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1. INTRODUCTION

TBP is a group of four fourth-year students, majoring in Multimedia Communications at FPT
University. The group name uses the initial of each member’s last name to symbolize the unity
and fellowship of the team. Through thorough and in-depth research, the team has worked
together to create a branding campaign for Pat Foods - a social impact business that sells
processed products made from naturally-cultivated nuts.

Pat Foods, a social impact business, established in March 2018, aims to cooperate with farmers
to improve their income by providing them with knowledge, skill, and technology that are eco-
friendly and sustainable. Therefore, farmers who cooperate with Dat Foods are highly-skilled in
cultivating crops and become more competitive in the market. Pat Foods aims to transfer the
entire technology that takes part in the manufacturing process to the farmers and help them
increase the product value through processing resulting in improving their income.

Based on the client brief (Figure 1), Dat Foods indicates the current problem with the brand is
that they have low investment in communication activities. Moreover, Pat Foods is going to have
2 upcoming milestones in the mid of 2023 including new product lines launching and EU organic
certification issued on 4 or 5/2023. Therefore, they desire to invest in communication to lay a
better foundation for upcoming milestones of their brand communication.



Client Brief

CLIENT DatFoods
BRIEF DATE 06 Dec 2022
TARGET DELIVERY DATE Feb 2023 — April 2023
SCOPE OF WORK Branding Campaign with following tactics: social campaign, video production, and event
DELIVERABLES Social media campaign; producing products including a video and an event.
EVALUATION CRITERIA Free to Propose
KEY CLIENT DECISION MAKERS | PatFoods’s BODs
BUDGET
Profession Fees N/A
TPC (Third-)
(Third-party Discuss Later
cost)
KEY DATES / DURATION PRESENTATION
DATE (STRATEGY) 19 Dec 2022 - 22 Dec 2022
PRESENTATION
3 Jan 2023 - 7 Jan 2023
DATE (CONCEPT)
START OF
CAMPAIGN Fieb 2023
END OF CAMPAIGN | April 2023
TTION APPROAC
PROJECT BACKGROUND Answer:

What is the reason for this brief? Is it a Pitch, Initiative, or
Commissioned Scope?

Branding Campaign for Dat Foods

PROJECT OBJECTIVES

What is happening in your business and category that is
causing the need for this brief?

What is inhibiting growth?

How will project outcomes help your business or
organizational objectives?

Answer:
. Low brand awareness
. Social media channel has not been fully optimized

THE *ASK’

What are you asking us to do?

What is the communications task in light of the above
objectives?

Please be specific on the requirements

Answer:
Dat Foods wants to invest in communication to lay a better foundation for upcoming milestones.

OVERVIEW OF THE CATEGORY

What category is this brief for?

What category are we playing in?

Who are the key competitors in this category and what is
your market share?

Answer:

Organic/Natural butter and oil products

Ex:

Peanut Butter:
. Domestic: Golden Farm, Dan D. Park,...
e Foreign: Skippy, BiotechUSA, ...
e Local brands

Nut-based Oil:
. Simply, Tuong An, Meizan,
e Local brands

OVERVIEW OF THE BRAND

What is it and what does it stand for — Brand Idea or
Purpose?

What are the perceptions and mental cues generally
associated with your brand?

What is it known for?

Answer:

Pat Foods is a social enterprise in Vietnam aiming to cooperate with farmers to improve their income by
educating them to grow and produce natural nut products.

Pat Foods’s 5 core values: Human Development, Community, Transparent, Nature, and Equality.

The brand currently has a low investment in communication activities.

Business Future Milestones:
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2.

What are your brand mandatories?
Any regulations we need to be cautious about?

OVERVIEW OF PRODUCT / SERVICE

‘What is it and what does it do? What is its USP? What are
the benefits of using it?

‘What makes it remarkable vs. what the competition offers,
ifatall?

OVERVIEW OF TARGET AUDIENCE

‘Who are we trying to reach and why?

‘What are their demographies?

‘What is the role of the category in their lives?

‘What are their perceptions of the brand, both pesitive and
negative?

KEY MESSAGE TO LAND
‘What is the key message you want to land with this
audience?

REASONS TO BELIEVE
What is your credibility to claim this?
Why should your audience believe this message?

TOUCHPOINTS

‘When, where, and with whom might this audience pay the
most attention to your message?

‘What are the online and offline channels we can use to
communicate with you?

KPIs
How would you define success for this initiative? What
are your benchmarks — the ones we'd need to achieve or
beat?

MANDATORIES

What are the distinctive brand assets that must be included
e.g. visual identity, logo, tagline, etc., or guidelines that
must be adhered to.?

e Inmid-2023, Bat Foods are going to expand its product lines with new products.
e  Dat Foods is in the process of applying for EU organic certification and it is expected to be
issued on 4 or 5/2023.

Dat Foods communication channels:
https://www.facebook com/datfoodsvn

iitps wods vi/vi/

hitps:'www.instagram.com/datfoods v/

Answer:
2 main product lines
. Butter: peanut butter, and cashew butter.
. Oil: peanut oil, yellow sesame oil, black sesame oil.

Product Features

Butter Line:

. Does not contain hydrogenated cooking oil.

. No herbicides, and no pesticides in the cultivation process.

. No preservatives, no additives in the production process.

. Dat Butter's peanut butter processing process limits the natural nutritional components of peanuts.
Oil Line:

. Without any preservatives and additives. Completely natural, non-chemical product.

. Maximum nutritional content and ensuring microbiological safety.

. 0il does not get malnourished.

USP of the social value: accompany with the farmer to cultivate nuts.

Answer:

Target Customer:
. Female 25-50 years old (with family)
. Income: Upper Middle, High Class
. Behavior: Care about health and eat clean
. May include vegetarians, fitness enthusiasts, ...

Answer:
Free to propose

Answer:
Natural farming cultivation, no chemicals
Certificate of HACCP - Food Safety

Answer:
Offline: Store (An Nam, Kingfoods.
Online: Facebook, Instagram

Answer:
Freely to propose

Answer:
The Brand Guideline will be sent to you
No specific cautions.

Figure 1: Client Brief, template, and details organization are developed by TBP Team

RESEARCH

2.1.1. Political

In 2023, Prime Minister Pham Minh Chinh requested the whole industry to concretize the
Resolution of the 13th National Party Congress, the resolutions of the Central Committee, and
the conclusions of the Politburo to build the agricultural sector. ecology, modern countryside,
and civilized farmers, with the motto of taking farmers as the center, taking agricultural
development as the foundation, and rural development as the driving force.

The Ministry of Agriculture and Rural Development has approved the Action Plan for the
implementation of the National Green Growth Strategy for the 2021-2030 period, aiming to



develop ecological-oriented agriculture (Editorial Board of Department of Agriculture and
Rural Development, 2022).

BO NONG NGHIEP CONG HOA XA HOI CHU NGHIA VIET NAM
VA PHAT TRIEN NONG THON Bie liip — Ty do - Hanh phiie
Sé: 3444 /QD-BNN-KH Ha Noi, ngiy12  thing9 ndm2022
QUYET PINH
Vi vife ph duyét Ké hogch nanh ddng ciia B Nong nghigp va PTNT
thyre hign Chién luge qube gia vé ting truémg xanh giai doan 2021-2030

BQ TRUONG BQ NONG NGHIEP VA PHAT TRIEN NONG THON

Can cte Nghi anm 56 15/2017NB-CP ngdy 174022017 ciia cmym phi s
dinh chifc ndng, nhiém vu, quyén han vi co cdu 16 chikc ctia B5 Nong nghiép v
Pht triéa ning won:

Quyét dinh 56 1658/0D-TTg ngay 1 thang 10 nam 2021 ciia Thii teong

hidn huge quoc gia vé ting irwdng xanh giai dogn 2021-
2050;

Chinh pn
2030, 1

Céin h sd 882/0D-TTg ngdy 22/07/2022 ciia Thit tuaéng Chink
pm ,me duyét Ké hoach hnh ding qudc gia vé tang rrcng 2 sanh giai dogn 2021~

Theo dé nghi ciia Vi trucng Vu Ké hoach,
QUYET DINH:

Didu 1. Ban hinh kém theo O

Bo Néng nghiép va PTNT thue hién
xanh giai doan 2021-2030.

Ju truang Vu Ké hoach, Thii tnromg cée cor
Phit trién ndng thon, Gidm déc S& Nong
ciic tinh, thanh phé truc thudc Trung wong chiu

BQ TRUONG

“" Lé Minh Hoan

Figure 2: Action Plan for implementing the National Green Growth Strategy for the 2021-2030
period (Editorial Board of Department of Agriculture and Rural Development, 2022)

e UNDP, the Ministry of Planning and Invelnvestment, and the Canadian Embassy in Vietnam
made the announcement of the Project: “Supporting the Ecosystem of Businesses with Social
Impact in Vietnam to Respond to Covid-19” (ISEE-COVID Project). The project aims to
strengthen the resilience of SIB and contribute to addressing the social and gender issues of
Covid - 19 for vulnerable groups (Wiesen, 2022).

Launch of “COVID-19 Adaptation Programme for SIB”,
ISEE-COVID project

Opening remarks by Caitlin Wiesen, UNDP Resident Representative in Viet Nam

APRIL 28, 2022

Figure 3: Screenshot from Undp.org (Wiesen, 2022).

The above action implies that agriculture has always been the priority for the Government  and
they are taking steps to implement green agriculture. SIB. It serves as the basis for associations and
organizations to establish funds to assist SIBs.

2.1.2. Social

e Consumers are paying more attention to healthy food and alternative protein foods such as
plant-based (Minh, 2022). Health and wellness have become the top concerns for Vietnamese
consumers, followed by food safety and household income (Huynh, 2021).
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Top concerns among Vietnamese households under COVID-19

Ina 2021 study», healthand wellness
are cited as the top concerns for
7' 7' 7‘ Vietnamese consumers, followed by
° . food safety and household income.
Food poisoning too, has been a growing
concern. In 2019, 76 cases of food poisoning

were reported, with 2,000 people infected, 1,918
people hospitalized and 8 cases of death.™

Health & Wellness
Food
Safety Household
Income Job
Security Environmental
Pollution Natural
Disasters

Figure 4: Screenshot from “Helping Brands Tap into Vietnam's changing eating habits” report
(Huynh, 2022)

VnEconomy =

TAP CHI DIEN TU

Th Bay, 15/04/2028 CHUNGKHOAN | TIRUSDUNG | XB | VNETV | TECHCONNECT | ENGLISH++
“ TIEU DIEM DAUTU TAI CHINH KINH TE SO THI TRUONG DOANH NGHIEP BATDONG SAN THE GIGI DAN SINH
< TRO LAITRANG CHU
* A . pe 9. z . o . 2 X X
Tiéu & Dung Dep+ Thitruong Giaitri Dulich Sukién Stckhée Nha Am thuc

09:20 02/10/2022
Nguoi tiéu dang quan tam dén thyc pham tét cho
stic khoe

Figure 5: Screenshot from online newspaper article (Minh, 2022)

e Previously, buyers were only concerned with the quality, design, and price of a product;
increasingly, the emotional, spiritual, or social effect that a product delivers has become a
priority. The #BuySocial movement quickly expanded and has now impacted the habits and
lifestyles of Vietnamese people of all ages. It has become a value proposition to consume more
responsibly and be more sensible (Dantri.com.vn, 2020). Festivals/events are also organized
for SIBs/SEs to bring their brand closer to the public such as “Good Festival” (Phan, 2020).

e Vietnamese agricultural products are increasingly favored by customers, even appearing in
Tet gift baskets (Minh, 2022). Green agriculture meets consumers' demand for clean food
(Nam, 2022). Customers favor agricultural products for their nutrition and health benefits,
highlighting the need for a green lifestyle (Thu, 2022).
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Figure 6: Screenshot from online newspaper article (Dantri.com.vn, 2020)
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Figure 7: Screenshot from online newspaper article (Phan, 2020)
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Figure 8: Screenshot from online newspaper article (Minh, 2022)

Khoéng chi lua chon nhimng thiic qua ndéng sdn, dinh dudng, stc khée, hinh thirc cdc logi gid qud cing da
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véi su lua chon Ié nhing chét lidu gén gui, than thign véi moi trudng nhu gid mdy, tre dé lam bao bi.

Figure 9: Screenshot from online newspaper article (Thu, 2022)



e Based on Social analysis, customers are now shifting their interest into healthier and more
sustainable products rather than only concern about the fair price and quality. With a striving
demand for healthy products, sustainable brands are now having a better chance than ever to
introduce themselves to the audience with quality and sustainable products.

2.1.3. Economic

e Sustainable agriculture brings double benefits: both increase the value of farming
(characteristics related to yield, quality, resistance to pests and diseases, adverse conditions,
and seed production), while contributing to reducing production costs, protecting the
environment, adapting to climate change (Thanh, 2021).
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Figure 10: Screenshot from online newspaper article (Thanh, 2021)

2.1.4. Technology

e When a product is organically produced, it comes with high nutritional value that is safe and
beneficial to human health, contributes to environmental improvement and protection, and
promotes long-term economic growth (Nga, 2022).
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Figure 11: Screenshot from online newspaper article (Nga, 2022)

e The Economic and Technology analysis indicated that sustainable agriculture model brings a lot
of benefits to society, therefore, Pat Foods could take advantage of the business model to gain



positive impressions from the public through meaningful key messages: human, environments,
farmer's development,...

2.2.1. Oil and Peanut Butter Competitors
The competitor's analysis is carried out with the two categories: peanut butter and nut-based oil
as these are the two key product lines of Pat Foods. 3 main evaluation criteria including brand

positioning, functional claims/USPs, and media channels are examined.

The peanut butter and oil market in Vietnam is already saturated with many names ranging from
big to small that offer the same health-driven functional benefits. Pat Foods will not be able to
stand out if it continues to claim the same benefits as other competitors are doing in the market.
Therefore, it is necessary to promote Pat Foods' social value further in order to be distinctive in
the sea of sameness, since social and environmental values are attractive hooks to purpose-driven
customers (IBM Institue of Bussiness Value, 2022).

e Peanut butter brands in Vietnam
BIG NAMES LOCAL
GOLDEN
DAN D PAK | SKIPPY FARM HAPPI OHA [HEBEKERY | SPOON IT UP | GU FOODS
-Finest food on | Something -qu your f"”T"'y . -Foods Care of -GU Foods, an
. to make delicious, quick, |-For diet and -Naturally from our . .,
Positioning Earth o . Health and healthy ciing phai c6
everyone and nutritious  [weight loss farmer to your spoon
. Beauty GU.
smile. meals.
-No- . -Modern
Preservatives technolo
-100% natural o iree | process f?gm
Product ingredients sim I); Euro o -Nat-Natural and
Claim/USP -Qualify . P . P . -Pure peanut -Made fromred | -100% Natural healthy
. . ingredients — [-The factory is . .
international . ; butter made from [peanuts - Suitable for vegans [-Suitable for eat
e peanuts, palm |certified with
certifications . . 100% naturally clean.
oil, and salt. |International
such as HACCP, 1SO grown peanuts
OU KOSHER, 22000:2018, without chemicals.
-Facebook
Media -Facebook ) -Facebook -Facebook -Instagram -Facebook -Facebook
. -Website : -Website . -Instagram
Channels -Website -Website -Tiktok -Instagram .
. -Website
-Website
Figure 12: Competitors scan of peanut butter brands ranging from big to local names.
e Nuts-based oil brands in Vietnam

BIG NAMES

LOCAL




TUONG AN | MEIZAN | SIMPLY BAO TAM PURO NOOM AKORO
R ‘ . . \ [ -Lacanbép, 1a |- Dau a e
. - Dau an tot, hicu |- Tot cho tim |- Cho mét trai |- Dau nguyén chat tir ‘a can bep, Ia A’au an r}guyen .
Positioning L . . N/A vudn chat - Khoe dep va
mon an ngon mach tim khoe Quang Nam . .
sau nha ban tri tué
-7 steps refining |-Meizan -Simply is -Natural and pure -100% peanuts |-100% from -Technology Oil is 3
European Premium proud to be the |agricultural products  [without any peanuts, pure  |in 1 to retain the nut
Product technology for  |Sesame QOil only cooking oil|are completely refining oil, cold pressed | nutrition and
. pure oil quality |contains a brand extracted from local process. mechanically  |characteristic flavor
Claim/USP . .
large amount |recommended [raw materials. unrefined. of nuts
of healthy by the Vietnam
natural Heart
nutrients Association.
- Peanut oil - Sesame oil |- Sesame oil - Peanut oil - Peanut oil - Peanut oil - Peanut oil
Nut-based . . . .
- Sesame oil - Sesame oil - Sesame oil - Sesame oil
type
Media - Facebook - Facebook - Facebook - Facebook - Facebook - Website
Channels - Website - Website - Website - Website - Website

Figure 13: Competitors scan of nut-based oil ranging from big to local names.

2.2.2 Other SIBs

TBP conducts a thorough scan of similar agricultural SIBs to see if they have any remarkable
communication activities. SIBs not only emphasize the product’s functional benefit but also
promote their brand through activities that connect consumers with farmers such as farm tours.

Ngbng Sokfam

Products Variety of agricultural product lines Coconut flower nectar

Key Activities ° Farm and Factory Tours: Ngong has ° Farm and Factory Tours: Sokfarm
farm and factory tours for visitors to has farm and factory Tours for
explore the product-making process. international and domestic visitors

o “Canh ddng sé chia” Program: ®  CSR activities/Event sponsorship/

Connecting consumers to the farmer by Exhibition booth: Sokfarm has many
discount price pre-ordering with activities to promote the brand image
absolute quality. toward the public.

Figure 14: SIBs scanning

2.3.1. Brand elements
e Brand name: Pat Foods
e Slogan: All Good. All Natural. All Vietnam
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e The phrase “All Good. All Natural. All Vietnam” is a common phrase and it means that the
company commits to doing good, producing natural products and only using Vietnamese
resources to help Vietnam become a part of the global player in natural farming, productions,
and exporting.

e Mission: To help Vietnamese farmers to increase their income by partnering with them to
naturally cultivate peanuts. At the same time, Pat Foods instruct them to imply modern
technology to decrease labor enforcement.

e Brand guideline: Dat Foods has provided a brand guideline that requires the team to follow.
Below are some of the basic elements.

e | ogo

FOODS

Figure 15: Pat Foods’s logo breakdown

The essence behind the symbol of the logo is the representation of the three aspects of DPat Foods
that are most important to the brand. The leaf symbolizes the commitment of Dat Foods always
to use natural ingredients. The “A” or one of the most outstanding features of Vietnamese
farmers, the conical hat represents the farmer whom the company strives to help and partner up
with. Finally, the “T” represents the technology the company wants to implement to help the
farmers and the production team produce better, faster, and more delicious products.

2.3.2. Products

Peanut Butter Cashew Butter Sesame Oil Peanut Oil

I‘ 4 | 7 ﬁ
ey " A > 1 i
Original Honey Original Cocoa ﬁ i

(Smoaoth, crunchy) (Smoaoth, crunchy) Yellow Black Origir\al
Core product

Figure 16: Dat Foods’s product lines
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- The process: No use of chemical fertilizers, pesticides, and herbicides before and during the

cultivation process.

- The product: Made from 100% natural nuts, no added sugar/refined oil, and no preservatives.

2.3.3. Pricing
Product Price (30g) Price (2109) Price (5709)
Butter
Peanut butter 18.000 VND 75.000 VND 175.000 VND
Honey Peanut Butter 18.000 VND 75.000 VND 175.000 VND
Cashew butter 20.000 VND 79.000 VND 179.000 VND
Cocoa cashew butter 20.000 VND 79.000 VND 179.000 VND
Oil

Product Price (250ml) Price (500ml) Price (2I)
Peanut Oil 70.000 VND 125.000 VND 430.000 VND
Golden Sesame QOil 75.000 VND 135.000 VND 440.000 VND

Black Sesame Oil 80.000 VND 145.000 VND 450.000D VND

2.3.4. Distributions
e Physical Store

Figure 17: Dat Foods Product Pricing

Currently, Pat Foods does not have any official physical store. Most of their products are sold
via partnered grocery store chains (An Nam Gourmet Market, Tour Les Jours, Nam An
Market,...) and many healthy-food shops.

e Online Store

bat Foods does not have any official e-commerce store. Their products are sold through their
official website and distributed on partners' e-commerce channels (Shoppee, Lazada, ...).

2.3.5. Brand communication
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The objective of brand communication scanning is to evaluate the brand's current communication
performance regarding Pat Food’s owned media channels, earned media, and collaboration
activities.

The owned media channels’ data is extracted from Dat Food’s Meta Business Suite between
12/2022 to 2/2023 for further analysis. The time range of 2 months is selected because it is equal
to the campaign’s duration, and would be used as the benchmark for later performance
comparison. The earned media and collaborative activities, on the other hand, are scanned right
from the day Pat Foods was established.

e Owned Media

Pat Foods currently has 04 owned media channels including Facebook, Instagram, YouTube,
and a website. The analysis will only focus on scanning the primary media channels including
Facebook, Instagram, and Dat Foods’s website.

o Facebook Page

It could be seen that currently most of Pat Foods' fan page followers are female from 24-35 and live
in Ho Chi Minh City. This shows that this audience group shows the most interest in Dat Foods on
social media and also TBPs would have an audience file that matches the campaign's target.

