although the average time online decreased, the amount of

time spent each day listening to audiobooks or podcasts stayed constant at 44 minutes.

Théi gian ngudi ding Internet dé tudi16 - 64 sif dung cac hinh thifc gidi tri trong ngay

THEN LUGING 50 DUNG THOI GRAN XEM TV THE GIAN S0 DUNG THOI GIAN S DUNG DE
INTERMET TRUNG BiNH (PHAT SOMG VA PHAT TRUC TUYEN) MANG K& HOI BOC BAD TRUC TUYEN

O © @ o

BH38’ 2H47° 2H28’ 1HS%’

=2.2% (-9 phut) +4. 4% (+T phut) +5% [+ T phut) =0.8% (-1 phudt)
THCH GIAM MGHE NHAC THCH GIAN NGHE RADICD THEN GIAN NGHE THOI GIAN CAT GAME
BLICC PHAT TALC TUYEN BUCS PHAT BONG PODCAST TAY CAM

o O @

1H12’ OH38’ OH44’ 1H12’°

+4,.3% [+3 phat) =7.3% (-3 phadt} Khéng a4 =2.7% (-2 phait)

Figure 16: The Hours People Ages 16 To 64 Access Online Entertainment Forms

{Source: Repota report 2022
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In order to better understand the attitudes of the audience, we conducted a survey with 211
participants to evaluate an overview of the communication activities of businesses offering
green [also known as sustainable) products. According to the data, participants preferred

audio and video forms.

Téi thich cde ndi dung truy&n théng lign guan dé&n 181 séng bBEn viing duoe truyén tai theo dinh

dang
174 céu tré I

Am thanh 121 (69.5%)
Hinh énk 114 (B5,5%)

134 (F7%)
17 (8.8%)
Bail vidt o, theo Wi ké chuyén 13 (7,5%)
Bai vidt ngdn gon, sue tich, o, —B3 (36,2%)
Lrng dung trén thidt bi thang mi.. |1 (0,6%)
truwén tranh ngan (vd: Kigp Va... |1 (0.6%)
] &0 100 150

Figure 17: | Prefer Media Content About Sustainable Lifestyles In The Format OF

(Source: Author's survey)

Online purchases also show an upward trend in spending. According to PwC Global
Consumer Insights Pulse Survey (2021), the proportion of Vietnamese consumers who
purchase in-store has decreased from 76% in 2019 to 67% by the end of 2021. In the meantime,

purchases made on mobile devices and internet platforms rose from 55% to 69%.

In-store

Makile or smartphone

G0

B oecoon [ osnezoer [ varcnzoz ) 2018

Figure 18: In The Last 12 Months, How Often Have You Bought Products Using The Following
Shopping Channels? (Source: December 2021 PwC Global Consumer Insights Pulse Survey)



2.3. BRAND RESEARCH

2.3.1 Brand Inventory

Brand Elements

Brand name: Dong Dong Sai Gon

“Dong Dong" - Southern pronunciation: The brand name is boldly southern, evoking
everyday familiarity. “Dong Dong" aspires to convey the act of going around shops and
restaurants in search of old tarps. From these trips, that old tarp is turned into recycled bags
through a sustainable process so that the rotation of the old tarps can become a new, more

useful version.

Logo Color Palette Font Domain

don .l SVN
ddﬂg ' Mark Pro

Product

About materials: Dong Dong provides bags that are mostly made from recycled tarpaulins.

With approximately 75% of recycled materials on the products, Dong Dong chooses to use
newly purchased straps, zippers, and buttons to reduce the possibility of harm to important

product components. This helps each product remain sustainable but at the same time

keep the durability in use.

About features: Not only emphasize sustainability through each of its products, but the

brand also wants to focus on functionality, ensuring customers can use the product
conveniently. Some features of the backpack in Dong Dong: The bottormn prevents the
laptop from touching the ground, the pocket is hidden in the backpack, the back is

anti-theft, and the bag is waterproof.

About value: The handbag design at Dong Dong is kept intact scratches from the old tarp
so that the same brand can convey its own stories in Saigon. Regardless of where the

tarpaulin material comes from, Dong Dong still wants to cherish and remember its


https://www.dongdongsaigon.com/
https://www.dongdongsaigon.com/

journeys, for that reason, the value of the brand's products is preserved with the beauty that

nature gives.

Business to Customer

Business to Customer

DONG DONG ‘

—~

Figure 19: Dong Dong'’s Product Lines

Dong Dong's carbon footprint limited manufacture process:
Stage 1: Material handling
Buy and clean old tarps with eco-friendly cleaners such as baking soda, vinegar, alcohaol...
Stage 2: Design and finish
Design and sew each product manually, minimizing excess tarp, reducing industrial
production and automation. According to orders and the right quantity of products, the
brand arranges to produce to avoid mass production, minimize the waste in production. At
the same time, Dong Dong wants to ensure product quality and assist customers in
long-term usage. At the finish stage, delivery packaging is sewn with hiflex material,

recycled from event banners or advertising.

Business to Business
Provide products made from recycled tarpaulin depending on the needs of the business.

There are 2 branches of businesses that Dong Dong corporate with:



Branch 1: Dong Dong uses their collected tarps, manufacture and process products for their
business customers.

Branch 2: The business customer's side already has excess tarps no longer in use, they
transfer them to Dong Dong so that Dong Dong will manufacture and supply products to

the business customer.

Some products designed and manufactured for these brands:

» Bo by Butterman: Bo by Butterman has accompanied Dong Dong of Cardboard Bags
for Membership named Card Nem.

e MEANDER: Designs & manufactures practical and user-friendly toilet paper and dryer
bags in hotel rooms.

s Alibaba: Customizing gift bags in line with the group's sustainable development trend.

s DE HEUS: Animal feed company De Heus Viethnam sent a Series of used product

packaging to be recycled into fun mini backpacks.

In general, the businesses that have received production services from Dong Dong do not
come from a specific field or industry. Dong Dong focuses on choosing to cooperate with
businesses with the same sustainable goals, contributing their voices to respect the
environment. In line with the brand's story and goals, Dong Dong also considers how
corporate customers use sustainable products through how they convey product value to

their target custormers.

Competitor

BZ2C Competitors

In arder to evaluate the B2C competitors with Dong Dong, it is necessary to rely on the
competitive frame of reference which is the production and supply of bags made from

recycled materials. There are 3 ewvaluation criteria, based on online and offline

communications, recycle material, and competitor product line and price.

Renew Jeans
Product line Backpack Totebag
Totebag Handbag
Shoulder bag Laptop bag




Crossbody bag Home care, personal care...

Product material Used jeans Used plastic bags
Price range (VND) 200.000 - 800.000 200.000 - 500.000
Social media Facebook Facebook, Instagram

Promote the unigueness of each | Convey the sustainability story of the
product to increase the brand | business, they want to spread the
image. green  lifestyle from production to
Share the process of making | packaging.

recycled accessories that are not
only environmentally friendly, but
also demonstrate the care to ensure
the most perfect product when it

reaches the consumer.

Distribution Ho Chi Minh City Ho Chi Minh City
Ha MNoi

Dong Dong's Unique Selling Point

Summarizing brands that have certain similarities and competition with Dong Dong can
help brands compare and identify their own distinctive features. While respecting the
environment, Dong Dong produces accessory lines that are valuable, useful, and trendy.
Dong Dong offers bags with distinctive designs and designed with unigue recycled tarp

patterns.

In addition to the versatility of the product, the brand focuses on highlighting the culture in

Vietnam through the stories of the tarps, creating a brand image that is close and friendly

Lo customers.

Pricing
Product Price (VND)
Backpack 14" & 16" 890,000
Bumbag 790.000

Totebag 390.000




Toiletries 340,000

Wallet 440,000

Mini backpack keychain 120.000
Luggage tag 85000
Fattern bag 990.000

Custom services:

Custom color + 20%

Embroidered name (1.5x8cm) + 80,000 VN dong

In general, the product prices in Dong Dong are in the middle-high segment, when

compared to competitors. Because this sustainable brand takes a lot of effort and cost to

maintain and produce.

Distribution

Dong Dong doesn't have any official physical stores. Products are sold through 9

consignment shops and cafes in big cities such as Ho Chi Minh City, Ha Noi, Da Nang, etc.

Cities

Ha Moi

Location

':L«-.:}Ilectwe Mermory: 12 Nha Lhung Q Hoan Kiém
https:/icollectivememorywn/

Da Nang

Wonderlust: 96 Tran Phu, 0.Hai Chau
https:/iwonderlustvn/

Ho Chi Minh

Reading Cabin: 18A/33 Nguyen Thi Minh Khai, P.Ba Kao, Q.1
http:/freadingcabinvn/

Dhquao _18,-“12 Pham Ngoc Thach, Q.3
https:/fwww.instagram. ccr“chu“u

Vesta: 334 Thao Bién, Q.2
https:/fiwww.instagram.com/vesta.lifestyle/

Purr Mature: 32 Tran Mgoc Dién, Thao Dieén, Q.2
https://Awww.instagram.com/purr_nature/

Saigon Eco Craft: 36 L& Lgi, Q.
https://www.facebook.com/saigonecocraft

Phu Quoc

Thua dat s6 60, t8 ban dé s6 122, t6 3, Tran Hung Dao, KP7, P. Dudng
Bong




https:/fwww.facebook.com/locaphuguoc

Mui Ne Pinch of Love: 122 Nguyen Binh Chiéu, Phan Thiét
https:/fiwww.facebook.com/profile. php?id=100083129292383

Table 4: Dong Dong's product distribution

Communication

Social Media

Main communication through three social networking channels: Website, Facebook and
Instagram, using a combination of images and content to build and maintain the dialogue

between Dong Dong and audiences.

On Facebook and Instagram, the content of the posts is brief, providing information from
the rmain information box without the reader having to click see more. The languages used
in the order are Vietnamese and English, separated by a "" down.

At the end of each article is contact information on social networking sites (Facebook,
Instagram, Website) and related hashtags. There is a call-to-action through attaching the

product link in the article.

Dong Dong builds brand image with these spirits:
Smart in a modest way: demonstrated through concise, concise, knowledgeable &
opinionated communication; a peaceful, friendly attitude, without exaggeration or
exaggeration.
Charming wit: using selective language, uniform in style, culturally colored, creating
humor but still graceful; Don't try to catch the "trend” if it doesn't fit.
Respect for the environment: understand and share the brand's sustainability story,

reflected in the materials used and the production process; however, do not abuse the

environment for communication.

Website

Dong Dong uses a website platform to display and sell products. Basic information and
stories about Dong Dong are presented on this platform, helping readers to reach the brand
easily. Besides, Dong Dong also helps customers answer guestions when updating
frequently asked questions on this platform. Moreover, Dong Dong's website has a unique

feature that customers can customize products and choose to pay easily.



Collaboration

Dong Dong often cooperates with businesses that have the familiar goal of building a

sustainable environment.

Businesses/ Cooperation overview

Organizations

Ecolife - Vietnam Eco Life Wietnam brings together passionate individuals based in
Vietnam who are looking to reshape lifestyle consumption one bit at a
time. Dong Dong partnered to help distribute the brand's products in
the LK.

MUJI Dong Dong's Workshop on "Making pen boxes from recycled tarpaulin®

is co-organized with MUIL

TEDx UAH Dong Dong is the golden sponsor for the event - Those who buy tickets

will be given a tote bag and surprise gifts for the lucky audience.

In order to spread the sustainability message, Dong Dong develops interactive talk shows
and workshops to raise awareness about recycled tarpaulin. Moreover, Dong Dong
cooperates with businesses with the same desire to reduce waste and assist partners in

better grasping the advantages of recycled items made from tarps.

Ehilanthropy

Dong Dong together with M&t and Phiéu contribute to society through contributions to 2
funds:
Fund for Covid-19 Prevention and Control of the Central Committee of the Vietham
Fatherland Front.
Fund to Support the Installation of Water Purifiers for the People of the Mekong Delta
by Singer Thuy Tien.
Dong Dong deducts 20% of the amount on each sale order for 2 funds (10% each) from
March 21, 2020 to April 15, 2020.
Dong Dong together with M&t and Phiéu contribute to society by donating to the Mot
Qua Trung fund.
Dong Dong donates funds to charity to help the most disadvantaged in society to help

them overcome the pandemic, recover and develop in a sustainable way.

=
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Dong Dong Sai Gon is a sustainable brand

The concept of sustainability has not been popularized in Vietnam, it is a favorable
condition for brands with a mission to protect the environment. In Dong Dong, the brand
has soon cultivated knowledge and taken actions related to true sustainability, adding
influence in the way of communication, they can become more prominent than other
sustainable brands. From there, Dong Dong can gain trust of conscious custamers because
the brand shows dedication and discipline in shaping a sustainable brand. In addition,
Dong Dong can inform unconscious consumers about sustainability and the benefits of
sustainable consumption practices to the environment, society and the consumers

themselves.

