) : "g,c‘ 8 | 5“"*, " 2 e N,
Mentor: Nguy q:Trén HeopgThao = ‘t# o




Nguyén Thi Thu Thay Nguyén Déc Binh Tan Bean Ly Quéc Phong




AGENDA

About The Brand
The “Ask"
Strategic Planning
Creative Idea
Social Media
Photo Album
Video Production
Event

Supporting Tactics
10. Ads Planning

11. Finance Report
12. Evaluation

13. Future Plan

14. Appendix

1.

2.
3.
4.
5.
6.
7.
8.
9.







ABOUT THE BRAND / Why they exist

VNXF’R’ESE Thir ba

Boc nhin  Thé gidi  Video Podcasts Kinh doanh Khoa hoc Giditri Théthao Phap ludt Gido duc Sixq

Y kién > Thoi su Thir bay, 1/1/2
. A » ] X 2 1 A 2 s A
biép khuc 'giai citu' néng san Viét
Nam nao ciing co nhirng dot 'gidi clru’ ndng san, nhung ngwéi ndng dan Viét van

san xuat tw phat, thiéu hé thdng, dé réi roi vao thé bi dong.

The adversity of “rescuing” Vietnamese agricultural products|

The annual adversity of “rescuing”
agricultural products for the farmers

Khung phip

thisn si

Over usage of herbicides in agricultural cultivation

The ongoing worry about herbicides and
pesticides in vegetables.

Bai 2: “Dugc mua-mat gia”: Hau qua tat yéu ctia nén san xuat

manh min

Chuyen “duge misa, mét gid” ddi véi nhiéu mat hang nong sén I hau qud tét y&u cia nén sén xut néng nghiép manh mun, thigu k& hoach, thidu

lién k wét véi th trudng tiéu thy.

“Good harvest - falling price

“Good harvest - falling price", "high price - harvest loss":
Inevitable consequence in fragmented linkage agricultural production

High price — Harvest loss" -

the repeated problem of dependence in distribution



SOCIAL IMPACT BUSINESSES
ACCOMPANY WITH FARMERS




“We partner up with farmers to
naturally cultivate nut and help them
Improve their expertise and income”

THE PROCESS:
@® No use of chemical fertilizers, pesticides, and
herbicides before and during the cultivation process.

THE PRODUCTS:
@® Made from 100% natural nuts
@® No added sugar/refined oil
@® No preservatives




OUR CLIENT / Their outcome

BUTTER

Peanut Butter Cashew Butter

(Smooth, crunchy) i : (Smooth, crunchy) i | i | Original
Core product ! i ! !
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Client Brief

THE “ASK” / From the brief

CLIENT

BRIEF DATE

TARGET DELIVERY DATE

SCOPE OF WORK.

Whial is it ke For 7
Wt e yor S rordatores?
ety regriations ve need {o be caufious sbout?

Business Fulure Missanes: i
& Inmid-2003 Dol Foods are gong o expard it product [nes with new
- [x:ruud:unUepmdm for EU organic certicstion and It 1s sxpectsd
ta b lesusd on 4 or
Dt Foods comrmunication channes;

‘tipeicdfoods, wnfvil
il i inslaoranm. comidatioods wnd

OWERMVIEW OF PRODUCT ¢ SERVICE

Whial i i and what does it do? What is & USP?
‘Wizl are thes benefits of Lsing iL?

Whial males it remarkable v wht the competition
afers, if o A7

il Dﬁmulr.!l yelow sesrme oil, Hm:h:l:zn:d
Product Features

[h:inmu.mmnhymmulmdw oil.

N herbicides, aned o pestisdes in the oftivaiion process.
No preserveives, no adcitives in the produckon process.
Dt Butier's pearl butier rits the r
peamis.

Wihoul arry presenvatives. and additives. Completely natural, non-chemcal product
futy.

UsF of the Bocial value: accompany wiin he farmer to cultivate nute.

MUNICATION APPR!

PROJECT BACKGROUND
Wha ix the neason for fhis bief? bs it a ich,
;, or Commissioned Scope?

Angwer:
Brorvding Campaige for Biot Foods

Answer:

Targe! Cusiomer.

s Femsle 25,80 fors i ity
oo Upper Wdde, Hoh Clazs

- Bﬂ'ﬂ.'nu'cﬂedn.ﬂh:dlhﬂ'dmdml

»  Mayindiice [

Answer:
® Lo bond swareness
= Soci media chumnel bes ot been fully opsmized

THE 'A5K°
What are us
mmsm’;wmm sk in fight of the above
objeves

VWi is thes hiry messge you ward i and with s
audience?

Angwer:
Free o propase

REAZONS TO BELIEVE
Whral is your crexdiality S0 claim fhis?
Wy shaud your audience believe this message?

Angwer:
Nt farming cul teation, no chemicals
Certificzste of HACCF - Food Safety

OVERVIEW OF THE CATEGORY
Wt calegery is S brief for?
Wizt calegery are we plnyingin?

Answer:
CrganicNatural butier and ol products
B

whastis your market shar?

DomesSic Golden Farm, Dan D. Park, ..
cechiUSA,.

=

-tz O

TOUCHPOINT S
Whizn, where, and with wham might i audsncs
pay the st attention k your messsge?
‘What i

i
o comrrLrcate with you?

Answer:
Ofine: Store (An Moam, Kingfoods:...)_..
Onine Facebodk, Instygram

OVERVIEW OF THE BRAND
What i it and what does it siarnd for - Brard ldea or
Purpe?

e

ANSWer:

.

: i
by protucs.

Whal
awercinted wig your brand?

e Developrment, Cormimur MNature, and Enueaily
ﬂ!hmdnnmdyh&nluummm lY:clwmm o 3

KPi2

Hiow would you define sucoess for this riliaiive?
‘Wit are your benchirorks — the ones we'd need 1o
adieve or beal?

MENDATORIES
‘Wizl are the distinctive brand sssels thal must be.

|r|:huhd= mmlﬁtmn:w

Angwer:
The Brand Guideline will be =enl 1o you
Mo speific cations.




FUTURE MILESTONE

In mid-2023, Dat Foods are going to
expand its product lines with new
products.

Dat Foods is in the process of applying
for EU organic certification and it is

expected to be issued on 4 or 5/2023.

CURRENT PROBLEM

The brand currently has low
investment in communication
activities.

THE “ASK"
Dat Foods wants to invest in communication to lay a better
foundation for upcoming milestones communication







As the government and customers
place a greater emphasis on sustainable
development, social impact enterprises
are having many opportunities for
further development.

Products made from sustainable
agricultural process would meet the
needs of the market for
healthy/clean products.




Tuong An G
[BO HAT AN KIENG

sesame oil: 100% QUfoods
pure sesame oil ‘

GuFoods peanut butter: diet,
suitable for clean-eating

Consumers have a wide variety of options to choose,
from big to local names having similar quality claims.

Oil and butter brands are conveying their products
with similar product claims like “natural”, “nutritious”, § -
“100% pure” or certifications of quality standards. oy .
Tuong An peanut oil:
100% pure

Happi Oha peanut butter
100% peanuts




Fro

The pean

LI delele I FWill Not be able to stand outfjlsl= i ‘: clai health benefits
e T
' isldpromote Pat Foods social valuegs ! distinctive in the
| sea of samenes
L g -

Therefore, it




BRAND BRAND
COMMUNICATION COMMUNICATION
CHALLENGES OPPORTUNITIES

Pat Foods currently has low brand The audiences reach to Dat Foods mostly through

awareness. Facebook. So, to further increase the brand
awareness, Dat Foods needs to better leverage
this channel with a well-thought-out plan.

_ : It is necessary to further expose the value of Dat Foods
The social media of Dat Foods has as SIBs models are getting more attention from

not been optimized, making the society and the government.
brand values inconsistently

communicated on media channels.




We scan the online communication through Dat Foods Facebook Channels

2017-2018

2019-2020

2021 2022

Noticeable
Content
Angle

Farm Tour
Promotion
Recipe with DF’s
Product

Discount Program
Recipe with DF’s
Product

CSR Expo Display
Collaboration Activities
with other Trainee
Social Program
Enterprise

Comms
Platform

Clean products from farmers

A more comprehensive sustainable
approach for the community

Social media in general, Dat Foods has lots of 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.




Only 3 out of 180 respondents could mention
Dat Foods when being asked to list out brands
that accompany farmers to cultivate.

Among 180 respondents from the brand health
check, only 21 respondents know the brand.

This also reflects in Dat Foods Facebook Page
with low page likes/follows. Moreover, without
investing in content, the reach of each post,
although organic, is still relatively low.

Source: Pat Foods Quantitative Research (2022)

Post reach

About

The number of peopie who 3w any of your posts at least once. This metric is estimated

0 Enter location

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

'y

SAN PHAM CUA NGUGI NONG DAN VIET NAM /’
Dat Foods dong hanh cing nguéi néng dan dia phudng

dé chuyén ddi sang canh tic tu nhién va san xust cic sin

pham ... See more

3,245 people like this

3,433 people follow this

Pat Foods Facebook Fanpage

Anh/chi hay ké tén mét s6 thuong hiéu déng hanh cuing ngudi néng dan canh tac bén viing

180 responses

113 (62.8%)

15 (8.3%) N
(0 (GG (O (A6 (O (B (1 (062 A TP ( (E(C (O (25 (A (A (e (e B
A 1 LT Wk [ I

GiSGtaqaqoe
m | |

e o - Pat Fo...

Can you name some brands that accompany ra
sustainable farmers?

0

Trong s6 nhiing thuong higu dong hanh cing ngudi néng dan canh tac bn viing bén dui, anh/chi
biét dén thuong hiéu nao?
180 responses

okfarm NI 22 (12.2%)
at Foods [ 21 (11.7%)
avina [ 22 (12.2%)
arm [ 21 (1.7%)
1(0.6%)
o [ 13 (7.2%)
én O (5%)
soi IR 14 (7.8%)
Senia Hill -5 (2.8%)
Khéng cé thuong hiéu ndo & 102(56.7%)
NAR-2 (1.1%)

o 25 50

Among the brands that accompany the sustainable farmers
below, which one do you know?

100 125



BRAND RESONANCE PYRAMID

High Brand Loyalty Resonance
High repetition purchase rate and
recommendation rate

Safety and healthy products Judgments  Feelings Conscious consumer
The products have clear origin and also ¢ Consumers with health and social

good for their health concerns

Natural nuts products Performance Transparency and Social

from the farmer Responsibility
Produce all-natural bean products Transparent in the production

Accompanying farmers to cultivate . process and product origin.
Salience Responsible for social

development

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

Source: Keller, K (2003)




CAMPAIGN OBJECTIVE

Raise Brand Awareness

COMMUNICATION OBJECTIVES

AWARENESS EMOTION ACTION
INCREASE THE AWARENESS CREATE A POSITIVE TRIGGER TATO
OF DAT FOODS AMONG ; IMPRESSION OF ; PARTICIPATE IN THE
TARGET AUDIENCE AS A AUDIENCES TOWARDS CAMPAIGN ACTIVITIES.
SOCIAL IMPACT ENTERPRISE DAT FOODS.
COOPERATE WITH FARMERS !
TO RAISE NUTS.




AWARENESS

Get a total of 220,000 reach (reach, views) in the campaign

Get a total of 3,200 engagements
(including likes, share, comment, post clicks) in the campaign

EMOTION

Receive 80% of positive responses (comment, reaction) in the campaign posts

Receive 80% of positive responses in the event feedback form

ACTION

Get a total of 120 registrations for the event

Get a minimum of 60 participants for the event




Gender: All gender, mostly female.

Age: 25 - 34 years old.

Class: Middle and High Class.

Living in HCM City, Vietham.

Married status: all types but mostly have a family.

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.

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




TARGET AUDIENCE RESEARCH

We conducted a SURVEY with 180 respondents and an IN-DEPTH INTERVIEW with 11 respondents

—
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| values that contribute to I I Products origin & quality \l
‘\ farmers and the ] 1 are always customer's I
\ environment in their II \ top purchasing priorities. 4
\\ purchasing process. / \ //
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When purchasing, not only do | prioritize the origin and quality
of products, but | also consider social values that brands are
contributing to the community and environment.
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3 STRATEGIC PRIORITIES OF AT 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 The natural quality and
consumer community to cultivate nuts helps transparent origin is what

sustainable development. improve not only the we offer for consumer
farmer’s life but also the directly through the
environment and the products.
quality of their products.

BRAND VALUES NEEDS TO BE STRENGTHEN
IN THE BRANDING CAMPAIGN
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Key message: Dat Food’'s happiness is when planting

a peanut makes the farmer happy with their current

job and they end up making happy foods that make
consumers happy. All create a happy cycle.




Phases

Objective

Key message

Key hooks

Supporting
tactics

Always-on

Awareness

(09/02/2023 - 01/03/2023)

Catch the attention of the target
audience because Pat Foods is
interesting and relevant

Dat Foods is here to bring you
interesting knowledge of peanut
that is helpful in your everyday life

Photo Albums

Engagement

(02/03/2023 - 15/03/2023)

Make the target audience better
understand the values of Dat Foods

Pat Foods tells you the story behind
the peanut butter you consume
everyday

Video: Brand Manifesto

Action

(23/03/2023 - 05/04/2023)

Make the target audience believe in

Pat Foods’s values.

Pat Foods lets you witness their
operation, where it all begins, with
transparency and excitement

Event: Farm Excursion

Mini-game | |

Media Partnership

Event Registration |

Offline Event Promotion |

Social Media Posts

Community Seeding

Paid Media (Facebook Ads)







Description

Purpose

Example

Product

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

Knowledge

Show the benefits of
eating peanut 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 alegume not a
kind of nut

Process

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

Branding

Highlighting the value of
DF through meaningful
stories

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

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

- 5 core values of bat
Foods toward customers




Dat Foods

305 3ngiy - @

CUNG GAP GJ "SAP NHO™ TRONG NGOI NHA CHUNG BAT FOODS
M&i dira trong nha chung Bat Foods d&u dugc cung chigu hét misc vi ching chinh 1a két tinh cho
sir ménh clia Bat Foods - mang dén nhiing san phim ngon, sach va dudc trong thuan t nhién va
€6 trach nhiém nhat ¢6 thé cho moi ngud.
Chinh chiing gitip phat trién ngudn ndng sdn clia ngudi néng dan Viét Nam thanh nhiing san
phdm ché bién cé gia tri cao han, gidp sinh ke cba ho dugc 8n dinh va cai thién.... Xem thém

Pat Foods
FO003  published by Tan Bean @ - March 1 3t 7: M-@

4 LUGNG MUGI CO TRONG B DAT FOODS LIEU CO AN TOAN CHO SUC KHOE CUA BAN?

& Ban co biét hugng vi cla bo dau phéng sé day mi, hip dan hon rét nhigu khi cho thém musi
khdng? Mugi gitip tang mui vi d3u s3n c6 cla ddu phang va cin bing lai vi ngot. Bang thai, nd
con gidp bo dédu phéng thém mém va séng mi

1 Tuy nhién, vi musi dang hd trg digu vi nén ¢ thé ban s& khé 6 thé nhan biét ban than dang
tigu thu mudi va kiém sodt duoc lidu luong khi st dung.... See more

7 DatFoods
70085 arch2 @

DAY PHONG THIC CHAT LA MOT LOAI DAU: DIEM KHAC BIET DANG LUU ¥ CUA BAU PHONG 50 VOI
CAC LOAI DAU KHAC Vi SUC KHOE CUA BAN |

Mc il &n d3u phng c6 cim gidc cimg nhi hat dé, &c ché hay mé ca 1im ta tudng ring ching chung
mét nha, Nhung thit chét, 83u phong lai khéng “ciing nh” véi dam trén ma & chung nh3 vdi ho d3u?
€6 nghia I3 d3u phang chung ho véi ¢4 d3u nanh, d3u xanh, d3u l&ng...

Digu ndy din dén mét s6 diém gidng va khic biét co ban vé dic diém ciu tzo gilis du phong va ... See

more

DAL PHONG THUC CHAT LA MOT LOAI DAU:

DIEM KHAC BIET DANG LUU ¥

CUA DAU PHONG SO V1 CAC LOAI BAU KHAC
vi stic khoe cia ban!