Facebook Page followers (3)
3,445

Age & gender ()

Top countries

Vietnam
82.9%
l United States
v, am . B o e 6.2%
18-24  25-34  35-44  45-54  55-64 65+
Australia
. Women . Men :
B, e e 1.2%
70.1% 20,93 =
Top towns/cities
Ho Chi Minh City, Vietnam
48.2%
Hanoi, Vietnam
3.4%
Di An, Binh Dudng Province, Vietnam

2.2%

Da Mang, Vietnam
1.8%

Figure 18: Page followers, age & gender from Meta Business, Dat Foods Facebook page.
(Pat Foods, 2023)
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< Number of page followers: 3,445

< The largest audiences age group: 25-34

« Male/female ratio: 29.9 - 70.1%

% Most of the audience lives in Ho Chi Minh City, Vietnam.

The social media schedule is also not really exploited when the brand only has 6 posts at this time.
They also have no investment in reels even though this is one of the most preferred media formats of
target audiences (see 4. TARGET AUDIENCES).

Nhiing cach h&'trg ban phat trién doanh nghiép

Dang thudng xuyén va déu dan Cai thién mdc d6 tudng tac cho
@ Baiviet © ndi dung
6 L sa7% Nhiing théng tin chi tiét nay dudc dua
) trén cac bai viét va tin gan ddy nhét cda
@ Tin O] ban.
9%
0 0% € 56 cam xiic, lugt chia sé va binh  (3)
ludn trung binh cda bai viét
22 1 353%
€ 56 cam xuc, phan héi va lugt ®
chia sé trung binh cda tin
o Xem bi quyé&t d€ gép phan cai thién néi
Tao bai viét -
dung

Figure 19: Post frequency and interaction from Meta Business, Pat Foods Facebook page
(Pat Foods, 2023).

< Posts frequency: 6

% Reels: 0

% Interactions per post: 22
% Interactions per reels: 0

e Earned Media

o Broadcasting: Pat Foods was featured in a video reportage with the topic of “OCOP Program
- Resilience for the rural economy”, under the policy and life category of HTV9. Although
DPat Foods has appeared in the mass media, it only appears in the form of a typical business
of the OCOP program and does not convey any message about brand value.
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Figure 20: Screenshot from HTV9 video broadcasting “OCOP Program - Resilience for the
rural economy” on Youtube (Nhu Suong Truong, 2022)

e Collaboration Activities

Brand KOTO Hopebox
Time 11/2021 11/11 - 12/12/2021
Activities Customers could extract 20% | For each order of combo

out of the total bill cost when | “Hopebox”, Pat Foods will
purchasing Pat Foods products | give 20% of their revenues to
to donate for KOTO's abused women and girls of
operations throughout the Hopebox.

campaign.

Figure 21: Collaboration activities (Dat Foods Facebook Fanpage, 2021)

e Content Angles

Social media in general, Pat Foods has many potential content pillars that could highlight their
business model and values. However, it is rather spontaneous and lacks a thorough plan to fully exploit
those pillars.

2017-2018 2019-2020 2021 2022
Farm Tour Discount CSR ® Expo
_ Promotion Program Collaborat Display
Noticeable Recipe with Recipe with ion with Activities
Content Angle DF’s PF’s other ®  Trainee
Product Product Social Program
Enterprise
Comms A more comprehensive
Clean products from farmers sustainable approach for the
Platform

community
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e Media Channels Survey

Ban biét dén Dat Foods qua céc kénh nao?
23 cau tra loi

Céac kénh ban hang Offline (An... 8 (34,8%)

Mang x& hoi (Facebook, Instag... 11 (47,8%)

Website

3 (13%)
Céac trang thwong mai dién t (... 2 (8,7%)

Ban tin ttrc trén TV
Ban bé/nguwai than gici thigu 15 (65,2%)

Khong nhé ro

Figure 22: Derived data from Pat Foods Quantitative Research (2022)

Most of the audience knows Pat Foods through their friend/relatives or through social media
(Facebook, Instagram). It could be seen that social media is a potential channel for Pat Foods
when many customers approach the brand through this platform, therefore TBP decided to use
social media as the campaign’s key platform.

2.4.1. Consumer Knowledge

10 out of 23 respondents who know Dat Foods could not associate the brand image without list
of clues. The audiences mostly associate the brand as “peanut butter brand” or “nut-based product
brand”. With the list of clues, most of the audiences choose “nut-based product brand” as their
initial thought when thinking of Pat Foods and just about 10 out of 23 know the brand as an
enterprise that accompanies farmers to sustainably cultivate. Overall, the “accompanies farmers
to sustainably cultivate” does not leave much of an impression on audiences' minds yet.

Khi nhic d&n Dat Foods, diéu dau tién anh/chi nghi d&n 137 O saochép
23 cdutra 1ai

10,0

10/(4305%)
50
104,231 (4.3%) 1 (4.3%) 1 (4391 (4,350 1 {4.3%) 104,3%) 1 (4,251 (2,350 1 (4,351 (4.3%11 (4,331 (4.2%)
o JH HE BN BN BN B I B B .
Ban bo ddu phdng, bo hatdifu  Doanh nghidp x3 hdi gitp 35 n... 53n pham ngudn géc WM bor 430 phéng
Bo hat didu cacao A S3n pham tiF bo, d8u

Figure 23: Derived data from Pat Foods Quantitative Research (2022)
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Anh/chi nhé dén Dat Foods phu 13 IO sacchép

23 cautra I

Danh nghiép tao tac dong x3 hdi 8 (34,8%)
Danh nghiep hwrong den sw Ii}en 5(21.7%)
wiing | )

Bang hanh cung nguwei nong dan 10 (43.5%)

canh tag
53n pham xanh - sach 14 {80,9%)
53n pham I3m tir hat'ddu 15 {B85,2%)
0 ] 10 E

Figure 24: Derived data from Pat Foods Quantitative Research (2022)

2.4.2. Brand Resonance Pyramid

BRAND RESONANCE PYRAMID

High Brand Loyalty Resonance

High repetition purchase rate and -

recormmendation rate

Safety and healthy products Judgments  Feelings » Conscious consumer

The products have clear origin and also “ Consumers with hezalth and social

good for their health concerns

Natural nuts products Performance Imagery Transparency and
- —_— - I

from the farmer Social Responsibility

Produce all-natural bean products Transparent in the production

Accompanying farmers to cultivate process and product origin,

Salience Respansible for social
development

Low Brand Awareness
Bat Foods has low brand awareness when it
come to brands that cooperate with farmer

Figure 25: Brand Resonance Pyramid Model (Keller, 2003)

a. Brand Salience

Pat Foods has low brand awareness when it comes to a brand that accompanies farmers to
cultivate sustainably. In the survey, questions measure brand awareness, only 3 out of 180
respondents could mention Pat Foods when being asked to list out brands that accompany
farmers to cultivate. This is also reflected in the entire industry of brands that accompany farmers
with up to 113 out of 180 respondents who could not recalling any brands name that related to
the sustainable development of the farmer. However, when giving a list of brands that accompany
farmers to cultivate sustainably, the number of people who knows Dat Foods increased to 21
respondents. Overall, Pat Foods' brand awareness is still low.
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Anh/chj hay k& tén mét s6 thuong hiéu déng hanh cling ngudi néng dan canh téc bén virng

180 responses
150
113 (62.8%)

100

50

15 (8.3%) ,
1, (C1 (G 6T 6T (CCAE(C (1 (AT €(C1 6(0:6%2) B H A 1(C (1 (AT (T (€28 1A (et (cr e e e 3Ll ﬂ"cﬁ'\?m ((C16(0:6"
| | | |

NA Grab Mart N/A Ngéng, COOP... TCH, TH true... abavina Dat Fo...
Cogote Ko nho ré 1&m Nescafe Pizza 4Ps Vinachuoi na

Figure 26: Derived data from Dat Foods Quantitative Research (2022)

Trong s6 nhitng thuong hiéu déng hanh cing ngudi ndng dan canh tac bén virng bén dudi, anh/chi
biét dén thuong hiéu nao?

180 responses

Sokfarm
Dat Foods
Abavina

22 (12.2%)
21 (11.7%)
22 (12.2%)
Ngéng Farm 21 (11.7%)
Agritage Viét Nam

Gao Cng Tho

Néng nghiép httu co' Tué Vién

13 (7.2%)
9 (5%)
Ecosoi

SenKa Hill

Khéng co thuong hiéu nao ¢ trén
N/A

102 (56.7%)

0 25 50 75 100 125

Figure 27: Derived data from Pat Foods Quantitative Research (2022)
b. Brand Performance

In terms of brand performance, consumers also remember Pat Foods as a green, clean brand that
has products made from nuts and also accompanies farmers to cultivate.
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Anh/chi nh& dén Dat Foods nhu la

23 responses

Doanh nghiép tao tac déng xa hoi

Doanh nghiép hudng dén sy bén
virng

Ddng hanh cting ngudi néng dan

0,
canh tac 10(43.5%)

San pham xanh - sach 14 (60.9%)

San phdm lam tr hat/dau 15 (65.2%)

Figure 28: Derived data from Pat Foods Quantitative Research (2022)

c. Brand Imagery:
80% and 90% of consumers agree that Pat Foods is a socially responsible as well as an all-natural
brand consecutively. In addition, 60% of consumers feel the image of the brand is transparent.

Anh/chi hdy chon 3 tinh tir ma anh/chi nght sé miéu ta ding nhat vé hinh anh cua Pat Foods
10 responses

Tich cuc
Minh bach
Tuw nhién 9 (90%)

Co trach nhiém véi xa hoi

Khéng cam thay gi

Figure 29: Derived data from Dat Foods Quantitative Research (2022)

d. Brand Judgements:
The brand receives customer ratings from "Agree" to "Strongly Agree" in terms of clear product
origin, healthy benefits, and also delicious taste.

However, respondents who know but have not used Pat Foods products think that the gap that

prevents them from using Pat Foods’s products is because there is not much information about
the brand
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Anh/chi thdy Dat Foods |a thuong hiéu
8
I Rétkhong déngy WM Khong déngy I Binhthuong M Dongy M Rét dong ¥

5 L bk

Cd san pham c6 ngudn Co san pham t6t cho stic Co6 san pham ngon C6 gia thanh ré Quy trinh than thién voi Tao ra gia tri cho ngudi
gbe ré rang khoe moi truong néng dan

Figure 30: Derived data from Pat Foods Quantitative Research (2022)

Diéu gi khién anh/chi chua sir dung sédn pham ctia Dat Foods

13 responses

Chua c6 nhu cau 4 (30.8%)
Gia qua cao

Céc diém ban chua thuan tién dé

5 (38.5%)
mua

Chua co théng tin nhigu vé Dat

0,
o 5 (38.5%)

Pang s dung san phdm clia
thwong hiéu khac

Figure 31: Derived data from Pat Foods Quantitative Research (2022)

e. Brand Feelings:

DPat Foods gives consumers the feeling that they are conscious buyers. All of the consumers agree
that Pat Foods gives them a feeling of a socially/environmentally responsible consumer as well
as a supporter of Vietnamese goods.
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Pat Foods tao cho anh/chi cé cam gidc ban than minh:

I Ratkhéng dongy MM Khong déngy B Binhthwong Ml Béngy M Rét déng y

il wl

Giup ich cho ngudi ndng dan Co trach nhiém v&i moi Séang subt trong viéc tiéu Tu hao vi hang Viét Nam chat
trréng dung lvong cao

o

~

N

Figure 32: Derived data from Pat Foods Quantitative Research (2022)

f. Brand Resonance:
Pat Foods has a really high customer loyalty. 90% of respondents who have used the products
rate "Agree" to "Strongly agree" when being asked if they are willing to purchase Pat Foods
products again. Moreover, 90% of the customers will certainly suggest/introduce the brand to
their friends/relatives.

Trong tuaong lai, anh/chi sé ti€p tuc str dung san pham clia Pat Foods hay khong?

10 responses

° 6 (60%)

3 (30%)

0 (?%) 0 (?%) 1 (10%)

1 2

Figure 33: Derived data from Pat Foods Quantitative Research (2022)
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Anh/chi sé san long gidi thiéu Pat Foods dén ban bé/ngudi than khéng?

10 responses

6

5 (50%)

4 (40%)

0 (0%) 0 (tl)%) 1(10%)

1 2

Figure 34: Derived data from Pat Foods Quantitative Research (2022)

Overall Conclusion

Although the image of the brand is positively known by many people as a clean, green, and

transparent brand, currently, Pat Foods' brand awareness is still low.

Strength Weakness
®  Products suit the needs of healthy food- ®  Highly competitive market with
consuming behavior. big names and local ones.
®  Potential product/brand story from the ® Its USP doesn’t stand out from
farmer cooperation social value. the rest.

low awareness.

® Unclear and lack of investment
in brand communication lead to

Opportunities Threat
®  Sustainable agriculture business model ®  The possible social value approach
creates social impact, supported by the of big players with advanced
government and society. market share and brand awareness.

Figure 35: SWOT Analysis
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2.5.1. Communication Challenge

e Low brand awareness: From the Brand Analysis, we can see the current challenge of Pat
Foods in terms of communication is low brand awareness in terms of depth and broad.

e Brand values are inconsistently communicated on social media: The social media of Dat
Foods has not been optimized, making the brand values inconsistently communicated on
media channels.

2.5.2. Communication Opportunity

e Optimize Facebook Fanpage: Audiences reach Pat Foods mostly through Facebook. So, to
further increase brand awareness, Pat Foods needs to better leverage this channel with a well-
thought-out plan.

e Take advantage of brand values: It is necessary to further expose the value of Pat Foods as
SIBs models are getting more attention from society and the government.

3. COMMUNICATION OBJECTIVES AND KPIs

Campaign Objective: Raise brand awareness

e Awareness: Increase the awareness of Pat Foods among the target audience as a social impact
business that cooperates with farmers to cultivate nuts.

e Emotional: Create a positive impression of the audience towards Pat Foods.

e Action: Trigger the target audience to participate in the campaign activities.

3.2.1. Conversion Funnels

The KPIs were estimated based on a 3-stage conversion funnel including Awareness -
Engagement - Conversion. Because the campaign was run mostly on Facebook, the awareness
and engagement rates would be set based on Facebook’s annual standard metric benchmarks
(socialinsider.com, 2022) while the conversion rate was set based on Facebook's standard
conversion rate (dashthis.com, n.d.).
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Conversion Rates

Reach Rates 8,6%

Awareness

Reach: 220,000 reach
(20,000 organic* + 200,000 paid reach)

Key Metric: FB Page's new followers, post
reach, video view, reels view, community

seeding reach

Engagement: 3,200 engagement

Engagement Rates 1,4% Engagement 939 ’ 93g

Key Metric: posts likes, comments, shares,
post clicks

Click-through-Rate 3,86% Conversion Action: 120 actions

Key Metric: event registrations, event
participants.

Notes: Conversion Rate was based on annual standard benchmark from socialinsider.com
*The organic reach was calculated based on: number of current followers * standard reach rates per post * number of social posts in the campaign

Figure 36: Conversion Funnels

3.2.2. KPIs
e Awareness
- Getatotal of 220,000 reaches (reach, views) in the campaign.

- Get atotal of 3,200 engagements (likes, shares, comments, post clicks) in the campaign.

e Emotion

- Receive 80% of positive responses (comment, reaction) in the campaign posts.
- Receive 80% of positive responses in the event feedback form.

e Action

- Get atotal of 120 registrations for the event.

- Get a minimum of 60 participants for the event.

4. TARGET AUDIENCE

4.1.2. Demographic
Gender: All gender, mostly female.
Age: 25 - 34 years old.
Class: Middle and High Class.
Living in HCM City, Vietnam.
Married status: all types but mostly have a family.

4.1.3. Interest and Behavior
They are the key decision maker in the family.
They care about themself & family's healthy living standards.
They seek environmentally/socially sustainable options when shopping.

4.1.4. Media behavior
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- Facebook is their most used social media platform.
- They prefer posts with images and reels the most.

4.2.1. Truth 1: Consumers pay attention to social values that contribute to farmers' s
community and the environment in their purchasing process.
e Truth 1.1.: Consumers are paying more attention to the farmer community in their
purchasing process.
- Asaglobal trend in 2023, consumers are pushing for positive change to support farmers’ and
workers’ livelihoods, and the economic stability of communities (ADM, 2022).

Social Impact

A series of recent global events has
highlighted the need for greater social
equity as more consumers use their voices
and purchasing power to challenge the
status quo. Today, social responsibility not
only extends to all people and animals
throughout the supply chain but also to
the accessibility of the product for the end
user. Consumers are pushing for positive
change to support farmers’ and workers’
livelihoods, economic stability of

C ities, humane tr of
animals and social justice.

Figure 37: “Global consumer trends driving market growth” report (ADM, 2022)

- Cargill research (2020) on 2,500 adults in the United States, Vietnam, Brazil, and Norway
found that the majority of consumers are willing to support the farmers to produce clean food.

Cargill Worldwide  Contact Cargill Vietham Q

V. YT
Cargill ==

About Cargill Products & Services Careers Sustainability News Locations

Vietnam Tiéng Viét English

HOME / NEWS / CONSUMER SUPPORT OF FARMERS GROWS AS A RESULT OF COVID-18 CHALLENGES, NEW STUDY SHOWS

Consumer support of farmers
grows as a result of COVID-19
challenges, new study shows

Findings show appetite for technology use on the farm and
in food production as a solution to overcome on-farm
challenges.

Figure 38: “Feed4thought” report (Cargill, 2020)

- From the survey, 99/180 respondents choose "interested” or "very interested” when being
asked if they are interested in brands that accompany sustainable farmers.
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Anh chi cé quan tam dén cac thuong hiéu déng hanh cling ngudi néng dan canh tac bén viing?
180 cau tra loi

80

72 (40%)

60 66 (36,7%)

40

20 27 (15%)

10 (5,6%)

Figure 39: Derived data from Pat Foods Quantitative Research (2022)

Truth 1.2: Consumers also have attention to the environment when purchasing.
According to a survey by Decision Lab in 2022 on 4908 respondents, 70% of Millennials
respondents do not hesitate to pay more for eco-friendly products.

Willingness to pay more for eco-friendly products—by age

groups (I2B)
70% 71%
70%
61'.?6 - - - - L
60% -
0% 66%
o
40%
30%
20% . - |
GenZ GenY Gen X

Source: YouGov Prefiles | @: How much do you agree to the following
statement [1-5): *| don't mind paying more for products that are good for the n=4908
environment.”

Figure 40: Decision Lab (2022)

From the Survey, 81,7% of respondents think of sustainability for the environment first when
purchasing from a brand with a sustainability approach.
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Khi mua hang tir cac thuong hiéu kinh doanh bén virng, anh chi thudng xem xét yéu té bén ving &

day la:

180 cau tra loi

@ Bén virng cho méi truéng (st dung vat
liéu tai ché, quy trinh than thién mai
truéng,..)

@ Bén virng cho xa héi ( hd tro nang cao
cuéc séng cho nhan vién, nhém yéu t...

@ Tién loi cho ban than

@ Phuc vy t6t cho ban than va gia dinh.
Khéng can can nhéc.

@ Gia ca chét luong phuc vu chat lugng
san pham

Figure 41: Derived data from Pat Foods Quantitative Research (2022)

4.2.2. Truth 2: Product’s origin & quality are always the customer's top purchasing

priorities.

- The Association for Food Transparency (AFT) survey in 2021 shows that more than 56% of
consumers are looking for transparency in the products they use.

Mot khdo sat mai day cua Hiép héi Thuc phdm minh bach (AFT) cho thdy, hién c6 hon

56% nguoi tiéu ding di tim yéu té minh bach cua cdc san phdm thuc pham su dung,

do la minh bach trong viéc truy xudt ngudn géc, thanh phan, chat lugng san pham...

Theo AFT, nhiéu y kién cua ngudi tiéu dung trong cac cudc khao sat déu mong muén

hang Viét cdn minh bach, ré rang trong nhan mac, théng tin vé san phdm dé dap ung

thi hiéu va yéu cdu ngay cang cao cla ngudi tiéu ding, hudng tdi ap dung cac

phuong an truy xudt hién dai, cac loai bao bi cdn da dang, than thién vdéi méi truong...
Co nhu vdy, hang Viét mdi khéng bi “quay lung” & trén san nha, trong béi canh nén

kinh t€ mad ctra ngay cang sau, rong.

Figure 42: AFT (2021)

- According to the Survey, 72% of respondents think that the origin and quality of products are

always top prerequisites when purchasing.

Anh/chi can nhac yéu t& nao dau tién khi mua hang cla céc thuong hiéu kinh doanh Sao

thue pham xanh/bén virng?