2.3.2 Brand Exploratory

Consumer Knowledge

In general, Dong Dong has successfully shown the image of a sustainable brand that the
business wants to convey to its target audience. Some positive consumer brand
associations for Dong Dong are "unique”, “sustainable”, *high quality", etc. Similarly, Dong
Dong's performance has also proved the image that the brand is aiming for through
keywords like “good product quality”, “beautiful, unique design" and “environmentally
friendly material". However, the Saigon cultural element, in general, is not so prominent

and leaves a deep impression on the brand's customers.

In in-depth interviews with customers who have purchased and are still using Dong Dong's
products, they expressed a positive attitude towards the products and also the brand in
terms of good product quality, distinctive design and a typical brand story about Saigon.
They also show that using Dong Dong's products makes them feel like they have their own

personal stamp and like carrying a piece of Saigon on their shoulders.

While the brand and product appear to resonate strongly with previous Dong Dong
customers. The brand is still struggling to communicate its brand image, the explanation is
believed to be because Dong Dong have not really promoted communication activities to

connect with its target customers.



BRAND EXPLORATORY
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Figure: Dong Dong Sai Gon Brand Resonance Pyramid

Brand Salience
Dong Dong Sai Gon has low brand awareness when it comes to brands that make

accessories from recycled materials. In which, only 13.2% of those who surveyed recalled



Dong Dong when measuring the depth of brand awareness and only 24 3% recognized

Dong Dong among the brands that make accessories from recycled materials listed.

Brand Performance

Dong Dong's products are rated "Agree" to "Strongly agree” on the Likert Scale in terms of
environmentally friendly materials, unigque design and good quality. 60% of survey
respondents liked the product the most and 32% liked the brand story. However, no

respondents considered product cost as a strong point of Dong Dong.

Brand Imagery

In general, the brand image of Dong Dong that is associated in the minds of customers
who have purchased and have not purchased products has similar results, revolving
around 4 main words: "sustainable”, "unique”, "youthful" and "handmade". The word
"sustainable" occupies the highest position, with 84% (who have bought) and 73.6% (who
have not bought). However, the angle "showing the characteristics of Saigon's culture”

accounts for quite low (only 16%).

Brand Judgements

The survey and interview results clearly reveal that customers’ personal thoughts and
evaluations of Dong Dong are that it is a really sustainable and quality brand. The brand's
reputation for environmentally friendly production procedures and product quality got
excellent "Agree" scores. However, communication activities and messages have not made

it best to reach the audience.

Brand Feelings

Dong Dong's products evoke positive feelings in customers, revolving around words such
as "environmental responsibility”, "aesthetic eye", "modern” and "dynamic". The feelings
associated with the image of Saigon are not clearly expressed. In general, the types of
brand-building feelings that Dong Dong brings include excitement, social approval and

self-respect.

Brand Resonance
Although Dong Dong does not have a high level of brand salience in the market,
customers who have already experienced Dong Dong's products all rate their satisfaction

as high. Furthermore, Dong Dong has a relatively high level of consumer loyalty. More than
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60% of those who have used the product will certainly suggest it to others and consider

Dong Dong on their list of options when purchasing similar things.

2.4. SWOT ANALYSIS

Strength

Dong Dong is the pioneer and
currently the only brand that produces
and sells accessories from recycled
tarpaulin in Vietnam.

Unigue material which is tarpaulin.
This gives Dong Dong a special point
compared 1o other competitors.

Eco-friendly and sustainable from the
production process to the products
themselves. Not only are the products
made from recycled tarp but the
production process of making them is
also trying to reduce the carbaon
footprint in every stage from
collecting, washing, designing and
delivering.

Each product of Dong Dong is a
unique product, creatively designed
and hand-sewed depending on the
colors and patterns, even the scratch
and of the tarps collected.

Dong Dong has a good brand story
about the journey of running around
Saigon to collect tarpaulins to produce
products

Weakness

The price is quite high compared to
other local brands that also sell the
same product category.

According to Dong Dong customers,
the lack of product lines and product
options is also a weakness of the
brand.

Finding and handling tarps is
time-consuming. Dong Dong collects
used tarp from local awnings,
tarpaulins, and truck covers stores. The
process of finding the used tarp
resources could take a lot of time. The
process of handling tarps also requires
effort.

High requirement for tarps quality. Not
all old tarpaulins can be recycled, for
those that are too old, or have too
many frayed, scratched or torn
tarpaulins. Those tarps are not good
enough for Dong Dong to choose to
manufacture products. Therefore, the
quality control process is also very
strict.

Low brand awareness, Dong Dong's
likes and interactions on its social
networking sites are still quite low
compared to other accessory brands in
general despite the company's many
unique elements. Many people in the
target audience of Dong Dong don't
know the brand.

Dong Dong has not focused on hitting
the media strongly to the 25 to 35
years old audience
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Opportunity Threat

1. Become the market leader of the 1. Production progress could be delayed
recycled tarp accessories industry. and be interrupted because of

unstable tarp resources

2. Develop more product lines fram

tarp material, to serve maore 2. Innowvative and creative business
customer needs, and to reduce the models like Dong Dong may be easy
company’s lack of variety in products. for some other brands to follow and
imitate. And if they have better

3. Becoming mare well-known due to promoting and marketing campaigns,
the increasing awareness of it is very likely that Dong Dong will be
sustainability in general and less competitive as a pioneer in that
environmental sustainability in rmodel.
particular.

4. Customers are bored with the way
businesses provide sustainable
products do their communication
activities. Dong Dong can take
advantage of this cpportunity to
exploit the cultural aspect of the
product as well as the brand.

2.5 KEY CHALLENGES
1. Low brand awareness
With survey questions measuring the depth of brand awareness, Dong Dong only accounts
for 7%. However, when giving many names of brands that make accessories from recycled
materials, including DD, the number increased to 25.1%, which means Dong Dong has
better breadth of brand awareness. But averall, Dong Dong brand awareness still remains

quite low.
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Figure: Data from outhor's survey

2. Lack of prominent media activities

According to a survey with customers who have known Dong Dong, they all think that the
brand's communication activities have nothing new and attractive (accounting for 40%).
Similarly, in an in-depth interview with customers who have bought Dong Dong's
products, when asked to put in order the things Dong Dong needs to improve,

communication activities ranked 2nd, after product design.

Nhiing diéu Dong Déng Sai Gon cin cai thién:
25 cau trd b

Miu mé chira da dang 0 (36%)

Gia thanh cao 13 (52%)
Khéng tim duge civa hang pha... 2 (8%)
Truyén thang cén ddy manh hom 10 {40%)
NITA, 2 (8%)
Phén day sau khi xai s8 hoi nhan
Mép gép dé gay, tray 1 (4%)
bat e wét sérn ko nhur mang digi 1(4%)
0 5 10 15

Figure: Data from author's survey
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3. GOALS & COMMUNICATION OBJECTIVES
3.1. GOALS

e Increase brand awareness among the defined target audience

s Affirming the position of Dong Dong in Vietnarm market

3.2. KPIs (Data are measured from 16th October to 23rd November)
s Increase 300 likes on Dong Dong's Facebook page
e Increase 200 followers on Dong Dong's Instagram page
e Get 1000 average reach per Dong Dong's Facebook page post
e Get 1000 average reach per Dong Dong's Instagram page post
s Get a total of 5000 views for the videos
e Get a total of 80 participants in Dong Dong bay Meo event

o Receive BO% positive responses from participants in the feedback form

4. TARGET AUDIENCE

Main Target Audience: 25 - 35 years old
Sub Target Audience: 18 - 24 years old

+ Demographic
Study and waork in big cities such as Ho Chi Minh City, Ha Noi, Da Nang, etc.
Gender: All genders, but focus on female.
Occupation: Students, Brainworker
+ Psychographic
Pay attention to sustainability in general and environmentally sustainable in
particular.
Like to express themself to be unique and have good taste.
Value the convenience
* Behavioral
Use social media platforms such as Facebook and Instagram to seek information.

Online purchasing habits

5. INSIGHT

Target Truth: Customers are bored and not engaging with the current communication
activities of brands that provide sustainable products

Product Truth: Dong Dong's products can be further exploited in terms of Saigon culture
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Proposition: Dong Dong should take advantage of the Saigon cultural aspect of the

product to communicate in a new way to attract the target audience

6. KEY MESSAGE

Giai diéu Sai Gon qua bat tai ché

After the campaign, custorners will remember the main keyword which is "bat tai ché”

because "bat tai ché" both represents the product and the core value of the brand, which is

sustainable. At the same time, the sound of "bat tdi ché” also represents the Saigon culture

aspect that Dong Dong will promote in this campaign.

Others sub keywords: “giai diéu”, “van hoa Sai Gon"

7. CREATIVE CONCEPT

Dong Dong Sai Gon

“Piéu” bat trén vai

Slogan Rationale:

“Piéu" (noun):
(1) is the property of combining sounds together to form a complete musical idea of an
entire sound sequence.

(2) external characteristics of each person's way of walking, standing and speaking

“‘Biédu bat trén vai" here means that recycled tarpaulins are made into Dong Dong'
products that emit the sounds of Saigon street culture. It can be the sound of the
tarpaulin in the market, the sound of the tarpaulin in the boxing arena, the sound of the
tarpaulin on the truck carrying goods all blend together to create a very distinctive

sound but also very different depending on which tarp is used in the product.

“piéu” (verb): homaonym with the word “Diu" which means to carry, to have recycled

tarpaulins on the shoulders and roaming around Saigon. The tarps are “cach diéu" to

become more beautiful and unique, embodying the brand's mark and its wearer value.
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8. STRATEGY

Running from 03/10/2022 to 31/10/2022, the branding campaign will integrate three main
activities: Social media campaign, Video production and Event. The campaign focuses on
using the sound of tarps to creatively but modestly convey the origins of tarpaulin - the
brand's unique recycled materials and the brand story revolving around Saigon's ethos.

Thereby, helping to increase brand awareness in a new way.

Strategic Rationale:

e Social media campaign: arouse curiosity through a series of audio and visual content

associated with Saigon lifestyle. Show that each tarp has a different sound and unigue

origin story.

e \ideo production: a brand story video synthesizes all the sounds of the tarpaulin,
showing the story through the sounds from when the tarp is still on the eaves, on the
truck to cover the sun and rain until it becomes the finished product.

e FEvent: exhibition event so that customers can come and experience the different
sounds from the tarpaulin as well as sounds of Saigon that they haven't heard before or
haven't heard in a long time, from which they can make their own product which
shows their own personal stamp. The GIZ event is an additional event to promote Dong

Dong with the sustainable material that the brand is using, which is recycled tarp.

9. KEY VISUAL

Logo Color Palette Font

don ' | SVN
dOﬂg Mark Pro
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10. EXECUTION PLAN
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TIMING

BRAND

TARGET

PHASING

W5

(3/10 - 9/10)

OQCTOBER

we

{(10/10 - 16/10)

w7

(17/10 - 23/10)

DONG DONG SAI GON

25 - 35 years old

PHASE

wea

(24/10 - 31/10)

PHASE 2

MISSION

Attracting attention through Saigon tarps sound story-telling
content and video series

Maximize brand awareness
Drive connections with target audience

KEY ACTIVITIES

SUPR
ACTIVITIES

KEY ASSETS

MEDIA
PR & SOCIAL

Fanpage Dong Dbng 5ai Gon content strategy
*Bigu” bat Exhibition

GIZ Event

Brand story video
Minigame Short audio & video series
Facebook & Instagram page

Social Media Content Pillar

Description

Information

The brand shares
information in this
pillar that instructs
or informs followers
on a subject linked
to the business.

LOCO podcast

Facebook ads, Instagram ads, Seeding, Media booking

Trust

With consumers
turning online for
much of their
shopping, building
trust in a digital
world is incredibly
important.

Promotion

Promotional posts
emphasize the
advantages and
employ a variety of
media, including
resls, carousels, and
static posts to
increase
engagement.

Culture

Craw in
like-minded
clients and stay
an their minds.

week)

Example - How to reduce - Collaborate with - Tet holiday - Tarps story
food waste with other corporations | - Minigame - Events behind
Dong Dong's bag - Dong Dong's - Civeaway the scene
- Tarps cleaning recycled tarpaulin - Spirit (people) of
process origin story Dong Dong
Frequency 1 1 1 1
(post per

.'-1




Media Production:
10.3.1. Dong Dong Sai Gon's Brand Story
About the sustainable production progress of Dong Dong Sai Gon from collecting,
washing, cutting, designing and delivering. Focusing on the tarp image - the main product

material of Dong Dong, synthesizes all the sounds of the tarpaulin.