DIEM GIONG VA KHAC NHAU
GIUA DAU PHONG VA CAC LOAI DAU CHUNG NHA

DIEM LOY CUNG CHINH LA DIEM HAI é‘ CAC CHE PHAM SINH HOC T NHIEN
BUQC DAT FOODS SU DUNG

B\ SON oG

Ee

490 BE, @ PYON,

® I

Fodas. Fags

<y

ot o g chibt v bk o g 6 troreg Gt

{

Product Contents on Dat Foods Facebook page




Bt Foods o Dat Foods

10083 March7-@ 2 i . Dat Foods
D/ Wi 743 r0005  March - @

[HIEN TUONG DAN GIAN NAY CO THE BAN CHUA BIET] AT Y A W . win thies M3 N Farm Tour & 14

TAI SAO KHONG CON XUAT OM DOM NUA? Néu moi I‘VQJCIV!?B[ mac méo My Dié t?:» Bat Foods xin thua ‘P, ¥ Diéu di choi Farm Tour xa lang GOC VUGN XANH AN LANH TAl DAT FOODS

i i thanh thi o : ennh L g mm - quén I8 vé cudi tudn rdi, bdy gio mai duoctéinhd @@ o'

) Ngay xua, khi thanh thi con chua moc Ién nhiu, 1uc trén tay nhiing diia con nit 12 béng ¢d lau, con D3 bao lau ri ban chua duoc hda minh vao thién nhién 1!\0 m“r‘g cua cu‘\c dai?

giun con dé chir khéng phai cl R e

&u. Nhimg budi dém t 3 i ¥ DAT FOODS - ALL GOOD. ALL NATURAL. ALL VIETNAM

bt dom dém ng 3 chiéu sar 212 hinh 2 th s # Pia chi: 4, Budng 217, X3 Hoa Phd, Huyén CG Chi, TP.HCM a )

See more JSDT: 093 776 06 24 6 ciing ¢6 thé 13 khm3 km thién vhev bén dong sudi mat Riéng tan Pat Foods, chiing t6i lua chon tha
ZWeb... See more Hor minh vao géc vugn xanh do chinh tay minh trong nén.... See more

PANTONE

VUGN XANH

- ) = = " -~
TAl SAO KHONG CON XUAT-HIEN
POM DOM'NUA?

Entertaining Contents on bDat Foods Facebook page




at Foods

F053. i o

ICAU CHUYEN NGUGI GIEO HAT]
€O HAI - NGUGI NONG DAN BAU TIEN BONG HANH CUNG BAT FOODS

# Khi gidc ma dem Gén cho ngudi tiéu diing nhiing san pham tir hat thuan tu nhién vén dang dan
duoe Da xay dung, thi cd Hai |3 mét trong 53 nhiing nguéi nong

Bat Foods mi ngdy mét chit trao d&i kinh nghiém kj thust canh téc a8 quy trinh ngay cang 151 uu.
Seemore

NGU®OI NONG DAN PAU TIEN
PONG HANH CUNG DAT FOODS

Dat Foods
ooes 1@
[CAU CHUYEN NGUOI GIEO HAT]
BUI THANG LONG - CANH EN KHONG MO! CUA GIA BINH BAT FOODS
& Nhic dén Dat Foods, 6a 56 quy khich hang va cic d6i tic & nhé ngay dén anh Tran Dang Dat <& di
Géi tén clia anh 83 gén li€n véi thuang higu. Nhung con mét ngudi anh 16n thim léng & bén canh anh
Dat lusn nd lirc quan xuyén moi viéc tr trong xudng ra dén ngosi rusng va chim soc nhiing “dira em
trong gia dinh at Foods nira 66 chinh 12 anh B1i Thang Long - Bng Sang L3p cli2 Dat Foods... See
more

3
DAT

FOODS

. BUILXHANG LONG
. /

CANH EN KHONG MOI CUA
GIA DINH DAT FOODS

Branding Contents on Dat Foods Facebook page

Bat Foods
[ £
5 GIA TRI COT LOI CUA DAT FOODS B3 VO NGUS! NONG DAN VA NGUGI TIEU DUNG

Muén nha chic thi méng phai vimg
Mugn di dén dich phdi c6 la ban.... See more

cUA PAT FOODS P01 VUl

PHAT TRIEN
con NG




Cofounder cty

ban tuong tu'ong

Reels on Bat Foods Facebook page













“Gieo Mam Hat Nhé - Thu Niém Vui Chung” -

illustrates Pat Foods mission and vision while reveals the

result of the good act from Dat Foods to 3 different
stakeholders: the nature, the farmers and the customer.




BRAND MANIFESTO VIDEO / Shooting Board

VO: Niém vui trong doi khéng VO: Ma ching dén tir *hat dau ngot” VO: La c6 thé thay thién nhién vin wom
tw nhién ma dén dwoc két tir hanh dong clia chang ta mam sy séng

p | | TR » . “_,_,.—
_—..‘"".‘ . S ———
VO: Niem vui la dwoc thay ngwoi lam néng cé

thé tiép tuc an tdm véi cdng viéc ctia minh

VO: La co thé thay niém vui clia moi ngudi VO: Tt ca tao nén vong tron bén viing, nai niém vui nhu dudc gieo 18n
luén co6 Dat Foods dong hanh. trén canh dong bat tan

VO: Niém vui day dén tu hanh — R VO: La gieo thuan tu nhién nhing hat
déng chung téi chon ! e mam dau nho




FOODS p
TOVIDEO

Click here to watch the full video



https://drive.google.com/file/d/1dFclrl4gy0ISns1SMRs6tRHeYhiw9ZmX/view?usp=share_link




Purpose:
@® To allow the audiences to witness Pat Foods'
operations and core values through hands-on
experience at the farm.

KPI: 60 participants

Time & Location:
® Time: 2:00 PM - 5:45 PM, April 1st and 2nd, 2023.
@® Location: Dat Foods Farm - No. 4, Street 217, Hoa
Phu Commune, Cu Chi District, HCMC.

Ticket Fee (without transportation):
@® Adult: 260.000 VND
@® Kid (from 3 years old to 12 years old): 160.000 VND

FO0DS

CHUYEN THAM NONG TRAI

Thai gian: ia chi nong trai:
Thir Bay 01.04.2023 H.CU Chi, Tp.HCM

Tré em: 160.000 VND/Bé** PN
hoac Chi Nhat 02.04.2023

Gid vér: i i
Thudng: 260.000 VND/Nguai e i S6 4, Duting 217, X.Hoa Phd,

) 78 & L ’
Q7100 Vil

o~ ¥




Type of groups
Residents community group
Kids outing location
Raising children
Reviews, place to check in
Travel groups

Purpose

Get attention of potential target
audience to aware more about the
excursion.

Angles
@® Ideal family outing spot
@® Hang out space with
picturesque view

‘h( CHO TRE RA NGOAI CHOI-SAI GON

From notifications

Biic Binh
. @

Néng trai n ma ba me ¢é thé dua con vi vu cudi tuan, vira
trong lanh, bé ich, vira tdi tién ma chi cach trung tam TPHCM 30km!

Khitrong lanh, trénh xa cai néng nifc,

i Cha g g, con thi lai duac rai
ch vd va man hinh din thoai ma chay chai ng, 1am ban véi thién

s CAC HOAT DONG TRAI NGHIEM CHINH:

@ Tréi nghiém néng nghigp

Cing ... See more

Angle no.1: Ideal family
outing spot

i Bi Kip Du Lich Sai Gon - Review Saigon (Thanh Phé H& Chi Minh)

Tan Bean
March 22 3t 333 PM - @

51 VE NONG TRAI NGAY TRHCM
st Cui tusn viza r3i dit con ban xudng néng trai Bat Foods chai, tién the thay cinh dep qus nén
13m lu6n bg concept up dan.
Riviu 50 50 cui tuln xudng ndng trai Dat Foods cé nhitu thir 4€ trdi nghiém lém
0 Ra 88ng dsu phang tim hiéu vE céch trong cay dau phang tu nhién
B8 Tham quan xung lam bo, I3m xong duoc tng 1 ht mang v nla.
8 Cé c& booth game ¢4 choi ¢ qua nis, réi con quiy &m thirc chéng 841
B Chige view s6ng 4o thién nhién knéng s dung hang
» Vao ngay 2.4 sdp t6i, Bat Foads b 16 chiic Chuyén Tham Néng Trai Bat Foods cho cac tin 68
sust ngdy hdi “cudi tun & déu cha bay gid" € xudng tréi nghidm vé sng do, ban ndo can thi
minh &€ dugi phin comment nhé
NONG TRAI DAT FOODS
# Dia chi: &, Budng 217, X& Hea Phi, Huyén Ci Chi, TRHCM

Angle no.2: Hang out space
with picturesque view




Ban i thang 4 ndy minh ¢4 hen véi NONG TRAI XANH DAT FOODS.

chite Chuyén & thim néng trai xanh Dat Foods. Déy & 1 co héi dé ban cé mat
ngay tach minh khdi cudc s3ng bén rdn clia thanh phd thurang nhat, vé véi dbng qué &€ ¢ cho
minh nhimg phit gidy thu ron ven bén ngudi than va gia dinh.
a' Céc hoat dong trai nghiém chinh:
@ Trai nghiém néng nghiép... See more

CHUYEN THAM NONG TRAI

Gid v 1415 17:45
260,000 VND/Ngu#i Thir Béy 01.04.2073
160,000 VND/Be™ Chil Nh1 02.04.2023

Seed Planter
March 22 at a

[HO TRG TRUYEN THONG]

DI TRGN KHOI SAI THANH - TiM VE NOR

Seed Planter rét vui khi dugc hd tro &u chuy&n "du lich v& vusd
nghia ndy &&n cho moi nguai. NEu g ban biu gi véo cusi tulin thi cing ding kj
tham gia di “Chuy&n Tham Néng Trai Bat Foods™ ngay nhé! ... See more

XANH DAT FOODS

CHUYEN THAM NONG TRAI

Dia chi néng tral
55 4, Dudmg 217, X Hoa Phil
.04 Chi, Tp.HCM

HAPPI OHA
ey 4d-Q
1) CUNG HAPPI OHA MOT NGAY BO PHO VE VUON LAM “NONG DAN CHINH HIEU” TRAI
NGHIEM SAN XUAT BO HAT TU NHIEN.
@ Happi Oha rdt vui khi d8ng hanh cing Néng trai xanh Bat Foods t8 chic chuyén di “Du lich v&
vudn® g€ ¢6 thé gidi thiéu dén moi ngudi mét noi giai tda mét mdi sau mét tudn hoc tap, lam

viéc mét moi.
& Déy ndng trai dau phéng va chuyén san xust cic loai bo dau theo tiéu chudn khdng thudc trir
sdu, thudc diét cd trong qua trinh canh tac, cac san pham tai nong trai xanh du... See more

Media partnership with A Little Bit, Seed Planter and Happi Oha




Description

Dat Foods places their booth at multiple
expo/fair that expose to attract the target
audience.

Purpose

To spread awareness about the event and have
the opportunity to engage better with the
audience.

Number of distributed poster: 230

Pat Foods booths at Thao Dien Square Fair and
Kermesse de la Francophonie Fair 2023




Description

The agents support Dat Foods in delivering
event posters to buyers in their purchasing
process.

Purpose
To spread awareness about the event.

Rationale
The target consumer of these agent is similar

to Dat Foods target audiences.

Number of distributed poster: 370

m’

\

\' ,‘ @i 4 h
one4one
wmm

DPat Foods’' Agent/ Distributors




14:00

14:15

14:30 - 16:30

16:30

16:45

17:30

17:45

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




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

Preparation

- Core team focus

- Set up the product display area

- Set up table area finger foods.

- Prepare ingredients for finger foods

-Still prepare ingredients for finger foods

- collaborators gather

- Pray

- Distributing Pat Foods shirt
- Breakfast

Turn no.2

- 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

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

- Lunch break

Side Activity

- Mini sharing about 2 experiences

- Booth game
- Finger Foods

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

Photographing Section at
the Art Wall

- Prepare Camera

Visitors leave

- Help visitors get the car or bike

Open for guest

- Coordinate parking for guests
- Check in and paste the name for the guest
- Take care of customers

Co-Founder introduction to the
excursion

- Prepare hats and boots for farming experience
- Prepare coat, hat,... for production experience

End of event

- Bring products from the showroom
- Dish washing

- Drying hats and gloves

- Cleaning the workshop

- Support Mr. Dat to divide the team for guests




BOOTH GAME AREA

Check - in

PRODUCT DISPLAY / GIFT

Pat Foods Introduction

Main Activities

oo [l — [

FINGER FOOD /MINI Group 2: . — .

PARKING SHARING AREA

LoT & & CHECK-IN

ot S Finger Foods/Booth Game/Product Display/Gift counter

AGRICULTURAL
WAREHOUSE




- Continuously update information with the driver
about picking up passengers.

- Contact the customer to check the vehicle has
picked them up.

T

EXPERIENCE JOURNEY

- Check in with name and phone numbers
- Giving Name Tag for the customers
- Introduction to Dat Foods and Farm Excursion

Time: 01:30:00 P.I.C: Thay

Time: 00:15:00 P.I.C: Thuy, Hanh, Tran,

bat, Long

- Provide information

- Visiting agricultural areas
- Experience riding a tractor
- Uprooting the peanut tree

Visitors taste foods from butter and oil of Dat
Foods

Visitors share about 2 experiences

Time: 00:50:00 P.I.C: Phung, Thanh

Time: 00:20:00 P.I.C: Bean

Time: 00:15:00 P.I1.C: Bat, Long

- Visiting the factory.
- Visitors are produced 30g peanut butter jam.

Booth Game

- Throwing hoop into bottle

- Plinko game

- Ball in the bucket

Product Display

Display and sell all products of Dat Foods

Visitors take photo each other in the Art Wall

Time: 00:50:00 P.I.C:: Hanh, Binh

Visitors gather and get on the bus

Time: 00:25:00 P.I.C: Thanh, Binh, Nhi,

Dwong

Time: 00:15:00 P.I.C: All visitors and Dat

Foods Staff

Time: 00:15::00 P.I.C: Thuy
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DA EOODS! HE/ } S SROW
IAINDIPROBUCING TURALNUTPRODUCT:

FO0DS
DAT EOODS, HELPS EARMERS|BY. GROWING
AND PRODUCING NA‘I’URAL NUT PRODUCTS




PROBABILITY

SOLUTION/PREVENTION

Weather

Baking sun

- Check the weather forecast
- Prepare hats, coats

Medium

Check the weather forecast

- Prepare a raincoat when going to the field

- Moved the finger foods area to the game booth area

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

Human Resources

Shortage of
personnel /
unscheduled leave

- Checklist before the number of personnel
- Prepare personnel ready for replacement

Health

Accident during the tour

- Prepare medical kit
- Assign a person who is in charge of taking the victim to the
hospital

Car sick

- Prepare antiemetic
- Prepare small plastic bag

Machine

Damaged equipment

Check up machines

Power outage at the
factory

Power generator

Electric short, fire
and explosion

Prepare evacuation plans in advance, fire
equipment.

Sunstroke

- Prepare hats for guests
- Let guests sit in a cool, shaded area

Customer

Gather late

Follow up with customers before boarding
time

Food poisoning

- Carefully check the quality of the food in advance
- Assign a person and car to leave in an open space for urgent
transportation

Traffic

Traffic accident

Medium

Make careful recommendations for the
driver

Traffic jam

Estimated traffic jam time







Game rules
1. Like va Follow Facebook Page clia bat Foods.
2. Like and watch the Brand Manifesto video and
answer the question:
Which kinds of butter did it appear in the packaging
scene.
1. Comment the answer below

Game prizes
1. 2 Quickest answer:

® Voucher o
® Dat Food's butter or oil vl

BoANNIEMVUIPINARNITEN QUA;

1. 10 Lucky answer -

, . Tong gid tri giai thudng |én dén gan
@® Dat Food’s butter or oil 2.000.000 VND




SUPPORTING TACTICS / Minigame

Video performance Report from Meta Business

Participants

250+

Organic shares

150

Reactions

351

Suite




Description

These group’s participants are interested in knowledge
sharing content that might relate to health, diet and
also motivational content.

Purpose

Get attention of potential target audience to aware
more about peanut butter in general and Dat Foods in
particular.