180 céu tra Iti

chep

@ San pham than thién véi méi tréng

@ San pham hé tror céng ddng dia phuong

@ San pham xanh/tot cho sirc khde

@ San pham cd ngudn gbe rd rang

@ San pham xanh t6t cho sirc khoé va cd
ngudn gdc ré rang

@ tatcd

@ co ngudn gbc rd rang va tdt cho sirc
khde

Figure 43: Derived data from Dat Foods Quantitative Research (2022)
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According to the In-depth interview, 75% of respondents believe that although they do

care about social and environmental values when purchasing but their top priority is still
product quality.

urvey Question

N.A

LM

T

N.L

AS

N.T

nh chi cé 4 cb bao gitr cén nhéc
& céc yeu to XA hdi, gilp 66

gudi yéu thé clia DM ki mua
ang khdng? (Vi du ho trg cdng
ong dan toc thiéu 50, ngudi
huyet tét, gidp G& 13u dai cho
gurdri ndng dan)

"Thét ra anh ciing it khi
suy nghi tGi Iam. Trx
trrrng hop nhikng
doanh nghiép cb tai
tiéng xau vé moi
truréng hay 1a vé ngupi
lao G6ng thi anh s& tiy
chay, nhur Ié Vedan hay
13 SHEIN d6 db
Nhing ma trén hei la
chat Iuclng phal tot
da roi nhung van dé
kia dén sau.

“Anh ngm" tiy thudc vao cdi brand
story co durgc ké cho khach hang
hay khung7 Theo anh 1a wec
minh cén nhac san pham day co
anh hwong dén ngwei nong dan
€6 téc ddng tét hay khéng Ia yeu
6 phu théi vi quan trong nhdt 12
chdt lwgng san phdm™

“Tirc xem dbi véi doanh nghiép
nhu vay minh s& c6 tinh thiromg,
chi thich san pham cé behind
story, wu tién hon vdi nhifng san
pham thdng thwdng. Mua loai nay
minh s& dong gop bao nhiéu cho
tré em vung cao, wu fién hon. San
pham chét lrong va trong nhu
céu”’

“Néu 1 5an phdm hang tiéu ding |.
thi =& chi ¥ chat lgmg triede |,
sau 0 biét droc thém thong
tin vé cac yéu to xd hoi thi sé
cang tin diing va tng ho"

"Theo quan d@iém ca nhan anh ha,
1h\ anh sé chua co can nhic téi yeu
16 do nhu‘ng ma trpcec tién anh van
s& cdn nhac vé chét lrong.”

Figure 44: Figure: Derived data from Dat Foods Qualitative Research (2022)

"Thét ra 1a cling luy san pham 4, néu nhur
s&n phém @6 chi biét dén brand d6 cb
nhiing hoat @éng CSR hay 14 ho cé chi §
dén nhifng van de dao dirc, xd hdi nhu
Ia khdng co animal testing thi chi sé can
nhac mua. Ma db cling thy thudc sdn
pnam minh mua ni¥a &, vi du nhw hang
tidu dung thuorng ngay nhir nuréc mong
nugc mam cac thi thi n clng khing co
Khién chi phal suy ngh\ a, chila vé chat
lwgng san pham vai gia thanh thai ™

According to the above-proven consumer truths, when purchasing, not only do our consumers
prioritize the origin and quality of products, but they also consider social values that brands are
contributing to the community and environment.

5. APPROACH

The Golden Circle (Simon Sinek, 2010) is implemented as a framework to form the campaign value
proposition. The model includes 3 basic questions about a business's reason for existence, and it
starts with why organizations do what they are doing, how they do it, and what they do.

Brand values are highlighted based on Golden Circles models:
The brand purpose: For both the farmer and consumer community sustainable development.
The distinctiveness: Cooperating with farmers to cultivate nuts helps improve not only the
farmer’s life but also the environment and the quality of their products.

consumers directly through the products.

Value for the consumer: The natural quality and transparent origin is what we offer for
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3 STRATEGIC PRIORITIES OF PAT FOODS

The brand purpose Distinctiveness Value for consumer
WHY WE DO HOW WE DO WHAT WE DO
For both the farmer and Cooperating with farmers to The natural quality and
consumer community cultivate nuts helps improve transparent origin is what we
sustainable development. not only the farmer’s life but offer for consumer directly
also the environment and the through the products.

quality of their products.

Figure 45: 3 Strategic Priorities of Pat Foods

From the nuts, for the communities
Brand claim: Accompanying the farmer's community to sustainably cultivate nuts and produce
clean, healthy nuts products for the consumer community.

6. CREATIVE IDEA

6.1.2. Inspiration:

The butterfly effect or ripple effect all have metaphorical meanings about one’s trivial actions that
may ultimately lead to significant results over time. It might be as small as a butterfly flap or a
drop of water on a calm surface can create a tornado or wave. Just like the butterfly or a drop of
water, a nut, though small, can also create a remarkable impact as well.

6.1.3. Word-play:
Moreover, “you reap what you sow” (gieo nhin nao, git qua ndy) is one of the most recognizable

idioms in Vietnam. However, the verb “sow” or “gat” is a word that is frequently used for crops
so there needs to be an adjustment to make the concept fit a peanut-based brand.
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6.2.1. Rationale

Pat Foods has taken its first step in using such small, insignificant objects - peanuts and adding
more value to it. As a result, it does create a huge impact on others: Making the consumers happy
by letting them enjoy high-quality products while being able to assist farmers and the happiness
that comes from farmers feeling secure with each harvest.

6.2.2. Key Message

With Dat Foods, happy farmers are happy with their current job and they end up making happy
foods that make consumers happy. And it all starts with just a nut.

7. EXECUTION PLAN

Phases Awareness Engagement Action
(09/02/2023 - 01/03/2023) (02/03/2023 - 15/03/2023) (23/03/2023 - 05/04/2023)
Catch the attention of the target audience . . . .
P S . Make the target audience better Make the target audience believe in Bat
Ohjec“ve because Bat Ff;ce!\sfalitmterestlng and understand the social value of Bat Foods Foods’s values
Le
r* bat Foeds is h bri i i bat Foods | i hei
at Foods is here to bring you interesting Dat Foods tells you the stary behind the at Foods lets you witness their
K knowledge of peanut that is helpful in operation, where it all begins, with
€y message . peanut butter you consume everyday .
Le your everyday life transparency and excitement
—e
Key hooks Photo Albums Video: Brand Manifesto Event: Farm Excursion
e
—e
Mini Contest | | Facebook Partnership
| Event Registration ‘
Supporting
tactics Lo | Offline Event Promotion |
—.
| Social Media (Facebook, Instagram) ‘
| Community Seeding ‘
Always-on
L, | Paid Media (Facebook Ads) |

Figure 46: Campaign Framework

Each phase comes with an objective and corresponding tactics that are tailored to meet that
objective.

7.1.1 TRIGGER PHASE

The trigger phase is the phase TBP wants the customer to notice the first existence of the brand
by sharing fun, easy-to-digest content pillar and a photo album “Where there’s a peanut, there’s
happiness” that is shot with an artistic layout and eye-catching bight color.
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7.1.2. AWARENESS PHASE

The awareness phase wants the target audience to better know what Pat Food stands for and its
value, therefore, a brief TVC with a quick pace for the audiences to quickly digest. The script is
thoroughly written to create comprehensive storytelling and it is dugc breakdown carefully so
that the story is visually compelling. The mini-contest would act as a catalyst to amplify the TVC
and also drive the audience toward the last phase - action.

7.1.3. ACTION PHASE
The action phase engages the audience with a story mostly about the process and lets them see
with their own eyes the values that Pat Foods are doing for the community through a farm
excursion.

8. EXECUTION

8.1.1. Content Pillar

Description

Purpose

Examples

Product posts
emphasize the
reason to believe
of the product

To show DF’s

brilliant quality of
their peanut butter
in the eye of the ta

- The amount of
salt in Pat Foods
peanut butter

Show the benefits of
eating peanuts or
point out any
misconceptions of

peanut/peanut butter.

To convince the TA
logically with
science-proven
benefits of the
product

- Peanut butter is
boost-mood food
- Peanut is a legume
not a kind of nut

The brand shares
information about the
product-making
process

Showing that DF is
transparent in every
making process

- The process of
harvesting

- Peanut butter
making in the factory

Figure 47: Campaign Content Pillars

Highlighting the
value of DF
through
meaningful stories

To show that BF
is committed to its
core value and
being consistent
in whatever they
do

- Ms. Hai - the
first farmer to
associate with Dat
Foods

- 5 core values of
Pat Foods toward
customers

31



8.1.2. Content Calendar

The current content calendar has been executed according to the content pillar. There are some
minor changes to the posting date in several posts. However, the team still managed to maintain
the posting frequency - 2 to 3 posts per week to maintain the current activeness of the page.

POST CALENDAR
STT | Publishdate Time Post Assign and Report Link
 Comtent | Viewsl |

1 7/2 - - -
2 8/2 - -

Triancacanhchi | Gidi thiéu cac cd van
3 9/2 19:.00 U - Nhiing gi he lam trong viéc gitp dGPat| TanBean - - Done

cd van bat Foods

Foods

4 10/2 19:00 - -

DIém ndi batcla |- Con ngudi . . T
5 /2 BDat Foods - Gid tri ma Dat Foods theo dudi Tan Bean
6 12/2 19:00 hd -

Valentine 1: Dat

5 13/2 19:00 Foods méch ban - Gidi thich c&u you're the peanut to my Tan Bean - - Done
ngd 1&i yéu jelly
6 14/2 18:30 Valentine 2 TanBean - | QudcPhong -~ Done

15/2 - -

16/2

17/2 - -

18/2

19/2 2100 |9 ThueveldaY TanBean - | QudcPhong -

20/2

21/2

22/2
D6 &nco anh - Giai thich hién tuang

23/2 20:00 huang dén tam - Suggest cac mon an khién bantinhtdo | TanBean -~ | ChdnHung ~ Done
trang ta thé nao (co6 dau phong)

24/2 20:00 Chon bifa &n sang TanBean ~| ChanHung -~ Done
dé ca ngay déu vui

25/2 - -

26/2 - -

212 L

28/2 20:00 Launch photeshoot TanBean - - Done
Luong mudi co

/3 19:00 trong bo dat foods |- Lugng mugdi trung binh khuyén céo TanBean - BicBinh  ~ Done
c6 antoan khéng? |- Luong mudi ¢ trong Dat Foods

-D?u phéng thuée ho dau va cac dac

BDau phong thuée  |diém déac trung . - . D

23 19:00 ho hat hay dau - Céc cdch phong chang diém dac trung Tan Bean Chan Hung

dy viné la con dao 2 ludi

3/3 M -

4/3

5/3
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5 gid tri ¢t |6i cda

6/3 19:00 Dat Foods Buc Binh Quéc Phong  ~
73 09:15 My Diéu Birc Binh Birc Binh -
Tai sao khéng con
20:00 xu#t hién dom dém |- Dom dém hay xu&t hién & dau Buc Binh Dirc Binh -
nira - Thue trang
8/3 e (|EnEEE Biic Binh oicBinh  ~
Women's Day
Goc vudn xanh tai © o R .
9/3 19:00 Dat Foods Burc Binh Bl Binh
10/3 11:09
1173 1112 Thao bién Square
Fair
12/3 17:00 Tan Bean TanBean -

Event launching

Lich céng chigu

Buc Binh

Bic Binh

14/3 20:30 Video launching Tan Bean bicBinh -

15/3 19:47 BTS1 Tan Bean bucBinh -

16/3

17/3 10:00 Mini game Tan Bean TanBean ~
iKermesse de la - -

18/3 1144 Francophonie Fair Buc Binh Due Binh

19/3 19:30 BTS2 Tan Bean bucBinh -
Nhac nhd 18 tiéng .

20/3 18:00 choi game Tan Bean Tan Bean

Cbng b8 két qud

Tan Bean

Tan Bean

AEE1 HE

Goc séng anh hiém

22/3 20:00 6 tai Dat Foods Tan Bean Birc Binh -
] Céc san pham clia o B
23/3 19:05 Dat Foods Tan Bean Birc Binh
Cofounder cty
19:30 ngkhac va cofound Tan Bean Tan Bean -
24/3 cty chang toi
’ Céau Chuyén ngudi B .
25/3 21:00 gieo hat - Co Hai e Binh Tan Bean
20:00 Tegtlmunial -eo Tan Bean Tan Bean v
Thao
26/3 Hoa ——
19:30 oang Hon tal Bat Birc Binh PucBnh -
Foods
2773 Top 31y do tham Tan Bean -

gia Event

Nhée nhd cudi tudn

0 B A N A

28/3 20:35 N Tan Bean TanBean -
|4 Event
Goe séing anh higm A
29/3 20:00 6 tai Dat Foods Tan Bean Birc Binh
30/3 -
31/3 v
174 11:00 ) Chvup‘hien trang, setup dé tai event nhu Tan Bean Pue Binh .
Event onsite thé nao
2/4 -
3/4 -
4/4 20:35 Recap hinh event  |Feedback Tan Bean Birc Binh -
Cam an moi ngudi vi d& tham gia
5/4 Xin 18i vi nhifng thiéu sét Tan Bean Birc Binh -

L&i cam on

Nhéc nhé cudi tuan

Feedback

PEETIEET §

28/3 20:35 & Tan Bean Tan Bean -
a Event
Géc séng &nh higm o .
29/3 20:00 c6 tal Dat Foods Tan Bean Bl Binh
30/3 -
31/3 -
1/4 11:00 Chﬁup‘hien trang, setup do tai event nhu Tan Bean St Binh .
Event onsite thé nao
204 M
3/4 -
4/4 20:35 Recap hinh event  |Feedback Tan Bean Bire Binh -
Cém\dn moi ngudi vi da tham gia
5/4 Xin 16i vi nhitng thiéu sot Tan Bean DicBinh -

Lai cam an

Ngay thu hoach tai

Feedback

6/4 20:00 Dat Foods Tan Bean Tan Bean -
7/4 -
8/4 19:00 Recap video -
9/4 -
10/4 -
11/4 2000 | CAu chuyen ngudi i Binh TanBean -
gieo hat - Anh Long
12/4 opgp | Quitinhxirlyva Dic Binh DicBinh  ~

thu hoach
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Figure 48: Content Calendar

Regarding the posting time, the time usually fluctuates between 7 to 9 pm, this is suggested

to be the right time for reaching out to the target audience according to the data obtained

from Facebook Meta Business. The hashtags used in the content include 2 main hashtags related
to the campaign, which are #Gieomamhatnho #Thuniemvuichung #Harvesthappiness. The team
also maintained posting frequency - around 3 to 5 posts a week to let the Facebook’s algorithm
know that the page is active and will push Dat Foods’ post to the target audience.

8.1.3. Facebook Reels

In addition to image-format posts, reels are also useful tools to reach new audiences on Facebook.
The reason behind choosing Facebook Reels to start is that Pat Foods' main channel has been
Facebook from the beginning, creating reels content on this platform would keep the audience
journey on Pat Foods Facebook page undisturbed. Furthermore, with the limitation of time and
resources, developing a new platform of reels for Pat Foods is not recommended. Our group has
accomplished 4 reels, with multiple angles. The reels focus on conveying entertaining content
relating to the people and nature at Pat Foods, as they would find interesting and seek for more
content.

Cofounder cty

ban tudng tugng

Figure 49: Reels on Dat Foods Facebook Fanpage

8.1.4. Supporting Tactics

a. Community Seeding

Our group is divided into 6 large categories: Clean eating - healthy eating, healthy lifestyle, nut-
based dishes, organic foods, kid raisin, and yoga.

The participants in these groups particularly put their interest in healthy, diet, and also
motivational content. Posting content that they are fascinated about, surely will capture their
attention and drive them to be aware of Pat Foods.

Our key talking points are:

34



- Misconceptions relating to peanut or peanut butter
- Benefits and side-effects of peanut butter

Category Name Di giri bai Approve Link bai dang
CHIA SE KIEN THUC VE CHE DO AN EAT CLEAN - HEALTHY | hrips [] Pandinz  ~
An Chay 53 Gin b [ Pending
An THO - CHIVA LANH TU NHIEN I [] Donding  ~
EAT CLEAN - GIAM CAN LANH MANH I ] Approved v
Eat clean - Bi quvét sing khée, d2p ki =
Cénz Danz Healtny - Eat Clean Tir Car Loai Hat Dink Disénz hitty v Approved  w
CHIA SE THUC BON EATCLEAN ki ~ Approved v
TEICH A3 CHAY ( AN THUC VAT) I [] Approved v
AN CHAY HEAITHY I =
TOI HEALTHY ity []
HOI AN KIENG - GIAM CAN - EATCLEAN - HEALTHY I []
CHIA SE THUC DON EATCLEAN b /] Declined =
BAMME B0 AN - THUC UONG CHUAN TU NHIEN I [] Pending v
Eat Clean and Healthy - Cénz Dong An Sach va Song Khod hi ips EatCleanan =
Eat Clean and Healthy - Cing Déng An Sach va Sanz Khod Vidt? ity ipeeatcleanand =
EAT CLEAN - AN 3ACH 530G KHOE I ipe/ticdoneatc = Approved v
EAT a‘iﬁ_{'\}g—u-rm EAT CLEAN EAT ALL (AN SACH AN TAT) I s hupshefresc ]
o Dinh dwms lanh manh 42 kifm sodt cin ning I +/dinhduonz] ] Dending =
Véu Eatclean ity =
Mé Earclean ki ]
EAT CLEAN - GIAM CAN LANH MANH h [] Approved v
Eat Clean Haalthy - Gidm Cén Thuan Viét Cimg HERA b v Approved v
D bép va Nzuvén lidu eat clean hitty ]
EATCLEAN KHONG KHO I []
Eat clean gidm cin digt mé I v
Hai Chi Em Bén Dé Eatclean - Thirc Phim Sach b =
A1 THO - CHU'A LANH TU NHIEN I []
EATCLEAN - g linh manh vi suy nghi tich oo bty v
EAT CLEAN - AN 2ACH 500G KHOE b = thucdonsatc =
Eatclean - An Linh Séng Xanh Cimg Vietthai Orzanic k +/aatcleanan] ~ Dending  ~
Faview Eat Clean - An Sach Sénz Khod I [] Donding  ~
Thue phim sach - Mua gi O da? bty = Pending =+
EAT CLEAN - GIAM CAN LANH MANH CUNG MOMO I []
J5ONG THUAN T WHIEN I []
HEALTHY LIFESTYLES s‘%n; m.h share = ]
Hanh Trinh Cho Lai L = Pending =
Thich An Chay, Tir Thidn, Thién, Song An Nhidn e ] Declined
CHIA SE CONG THUC STA HAT VA MAY LAM STAHATTOT |k [] Pending =~
Chia 2 Cong Thic Sia Hat, Mudc Ep, Healthy Drinks ki = Pending =
NUTS - BASED DISHES — —
Chia 22 Céng Thirc Lam Sita Har I =
i niviing ngwoi yéu sita hat, Cac Loai hat dink dudng ity =
Chime tdi chon Thyre phim Hiu co Organic l = Pending  ~
ORGANIC FOODS Cung Ung 2dn Phim Hiu Co Orzanic C6 Chimz Nhin I []
KID RAISING HOI NUOT CON TOAN DIEN I []
Hoi véu thich Tép Yoga tai TRHCM hitty sbook. =
NGHIEN YOGA L faczhook. ]
TOGA ‘Yoga Dam ME i faczhook. v Declined -

Figure 50: Community seeding list and tracking
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. An Chay Sai Gon

Minh Phan
o ¥ Homqualic1823.Q

BO DAU PHONG TUONG KHONG NHIEU MUGI Al NGO NHIEU MUOI

KHONG TUONG

Bo dau phong ngon, tién, hd trg nhigu trong viéc eat clean v &n chay nhu thé nao thi chéc moi
ngudi cing du 6 biét rdi. Nhung anh chi cing nén biét thém v& ludng musi c6 trong bd dau

phéng dé bdo vé stic khde ctia minh t6t hon

Anh chi chiu kh6 bim vao titng hinh cho d& xem nhé
Em c6 @€ link tham kho dudi bai viét cho anh chi xem thém néu can

Bo déu phéng
tudng it mudi nhung lai
nhiéu khéng tudng

=3 @ o
’ -

L AT
‘:’Q . ‘J‘!‘:‘J

chi nén tiéu thu

1500mg musi -

.
e s Kang nghy cho phés

Lugng muéi trung binh trong
1 mudng bo déu phéng

— o
%ﬁ EAT CLEAN - GIAM CAN LANH MANH

Minh Phan
March3 at5:03PM - Q
B0 DAU PHONG TUGNG KHONG NHIEU MUGI Al NGG NHIEU MUGI KHONG TUGNG
Bo dau phéng ngon, tién trong viéc eat clean nhu thé nao thi chic moi ngudi ciing déu da biét
r5i. Nhung anh chi ciing nén biét thém v& lugng musi ¢6 trong ba dau phéng Gé bdo vé sic khde
clia minh tt hon
Anh chi chiu khd bam vao timg hinh cho dé xem nhé
£m c6 8¢ link tham khao dusi bai viét cho anh chi xem thém néu can
Zhteatcleanfood #hteatclean

i qi téing |
itp gia téing hudng

@]

ta vén dang tiéu thy musi
f4u phéng

tudng it muéi nhung lai

nhiéu khéng tudng

Lugng muéi trung binh trong
1 ngay chi nén tiéu thu

1500mg mudi

——

1 mudng bd déu phéng

Ot
07 s g gy oo s

8.1.5. Social Media Cost Report

4

Figure 51: Post in “An Chay Sai Gon” and “Eat clean - Giam cén lanh manh” Community

Group

SOCIAL MEDIA

Social Media Ads Package 3.500.000 1 3.500.000
Designer Person 500.000 1 500.000
Social Post Materials Package 500.000 1 500.000
TOTAL 4.500.000

CONTINGENCY
(5%) 125.000
GRAND TOTAL 4.625.000
Materials Package 1 157.000 157.000
Facebook Ads Package 1 3.520.000 3.520.000
Designer Package 1 500.000 500.000
Total 4.177.000

*The above cost does not include 10% VAT

Figure 52: Social Media Cost Report

8.2.1. Idea
Name: “Where there’s peanuts, there’s happiness”
Format: 3 Collaging Images
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On the journey from farm to table, each factor will have its very own interactions with the nuts.
The farmer takes care of the nuts, the worker will be ready to park and process the nuts, and
consumers could make dishes with nuts.