10.3.2. Social Media: Tarp’s Stories

From the creative concept "Dieu bat tren vai, we came up with the idea to make videos and
sounds about each color/pattern of Dong Dong's existing tarps, because each color/pattern
is collected from each source, so they have different origin stories, from which we will
produce videos of the tarp's tory, with the sound corresponding to the origin of that tarp's

color/pattern.

L]
R0 B IR0 1R ATAD . T 340 - AT

DOMG DONG: A
BRAMD STORY

Produchan

Post-Production

Figure: Production Timeline
Event: Dong Dong bay Meo
e Participants: Old and new customers, workshop participants, visitors, students from
universities
s Time:10A.M - BP.M, November 19, 2022 (Saturday)
s Activity schedule:
(1) Product display, process & aorder Tet bags: 10A.M - BP.M
(2) Workshop Do Good Spend Well: 200P.M - 3.00P.M
(3) Talkshow Do Good Spend Well: 315P.M - 415P.M
(4) Meo Sai Trai Sharing Section: 5.00PM - 5.30PM
e Support: DIU team
e General topic: Revolving around the product content of Tet 2022, transmitting Tarp

Sound series.
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Figure: Dong Dang bay Meo Implementation plan

1. EVALUATION

Meta Business Suite
Meta Business Suite is a free tool provided by Meta. We will use these two tools to get Dong
Dong's social Facebook and Instagram page interaction metrics like likes, reach, follows,

and shares.

Google Analytics
Google Analytics is a free service fromm Google that generates detailed statistics about
visitors to a website. We will use Google Analytics to track and evaluate the performance of

Dong Dong Sai Gon's website.

Survey
The survey will be conducted to evaluate the target audience's awareness of Dong Dong

Sai Gon after the event and campaign.

12.ESTIMATED BUDGET

12.1. Total Estimated Budget

COST (VND)

PRODUCTION
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Equipment 3.000.000
Logistics 1.500.000
Talent 2.500.000
EVENT
Logistics 2.000.000
Catering 2.500.000
TOTAL 1.500.000

12.2. Production Estimated Budget

EQUIPMENT (per day)
Camera body 1.500.000
Camera lens £00.000
Gimbal £00.000
Sound recording 100.000
Lights 200.000
Screen monitor 500,000
Tripod 100.000
TRANSPORT & CATERING
Transportation 200,000
Catering 500,000
LOCATION
Studio 500,000
TALENT




Talent 2.000.000

Extras SO0.000

COST INCURRED

Luck praying 200.000

Cleaning products 100.000

TOTAL ESTIMATED COST 7.000.000

12.3. Event Estimated Budget

ITEM COST (VND) TOTAL (VND) NOTE
SETUP, VAN CHUYEN
Backdrop 500.000 g 500.000d
Display quy trinh + san pham 500.0004d S00.000d
Van chuyén 500.000 4 500.000d
IN AN
Chudng trinh 200.000 g 50.000d
Biéu bat sticker 50.000d 150.000d
CATERING
F&B &0.000 4 2.400.000d
Extra 100,000 4
LOGISTICS
Van phéng pham 200.000 4 200000d
Khan gidy 30.000 d 30.000 d
Sd clu y t& 70.000d 700004
TOTAL ESTIMATED COST 4.500.000 d
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14. APPENDIX

15.1. Quantitative Research: Survey 1
We conducted a survey of 173 respondents on two audience groups: Those who have

already bought products from Dong Dong and those who haven't bought anything from
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Dong Dong. We surveyed their awareness of brands that make accessories from recycled
materials, then we specifically surveyed their attitude and awareness towards Dong Dong

based on the theory of Brand Resonance Model.
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15.2. Quantitative Research: Survey 2

We conducted a survey with 175 respondents. The survey aimed to evaluate the overall

communication activities of brands that provide green [also known as sustainable)

products in Vietnam.
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Evaluation of communication activities of sustainable brands in Vietnam
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Céc thuong hiéu bén vimg can cé ndi dung va &n pham truyén théng madi meé va séng tao hon
154 cau tra lai
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Toi sé& ung hé cac thuong higu bén virng thé hién duge d&u &n ca nhan, 18i séng cua t6i khi ding
san pham
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15.3. Qualitative Research: In-deep Interview 1

Chi cho em xin théng tin cd nhan cua chi véi a
Chi 25 tudi, chi séng & thanh phé H& Chi Minh.

Vay hién gid chi dang lam céng viéc gi vay chi?
Chi la Creative va Freelance, chi lam d mang Branding va Digital Design.

Chi biét dén Dong Déng qua dau?

Chi biét dén Dong Déng do chi Kiéu Anh khi bat dau y tudng, chi Kiéu Anh cé chia sé va chi
la hoc tré cua chi Kiéu Anh. Ldc chi Kiéu Anh thanh lap Dbong Dong thi chi Vy mdi tot
nghigp.

Va chi clng theo dbi qua trinh ma Déng Dong phat trién.

Chi c6 thudng xuyén mua san pham cua Déng Dong?
Chi khéng thudng xuyén mua, chi da mua 2 san pham.
1cai mua luc Déng Déng mdi mad ban.
1 cai dudc chi Kieu Anh tang.

Chi tiép can cac théng tin vé san pham cua Dong Déng théng qua nén tang nao?
Chi biét cac théng tin qua Facebook

Khi nhac dén Déng Déng, diéu dau tién chi nghi tdi la gi?

e Sustainable:

Al nhin vao thuong hiéu cling nhin thay dugdc su bén ving.

Chudi cung Ung cua Déng Dong sach, khéng rac thai.

s Saigon signature:

Chi cam giac la, chi dang mang mdt manh cua Sai Gon trén ngudi.
Rat |a unique.

Cam giac cua chi khi sif dung cac san pham cua Déng Déng?
Cam giac tu hao, unique, cai gi dé rat signature, rang minh la ngudi Sai Gon

Vay khi chi su dung san pham cua Déng Déng, nhiing ngudi quen cé hai chi théng tin
vé Dong Déng khéng?

Ban bé xung quanh chi thi khéng ai héi. Chac do chi mang céi balo nhin né don gian.
Nhung ldc chi gidi thiéu vé san pham va vé Dong Déng thi ban chi thay thd vi va bao clng
dinh hoi.

Cai diéu ma chi thich nhat ¢ Déng Déng la gi?
Chi thich nhat |4 san pham.
Tiép theo mdi |a cau chuyén thudng hiéu.

Coé diéu gi Dong Dong can phai cai thién vé mat san pham?
Vé design cua Dong Dong chua da dang, san pham cua Dong Déng chi cé 1 kiéu va thay
doi mau.



» Khién chi cing it khi mua lai do chi cam thay cac mau chua phu hdp vdi ban than. San
pham cé thé da dang han.

Chi lam branding thi chi thay cai tong cua Dong Dong dang haoi chiing chac, calm, mét
mau // nhung san pham lai tré trung, colourful

» Moi ngudi cé thé cai thién, day manh vé mkt hon nlfa néu hudng vé gidi treé thi can vui ve,
than thién hdn mot chat.

Tai vi cac mau sac cua branding hién gid thi né chua thu hut chi lam.

Chi cé follow Instagram cua Déng Déng khéng?
Chico

Hién tai thi truyén théng cua Dong Dong, cac story Dong Déng chia sé vé cac su kién,

chi cé thiy Déng Déng can bod sung va cai thién gi hon dé cé thé khién chi muén dudc

xem nhiéu hon?

e Bai véi cac hinh anh va cd chi ngudi mau Tay, thi khién cho chi ngac nhién va thay
Dong Déng dang chiém thi phan high-fashion. Thi chi thich hinh anh nay.

e CbHn nhing post vé event nhu pop-up thi chi khéng quan tadm lam vi chi khéng hay tdi
va mua truc tiep.

e CbHn cdc post vé qua trinh thi chi cing khéng quan tdm bdi vi chi da doc va thay nhiéu
roi.

Néu dugc chon lai gilfa viéc mua balo cua Déng Déng véi cac thudng hiéu khac. Thi chi
co lua chon mua san pham cua Déng Déng khéng?
Chi van chon mua Dong Déng tai vi chi thich cdu chuyén, cai y nghia cla Déng Ddng.

San pham day balo bi nhan, chi cé gap khéng?
Chi khéng gap va balo cua chi van bén va si dung tot.

Chi da mua tui cua Déong Dong qua dau (qua cac cua hang ky gui, tai xuéng hay
online)?
Ca hai tdi chi déu mua online.

Chi c6 cam thay viéc mua online c6 gap bat tién khéng?

Chi khéng thay bat tién, vi chi tin tudng vao chi Kiéu Anh.

Thit hai la chi mua Déng Déng khéng phai dé dung laptop ma chi phuc vu khi chi di chai
thaoi.

Ti thang td 1-5, chi danh gia mudc dé gin bé véi Déng Déng & muc diém nhu thé nao?
e Chinghi muc dé gan bd d muc 3
e Chi thich y nghia va cdu chuyén cua Déng Déng. Nhung khéng phai san pham nao cua
Dong Dong ra mat chi mdi mua.
e Do hanh vi tiéu dung cua chi l1a chi mua it va st dung dén khi nado san pham bi hu thi
chi mdi mua san pham mdi. Hoac cé nhu cau khac hoac khi san pham mdi dep qua
khéng cudng lai dudc.



Chi cé y dinh sé gidi thiéu san pham cua Déng Déong dén vdi ban bé, ngudi quen

khéng?

e Chi gidi thiéu san pham cua Déng Déng cho ban chi rat nhiéu.

e Nhung cd thé san pham cua Dong Dong khdéng hdp gu cla ban chi. Chi cam thay san
pham cua Déng Déng phi hop vdi artist hon, nhiing ngudi thich cac san pham la.

e Vdi san pham cua Déng Déng co logo ngay sau thi ngudi ta dé dang biét dudc brand
nao san xuat nén khong can haoi.

Néu Déng Déng té chic ciac event nhu trién 1dm & quin 2 ké vé qua trinh tam bat trudc
khi dudc may thanh balo; thi chi coé y dinh tham gia hay khéng?

Chi nghi la chi sé& khéng tham gia vi chi & Binh Chanh, kha xa so vdi chi.

Thir 2 Ia vi cac gua trinh cat bat, vé sinh bat né khéng cé suc hut véi chi. Véi cac workshop
noi vé viéc tai ché cing cd nhiéu nén chi khéng con td mo vé cai qua trinh dé nia.

Vay néu Déng Déng té chiuic mét workshop ma chi dudc |1am san pham va mang vé thi
chi ¢6 mudn tham gia hay khéng?

Chi sé tham gia. Nhung con tly vao cach moi ngudi mkt theo hudng fun, khac la, thu hat
han thi chi sé san sang di han.

Chi nhan xét nhu thé nao vé gia thanh cua Déong Doéng (doi véi thu nhap cua chi cé kha
nang chi tra hay khéng)?

Chi van du tién dé chi tra nhung luc chi tra tién thi chi phai suy nghi mét ldc. Nhung vi chi
thich Déng Dong nén chi van mua.

Nhung déi vai ban chi thi giad ca 1a mét |i do khién ban chi suy nghi trude khi quyét dinh
mua san pham cua Déng Dong.

Khi chi dat mua san pham online, thdi gian ship hang cé 1au khéng?
Ca 2 1an chi mua déu tugng déi. Baéi véi chi ld khdéng lau.

Nhifing gi hién tai Déng Déng can cai thién (xép theo thi tu)

. Mau ma

. Truyén théng

. Gia thanh

. Cla hang phan phai (cai nay khéng phai van dé vdi chi vi chi mua dé online)

Chi nghi mét ngudi s dung san pham cua Dong Dong thi ho cé tri thidc cao, quan tam
dén mai trudng khoéng?

Néu ndi tri thic cao thi chi khéng chac lam. Xép nhing tép quan tadm dén mdi trudng thi
chi khéng chac ho cé tri thic cao. Nhung ho clng phai cé tién mét chut thi ho mdi co thé
guan tdm dén cac van dé vi md nhu madi trudng, va cai gu cla ho cling khac moét chit.

Cai gu cua Déng Dong sé nghiéng theo hudng nhu thé nao?
Ngudi hoc nghé thuat thi ngudi ta sé cd xu hudng thich nhing cai la.



Ngudi ngudi ta khong hoc nghé thuat ma ngudi ta chi thich nghé thuat thai thi ngudi ta sé
thich theo mot trao luu nao doé.

So véi cac hang khac, Déng Déng cé dap ung du nhu cau cua mét san pham balo
khéng?

Cai thiét ké cua Dong Dong moi ngudi can nhac kha nhiéu.

Ngoai ra cac tinh nang, nhu balo cua Dong Dong cé cic ngan nho dé chi co thé dung chia
khoa, the,.. thi Dong Dong cd ma cac balo khac khéng cé. Vi nhiing cai tdi ma nhanh thi né
lai khéng an toan, dé rét,...