Key talking points
@® Misconceptions relating to peanut or peanut
butter
@® Benefits and side-effect of peanut butter

Eat clean - healthy eating
Healthy lifestyle
Nut-based dishes
Organic foods

Kid raising

Yoga




EAT CLEAN - GIAM CAN LANH MANH

Minh Phan
March3 3t 503 PM - @
B0 DAU PHONG TUGNG KHONG NHIEU MUGI Al NGG NHIEU MUGI KHONG TUSNG

Bo déu phéng ngon, tién trong vic eat clean nhu the nao thi chc moi ngudi cling deu da bist
r5i. Nhung anh chi ciing nén biét thém v& lvang mugi ¢ trong ba d3u phéng &€ bio vé siic khde
cla minh 6t hon

Anh chi chiu khé b&m véo tiig hinh cho d& xem nhé

Em cd & link tham khdo dusi bai viét cho anh chi xem thém néu cin

#hteatcleanfood #hteatclean

(
4 ) ta véin dang tiéu thy musi

tudng it mudi nhung lai
nhiéu khéng tudng

Lugng muédi trung binh trong
1 mudng bd déu phéng

B TEeS

An Chay Sai Gon
Minh Phan
%o B . Hom qualic 1823.@
BO PAU PHONG TUONG KHONG NHIEU MUOI Al NGO NHIEU MUOI
KHONG TUONG

Bd dau phéng ngon, tién, hd trd nhiu trong viéc eat clean va an chay nhif thé nao thi chac moi
ngui ciing déu d biét ri. Nhung anh chi ciing nén biét thém v& lugng mudi 6 trong ba dau
phéng dé€ bio vé stic khde clia minh t6t hon

Anh chi chiu kh bm vao timg hinh cho d& xem nhé

Em ¢6 @& link tham khao duoi bai viét cho anh chi xem thém néu can

‘ta vén dang tiéu thu mudi

tudng it mudi nhung lai
nhiéu khéng tudng

Lugng mudi trung binh trong
1 mudng bg déu phéng

BT eS

Posts in “An Chay Sai Gon"” and “Eat
clean - Giam can lanh manh”
Community Groups







ADS PLANNING

Objectives

Estimated
Reach

Actual Cost

Awareness

410.230

Social Posts

Awareness

133.000

161.620

1.650.925

Video

Awareness

432.866

Awareness

208.245

Minigames

Engagement

224.950

212.000

247131

2.927.216







‘ Unit ‘ Quantity |
Social Media

Materials Package 1 157.000 157.000

Facebook Ads Package 1 3.520.000 3.520.000

Designer Package 1 500.000 500.000

Photo Album

Chi Phi Props Package 312.000 312.000

Logistics Package 161.000 161.000

Catering Package 217.000 217.000

Video Production

Storyboard Artist Package 2.000.000 2.000.000

Camera and lighting equipment Package 10.650.000 10.650.000

Location Package 3.100.000 3.100.000

Props Package 814.400 814.400

Talent Package 2.200.000 2.200.000

Logistics Package 831.000 831.000

Catering Package 1.514.760 1.514.760

Post-Production Package 310.000 310.000

Ev

Decoration & Materials Package 3.877.000 3.877.000

Production Experience Package 740.000 740.000

Agriculture Experience Package 199.000 199.000

Booth Game Package 400.000 400.000

Gift and Voucher Package 1.668.000 1.668.000

Product Display Package 410.000 410.000

Finger Foods Package 834.600 834.600

Logistics Package 3.600.000 3.600.000
TOTAL 38.015.760
ESTIMATED COST 73.080.000
REVENUE IN EVENT 14.460.000

Note: The cost above does not include VAT







KPIs set

Achievement

Awareness

220.000

289.423

Engagement

Emotion

Positive response in the campaign
posts

Positive response in the event

Action

Event registrations

Event participants




Déi tuogng O

Ngudi mgi theo déi Trang Facebook @

435 + 10

200

S ngudi theo déi Trang Facebook (1

3:852

D6 tudi & gidi tinh G

150 r

100

s M= II b __

18-24 25-34 35-44 45-54 55-64 B85+

50 B no W Nem
705% 29,5%

0
14 Thah g enthasgl Band RSnthanglda

@® New Facebook Page followers increased by 1,000%

@® Most of the audiences is still females from 24 to 35 years old,

living in Ho Chi Minh City.

Nhifng cach h&'trg ban phat trién doanh nghiép

Pang thudng xuyén va déu dan
@ Baivist

45 1 650%

O Tin ®

10 ™ 100%

Tao bai viét

Cai thién mirc do tuong tac cho

ndi dung

Nhifng théng tin chi tiét nay dudc dua

trén céc bai viét va tin gan day nhit cda

ban.

€9 56 cam xuc, luot chia sé va binh ()
ludn trung binh cta bai viét

49 T 1227%

€) 56 cam xiic, phan hai va lugt ®
chia sé trung binh cta tin

3

Xem bi quyét Gé gép phan cai thién ndi
dung

@ Post frequency improved by 650%
@® Reel frequency improved by 100%
@ Average engagement rate improved by 122.7%




F005. iarc
[CAU CHUYEN NGUGI GIEO HAT]
€O HAI - NGUG! NONG DAN BAU TIEN BONG HANH CUNG BAT FOODS

# Khi gidc mo dem dén cho ngudi tiéu dung nhiing sin pham tir hat thuan ty nhiér
dugc st Foods xéy dung, thi b Hai la mét trong s6 nhiing ngudi néng dén dau tién
at Foods m3i ngay mét chilt trao a& kinh nghiém Ky thust canh téc d& quy trinh ng
Sea more

at Foods

EM NGUGC 18Tl

3 Lo loa sl Chi cén chua 83y 18
h

Dat Foods
Fooss 10 Q
ICAU CHUYEN NGUC! GIEO HAT]
BUI THANG LONG - CANH EN KHONG MOI CUA GIA BINH DAT FOODS
% Nhic a&n Dat Foods, da 56 quy khich hang va eac d6i tac s& nhd ngay 6&n anh T3
i tén clia anh &4 g 2n véi thuang higu. Nhung cén mét ngui anh Ién tham lang
Dat ludn nd luc quan xuyén moi viéc tir trong xudng ra G&n ngo3i rudng va cham séc
trong gia dinh B2t Foods niia 66 chinh 13 anh Bli Thang Long - Dang Sang L3p cia B2
more

3

T @

DA
FOODS
ANGILE

i,

W

@
/G CON LAI DE SO H{JU PHAN QUA TRI GIA 500.000 VN T DAT FOODS

i the], “Mini game: Bon iém vui - Nhan ién qua’

ép I3i. Bao nhiéu phin qua hap ddn dang cht 86 ban vai thé I tham gia vo

ciing don gid

¢ Co cau gidi thuéng.. See more

GUOI NONG DAN E';‘
DONG HANH CUNG D

G MOI CUA
T FOODS

. {
THAMGIA MINI GAME

NHAN NGAY PHAN QUA TR GIA

000.000 VND

Pat Foods
"7

Néu moi ngudi thac mac méo My Diéu di dau, thi Bat Foods xin thua My Diéu di choi Farm Tour x4 lang

quén I5i v& cudi tudn roi, bay gi& mdi dép canh dugc ti nhi & &g ey’

DAT FOODS - ALL GOOD. ALL NATURAL. ALL VIETNAM
® Dia chi: 4, Buéing 217, X3 Hoa Phy, Huyén CG Chi, TRHCM

JSDT: 093 776 06 24
£3Web... See more

SANNAYCOT  aNCHW T
, SO W
9 Ngiy s, ki thanh th can chua moc len iy, lic

giun con dé chi khéng phéi domt ot ménh ohép k

&u. Nhimg budi thanh binh, dar cor \g xom ciing chay ra Gong chay e

it dom dom tha o v tring G chiu sang c5 2 1a inh &nh g khéng con duc théy higu & i
See more

TAL SAO KHONG CON XUAT-HIEN
POM BOM NUA?

: u-@
BO DAT FOODS LIEU CO AN TOAN CHO SUC KHOE CUA BAN?

2a dau phéng sé ddy mii, hép din hon rdt nhigu khi cho thém mudi
i d3u s3n ¢ cda dau phéng va can bing lai vi ngot. B&ng thai, ng

| m&m v séng min.

& trg difu vi nén <6 thé ban s& khé ¢4 thé nhan bigt ban thin dang

soc li2u lugng khi stk dung... See more




Pat Foods
at Foods .
n7-@

: u-@
BO DAT FOODS LIEU CO AN TOAN CHO SUC KHOE CUA BAN?
mudi

Foss | 10-@
A SO GIEO H, - . e e T s 1< 30 dau phéng s& ddy mii, hap di 4t nhig &
B als e ,‘ Néu moi ngudi thac mac méo My Diéu di dau, thi Bat Foods xin thua My Diéu di choi Farm Tour x4 lang '2?“ P _sag:y “l:‘j e T," ralt Iy kt”g? &:hu !
®: BUI THANG LONG - CANH EN KHONG MOI CUA GIA BINH DAT FOODS ER T SRy W i R % Ran A LI . | # dau san ca cua dau phang va can bang lai vi ngot. Bong thai, no
uén I5i veé cudi tudn roi, bay gid mdi dap canh dugc tdi nha - S
7003 Warch 25 at M @ Nhic dén Dat Foods, 6 56 quy khach hang va cic d5i tac s& nhd ngay 8én anh T3 9 Vg P b [ FOET et
CAU CHUYEN NGUG GIEQ HAT] = ‘f”.“‘ia‘””a?é” £ e b N o it oma it o) T oo e p & tr U vi nén <6 the ban 52 kiré c& the nhan bist ban than dang
€O HAI - NGUGI NONG DAN DAU TIEN DONG HANH CUNG DAT FOODS Datlude o enanat 1ol Gt o SI00 e L D0vek 110N 18 e ot | DAT FOODS - ALL GOOD. ALL NATURAL ALLY IE_TNAM soc ligu luong khi st dung.... See more
trong gia dinh Szt Foods niia 46 chinh 12 anh B0i Thang Long - Bang Sing L4p cle 2 g oy bt 4 Byiring 217, X3 Hoa Phi. Huyén GO Chi TR.HCM
© Khigisc ma dem 6én cho ngudi tigu diing nhiing sin pham tir hat thuan tu nhiér  more la chi: 4, ng 217, A3 Roa Fnu, Ruyen Cu Chi, TE.ECM
dugc st Foods xéy dung, thi b Hai la mét trong s6 nhiing ngudi néng dén dau tién ~ ASDT: 093 776 06 24
at Foods m3i ngay mét chilt trao a& kinh nghiém Ky thust canh téc d& quy trinh ng Web... See more
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A
THAM GIA MINI GAME
NHAN NGAY PHAN QUA TRI GIA

000.000 VND




- Pat Foods - -
BatFoods . . D
Rooss 16-@ FOODS  March 7- Q) BO DAT FOODS LIEU CO AN TOAN CHO SUC KHOE CUA BAN?
A 1 GIEO H. = . D . Do o &ng 58 day mil, hip dé 4 ém mudi
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soc li2u lugng khi stk dung... See more
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Nguyén Van Khoa
Chuc Bat Foods that nhigu hanh trinh ddy mé say 2

Thich Phan hdi 1 tuin
@ Nhat Truang
dau ép lanh hay ép nong e
Thich Phan hdi 5 tuan

Interacting comments

@ Anh Nguyen
~" St ménh rét y nghia @ O

Thich Phanhdi 1tuin

F‘hl Pham Susu
. Ynghia @
Thich Phan hdi 1 tun

Target audience’s comments on Video Post

@

Khanh Phan
Mat trong nhiing brand c6 ba d&u phong minh thi ha nhit @@

Thich Phanhdi 2 tuin
@ MNgd Thuan
e Chdtlugng @
Thich Phanhgi 1 tugn

HB Hudng Tung
Tudi mat,ngot lanh,thugng qua thuong,sé mua an tha! @ &

Thich Phan hdi 1 tuin

Positive comments

\h’ Tran Truang Ngoc Trinh
*  Bd Bau Phong Min - 46 Hoa LélLynh Le

Thich Phan hdi 1 tuln

ﬁ Phan Vi Hai Yén
Bo B3u Phéng Min - 73 Gio BienM§ Tién

Thich Phan hdi 1 tudn

@ La Hoa
Bo Bgu Phong Min - 16 Linh Hoaly Ngo
Thich Phanh&i 1 tugn

Target audience’s comments on Minigame




Media Partner

Interaction

Organicfood.vn

10

Happi Oha

8

Seed Planter

77

A little bit

12

Total




Shares
- 84 TN




BRAND MANIFESTO VIDEO / Performance

® 3 seconds-views: 6.495
@® 15 seconds-views: 3.619

Hoat dong cliia ngudi xem & Trondoi w
Hieu bai viét tu khi déng

7,4K 364 0:06 662

Luot xem video trong t6i thiéu 3 gidyl ot xem video trong toi thieu 1 phatPhut xem trung binh Cam xuc, binh |

Luogt xem video trong toi thiéu 15 giay Ngudi xem trong toi thiéu 3 giay

S6 ngudi tiép can duoc

+/ Biéu d6 cong don




BRAND MANIFESTO VIDEO / Audiences reaction

‘ Nguyén Phuong Ngan ‘T’ Pham Susu

Tuyét 13m Y nghia
Thich Phanhdi 2 tusn Thich Phan ki 4 tuin

0 Nguyen Thi Thuy @ Aoh Tiguyen

50 ménh rét y nghia @
Ok qua O O
Thich Phan hdi 4 tuan
0 Huang Dinh
Chuc Dat Foods that nhigu hanh trinh ddy mé say «F &5
Audiences show a positive attitude toward the T T ©2:

Thich Phan hdi 4 tuan

?‘ ~ Huong Mai

Tudi mat,ngot lanh,thudng qua thudng,sé mua an thir! . @ &
Thich Phanhdi 4 tuin E

e Ngd Thuan
Chét luong @
Thich Phan hdi 4 tuin






Hoa Linh Thoai = s s 3
Iba ¥y A B e Hi chi, em la Thuy, dén tir Bat Foods a

[
Em nghe chij Trén 13 minh cé nhu ciu dang ki tour tham quan vao

@ e Binh  Author . . .
" Hoa Linh Thoai da minh check ib/tin nhin chd gitip em a ngay1/4vae/daya

Like Reply Share

Like Reply Share 09:32

Kim Thu o
Ib ",/ adingrdiban

Like Reply Share
"* DicBinh  Author minh quén mat chua ding ky

" Kim Thu da minh check ib/tin nhan chd gitp em a ——

Like Repl Share 3w
aid Vs @

Tory Siu
Tu chay xe dén dugc khong a?
Like Reply Share
6’* Puc Binh Author e
- Tory Siu da néu gia dinh minh c6 xe riéng thi c6 thé tv dén a, khong thi bén e co hé & hﬂo anh ah
trg dat xe dua dén lubn a

Cho minh héi vé ctr da ngoai cho bé & Hoa Phu
Ca Chi vai g

Like Reply Share 4w

L fcBinh Autho
6?‘. Biic Binh r

Tory Siu da minh check ib/tin nhan chd gidp em 2

Like Reply Share

G Thu Tran Da hi chi

Ib
Da

- Em la Thiy, bén Bat Foods 2
Like Reply Share 4

Duic Binh  Author ESCEengne Nl b dog X ARG ¥ == d0g Tong o Minh muén tim hiéu théng tin chuong trinh bén Dat Foods a
g
Thu Tran da minh check ib/tin nhan ch& gidp em a e 1 b bl ;
_“m IR PR AL ESORER Nay anh ¢6 ndi ngay 1,2/4 ¢6 chuong trinh a
3 v

Like Reply Share

fi#  Jenny Tran @ C hai théng tin truée dé ri) ban thoi

- Ib minh nhe

Audiences are interested and asking for detail of the
event in the seeding post in “CHO TRE RA NGOAI
CHOI - SAI GON” community group.

LIBN N FTET

Audience messages asking about the event
information and booking



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.

Anh/chi bao nhiéu tugi

31 céu tra I

@ Dudi 18 tudi

®18-22
®24-35
®35-44
@ Trén 44 tudi

@ Sao chép

How old are you

Anh/chi c6 dat theo bé tham gia tour?

31 céu tra I&i

Do you bring your children to participate?

|_[] Sao chép




Sau budi tham quan va trai nghiém, ban cé cam théy tin tuéng dé minh bach vé nguén
goc san pham tir Dat Foods khéng?

0 o

31 céutra &

18 (58,1%)

15

10 12 (38,7%)

0 (0%
I 2
1 2 3 4 5

" After the experience, do you trust the transparency of the
origin of Dat Foods' products?

96.8% of the participants feel that they believe in the
quality and origin of Dat Foods' products. Anh/chi thdy Dat Foods I thuong hiu I Sacchep

20

orlgln", “ B Rétxhdngddngy MM Knhing ddng ¥ Binhthuong M Dongy M Rétddng y

Regarding the brand values, product quality”,

“environmentally friendly processes” and “benefits for
farmers” has been positively evaluated by visitors with
over 95% respondents agree/totally agree with each
value.