Along with those private interactions is the joy that nuts bring. Thanks to nuts, farmers can
increase their income, thanks to nuts so that workers can work and consumers can enjoy delicious,
nutritious meals.

8.2.2. Final Outcome

24

8.2.3. Production Timeline

WEEK 0

Tue (712} ‘ Wed (8/2) | Thu (9/2) ‘ Fri (10/2) | Sat (11/2) | Sun (12/2)
Pre-Production: Photo album

Mon (6/2)

WEEK 1

Mon (13/2) | Tue (14/2 Valentine Day) ‘ Wed (15/2) | Thu (16/2) ‘ Fri (17/2) | Sat (18/2) | Sun (19/2)
Photo album Shooting:
Factory

WEEK 2

Mon (20/2) Tue (2172) Wed (22/2) | Thu (2312) ‘ Fri (24/2) Sat (2512) Sun (26/2)
Photo album Shooting:
Farm and Table

WEEK 3

Mon (27/2) Tue (28/2) Wed (1/3) | Thu (2/3/) ‘ Fri (3/3) | Sat (4/3) (E it) | Sun (5/3)

Approval On Air: Photo Album

Figure 54: Photo Album’s Production Timeline

8.2.4. Photo Album Cost Report
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No. Item Unit Price Quantity | Cost (VND)
PHOTO ALBUM No. Item Unit Quantity Price Total
1 Props Package 400.000 1 400.000
PHOTO ALBUM

2 |Logistics Package 100.000 1 100.000
1 Props Package 1 312.000 312.000

3 |Catering Package 200.000 1 200.000
TOTAL 700.000 2 Logistics Package 1 161.000 161.000

CONTINGENCY

(5%) 35.000 3 Catering Package 1 217.000 217.000

GRAND TOTAL 735.000
TOTAL 690.000

*The above cost does not include 10% VAT
Figure 55: Photo Album Cost Report

8.3.1. ldea

The Brand Manifesto Video illustrates the meanings of what Pat Foods has been doing to
fulfill its mission and vision. At the same time, the video reveals the result of the good act
from Pat Foods to 3 different stakeholders: the farmers, the Pat Foods Factory Worker, and
the Customer.

8.3.2. Storyline
The video expresses the joy of farmers and consumers, with 2 parallel sequence actions
with activities related to beans and products. Throughout the video, a variety of joyful
moments can be seen with the three main protagonists, showing that what Pat Foods is
doing is sustainable in the long run for the community and nature.
- Storyline 1: Happy farmers are happily harvesting a quality peanut. Pat Foods
processes the batch wholeheartedly and sends the outcome to consumers.
- Storyline 2: The Mother and Daughter are preparing their breakfast on weekends
with joy and laughs as it is a cherishable family moment.

8.3.3. Voice Over & Background Music
a. Voice Over

e Voice talent: Mr. Hung Thanh

e Mood&tone: warm, gentle, firm.
The Brand Manifesto is narrated from the CEO’s point of view, a male voice is selected to
fully illustrate the characteristics of the brand and the founder himself.
b. Voice Over Script:

Niém vui trong doi khong ty nhién ma dén
Ma ching dén tir “hat dau ngot” dugc két tir hanh dong cua ching ta

La co thé thay thién nhién vin vom mam sy song

Bang nhiing gia tri bén viing ma chung t6i cing xdy dung v&i ngudi nong dan
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La c6 thé thiy bita dn moi ngudi ngon lanh va ven toan dinh dudng
Do nhirng mé dau chét luong va hoan toan ty nhién
La c6 thé thiy niém vui ctia moi ngudi ludn c6 Pat Foods ddng hanh.
Tét ca tao nén vong tron bén viing, noi niém vui nhu dugc gieo 16n trén canh dong bét tan

Niém vui ddy dén tir hanh dong ching t6i chon

La gieo thuan ty nhién nhiing hat mam dau nhé
8.3.4. Background Music
We Share This Convoy - Borden Lulu

Mood & Tone: Lively positive - Uplifting - Light Chasing - Epidemic

8.3.5. Shooting Board

1. CUShot - Tay bé trdi ddu phéng tu cdy ra 2.WS - Canh todn feature néng 3MCU - Néng dén dn miéng déu
ddan dung gilta canh déng ddu phéng va cam thay ngon
phéng cua minh

B
)
- - /
|
B 1 f - a :i,;#:"
4. MS - 45 d6 qua phdi - Me budc tdi 5 MWS -Nong dan bat dau di vaeo cdnh 6. MCU - Me Idy miéng sandwich
ddt tui di cho 1én ban bép ft dudc dang cua minh (ft bién hiéu “Canh Béng Ién feature dudc cd bich sandwich
background bép va ban bép khéng thudce hoa hoc, khéng thudce diét V& Ngudi me d background

ca”)
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13. MS- Anh Bat va ¢é néng dan 14. MCU- Can canh tay 2 ngudi chuyén 15. MCU- Ban tay me Iqy dao got
chuyén thung hang Ién trén xe nhau khay/thung dau chua dugc tudt dé trai cay ra

mady kéo dd lén xe hang, rut tdf phdi qua trai.

VO: ngudi Iam néng cé thé tiép tuc an tadm véi cdng viéc ciia minh

16. M5 - 60 dé- Me dang cdt tdo. 17. MS - 60 do- Con dang 16t chudi 18. CU - 60 dé- Me cat tdo

VO: 1a ¢é thé thay bifa 3n moi ngudi ngon lanh va ven toan dinh dudng
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20a. MCU - Eyelevel - 45 do- Mdy 20b. MS - Pan qua trdi- Trai dau
tudt hat bat dau phun hat ra phéng dugc tudt- Hat dau phong
duogc trai ra trén tam bat

19. CU - Me cat chudi

22. CU- Con bé md hu bo dau
phong

21. MCU - 45 d6- Anh Bat Foods
danh tay lai

20c. MCU - A BF dau phong cam
mét nam len va nhin hai long

o
25 MCU - 45 d6- Tay con bé déu déu trét
bd tron déu ra miéng bdanh mi

24. MS - 60 d6-Con dut cho me
miéng tdo co6 bd

23 MCU - 45 dé- Tay con bé déu déu trét
bd tron déu ra miéng tdo

AT o T e ~
LN e ™~
P e
4,2/#" -\”Fgﬁ N
~ [
f/ |

28 MCU - Top Shot- May xay sinh
té dudc bat, nguyén liéu dugc xay

ST
27 MS - Top Shot- Bé ddu phéng
vao may nghién

A

26. CU- May lam ngudi xoay tron
déu trong déu nhung hat dau
phéng
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31. MCU - Top Shot- 90 dé- Con bé
ddn miéng tdo lén sandwich tgo
thanh mat cusi

29. MCU - Chéch [én trai 60 dd- 30. CU - HU bo duokc fill ddy chdc
Me dé sinh té ra ly

32.CU - 45 do-Eye Level-Tay miét 33. MCU - Ngang- Ngon tay miét 34. MCU - Top Shot-Bat ha bo vao
doc xudng, sudt qua chit “Bat ngang dan label ft “Bd dau phéng thing
Foods" mat ong, hinh trai déu”

/s

[ \
35. MCU - Top Shot- 60 do-Tay anh 36. MCU - Top Shot-60 do-Tay con 37 MCU - Chinh dién - Con bé cam

BF déng nap thang lai bé gdp miéng sandwich vao nhau miéng bdnh [én dn (miéng bdnh
trong frame) va cém nhan vi ngon

— 0 -

{///

—_—

38. MS - Chinh dién-Con uéng sinh 39. MWS-Backshot- Néng dan di 40. M5-Backshot- Néng dan dung
8, me &n vui vé vdi nhau trén cdnh déng cla minh mdy gieo hat trén cdnh déng

39. MWS - Side Shot- Pan qua phai
thday a BatFoods dang cung gieo
hat vai vdi minh

40. CU - More than eye level - Cay
déu phéng nhd duoc tudi

4la. WS - Canh toan hai ngudi bat dau cay cay roi

41b. WS - Canh toan hai ngudi cay cay blur roi
supper hién lén + logo BF

supper hién lén + logo DF

Figure 56: Shooting Board, produced by TBP Team
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8.3.6. Moodboard

#56A697 s #AODICB L #E2DDE1 ks #8C6%4A L #D9ABIA L

Figure 57: The Kitchen Moodboard

#E3COOF L #475920 K #92A649 L #BF7D56 K #01424F L

Figure 58: The Farm Moodboard

43



#A6A637 L #84BF7A L #D9DSDS Kt #8A22E L #BF7B6B L

Figure 59: The Factory Moodboard

8.3.7. Video Production Cost Report

VIDEO PRODUCTION
1 |Storyboard Artist | Package 1 3.000.000 3.000.000'
p |Camerapackand | o\ ice 1 10.000.000 10.000.000
Lighting
3 Location Package 1 3.100.000 3.100.000
4 Props Package 1 600.000 600.000
Wardrobe Package 1 400.000 400.000
5 Talents Package 1 2.200.000 2.200.000
6 Logistics Package 1 3.500.000 3.500.000
8 |Postproduction | Package 1 500.000 500.000
TOTAL 23.300.000
CONTINGENCY (5%) 1.165.000
GRAND TOTAL 24.465.000
VIDEO PRODUCTION
1 Storyboard Artist Package 1 2.000.000 2.000.000
p |Camerapackand Package| 1 10.650.000 10.650.000
Lighting
3 Location Package 1 3.100.000 3.100.000
4 Props Package 1 814.400 814.400
5 Talents Package 1 2.200.000 2.200.000
6 Logistics Package 1 831.000 831.000
7 Catering Package 1 1.514.760 1.514.760
8 Post production Package 1 310.000 310.000
TOTAL 21.420.160

*The above cost does not include 10% VAT
Figure 60: Video Production Cost Report

8.3.8. Production Timeline
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Mo (612} Tue (712) Wed (8/2) | Thu (92) | Frl (10/2) Sat (112} Sun (12/2)
Pre-Pro.
WEEK 1 (Awareness)
Mon (1342) Tue (142 Valentine Day) Wed (152) Thw (1622} Fri (1712) Sal (182) Sun (1972)

FFM 1
Video: Update tat tantat

WEEK 2 (Awareness)
Mon (20/2) Tue (21/2) WWed (222) Sat (25/2)

PPM 2
Video: Align lai hétvat
4 e khi quay

WEEK 3 (Awareness and engagement)

Tue (282) Tha 2730 | i (373) | 5o 43 @Engagement) | Sun (573)

SHOOTING DAY 2
[

Prez 0ffline FPM3
(Chiit mach video) Event: Meeting update
a1 TaN 131 Ve event

Offline Approval

WEEK 4 (Engagement)

Mon (63) Tue (7/3) Wed (873) [ Thu (¥3) ] Fri (10/3) Sat (11/3) Sun (12/3)
1 - Prez Online
Veice Over Recording Prez Color Grade - A " On Alr: Brand Manifesto
(Tha voice) (ChBt méu videa) (onit “;:;"?,T;;“-’” o Master File Video
Celor Grade Approval

Figure 61: Production Timeline

8.3.9. Final Product
- 1 minute 30 seconds Brand Manifesto Video
To see the final product, please click here Link:

Figure 62: Dat Foods Brand Manifesto Video

8.4.1. Event Purpose
e Objectives: To allow the audiences to witness Pat Foods' operations and core values
through hands-on experience at the farm.
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https://www.facebook.com/datfoodsvn/posts/pfbid02Hd1Xj4ZtquHtUddSitK5d7k7iCiPBeAUtRXTP95gBvyNMMeaF4cZkoe2urGjnmP2l

e KPI: Obtain a total of 60 participants in two days. The rationale for this number is that
the venue and the event program's maximum capacity is 60 participants. The number
between this number will result in the best experience for all of the customers.

8.4.2. Event Information
e FEvent Name:

FoODS

CHUYEN THAM NONG TRAI

Gid vé*: Thot glan: Dja chi néng trai:
uéng: 260.000 VND/Ngudi 14:15-17:45 S5 4, Duding 217, X.Hoa Phu,
Tré em: 160.000 VND/Bé** Thir Bay 01.04.2023 H.CG Chi, Tp.HCM
hodic Chu Nhit 02.04.2023

e Format: Farm Excursion
e Target audience: mostly family in HCMC (In which, female is the decision maker).

8.4.3. Time & Location

e Time: 2:00 PM - 5:45 PM, April 1st and 2nd, 2023.

e Location: Pat Foods Farm - No. 4, Street 217, Hoa Phu Commune, Cu Chi District,
HCMC.

8.4.4. Ticket Fee

Ticket price (without transportation)

e Adult-260.000 VND

e Kid (from3YOto 12 YO) - 160.000 VND

8.4.5. Event Agenda
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TIME

14:00

14:15

14:30 - 16:30

16:30

16:45

17:30

17:45

8.4.6. Event Flow

DETAILS

Check-in

Pat Foods Introduction

- Agriculture experiences

- Production experience

Mini sharing about 2 experiences

- Booth game
- Finger Foods
- Product Display

Photographing Section at the Art Wall

End of event

Figure 64: Event Agenda

No Time Duration

Detailed

1 08:00 00:45

2 08:45 00:15

3 09:00 00:30

- Core team focus

- Set up the product display area
- Set up table area finger foods.
- Prepare ingredients for finger
foods

Preparation ] ] _
-Still prepare ingredients for

finger foods

- collaborators gather
- Pray
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09:30

02:30

12:00

01:00

13:00

00:30

- Distributing Dat Foods shirt
- Breakfast

- Rehearse all positions
- Sound check, technical check
- Make finger foods

- Lunch break

- Prepare the check-in area
- Stabilize personnel position
- Review the job description

13:30

00:45

Open for guest

- Coordinate parking for guests

- Check in and paste the name for
the guest

- Take care of customers

14:15

00:15

Co-Founder
introduction to the
excursion

- Prepare hats and boots for
farming experience

- Prepare coat, hat,... for
production experience

14:30

00:05

- Support Mr. Dat to divide the
team for guests

10

14:35

00:10

11

14:45

00:30

12

15:15

00:05

13

15:20

00:10

Turn no.1

- Move guests to the experience
location

- Let guests do the procedures of
the experience (wearing hats,
boots, ...)

Stand by at the experience place

- Support the lead to bring
everyone back
- Report

Return to the gathering location

14

15:30

00:10

Turn no.2

- Move guests to the experience
location

- Let guests do the procedures of
the experience (wearing hats,
boots, ...)
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15 15:40 00:35 Stand by at the experience place
- Support the lead to bring
16 16:15 00:05 everyone back
- Report
17 16:20 00:10 Return to the gathering location
18 1630 00:15 - Mln! sharing about 2
experiences
Side Activity
19| 16:45 | 00:45 - Booth game
- Finger Foods
Photographing
20 17:30 00:15 | Section at the Art |- Prepare Camera
Wall
21 17:45 00:15 Visitors leave |- Help visitors get the car or bike
- Bring products from the
showroom
22 End of event |- Dish washing

- Drying hats and gloves
- Cleaning the workshop

8.4.7. Event Map

Figure 65: Event Flow
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8.4.8. Setup Timeline

PARKING
LOT

Figure 66: Event Map

BOOTH GAME AREA

]

&

]
rosssS S

FINGER FOOD /MINI
SHARING AREA

PRODUCT DISPLAY / GIFT
COUNTER
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NGAY THOI GIAN HOAT BONG

- Son lai Art Wall

9:00-12:00 - Chudn bi xe dua dén cho khach tham quan

28/03/2023
- Thue hién cac materials cho khu vure trd choi

13:00-19:00 | Chuan bj kich ban, timeline, so d6 nhén su

9:00-16:00 - Don dep

29/03/2023 . ) - Chuan bi ban, ghé cho cac khu
16:00-22:00 | “opyan bi in &n cac materials can in

SET UP KHU VUC TRO CHOI

- Setup cdc bang game

- Ki8m tra céc phiéu tinh diém.
- Checklist cac qua tang

- Test game

- Chinh stra néu can

9:00 - 14:00

SET UP TRAI NGHIEM NONG NGHIEP

- Ki8m tra day di céc bao tay, ling va néng cu cho khach trai nghiém
- Ki8m tra xe may cay

- Xac nhan ndi dung dén khach trai nghiém néng nghiép

14:00 - 16:00
30/03/2023

SET UP TRAI NGHIEM SAN XUAT

- Ki8m tra day di d6 bao ho khi di vao xudng

- Kiém tra vé dién va mdy madc trong xudng

- Xac nhan ndi dung dan khach trai nghiém san xuat

16:00 - 18:00

SET UP FINGER FOODS

- Setup ban ghé Finger Food

- Phén cdng céng viéc chuan bi Finger Foods
- Checklist cdc dung cu dn udng

18:00 - 22:00

- Setup tivi d& chiéu cac video

9:00-12:00 - Setup cdc media materials khac

- Sound check, mic check
13:00-19:00 |- Tivi check
31/03/2023 - Setup khu trung bay san pham

- Hoan tat setup

- Event Coordinator kiém tra timg khu vurc.
- Checklist cdc materials céan thigt

- Checklist chu&n bj cho ngay onsite

19:00 - 20:30

Figure 67: Setup Timeline
8.4.9. Human Resource

a. Setup HR
Time Role Task PIC
- Chiu trach nhiém theo déi tién dé
Event Manager tbng khu Thiy
- Checklist cac khu vire sir kién
- Chiu trach nhiém hoan thanh thi
Leader booth game |cdng cac booth game Bire Binh
- Phan chia task cho Runners
- Chiu trach nhiém lén checklist cac
nguyén ligu
Leader finger foods |~ Chuan bj nguyén liéu Huyén Tran
- Chiu trach nhiém trang tri quay san
Leader product display | ph&dm ﬁ:‘hh?glﬂugg
Sang 01/04/2023 v
- Chiu trach nhigém kiém ké thiét bj ghi
. hinh sy kién .
Leader quay hinh | " 52 chia khu viec chyp hinh cho Btk binh
photographer, videographer
- Bo dac, thi cdng art wall va booth Tan Bean
Set Designer game Chén Hun
- v& trang tri cac materials clia sy kién 9
- Kiém ké cac materials khac cla sw Pac Binh
Logistic kién ng’c F,h'on
- Phan chia task cho runner 9
R - Hb trg setup Duy Linh
unner - Nhan task tir leader Thanh

Figure 68: Setup HR
b. Onsite HR



Time Role PIC
Event Manager Thay
Dén trd khach xe 29 chd Quéc Phong
Anh Duwong
Check-in Nhi Nguyén
Chj Dung
Trai nghiém san xuét Mai Hanh
Lw Phung
Trai nghiém néng nghiép Thanh
Anh Long
Ném vong Kim Thanh
Ném banh ChanH
Booth game m ban h Tng
Chiéu 01/04/2023 Tha dau Tan Bean
14:00 - 18:00 Ban Qua Tang Nhi Nguyén
Huyén Tran
) Chudn bi Finger Foods Chi Huong
Finger Foods Chi Dung
Standby phuc vu Chi Mo
. Anh Bat
Product Display Anh Duong
Photographer Fé)l:;:ff:n\;o
Videographer Thanh Pat
Technical Birc Binh
Runner Quéc Phong

Figure 69: Onsite HR
8.4.10. Event onsite
a. Check-in

Figure 70: Check-in in Farm Excursion

52



b. Agriculture Experience

Figure 71:Agriculture Experience in Farm Excursion

c. Production Experience

B —

Figure 72: Production Experience in Farm Excursion

53



14 \ an
Figure 73: Mini sharing in Farm Excursion

Figure 74: Finger Foods in Farm Excursion

f. Booth Game
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T iz . ¥y ¢

Figure 75:Booth game in Farm Excursion

h. Art Wall Photographing
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Figure 77: Art Wall Photographing in Farm Excursion

8.4.11. Event Promotion
a. Online (Facebook)
e Social Content Angle: Harvest season, testimonials, experience photos

Dat Foods

) 2 ngay @

L0 DIEN GOC LUU GIU Ki NIEM CUC DEP MOT NAM CHi CO 2 LAN TAI DAT FOODS

4 Khi @én néng trai Dat Foods, ngoai “tam diém” 13 vudn dau phéng vdi nhing hat da chin &n
minh dudi g3t dai cac ban dén thu hoach thi Dat Foods con ¢ vudn mé xanh diu nira déy.
» Vudn mé va vudn ddu phdng dugc trdng ludn canh véi cdy ngd, cir 3 thang lai ludn canh 1 vy
khéc nhau. Mé ra hoa ding dé néng trai m& d6n khéch xuéng ghé chai, con vudn déu phéng
“chanh choe” han khi nhimg nu hoa vang nh xinh ... Xem thém

Fo00S

e Online Activities: Minigame

Game rule:
The game required the participant to do certain actions in order to be registereda as player:
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- Like and follow Pat Food’s Facebook page

- Like and watch Pat Foods brand manifesto video and answer the following question:
Which product line appears in the packaging and labeling scene in Pat Foods Brand
Manifesto Video?