Cac balo cua Dong Déng cé thiét ké chi dung dudc dé va chi khéng sd bi méc.

Va mét balo chi dung dé di chai thi san pham ctua Déng Dong du tién ich va chi thich.

Cac san pham cua Dong Déng c6 du dé chi mang theo day du cac vat dung ma chi can
khéng?

That ra thi dung quan ao chi sé& dung trong mdt balo khac.

Balo Déng Déng chi sé dung nhiing vat chi sé can trong ngay va tui cua Dong Déng dep.
Néu Déng Déng ra mét campaign, danh manh vao cac cau chuyén cua tam bat dudc
khai thac qua cau chuyén, am thanh,... cua Sai Gén. Chi cé cam thay hing thua khéng?
Chi cam thay y ki€én nay hay va thu vi. Minh day cau chuyén cho tam bat cé thém linh hén,

am thanh,.. Va chi san sang tham gia.

15.3. Qualitative Research: In-deep Interview 2

PHONG VAN ANH TUAN

Ngay phong vdn: 08/10/2022

Thai gion phdng van: 20:30

Ngudi thuc hién phdng vian: Khanh

Ngudi tham gia phdng vdn: Anh Nguyén Xudn Tudn

Interviewer: Da anh cho em héi mét xiu théng tin ca nhan cua minh nha anh. Da vay thi

hién tai anh dang bao nhiéu tudi vay a?

Interviewee: Anh tén Tuan, hién tai anh dang 25 tudi, Anh sinh nam 97.

Interviewer: Da anh hién tai thi anh & thanh phé HS6 Chi Minh luén ddng khéng anh?

Interviewee: Ua ding rdi, anh & thanh phé Hé& Chi Minh.

Interviewer: Da vay anh dang lam céng viéc gi vay anh?

Interviewee: Hién tai thi anh dang lam |ap trinh vién
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Interviewer: Da vay cho em hoi mét xiu 1a anh c6 dang ¢é cac hoat déng nhu 1a ¢é gang

han ché do nhua, tiét kiém thuc pham, su dung cac san pham xanh,... khéng anh?

Interviewee: Thiét ra thi anh chi cé ¢é gang dé giam d6 nhua thdi chd con cac san pham
¥anh thi hén xui. Anh cd thi xai, khéng thi théi. Vi du nhu anh di ra ngoai thi anh binh

thudng anh dem theo binh nudc thay vi mua chai nudc. £6 |a cai vi du.

Interviewer: Da vay thi mac du la anh it s dung cac san pham xanh nhung ma anh coé

biét thudng hiéu nao cung cap xanh va bén ving khéng anh?

Interviewee: Anh clng khéng ranh lam.

Interviewer: Da vay thi thudng thi anh sé theo déi cac théng tin qua kénh, mang xa hoi

nao vay anh?

Interviewee: Thudng thi anh Iudt Facebook va anh thay.

Interviewer: Da vay thi khi anh U6t facebook thi anh co hay thay cac bai dang vé cac hoat

ddéng xanh khéng anh?

Interviewee: Thi trén Facebook anh thi anh khéng thay dudc cac hoat déng xanh. Anh chi
co follow may cadi trang ma kiéu nhu |au lau cling hay post may bai vé viéc mai trudng nay
no a. Chiu anh khéng tiép can, thudng thi may thuong hiéu, may cai chién dich a thianh it

thay lam.

Interviewer: Da thi tui em clng cé mot phan dé cé thé danh gia vé viéc ma cac thudng
hiéu a, ngudi ta truyén théng cac hoat déng xanh trén mang xa hoi. Da thi tui em mudn
anh nhan xét trén thang diém tl 1tdi 5 13 rat nham chan cho tdi 14 rat tha vi. Da vay thi
anh danh gia nhu thé nao vé ndi dung cac bai viét trén cac kénh mang xa héi nhu thé

nao a?
Interviewee: Anh nghi la 3 thdi, tai vi da sé ddi vdi nhiing cai san pham ma anh dang

khéng chu déng tim kiém a thi anh quén nhanh lam. Kiéu nhu anh doc xong thi sang

hém sau anh quén hét a.
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Interviewer: Da vay thi song song vdi cac bai post thi ngudi ta con cd dang kém vdi hinh
anh hodc video thi anh danh gia cac an pham dé nhu thé nao? Ciac an pham dé cé thu

hut dudc anh khéng néu van xét trén thang ti 1tdi 5 a.

Interviewee: That su thi anh khéng cam thay an tugng |am. Mic du 13 anh cling biét dé 1a
cac san pham xanh dé nhung ma ndi chung 1a do anh khéng cé quan tam lam. Nén chac

anh nghi la 3 thai.

Interviewer: Da vay néu nhu mét thucgng hiéu ngudi ta dang tai cac cidu chuyén, théng tin
la ho bao vé madi trudng thi anh cam thay cadu chuyén dé nhu thé nao? Anh co cam thay

cac cau chuyén dé nd thu vi va né du thu hut anh khéng?

Interviewee:

A khéng, thit ra anh chi biét. Vi du nhu Apple di, anh thich va anh xai apple dang hong.
Thi apple bay gid dang chay may chién dich nhu |a khéng thai khi carbon vao nam 2020.
RGi d6 iphone vdi Macbook bay gid si dung may cai tai ché dé né. Thi anh biét 1a may cai
san pham ma anh dang xai 1a né cing gép phan bao vé mai trudng thi anh thay vui théi.
Chu cdén né cé xanh thiét hay khéng thi anh clng khéng cé dn tudng Iam kiéu khéng cé
quan tam lam. Kiéu nhu ho khéng si dung dé tai ché hodc xanh thi anh van c xai thoi
bdi vi né gidi quyét dudec nhu cdu cua anh. NEu cham diém thi chac 13 & mlc binh thusng

chac 1a 3 théi.

Interviewer: Da vay thi néu ma mét thucng hiéu bén viing ngudi ta té chulc mot su kién
nhu mot workshop hay trién 1am ma muc dich |3 dé lan truyén viéc bao vé maéi trudng thi

anh cé cam thay hing thu va muén tham gia khéng a?

Interviewee: That su thi da s6 cac su kién thi anh sé& tlf chéi bdi vi anh cam thay mat thdi
gian cua anh. Néu nhu ma né cé cai gi dé nhu qua tang hay 1a qua dinh kém hay la gi dé
dd hdap dan thi anh sé di vi qua. Cén néu ma di chi vi ndi dung hay khéng thi 99% anh sé

khéng di. Tai vi né mat thdi gian.

Interviewer: Da vay thi néu nhu cac hoat déng tudng tac anh khéng can phai téi du ma

chi can tham gia online nhu la minigame. giveaway thi anh cé mudn tham gia khéng?

Interviewee: Anh sé& khéng bdi vi né ton thdi gian cua anh ldc dé. Néi chung |13 nd sé tén

thdi gian bang cach nay hay cach khac théi.
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Interviewer: Da vay thi anh cé danh gia nhu thé nao vé ndi dung cac bai viét trén cac kénh

mang xa hoi cua cac thudng hiéu bén viing tai Viét Nam hién nay?

Interviewee: Anh c6 cam gidc kha la nham chan. Tai vi ngudi ta cd clf post, post nao cling
quang ba cai viéc séng xanh. Giéng nhu 13 cac KOL ma anh dang follow 4 luc nao ho clng
PR vé san pham xanh cua ngudi ta thi anh cam thay nd khéng déng gop gia tri gi cho anh

hét nén |a anh khéng care |lam. Nhiéu khi 1a anh unfollow luén.

Interviewer: Da vay thi anh cé nhan xét gi vé cac an pham truyén théng nhu hinh anh hay
video,..trén cac kénh mang xa hdi cua cac thucng hiéu bén viing tai Viét Nam hién nay

khéng anh?

Interviewee: That su thi anh khéng quan tdm nén anh khéng dé y lam. Néu ma danh gia
thi muc dé an tudng cua anh 13 1 hodc mét rudi chi khéng phai 1a 2. Anh khéng thé nao

cho cao hon nda trén trung binh dudc.

Interviewer: Da vay thi cing trén thang diém ti 1- 5 thi 113 rat khéng déng y va 5 l1a rat
dong y thi anh danh gia nhu thé nao viéc cac thudng hiéu bén viing can truyén tai théng

diép bén viing mdt cach mdi meé va sang tao han?

Interviewee: That su thi nhu may cdu dau a thi anh it khi quan tdm va an tudng lam vé

may post nhu thé nay. Nhung ma trén thang cham diém déng vy thi chac 13 4 diém.

Interviewer: Da vay thi anh nghi I3 cac thudng hiéu bén viing can cé ndi dung va an pham

truyén théng madi meé va sang tao hdn khéng?

Interviewee: Anh nghi 13 cé. Tai vi nhing post ma vé mdi trudng ma an tudgng nhat vdi
anh a thi vé tac hai va vé hau qua. Tdc |a dang may hinh ghé rdn |én. Xong roi dang may
cai 56 lidu, vi du nhu |3 té giac trang gi dé dang via tuyét ching réi gidng nhu may cai
hau qua dé lai a thi anh cam thay hing thu han. Vi du nhu chay ring amazon di thi may
cai dé. Néi chung 1a vé nhiing thu tiéu cuc thi né thu hdt anh hon, né gay an tudng sau
hon so vdi cdc post quang ba kiéu tich cuc, vé 16i séng, vé cach s dung cac san pham

nhu thé nao.
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Interviewer: Da vay thi anh nghi nhu thé nao vé viéc cac thuong hiéu bén viing can thé

hién ré tinh than va diém khac biét cua thudng hiéu dén vdi khach hang he anh?

Interviewee: That su thi anh clng khéng nhd 1am vé nhiing cai cdc post ma anh da xem
qua dé ma anh lién tudng. Thit su thi bay gid anh chi ¢é madi Apple 13 né hay, ¢ médi lan
ra post san pham |la né déu nodi vé viéec ma céng ty nd su dung vat liéu tai ché nhu nao thi
anh cé an tugng va anh cam thay hung thud. Néu dé dong y thi anh nghi |3 4 diém. Va noé
thudng chi Ia phan phu théi. Kiéu nhu cé thi tot a.

Interviewer: Da vay néu mdt cai thuong hiéu ma ngudi ta cé tinh dét pha trong viéc
truyén théng, vi du nhu ho cé cach dé truyén théng né khac haon, thu vi va thu hut han thi
anh thi anh cé ung hé khéng anh. Kiéu nhu anh sé& nhdé va nhan follow theo déi khéng

anh?

Interviewee: Thi anh chua biét sang tao tdi muc ndo nhung anh nghi la sé cé, anh sé ¢d an
tudng kiéu nhu néu néu co su khac so vdéi cac post bay gid thi anh sé an tugng va co thé

la nhan theo déi.

Interviewer: Da vay thi néu mét thudng hiéu bén viing, ho cé cac san pham than thién va
bao vé moi trudng nhung dong thdi cling thé hién dudc dau an ca nhan va 16i séng cua
minh a thi anh nghi minh sé& ung hé s’ dung cai san pham doé va thudng hiéu dé khéng

anh?

Interviewee: Um néu theo thang diém thi anh sé cho né khoang 4 &. Tai vi anh sé kiéu
nhu 1a san pham nay nd bao vé méi trudng hdn. Thi anh s& uu tién nd hon. Tat nhién
trudc tién 1a van phai so chat ludng vdi cac thudng hiéu khac da. Kiéu nhu néu ma hai cai
chat lugng ngang nhau va 3, cdi cdi san pham ndé bao vé, né xanh 3, né bao vé méi truéng
hon thi anh sin sang mua. Uu tién cai bao vé& mai trudng hon. Mic du né mac hon chut

thi anh van san sang. Kiéu day.

Interviewer: Da vay thi tui em mudén hoi thém |a néu nhu ma mét thuong hiéu ma né that
suU bén viing tl trong qua trinh guy trinh san xuat san pham ludn nhu viéc ngudi ta han
ché toi da viéc thai chat thai ra ngoai, st dung pham mau nay no,.. thi anh cd ung hé cai

thudng hiéu doé khéng a?

Interviewee: Um cé chi. Nhu Apple bay gié dé thi anh chi toan mua dé cla né théi.
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Interviewer: Da vay thi em cé modt cau cudi cung mudn hai anh 1a vay thi cac bai dé truyén
théng cho moi trudng nay no, thi anh bi thu hut bdi cac dinh dang nao han. Vidu nhu |3
hinh anh hay clip hodc 1a mdt doan am thanh; hoac |a mot bai viét dai hay 13 mot bai viét

ngan gon, suc tich ma cé chdi chii. Thi anh sé thich dinh dang nao hon a.