C6 sin pham cd ngudn gdc Césdn nf-am 16t cho siic Quy trinh thdn thién woi méi  Tao ra gid tri cho ngudi néng
ré rang truong dan

How do you think of BDat Foods’s values







IEN NHIEN NGOT LANH
TINH TUY CHO TAT CA

“Tich Diém Xanh - Déi Qua Xanh” OCOP Representative Agricultural product
Glass Jar & Bottle Collecting Campaign Fairs and Exhibitions 2023
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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 ecological agriculture, modern rural areas, and civilized
farmers.

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).

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) (Figure 3). 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).

Economic

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).

Social

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).

Green agriculture meets consumers' demand for clean food (Nam, 2022).
Vietnamese agricultural products are increasingly favored by customers,
even appearing in Tet gift baskets (Minh, 2022). Customers favor
agricultural products for their nutritive value and health benefits,
highlighting the need for a green lifestyle.(Thu, 2022).

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 impacting the habits and lifestyle 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 organized for SIBs/SEs to bring their brand closer to
the public such as “Good Festival” (Phan, 2020).

Technology

Organic products must meet the long list of requirements to be
organically certified such as chemical fertilizers, no herbicides, no toxic
pesticides, no GMOs (Nga, 2022).




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 ecological agriculture,
modern rural areas, and civilized farmers.

Source: https://dangcongsan.vn/lanh-dao-dang-nha-nuoc/nganh-nong-nghiep-phat-trien-
but-pha-ben-vung-hon-trong-nam-2023-629921.html|

BAO PIEN TU
DANG CONG SAN VIET NAM

# | THOISU | LANHOADBANG, NHANUGC | XAYODUNGOANG | TUTUGNG-VANHOA | KINHTE | XAHGI | NGIHAYDOUNG | CONGBANLUAN | Bansoc |

# Trangchd » Lanh dao Dang, Nha nudc

Nganh No6ng nghiép phat trién birt phd, bén viirng hon
trong nam 2023

Thir sdu, 13/01/2023 16:10 (GMT+7) @ o @ @ o

(&) o000 g° Giongnir =
s

(PCSVN) - Thu twéng Pham Minh Chinh d& nghi ting triwéng ciia nganh Nong nghiép nam 2023
phai cao hon ndm 2022. Theo dd, Thu twéng giao chi tiéu ting trvéng Nong nghiép nidm 2023 dat
3,5%. Bén canh do, ty 1 che phii rirng phidn ddu dat cao hon, ty 1é xd dat néng thon mdi dat 80%,
dong thoi, kim ngach xuit khiu nam 2023 dat it nhit 55 ty USD...

Sang 13/11, tai Ha Ngi, BO Nong nghiép va Phat trién nong thén (NN&PTNT) td chikc Hoi nghi triee tuyén
tdng két cong tac nam 2022, trién khai nhiém vu nam 2023. Tha twéng Chinh pht Pham Minh Chinh t&i
dw va chi dao HGi nghi.




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).

cONG THONG TIN BIEN w
50 NONG NGHIEP VA PHAT TRIEN NONG THON QUANG NAM

TRANG CHU GIOITHIEU  TINTUCSYUKIEN LINHVYC  CHINHPHUBIENTY  LIEN HE, HOI DAP

Trang chil / Quy hoach - Ké hoach

K& hoach hanh déng ctia Bd Nong nghiép va PTNT thuc hién Chién lugc
qudc gia vé ting truong xanh giai doan 2021-2030
@03/10/2022 | 04:15PM ® 681

&In | & 6uiEmail | @Phongto | @ Thunhd | @ Tuongphan | Docbaiviet » 11 W

Quyét dinh s5 3444/QD-BNN-KH ngay 12/9/2022 ciia B Nong nghiép va PTNT vé viéc phé duyét Ké hoach hanh dong cua Bg
Nong nghiép va PTNT thuc hién Chién lugc quoc gia ve tang trudng xanh giai doan 2021-2030

KE hoach dé ra muc tiéu dén nam 2030:
-Téc do tang trudng GDP nganh nong nghiép 2,5 - 3%/nam.

- Nang cao hiéu qué sir dung va béo vé tai nguyén dat, nuée, thiy sén, rimg, bao 1on da dang sinh hoc. Ty |& che phd rimg duy tri &
mirc 42%, dién tich 6 chimg chi quén ly rimg bén ving trén 1 triéu ha.

- Gidm tham dung dau vao hoa chat néng nghiép, téng hiéu qua sir dung nguén lurc ty nhién trong qud trinh san xuat néng nghiép.
Ty Ié sén pham phan bon hiiu co trong téng sén pham phan bon duge sén xuat va tiéu thu dat trén 30%; tang s6 luang thude bao
vé thue vat sinh hoc trong danh mue thude béo vé thue vat duoce phép st dung I&n trén 30%; ¢6 it nhét 30% tdng dién tich cay trong
can 6 tudi duoe 4p dung phuong phap tudi tién tién, tiét kiém nude.

- Chuyén di 300 nghin ha dat lua sang tréng cdce loai cay trong khac 6 hiéu qua cao hon ca vé kinh té va méi truéng; dién tich dat
trong trot hu co dat khodng trén 2% tang dién tich dat trong trot. Ty 1€ sén phdm chan nudi hiu co dat khoang 2 - 3% tinh trén
tAna san nham chin nudi san xudt trona nirée:

Source: https://snnptnt.quangnam.gov.vn/webcenter/portal/sonnvptnt/pages_tin-tuc/chi-tiet?”dDocName=PORTAL359483
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« Chi thi téng cuéng ky luat, ky cuong
hanh chinh; nang cae tinh théan
trach nhiém, hiéu quéd cong tac
trong thue thi cong vu
Xem trudc  Tdive

K& hoach Trién khai thuc hién Chi
thi s& 30-CT/TU ngay 17 thang 11
nam 2022 cua Ban Thuang vu Tinh
uy vé ting cusng ky luat, ky cuong
Cfll ol mime moe o

e |

Xem tatcd»
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Viet Nam WHO WE ARE WHAT WE DO OUR IMPACT GET INVOLVED

HOME / VIETNAM / LAUNCH OF “COVID-19 ADAPTATION PROGRAMME FOR SIE" ISEE-COVID PROJECT

UNDP, the Ministry of Planning and Launch of “COVID-19 Adaptation Programme for SIB”,

Invelnvestment, and the Canadian Embassy ISEE-COVID project
in Vietham made the announcement of the
Project: “Supporting the Ecosystem of
Businesses with Social Impact in Vietham 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 [ s
groups (Wiesen, 2022). Gt

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

APRIL 28, 2022

e

ovID

THE COVID
DAPTATION PRC

Source: https://www.undp.org/vietnam/speeches/launch-%E2%80%9Ccovid-19-adaptation-programme-sib%E2%80%9D-isee-covid-project




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).

g ; S
§ =4 m m ! HNM HANG NGAY HNM CUGI TUAN
wmmmmmm“mmmnmu PHG HA NOI HA NOINGAY NAY Q HHIESONG A NOI

TENG H Ot C0A BANG B0, CHINH QUYEN VA NEEN DAN THU BO

@A CHINHTRI KINHTE XAHOI VANHOA THEGIOI THETHAO GIAODUC PHAP LUAT BOISONG

TRANG CHU =~ KINHTE =~ NONG NGHIEP

San xuat theo hwéng "thudn thién": Loi ich
kép

BACH THANH anh gid tac gia: @ 12:38 thir bay ngay 10/07/2021

dientu@hanoimoi.com.vn | W W W W EEEBEE o Q

Source: http://www.hanoimoi.com.vn/tin-tuc/Nong-nghiep/1005228/san-xuat-theo-huong-thuan-thien-loi-ich-kep




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).

Source:
https://www.decisionlab.co/blog/covid-19-young-vietnamese-top-motivation-for-healthy-eating
https://vneconomy.vn/nguoi-tieu-dung-quan-tam-den-thuc-pham-tot-cho-suc-khoe.html/

Decision Lab

Top concerns among Vietnamese households under COVID-19

In a 2021 studyx, health and wellness
are cited as the top concerns for
7' 7' Vietnamese consumers, followed by

o . 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

TAP CHIDIENTC

VnEconomy

Thu Hia, 10/04/2025 CHUNGEHOAN | TIEUSDONC XE | VNETV | TECHCONNECT | ENGLISH+

* TIEU DIEM PAUTUC TAI CHINH KINHTE SO THI TRUGNG DOANH NGHIER BATDONGSAN THE GIOT DANSINH

LocknLock

NHUGNG QUYEN THUONG HIEU

LIEN HE V61 CHONG TO1 -
W e v e *
02854135750 v OMUBIWIY = = = =
< TRO LAITRANG CHU
Tiéu & Dl‘mg Dep+ Thitrwong Giaitri Dulich Sukién Sickhoe Nha Am thue

Ngudi tiéu dang quan tam dén thue pham tét cho
stic khoe
Moe Mint - [N TR

Bén canh d6, ngusi tiéu ding ngay cang quan tam thong tin trén nhan maie, bao bi.
Viee Iua chon thye phdm cang tré nén ky tinh hon théng qua nhan ghi trén bao bi...




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 become a widespread
buzzword, profoundly impacting the habits
and lifestyle of Viethamese 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 organized for SIBs/SEs

to bring their brand closer to the public such
as “Good Festival” (Phan, 2020).

Source:

mm @ International Version ;P'.,","‘;’I,

/ILI\ VIDEO SU KIEN XA HOI THE GIOI KINH DOANH BAT DONG SAN THE THAQ VIEC LAM NHAN Al SU'C KHOE VAN HOA GIAI TRI Xt

BuySocial - Xu hudng tiéu dung tur té &
van minh

° 00:00/03:03 Q" NI mign Bac v

DAl TRUYEN HINH VIET NAM o

BAC EM'N U

ﬂ- CHINHTRI XAHOI PHAPLUAT THEGIN KINHTE THETHAO TRUYENHINH  GIAI TR
KINH TE

Khuyén khich tiéu dung c6 trach nhiém v&i Ngay hoi
Tot

Tai Phan (Trung tam Tin tiec VTV24) -

httpsy//vtv.vn/kinh-te/khuyen-khich-tieu-dung-co-trach-nhiem-voi-ngay-hoi-tot-20200103154356375.htm
https;//dantri.com.vn/kinh-doanh/buy-social-xu-huong-tieu-dung-tu-te-van-minh-20200102123637389.htm



https://vtv.vn/kinh-te/khuyen-khich-tieu-dung-co-trach-nhiem-voi-ngay-hoi-tot-20200103154356375.htm

A Pisl Tias Ha NoI 31°C o
’Tlle Hm “ﬂﬂ"ll # Tha hai, 1010412023 AR

A Thoisy Thitrwomg24h Tiép thi-Banhang Dothi-Diadc Diutr-Taichinh Xe& S5 Shopping Giai tri - Du lich -

@ Wiin hank DENG hanh cung chuang trinh
q
&
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= =_TUHAO NONG.DAN:VIET:NAM!

Trang chil / Tiép thi - Ban hang

Dwa ndng san vao gié qua, ké cau chuyén Tét Viét, am
khdéng du ban

Khéng chi lua chon nhiing thie qud néng sdn, dinh dudng, stic khde, hinh thiic cdc loagi gié qud cing da
dude quan tam dén vai nhu cdu hudng dén 16i séng xanh. Bai dién thuong hiéu Ganh Qué Viét cho biét, 3
ndm gdan day Ganh Qua Viét ludn cung cdp sé luong I6n cdc gid quda Tét cho ed nhan va doanh nghiép
v6i su lua chon Ié nhitng chét liéu gan gui, thén thién véi méi trudng nhu gid méy, tre dé Ilam bao bi.

@® Vietnamese agricultural products are
increasingly favored by customers, even i AN ORI CaTe BD

appearing in Tet gift baskets (Minh, 2022). . TRANG THU PO HA NOI

@® Green agriculture meets consumers' demand o ESBTTETCHATANE | BaS ot CHih i

for clean food (Nam, 2022).

{) TRANGCHU  THOISU  KINHTE XAHOI VANHOA-GIAITRI  CHINHPHUVGIHANGI DULICH  NHABAUTU

@  Customers favor agricultural products for
their nutrition and health benefits,

(r]l!gzllgg;nzw)g the need for a green lifestyle Nﬁng nghiép xanh dép {]'ng nhu cau thuc ghz:ttlr'fn l;il1

B . 2 u lich dia pl

pham sach s oo UGG

11/02/2023 7:44 AM

Trangcht / Thaisy Tin doc nhiéu

Nang cao tra
(Chinhphu.vn) - Théi gian qua, cac doanh nghiép, hop téc xa trén dia ban TP. Ha Ngi da va Iy, st dung b:
dang phét trién cadc mé hinh néng nghiép xanh theo huéng an toan va than thién véi méi 3 GI0 TRUGC
trudng nhdm dép (fng nhu cau thue ph&m sach ngay cang cao ctia ngudi dan Thi db.

Tau dién Cat

chuyén han 2

trong quy I
4 616 TRUGC

Source:
https//baophapluat.vn/nong-san-viet-thang-the-trong-gio-qua-tet-post463189.html
https.//thegioitiepthi.danviet.vn/dua-nong-san-vao-gio-qua-ke-cau-chuyen-tet-viet-lam-khong-du-ban-
20230115151253092.htm
httos://thanalong.chinhphu.vn/nong-nahien-xanh-dap-ung-nhu-cau-thuc-pnham-sach-103230208100905537. htm



https://baophapluat.vn/nong-san-viet-thang-the-trong-gio-qua-tet-post463189.html
https://thegioitiepthi.danviet.vn/dua-nong-san-vao-gio-qua-ke-cau-chuyen-tet-viet-lam-khong-du-ban-20230115151253092.htm

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.

Source: https://baoquangninh.vn/san-xuat-huu-co-xu-the-tat-yeu-cua-nong-nghiep-quang-ninh-3176336.htm|

Quang Ninhgegm,

CO" QUAN DANG BO BANG CONG SAN VIET NAM TIENG NOI
CUA BANG BO, CHINH QUYEN, NHAN DAN TiNH QUANG NINH

ﬂ CHINHTRI KINHTE XAHOI PHAPLUAT THETHAO DULICH VANHOA QUGCTE DOISONG KHOAHOC - COI

Kinh té

Néng nghiép hitu co - nhu cau tat yéu cho phat trién bén virng
Thir 4, 02/03/2022 | 08:44:31 [GMT +7]

(i ] Bir L s L co s 1@ o] mens |

Véi déc tinh [a khdng sir dung hda chat, néng nghiép hitu co dugc coi |4 phuong thirc san xuat t6i uu
nham mang lai loi ich déi véi sirc khde clia ngudi san xuat, ngudi tiéu ding va bao vé maéi trudng. Tai
Quang Ninh, phuong thire canh tac theo huéng hitu co d4 xuét hién tir Iau, tuy nhi&n méi chi dimg lai
& mirc d6 manh miin, nhé 1, thuc hién timg phan véi san lugng, quy mé, chiing loai cén han ché. Vi
vay, dé phat trién manh mé nén ndng nghiép hiu co, tinh can cé dinh hudng phat trién ré rang vdi céc
co ché chinh sach dat pha, kha thi hon.

Loi ich tir thue t&

Nhan thirc ré vai tro, vi tri va tdm quan trong cla nén néng nghiép sach, nhirng ndm qua, tinh va céc dia
phuong da day manh viéc san xuat VietGAP, hitu co nhdm nang cao vj thé, khad nang canh tranh, thu
nhap cho ngudi néng dan. D&n nay tinh d4 chung nhan duoc 45ha lta san xuat hitu co véi san lugng
khodng 122 tan sdn pham tai TP Udng Bi va TX Quéng Yén. Nang sudt dat khoang 7 tdn/ha, cao hon
viéc trong lua truyén théng khoang 1 tan/ha, gid ban ciing cao hon tir 10-15% so v&i gao dugc canh tac
theo huéng cl. Tir d6 mang lai thu nhap tang tr 10-30% so véi phurong phép sén xust théng thuong.
Diéu quan trong |4 s&n xuat khéng str dung thudc diét cd, khéng str dung phan héa hoc, thude bao vé
thure vat nén mang lai nhigu lgi ich cho néng dan, gitp én dinh dau ra cho sén pham.







The competitor's analysis is carried out with the two categories:
@® Peanut butter
@® Nut-based oil

3 main evaluation criteria including

@® Brand positioning
® Functional claims/ USPs
® Mediachannels
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BIG NAMES

LOCAL

DAN D PAK

SKIPPY

GOLDEN FARM

HAPPI OHA

HEBEKERY

SPOON IT UP

GU FOODS

Positioning

-Finest food
on Earth

-Something
to make
everyone
smile.