- Comment down the answer + a random number from 0 to 99 + tag 2 more persons.

The prize:
The prize is divided into 2 types of winners, two with the quickest answer and 10 lucky

answers to help people engage more in the mini-game:

2 people with correct and fastest answers:

- 1 Ticket to Pat Foods Excursion worth 260.00 VND (including entrance ticket + meals).
- 2 Vouchers for 20% off tickets to Pat Foods Farm Visit.

- 1 Jar of Peanut Butter Smooth Honey 210g.

- 1 Bottle of Yellow Sesame Oil 250ml.

10 people with the correct and lucky answers:

- 1 Bottle of Honey Smooth Peanut Butter 210g or 1 Bottle of Yellow Sesame Oil 250ml.

Result:

The mini-game attracted 250 participants, 150 organic shares, and 351 reactions which is a
major success since this post has a much higher organic performance indicator than any
other usual post.

FOODS

50AN NI EMVDTEINERNIAEN QUA
oty

00 Youa

Figure 79: Mini game

e Community Group Seeding.
To better spread the word about the event to the potential target audience, the team also
implemented community seeding. Groups are categorized according to the behavior, and
interest of the participants - which resulted in 5 main categories: Residents community
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group, kids outing location, raising children, reviews, places to check in, and travel groups.
Thus, it helps to create a content angle that specifies certain groups and makes use of the
content to better hook the target audience to the event. The content that is used to seed is

divided into 2 angles: An ideal place for a family
picturesque view for a photoshoot.

outing with kids and a farm with a
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1 o cudanVH Er -
) o T P -
7 o P -
] e i ~ [bps v ceboske
H ETELE: o Er E * [ f
g 7O ASTER TRAD BEY 2 P ~ [
| r Dén Eco Green 54 G - Gaoup Cir D Gl Thie D i [Dectined -]
_ 1 |Chusdmsdmnar 7 i ik ] et -
— 1 = B ] =
T | P i | ~ b e cebo
o P P ] =
7 hitps I =
- i 5 =
0 2 e i 5 =
= = 5 O 1 e T EE =]
16 T EE ]
g T ET
e 2 Caon B DFu Chot’ (e 56 i ET
| 33 rzoud cubiman, hps o
2 RE RLA NGOAL CHOI SAT GO T ET
LT CUNG 00N CUBLTUAN b ET
= = b I
= = i
| T )
T =
% | T =
] Dy =0
— Dy =0
T T =0
| P o Tt
o | = =0
i =0
] o 20
=] o =0
s | o =0 -
T | o =0 -
o = S
| his Bk -
E) by oo foce Bih -
@ o ) -
a1 = Bk -
42 |R i Binh -
5 Sons osuiGon s Bk =
) E 5ONG 40 AT e Bink -
a5 Gon Review hiips Binh 2 -
% T Review ‘s cebook com Bk = -

Figure 80: C

‘h- CHO TRE RA NGOAI CHOI-SAI GON

From notifications

Néng trai thién nhién ma ba me c6 thé dua con vi vu cudi tuan, vira
trong lanh, bé ich, vira tdi tién ma chi cach trung tam TRHCM 30km!

khdi déng séch v& va m.
nhién

5 CAC HOAT DONG TRAI NGHIEM CHiNH:
@ Tréi nghiém néng nghiép

Ciing ... See more

CHUYEN THAM NONG TRAI

S Eoodsh

omrhunity Group for Seeding

¥

List

% DIA DIEM VUI CHOI CUSI TUAN CHO BE

From notifications

@ Buc
g
Goi y dia diém thi vi ma ba me ¢6 thé dua con vi vu cudi tuan, vira

trong lanh, bé ich, vira tdi tién ma chi cach trung tdm Thanh phé chi
30km!

h

» Cc hoat Géng trdi nghiém chinh:

@ TRAI NGHIEM NONG NGHIE... SEE MORE

CHUYEN THAM NONG TRAI

o
. 'D507488682 &

S Ding Ky Tai Day |
Nt inatmﬂ

Figure 81: Family outing seeding angle in “Cho tré ra ngoai choi Sai Gon” and
“Bia diém vui choi cudi tudn cho bé” community group
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"ﬁ] Sai Gon - Dia Diém Chup Anh

Biic Binh
W March 223t 1013 AM - @

“ Ta dai ta tim ndi vang vé

Ngugi khén ngudi dén chén lao xao”

i Cudi tusn vira rdi dat con ban xudng Dat Foods choi, tién thé thdy vuon mé dep qué nén
1am ludn bé concept up dan

Ri VIU SO'SO CUGI TUAN XUGNG NONG TRAI BAT FOODS CO NHIEU THU DE TRAI
NGHIEM LAM

« @ Ra ddng dau phong tim hiéu vé céch trdng cay dau phong va mé

s Bi Kip Du Lich Sai Gon - Review Saigon (Thanh Phé H5 Chi Minh)

Tan Bean
March 22 3t 8:38 PM - @

D1 VE NONG TRAI NGAY TP.HCM

it Cusi tusn viza rdi dét con ban xuéng néng trai Dat Foods chai, tién thé thy canh dep qué nén
1am luén b6 concept up dén.

i Riviu 50 50 cusi tudn xusng néng trai Dat Foods ¢6 nhigu thir dé trdi nghiém lim

@ Ra déng déu phéng tim hiéu vé céch trdng cay dau phong ty nhién

B Tham quan xudng lam bo, l3m xong Gugc ting 1 hil mang v nira.

@ C6 ca booth game c6 chai ¢6 qua nifa, rdi con quay &m thuc chdng 8o

@ Chiéc view séng 3o thién nhién khéng so dung hang

¥ Vao ngay 2.4 s3p tdi, Dat Foods ¢4 t8 chirc Chuyén Tham Néng Trai Dat Foods cho cac tin 4
suSt ngdy héi "cudi tusin di dau choi bay gis” dé xudng trii nghiém va séng do, ban nao can thi
minh dé dudi ph3n comment nhé.
NONG TRAI DAT FOODS

See more

# Dia chi: 4, Budng 217, X3 Hoa Phi, Huyén Cl Chi, TRHCM

2reviewdiadiemsongaosaigon

Figure 82: A place with picturesque view angle in “Sai Gon - Pia diém chup dnh” and “Bi
kip du lich Sai Gon - Review Saigon (Thanh phé Hé Chi Minh)” community group

Result:
- 122 Engagement
- 123 reaction
- 33 comments
- 6shares
- 25 interested messages about the event

e Media Partnership
A Little Bit HAPPI OHA
6-@ 4d-Q
21 CUNG HAPPI OHA MOT NGAY BO PHO VE VUGN LAM "NONG DAN CHINH HIEU® TRAI
NGHIEM SAN XUAT BO' HAT TU NHIEN.
@ Happi Oha rét vui khi ddng hanh ciing Néng trai xanh Dat Foods 3 chiic chuyén di “Du lich v&
vudn” € cé thé gidi thiéu dén moi ngudi mét nai gidi téa mét mdi sau mét tuan hoc tap, lam
viéc mét mai.
& Déy néng trai Gu phong va chuyén sén xust cic loai bo d4u theo tiéu chudn khong thusc tris
sdu, thudc diét ¢d trong qua trinh canh tic, cac san pham tai ndng trai xanh du... See more

Ban ai théng 4 nay minh c6 hen véi NONG TRAI XANH DAT FOODS. * @
[HO TRO TRUYEN THONG]

DI TRON KHOI SAI THANH - TiM VE NONG TRAI XANH DAT FOODS

Dat Foods t3 chiic Chuyén di tham nong trai xanh Dat Foods. Dy sé Ia o hdi dé ban cd mot
ngay tich minh khdi cudc sng ban ron cla thanh ph thuding nhat, vé véi ddng qué Gé cé cho
minh nhiing phit gidy thu gidn tron ven bén ngudi than va gia dink

5 Cc hoat déng trai nghiém chink:

@ Trdi nghiém néng nghiép... See more

Seed Planter rét vui khi dugc h3 trg Dat Foods dé gidi thiéu chuyén “du lich vé vudn* vé cing §
nghia nay dén cho mai ngudi. Néu moi ngudi khéng ban biu gi vao cudi tuan thi cing dng ky
tham gia di “Chuyén Tham Néng Trai Dat Foods” ngay nh! .. See more

F00DS F00DS

CHUYEN THAM NONG TRAI CHUYEN THAM NONG TRAI

Thutng: 260,000 VND/Ngusi
Tré em: 160.000 YNO/Bé**

Tha Biy 01.04.2023
Chi Nhjt 02.04.2023

1415 - 1745
Dla chi néng ol
s54, 7, X Hob Ph,

TpHCM

e
60.000 VND/Nguoi
60.000 VND/Bé*

ha By 01.04.2023
hobc Chi NNJt 02.04.2023

t.‘x.,,f’r v
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Figure 83: Media partnership from A Little Bit, Seed Planter and Happi Oha

STT Tén Document Link bai HTTT
1| A Little Bit Form Bai HE Tro Truvén Théns https:wranwr facebook. com/photo Mbid=3405835
24902881 &rzet=a 303500781 744489
2[OnedOne Form Bai HS Tro Truvén Thing
3|Bloom Wellness Form Bai HS Tro Truvén Thing
4 Tram Xanh Form Bai Ho Tro Truven Théng
3|Proci Form Bai HS Tro Truvén Thing
&| Seed Planter Form Bai H3 Tro Truvén Théne https:wwnw facebock. com ‘photeTfhid=T3680904

1555149&set=a TOISE1881753621

7|Hat Biéu Ba Tw Binh Phudc

Form Bai HS Tro Truvén Thing

Organicfood vn - Organic
Convenience Store

=]

Form Bai HS Tro Truvén Thing

https:wwnw facebook com happicha 'posts ‘pfbid(d

9| Happa Oha Form Bai H3 Tro Truven Thins 2:f6HIVA43zuredz VDivPEEVC3uZ YaA6gPuX1
BIKCW 5B yvxareCtNBieQnee TPOILIL
Figure 84: Checklist of Media Partnership
Result:

- 1.179reach

107 engagements

b. Offline
e Distribution Store:

With the assistance of the local intermediaries' distribution stores networks, The Farm
Excursion will be featured on the brochure to easily spread to a variety of consumers and
customers. The distributor will receive a 20.000 VND commission fee on every The Farm

Excursion ticket they sold.

CUA HANG HO TRQ PHAN PHAT POSTER
STT Tén S6 hrong Status
1|Crra hang thye pham Z'store 35 Bi G -
2| A Little Bit 60 Pa Gui -
3|PreCI 20 Pa Gui -
4|Dwéng Sinh T Nhién Lién Thuy 50 Pi G -
5|OnedOne 60 Di G -
6| Organicfood Quan 2 25 Bi G -
7|Organicfood Quan 1 25 Pa Gui -
8| Organicfood Qudn Phu Nhuan 25 Bia G -
9| Organicfood Quin 7 25 Pi G >
10| Organicfood Qudn Tan Binh 20 Pi G -
11|Neoda 25 Pi Gm -

Figure 85: List of agreed partners to spread event poster

e Fairs and Product Exhibitions:
Event posters were also distributed at Pat Foods' booth at Kermesse de la Francophonie

2023 and Thao Dien Square.
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8.4.12. List of Vistors

Figure 86: Pat Food’s booth at Kermess

'

e de la Francophonie

e

2023

Sat, April 1st 2023
1 Nga Pham N 1993
2 Hai Yén Nit 1992
3 Phuong Anh N 1993
4 Tuyét Trinh Nir 1994
5 Bao Minh Nam 2016
6 Hong Quang Nam 2017
7 Hoang Nhat Vi N 2017
8 Hoang Ha Vi Nir 2019
9 Thé Vi Nam 2018
10 Thé Son Nam 2020
11 Nguyén Thi Thuy Tram Nit 1982
12 Ta Thuy Anh Nir 2010
13 Ta Quynh Anh Nir 2014
14 Tdéng Thi Thily Ngan Nir 1985
15 L& Giang Son Nam 1983
16 Lé Bao Nhi Nir 2014
17 Nguyén Thanh Tam Nam 28/05/1985
18 Nguyén Lé Ky An N 04/05/2015
19 Nguyén Thanh Ky Anh Nam 15/11/2017
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20 Nguyén Tudn Anh Nam 1963
21 Huynh Mai Huong Nir 1961
22 Nguyén Mai Anh N 1992
23 Bui Nguyén Anh Thu Nit 2020
24 Duong Nam 1990
25 Yén Nit 2010
26 Quynh Mai Nir 2012
27 Vil Pt Tri The Nam 1994
28 Ldc Quynh Nhu Nir 1994
29 Tran Qudc Bao Toan Nam 1993
30 Nguyén Thi Diéu Linh Nit 1999
31 Hai Lé Nam 1990
32 Nguyén Thé Trung Nam 1989
33 Trinh Thanh Ha Nir 1989
34 Lé Trong Nam Nam 1988
35 Quynh Thu Nir 1998
36 Anh Thu Nir 1998
37 Phuong Linh Nir 1998
38 Drtrc Nam 2015
39 Hanh Nir 2012
Sun, April 2nd 2023
1 Ly Buu Ngoc Nir 1998
2 Nguyén Thi Tuyét Nhung N 1970
3 Nguyén Thanh Diing Nam 1990
4 Nguyén Yén Nhi Nir 1996
5 Tran Qubc Hai Nam 1986
6 L& Thuy Ngoc Anh Nir 1990
7 Trén Anh Minh Nam 2014
8 Tran Tun Anh Nam 1988
9 Hoang Ngoc Phuong Thanh N 1995
10 Huynh Pham Minh Siéng Nam 1992
11 Nguyén Thi Ut Sau Nit 1984
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12 Nguyén Thi Thu Phuong Nit 2004
13 Phan Thi Anh Kim Nir 2011
14 Lé Thanh Phong Nam 1993
15 Lé Thi Thu Huong Nit 2012
16 Nguyén Cao Thanh Truc N 2010
17 Lé Ngoc Bao Tran N 2004
18 Trinh Minh Than Nam 1995
19 Nguyén Thi Hoa N 1996
20 Hoang Qudc Ky Anh Nam 1994
21 Huynh Nhat Tan Nam 1994
22 Lé Thi Hoai Trang Nir 1994
23 Nguyén Khanh Du Nt 1994
24 Pham Thi Ngoc Ngan N 1994
25 Nguyén Cong Thanh Hai Nam 1994
26 Tran T4t Thing Nam 1961
27 Pinh Pham Thién Thanh Nam 1993
28 Tran Bao Viét Nam 1991
29 Nguyén Phuéc Duy Nam 2015
30 Nguyén Anh Duy Nam 1980
Figure 87: List of Attendees on 2 days of event
8.4.13. Event Cost Report
a. Revenue
No. Item Price Quantity Cost
1 Adult Ticket 260.000 47 12.220.000
2 Kid Ticket 160.000 14 2.240.000
TOTAL 14.460.000

Figure 88: Revenue in Farm Excursion

b. Event Cost Report
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EVENT
1 Decoration and other materials Package 1.840.000 1 1.840.000
2 Product Display Counter Package 250.000 1 250.000
3 Gift Counter Day 1.668.000 1 1.668.000
4 Side Activity Package 970.000 1 970.000
7 Finger Foods Day 900.000 2 1.800.000
8 Main Activity: Production Experience Day 1.000.000 1 1.000.000
9 Logistics Package 5.100.000 1 5.100.000
TOTAL 12.592.800
CONTINGENCY (5%) 629.640
GRAND TOTAL 13.222.440
1 Decoration & Materials Package 1 3.877.000 3.877.000
2 Production Experience Package 1 740.000 740.000
3 Agriculture Experience Package 1 199.000 199.000
4 Booth Game Package 1 400.000 400.000
5 Gift and Voucher Package 1 1.668.000 1.668.000
6 Product Display Package 1 410.000 410.000
7 Finger Foods Package 1 834.600 834.600
8 Logistics Package 1 3.600.000 3.600.000
Total 11.728.600

*The above cost does not include 10% VAT
Figure 89: Event Cost Report

8.4.14. Implementation Plan

- Setup master plan

- Scout venue

- Confirm concept and design
- Prepare a estimated cost

- Make a checklist event
- Contact personnel

- Contact potential partners for Media Partnerships

- Complete Master Plan

- Prepare materials in event

- Event Promotion: Offline Activities in store buying Dat Foods products
- Contact confirmation from Vistors

- Setup event

- Rehearsal

- On-site
- Clean up
- Evaluation

- Media After the event
- Writing a

Figure 90: Farm Excursions Implementation Plan

8.4.15. Risk Management Plan

Weather Baking sun

- Check the weather forecast
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- Prepare hats, coats

- Check the weather forecast
- Prepare a raincoat when going to the field
- Moved the finger foods area to the game

Rain Medium booth area
- The game booth area is temporarily put close
to the wall
- Clearing gifts

. . - Prepare medical kit
Accident during p .. .
Low - Assign a person who is in charge of taking

the tour . .

the victim to the hospital
. . - Prepare antiemetic

Car sick High P .

- Prepare small plastic bag
Health
. - Prepare hats for guests

Sunstroke High P L g
- Let guests sit in a cool, shaded area
- Carefully check the quality of the food in

N advance

Food poisoning Low . .
- Assign a person and car to leave in an open
space for urgent transportation

Shortage of

personnel / : - Checklist before the number of personnel

Human Resources High

unscheduled - Prepare personnel ready for replacement

leave

Damaged : .

. g Medium Check up machines
equipment
i Power outage at Low Power generator
Machine the factory g
Electric short, Low Prepare evacuation plans in advance, fire

fire and

equipment.
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explosion

Follow up with customers before boarding

Customer Gather late High .
time
Traffic accident Medium Make careful recommendations for the driver
Traffic
Traffic jam High Estimated traffic jam time

8.5.1. Ads Planning

Figure 91: Farm Excursion Risk Management

Facebook Ads are implied to key assets in the campaign including Social Posts, Event posts,
Minigame posts, Reels, and Brand Manifesto videos. Facebook ads mainly focus on increasing
awareness to effectively distribute our posts to the target audience segment.

A/B Test is used to test which age range in the target audience would be interested and generate
the most, to be later utilized by future posts.

ADS PLANNING
STT Bai Post Link Objectives Budget Set Budget Days Timeline
1 Event Erttps - wowrw facel| Increese Awareness Daily Budzst 100.000 3 24/3-2773
Increese Awareness - A'B Test | Daily Budzst 000 1 3/3-43
Optimized Post | Increese Awareness - AE Test | Daily Budgst 1 2473
from AJE test Increese Awareness Daily Budzst 4 23/3-2873
1 Social Posts Increese Awareness Daily Budzat 3 23/3-2873
3 Vidzo ntips:s =H] Increese Awareness Daily Budzst 1 714914
4 Fael Increese Awareness Daily Budzat 1 64-T7/4
5 Minizames nttps: vy facel| Incrazse Engazament Daily Budzat 3 183-203
TOTAL
A/B Test (Awarenass)
~ - Optimized Post from
Daily Budsst 00,000 1 AB test
Bai post Eudzet St Budzst Days Optimized Post
Daily Budsst 00.000 1 Optimized Post from

AB test

Figure 92: Facebook Ads Plan

8.5.2. Ads Planning Schedule

AMB Test
Ads Run
Done

Figure 93: Facebook Ads Planning Schedule
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8.5.3. Ads Planning Result
Overall, all of the ads-running posts meet the estimated KPIs. The ad running expenses do not
exceed 3 million as originally set out in the ads plan.