Interviewee: Anh nghi 13 hinh anh tai vi xu hudng anh bay gid |3 anh khéng mudn tén qua
nhiéu thai gian. Nén 12 nhing cai ndo ma né ngan gon, xuc tich, né thé hién day du y 1a
anh thich hdn. Kiéu nhu anh nam bat dudc cac théng diép cua cai bai post hon. Thi anh
sé thich hdn nhiing bai dai vi nhiing bai dai anh sé bo qua. Nhiing bai dai vé mai trudng,
vé cac san pham xanh thi thudng anh sé pass.

Interviewer: Da vay thi néu mdt san pham truyén théng ma tap trung vé Am thanh, kiéu
am thanh vé Sai Gon, vé nhiing cau chuyén lién quan dén san pham thi anh cé hing tha

khéng a?

Interviewee: Anh nghi Ia anh van thich hinh anh. Tai vi néu video clip hay am thanh thi

anh phai bat loa Ién.

PHONG VAN CO LE ANH

Ngay phong vdn: 10/10/2022

Thai gian phdng vidn: 20:00

Ngudi thue hign phdng van: Thu
Ngudi tham gia phdng van: C5 L& Anh

Interviewer: Da dau tién em xin phép hoi may théng ngoai |é mdt xiu. Cé cho em xin nam
sinh cua ¢é dudc khéng cé?

Interviewee: Om cd sinh ndm 95.

Interviewer: Da em cam on cé.

Interviewer: Hién tai thi cd cd thay la ¢d hién 1a mdt ngudi thuc hién 16i s6ng xanh, |Gi

song bén viing khéng cé vi du nhu la giam dé nhua, tai ché dé cl dé a?

Interviewee:
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That ra, héi chiéu nay cd rat suy nghi cai cau dé ludn a. Um vi, that ra néu néi vé sdng
xanh, thanh that ma néi thi ldc ma cd d Chau Au &, ¢d cam gidc cd séng bén viing hon 1a
d Viét Nam.

Thi cdi li do cua viéc do ¢d nghi |a do cai su tac dong tl yéu td bén ngoai. Tuc 13, khi ma é
Chau Au thi ngudi ta bat budc phan loai ric tai vi ngudi ta khéng thé vt dudc rac & mét
cai thung duy nhat; ma minh sé phai vit thuy tinh riéng, gidy riéng, vt tai ché riéng va
vt nhing cai ma khéng tai ché dudc nhu thic an, thuc pham nay kia riéng. Thi tat ca
moi ngudi déu lam nhu vay nén |a minh budc minh cling phai lam nhu vay. Ma néu nhu
khéng lam nhu vy thi cing sé bi phat. Tai vi thudng sé c¢é nhiing cai camera & chd vt

rac dé biét dudc |a cdi mau gia dinh nao da vt rac khéng dang quy dinh.

Thi thi cé von la nhu vay cho dén khi cé vé Viét Nam. Thi cé buéng tha ban than minh han
tai vi ¢d thay xung gquanh it ngudi lam nhu vay. Minh khéng bi mét cai thé ché nao nd ap
luc minh vdi ngudi ta thi du bi theo déi td cai viéc minh vt rac cd theo quy dinh hay
khoéng. Do, cho nén thanh ra né lai. Thi cho nén cé cing khéng biét tra I&i cai cau hai nay
nhu thé nao cho dung. Gid minh ndi minh ting |13 mét ngudi cé 161 song xanh thi cé dudc

hong?

Interviewer: Da vay kiéu néu bay gid ma cé mét cai san pham xanh ma né ddng vdi nhu

cdu cua ¢ thi cd van mua ma dang hong cé?

Interviewee:

Ua dung rdi, dang réi. Thi ¢d van mua, vi du nhu 1a ¢é rit |13 thich di chd ma khéng cé
mang tdi nilon & ma minh mang sin may cai tdi bao bé cda minh theo d& ma minh cé
thé dung d6. RS néu ma di An Nam &, may cai chd tay 8 ma né khéng ¢é cho tdi mién phi
a ma minh sé& phai tra thém may ngan cho cai tdi a thi cb cling sé y thic va nhd dudc |a

cd phai mang tdi theo hoic 13 ¢d phai cam tay. O chu sé khéng ¢é tdi chang han.

Om réi, cd nghi 1a han ché sif dung, han ché uéng tra sia né, ca phé né. Thi ngay xua cé
udng nhiéu haon, hidu nhu ¢d udng maéi ngay 1 ly. Bay gid thi van uéng nhung ma uéng it
hon dé minh han ché dudc ly nhua va cai éng hut thai ra mdi trudng. Hoac 13 di mua cd

thé dem theo cai binh cda minh a dé ma cé thé dung.

Interviewer: Da vay |la clng sdng xanh goi do cé.



Interviewer: Da vay co co thé ké tén mot sd cdi brand cung cap san pham xanh hoac 13

bén viing ma cé biét cho tui em.

Interviewee:

Local brand thi cé khéng biét nha.

Nhung ma vé may cai brand ma Ién & Viét Nam thi minh cé thé ké vi du nhu |a Vinamilk
né. Thi gan day ho van chua han dudc cdng nhan |a mét thudng hiéu séng xanh, bén
viing nhung ma ho da c¢é nhing san pham organic, ho bat dau nudi tréng, nudi bd theo

hudng khéng gy & nhiem dén méi truéng.

Hay la c6 cong ty Thanh Thanh Céng & may ban, Mia. M3y ban biét Mia hong? Mia dudng
a, Mia duéng Bién Hbéa. O thi cing |a mét céng ty vé thuong hiéu xanh ma phat trién bén

viing.

Thi hau nhu rat nhiéu céng ty nédng nghiép 4 Viét Nam |a dang di theo cai xu hudng doé

nha va ho dudc cong nhan.

Vé nang ludng thi cd vi du tap doan Trung Nam thi cé nang ludng gid ngoai khdi. 6, thi

ho khai thac nang luogng gidé thi dé clng 1a mot phan cho viéc phat trién bén ving.

Con that ra vé thdi trang 3, tU cai fanpage san pham cua cac ban &, thi theo géc nhin cua
cd, thdi trang né khong bao gid 1a mdt nganh hudng dén phat trién bén viing hét. Tai vi
khi ndo ma cén san xuat thi khi @& minh van gay ra tac déng véi madi trudng. Cai viéc ma
minh su dung cac cai san pham tai ché hay |3 minh s dung may cai san pham goi |3
than thién véi maéi trudng thi né chi gidp giam thiéu thaéi. Chu né sé khdéng phai 1a bién
phap triét dé. Ching nao ma minh con san xuat thdi trang. 26, cho nén |3, U thi theo caiy

ki€n ca nhan cua cd 13 nhu vay.

Interviewer: Da vay néu ma doéi véi may cai thudng hiéu ké trén thi cé hién tai cd theo doi

ho qua cac kénh truyén théng nao khoéng a?

Interviewee:
O ¢6. Kiéu nhu ¢é vi du, nhu ¢é néi Vinamilk &, thi cac ban thay |a Vinamilk thi ho ra rat |a
nhiéu nhing cai TVC ndi vé viéc bo cua ho happy nhu thé nao khi song chung véi maoi

trudng va nudi vdi cham sdéc cua Vinamilk va t viéc nhiing chu bé happy dé khéng
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nhiing 1a vé bao vé méi trudng ma con ra dudce chat ludng sifa thom ngon chang han. Thi
ngudi tiéu dung ho bi thuyét phuc & cai diém nhu vay.

R&i, hoac |a Thanh Thanh Céng, dudng Bién Hoa thi cd khéng cé xem nhiéu quang cao.

Nhung ma cd vi du tap doan Trung Nam thi cai hudng truyén théng cua ho thi ho lai
truyén théng vao déi tudng khach hang doanh nghiép va B2B nhiéu han. Thi d6, thi néu
nhu ma ndi vé viéc quang cao thi cd chi cé Vinamilk tham chi |a TH Truemilk cling 1a mét

daon vi vé phat trién xanh bén viing nha.

A néu tién thé ndi thém nia thi Vinfast 3, xe dién cling khéng toi. Thi ho clng truyén
théng vé xe dién né, khéng giy 6 nhiém maéi trudng. Ngoai cai viéc online thi ho cé nhiing
cai offline nhu ho trung bay xe & cac trung tdm thudng mai ma cé nhiéu ngudi qua lai. RAi

ho dé nhiing cai booth sac dién. Thi ho dé ¢ dau ngudi ta cling thay Vinfast.

Thi dé la mét vai nhiing cai truyén théng ma minh thay duodc.

Tuy nhién a cd thay cac ban dé ¢ day thudng hiéu bén viing a. Thi thuc ra ¢ clng cé mét
vai cdi suy nghi 4. Om, cé thé minh nén goi tém tat thdi nhung ma cai tén didng cla nd
phai 1a thudng hiéu xanh phat trién bén ving. Tai vi néu nhu ma chi 1a thudng hiéu bén
viing a thi né sé rat dé 1a bi 1an 16n véi cai yéu t6 1a thudng hiéu manh, tdc 13 thuong hiéu
co thé song lau dudc trén thi trudng a. Tai vi cai nay cac ban cé thé discuss lai vdi thay
Quéc Anh tai vi cdi dinh nghia cua thudng hiéu bén viing |a thuong hiéu tao ra dudc mot
cai nguon Igi nhuan lau dai va cé thé thé séng lau dudc trén thi trudng. Ma & day minh
dang naéi vé khia canh chi | xanh va bao vé madi trudng thai. Thi cé xin dudc suggest cai
tén |a thudng hiéu xanh bén viing hoac |13 thudng hiéu xanh phat trién bén viing a thi né

sé chinh xac han. Nha. Do c6 thay trong phan cau hoi co thay 1a tU thuong hiéu bén ving.

Interviewer: Da, tai vi tui em nghi |3 lam cai nay a cai ngudi ta doc kiéu nd hdi dai cho nén

tui em mdi rit gon thuong hiéu bén viing lai cho né dé hiéu mét xiu.

Interviewee: Ua ma cai nay gay hiéu nham nhen. Cho nén van phai goi 13 thuong hiéu

xanh bén viing clng dudc.

Interviewer: Da okie cé.
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Interviewer: Da ¢, tui em mudn hoi |a ¢é danh gid nhu thé nao vé cac hoat déng truyén
théng cla cac thudng hiéu bén viing hién gid a cé. Gléng nhu 1a danh gia qua may cai noi
dung bai viét, may cai video hoac photo, workshop, trien |am,... Thi ¢ danh gia ting cai

yeu té dé nhu thé nao a?

Interviewee:

O thd nhat néi vé workshop trude di thi 8m; vi du nhu 1a Nhat di cac ban, Nhat |3 cai quéc
gia ma nhing nam gan day |a mdt cai cay, |1a mdt cai case dién hinh khi ma ngudi ta noi
dén cai phat trien bén ving. Thi nhing cai, cé vi du nhu Takashimaya hay l1a Aeon |3
nhing cai goi |1a trung tam thudng mai cua Nhat Ban &, thi ho lam rat 1a nhiéu nhing cai
trién 1am goi 1a workshop vé méi trudng. B6 thi ¢d thay 1a ho hdu nhu lam mdi thang ho
déu cé mot trién |1Am, ho cd thé naéi vé bién, ho lam vé tai ché, tai ché do dung né,... Cé nhd
cd mét 1an ho con lam dang ho thu gom nhiing cai chai nhua, ly nhua va ho lam thanh
mot cai con ca voi hodc mét con khing long thi ¢é khéng nhd 1am nhung ma rat 1a I8n.

Thi cac ban cé thé check lai. Thi cd thay nhing cdi dé nd rat |a hay va hiéu qua.

Tuy nhién 12 do né chi ndm & moi Takashimaya ma ca thanh phé chi ¢é duy nhat 1 cai;
Aeon thi ca thanh phé chi ¢é 2 cai. Cho nén |1a somehow né van chua cé dd dé ma tiép can
dén nhiéu ngudi nhat co thé. Ma tham chi cé con thay Taka nd con it thay hon ca Aeon
nia, da phan 13 né dién ra é Aeon nhiéu hon. D6, cho nén la cai luong tiép can dén moi

ngudi né khéng cé nhiéu. RSi thi dé |a vé cai phan trién 1am, workshop.

Con vé cdi cach ma cac thudng hiéu dang truyén théng a thi thay dudc |13 ho dang thé
hién cho moi ngudi thay |3 ho |3 thudng hiéu xanh bén viing chul ho chua ¢é tao dung
dudc cai y thuc tham gia séng xanh tif chinh ngudi tiéu dung cua ho luén. Cé vi du nhu
Lego chang han, Lego dudc goi |a mét thuong hiéu xanh nha, Lego VN thi cac ban thay
gan day la ho Ién 1 cai bai vé CSR, ho ndi |1a ho xay bao nhiéu mét vudng nha may thi ho sé
trong lai bay nhiéu cay xanh. Tai vi san xuat nhing cai san pham lego a cac ban, né clng
gay & nhiém maéi trudng chi khéng phai khéng. Cho nén ho ndéi lai |a ok bay gid ching téi

xdy bao nhiéu mét vudng nha may thi chung téi trong dung bao nhiéu cay xanh.