-For your family
delicious, quick,
and nutritious
meals.

-For diet and
weight loss

-Foods Care of
Health and Beauty

-Naturally from
our farmer to your
spoon

-GU Foods, an
healthy ciling phai
cé GU.

Product
Claim/ USP

_No -
Preservatives
-100% natural
ingredients
-Qualify
international
certifications
such as
HACCP, OU
KOSHER, ...

- Only three
simple
ingredients
- peanuts,
palm oil,
and salt.

-Modern
technology
process from
Europe

-The factory is
certified with
International ISO
22000:2018,

-Pure peanut
butter made
from 100%
naturally grown
peanuts
without
chemicals.

-Made from red
peanuts

-100% Natural
- Suitable for
vegans

-Natural and
healthy
-Suitable for eat
clean.

Media
Channels

-Facebook
-Website

-Website

-Facebook
-Website

-Facebook
-Website

-Facebook
-Instagram
-Tiktok
-Website

-Facebook
-Instagram

-Facebook
-Instagram
-Website
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BIG NAMES

LOCAL

TUONG AN

MEIZAN

SIMPLY

BAO TAM

NOOM

AKORO

Positioning

- Tt cho tim
mach

- DAu 4n tbt, hiéu mon an
ngon

- Cho mot trai
tim khée

- Dau nguyén chat tw
Quang Nam

- La cin bép, 1a vuon
sau nha ban

- DAu &n nguyén chét - Khée
dep va tri tué

Product Claim/ USP

-Meizan
Premium
Sesame Oil
contains a
large amount
of healthy
natural
nutrients

-7 steps refining
European technology for
pure oil quality

-Simply is
proud to be
the only
cooking oil
brand
recommended
by the Vietnam
Heart
Association.

-Natural and pure
agricultural products
are completely
extracted from local
raw materials.

-100% peanuts
without any
refining
process.

-100% from peanuts,
pure oil, cold pressed

mechanically unrefined.

-Technology Oil is 3in1to
retain the nut nutrition and
characteristic flavor of nuts

Nut-based type

- Peanut oil - Sesame oil

- Sesame oil

- Sesame oil

- Peanut oil
- Sesame oil

- Peanut oil

- Peanut oil
- Sesame oil

- Peanut oil
- Sesame oil

Media Channels

- Facebook
- Website

- Facebook
- Website

- Facebook
- Website

- Facebook
- Website

- Facebook
- Website

- Website
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SOKFARM®

Ngéng

Sokfam

Products

Variety of agricultural product lines

Coconut flower nectar

Key Activities

Farm and Factory Tours: Ngong has
farm and factory tours for visitors to
explore the product-making process.
“Canh déng sé chia” Program:
Connecting consumers to the farmer
by discount price pre-ordering with
absolute quality.

Farm and Factory Tours: Sokfarm has
farm and factory Tours for
international and domestic visitors.
CSR activities/ Event sponsorship/
Exhibition booth: Sokfarm has many
activities to promote the brand
image toward the public.







OBJECTIVES

Explore consumer behavior/attitudes/media behavior towards green/sustainable food business brand.
Explore consumer awareness and attitude towards brands that accompany with farmer to sustainably

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

METHOD

® QUALITATIVE - SURVEY
@® ANALYSIS TOOL: Google Form

QUESTIONNAIRES BUILD

Frequency, reason to buy, demand and media behavior of sustainable products.
2. Awareness and reason to buy from brands that accompany with farmer to sustainably

cultivate.
3. Brand health check based on Brand Resonance Model.




Section1
Personal Information
(Demographic)

Section 2

Brand Imagery
Brand Performance,

brand.

Explore consumer
behavior/ attitudes/ media
behavior towards
green/sustainable business

Brand Salience

Section 3
Awareness and reason to buy
from brands that accompany

with farmer to sustainably
cultivate.

Brand Feedling
Brand Judgement
Brand Loyalty

Gaps Identification In

Have used the
product

term of
icati

Have not used the
product

Know Pat Foods

Communication visual/written performance

Do not know Pat Foods

Section 4
Pat Foods Brand Health Check
based on Brand Resonance
Model




PERSONAL INFORMATION

Gidi tinh sinh hoc ciia anh/chi 13
Hién nay, anh/chj bao nhiéu tudi?
Anh/chij hién dang sinh song va lam viéc &:

Thu nhéap trung binh 1thang cta anh/chi la khodng bao nhiéu?
Tinh trang hén nhan clta anh/chi:
Anh/chij cé con chua




QUESTIONS RELATED TO GREEN/SUSTAINABLE BRANDS

BEHAVIOR/ ATTITUDES TOWARD GREEN/ SUSTAINABLE PURCHASE AND GREEN/ SUSTAINABLE FOOD
BRANDS

Anh/chi cé thuwérng xuyén can nhic cac yéu té bén virng khi mua hang

Khi mua hang tir cac thuong hiéu kinh doanh bén virng, anh chi thudng xem xét yéu té bén virng & day
la.

Anh/chi can nhéc yéu té nao dau tién khi mua hang cda cac thuvong hiéu kinh doanh thuc phdm
xanh/bén virng?

Anh/chi cé cdm thay tin tudng d6 minh bach vé ngudn gbc sdn phdm cuta cac thuwong hiéu kinh doanh
thwc phdm xanh/bén virng & Viét Nam?

Anh/chi nghi minh cdm théy tin twudng nhat vé nguén gbc/chét lwvong san pham khi ?

MEDIA BEHAVIOR TOWARD GREEN/ SUSTAINABLE PURCHASE AND GREEN/ SUSTAINABLE FOOD BRANDS

Khi anh/chi muén tim hiéu théng tin vé cac thwong hiéu kinh doanh thyc phdm xanh/bén virng,
anh/chi sé tim kiém qua kénh truyén théng nao

Anh/chi mubdn tiép can dwoc véi nhivng théng tin nhu thé ndo vé cac thuong hiéu kinh doanh thuc
phdm xanh/bén virng?

Dinh dang néi dung nao anh/chij sé cdm thay hip dan nhat v&i cac théng tin truyén théng ti thuong
hiéu kinh doanh thywc phdm xanh/bén virng

Ngoai trir vé mat san pham, anh/chij nghi cac doanh nghiép kinh doanh thywc phdm xanh/bén virng nén
céi thién/day manh nhiéu hon vao yéu té nao dé thu huat céng chuang




QUESTIONS RELATED TO BRANDS THAT ACCOMPANY WITH

FARMER
AWARENESS AND ATTITUDE TOWARD BRANDS THAT ACCOMPANY WITH FARMER.

1. Anh chi cé quan tdm dén cac thuong hiéu ddng hanh cung ngudi ndng dan canh tac bén virng?

2.  Néu mua sadn phadm tir cac thuong hiéu ddng hanh cung ngudi ndng dan canh tac bén virng, anh/chi
nghi anh/chi sé mua vi?

BRAND SALIENCES
1. Anh/chi hay ké tén mot sé thwong hiéu ddng hanh cling ngudi néng dan canh tac bén virng
2. Trong s6 nhithg thuong hiéu ddng hanh cling ngudi néng dan canh tac bén virng bén dui, anh/chi
biét dén thwong hiéu nao?
3.  Anh/chi cé biét dén thuwong hiéu Pat Foods?




PEOPLE WHO KNOW DAT FOODS

MEDIA CHANNELS
1. Ban biét dén Pat Foods qua cac kénh nao?

BRAND ASSOCIATION
1.  Khi nhac dén Pat Foods, diéu dau tién anh/chi nghi dén 1a?
2. Anh/chi nh¢ dén Pat Foods nhw 1a

USAGE ]
1. Anh/chijda tirng s&r dung qua san pham cla Dat Foods chwa?

PEOPLE WHO DO NOT KNOW DAT FOODS
WILLINGNESS TO KNOW MORE
1. Sau khi doc qua thdng tin gi¢i thiéu vé thwong hiéu & trén, anh/chi cé nghi rang Pat Foods la mot
thwong hiéu rat tha vi va muén tim hiéu thém trong twong lai khéng?
2. Xin anh/chi hdy néu ly do néu Iwva chon dap an "Rat khéng déng y" hoac "Khdng déng y" & cau hai
trén




PEOPLE WHO KNOW AND HAVE USED DAT FOODS’S PRODUCT

BRAND SALIENCE
1.  Anh/chi mua san phdm khi ?

BRAND IMAGERY o
1.  Anh/chi hay chon 3 tinh tir ma anh/chi nghi sé miéu ta dung nhat vé hinh anh cua Dat Foods

BRAND PERFORMANCE ) ) .
1.  Anh/chi hay chon ly do tién quyét khién anh/chi chon mua san pham cua Dat Foods

BRANDJUDGEMENT
1. Anh/chi thay Dat Foods la thwong hiéu

BRAND FEELING
1. Dat Foods tao cho anh/chi cé cam gidc ban than minh

BRAND LOYALTY
Hién tai anh/chij cé dang st dung san pham clia Dat Foods hay khéng?
Trong twong lai, anh/chj sé tiép tuc s dung san pham clia Dat Foods hay khéng?
Anh/chij sé sén long gisi thiéu Pat Foods dén ban bé/ngudi than khéng?
Khi Dat Foods tb chirc sy kién vé thuwong hiéu trong twong lai (VD: tham quan néng trai, workshop trong dau,..) thi mic d6
san léng tham gia cta anh/chi I3

PEOPLE WHO KNOW DAT FOODS BUT HAVE NOT USED THE PRODUCTS

GAPS
1. Diéu gi khién anh/chj chua sir dung san pham clia Dat Foods




Section 1: Demographic and personal information

Gidi tinh sinh hoc cta anh/chi la: Hién nay, anh/chj bao nhiéu tugi?
180 responses 180 responses

@ Dudi 18 tudi
@ 18- 24 tudi
® 25- 34 tudi
@ 35- 44 tudi

0
g28% @ Trén 45 tdi

28.9%

Thu nhép trung binh 1 thang ctia anh/chij la khoang bao nhiéu?

180 responses

Anh/chi hién dang sinh séng va lam viéc &: @ Du6i 9.000.000VND
180 responses . 9.000.000VND dén duwéi
14.000.000VND

@ Thanh @ 14.000.000VND dén duwdi

@ HaNo 20.000.000VND
®canT

@ NAME @ 20.000.000VND dén dudi
@ Cinth 40.000.000VND

@ pailo @ 40.000.000VND dén duéi

@ binh di
® Thanh 60.000.000VND

@ BinhC @ Trén 60.000.000VND




Tinh trang hén nhan cda anh/chi:
180 responses

@ Da kéthon
@ Chua két hon

Anh/chi:

180 responses

@ Dbacocon
@ Chua cé con




Section 2: About natural, sustainable food business

Anh/chij cé thudng xuyén can nhéc cac yéu t6 bén virng khi mua hang

180 responses

100

55 (30.6%)

14 (7.8%)

83 (46.1%)

25 (13.9%)

Anh/chi can nhéc y&u t& nao dau tién khi mua hang cla céc thuong hiéu kinh doanh thuc phdm

xanh/bén vitng?
180 responses

43.9%

I 27.8%

@ San pham than thién véi méi trwong

@ San pham hd tro cong déng dia phuong

@ San pham xanh/tét cho strc khée

@ San pham co6 ngudn gée 16 rang

@ San pham xanh tét cho strc khoé va co
ngudn gbce r6 rang

@ tatca

@ c6 ngudn gbe 16 rang va tot cho strc
khoe

Khi mua hang tir céc thuong hiéu kinh doanh bén vitng, anh chi thudng xem xét yéu t6 bén ving &
day la:

180 responses

@ Bén viing cho méi trudng (st dung vat
ligu tai ché, quy trinh than thién mai
truong,..)

@ Bén viing cho x& hai ( hd tro nang cao
cudc sdng cho nhan vién, nhom yéu t...

@ Tién loi cho ban than

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

@ Gia ca chét luong phuc vu chét lvgng
san phdm

Anh/chi c6 cam thay tin tudng do minh bach vé ngudn géc san phdm cua cac thuong hiéu kinh
doanh thuc pham xanh/bén virng & Viét Nam?
180 responses

100

FRIZCRED)

61 (33.9%)

3(1.7%) 19 (10.6%)




Section 2: About natural, sustainable food business

Anh/chi nghi minh cdm thay tin tudng nhat vé ngudn géc/chéat lugng san pham khi

180 responses

@ San pham phai dat céc loai chivng nhan,
kiém dinh vé chét luong

@ Duoc tan mét nhin thay quy trinh 1am ra
san phdm

@ San phdm duoc bay ban & cac siéu thi
sach, htru co

@ Ca3dapantrén

Anh/chi mudn tiép can dugc véi nhitng thong tin nhu thé nao vé cac thuong hiéu kinh doanh thuc

ph@m xanh/bén viing?
180 responses
Nhirng thong tin, kién thirc hiru
ich vé xa hoi, méi truong
Chuong trinh khuyén mai
Théng tin vé talkshow, workshop

Céc hoat dong tham quan, trai
nghiém thuc té

1

1

(0.6%)

(0.6%)

51(28.3%)

150 (83.3%

82 (45.6%)

78 (43.3%)

Khi anh/chi theo di théng tin vé cac thuong hiéu kinh doanh thuc pham xanh/bén viing qua kénh
truyén théng nao?
180 responses

Cong cu tim kiém (Google, Saf... 120 (66.7%)
Céc trang mang x& hoi (Faceb... 137 (76.1%)
Hai gia dinh, ban bé, déng nghi...
Tham gia cac hoat dong nhu h...
Khong cé nhu cau theo déi 4 (2.2%)
Website [§—3 (1.7%)
Facebook [i—2 (1.1%)
Instagram
Youtube

Dinh dang ndi dung nao anh/chij sé cam thdy hap dan nhat vai cac thong tin truyén thdng tir thuong
hiéu kinh doanh thuc phdm xanh/bén virng
180 responses

Hinh &nh/Bai viét 150 (83.3%
Video dai (Facebook Watch, Yo...
Video ngén (Tiktok, Facebook ... 136 (75.6%)
Héi cho trng bay va ban cacs... 40 (22.2%)
Tour tham quan trai nghiém thu... 49 (27.2%)
Talkshow, Workshop 14 (7.8%)
Trién 1am 7 (3.9%)

Podcast|f—2 (1.1%)




Section 2: About natural, sustainable food business

Ngoai trir vé mét chat lwgng san pham, anh/chi nghi cac doanh nghiép kinh doanh thuc phdm

xanh/bén virng nén cai thién/day manh nhiéu hon vao yéu t6 nao dé thu hdt cong ching
180 responses

Céau chuyén thuong hiéu 127 (70.6%)
Truyén théng quang céo 114 (63.3%)

Diém ban da dang 70 (38.9%)

Cac hoat dong, event,

0,
talkshow, ... 30 (16.7%)
Uu dai gia ban

Truyén théng quang cdo va diém
ban da dang




Section 3. Business accompany farmers to
sustainably cultivate

Anh chi cé quan tam dén cdc thuong hiéu dong hanh cling ngudi ndng dan canh tac bén virng?
180 responses

80
60

40

27 (15%)

Anh/chi hay ké tén mét s& thuong hiéu dong hanh cting ngudi ndng dan canh tac bén viing
180 responses
150
113 (62.8%)

50
15 (8.3%) o .
3 (C1((GIE(CT (X (GHE(C ((CE(G1E(C (1 (0:62) A TP ((Ch (GHE(C (¢ (€280 (A (G (T (et (A e3¢ G fa a oig

Grab Mart N/A Ngbng, COOP...  TCH, TH true... abavina
Cogote Ko nhé ré 1&m Nescafe Pizza 4Ps Vinachuoi

N&u mua san pham tlr céc thuong hiéu déng hanh cling ngudi néng dan canh tac bén ving,
anh/chi nghi anh/chi sé mua vi?
180 responses

@ Quy trinh canh tac than thién véi moi
trudong

@ San pham xanh/tét cho stic khde

@ Dang hé trg cong ddng ngudi ndng dan
tang thu nhéap

@ Nang cao gia tri néng san Viét

@ Tétcacacy trén

@ T4t ca dap an trén




Section 3. Business accompany farmers to
sustainably cultivate

Trong s6 nhitng thuong hiéu dong hanh cling ngudi néng dan canh téc bén virng bén dudi, anh/chj Ban biét dén Pat Foods qua cac kénh nao?
biét dén thuong hiéu nao? 22 cautra I5i
138 cau tra 16

Cac kénh ban hang Offline (An...
21 (15,2%)

20 (14,5%) Mang xa héi (Facebook, Instag... 10 (45,5%)
16 (11,6%)
Ngbng Farm 16 (11,6%) Website
Agritage Viét Nam
Gao Ong Tho 13 (9,4%)
Nong nghiép hiru co Tué Vién 9 (6,5%) Ban tin tre trén TV
Ecosoi 14 (10,1%)
SenKa Hill Ban bé/nguoi than gidi thiéu

Céc trang thuwong mai dién ti (... 2 (9,1%)

Khéng cé thwong hiéu nao & trén 70 (50,7%)

Khéng nhé ré
N/A

80

Anh/chi c6 biét dén thuong hiéu Dat Foods khéng?
138 cau tra 16

@ Co biét
@ Khong biét

84,1%




Anh/chi co biét dén thuong hiéu Dat Foods khong?