Estimated
STT Post Objectives |Reach Reach Actual Cost
1 Event Awareness 38.300 39.592 410.230
2 Social Posts Awareness 133.000 161.620 1.650.925
3 Video Awareness 15.000 14.131 432.866
4 Reel Awareness 20.000 25.080 208.245
5 Minigames Engagement 5.700 6.708 224.950
TOTAL 212.000 247.131 2.927.216
Figure 94: Facebook Ads Planning Result
No. | Item | Unit ‘ Quantity ‘ Price Total
Social Media
1 Materials Package 1 157.000 157.000
2 Facebook Ads Package 1 3.520.000 3.520.000
3 Designer Package 1 500.000 500.000
Photo Album
1 Chi Phi Props Package 1 312.000 312.000
2 Logistics Package 1 161.000 161.000
3 Catering Package 1 217.000 217.000
Video Production
1 Storyboard Artist Package 1 2.000.000 2.000.000
2 Camera and lighting equipment Package 1 10.650.000 10.650.000
3 Location Package 1 3.100.000 3.100.000
4 Props Package 1 814.400 814.400
5 Talent Package 1 2.200.000 2.200.000
6 Logistics Package 1 831.000 831.000
7 Catering Package 1 1.514.760 1.514.760
8 Post-Production Package 1 310.000 310.000
Event
1 Decoration & Materials Package 1 3.877.000 3.877.000
2 Production Experience Package 1 740.000 740.000
3 Agriculture Experience Package 1 199.000 199.000
4 Booth Game Package 1 400.000 400.000
5 Gift and Voucher Package 1 1.668.000 1.668.000
6 Product Display Package 1 410.000 410.000
7 Finger Foods Package 1 834.600 834.600
8 Logistics Package 1 3.600.000 3.600.000
TOTAL 38.015.760
ESTIMATED COST 73.080.000
REVENUE IN EVENT 14.460.000
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*The above cost does not include 10% VAT

10. EVALUATION

Figure 95: Finance Report

Evaluation
KPIs set Achievement | % Achievement Tools
Reach 220.000 |289.423 131,55% Meta
Business
Awareness Suite
Engagement 3,200 3.363 105%
Positive response in the 80% 100% 125% Meta
campaign posts Business
Emotion Suite
Positive response in the 80% 93.6% 117.6% Event
event Feedback
Form
Event registrations 120 120 100% Google Form
Report, Meta
Action Business
Inbox
Event participants 60 67 111% Event Report

Figure 96: Evaluation chart

10.2.1. Overall Social Statistics

Statistic data is extracted from Pat Foods Meta Business Suite from 09/02/2023 - 15/04/2023
since the first post of the campaign was uploaded. Pat Foods During this period, Dat Foods’s
Facebook Fanpage uploaded 39 social posts, 2 video clips, and 4 short reels. The posts are
consistent with the brand orientation and concept required stated in the planning stage. The
same previous period (5/12/2022 - 8/2/2023/) would be selected as a benchmark to compare the
effectiveness of the campaign’s social media.
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Figure 97: Social Statistics from Meta Business Suite (2023)

In terms of Fanpage performance, overall, Dat Foods page’s followers have increased by
1000%. Moreover, the majority of the audience still remains as the initial audience of the
campaign target - females from 24 to 35 years old.
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Figure 98: Social Statistics from Meta Business Suite (2023)

About content improvements, post upload frequency increased by 650% and reel upload
frequency increased by 100%. The interaction rate was improved by 122.7% with an average
interaction per post of 49. The average number of interactions for reels was 3.

10.2.2. Social Media Posts Breakdown
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Post Link Format Paid Reach Engagement | View
Reach

1 Link 1 Carousel 2.088 119
2 Link 2 Carousel 1.211 77
3 Link 3 Single Image 1.648 77
4 Link 4 Single Image 507 50
5 Link 5 Single Image 35 407 20
6 Link 6 Single Image 286 15
7 Link 7 Single Image 693 33
8 Link 8 Carousel 43.716 44.345 55
9 Link 9 Single Image 717 60
10 Link 10 Single Image 357 27
11 Link 11 Carousel 109.958 | 110.516 43
12 Link 12 Single Image 439 30
13 Link 13 Carousel 188 1.260 81
14 Link 14 Single Image 619 57
15 Link 15 Single Image 540 41
16 Link 16 Single Image 577 38
17 Link 17 Single Image 423 27
18 Link 18 Carousel 5.381 6.716 94
19 Link 19 Single Image 38.396 41.676 197
20 Link 20 Single Image 1.161 96
21 Link 21 Video 14.131 19.316 660 7.379
22 Link 22 Carousel 832 53
23 Link 23 Minigame 6.708 8.463 351
24 Link 24 Carousel 1.098 78
25 Link 25 Carousel 485 38
26 Link 26 Single Image 478 38
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https://www.facebook.com/datfoodsvn/posts/pfbid0NA6fokGEZMF65q8SuSnKnzR8C1432P62Jz3GoRw4FhSswcJqkS8A8Urt1cAEzTddl?__cft__%5B0%5D=AZWYYjQuADraVo7axZW1You5KWH4HSisAiRLTvNSFuXL_J5D3RA5z4Qx981v_Wq22w45sQgZWYGRMTlFmaz7QxZXQZD8TzKFH0_qtleHkn-i5jIa48-8siJm_5N_iT_8Tdc&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid02pLSoUDSiFK2uF9DnidBpCWKxKvjAXHTM6fvojPSjT8ft7hvcasBKRoVThVdHA7RVl?__cft__%5B0%5D=AZWc5S6WJ9YnEQh7C_YC9sufdXFGgdMO-ZBKI1wQXUszyz4PT0AERQFacCCqiLY_3q-WwBR5q5e34oDBZdnZL_HMzN4lJUBYOhEHRzajD4epgZNjgYs9hpGv68mlMf8Oh5w&__tn__=%2CO%2CP-R
https://www.facebook.com/dx.triple.bbb?__cft__%5B0%5D=AZVmRAnB6A8Tbu4Lj3WgtpWTG3tSnItU0eozpWhFLjWpbPDp7YplwF1ZclH6NZd2eWV0qr1jR-ye1CU0hB_mcBupIS9CsqPrKFGglF61sAqtSjRNcNLOCfaxWwcplycAcEU&__tn__=-%5D%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid02Sdue2fsuifJWNymgz2bKx55FkeKAUC3eCNTLnsoa27jwHVgU7fnSMZX1FxjEBudtl?__cft__%5B0%5D=AZXudEfD1j5zjRprVtEfRXYKwbCC9LNOX9nYgYz0vMttzoSiqDCZlSiUacbFn-bEr_6JpwMvhGXb0XW-YpFYQRC77zKNbBaTVRUkQ0dPD_cx_E60tkOftkcaWPWeKW7DFdA&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid09o2QK2g2tB33VSZPCR8Tf7Ai3WHuiyz2DkbwdMwYLELy6cefMJL7vddauBep4X56l?__cft__%5B0%5D=AZXO5PlEIniwNVMqgq9t785a0Ymd-w9Lwen__yc_nF1UguEVpSI8fbL2NvjU9d1mUHM6Izmw8uwzuEfSUsaz2qxZwvjTHG-nhCXZQ5b1c-7CeztTOr-RNKWK42XVS6P9pbs&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid02PUsYSzwdmbFZCg5j24h779skFVab2kabEFZrRmdXjz7nFdbnnZNmG1Y9sPD4cbvFl?__cft__%5B0%5D=AZXZLGsa50cOIMJSYWo0tkSNkONbUqhgtvu7bBILR_eztCJTFDERJ-H56XKaji3kn1_fPVT29DBLmFwPze8AYVat8WTBgZjr2yj22AQdCQTkD13s1r1J3PknUhEVz0ozbwE&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid02MvZ9SA8vAqrS5SF6Y7u3csTvdBy2hx4bhWiPMeuvGt77qgXBmPHfnbVtrUHQkzFql?__cft__%5B0%5D=AZVgKFrREMUPIK9M4QDLeU03tBsC7mrw-_HB3D1mblUT1uPIuD46lmt3sKwHMbf3UUjvTG52WDlI1Yw1IqEEWgaqfgGpsFSMW9eS8dZ5xxI7i8M9mt2u5ZHzd4_P547xyrQ&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid026uc317mNGCXxVkrcfnAika4QW7eb8HqEg6LybD3RkPao1ycSfryUhdFzPZo75Rphl?__cft__%5B0%5D=AZWQMNCYdgtxHDOEEQjrcawGBNajQnUYLNCooVSWVaeKB9j-lsT74fMcYm1r3TN0FVtaNYJuOk7ciPr3DnO7iPfG7UTDYhVrbKfGSuu6z3vj514cyR6GT1-a52s9A0M391I&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid0EvjPqW5fczhi948ajBYax1jWeKLd7WDM3W9hqRzD9RKbEXbmB1KEgEeXdhvp6sVul?__cft__%5B0%5D=AZU83uLDfiBXXQIOJHYM3KoT1M4bXqXSPXGyTxhaqQlyklayOoUQseHr2bgEqdznmPRcsXgf0zMBvJA845WyKoLG9ywTJMfKrxr9W8PBS-jpBdlNxXPYtXFiB6SMdqESUu79tRQOPQS5DDPLjeWuEmYUkwvq-oMzejvZrzFPseRmkw&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid02QrbUTiG1eA4FMi4UGAtG2TGoSzvfbzcspmMXb2kxAeWMgNNvGB7HsiJVEKoQuQygl?__cft__%5B0%5D=AZUtzKnO7JdiDjFsbdOz1DJTMBDGSsxbUd3awA_QCgKvEMAJFm7_6qSeyG87HFP2PAya6dnTwTHnavEK9w7ilkx0U5R9VbPsyXzba3HXIhvW5eTsKQhsJS48DDbTemSjjHI&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid0kR55wUz6pF5QoGXNSm7xFXHLEbQ9P8msQ32YgEShLq97rNeEy2vE9UNSgoqbP18ul?__cft__%5B0%5D=AZW9jJNpyRRdJaopNWkJV1lxNv4lH-Yt_GbZ6Xg7nnY-UtVYvbjS7SoFPv2ybx8cn1tEqIK6IBSiABa4DrhLv_Khx2nCtEW2IGw-oQMvlcNlZizbuPy2lJFpRyIr2K4PB6g&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid0zrAd8w2cmW26ztNnhffvvfjfnTNEhcWkTehjuPdkvsdWcvBfbomMAoNuguB6z2w8l?__cft__%5B0%5D=AZUeB-Uq-m3ia6GtWuyW45xMU7hWJwWzG6bpjqvx6DOAf0o0uD_2BVnnZJOnrl4WZ20L8qh5nPmI_91FqQRp2i48qLhH41FWAQLk4PVhXoYQvJJjW8_uKWQMHjj337lKmBU&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid036yKLYnXYPoPza8Xj1QuQCL9hKNtFLTjQyfktEL6KFsfzQyoizS1eAUApBnJTuRZHl?__cft__%5B0%5D=AZVUvjZpDE059BuGy-M6NHeuSCvHMbzPPfvdmJwlm_CqiRuuq3ObOFjX6rh_aU8hNY3G8m7AeHBVDbZTjjJJy28wQOljJIGtLzA7w28kKjOKSpHWSXsw8WAfOW5RAavU2rc&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid02eu5rrSiHG21tAac8m5FpBPmVcV3TkyQHcmgYgxDHExsSJTCDfn7xNacRerytdMtxl?__cft__%5B0%5D=AZV9XROihlEMswgul7BsfsP9-voxAxs832rWaaAWiWJPM3quwUvUNCjrIN0COxb3SEHg5-I3UY8oGlnS0w1ZUu859ICMUdUR2N42Lf4HZpnQJTrg-AdVRK_WBLmF7JsgswY&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid0RXhCQizbGYxZBzvUSoPDsVfPDLpaVj3NmbGvucUQHCKK6r7f3oDmw6wy9zZezMhtl?__cft__%5B0%5D=AZXIs96Ovs6tSEvp9euTqUvsfg1M8UgPWOKZHqNhNfLDDmtgWaQI1sREY2pH9qAdLR7_FcDA_Lgav3QFSOqZajZLvGArUT-q_qAQmjsCeBeCLXIw-ZjxnISUkvayjCMnAK4&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid021fzzohbuPmKbGVvy7p34tJfCrzdRMyzc8VykfKSNRihASaP2E1QsR7oqGcUmwBXhl?__cft__%5B0%5D=AZUwHJVaATIkfgmO7EPdSU6BZP8EJyPZPgL8T3sPNse3FvA4nKcS-nUBDtOVf6ciRRKCnBT10kHWzUi-eVSNIpqkuqlP2cQ9cJbLivEZfObcNIten_wxILwLwTd0u-BtNU-Vwk_dcO71dBI_gH3fmPdpJrQ3MrhvfxRQlC3PTVfL_Q&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid08Y5AbeWajVu9dszHRVGoCTR98HK1BxXFD34NMMZmJvwT3b5HoqtNz6un2b8Utcnjl?__cft__%5B0%5D=AZUfxz2oPA6zjFEWDrOLo9aRAQuyI03HwucTjeAonowTPms75b_7wzcSTDa4FzycH1aVg3WwDfthAV728JC826E93OLdBjJUPk9_c4E-Rmh_WGru7S_DaGSFOqPh9ycW3g4&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid0RV5BDrszzM5F7NTCk9t6PQXT1VKjrc6hmR3ZFcX5h9j916wsG32aPqTJrHHix99tl?__cft__%5B0%5D=AZXqjoQ5Agz-HztVtjw2CAKHJ1N5jrYlMp1xttJ9-sV7Js7y6wu_pBqo8hLBS072Hg34HKOxPo8kOZosRa2gEtDDN1P33uU0-JygfvS55Sb_7dpPOiKHfr7kcphn1UqAUwU&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid02hgPRpYpJd1LuyRz7xJ1sFvz8fE1SvcR63sTFEAhHCba32F7Nf8FiqTYyMvS4Smndl?__cft__%5B0%5D=AZXtjVQqLLaXioC4KFOTGIN7XLoXS93xT7Py_2R7qnQCvzHWTGwRIxb5kYx6Xat66BmNj0MHTpNFpVt0cKUBBRjouaCIt5IeiwhOwTcXcJDLv3mzMPZsTScRfLU7rOzTLxQ&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid0psTmezgsLTwcUqPLLPs2XbXJXp7NteDBnuLe3oDTHaFFPx79Xf9QVoCMsbqkXrHml?__cft__%5B0%5D=AZV93c-r-U6qdXpRnj5fOo2dXVGFIoaKbkltb8bpd5nY3xMXU_nfZx3GyOdWbiFAxnh7o0AxenJciNIbBjNd7h_8eBHjWr62lZkS2Oj7ixByV2Gw0uESwhahZ1__IAl_0jA&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid02Hd1Xj4ZtquHtUddSitK5d7k7iCiPBeAUtRXTP95gBvyNMMeaF4cZkoe2urGjnmP2l?__cft__%5B0%5D=AZWgKo0yUHj_ZMNUeJByDaq6AImJdgrlY_1eUyzEkweJI7B18c2cCD-KGybpXBKDpqXpkd50BoiNwoA6fc1_RBMvN6jWm8Y50VozYCkXQvQZ3miWqQHhxy9qlYotLFoYgt8ahnWcvVaq6zNkz-YRVeZZvt-rJzOMfoK0oDs10qbIkQ&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid02z8mt9fSmeRBaEVrE6rB2GGQiE3ZsY7B4uqkkUMHVL5su2oSTFu2B3VBD9oWmFd7Dl?__cft__%5B0%5D=AZXlKXlmN121KYOzlOo4wbQ6oeVztbsWkCKJGSHjyBA2WtehuxPDlv6a9F4hULDAXvmLVtsfq_iSrYFZmdR4_eVZW2b9pdmEBObFMiB1q5QioZXQQTpDUQfYSMiDtb8jU-A&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid0DGdJy9uzezPUHbUNrYAXmBpVQ7VGRYFYhWiMWL43QK7GDQAAunXtoA4ei4UitvCel?__cft__%5B0%5D=AZV0Vu0qhG-LZBy8_ieP3hfBS8l-kKN7nhfm93RgvFmbMeRR8FfQyai81NLSQuwypwL38T3axrVMmMabMfdqzTmJo60T3qMd5yK1FgYtla3ft6U8EyeeSXs-RvgS0eGGOu4&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid0D87F7M3aF27KcVQtFCMee5aVswhw1Q8LJjKxc5AGB6DNDT8kgxKx9uKUrxspstasl?__cft__%5B0%5D=AZUkZss98RN8izra0TB1TKdp38Xl8iJYoQMVJKp6--PnVk6ofpFQRSVL7-kdeFT2ygQ_zxa-kU28k1dSgT72ooWRtdVT4WKRUPvRbUvTiXUlOa0uwMimjaauJBpzGm5kT54&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid02tfdRvMLMVz9dFBe8J4mkyUJXf2M1oYyiNRWCddwTmZqmpLMniLte2HALaQSEMsNwl?__cft__%5B0%5D=AZVzxG8BOAhUupo87OzFJBl16cTiyEecT9yHIOIBoJUF7tx98M8sZ7zfAL2rwse5zRmxof5i-wTyXLleEhOSS_vTt9q5YASDin2_U3ptYdomSNH9NXIF9-7vVjgP1PdBCPY&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid027BmVf7U1fCw3rbiCcAUAzrkbGNy7tRHsQuM3Xo5mTuTDDs7ByMgozJ9ymscEM8Uzl?__cft__%5B0%5D=AZUXzSYAUmIzelVtMX_7l3GLYrao9dS-ATo1O3gIMqPFsfBzQbuUNBuDsWcbPNTY2mRMRfwM4L_HoaXEjKDzHrbkFFIfCrTn4BpmRCuEZtldzEM0IfhkUqJAOMgI6duP4JE&__tn__=%2CO%2CP-R

27 Link 27 Single Image 527 36

28 Link 28 Carousel 1.910 126

29 Link 29 Carousel 3.5638 6.141 48

30 Link 30 Reel 1.013 45 1.262
31 Link 31 Single Image 533 49

32 Link 32 Reel 607 30 699
33 Link 33 Single Image 631 44

34 Link 34 Carousel 512 25

35 Link 35 Single Image 369 18

36 Link 36 Single Image 407 27

37 Link 37 Carousel 1.005 79

38 Link 38 Carousel 915 70

39 Link 39 Reel 884 51 960
40 Link 40 Single Image 328 32

41 Link 41 Reel 25.080 25.080 34 21.946
42 Link 42 Carousel 285 22

43 Link 43 Video 357 53 161
44 Link 44 Single Image 825 102

45 Link 45 Carousel 236 17

TOTAL 247.131 |289.423 3.363 32.407

Figure 99: Social Posts Media Report

10.3.1. Video Performance

The brand manifesto video receives a total of 19.323 reaches, 7.389 views, and 662

interactions (504 reactions, 74 comments, 84 shares). In terms of retention rate, the video
has 6.495 3 seconds-views and 3.619 15 seconds-views.
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https://www.facebook.com/datfoodsvn/posts/pfbid02PSoAjuxpHz1CejJj62NtpjcQ4VfRkmtssuTst4nCz9PHboPTTSYv9CiwbpMknAmrl?__cft__%5B0%5D=AZWjftDuZgDg_21DyIWhWCOZjtx46K_AuOUUDIgM3DbCBBewMO5F5YZU8h71CR5ewEMteKNKLVwgbZ3t3jDMgrUKlZU_icYUVqfgWtVsG9ftB5LnpKi69AHlMG0kqJNhXYY&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid0fqFgCBxfAPjTSNYXUq9HmUYwKEWouqqLN7me76L2EjEFJdqiZx2GjuzQYnXt8NLfl?__cft__%5B0%5D=AZUrPuteBtYTnPxdFiK0w98BQvexCluPUxTd8gE4hs6D_yOtj2td13fpXNrpkMsSJSHTrLfYDgkj2VrZ1YrXaN1_OWNA8EXeFU-9Z0xvGgAIk1STRNHjGHMSS1REnfwJCjk&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid033r2b6MffJT6DeJeSWLsacea6ZwecrprJHjDAGuwdrbRtWu4pVqKj3Hhw4y1teU31l?__cft__%5B0%5D=AZVkLgJiPX8mQv_DGSupDaMvSl-Sj0YKqkMz20I3ohtMGBWPZclheG3_dnK6ohR1W5kfzOIuE2vDcRwU5Tcy9DhPR5lp5kW51JbgWL3fIAwdbYyRnXJjujFRrghH9DABi04&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid02maTCE57nM3XEEz96jb265tifVnqotrh8NvVtjddSrGV1APXj2ABcci4eg6JjX4Tol?__cft__%5B0%5D=AZVhD4KYaI_YcFPcUJlKts0eosM4IJcLIlSVK0h6KqMK8tX_zMcPFaAxYqKuLLjSkJL5_F7W-YodCfXH9ggmqFX-77Asv9CxCXtxnImYl_v0rOECccBtXeJWvMlbbznPhGJK1Q6Vft8TKc0DKiW-zsrZ&__tn__=%2CO%2CP-R
https://www.facebook.com/datfoodsvn/posts/pfbid0yMgchmYqAgTnoX3xz5tu762eYT2oX9JnUyTym6k7Mmogd7RLRAzmBybomhdF2foQl
https://www.facebook.com/reel/1003829297668407
https://www.facebook.com/datfoodsvn/posts/pfbid0TH41qPJGJULQwm3c51fBcg7kM1DiXEmSYhJQBTD89VgjhDv71GqpeA7JVBSzAxHNl
https://www.facebook.com/datfoodsvn/posts/pfbid0BvfNPoJdU5t78fD9PmNru7j18pKkuy7T17GDCoyrXe5b5Egw4PjAsYAV9SMy48pVl
https://www.facebook.com/datfoodsvn/posts/pfbid0yienCgTZQwoATJuzVXVsHSJrJoxCkAeQe8FLCHkjBpM3RatNWabNSd17XTjH7yNhl
https://www.facebook.com/datfoodsvn/posts/pfbid02fp4cG62hBuq47aQChUQm7sGyNgYAWJN28nWLrpaYc6bqjySwRGGUiwaHwVhWciWhl
https://www.facebook.com/datfoodsvn/posts/pfbid025uBux3FfFgxFrvLUjf6broSAMNJtt89o6w1irSfizFwDi7216PFksVFdKXWHhbBTl
https://www.facebook.com/datfoodsvn/posts/pfbid02Y1Ajmd9KEqHC4CHMxnF4maAutB5pnjGStTGusXAzAnessfMv1vQMG1Kcv1C1xFjLl
https://www.facebook.com/datfoodsvn/posts/pfbid02Y1Ajmd9KEqHC4CHMxnF4maAutB5pnjGStTGusXAzAnessfMv1vQMG1Kcv1C1xFjLl
https://www.facebook.com/datfoodsvn/posts/pfbid028FbLWQZGd9c3aeYCpwLqhvkG9xejUR3LVuov5ipTDRHndkrUuWBaQBg2BRNney7ql
https://www.facebook.com/reel/616851273632821
https://www.facebook.com/datfoodsvn/posts/pfbid0uk7LY5rRU4pmbBRe3XuVy9agGQNxaeoVX4DuppeSHYGpXAmRMQdjDjMZWKiVU4Tpl
https://fb.watch/jWlvGqhjTw/
https://www.facebook.com/datfoodsvn/posts/pfbid0DiJY7NBrKyPXTXBkQw51aGzUm1LApgswHuGqyLthzvVhRVRvTVr472owdu7fJJdEl
https://www.facebook.com/datfoodsvn/posts/pfbid0YJXw753eHR1u1ipShPBzqsjv7JHCHCQ83eWEqWRGhCseKt7TmCxXwPXfn4bDB7NCl
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+/ Biéu dd cong dén
Figure 100: Meta Business’s Brand Manifesto Video Report

10.3.2. Audiences Reaction
The audiences show an appreciation of the brand value expressed through the brand manifesto

video. Besides, they also show a positive attitude towards product quality. This indicates that
Dat Foods has successfully conveyed to the audience the values: benefits to farmers and quality

products for consumers.