Tuy nhién 3, cdi viéc ho dang nhing cai théng tin dg, né chi dé cho cac nha mdéi truéng
VM cam thay la dé, cac ban thdy hong? Tui cing phat trién xanh né, Tui cling react lai, tui
clng protect moi trudng chi bé. Chd dau phai tui chi cé san xuat va pha khéng. Tuc I3,
tham chi Vinamilk a, that ra |3 cé rat |a thich nhing cai quang cao cua Vinamilk va nhing

cai chu bd happy, réi dudc song trong cai mdi trudng vui vé dé ra dudc cai ngudn sla
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ngon. Nhung ma thuc chat thi ho cing chi dang cho ngudi ta thay thich thudng hiéu vi
dé la mot thudng hiéu xanh thoi, theo xu hudng thoéi. Chil né chua thé hién dudc cai viéc
la; tdc 12 né mdi nam & dang aware théi. Chd né chua cé engage dudc nhu kiéu nhu 1a
ngudi tieu dung chua cé tham gia vao dudc nhiing cai viéc dé. Nhung ma TH Truemilk thi
lai 1a mét cau chuyén khac nha. TH True Milk nhing nam gan day lam rat tot cai viéc nay.
Tai vi ho ¢é nhiing cai chudng trinh thu gom hép sia. A va gan day nla, Aquafina. Bung
roi Aquafina mdi ra mét cai chién dich 13 thu gom cdi chai nhua cua Aguafina khi ma cac
ban udng xong. Tuy nhién thi né chi mdéi dat dudc ¢ mot dia diém duy nhat théi. Ma cd

cling chua nhé rd 1am cai dia diém nao.

Interviewer: Da em clng biét cdi d6, dao nay nd dang hot.

Interviewee: Ua d6 thi dé 1a cai ma ¢d cam nhan dudc & hién tai.

Interviewee:

TU tlr dé cd suy nghi thém coi d nudc ngoai cé mot cai case nao dé dé minh thay dudc cai
sU engage cua ca ngudi tiéu dung khéng. A that ra |a H&M & cac ban. H&M Viét Nam thi cd
chua thay nhung ma H&M & Phap a cac ban. Thi ho cé mét cai campaign ma ho chay moi
nam luén. Tdc 1a tl ldec ma ra cdi campaign |a ho chay sudt luén va né chua bao gid ding
lai. Tdc 1a cac ban chican mang 5 mén dé cla cac ban tdi bat ké 1a thudng hiéu gi nha, né
khéng nhat thiét phai 13 thudng hiéu H&M thi nd sé cho cac ban mot cai coupon giam gia,
hinh nhu |a giam dudc 15 déng hay 5 dong thi ¢d cing khéng nhd nla. Thi tif ldc ma nod
chay cai chién dich dé 13 né khéng ding lai luén. That ra thi H&M né clng 13 mot cai
thuong hiéu vé thai trang. Ma nhu cé ndi thdi trang thi ban chat cla nd sé gay & nhiém
ma&i trudng. Tuy nhién thi ho clng cé taoc dudc 1 cdi campaign ma chinh ngudi tiéu dung
cé thé engage in dudc luén. Ma né cling cé cai han ché |a mac du 13 ho dem do cua rat 13
nhiéu nhiing thudng hiéu khac déen nhung ma cudi cung ho chi dai dudc cai ma giam gia

dé ma mua dé cda H&AM thai.

Nhung ma cé thay dudc cai su khac biét gila Viét Nam va Phap. Thi giéng nhu & Viét Nam
thi cai viéc phat trién bén viing a thi né chi dang ding lai & cai viéc moi ngudi bao vé mabi
trudng, giam tiéu thu nhing cai san pham gdy & nhiém mai truéng va mat thdi gian dé
phan hdy nhu 1a nhua, nilon van van,... Cén & Chau Au hién nay & 12 né dén cai muc 1a
ngudi ta khéng tiéu thu luén. Tham chi |a nhing cai san pham vé gidy 4, y |3 cé mbdt s6

ngudi 1a ho |1a nhing nha bao vé mai trudng a la giay a, giay an hay giay vé sinh ho khéng
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su dung luén. Tdc 1a ho song ma dang ho khéng tiéu thu luén. Tai vi ho dinh nghia a |1a

ngay Nao ma con san xuat a thi ngay dé né van con tac déng 1&n maéi trudng.

Interviewer: Da tui em mudn chi tiét hon mét xiu nla |a ngoai may cai hoat déng dé thicd
danh gid nhu thé nao vé ndi dung bai viét trén may kénh trén mang xa hdi bay gid? Kiéu
nhu né cé engage vdi cd hong? Né ¢é lam cd cam thay hing thu ma phai nhan follow dé

xem tiép nhing cai bai viét tiép theo cua nhing cai thudng hiéu bén ving nay khéng cé?

Interviewee:

O that ra |a chua. Ma nd sé thién vé cai ngudi diéu hanh nhiéu hdn. C6 vi du nhu 1a nhing
cai td chuc vé mdi trudng thi ¢é Change, thi cd mdt vai to chic nifa ma hién tai thi cd
chua nghi tdi. Thi hién tai cé dang follow nhiing ngudi tao ra cai té chic do, nhiing ngudi
founder, nhiing ngudi president 4. Tai vi cai nang lugng tu cai viéc bao vé moi trudng cua
ho né cao han, cai y thuc nd luc cua ho nd thu vi han. Cén vé nhing cai fanpage nay kia
thi that ra mot phan thi cing khéng phai 1a ho lam va mét phan nla thi ho cling chi dang
tai nhing cai théng tin, nhing cai cap nhat, nhiing cai hoat déng nay kia théi. Thi vdi cd
thi né cing khéng han la tha vi. Tri khi 1a né cé nhing cai event gi dé né hay ho nhu 1a
chay bé. Tuc 1a moi ngudi tat hét dén, khéng ai 8 nha hét va Ga ra dudng chay béd chang

han, cé vi du nhu vay thi nd sé thu vi haon.

Tuc |a né phai ¢dé nhing cai hoat déng khién minh phai engage vao a thi minh mdi thay
noé thu vi. Chd con néu nhu ma chi dé cap nhat théng tin nay kia thi nhu cd vidu a la lego
né xay va nd trong lai cay xanh trén cai mét vuéng ma né da xay nha may a thi cai tin do
né dang nhung ma dau cdé ai biét dau. Ma moi ngudi biét qua mdt cai fanpage khac vé

CSR. Thi dg, ¢é vi du nhu vay. Cho nén la né cling khéng that su hiéu qua.

Interviewer: Da vay cac cai local brand ma séng va phat trién bén ving hién gid, thi vi du

la Lai day refill station hong cé?

Interviewee: Co biét.

Interviewer: Da vay thi hién tai nhing cai ndi dung, nhing cai video hodc nhing hinh anh
cua no clng xoay quanh cai cau chuyé&n ma noé sé educate khach hang la cach lam sao dé

song bén ving, cach lam sao dé giam thiéu rac thai, néi chung |a né xoay quanh cau

chuyén dé. Né van chua that su sang tao trong viéc sang tao ndi dung hay |a sang tao cac
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cadi an pham truyén théng dé ma lam cho minh bi hdt vé a cd. Cé cé cam gidc nhu vay

khéng cd?

Interviewee:

U dung rbi. U ¢d hiéu y ban. That ra hién nay thi cai viéc educate né ciing khéng can thiét
nifa tai vi nhiing cai d6 néu nhu ma ngudi ta mudn thi ngudi ta cé thé tu cip nhat. U cai
ma minh dang can bay gid |3 nhiing cai hoat déng ma moi ngudi cd thé tham gia vao a
dé ma moi ngudi cé y thic vé viéc bao vé mdi trudng. Giong nhu cd ké cdi trudng hodp cua
c6 a. Thi khi ma cé séng & Chau Au a thi tat ca moi ngudi déu lam nhu vay cai minh hong
lam nhu vay thi minh sé thay nd ki. Nén minh bi budc phai phan loai rac dé cho minh
giéng moi ngudi. B4 thi néu nhu ma VN minh cling cé thé lam mét cai hanh déng gi dé
ma nhu kiéu tat ca moi ngudi déu lam chang han thi tat nhién |a moi ngudi sé |lam nhiéu
hon. Cé vi du nhu 13 cai balo cua cac ban a. Bay gid néu ma cé mot cai trudéng nao dé ma
no yéu cau tat ca hoc sinh di hoc phai deo balo tU cac san pham phat trién bén ving thi

né sé khac ngay lap tic. O d6, ¢d vi du vay.

U tdc 1a nd phai cé cai ddng cd dé moi ngudi lam. Lam nhiéu thi né sé thanh théi quen.
Chu con gid thi minh cd hé hao, minh ¢l educate nhung ma khéng ai lam hét tron thi nd

cling hong thay déi dudc gi.

Interviewer: Néu ma, giong nhu cai balo cua tui em, cdi san pham cua tui em di ma ngoai
cai cdu chuyén nd bén viing ra va nd con cd mot cai yéu 1o 1a lién quan dén culture nla.
La cdi san pham cua né chung véi cai cau chuyén ma van hoéa dong déng Sai Gon a cb. Thi
cai tag cua nod, cai bat cua né clng lay tU nhiing cdi nai déng déng Sai Gon A. Thi day 13
mdt cai angle e thay chua cé khai thac nhiéu thi vé phan ¢, cé cam thay nhu thé nao
néu ma né truyén théng theo mét cdi hudng ma né sé gan vdi van héa Sai Gon. O d6é cd sé
dudc thay hinh anh, dm thanh nhing cai thd nhu |3 cdu rao, banh mi 2 ngan moét 6 cé co

cam thay né mdi me va thu vi khéng?

Interviewee:

O ¢b sé danh gia né & cai muc sinh déng hon. Tuy nhién ¢ khéng nghi né cé thé |a mét
chién dich lau dai. Cac ban nhd cai Bitis ma dong hanh 36 phé phudng tai Ha Ndi khéng?
Thi dé khi ma minh néi dén dong dong sai gon thi ¢cd nghi ngay dén cai Bitis 36 pho
phudng luén. Luc dau né 1a moét cai y tudng hay nhung ma thuc chat ldc sau né khéng

that su thanh céng lam. U né chi tao dudc cai hiéu Ung ban dau théi. Tai vi that ra d nghi



vé cac ban nhung ma ngudi ta chi quay vé chat lugng cua san pham va cai tinh function

cua san pham thoi.

Con cai ma cac ban dang lam vé van héa nay kia thi ndé dang danh va emotional. Thi cai
emotional ¢cé thé lic dé ban thich, hing thu nhung ma né sé khéng cé gil dudc ldu. Thi
that ra néu nhu ma minh tao hiéu Ung, minh mudn fanpage tang dét bién trong cai thai
gian minh chay dé an thi cé thé danh emotional dudc. Nhung ma cudi cung cdi ma dée
ngudi tiéu dung & lai véi san pham a 1a cai tinh functional cda né. U thi dé 1a cai quan
diém cua cé. Tuy nhién cd van thay cai yéu té ma van hda, gan lién vdi vin héa Sai Gon

nay kia nd clng rat thu vi.

Interviewee: Nhung ma c¢é mét cai nay ti cai hém ma minh present 30% cé thac mac ma
€6 chua cé kip hoi 1a sao minh ndi day 1a mdt cadi san pham Viét Nam, ban sic nay kia ma
cai model cé cam giac model khéng phai ngudi Viét ma cai khung canh ma chup san
pham &, cé cling cam gidc 1a né khéng & Viét Nam ludn. Cé khéng biét nifa nha. Cé chi vd

tinh thay vay théi nén 1a cé mdi khong biét |a ban dé khéng phai ngudi Viét thiét hong.

Interviewer: Da model thi ddng la dong déng dang dung model nudc ngoai a co. Con

phéng canh thila d VN.

Interviewee: Ua nhung ¢ cam gidc cé thé khach hang ma ho dang nham dén a la nhing
ngudi nudc ngoai & Viét Nam hdn a nha. That ra thi nhiing ngudi dé ho sé co y thic bao vé
mdi trudng hon la chinh ngudi Viét.

Interviewer: Da dung rdi a, thuc ra ngudi nudc ngoai ¢ VN clng |d mdt tép khach hang

cua Dong Dong ludn.