180 responses

@ Cobiét
@ Khong biét




Section 4.1: If respondent knows about Dat Foods

Ban biét dén Dat Foods qua cac kénh nao?
23 responses

Céac kénh ban hang Offline (An...
Mang xa héi (Facebook, Instag...
Website

Céc trang thuwong mai dién ti (... 2 (8.7%)
Ban tin ttrc trén TV
Ban bé/ngudi than gidi thiéu

Khong nhé ré 2 (8.7%)

Anh/chj da tirmng st dung qua sén pham cla Dat Foods chua?
23 responses

11 (47.8%)

15 (65.2%)

Khi nhac dén Dat Foods, diéu dau tién anh/chi nghi dén la? Anh/chi nh& dén Dat Foods nhu la

23 responses

10.0

7.5

5.0

2.5
1 (4.3%)1 (4.3%) 1 (4.3%) 1 (4.3%)1 (4.3%)1 (4.3%)

0.0
Ban bo dau phong, bo hat didu  Doanh nghiép xa hoi giup d& n...
Bo hat diéu cacao N/A

23 responses

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

Doanh nghiép huéng dén sy bén
virng
Doéng hanh cung ngwéi néng dan

o
canh tac 10 (43.5%)

San phdm xanh - sach
1(4.3%)1 (4.3%)1 (4.3%) 1 (4.3%) 1 (4.3%)1 (4.3%)1 (4.3%)

San pham lam tir hat/dau
San pham ngudn géc VN bo dau phong
San pham tir bo,, dau

15 (65.2%)




Section 4.2: If respondent does not knows about Pat
Foods

Sau khi doc qua thong tin gidi thiéu vé thuong hiéu & trén, anh/chi c6 nghi rang Pat Foods la mo

thuong hiéu rat tha vi va mudn tim hi€u thém trong tuong lai khong ?
157 responses

80

74 (47.1%)

51 (32.5%)

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

1

18 (11.5%)

Xin anh/chj hay néu ly do néu lya chon dép &n "Rat khong dong y" hoac "Khong dong y" & cau hoi
trén.

157 responses

100

o (d247,6%)
1 (013(013(013(013(013(013(013(0,6 %1 (0.6 %),
0
Bao bi va brand id... |like to eat nuts a... Na
Cuthé daz ddng... N/A. Nhung minh... NIA

7.(4.5%
2 (113(01E(013(015(015(015(013(013(015(015(015(015(015(013(013(013(0?*(;%;5("°1 (01)3(o;s<

San pham sach Thuong hiéu uy tin na
Thong tin thwong... Vi tét cho méi trw...



Section 4.1.1: If respondent have used Pat Foods

Anh chi chon mua sén ph&m ctia Dat Foods khi Anh/chj hay chon 3 ly do tién quyét khién anh/chj chon mua san pham clia Dat Foods
10 responses 10 responses
@ C6 nhu cdu mua san pham bo/dau tir Yén tam vé nguén géc
hat/dau Tét cho strc khde
: N T T,
® Co nhu ?au m}Ja san pham ung hé San phém ngon 2 (20%)
ngudi néng dan
@ C6 nhu cau mua san pham tét cho méi
trwong Ung ho nguoi néng dan

Than thién véi méi trudng

Ung ho hang Viét Nam
Tin |&i ban bé gioi thiéu 1(10%)
Gid thanh hop li
Giaré 1(10%)
2

Anh/chj hay chon 3 tinh tir ma anh/chj nght s& miéu ta ding nhat vé hinh anh clia Dat Foods
10 responses L . N
Anh/chj thdy Dat Foods la thuong hiéu
Tich cuc
8
B Rétkhong ddngy MM Khong dongy MM Binhthuong Ml Dongy MM R4t déng y

Minh bach
Tu nhién 9 (90%)
C6 trach nhiém v&i xa hoi 8 (80%) II.
Khéng cam thay gi o

8 (80%)
8 (80%)

C6 san pham c6 ngudn C6 san phadm tét cho strc C6 san phdm ngon C6 gia thanh ré Quy trinh than thién véi
gbc 16 rang khoe méi treong

Tao ra gia tri cho nguoi
noéng dan




Section 4.1.1: If respondent have used Pat Foods

Dat Foods tao cho anh/chij cé cam gidc ban than minh:

Trong tuong lai, anh/chi sé tiép tuc st dung san pham clia Dat Foods hay khéng?
10 responses

Bl Réatkhong déngy Ml Khong déngy MM Binhthuong Ml Dongy M Rat dong y

Dl

8

Gilip ich cho ngudi ndng dan C6 trach nhiém véi mdi Sang subt trong viéc tiéu Ty hao vi hang Viét Nam chét 0 (0%) 1(10%)
trwong dung lwong cao |

2

Hién tai anh/chj cé dang str dung san ph&m clia Dat Foods hay khong?
10 responses Anh/chi s& sén long gidi thiéu Dat Foods dén ban be/ngudi than khong?
10 responses
®Co 8
@ Khéng
5 (50%)

4 (40%)

D((?%) I 1(10%)

1




Section 4.1.1: If respondent have used Pat Foods

Khi Dat Foods t6 chirc su kién vé thuong hiéu trong tuong lai (VD: tham quan nong trai, workshop
trong dau,..) thi mirc d6 san long tham gia ctia anh/chi la
10 responses

6
6 (60%)

2 (20%) 2 (20%)

0 (?%) 0 ((f%)

1 2




Section 4.1.2: If respondent have not ever used Dat
Foods

Sau khi doc qua thong tin gidi thiéu vé thuong hiéu & trén, anh/chi cé nghi rang Dat Foods la mot
thuong hiéu rat tha vi va mudn tim hiéu thém trong tuong lai khong ?
157 cau tré 16i

80

74 (47,1%)
60

51 (32,5%)

18 (11,5%)
13 (8,3%)

Diéu gi khién anh/chij chua str dung san phadm cua Dat Foods
13 cau tra loi

Chua c6 nhu cdu
Gia qua cao
Céc diém ban chua thuan tién dé

5(38,5%)
mua

Chua c6 théng tin nhiéu vé Dat 5 (38,5%)
Foods
Dang sl dung san pham cia
thwong hiéu khac

Sau khi doc qua théng tin gidi thiéu vé thuong hiéu & trén, anh/chi cé nghi rang Pat Foods la mot
thuong hiéu rat tha vi va mudn tim hiéu thém trong tuong lai khong ?
157 cau tra 16

80

74 (47,1%)

51 (32,5%)

18 (11,5%)
1(0,6%)
|

1







Gender: All gender, mostly female.

Age: 25 - 34 years old.

Class: Middle and High Class.

Living in HCM City, Vietham.

Married status: all types but mostly have a
family.

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.

Facebook is their most used social media
platform.

They prefer posts with images and reels the
most.




24 - 35

4 out of 5 millennials surveyed
would pay a higher price for
healthy food. (Decision Lab, 2018).

Both Millennials and Gen-Zers are
heavily invested in social justice.
(wecreatecontent.asia, 2021).

For Millennials And Gen Zs, Social
Issues Are Top Of Mind (Forbes,
2021).

Purpose-driven expectation

Both Millennials and Gen-Zers are heavily invested in social justice

LGBTQ+ rights, women's rights, animal rights, consumers’ rights and environmental sustainability are all major concerns

Both generations are driven by these issues, and they expect the same level of commitment from the brands they interact with.

wecreatecontent.asia, 2021

Deloitte.

Deloitte 2 CxO Sustainability Report

Accelerating the Green Transition

Connect to the report > TARGET CUSTOMERS

Female from 25-50 years old
For Millennials And Gen Zs, Income: Upper-Middle and
Social Issues Are Top Of Mind— High Class

5 G
Here’s How Organizations Can Live in Ho Chi Minh city

Drive Meaningful Change .
Behavior: Care about health

A | pelatin BEANOICE ‘ and eat clean, vegetarians,
yoga, ...
Millennials and Generation Zs have long pushed for social change, but : :
5 Dat Foods Client Brief (2023).

the 10th annual Deloitte Global Millennial and Gen Z Survey reveals that
they believe the world has reached a tipping point on issues such as

HE 2l racial justice, inequality and the environment.
Decision Lab Decision Lab
(2018) (2021)

Source: wecreatecontent.asia (2021), Forbes (2021), Decision Lab (2018), Bat Foods Client Brief (2023).




. . TARGET CUSTOMERS
Middle and ngh Class. Female from 25-50 years old
Income: Middle and High Class.
The target consumer of bat Foods is Live in Ho Chi Minh city
Middle and High Class. Behavior: Care about health and eat clean, vegetarians, yoga, ...
Pat Foods Client Brief (2023).
The target consumer could also
reflected from distributors like An
Nam Gourmet, Tour les Jours,...
which have the same target Monthl household ncome level VND milion
consumer class.

Figure 19: Consciousness of food origin by city and monthly household income level

CanTho |

Da Mang

It could be seen from the data that O

people with monthly household Ho Chi Minh City oy , iﬁ:g
income around 14 - more than 60 ' ool R
millions VND tend to be much more

Conscious in Choosing food origin. M Much more conscicus [l Somewhat more conscious [l Nochange Il Somewhat less conscious [l Mot conscious st a

Deloitte’s Vietnam Consumer Survey (2020)

Source: Deloitte’s Vietnam Consumer Survey (2020), Bat Foods Client Brief (2023).



TARGET CUSTOMERS

Female from 25-50 years old
Income: Upper-Middle and High Class.
Live in Ho Chi Minh city
Behavior: Care about health and eat clean, vegetarians, yoga, ...

Ho Chi Minh city Dat Foods Client Brief (2023),

Dat Foods' main geographic Figure 19: Consciousness of food origin by city and monthly household income level
segmentation.

Monthly household income level, WND million

HCM city has the highest rate of R _ ==
conscious consumer than the others area D"H“"'”g_ ) 1420
anol 110 % 195 2040'
Ho Chi Minn City ST 39% T e 13 s

Mare than 60 |

M Much more conscious [l Somewhat more conscious [l Mo change El Somewhat lessconscious [l Mot conscious at all

Deloitte’s Vietnam Consumer Survey (2020)

Source: Deloitte’s Vietnam Consumer Survey (2020), Bat Foods Client Brief (2023).




CAC MOI QUAN TAM CUA TUNG NHOM PHU NU* MILLENNIALS

. . owc Rhoe TREN MANG XA HOI
Millennials care about themself & 7 oo cnom
family healthy living standard. e s e

M i Wl by { ; i
sdn sang trA gia cac hon cho = [0 sunghitp
cic thue phdm linh manh co 33% Su nghiép e vy e

4 out of 5 people surveyed Would pay a chira cac chél dinh duting bd Tinh y&u bén thin I

. . . . sung ho#c thanh phin an toan. B ceam
higher price for healthy food.(Decision Lab, Vo e G et e - e :
201 8)_ nhan thirc 1o lgi ich ;;Ua cac sdn (N =23113 Ivot thio luan) (N = 1,682 luot thao luzn)

phdm ty nhién va& hiu co, ho

d3e bigt chd ¥ dén nhimg gi ho

. . epe . . . dua vao co thé. Tu twdmg na
Married female prioritize their family first o o

g . Su nghigp Sy nghiép
chen 14t cho sire khie vin con = =

while single one care about themself more. A e dh e A ‘ S
trutrng Viét Mam. Thém vao do.

nhan mac voi ngudn gbc xuat
b i [ Khac 3 0 knic

#tr, thanh phdn va han sir dung
& rang cing |3 4 ch
10 rang cing 14 yéu 18 can thibt (N = 11,052 ligt théo luan) < (N = 54,258 lurgt tho lujn)

a4 chidm duge nidm tin cia L
nauntyd figu ding Millsnnials ‘ “"a'rkg?.izﬂm“

Decision Lab (2018) Buzzmetrics (2021)

[ Kic

Source: Decision Lab (2018), Buzzmetrics (2021)




#9: Chosen brands that have environmentally sustainable
practices/ values

40%

#10: Bought second-hand/refurbished items
4

#11: Reduced consumption of meat/ animal products

They Seek for enVironmenta |/ social #12: Paid extra for a more durable/long lasting product
sustainable options when shopping.

38%
#13: Chosen brands that have ethical practices/ values

A research of more than 2,000 UK adults aged 18+ in 2022
revealed that 40% of respondents would choose brands
that have environmentally sustainable practices/values
and 37% would choose brands with ethical values.

Deloitte (2022)
Conscious lifestyle choices

Consumer lifestyle and behaviors that take into consideration other people, the environment, and

Research by McKinsey in 2021 show that up to 91 percent e i
of Vietnamese respondents were aware of and were B pEmaets s e ey een s e

out Vietnam. In one con er survey, 91 percent of Vietname:
partiCipating in a COhSCiOus Iifestyle, hey are of and were participating in a conscious lifes contrast, 86 per
its in Indonesia, 73 perc t

y, 84 percent of Vietnam dents said they were willing to pay a premium fol

Su rvey research indicate that 108 out of ]80 respondents conscious-lifestyle products. T M kh notential ?égg}w)wuzm on in the market.
rate 4-5 pOintS when being ask if they are |OOking for Anh/chi c6 thuéng xuyén cin nhaccac(;eultgﬁeen)Cung Kkhi mua hiang

sustainable options when purchasing. v e

1 |

Source: McKinsey (2021), Deloitte (2022), Bat Foods Quantitative Research (2022) : Dat Foods Quantitative Research (2022)




Facebook users in Viet Nam

5{? 74 750 000

9 {n-9.8% c)7| 59.2%

Facebook is the preference
social media plattform of our TA. II I II
. . - -

1317 18-24 25-34 35-44 45-54 55-64

Statistic from NapoleonCat.com indicate
that the age group of 25-34 uses
Facebook the most (31.6% of all users)

NapoleonCat.com (2021)

Khi anh/chi theo d&i thong tin vé céc thuong hiéu kinh doanh thuc phdm xanh/bén viing qua kénh

From the survey, social media channels is truyen théng ndo?
most used by our respondents.

Céng cu tim kiém (Google, Saf.. 101 (73,2%)
Céc trang mang xa hoi (Faceb.. 100 (72,5%)
Héi gia dinh, ban be, déng nghi...
Tham gia cac hoat dong nhu h... 26 (18,8%)
Khong c6 nhu cau theo doi[ll—3 (2.2%)
Website [ll—3 (2,2%)
Facebook [l—2 (1,4%)
Instagram |1 (0,7%)
Youtube |1 (0,7%)

Pat Foods Quantitative Research (2022)°

Source: NapoleonCat.com (2021), Bat Foods Quantitative Research (2022)




Our target audiences prefer
image posts and reels the most.

From the survey, our respondents prefer
image posts and reels the most when
following brands produce
green/sustainable food.

Source: bat Foods Quantitative Research (2022)

Dinh dang ndi dung nao anh/chj sé cam thay hap dan nhat véi céc thong tin truyén thong tir thuong
hiéu kinh doanh thurc phdm xanh/bén viing

138 cau tra loi

Hinh anh/Bai viét

Video dai (Facebook Watch, Yo...
Video ngén (Tiktok, Facebookr...
Héi cho trung bay va ban cacs...
Tour tham quan trai nghiém thu...
Talkshow, Workshop

Trién lam

Podcast

116 (84,1%)
47 (34,1%)

101 (73,2%)

40 (29%)
12 (8,7%)
7 (5.1%)
2 (1,4%)
100

25 50 75
Pat Foods Brand Survey (2023)




Google Year in Search in Vietham in 2022 indicated
that 84% Consumers want to trust the brand before
buying and 80% Vietnamese people are increasingly
looking for how to check the level reliability of a
product or service

Survey research indicate that 25,6% of respondent
think that they will trust the brand the most when
they could see the process.