@ Nguy@n Phuang Mgan ﬂl Pham §usu
Tuyét lam . Ynghia @

Thich Phanhdi 3 tuln Thich — Phan hoi 4 tuan

Q.’ Nguyen Thi Thay @ Anh Nguyen
* Okqua O S ménh rét y nghia @ O
Thich Phan h&i 4 tuin Thich Phanhdi 4 tuin

0 Hugng Pinh
Chuc Pat Foods that nhigu hanh trinh day mé say =2 &3

-

@ Mgd Thuan
§ Huonoma * Chétlugng @
Tudi mat,ngot lanh thudng qua thuong,sé mua dn thir! - @ 25
O: Thich Phan hdi 4 tusn

Thich Phan hdi 4 tuin

Thich Phan hdi 4 tuin

Figure 101: Screenshot of audiences’ comments on Brand Manifesto Post on Meta Business

Suite
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10.4.1. Registration

e Audiences attention

The farm excursion social seeding tactics catch good attention of the audience on social media
as they commented and messaged the fan page to require more information about the trip.

@ Hoa Linh Thoai
Iba

Like Reply Share 3w
‘?E Difc Binh  Author
" Hoa Linh Thoai da minh check ib/tin nhan chd gitip em a

Like Reply Share 3w

e‘ Kim Thu
Ib

Like Reply Share 3w
".‘* Diic Binh  Author

Kim Thu da minh check ib/tin nhan chd gitp em a
Like Reply Share 3w

Tory Siu
Tu chay xe dén dugc khéng a?

o

Like Reply Share 4w

‘3.1*. Difc Binh  Author
" Tory Siu da néu gia dinh minh cé xe riéng thi cd thé tu dén a, khéng thi bén e ¢d hd
trg dat xe dua don ludn a

Like Reply Share 4w

éi" Diic Binh  Author
: Tory Siu da minh check ib/tin nhan chd gidp em a

Like Reply Share 3w

-
v Thu Tran
Ib

Like Reply Share 4w

Difc Binh  Author
Thu Tran da minh check ib/tin nhan cha gidp em a

Like Reply Share 3w

':“,_d Jenny Tran
* Ib minh nhe

Like Reply Share 3w
Figure 102: Audiences are interested and asking for detail of the event in the seeding post in
“CHO TRE RA NGOAI CHOI - SAI GON”’ community group.

Da

Chao anh ah

Minh muén tim hiéu théng tin chuong trinh bén Pat Foods a

Nay anh 6 néi ngdy 1.2/4 c6 chirong tinh a Cho minh hai vé ctr da ngoai cho bé & Hoa Pha
@1 Ci Chi vdi a

93 # & - Hichi emla Thuy, dén ti Bat Foods a ‘

&
q Em nghe chi Tran |& minh cé nhu c3u dang ki tour tham quan vao
c
v ngay 1/4va 2/4 8y a

Em la Thay, bén Dat Foods a3 09:32
Em c6 nghe 13 minh dang hoi thong tin vé xe ding hong &
a duang roi ban
Cho em héi bén minh di ngay nao va méy ngudsi a
minh quén mat chua dang ky

@ € hai thang tin true 86 ri ban théi 09:35

LARE 2B I

v: @

Figure 103: Audience messages asking about the event information and booking
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e Event Registration
A total of 120 registrations were recorded, through 3 main channels: Facebook Fanpage
Message, Registration through Dat Foods’s Partners, and Google Form.

10.4.2. Participants

The total of participants attending the farm excursion was 67 persons, exceeding the event KPIs
by 111.6%. In terms of age, based on the registration document, the 24-35 age group accounts
for 87.1%, which is the main target of the campaign.

Moreover, most of the participants know about the event through the distributor's introduction.
Besides, 2 other media channels that led them to the event are Facebook Fanpage and Word of
mouth. It could be seen that the tactics to promote the event are effective and bring a certain
number of visitors

Anh/chi bao nhigu tudi IU sacchép

31 céu tra lai

@ Do 18 tud

@ 18-23

24-35

12,9% @ 35-44
@ Trén 44 wudi

Figure 104: Participant information (Event Feedback Form, 2023)

Anh/chi co dat theo bé tham gia tour? |_|:| Sao chép

21 cutra l&i

@ Co
@ Khing

Figure 105: Participant information (Event Feedback Form, 2023)
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|_|:| Sao chép

Anh/chi bi&t d&n Farm Tour qua
31 cdu tra l&i
@ Facebook Fanpage cla Dat Foods

@ Mgudi guen, ban bé gidi thidu

Théng qua ddi tic cda Dat Foods

22.6%

Figure 106: Participant information (Event Feedback Form, 2023)

10.4.3. Event Feedback
The number of feedback forms received was 31. Since the participants mostly attended in
groups, only the representative of each group of visitors will participate to fill in the feedback.

Additionally, 93.6% of the participants rated positively on their overall experiment. Based on a

5-point scale, 74.2% of participants rated 5 points, and 19.4% rated 4 points.
|_|:| Sao cheép

Ban vui lbng danh gia trai nghiém chung cia chuyén di nay

31 céu wra loi
30

23 (74.2%
a0 (74.2%)

& (18,4%)

1 2 3 4 5

Figure 107 : Participant’s overall experiment on Farm Excursion (Event Feedback Form,
2023)

Event activities is also divided into 3 separate sections so participants can give feedback based
on their personal experience with each activity. In general, all activities are rated positively by
27/28 out of 31 feedbacks. This shows that participants have had a certain engagement and
attraction with the activities designed for the event.
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Mire d& hai long eda ban vE tirng hoat déng trai nghiém I sacchép

20
1 EE: : BN+ EES

Hoat ddng trdi nghiém ndng nghiép Hoat d8ng trdi nghidm =3n xouft Thurdmg thire thue phdm tr nhién [qudy
finger foods)

Figure 108: Participant’s experiment of each activity on Farm Excursion (Event Feedback
Form, 2023)

After the excursion, 96.8% of the participants feel that they believe in the quality and origin of
Dat Foods' products, which, 58.1% of respondents expressed their complete trust. Besides, they
also think that food brands should nowadays organize more excursions like this to build trust for
their customers. Reflecting on the event objective, after the event, Pat Foods successfully
gained the customer's trust in the brand as well as its product and process.

Sau budi tham quan va trai nghiém, ban cé cam thay tin tuéng dé minh bach vé nguén Sa0
gbe san pham tir Dat Foods khang? & chép
21 cluwd l&i

20

18 (58,1%)

o

12 (35.79%)

o

0 (0%) 0 (0%}

1 2 3 4 5

Figure 109: Participant’s feedback on the brand origin after Farm Excursion (Event Feedback
Form, 2023)
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Anh/chi nghi cac doanh nghiép thuc pham nén t6 chire nhimg chuyén trai nghiém truc Sao

tiép quy trinh san xuat ciia minh, tao niém tin cho nguai tiéu ding khéng? & chi
21 céuwa lgi

30

20 21 (B7,7%)

1 2 3 4 5

Figure 110: Participant’s feedback on the brand origin after Farm Excursion (Event Feedback
Form, 2023)
Regarding the brand values, “product quality”, “origin”, “environmentally friendly processes”
and “benefits for farmers” has been positively evaluated by visitors with over 95% respondents
agree/totally agree with each value. Through the activities arranged in the event, participants
could directly experience and believe in the values that the brand is bringing to the community.

Anh/chi thdy Dat Foods la thuong higu ID) sacchep
2:| £ i 3 . i s i
Bl Ratkhdng dongy MM Whing dong v Binhthwong [l 2ongy MM Ratdongy

15

10

5

:I i i £ i g

Cd sdn pham cd nguon goc o s3n pham 1ot cho sie Quy trinh thén thién wdi méi Tao ra gia tri cho ngwdi néng
rd rang khde trurdmg dan
Figure 111: Participant’s feedback on the brand value after Farm Excursion (Event Feedback
Form, 2023)

The participants were asked if they would choose nuts products from the future, and 96.8% of
the respondent totally agree and agree with the statement. The event clearly influences their
future purchase decisions of Pat Foods products.
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Trong tuang lai, anh/chi s& chon san pham ctia Dat Foods khi nhic d&n céc sén pham 0 Sao
lam tir dau khang? L

chép
21 cdu tra Igi

20

17 (54,8%)

13 [41,9%)

1 2 3 4 5

Figure 112: Participant’s feedback on future intention after Farm Excursion (Event Feedback
Form, 2023)

12. FUTURE PLAN

11.1.1. “Tich Piém Xanh - Nhan Qua Xanh” - Glass Bottle/Jar Retrieving Campaign
Following the successful branding campaign, the management at Pat Foods has recognized the
competence and potential of the entire team. As a result, they have decided to entrust TBP Team
with the responsibility of carrying out their upcoming campaign. A suitable allowance has been
allocated to TBP for the successful execution of this project.

On April 15th, 2023, Dat Foods is going to launch a campaign for their customer to submit used
Dat Foods glass bottles and jars in exchange for a score, which later can be transferred into

gifts.

Through this mini-campaign, Pat Foods hopes to raise customer’s awareness about protecting
the environment, starting from the friendliest action by collecting used glass jars and bottles as
well as letting them know about Pat Food’s jar retrieving policy. The brand aims to practice
sustainable activities with its customers when collecting points in exchange for sustainable gifts
as a means of encouragement.

Once this 2-month campaign is evaluated as successful, Pat Foods will continue to expand the

scale of this campaign, incorporating more sustainable business partners and garbage recycling
treatment centers to leverage the effect this campaign brings about.
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Figure 113: Teasing Poster for t'he Campaign

12.1.2. Rice Cake Launching Marketing Campaign

The upcoming campaign is about launching Pat Foods' new product - rice cake. The campaign
will introduce the rice cake, intact with interesting recipes to enjoy the rice cake such as sauce
up with the Dat Foods Butter, smoothie. The campaign mostly takes place on Dat Foods
Facebook page, incorporating promotional activities at their distribution stores and agents.

Time: 18.04.2023 - 15.06.2023

Location:
e Offline: Cooperated distribution stores, and agents
e Online: Pat Foods Facebook Page

11.2.1. OCOP Representative Agricultural product fairs and Exhibitions 2023

On April 21st, Pat Foods will be proudly presented at the OCOP Representative Agricultural
product fairs and Exhibitions 2023. The exhibition displays representative agricultural products
which imply modern technologies in agriculture and have brilliant quality. This Fair is a great
chance for Pat Foods to introduce themselves and their products widely to domestic and
international customers.

Time: 21.04.2023 - 29.04.2023

Location: Vanh DPai Trong Street, Binh Tri Pong B Ward, Binh Tan District, HCMC.

13. FINAL CONCLUSION

The successful completion of the Branding Campaign has enabled Pat Foods to achieve its
predetermined objectives and goals, while also showcasing the brand's core values to a wider
audience. The campaign has established a strong foundation for the company's future growth, as
it has captured the attention and interest of a growing number of consumers. With the imminent
attainment of the EU Organic Certification and the launch of new products, Pat Foods can
leverage the strong foundation built by this campaign to more effectively reach its target
audience and convey the brand's story.
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The coming up milestone is a good opportunity to reach more audiences with a variety of
tactics, both offline and online. The brand should maintain post frequency from available
content pillars on social media to stay active with the audiences. The future communication
direction should still stay as it was during the campaign, which is to engage the audiences with
more informative, entertaining content related to Pat Foods.

For the offline activities, the “Tich Piém Xanh - Nhan Qua Xanh” - Glass Bottle/Jar Retrieving
Campaign is a good chance to engage customers with easy yet effective actions, as to keep the
good connection and at the same time, sharing the mutual value about the sustainability and the
environment. More offline activities should be taken in order to reach new corporate and usual
customers.

14. APPENDIX

13.1.1. Objectives

e Explore consumer behavior/attitudes/media behavior towards green/sustainable food
business brands.

e Explore consumer awareness and attitude towards brands that accompany farmers to
sustainably cultivate.

e Dat Foods Brand Health check to determine the effectiveness of the brand on the consumer's
mind.

13.1.2. Method
e Qualitative - Survey
e Analysis tool: Google form

13.1.3. Questionnaires Build

e Frequency, a reason to buy, demand, and media behavior of sustainable products.

e Awareness and reason to buy from brands that accompany farmers to sustainably cultivate.
e Brand health check based on Brand Resonance Model.

13.1.4. Survey Flow
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Section 2

Section 1 Explore consumer Section 3
Personal Infi ion #  behavior/attitudes/media behavi > Awareness and reason to huyj
(Demographic) towards green/sustainable from brands that accompany with

business brand. farmer to sustainably cultivate

Brand Salience

Brand Imagery

Brand Performance,
Brand Feedling 4— | Have used the product
Brand Judgement

Brand Loyalty

Know Bat Foods -

i) i Section
‘Pat Foods Brand Health Check

based on Brand Resonance Maodel

‘ Communication visual/written performance F Do not know Pat Foods o

13.1.5. Questionnaires

O O O O O O e

o

Personal information

Gi6i tinh sinh hoc cua anh/chi 1a

Hién nay, anh/chi bao nhiéu tudi?

nh/chi hién dang sinh séng va 1am viéc &:

thu nhap trung binh 1 thdng cia anh/chi l1a khoang bao nhiéu?
tinh trang hon nhan cua anh/chi:

anh/chi co6 con chua

Questions related to green/sustainable brands behavior/attitudes toward
green/sustainable purchase and green/sustainable food brands

Anh/chi c6 thuong xuyén can nhic cac yéu td bén viing khi mua hang

Khi mua hang tir cac thuong hiéu kinh doanh bén viing, anh chi thuong xem xét yéu t bén
virng ¢ day la.

Anh/chi can nhic yéu t6 nao dau tién khi mua hang ctia cac thuong hiéu kinh doanh thyc pham
xanh/bén vimng?

Anh/chi ¢6 cam thiy tin tuong do minh bach vé ngudn gdc san pham ctia cac thuong hiéu kinh
doanh thyc phim xanh/bén vimng & Viét Nam?

Anh/chi nghi minh cam théy tin tuéng nhit vé ngudn gdc/chat lugng san pham khi ?

Media behavior toward green/sustainable purchase and green/sustainable food brands
Khi anh/chj mudn tim hiéu thong tin vé cac thuong hiéu kinh doanh thuc pham xanh/bén
vitng, anh/chi s& tim kiém qua kénh truyén thong nao

Anh/chi mudn tiép can dugc voi nhirng thong tin nhu thé nao vé cac thuong hiéu kinh doanh
thyc pham xanh/bén viing?
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Dinh dang n6i dung nao anh/chi s& cam thy hip dan nhat véi cac thong tin truyén thong tir
thuong hiéu kinh doanh thuc phdm xanh/bén viing

Ngoai trir vé mat san pham, anh/chi nghi cac doanh nghiép kinh doanh thuc phim xanh/bén
vitng nén cai thién/day manh nhiéu hon vao yéu té nao dé thu hit cong ching

Questions related to brands that accompany with farmer awareness and attitude
toward brands that accompany with farmer.

Anh chj c¢6 quan tdm dén cac thuong hiéu dong hanh cing nguoi néng dan canh tac bén
virng?

Néu mua san pham tir cac thuong hiéu dong hanh cung ngudi nong dan canh tic bén vimg,
anh/chi nghi anh/chi s€ mua vi?

Brand saliences

Anh/chi hay ké tén mot s6 thuong hiéu dong hanh cting ngudi ndng din canh tac bén viing
Trong s6 nhitng thuong hiéu déng hanh cling ngudi néng dan canh tac bén viing bén dudi,
anh/chi biét dén thuong hiéu nao?

Anh/chi c6 biét dén thuong hi¢u Pat Foods?

Respondent who know Dat Foods

[ J
O

Media Channels
Ban biét dén Pat Foods qua cac kénh nao?

Brand association
Khi nhic dén Pat Foods, diéu dau tién anh/chi nghi dén 132
Anh/chi nhé dén Pat Foods nhu 1a

Usage
Anh/chi da timg st dung qua san pham ctia Pat Foods chua?

Respondent who do not know Pat Foods

O

Willingness to know more

Sau khi doc qua thong tin gigi thiéu vé thuong hi€u & trén, anh/chi c6 nghi rfmg Dat Foods
12 mot thuong hiéu rat thii vi va muén tim hiéu thém trong tuong lai khong?

Xin anh/chi hdy néu Iy do néu Iya chon dap an "Rét khong dong y" hodc "Khong dong y" &
cau hoi trén

Respondent who know and have used Pat Foods’s product

O

Brand salience
Anh/chi mua san pham khi ?

Brand imagery
Anh/chi hdy chon 3 tinh tir ma anh/chi nghi s& miéu ta dang nhat vé hinh anh ctia Dat Foods
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Brand performance
Anh/chi hdy chon 1y do tién quyét khién anh/chi chon mua san phidm ctia Pat Foods

Brand judgement
Anbh/chi thiy Dat Foods 13 thwong hiéu

Brand Feeling
Pat Foods tao cho anh/chi c6 cam giac ban than minh

Brand Loyalty

Hién tai anh/chi c6 dang str dung san pham cua Pat Foods hay khong?

Trong tuong lai, anh/chj s& tiép tuc sir dung san pham ctia Pat Foods hay khong?

Anh/chi sé& sin long gidi thiéu Pat Foods dén ban bé/nguoi than khong?

Khi Pat Foods t6 chirc su kién vé thuong hiéu trong twong lai (VD: tham quan ndng trai,
workshop trong dau,..) thi mtrc d6 sin long tham gia ctia anh/chi 1a

o O O O e

Respondent who know but have not used Pat Foods’s product
e Gaps
o Piéu gi khién anh/chi chua st dung san phém cua Pat Foods

13.1.6. Result
Section 1: Demographic and personal information

Gidi tinh sinh hoc cta anh/chij la:
180 cau tra loi

@ Nam
@ \o
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Hién nay, anh/chi bao nhiéu tugi?
180 responses

Anh/chj hién dang sinh s6ng va lam viéc &:
180 responses

@ Dudi 18 tudi
@ 18- 24 tudi
@ 25 - 34 tudi
@ 35 - 44 tudi
@ Trén 45 tudi

@ Thanh Phb Hb Chi Minh
@ Ha Noi

@ Can Tho

@ NAM DINH

@ Can tho

@® baiLoan

@ binh duong

@ Thanh phé Da Lat

@ Binh Duong
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Tinh trang hén nhan cta anh/chi:
180 responses

@ Dz két hon
@ Chua két hon

Thu nhap trung binh 1 thang cua anh/chj la khodng bao nhiéu?