Interviewee: Ua nhung ma cé vé coi san pham thi cam gidc 1a ho dang nham vao nhiing
ngudi dé hon 4. Nén that ra néu ma cac ban tao ra cai campaign vé van hda thi nd clng
rat hay, noé sé lam cai fanpage né khac. Cé chi khéng biét né co lam déi cai mood and tone
hién gid hay khéng. Tai vi hién gid nhin thi cam giac né kha |1a nang déng va hién dai. Thi
khéng biét néu nhu ma minh thoi cai yéu td van hdéa vd thi né cd bi léch pha so vdi cai

brand guideline hién gid khéng. Cai nay cac ban cé dé xuat Ién doanh nghiép chua.

Interviewer: Da tui em dé xuat |én doanh nghiép goi cho nén nd clng hay tai vi cai nay

bén Déng Dong clng chua lAm bao gid. Cho nén |3 tui em dang san xuat vdi lai tui em
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cling dua cho ho xem thu dé ho danh gia. Tai vi thiét ra trong cai khudén kho dé an ma tui
em lam, nhing cai ma mang tinh engage |au dai han thi nd ko cd possible trong cai thdi
diem nay. Ma bay gid hién doanh nghiép ho cling dang dat cai KPI |3 mudn tang

awareness a ¢, cho nén tui emn muén danh manh cdi yéu té emotion trong cai campaign.

Interviewee: Trong cai chién dich cla cac ban d minh cé event gi vé madi trudng hong?

Interviewer:

Hién tai thi tui em dang lén plan lam trién 1am vd&i workshop. Nhung ma do tui em da
chon cai yéu 16 emotion vdi culture dé danh a cho nén 13 nd sé xoay quanh cai nay nhiéu
han.

C6 mbt cdi event kiéu support 12 sap t6i ¢ 1 cai event lién quan t8i, gidng nhu 13 bén Buc
a Déng Déng tham gia & bén dé 1a 1 cai trién 1am |a vé chat liéu bao vé mdi trudng ma

gom nhiéu cai tay to mat Ién cua Duc cac kiéu a.

Interviewer: Da vay theo c¢d thi ¢é ¢ nghi |3 hién nay, cac thuong hiéu bén viing noi
chung can cé thém mot cai tinh dot pha gi dé nla trong hoat déng truyén théng. £é ho
ngoai thu hut dudc nhiéu ngudi hon thi nhu ¢d néi cai yéu té ma khach hang ngudi ta

clng tham gia vao cadi hoat déng ch né khéng chi |a bé néi nia.

Interviewee:

Okie thi ¢é nghi néu nhu ma vé nhan hang a ma dé khach hang cé thé tham gia vao a thi
phai tao event cho ho tham gia. Réi cling phai taoc cho ho mét cdi benefit nao dé dé ma
ho thay |a khi ho tham gia ho dudc cai gi. Cé vi du nhu |3 coupon giam gia hay |a trai
nghiém tham quan nha may, tldc 13 nhing cdi benefits cua ho. Tat nhién |a bén canh
nhing cai dé minh cling phai cho ho thay cii déng luc dé ma ho thay |a tai sao ho phai
song xanh va séng bao vé mdi trudng song song vdi cac hoat déng dé luén. Chu khéng
phai dé ho tham gia dé ho lay dudc cai coupon xong rdi luc sau ho vé ho lai séng dau vao

day thi khéng dudc.

Hodc |3 ho cd thé danh vao truyén théng trong cac trudng tiéu hoc, THCS,.. thi minh sé
tao nén dudc cdi Idp thé hé ma noé cé y thic vé viéc bao vé modi trudng tlf sdm. Tai vi
nhing cai khach hang hién nay thi ho da quen séng nhu vay rdi thi ho sé rat |a kho thay
doi cai behaviour. Nhung ma nhiing ngudi ma tU dang trudng thanh tré |1&n a thi rat 13
kho thay doi behaviour. Tri khi |a ho bi anh hudng bdi mdt nén van hda khac nhu la ho co
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di nudc ngoai, ho dudc trai nghiém mdt cach séng xanh khac. Con néu khéng thi ho sé rat

la kho cd thé thay doi.

Va nén truyén théng cung vdi Chinh phu. Tai vi cdi viéc bao vé madi trudng a, né sé khéng
thé dén td bat Ki mdt ca nhan hay doanh nghiép nao. Né phai la mét cai hanh déng
chung. Vi du nhu |3, thiét ra cdi viéc cai tU khda phat trién bén vifng a cac ban, né hot lai &
Viét Nam tl cai dot vao thang 11 nam ngoai khi ma thu tudng Pham Minh Chinh sang Anh
va tham du cdi su kién COP26. Thi 6 dé bac Chinh ¢dé manh miéng hia vdi toan thé lanh
dao cac nudc 1a Viét Nam cam két phat trién bén viing va dat dudc cac chi tiéu, chi so gi
dé vao nam 2026. Nay c¢d khéng nhé 1am. Thi khi ma bac Chinh ndi thi cai tl khéa d6 no
noi Ién lai. Va rat 1a nhieu nhing cai doanh nghiép ho dua theo. Tai vi dé dang |a chi tiéu
cua nha nudc ma. Nén |a ho sé dua theo dé ma ho dat dudc cai chi tiéu dé. Va ho sé dudc

vinh danh, ho sé dudc khen nggi va dudc nay kia.

Nhung ma nhu ¢d néi mét 1an nifa thi né chi nam & cai mdc 1am Igi cho ho théi. Chd that
ra ho chua phat trién bén viing dé ma ho nghi dén mdi trudng. Cho nén |a cé thé 1a vi nhu
vay nén la ho chua thé 16i kéo dudc ngudi dan, nha tiéu dung tham gia vao cai hanh trinh

phat trién bén viing cua ho.

Interviewer: Da néu ma nhing ndi dung truyén théng lién quan dén phat trién bén ving
thi ¢ sé thich nd dudc truyén tai theo dinh dang nhu thé nao? Kiéu video, hinh anh, &m

thanh,...

Interviewee:

Co thich infographic.

Am thanh clng ok, am thanh cing hay nha. Am thanh dang nhu podcast cua Vietcetera
a. Dao gan day Vietcetera vdi Nescafe a cac ban, ho cling ra mét cai podcast vé séng xanh
a. Ho dén cai ndi ma Nestle xay dung, trong ca phé a, mdt dong co that |a xanh. Nhing
hat ca phé dudc nudi nang nhu thé nao dé than thién véi mai trudng; tao ra nhiing hat ca

phé thdm ngon. B4, thi dé cing |13 1 product.

CH nghi 12 nén cé KOL support thi né sé dé tiép can dudc véi gidi tré hon.
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Interviewer: Da gid gan vé Dong Déng thi Déng Déng khéng nham tdi tap gidi tré |am ma
nham vao tip khach hang & dé tudi cua cd a thi cd sé hay follow nhiing KOLs hay |a

influencers nao khong cd?

Interviewee: That ra clng cé chu, ¢é vi du nhu la nhing KOLs hay la influencers ma g tam
tudi cua cbd né, ho dang cudc séng gia dinh né, con cai né, chuyén va chéng né; va clng cd
nhing ngudi ho tén trong cai 16i séng xanh va bao vé madi trudng. Cd vi du & thanh pho
HCM nhu Giang Ji. Con Ha Néi thi cé chi Loan Pony, Diép the punk,... That ra thi may chi
dé clng la dang cé gia dinh, cé con va ho clng cd gang séng rat |a sustainable. ©6, KOL

dau phai chi danh cho gidi tré khéng dau, cing cé nhing KOL danh cho trung nién ma.

Interviewer: Da tai vi tui em cling gidi tré nén xung quanh tui em clng toan follow da
phan gidi tré cho nén tui em muén biét cd kiéu tudi cd sé follow nhiing KOLs giéng nhu

thé nao.

Interviewer: Mot cai lién quan dén Dong Dong thém 1 xiu nla 13, viy cb thay san pham
cua Déng Déng thi cd co cam giac |3 cd ¢d thé sé mua nd trong tudng lai khéng? Coé co

thay né qua tré trung hay la qua nang déng dai vdi cé khoéng?

Interviewee:

That ra ¢é thay né cing |1a mét san pham nhu balo va tdi nhu bat ki cadc san pham nao doé
théi. That ra khi ma c¢d nhin vé day a. Néu nhu ma cbd khédng nghe cai bai thuyét trinh cua
cac ban lan trudc a thi cé sé khéng thay dudc cai y thuc bao vé mai trudng cua né cao
nhu vay dau. Thi c¢d clng khéng biét nlfa, nhung ma khi cé nhin vé thi cé khéng cé thay
dudc cai yéu 1o su dung nhiing cai bat nay kia ma cac ban cé present trong cai budi dé.
Thi trong mat clda ¢é thi né cling chi nhu nhiing cdi san pham balo hay |a tdi binh thuéng
khac thai.

Nhung ma khi ma thay cac ban ndi nhu vy a thi cé, néu nhu |da mdt ngudi masdéng coy
thic bao vé moi trudng thi cé sé cam thay kha 1a hing thu vdi san pham nhung ma né
clng chua du thuyét phuc dé ma cbd cd thé bo tién ra mua. Tai vi ¢d vi du nhu nha, néu
nhu ma tai vi & day a, ndé chi dang tap trung vao nhing cdi mau ma bén ngoai rat dep va
cai quy trinh san xuat. Nhung ma nhin vo thi cé khéng biét cé dung dudc cdi gi hét tran.
Vi du nhu ¢é |a nhan vién van phong, mai ngay di lam cé can mang theo mét cai laptop
nho, cé can mang theo maét cai dién thoai, mét chum chia khaa, ly uéng nudc; cai ly ma

cac ban biét nhing ngudi ma ho cd y thic bao vé méi trudng a thi ho sé cé cai ly di kém
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dé ma ho cd thé mua ca phé hay la nudc ma khéng dung cai ly cla tiém ca phé hay |a
tiém tra s(fa. Vay thi cai tdi nao hgp vdi cé thi cé nhin vb cé khéng biét. Hoac 1a ¢ 1a mét
ba me bim sla di, thi ¢é can mang theo nhiing cai do cua tré em nay kia, nhin vé day co

khéng biét phai mua cai tdi nao luén.

Thi ¢é thay 14 né dang truyén théng bi thién vé mau ma va cach thic thuc hién qua chu
né chua danh dudc vao cai san pham la phai dung sao, cdi nhu cau cua tui bay gid tui |3
nhan vién van phéng thi tui mua cai gi; tui 1a cai ngudi ma hay phai di chuyén na, tui phai
dem laptop ra ngoai gap khach hang thi cai gi hdp vdi tui. ©é thi cé chua thay dudc cai

yeu to do.

Interviewer: Da dung |a né dang thiéu cai yéu to lién quan dén chic nang kiéu cai nay

phu hgop vdi ai.

Interviewer: Da tui em da hoi xong cdc ciu hoi phong van réi a. Tui em cam dn co.

PHONG VAN CHI NGAN

Ngay phong vdn: 18/10/2022

Thai gion phdng van: 21:00

Ngudi thuc hién phong van: Khanh, Thu

Ngudi tham gia phdng vdn: Chi Nguyén Trdn Kim Ngdn

Interviewer: Da anh cho em haéi moét xiu théng tin ca nhan cda minh nhe. Da chi sinh nam

bao nhiéu vay chi?

Interviewee: Chi sinh nam 96.

Interviewer: Da anh hién tai thi chi dang lam céng viéc gi vay chi?

Interviewee: Chi dang lam social media manager

Interviewer: Da vay cho em hoai |4 hién tai chi dang ¢d thuc hién 16i s6ng xanh, |16i sdng bén

viing khéng cé vi du nhu la giam dé nhua, tai ché dé ca do a?

Interviewee:
La ngay tai thdi diém hién tai luén ha, chi ndi vé qua khi khoang 4 thang trudc dudc hong.

Cé nhen. Tai vi hdi trudc khi chi lam & Change thi chi van duy tri cai viéc ma minh han ché
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sU dung cac phudng tién ca nhan a. Néu nhu ma dudc thi minh sé lua chon di bd hoac di
xe buyt. Tha hai nifa 1a chi tif chéi sif dung ly nhua va chi mang theo binh ca nhan va chi

cling mang theo codm trua dé han ché hép nhua va han ché giao hang a.

Ma nd sé khéng dudc tuyét bang cai qua trinh khi chi lam & Change tai vi luc d6 cd mot
cdng déng lam viéc chung vdi minh a thi nd dé khé khan han. Cén bay gid chi di lam cé
mot minh chi théi va vi hai chi “tién Igi" cho nén |4 bay gid chi chi theo né dudc khoang
50-70% théi chid khéng dude nhu trude nia.

Interviewer: Da vay co cd thé ké tén cho em mot vai thuong hiéu hoac Ia brand cung cap

san pham xanh hodc |a bén viing ma chi biét dugc khéng a.