'——————————————————1

| Consumers want to trust the I
I brand before buying |
|

U

= = = = = == = = e =y

I Vietnamese people are increasingly |
| looking for how to check the level |
| reliability of a product or service |

L e e e e e e e e e e e e e =]

Google Year in Search Vietnam (2022)

Anh/chi nghi minh cdm thdy tin tudng nhét vé nguén géc/chat lugng san phim
khi

180 céu tra bai

# cac leai ching
chat IFornig
in thay quy trinh I3m ra

duwc bay ban & cac sigu thi

@ C33d3panteén

Pat Foods Quantitative Research (2022)

Source: Google Year in Search Vietnam (2022), Bat Foods Quantitative Research (2022)







TRUTH 1

Truth 1: Consumers pay attention to social
values that contribute to farmers and the
environment community in their purchasing
process.




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. Teday, social responsibility not
only extends to all people and animals
throughout the supply chain but alsoto
the accessibility of the product for the end
user. Consumers are pushing for positive
change to support farmers’ and workers”
livelihoods, economic stability of
‘communities, humane treatment of
animals and social justice.

About Cargill Products & Services Careers il ns

As a global trend in 2023, consumers are pushing for positive S

change to support farmers’ and workers’ livelihoods, and the _
economic stability of communities (ADM, 2022).

Consumer support of farmers

Cargill research (2020) on 2,500 adults in the United States, grows «s a result of COVID-19
Vietnam, Brazil, and Norway found that the majority of challenges, new study shows

consumers are willing to support the farmers produce clean Findings show appetite for technology use on the farm and
fOOd in food production as a solution to overcome on-farm

Cargill (2022]"9¢%

From .the Survey’ 99/180 r.espondent.s Choose "?ntereSted“. or Anh chi c6 quan tam dén cac thuong hiéu dong hanh cling ngudi néng dan canh téc bén viing?
"very interested" when being asked if they are interested in
brands that accompany sustainable farmers. ®

60 66 (36,7%)

72 (40%)
40

20
5(2,8%)

Source: Pat Foods Quantitative Research (2022), Cargill (2022) Bat Foods Quantitative Research (2022) ~




Willingness to pay more for eco-friendly products—by age
groups (T2B)

Decision Lab (2022)

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.

Khi mua hang tir céc thuong hiéu kinh doanh bén viing, anh chj thudng xem xét yéu t& bén virng &

day la:

From the Survey, 81,7% of respondents think of sustainability for e

the environment first when purchasing from a brand with a  Ben g cho mai tuabng (st dung vat

. ope liu téi ché, quy trinh than thién moi

sustainability approach. woong.)

@ Bén virng cho xa héi ( hd tro' nang cao
cuée séng cho nhan vién, nhém yéu t...

@ Tién loi cho ban than

@ Phuc vu tét cho ban than va gia dinh.
Khéng can can nhéc

@ Gia ca chéat luong phuc vu chét luong
san phdm

Dat Foods Quantitative Research (2022)

Source: bat Foods Quantitative Research (2022), Decision Lab (2022)




of consumers are looking for transparency
in the products they use.

The Association for Food Transparency (AFT)

3u 16 nao dau tién khi mua hang cla cac thuong hiéu kinh doanh
n viing?

@ San phdm than thign véi méi trrdng

@ San pndm né tre céng adng dia phuong
San pham xanhitdt cho strc khoe

@ San phdm cé ngudn gdc rd rang

® Sénxuhéin xanh tét cho sirc khoé va co
ngudn gdc rd rang

@ tatcd

@ co ngudn gdc rd rang va it cho sirc
khoe

The Association for Food Transparency (AFT) survey in 2021 shows
that more than 56% Of consumers are |OOking for transparency in Consumers pr,or,t,ze the product Or/qln and qua/,ty the
the products they use. most when purchasing.

According to the Survey, 72.1% of respondents think that the
origin and quality of products are always top prerequisites when —
purchasing.

suy nghi i l&m. Trir 'ﬂ\a‘ ra la ciing luy sin phém & néu nhu
intong hop miong Tacxom i vt coanh ngip inpham o co it cén brand o ¢
g hico b v G e (140 0O/ Y000 DI | i < ot o ning hoat dng CSR hay 1 hocochi
& cac YEU tn xa hoi, gitp 65 tiéng xau vé mnl 6ng? . Theoanh I3 \/KEE chi thich san phdm c6 behind “Néu 1san msam hang tiéu ding “Theo quan Giém cd nhén anh ha, dén nhlmg van de dao dirc, xa hoi nhu

y
ruong nay 1avé nguor |8 KRS 2 T ke Uu tién hon vGi nhibng san | thi s& ch ¥ chat Ivong trrc 1 anh 58 h c can hac oy B 1600 c0 animalesing h o <6 can

i o

H H H o, H ang kho idu: h6 tro cang  (lao Gbng thi anh <& tdy A pham théng thuang. Mua loai nay| sau 6 biét dwoc thém théng nhic mua. Ma 86 cling tuy thudc sin
According to the In-depth interview, 75% of respondents believe L o b e o el e e e e
qudi nong dan) Nnung ma trén hét la L 3 o pham chdt Iwong va trong nhu nwéc mdm cac thu ‘m no ciing Khong cn

that although they do care about social and environmental values e, s i o g i i
when purchasing but their top priority is still product quality.

Kia dén

Respondents prioritize the product origin and quality the
most when purchasing, following social values.

Source: Pat Foods Quantitative Research (2022), Pat Foods Qualitative Research, AFT (2021).







QUANTITATIVE - 1VS1 INTERVIEW
Tool: Google Meet

Perception about sustainable consumption behavior.
Perception of the modern farmer image.
Perception about business accompany with farmer to sustainably cultivate.

Source: Keller, K (2003)



Survey Question

L.m

AS

-Anh chi théy hinh &nh lién tudng
nguéi néng dén hién nay nhu thé
nao

-Anh chi cam théy nhu thé nao vé
tinh trang néng dan thudng xuyén
phai cau ciru” moi nguei giai ciu
hang hda cia minh hang ndm?

“Anh thdy ngudi ta 43
han ché bét thude trir
sdu, ho cling chua tw
chd duoc trong cdu
chuyén daura”

Nguolta s& wu tién la cho cai
nang suat san pham né dwge cao
ay. Coé 1hé 13 ho s& muén 13 nhitng
cai san phém ma dep nhét ngon
nhat dem ra ban ra ngoai thi truang
nhung ma ho sé cé thudc kich
thich cho né moc nhanh hon nay
cha né dau trai nhanh tao thanh
nhiing san phdm dep nhung ma cai
chat lvgng clia né va tac déng
sirc khoe 13 né khéng duoc tét "

"Chi Ihay 14 ho st dung thuéc héa
hgc roi thudc triv sau kha
thwérng xuyén &, cho nén chi
nghi cai d6 ciing khong dwoc
ben vikng lam, con ngudi ta thi
cling dang dén tlen bd hon tuy
nhién vin con nhidu néng dan vin
lam cdch binh thudng dé dam bao
nang sudt ma.”

"Vi gior chi thay nhiéu théng tin
tiéu cwc vé ngwdi ndng dan
v&i moi trwdng nhigu hon”

Thudng anh doc bao mang thi anh
thdy ngui ta hay dwa may cai tin )
méinhu | néng dan minh duroc bat
tay véi cac céng ty dé lam san
pham organic hon né n ngudita
tan dung phy pham de san xuat
tlep Nhung ma cha: ladéy ¥ thi anh
thay nguoi ta vén hay dura tin cau
chuyén “dwoc mia - mat gia,
dwoee gia - mat mua” thudng
xuyén

6 bao gi¢ can nhic
vé cac éu 6 x3 hai. gidp d&
ngudi yéu thé cia DN khi mua
hang khéng? (Vi du hc tree wng
dbng dan tac thidu sb, ngwoi
khuyét tat, giip d& lau dai cho
nguwdi néng dén)

"Thét ra anh cling it
suy nght téi lam. Trir
treérng hop nhl”mg
doanh nghiép cc tai
tleng x4u vé mo

trdrng hay 13 vé nguai
lao dang thi anh sé téy
chay, nhu 1a Vedan hay
1a SHEIN &6 dé

"Anh nghT tiy thudc vao cai brand
story c6 duwoc ké cho khéch hang
hay khéng? ... Theo anh Ia viéc
minh cin nhic san phém déy co
anh hwong den nguéi nong dan,
c6 tac dong 6t hay khéng la | yeu
16 phu théi vi quan trong nhétla

"Tire xem d8i véi doanh nghiép
nhu vay minh s& cd tinh thwong,
chj thich san pham co behind
story, wu tién hon voi nhikng san
pham théng thieéng. Mua loai nay
minh s& déng gop bao nhiéu cho
tré em ving cao, u tién hon. San

"Néu 1 san phém hang tiéu ding
thi 58 chi y chat lwgng tredc
sau do biet dwoc them thong
tin vé cac yéu to xa héi thi sé
céng tin ding va Gng hg

"Theo quan diém ca nhan anh h,

thi anh s& chira c6 can nhic t6i yéu
td d6 nhing ma trwéee tign anh
van sé can nhéc vé chat lweng "

Nhwng ma trén hét 1a
chat lwong phai tot
da r5|: nhirng véan dé
kia dén sau. "

Survey Question

chat lwgng san pham”

pham chét lwong va trong nhu
cau”

NT

-Anh chi théy hinh &nh lién twéng
nguéindng dan hién nay nhu thé
nao

-Anh chi cam théy nhu thé nao vé
tinh trang néng dan thuwéng xuyén
phai “cau ciru” moi nguoi giai ciu
hang hda ciia minh hang nam?

PG

T

Chi thi chi s& nghTla tac déng xau nhidu
hon Phén thi nhu ndy chi 61, mil

“Chi vén 1 phan ti€u curc, bao
organic nay kia bi tra trdn
nhigu lim. Dan tem mac rau
sach nhung khéng phai”

nay cai I quét, ngdp lut nay kia cling do
hguoi ta khung mang rirng dung cach rdi
dc dong xau lén méi truong dat, 1am xdi
mén dat"

Anh chi c d& cé bao gi& cén nhic
vé cdc yéu td xa hai, gitip d&
ngudi yéu thé cda DN khi mua
hang khang? (Vi du: hé tro cing
ﬂ}'mg'dénlrjcthiéu sb, nguai
khuyét tat, giop d& [du dai cho
ngudinéng dan)

"Chi Ihay nong dén ngudita vén phun
thudc cho cay tréng, réi ciing pha rdy
lam nrong d6”

“"Chi nght ho dat profit Ién dau
nén chit lwgng san pham
khéng c6. Mét bing chung hoi lo
ngai véi sén phém chét lwong clia
ngurdi ndng dan nhu s dung
thudc triv s4u va day product
nhanh hon. B4 la ndi quan ngai
cla cac san phdm sdn xudt trong
nuéc”

" Anh thy vin dé & g4y 13 ho cén phu
thugc v6 thurong léi va bén mua lai cla ho
u qua’ ho khéng c6 ké hoach phat
trien riéng ve phan phéi Chua can déi
duge nhu cau thitrudng trong nwde va xuét
khdu. dé dén khi thueng lai bing hang
khdng mua niFa thi m&i quay lai kéu goi ba
con minh giai ciru, thi né cling khéng hay

"Ho c6 ddu ra cu thé ho khang bi
cdi tinh trang dwoc mua métg
mét maa duoc gia Nhu'ng [
nhung ngudi ngudi ta vin lam
néng nghiép theo kidu cii va mét
maa la chuyén binh thudng”

That ra la ciing tiy san phdm &, néu nhur
kan phdm g6 chi biét dén brand d6 co
nhitng hoat dong CSR hay la ho ¢6 chu
I dén nhung véan dé dao dirc, x& hgi nhu
@ khéng cé animal testing thi chi sé can
]hi;(: mua. Ma dé ciing tiy thudc san
pham minh mua nita 4, vi du nhur hang
igu dung thudng ngay nhu nuée trong
nrdc mam cac thir thi nd cling khéng cé
khién chi phai suy nght &, chila v& chat
wong san pham véi gia thanh théi”

“Chi khong tim hidu khéng
iet."

. C6. Chi cé can nhic thém may
yéu té da nira. Mt sé cai vi du nhu 1a
chicéthé quan tam tire 13 bé&n canh
viéc ma nd phai gitip d& cho cong
dong. Mat 56 nhém déi twong trong
céng dung nhu la phu nié hay tré em
toc thiéu s6 roi két hop phéan van... Va
mdt sé cai khac vi du nhw 13 céi trach
nhiém ctia doanh nghiép doi véi doanh
v&ixa héi nd nhwr thé nao vi du nhw ho
c6 dang thué day da hay khang rdi co
nhikng cai hanh vi nao vi pham phap
luét ciia Viét Nam hay khdng. N6 cd
gay nhiém mai treéng hay khéng van
van_. Thi minh cling khéng can nhic
t6i minh yéu t6 d6 minh mua hang cia
doanh nghiép d6 "

“Néu ma gitra cdc brand, chét
Irgng va gia thanh nhu nhau thi
cac brand c6 social activity gitip
d6 cong dong_thi s& support
brand dé nhiéu hon, ddu 46 gidp
d& community ctia minh”

doanh nghiép cé danh tiéng xiu vé méi
trong thi anh sé khéng. con nhitng doanh
nghiép thi anh khéng quan tdm d&n may. "

‘Bling roi. anh cé can nhac”



IN-DEPTH INTERVIEW

GIAY CHAP THUAN
MUC DiCH

Budi “Phong van 1-1" (In-depth Interview) dugc thye hign béi nhom TBP (Tan Bean,
I\gmmf)ucBmh,Llechhmg,l\gmeanhuThn} Sinh vién treong Dai hoc FPT
TPHCM dusi sumeuphmml’hmg \m\mhg\x}mf)ﬂcﬁmhhﬁm&chcmh:mphoﬂg
vin nay hmhcunhandm:ulhmqmumMM\m‘enhmmphmhmqlm
dén ngwei nong din Thong tin th thip duoc trong budi phong van nay sé droc si dung dé
phuc vu cho muc dich hoan thanh khoa ludn t6t nghiép.

THU TUC

Ani/chi s& tham gia budi phéng van v6i Diéu phdi vien va anh/chi sé trd 11 mét s6 ciu héi
lién quan déa ch @8. Cudc thio luin s dwoc ghi &m va mét agudi (Thish vita TBP) & ghi
chép lai ndi dung thio lugn. Cau tra 151 ca anh/chi ¢ the duoc st dung dé lam diF liéu phan
tich, bao cdo trong khuén kho khéa luin t5t nghiép. Thong tin dinh danh ¢ nhén (ho tén) cia
anh/chi s& khdng duoc tiét 16 hay dé cip dudi bit ki hinh thic nao.

Cude thio Iuin 5& khong c6 ding, sai cho ciu trd 161 cdc ciu héi, vi vay anh/chi c6 thé trd 161
theo quan diém vi trii nghiém ca ban thin . Nhom TBP hoin toan t6n trong quan diém, géc
nhin cia anh/chi nén s€ khéng c6 sy danh gia chi quan nao trong cuée phong van.

BAO MAT

Nhom TBP s# phin tich théng tin thu thip dwoc tir budi phong van, nhung nhw 83 néu & trén,
théng tin ndy sé chi dupc si dung trong khudn kho khéa ludn t6t nghigp va moi théng tin
dinh danh ca nhin (ho tén) cBa anh/chi s& dugc bdo mit va dua vao bio céo khoa ludn dudi
dang an danh.

THONG TIN LIEN HE

heuuhch;wbaih’uuhdho&mhﬁcmic,\mlangkmhé

Nguyén Thi Thu Thiy - Project Leader

S4 dién thoai: 0907458682

E-mail: thuyivi0311@gmai com

Téida‘hjt"yn)u}ng!}ﬁnglmémcmgczipvddéng_\‘ﬂmgﬁa déy & theo céc diéu kién 42
néu o trén

Ky tén: (Signed) Ngay: 18/01/2023
Ho va tén:

Consent Form for Interviewees




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?
QS5: 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)

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?

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?

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?
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Comms Platform
Sustainable agricultural ecosystem
The product: Variety of agricultural product lines

DU AN CANH DGNG SE CHIA
Henk trink

cua

mw« mumg g ~
mp“ FARM E,
s e ’ r , hiing niém vué ¥
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Canh dong s¢ chis- Cang dong tiéu ding
sin xuat ben vimg Amap Viet

Community: Where the brand
actively shares extensive
information, tips, customer
testimonial, and moments.