180 responses

39.4%
19.4%

Anh/chi:

180 responses

Section 2: About natural, sustainable food business

@ Dui 9.000.000VND

@ 9.000.000VND d@én dudi
14.000.000VND

@ 14.000.000VND dén dui
20.000.000VND

@ 20.000.000VND dén duéi
40.000.000VND

@ 40.000.000VND d@én dudi
60.000.000VND

@ Trén 60.000.000VND

® Dbacocon
@ Chuacécon



Anh/chi cé thuong xuyén can nhac cac yéu td bén virng khi mua hang
180 responses

100
75 83 (46.1%)
50 55 (30.6%)
% 25 (13.9%)
3@ ]7%) 14 (7.8%)
0
1 2 3 4 5

Khi mua hang tlr cac thuong hiéu kinh doanh bén viing, anh chj thuong xem xét yéu 16 bén viing &
day la:

180 responses

@ Bén virng cho méi truong (st dung vat
liéu tai ché, quy trinh than thién moi
trwdng,..)

@ Bén virng cho xa hdi ( hé tre nang cao
cudc sbng cho nhan vién, nhom yéu t...

@ Tién loi cho ban than

@ Phuc vu t6t cho ban than va gia dinh.
Khoéng can can nhac.

@ Gia ca chét lwong phuc vu chét lwong
san pham
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Anh/chj can nhac yé&u t6 nao dau tién khi mua hang cla céc thuang hiéu kinh doanh thuc pham
xanh/bén viing?
180 responses

@ San pham than thién véi méi tredng

@ San phdm hd tro' cong ddng dia phuong
@ San pham xanh/tét cho strc khde

@ 53an pham c6 ngudn gbe ré rang

43.9%

] @ San pham xanh tét cho stic khoé va co
ngudn géc ré rang

® titca

27.8% @ co ngudn gbe ré rang va tbt cho strc

khoe

Anh/chi cé cam théay tin tudng dd minh bach vé ngudn goc sén pham cla céc thuong hiéu kinh
doanh thuc pham xanh/bén viing & Viét Nam?
180 responses

100

83 (46.1%)

75

61 (33.9%)
50

25

3 (1.7%) 19 (10.6%) 14 (7.8%)

Anh/chi nghi minh cam thay tin twdng nhat vé ngudn géc/chat lugng san pham khi
180 responses

@ San pham phai dat cac loai chirng nhan,
kiém dinh v& chat luvong

@ Duoc tan mat nhin thay quy trinh 1am ra
san pham

@ San phadm duoc bay ban & céc siéu thi
sach, hitru co

@ Ca3dapantrén
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Khi anh/chj theo d&i thong tin vé céc thuong hiéu kinh doanh thyc phdm xanh/bén viing qua kénh

truyén thong nao?

180 responses

120 (66.7%)
137 (76.1%)

Céng cu tim kiém (Google, Saf...
Cdc trang mang xa hoi (Faceb...

Hai gia dinh, ban bé, ddng nghi... 81 (45%)

Tham gia cac hoat déng nhu h... 32 (17.8%)

Khéng cé nhu cau theo ddi
Website
Facebook|—2 (1.1%)
1(0.6%)
1(0.6%)
0 50 100 150

Instagram

Youtube

Anh/chj mudn tiép can dugc véi nhitng théng tin nhu thé nao vé céc thuong hiéu kinh doanh thuc

phdm xanh/bén virng?

180 responses

Nhiing théng tin, kién thirc hitu
ich vé& xa hoi, méi truong
Chuwong trinh khuyén mai 82 (45.6%)

Théng tin vé talkshow, workshop 51 (28.3%)

Cac hoat déng tham quan, trai
nghiém thuc té

78 (43.3%)

Minh bach|—1 (0.6%)

ko co}—1 (0.6%)

0 50 100 150

150 (83.3%
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Dinh dang ndi dung nao anh/chij sé& cam thay hap dén nhat vdi cac thong tin truyén théng tir thuong
hiéu kinh doanh thy'c pham xanh/bén ving

180 responses

Hinh anh/Bai viét 150 (83.3%

Video dai (Facebook Watch, Yo... 73 (40.6%)
Video ngén (Tiktok, Facebook ... 136 (75.6%)
Héi cho tring bay va ban cac s... 40 (22.2%)
Tour tham quan trai nghiém thu... 49 (27.2%)
Talkshow, Workshop
Trién lam
Podcast|—2 (1.1%)

0 50 100 150

Ngoai trlr vé méat chat lugng san pham, anh/chi nght cac doanh nghiép kinh doanh thuc pham

xanh/bén virng nén cai thién/day manh nhiéu hon vao yé&u té nao dé thu hat cong ching
180 responses

Cau chuyén thuong hiéu 127 (70.6%)

Truyén théng quang cao 114 (63.3%)

Piém ban da dang 70 (38.9%)

Cac hoat dong, event,

30 (16.7%
talkshow,... ( %)

Uu dai gia ban

Truy&n thdng quang céo va diém

0,
ban da dang 1(0.6%)

0 50 100 150

Section 3.1: Business accompany farmers to sustainably cultivate
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Anh chi cé quan tam dén céac thuong hiéu déng hanh cuing ngudi néng dan canh tac bén virng?
180 responses

80

72 (40%)

60 66 (36.7%)

40

50 27 (15%)

10 (5.6%)

NE&u mua san pham tir céc thuang hiéu déng hanh clng nguoi nong dan canh tac bén ving,
anh/chi nghi anh/chj sé mua vi?
180 responses

@ Quy trinh canh tac than thién véi mai
trwong

@ 5San pham xanh/tét cho stic khde

@ Dang hé tre cong déng ngwoi ndng dan
tang thu nhap

@ Nang cao gia tri ndng san Viét

@ Titcacacy trén

@ Tétcadap antrén

Anh/chi hdy ké tén mét sé thuong hiéu dong hanh cling ngudi néng dan canh tac bén virng
180 responses

150
113 (62.8%)
100
50
15 (8.3%) B 2004
1 (A (UEC A (Ceaqaqaecga ((0':69@)('4&21‘(0 (CEC T (220 (O (T (T HTE(C (€Tt €(L3L(§Z}(717( 14 (U ((0:6¢
0
NA Grab Mart N/A Ngéng, COOP... TCH, TH true... abavina Pat Fo...
Cogote Ko nhé ré 1&m Nescafe Pizza 4Ps Vinachuoi na
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Section 3.2: Business accompany farmers to sustainably cultivate

Trong s6 nhitng thuong hiéu déng hanh cuing ngudi néng dan canh tac bén virng bén dudi, anh/chi
biét dén thuong hiéu nao?

180 responses

22 (12.2%)
21 (11.7%)
22 (12.2%)
21 (11.7%)

Sokfarm

Pat Foods

Abavina

Ngéng Farm

Agritage Viét Nam

Gao Ong Tho

Noéng nghiép hiru co Tué Vién
Ecosoi

SenKa Hill

Khéng co thwong hiéu nao & trén
N/A

)

102 (56.7%)
2 (1.1%)

0 25 50 75 100 125

Section 4: Dat Food’s brand awareness

Anh/chi c6 biét dén thuong hiéu Pat Foods khéng?

180 responses

@ Co biét
@ Khong biét

Section 4.1: If respondent knows about Dat Foods

Ban biét dén Dat Foods qua cac kénh nao?

23 responses

Céc kénh ban hang Offline (An... 8 (34.8%)

Mang xa hdi (Facebook, Instag... 11 (47.8%)
Website 3 (13%)

Céc trang thuong mai dién t (...

Ban tin tiec trén TV|—0 (0%)

Ban bé/ngudi than giéi thiéu 15 (65.2%)

Khéng nhé ré 2 (8.7%)
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Khi nhac dén Dat Foods, diéu dau tién anh/chi nght dén la?
23 responses

10.0
10((43!5%)
75
5.0
1(4.3%)1(4.3%)1 (4.3%)1 (4.3%)1 (4.3%) 1 (4.3%) 1(4.3%)1 (4.3%)1 (4.3%)1 (4.3%)1 (4.3%)1 (4.3%) 1 (4.3%)
0'0 X 2 a 3
Ban bo dau phéng, bo hat dieu  Doanh nghiép xa héi gitp dé n... San pham nguon goc VN bo dau phdng

Bo hat diéu cacao N/A San phém tlr bo, dau

Anh/chi nhé dén Dat Foods nhu la

23 responses

Doanh nghiép tao tac déng xa hoéi 8 (34.8%)

Doanh nghiép hudng dén su bén

= 5(21.7%)
virng

Péng hanh cung ngudi néng dan

0
canh tac 10(43.5%)

San pham xanh - sach

14 (60.9%)

Sén ph&m lam tr hat/dau 15 (65.2%)

Anh/chj da tirng s&r dung qua san pham ctia Dat Foods chua?
23 responses

® Roi
@® Chua

Section 4.2: If respondent does not know about Dat Foods
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Sau khi doc qua thong tin gidi thiéu vé thuong hiéu & trén, anh/chi c6 nghi rang Dat Foods la mot
thuong hiéu rat tha vi va mudn tim hiéu thém trong twong lai khéng ?

157 responses

80

74 (47 1%)

60

51 (32.5%)
40

20

18 (11.5%)
1 (o.le%) 13 (8.3%)

Xin anh/chi hay néu ly do néu lya chon dap én "Rat khong dong y" hodc "Khéng déng y" & cau hdi
trén.
157 responses

100

9 (6‘1.1 %)
75

50

% o (427,6%)

1 (013(013(013(013(013(013(013(0:6%1] (0.6 %)

7:(4.5%
2 (113(c1f(o1s<o1a(o13(013(013(013(01a(o15(0_13(015(013(0_13(013(013(0?5(.%-,5("‘1 (0%3(0;6‘

0
Bao bi va brand id... |like to eat nuts a... Na San pham sach Thwong hiéu uy tin na
Cu thé daz ddng...  N/A. Nhwng minh... NJA Théng tin thuwong... Vi tét cho méi tru-...

Section 4.1.1: If respondents have used Pat Foods product

Anh chi chon mua san phadm cla Dat Foods khi
10 responses

@ C6 nhu cau mua san pham bo/dau tir
hat/dau

@ Co nhu cdu mua san phém ung ho
nguwoi ndng dan

@ Co6 nhu cau mua san pham t6t cho méi
trwdng
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Anh/chi hay chon 3 ly do tién quyét khién anh/chi chon mua san pham ctia Pat Foods
10 responses

8 (80%)
8 (80%)

Yén tam vé ngudn gbc
Tét cho strc khoe

San pham ngon

Than thién v&i méi trweng
Ung hé nguoi néng dan
Ung hé hang Viét Nam
Tin loi ban be gidi thiéu
Gia thanh hop li

Giaré

Anh/chj hay chon 3 tinh tir ma anh/chi nghT s& miéu ta ding nhat vé hinh anh ctia Dat Foods
10 responses

Tich cuc 7 (70%)

Minh bach 6 (60%)
Tw nhién 9 (90%)
Co trach nhiém voi xa hoi

Khéng cam thay gi 0 (0%)

Anh/chij thady Dat Foods la thuong hiéu
8
I Ratkhéng dongy MM Khong ddngy W Binhthuong Ml Dongy MM Ratdong y

ald

Cb san pham cé nguén C6 san pham tét cho strc C6 san pham ngon Co gia thanh ré Quy trinh than thién voi Tao ra gia tri cho nguei
gbce 16 rang khoe méi trwéeng néng dan
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Pat Foods tao cho anh/chi co6 cam gidc ban than minh:

8 Il Rétkhong dongy M Khong ddngy I Binhthwong Ml Dongy M Rat dong y

6
4
2
0
Giup ich cho nguwéi ndng dan Co trach nhiém voi moi Sang subt trong viéc tiéu Tw hao vi hang Viét Nam chéat
trudng dung luong cao

Hién tai anh/chj c6 dang str dung sén phadm cua Dat Foods hay khong?

10 responses

® Co
@ Khong

Trong tuong lai, anh/chj sé tiép tuc str dung san pham cua Pat Foods hay khéng?

10 responses

6
4
3 (30%)
2
0 (0%) 0 (0%) 1(10%)
0 | |
1 2 3 4 5
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Anh/chj sé& san long gidi thiéu Pat Foods dén ban bé/ngudi than khong?
10 responses

6
5 (50%)
4
4 (40%)
2
0 (0%) 0 (0%) 1 (10%)
0 | |
1 2 3 4 5

Khi Dat Foods t6 chirc su kién vé thuong hiéu trong tuwong lai (VD: tham quan ndng trai, workshop
tréng dau,..) thi mire do sén long tham gia cua anh/chi la

10 responses

6
6 (60%)
4
2
2 (20%) 2 (20%)
0 (0%) 0 (0%)
0 | |
1 2 3 4 5

Section 4.1.2: If respondents have not ever used Dat Foods product

Diéu gi khién anh/chj chua sir dung san pham clia Dat Foods
13 responses

Chuwa cé nhu cau 4 (30.8%)
Gia qua cao

Céac diém ban chua thuan tién dé

5 (38.5%)
mua

Chua c6 théng tin nhidu vé Dat

0
Foods 5 (38.5%)

Pang sir dung san phadm clia
thwong hiéu khac
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13.2.1. Consent Form

GIAY CHAP THUAN

MUC DICH

Budi* “Phéng v An 1.1 (In-depth Interview )du‘ot thire hién boi nhom TEP (Tan Bean,

Nzuy &0 Dic Binh, L Quéc Phong, N;
TPHCM dwdi sw didu phdi cia Phong

ryen Thi Thu Thiy) - Sigh vién tnromg Bai hoc FPT

vién Nguy &n Die Binh Muc dich cia budi phong

van nay 1a tim hidu nhan thie v thai quen tidu ding ben vimng vé nhimg san pham lién quan
dén ngui ndng dan. Théng tin thy thip duoc trong budi phing van nay ¢ duoc s dung d2
phuc vu cho muc dich hoin thanh khoa ludn tét ng].uep.

THU TUC

Anh/chi s€ tham gia budi phdng v van vGi Dt p}:m -ién va anh/chi s tra 151 mGt =8 cau héi
lién quan dn chis 8. Cude thio ludn 58 duge ghi dm va mot ngudi (Thanh visn TBP) 22 ghi
chép lai ndi dung thio lugn. Cau tra 1&1 cia anh/chi co thé dvoc st duua 32 lam di ligu phan
tich, bdo céo trong khudn khd khoa ludn tot nghiép. Thong tin dinh danh ci nhin (ho tén) cia
anh/chi 3& khdng dwoe tiét 16 hay dé cdp dwdi bat ki hinh thide nao.

Cudc thao lndn s€ khong co dung, sai cho cdu tré 141 cdc cdu hod, vi viy anh/chi co rhé tra 161
theo quan diém va trdi nghiém cia ban thin . Nhém TBP hoan toan tén trong quan diém, géc
nhin cia anh/chi nén s& khéng co sw danh gia chi quan nao trong cude phing van.

BAO MAT

Nhom TBP sé phén tich théng tin thu thip dwoc tir budi phdng van, nhung nhe d3 néu & trén,
théng tin nay sé chi dwoc sir dung trong khudn khd khoa Iudn tt nghiép va moi thng tin
dinh danh ca nhin (ho tén) cia anh/chi € dwoc bao mat va dwa vao bao cdo khoa ludn dwdi

dang n danh.

THONG TIN LIEN HE

Néu anh/chi ¢ bét ki cau héi hode thic mic, vui long lién hé:

Nguyen Thi The Thu - Project Leader

55 dién thoai: 090 38682
E-mail: thuylv10311@gmai.com

Téi da higu nhimg théng tin duwe cumg cdp va déng ¥ tham gia day i theo cac diéu kién da

Réu & rén.

Ky tén: (Signed)
Ho va tén:

Ngay: 18/01/2023

An email is sent to every interviewee prior to the interview via email and they agree on terms and
conditions, privacy disclaimer, and ground rules during the interview.

13.2.2. Questionnaires

Section #1
Sustainable shopping behaviors

Section #2
Behaviors & viewpoints on agricultural
reservation issues

Q1: Have you ever purchased green, sustainable
products, and how often do you buy them?
Q2: a) If you did, did you buy it on purpose or
did you just happen to buy it?

b) If you haven't bought it yet, why haven't
you bought any?
Q3: Are you willing to pay a higher price for
sustainable, fresher products compared to the
same conventional product line?
Q4: When shopping at stores with carefully
selected goods like An Nam Gourmet or Farmer's
Market, among the brands, what outstanding
factors pursue you to buy?

Q8: Have you ever “rescued” agricultural
products?

Q9: How do you feel about the situation where
farmers often have to "beg" people to rescue their
agricultural goods every year?
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Q5: Have you ever considered about social
factors of enterprises, such as helping
disadvantaged people when buying goods?
Q6: Before you buy such socially responsible
brands, do you think I need to be informed and
communicated about the story from the brand
initially, or you will actively seek those values
from the brand

Q7: What aspect of sustainability do you care
about in a product or brand when you shop
(environment or people)

Section #3
Viewpoints about farmer image

Section #4
Viewpoints about businesses' responsibilities
towards farmers

Q10: How do you perceive the image of farmers
nowadays compared to the past?

Q11: How do you see the image of farmers being
communicated through TV and the Internet
nowadays?

Q12: In your opinion, is the farmer community a
disadvantaged group in society or in the
commodity supply chain or value chain, and why
do you think so?

Q13: How do you think about the image of
farmers being supported to sustainably cultivate
nowadays?

Q14: Do you think that once farmers are secure
about their own livelihood, the products they
make will be of better quality?

Q15: Do you think farmers are negative or
positive agents affecting the environment?

Q16: For businesses that cooperate with farmers,
do businesses need to care and be responsible for
other benefits and development of farmers? If yes,
what benefits and plans can they develop?

Q17: Should the responsibility of educating
consumers to buy products from a sustainable
business, who is supporting the farmer to
economically and environmentally sustainable
cultivate belong to the consumer themselves, the
business, or is it the Government’s responsibility?

Section #5
Viewpoints & behaviors when purchasing products from brands that sustainably impact the
farmers

Q18: Have you ever bought or know about the brands that accompany farmers to convert to

sustainable farming?

Q19: In the case of product quality and price all the same, do you think the brand's factor in helping
farmers convert to sustainable farming will be strong enough to pursue you to buy?

Q20: If you buy from brands that support sustainable farming, why do you feel you need to? Have you
ever thought that buying for farmers will help Vietnamese agricultural products go up or do you
simply think that you could contribute a little bit of support to farmers?
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Q21: When you buy sustainable products from brands that support sustainable farming, will you
impress the sustainable impact on farmers' livelihoods or the sustainable impact on the environment?
Q21: Do you think farmers are negative or positive agents affecting the environment?

13.3.3. Key Findings

Section #1
- They less than often buy
sustainable purpose and most of the time
IS not on purpose
- They are willing to pay more for
sustainable products as long as the quality
and freshness are guaranteed
- They prioritize the origin and
quality when shopping at high-end grocery
stores
- They do concern about the social
value of the brand when choosing between
brands, and they care about sustainability
in the environment over other sustainable
factors.
- They agree that businesses should
be active more to communicate their brand
story and their activities toward customers.

Section #2
- They often “rescue” the
agricultural from the farmer in difficult
circumstances when being informed and
encountered.
- They think the “rescuing” the
circumstance is still “a hot potato” the
situation, and its consequences from the
unsustainability of the process, the farmers
in specific and the agriculture industry in
general

Section #3

Viewpoints about farmer image
- They think the farmers have
certain advances in their technology, but
still farming is hard and time-consuming.
- They think that once the farmer is
secure about their living, they will produce
cleaner, fresher products.
- They are easy to relate to the
farmers as the factor who negatively
impacts the environment through
cultivation.

Section #4
Viewpoints about businesses'

responsibilities towards farmers
- They agree that businesses should
do more to assist the farmers with the
long-term development plan, as it would
be a mutual benefit and in somewhat, the
responsibility of the businesses.
- They think it is businesses'
responsibility to educate consumers to
support the products made from a
sustainable model of farmers.

Section #5
- They think that in case of the products have the same quality and the price isn’t
different too much, they will prefer the brand who is having a sustainable accompany

with farmers as plus points.
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- They are initially attracted by the factor of sustainability over the farmer’s
economic sustainability in the environment if they bought products from brands that
accompany farmers to sustainably cultivate.

K K

Social Posts (39 posts) 11.544 organic rea ch

Photo Albums (1 posts) 296 organic zeach

Video (1 posts) 296 organic view:

Facebook Page Mdini Contest (1 post) 296 oreanic reach * *|Meta Business Suite

Event (1 post) 296 organic reach

Facebook Reels (4 reels) 1.184 organic views

Facebook Ads 200,000 paid reach/views

Facebook Page Partmership |3 Pages, | Post'] Page 238 organic rea ch * *|Partmer Meta Business Suite Report

Community Seeding 3 Groups

Registration form + i 120 Registation IGu?oile Form Report, Metz Business

Event

Farm Excursion Day = * 60 Participants|Event Report

Facebook Meta Business, Event

POSITIVE RESPONSE 80% Feedback Form
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