Interviewee:

Pau tién thi chi nghi chi sé ké dén Cocoon. Thu hai |13 éng hat Equo. Hong biét |a tui em
biét thuong hiéu nay hong, vi né tung dudc 1én shark tank goi 4. Equo la cai ndi cac ban doé
nghién clu va lam ra éng hut tl cac vat liéu ma da bi thai bé nhu |a ba ca phé hoac la tl
ba mia va cén nhiéu loai nda. Va thudng hiéu Equo chi ¢é xai d nha ludén né ma né hdi mac
mot xiu. Cai thd ba |1a Decathlon. Cai thd tJ la Adidas. Thd nam |a ngan hang ACB. Thd sau
la ngan hang HSCB. Ngoai ra thi co cai coc nguyét san &, the Yén Concept cua chi Helly

Tong. Hién tai thi chi chi nhd dude khoang tiing nhiéu dé thai.

Interviewer: Da tai sao lai ¢d ngan hang ACB vay chi?

Interviewee:

ACB da tiung hap tac vdi Change rat |3 nhiéu trong cac chudng trinh dé gido duc nhan vién
va con em cua nhan vién vé cac van dé vé mai trudng va bao vé mai trudng. Va ho co dua
ra nhing cai dai ngd, ché dé phuc Igi rat 13 tot cho nhan vién cla ho. Pam bao cai qua trinh
phat trién cua con ngudi, cua nhan vién khi lam viéc. Va ho cing cham lo luén su phat
trién cua con em nhan vién trong madi trudng lam viéc cua ho nlda. Ho cd mdt cdi ACB hub
rat 1a to & Pién Bién Phu a. D6 |1a mot cai trung tam nghién cldu va hoc tap cla ACB taora
cho nhan vién cua ho. Va tui chi da ting tdi dé dé lam nhing chudng trinh mua hé cho
con em cua ACB va ho cé chay cac chuang trinh ndi bd rat 13 1du nam rdi. Ho chay ching 10
nam nay roi. Khuyén khich nhan vién cua ho hudng tdi 16i séng xanh, khéng su dung do
nhua st dung 11an. Ho ¢é nhing cai bé KIT séng xanh va phat cho nhan vién cda ho mién

phiva ho tang cho nhiing déi tac cua ho.
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Hang niam ACB c¢é hdp tac véi cac td chic vé |am vé bao tén ddéng vit hoang di dé xin
nhing cai hinh dé ho in lich dé tang cho khach hang cua ho dé truyén tai théong diép bao
vé méi trudng. Thi chi thay chi rat 1a tdm dac vdi cac hoat déng cha ACB vé song xanh mac

du ho lam an trong ndi bd thi.

Ma ngoai ra theo nhu chi biét thi HSCB va ACB |a nhiing cdi ngan hang cé su cam két vé su
dau tu phat trién bén ving. Ho sé ndi khéng vdi cac du an lam tac dong xau dén mdoi
trudng, hudng tdi nhing cai du an thién vé cai hudng nguyén liéu tai tao va nhing sang

kién giam thai, bao vé mdi trudng tét han.

Interviewer: Da chi gi, chi cé biét thuong hiéu nao san xuat tui va balo ma nd xanh va bén

viing khéng chi?

Interviewee:

Tui, balo thi chi khéng nhd ré cai thuong hiéu vi né khéng néi tiéng lam. Chi nhé dudc mét
cai thuong hiéu hinh nhu tén |3 To He. Mot to chiic cua mdt ndi ho nudi cac tré em mo cdi
hay khuyét tat thi chi khéng nhd rd. Va ho dung tranh vé cua cac em doé |én trén tui xach,
balo, do, tap vd,... va ho gay quy. Theo nhu chi tiép xuc thi chi clng thay ho dung cac théng

diép vé sdng xanh trong qua trinh truyén théng san pham cua ho né.

Ngoai ra thi nhifng ban ma thu gom bat dé |lam tui xach va balo thi chi cing chi tiép xuc

qua nhing cai hdi nhém a cho nén 1a chi cling khéng nhd ré cai tén cla ho lam.

Interviewer: Da chi gi, vay thi theo chi thi mét thuogng hiéu bén ving, mét thudng hiéu

xanh thi né sé gom nhing cai yéu td nhu thé nao?

Interviewee:

Em biét cai chi 56 SDG hong. Thi mét cdi cdng ty ho hudng dén phat trién bén viing thi noi
chung |a cadi chl “bén viing” & thi né s& mang tim chién ludc. Tai vi khi ma nhac dén bén
viing a thi minh s& nhac dén cai tam chién luge va thudng ngudi ta sé theo 17 cai muc tiéu
phat trién bén ving cla Lién Hiép Qudc a. Do nd mang cai tam chién lugdc han |a cu thé

mot khia canh hay mét san pham hay |a mét ca nhan.

Thi thuding |a ngudi ta sé cé gang di theo 17 cai goal nay. Thi sé cé nhiing cai c¢éng ty ho

dua ra nhing su guan tam cua ho nhiéu han vé maoi trudng. Hoac |a nhiing cong ty ho dua
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ra mdi quan tam cua ho nhiéu hdn vé viéc phat trién con ngudi hoac 1a dua ra madi quan

tam cua ho thién vé mat suc khoe.

Di nhién 1a khéng cé mdt cdéng ty hay mot quoc gia ndo ma dua ra nhiing cai quyét dinh
chién lugc ma cdé thé follow du 17 cai chién ludc nay. Thi nhiing cai tdo chic lam vé maoi
trudng nhu Change thi sé c¢d gang hop tac dé thic day cac céng ty dé ho dua thém 1 cai
goal vé mdi trudng vao trong cai chinh sach cua ho. Pé tao thém nhiéu tac déng tich cuc

dén moi trudng.

That ra bén viing hay khéng né sé cé nhing cai quy chuan dé ho danh gia. Cha khéng
phai minh ndi né bén ving & nd bén ving dau. Cé nhiéu céng ty ho tuyén bd |a ho bén
viing, ho tuyén bé nhing cai s ménh cua ho cé dat cai chif “bén viing” trong muc tiéu
nhung trong qua trinh ho hoat déng a. N6 ¢o that su bén viing hay khéng thi can cé su

kiém tra va giam sat nla.

Nhung ma theo nhu chi hiéu thi cai mic dé bén viing nay em phai xem mission va vision
cua ngudi ta a. Xem |a ngudi ta co dat cai trong tam cua ngudi ta phat trién bén viing vé
khia canh nao. Vi du nhu véi HSCB thi ho dua ra nhing cai vé moi trudng, nd cd tuyén bo
vé tam nhin, vé st ménh cla ngudi ta thi ngudi ta sé dua ra nhing giai phap lién quan tdi
nhing cai muc tiéu ngudi ta dat ra. Tat nhién |3 ndi vé bén viing thi ai cing mudén hudng
tdi. Nhung ma trong cai qua trinh hudng tdi thi ngudi ta sé di tdi cai viéc |a thuc hién ting

cai muc tiéu mot.

Néu hodi chi cai thudng hiéu dé nd cd that su 13 bén viing hay khéng thi; vi du nhu minh
nhin thay né cé quan tam tdi nhan vién né, dam bao dudc phuc Igi, dam bao vé mat con
ngudi né, nd cd quan tam tdi van dé gido duc cho nhan vién, con em cua ho,.. Ngoai ra
cdn cdé cac yéu td vé moi trudng cong hudng vao nlfa. Thi hém hém minh danh gia doé I3
mot thudng hiéu bén viing. Cén néu nhu ma ndi ho cé that su bén viing hay khéng thi
can phai cé nhiing cai théng tin ngoai |1é nla chi minh khéng thé ding d ngoai va danh

gia mot céng ty cd bén viing hay khéng.

Nén néu cac em dat cai khia canh tui em dang nghién clu 13 vé médi trudng, nhing cai
tac ddng cua san pham vé mat moi trudng thi chi nghi 1a tui em chi nén gdi gon vao cai
dinh nghia |3 bén viing trong mai trudng thbi. LA nd sé& bao gém cai phat thai, bao gém
nhing cai san pham cua ho hudng tdi giai quyét cai van dé gi vé mai trudng hay khong.
Vay thai.



Interviewer: Chi cé biét cac cudc thi hoac giai thudng nao ma cac doanh nghiép thudng

hay tham gia hay khéng?

Interviewee:

Chi clng hong ranh |1am bé di. That ra thudng nhiing doanh nghiép ho |am mét cai hoat
déng nao dé lién quan tdi xa hdi va nhiing cai sustainable development nay né thi cai
muc tiéu cudi cung cua ho 1a dé PR va ho cing mudn phat trién doanh nghiép cua ho
nia. Nén chi it thay doanh nghiép nao tham gia Iam. Ho chi té chuc ra nhing cai chudng
trinh nay théi. Ho chi t& chuc cai chudng trinh va do dac cai tinh hiéu qua cua cai chudng

trinh cla ho théi. Chd thuc su dé& mét tip doan di thi thi khé 1am.

Interviewer: Da vay kiéu néu bay gid ma cé mot cdi san pham xanh ma né dung véi nhu

cdu cla chi thi chi c¢é sdn sang mua khéng a?

Interviewee:
Cé Néu nhu ma nd thay thé dudc cho nhiing cai san pham khéng xanh hién tai. Vi du nhu
cai bao nilon dé dung rac 3, thi nha chi cing dang chuyén dan gua cdi bao bi sinh hoc co

thé phan huy dude. Thi néu cé chi san sang s dung va néu nhu né tién nia.

Interviewer: Da vay déi vdi cac thudng hiéu bén viing ma chi biét thi chi thudng theo dai

ho qua cac kénh truyén théng nao vay chi?

Interviewee:

Thudng chi lam viéc vdi ho dang daéi tac. Chi clng khéng cé théi quen theo déi cac
thuong hiéu cho lam. Néu nhu vé tinh thay théng tin vé ho thi chi sé doc trén bao bi. Hoic
néu chi thay thu vi thi chi s& xem website cda ho. Ma thudng & trong Change moi ngudi
thudng gidi thiéu cho nhau nlda. Qua su truyén miéng cua moi ngudi.

Chi khéng cé follow thuong hiéu nao trén Facebook ca nhan cua chi hét. Thudng thi chi
sé nghe gua truyén miéng va mot KOL nao dé ho ndi tdi va chi cam thay thu vi thi chi sé

search.

Interviewer: Vay thi chi cé danh gia nhu thé nao vé cdc hoat déng truyén thong cua cac

thuong hiéu bén viing?

Interviewee:
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Thi déi véi ACB nhu chi néi ho chi truyén théng ndi bd va chi thay ho truyén théng rat 1a
hiéu qua. Chi thay day |a cach truyén théng hiéu qua dé lan toa va gido duc con ngugdi
hudng tdi 16i sdng xanh. Con nhing cai thudng hiéu khac chi cam giac nhu |a ho dang bi
chit vat 4. Do gia thanh sé cao hdn, né sé khéng cé mét cai ludng nhu cau nhiéu nhu
nhing san pham théng thudng. Do ho khé khan trong viéc tao ra Igi nhuan nén chi thay

cai hoat déng truyén théng cua ho khéng cé nhiéu.

Va tai vi chi da 1a mdt ngudi quan tam réi cho nén 1a néu thay thi chi cing sé tim hiéu. Chi
la khach hang ma dai vdi cdi théng tin ma chi da quan tam thi chi sé tich cuc tudng tac
v3i nd. Chi sé luén quan tam |a cai thudng hiéu nay né lam cai gi, ho |[Aam nhu thé nao va
chi thudng sé tu search thém. Nén ndi vé muc dd engage cua chi déi vdi nhing théng tin,

ndi dung doé thi chi nghi |a co.

Interviewer: Da vay thi d&i vdi cac thudng hiéu bén viing ma chi biét thi chi nghi ho cé can

mdt cach truyén théng né méi mé hon khéng?

Interviewee:

Chi nhan thay |a & Viét Nam minh dang chia thanh 03 nhém déi tudng. Nhém dai tuong
da cdé su quan tam rdi, va thudng thi ho cé y thic rat 1a cao va guyét dinh tiéu dung cua
ho hudng tdi lua chon cédc san pham déng gép cho maéi trudng nhiéu han. Nhém thi hai
la ho biét hai hdi nhung khéng lién quan téi minh [am. Va nhém thid ba, né chiém rat 13

déng, la ho khéng quan tam gi ca.
Chi nghi |3 cac thuong hiéu nén lam gi dé dé nhiing théng diép nay dudc phd bién han.

Chi nghi 13 déi véi cdng dong ngudi Viét minh thi can dudc educate vé van dé nay rat 1a

nhiéu.

14.3. Dong Dong Sai Gon's Facebook and Instagram Insight

Facebook Insight: 28 Days Period
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