Social Posts: Focusing Farm and Factory Tours: “Canh di‘).ng sé chia” Program:
on product aspects: Ngong has farm and Connectlng'consumers to the
usage, instruction, and factory Tours for visitors farmer by discount price pre-
ordering with absolute quality.

customer feedback. to explore the product
making process.

Ngbéng communication attempts not only to promote the product but also to emphasize brand images on a variety of
promotion programs and farm tours. The message focus on the sustainable development of 5 factors: the products, the
farmers, customer benefit, farm tour, and their technology approach.




SOKFARM®

Comms Platform
Happy farming
The product: Coconut flower nectar

\ ngai_mathoadua_
3\ Ngai Pham - Sokfarm

2024 Following  498.3K Followe
DAC SAN TRA VINH

Com kho quet Mién “Tay” cling LCE - Vo ) 7. S5 3 " M@t Hoa Dira Sokfarm
duding hoa diia Sokfarm ; e Hanh trinh kh&i nghiép néng san Vigt

i s i i 6 Kho soni 61 -] e & many.link/ngai_sokfarm

Product Recipe: Posts Farm and Factory Tours: CSR activities/ Event Tiktok channel: Sharing
that instruct users to Sokfarm has farm and sponsorship/ Exhibition booth: brand information,
cook with products factory Tours for Sokfarm has many activities to processes, products...
international and promote the brand image
domestic visitors toward the pubilic.

When it comes to communication, Sokfarm doesn't just solely emphasize the product’s functional benefit but also promotes its
brand image through CSR activities and also by organizing farm and factory tours.







https://www.socialinsider.io/blog/social-media-reach/
https://dashthis.com/kpi-examples/facebook-ads-conversion-

rate/#:~:text=What%20is%20a%20good%20conversion,be%20around%2010%25%200r%

20more.

Social Posts (39 posts) 11.544 organic reach

Photo Albums (I posts) 256 organic reach

Video (1 posts) 296 organic views

Facebook Page Mimi Contest (1 post) 206 organic reach Meta Business Suite

Event (1 post) 286 organic reach

Facebook Reels (4 reels) 1.184 organic views

Facebook Ads 200,000 paid reach/'views

Facebook Page Partnership |3 Pages, 1 Post'| Page 888 organic reach Partner Meta Business Suite Report

Community Seeding 3 Groups

Registration form 120 Registration| ?ﬂzzgxle EgrrReport; Melietmess

Farm Excurzion Day 60 Participants| Event Report

Facebook Meta Business, Event
Feedback Ferm



https://www.socialinsider.io/blog/social-media-reach/

Conversion Rates

Reach: 220,000 reach
(20,000 organic* + 200,000 paid reach)
Reach Rates
Awareness Key Metric: FB Page’s new followers,

post reach, video view, reels view,
community seeding reach.

Engagement: 3,200 engagement

Engagement Rates Engagement

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

Click-through-Rate Conversion Action: 120 actions

Key Metric: event registrations, event
participants.

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



https://www.socialinsider.io/blog/social-media-reach/
https://dashthis.com/kpi-examples/facebook-ads-conversion-rate/#:~:text=What%20is%20a%20good%20conversion,be%20around%2010%25%20or%20more.
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PROBLEM

USP

SUGGESTED DIRECTION

FAVORABLE KEY MESSAGE

TOUCH POINTS

TARGET CUSTOMERS

The brand currently have no investment in communication activities

Pesticide-free cultivation, HACCP certified, Additives component-free
products

po ;I ItU t: 1S 1 IVil UTIriet Itd: aapebt, dl Id COTISUITICT 'b : Iediti 1.
Promote corporate culture.
Explore a different/new angle toward the brand that stem from customer’s

DO\L

Ll "4 4

Promoting Healthy Lifestyle
Awareness on Environmental Issue

Offline: Point of Sales
Online: Facebook, Instagram

Female from 25-50 years old
Income: Upper-Middle and High Class.
Behavior: Care about health and eat clean, vegetarians, yoga, ...
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Tri n cac anh chi
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-Dom d6m hay xust hién & dau
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Tan Bean

Bire Binh

‘Bie Binh

Géc vuen xanh tai
Dat Foods

'valentine 1: Dat
Foods méch ban
ngo loi yeu
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Event launching
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BDic Binh

Tan Bean

Testimonial - cd
Thao

Tan Bean

Tan Bean

Hoang Hén tai Dat

Foods

Dlc Binh

Dlre Binh

Nhae nhd cudi tuan

|a Event

Tan Bean

Top 2 Iy do tham
gia Event

Content calendar from 9/2 - 27/03

Tan Bean

§§'§§§'§§§§§‘§§§‘I§§§§‘



v Pat Foods 7 DatFoods
FOU05 g Thingz- @ FO09S. 11 Thing2- @

L& TRI AN DEN CAC CHUYEN GIA VA €0 VAN BAU NGANH DA BONG HANH CUNG BAT NHUNG BIEU MA DAT FOODS KHIEN BAN AN TUDNG NHAT
FOODS Digu khién ching t5i b tin vao con duding minh dang di héng ngay d6 chinh 13 sy yéu mén va tin
. . L . o L = . R tudng tir guy khach hang. Trén timg budc chin minh di, Bat Foods rat vui khi gép nhit dudc
6 ném - khaang théi gian khéng qua dai, nhung dd thir thach d& mét startup ton tai nhifng tdm chan tinh cla quy ban d3 dén thdm trang trai va si dung nhiing sin phim cba Pat
6 nam - khodng thai gian khéng qua dai nhung lai d0 dé mét startup tir mét khu huyén nhé Foods.
vuon dén trung tam va ra khoi khudn trdi Viét, dén nhiing gdc trdi mdi ngi mét tréi moc, noi cd — ..Xemthém
sur tlr bién va qué huong clia nhitng chiéc 1d phong. ... Xem thém

“Gia tri phai dude xdy dung “Béng gop cho céng dong
trén tinh minh bach luén fa dieu enh mudn lam."
va tuang dong.” £t Trén Quang Tusm
114 Mugemih NIkt Dy it

., ALL NATURAI.aA

Wy ding cing ddng
“Tinh o mé it duydn néing nahitn soch A Vit Nom
e it 4 mong mdl cdo chi*

st Tt Ty

T Quing cio bi viét ndy 38 idp cin thém In 38n 5342 ngudi ndu ban chi tiéu e ETNAR RRIETRY T3
700.000 .




nar PatFoods

FO005  Dublished by Tan Bean @ - February 28 a1 200 PM -

5 DAU NHO BI BAU - NIEM VUI THEC DAY

& Co thé ban khong d€ ¥ rdng ddu phéng xut hién quanh ta dudi v 6 hinh hai. Ching ndm
trong 1&p nhin gidn rum cia mén an vat cho budi x€ chigu & cong 56, hay ching ¢6 thé ndm gilra
hai 16p bénh mi sandwich cho ban budi sang thit dinh duding, hodc chiing ndm trong mén nudc
s8t chdm d& mén géi cudn lai thém tham ngon .
@ DE dén duge tay ban, ching da phai dén tay nhitu ngudi khac nifa. Tay vun chiing Idn, tay
cham ching khde va tay lam ch... See more

147 Dat Foods
FO095 Published by Tan Bean @ - March 2 3t 7:01 PM - @

DAU F"HO!\IG THUC ;HKT gi\ N!C}'I: LOAl pi_\u:_DlE‘M KHAC BIET DANG LUU ¥ CUA DAU PHONG
50 V31 CAC LOAI BAU KHAC Vi SUT KHOE CUA BAN 1

Mac di 3n d5u phéng cé ¢dm gidc cling nhu hat d&, &c ché hay mic ca lam ta tudng ring ching
chung mat nha. Nhung that chat, dau phdng lai khéng “ciing nha® vdi dam trén ma & chung nha
vdi ho dau? Co nghia I3 d3u phdng chung ho vdi cd dau nanh, dau xanh, dau l&ng...

Digu nay din d&n mét 55 diém giding va khic biét co ban v dac di€m ciu tao gilta dau phang va

... 5ee more

Bau {PHDNG THUC CHAT LA MOT LOAI DALY
DIEM KHAC BIET DANG LUU Y
CUA BAU PHONG SO VOT CAC LOAI DAL KHAC
vi siic khée cilia ban!

DIEM LOI CONG CHINH LA DIEM HAI '

Vi mem cia ho dau tao didu kién cho dau phing
hap thu ca duing chat va chat hda hoc oo trong dat

Fasos

GIUA DAU PHONG VA CAC LOAI DAU CHUNG NHA

DIEM GIONG VA KHAC NHAU ‘

yng nhau Khac nhal

CAC CHE PHAM SINH HOC TU NHIEN
DUGIC DAT FOODS SU DUNG

40! SONg o RNe

&




4.7 PatFoods

FR005  puplished by Dirc Binh @ - March 17 2t 10:00 AM - @

MINI GAME: DOAN NIEM VUI - NHAN LIEN QUA

Biat Foods phat déng cude thi Bodn "Nigm Vui" - Nhin Lign Qua, chi ¢in comment tr3 & dang 13
ban & thé nhin ngay “nigém vui” d&n tir Dat Foods.

Qua diip gidi thiéu mdi duge déng t3i gan day, niém vui clda Bat Foods ludn hién hiru cing vdi
nigém vui moi ngudi. Ciing vai Mini Game - Doan "Nigm Vui" - Nhan Lign Qua dé xem ai nhanh tay
tinh y doan dugc tén "nigm wui” cla Dat Foods dugc xust hién n3o.... See more

Tong gia tri giai thudng [én dén gan
2.000.000 VND

na7 BatFoods
0005 Published by Sitc Binh @ - March 12 3t S00PM - @

BI TRON KHOI SAI THANH - TiM VE NONG TRAI XANH DAT FOODS
Bat Foods 18 chiic Chuyé&n di thim néng trai Dat Foods. Day s& 13 co hdi &€ ban cd mét ngay tich
minh khdi cudc séng ban ron cia thanh phd thudng nhat, v& vdi ddng qué d& co cho minh
nhimg phit gidy thu gidn tron ven bén ngudi than va gia dinh,

& Cac hoat d6ng trai nghiém chinh.... See more

O/AT
FO0DS

CHUYEN THAM NONG TRAI
DAT FOODS

1415 - 17:45
Thar By 01.04.2023
Chi Nhijt 02.08.2023

Gid ve*:
Thuéng: 260.000 VND/Ngudi
Tré om: 160.000 VND/Bé*







The video expresses the joy of farmers and consumers, with 2 parallel sequence actions with
activities related to nuts. Throughout the video, a variety of joyful moments can be seen at 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. Dat 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.
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1. CUShot - Tay bé trdi dau phéng tir
cay ra

2.WS - Cénh toan thé hién néng dan ding
gitka canh déng ddu phéng caa minh

AN ¢
(&)

4. MS - 45 dé qua phéi - Me buwéc téi dat
tui di che 1én ban bép ft duoc background
bép va ban bép

5. MWS -Néng dén bét dau di véo cdnh

dong caa minh (ft bién hiéu “Canh Bong

khéng thudc hoa hoc, khéng thudc diét
cd”)

3.MCU - Néng dén an miéng dau
phdng va cdm thay ngon

EL(E ?

6. MCU - Me |4y miéng sandwich
1én, thé hién dwoc ca bich sandwich
va nguwoi me & background
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7. MCU - Ban tay néng dan nhé cay dau
phéng Ién

8 MWS - Direct Shot- Hai ngwoi nbng
dén dang ngdi nhé dau réi quay sang nhin
nhau cwoi hanh phudc

9. CU - Céan cénh tay hai ngwoi néng dén
lat dau

10. UW - Xe tai Pat Foods dén néng trai.

1. MS - Anh Pat Foods xuéng xe, cudi
hanh phdc quay lai dong ctra xe

12. MS - BackShot- Con bé mac d6 hoc
sinh chay ta vao bép dé chuan bj an sang
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13. MS- Anh Bat v& cé néng dén chuyén 14. MCU- Can canh tay 2 nguoi chuyén 15. MCU- Ban tay me l&y dao got

thung hang Ién trén xe may kéo nhau khay/ thiing ddu chua duoc tudt dé trdi cay ra
dé 1én xe hang, rdt ttr phai qua trdi

j
1'%

16. MS - 60 do- Me dang cét tdo. 17. MS - 60 d6- Con dang 16t chudi 18. CU - 60 do- Me cét tdo
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19. CU - Me cét chuéi

20a. MCU - Eyelevel - 45 dé- Mdy tuébt
hat bét ddu phun hat ra

20c. MCU - A BF dau phéng cdm mét
nam lén va nhin hdi long

21. MCU - 45 dé- Anh Pat Foods danh
tay Idi

20b. MS - Pan qua trdi- Trdi dau phéng
duoc tudt- Hat ddu phéng duoc tréi ra
trén tdm bat

o/ /

22. CU- Con bé mé hii bo dau phéng




23. MCU - 45 do- Tay con bé déu déu trét 24. MS - 60 dg-Con dut cho me miéng tdo 25 MCU - 45 d§- Tay con bé déu déu trét
bo tron déu ra miéng tdo co bo bo tron déu ra miéng banh mi

0. ~—
—\A,\

26. CU- Mdy lam nguéi xoay tron 27. MS - Top Shot- Bé dau phéng 28. MCU - Top Shot- May xay sinh
déu trong déu nhitng hat dau vaio mdy nghién té dwoc béat, nguyén lidu duoc xay
phéng




29. MCU - Chéch Ién trdi 60 dg- 30. CU - Ha bo dugc fill day chéc 31. MCU - Top Shot- 90 dg- Con bé
Me dé sinh té raly ddn miéng tdo 1én sandwich tao
thanh mat cuwoi

32. CU - 45 dé-Eye Level-Tay miét doc 33. MCU - Ngang- Ngon tay miét ngang 34. MCU - Top Shot-bdt hii bo vao

xudng, suot qua chi “Pat Foods” dan label ft “Bo dau phéng mat ong, hinh thang
trai dau”
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35. MCU - Top Shot- 60 dé-Tay
anh BF dong nép thang lai

36. MCU - Top Shot-60 dj-Tay con 37. MCU - Chinh dién - Con bé
bé gap miéng sandwich vdo nhau cdm miéng bdnh 1én &n (miéng
banh trong frame) va cam nhan vi
ngon

—

38. MS - Chinh dién-Con uéng sinh
t6, me an vui vé véi nhau

39. MWS- Backsbot— N&éng dan di 40. MS-Backshot- Néng c/ém‘ dung
trén canh dong cta minh may gieo hat trén canh déng



39. MWS - Side Shot- Pan qua phai
thay a bat Foods dang cting gieo
hat voi v& minh

41a. WS - Canh toan hai nguoi bat
dau cay cay roi supper hién lén +
logo Dat Foods

40. CU - More than eye level - Cay
dau phéng nhé duwoc twei

41b. WS - Canh toan hai nguoi
cay céy blur rbdi supper hién lén +
logo Dat Foods







PRODUCT FEATURE

bat Foods peanut and
sesame cultivation
process adheres to the
principle of "absolutely
no use of chemical
fertilizers, pesticides,
and herbicides before
and during the
cultivation process".

® Accompanying
farmers to cultivate
more sustainably.

Made from 100%
natural nuts

No added
sugar/refined oil
No preservatives




OPTIMISTIC

We believe that we can triumph over income inequality
We believe that others who share our vision will work with us
We believe that together we can achieve the seemingly impossible

SIMPLE

So that we are easily understood
So that we communicate our ideas directly & effectively.
So that we inspire others to act

CONTEMPORARY

To keep pace with global changes & markets.
To appeal to new & young audiences
To be understood & unmistakable

BOLD

To get noticed in a cluttered world
To inform people of the struggles workers & low income families have to face
To be distinctive & confident in our communications




Natural Ingredients < Technology to

& product from produce higher
Vietham quality, better and

faster products

The Farmer who
we strive & partner
with

Source: Pat Foods Brand Guideline



GOOD
NATURAL GOOD NATURAL VIETNAM

VIETNAM

Doing Good . Producing Natural Products. Only Viethamese Resources

Source: Pat Foods Brand Guideline






Strength

Weakness

Products suit the needs of healthy
food-consuming behavior.
Potential product/brand story from
the farmer cooperation social value.

Highly competitive market with big
names and local ones.

Its USP doesn'’t stand out from the rest.
Unclear and lack of investment in
brand communication lead to low
awareness.

Opportunities

Threat

Sustainable agriculture business model
creates social impact, supported by
the government and society.

The possible social value approach of
big players with advanced market
share and brand awareness.




