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ABOUT THE BRAND / Why they exist

VNEXF’R’ESS

boc nhin  Thé gioi  Video Podcasts Kinh doanh Khoahoc Giditri Théthao Phap luat Giaoduc Sird

Y kién > Thoi st Thir bay. 1/1/2022. 12:00 (GM ¢nghiep Xuiit nhap khiu  Nong san

biép khuc 'giai citu' nong san Viét

Lam dung phén hon. thu v vé thye vat: "Thiét
don, thiét kép"

Nam nao ciing c6 nhirng dot 'gidi ciru' néng san, nhung ngudi nong dan Viét van Chrhol- EEEE

san xuat ty phat, thiéu hé théng, dé réi roi vao thé bj dong.

The adversity of “rescuing” Viethamese agricultural products| Over usage of herbicides in agricultural cultivation
The annual adversity of “rescuing” The ongoing worry about herbicides and
agricultural products for the farmers pesticides in vegetables.

Vietnam+
Bai 2: “Dugc miia-mat gia™: Hiau qua tat yéu ctia nén sin xuat

, mat gid” d6l vl nhigu mat hang néng sén 14 hau qua tat yéu cia nén san xuat nong nghiép manh min, thigu ke hoach, thigu
uat vi thi truang tieu thy.

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

“Good harvest - falling price", "High price - Harvest loss" -
the repeated problem of dependence in distribution



SOCIAL IMPACT BUSINESSES
ACCOMPANY WITH FARMERS

FOODS o




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

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

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



ABOUT THE BRAND / Their outcome
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(Smooth, crunchy)
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THE “ASK"” / From the brief

Client Brief

What is it kngwn for?
Whaal are yrur b rondateries?
Aty reguilations wes need i be cautious about?

Business Fulure Milesiones:
= Inmmwﬁodsng:rgbuwduspunnlmwhmm
it Foods i in the process of applying for EU organic certMcation and It 1 sxpected
* hmlm.:ﬂ:nl S023.
Dt Foods communication channels:

tipeicatfoods, wnfvil
hitps:iiwww. instagram. comidatioods wnl

BetFoods

06 Dec 2027

Feh 20075 - Apil 2023

ng ‘soctal campaipn, video production, and avent

DELIVERABLES Social meda campaign: produsing products inchuding = video and an evert.
Eval pose
KEY CLIENT DECISION MAKERS | Datfoods's BODs
BUDGET

Pomsson FEss | NA

KEY DATES S DURATION

DATE (STRATEGY) | 15 De: 2022 - 22 Dec 2022

3Jan 2023 - 7 Jan 2023

OVERVIEW OF PRODUCT /| SERVICE
What is it and nd'\almenlrﬂ:'mls #= USP?

Angwer:
2 main product linss
®  Butler: pearul buter, and cashew buter.
®  Oil: pearut cil, yelow sesame oil, black sesame o,

Product Features

Butier Line:
[hnmlmu@lmuwrﬂndmd&m’ oil.
M:I‘Ed:in':ks. o pesticdes in the oulivation process.

0 axditivess im the production process.
Dza.m:ﬁs peanul butter processing process lmits the ratural nuiritional companents of
peamis.

* Wilhoul any presenatives and addilives. Completely natursl, ron-chemical product.
safety.

WsF of iha social value: accompany wiih ihe farmer to cultivats nuts.

DATE (CONCEFT]
START OF
CAVMRAIGN Feb 20z
END OF -
CAURHIGHN A
MUNICATION APPR
PROJECT BACKGROUND Angwer:
What i the reason for this bief? Is it 2 Pitch, Branding Campaign for Bt Foods
Inifative, or Cornmissioned Scpe? -
PROIECT OBJECTIVES Angwer:
« Lowbrand awereness

n your
the need for this bricf?

= Socil media channel b nal been fully optirized

OWERVIEW OF TARGET AnGwer:

Whi are we Erying Io reach and why?

Whiat are their demographics Target Cstomer:

‘What is the raks of the i their lives? - Fmﬂe&—iﬁmddl’uhfﬂriﬂ
are thes brand, bolh pasitive:

and negatve? - Bcfmlu'{'.uedxuhcdhu'dcndcm

*  Mayindude Tiness

KEY ME33SAGE TO LAND Answer:

What is the key message you want io/land with this Free o propase

audience?

REASDNS TO BELIEVE Answer:

VWhat is your crexdility o claim this?
Wy shauid your audience believe this message?

Natural farming cul feation, no chemicals
Certificaste of HACCP - Food Safety

m.s. biting growe?
prajess oulcomes help o business o
u.gm d:p:n ves?
THE ‘AEK Angwer:
\What zre you asking L 1o da? B eeommenastan
Whiat s the corrmicaions task in ight of he abaw aspect, and p—
ahjecives? + Promote brand vave
‘OVERVIEW OF THE CATEGORY Angwer:
Wbl sy o i b f? OrericNatursd butter and ol products
Whiat caegry are we playing n? [
mniswma'mmz? «  Domesic Goiden Famm, Dan D Park,._
e
.
Nug-bosmed Ol

o Senpiy, Tuimg An, Meizan,

i A
OVERVIEW OF THE BRAND Answer:
What iss it and wharl doess it stand for — Brand ldea or E i i T i their inoome:
Purpse? by v

What
amsocinted with your brard?

Deu:iq:n:m.Dmrmn Trarn: L, Nature, and Equeiy
ﬂgha—-dmmdylmalmnm«mmmm o s "

TOUCHPOINT S Answer:
Whhizr, wehezre, aind wigh wham might this sudienes Offine= Stare (An Marm, Kingfoos,..)..
mmmamumm Onifine’ Facebaak, Instagram
L
umnnnmm you?
KPl2 Anawer:
Hiow wioudd you defire suctess for this riisive? Freely i proposs
‘What are your benchirorks — the ones we'd need o
adiieve or beal?
MANDATORIES Angwer:
‘Whiat are the distinctive brand assets thal must be. The Brand Guideline will be =enl 1o you
il 5. vk b, i, ., o Ma specific cagions.
e tal .




FUTURE MILESTONE CURRENT PROBLEM

In mid-2023, bat Foods are going to The brand currently has low
expand its product lines with new investment in communication
products. activities.

bat Foods is in the process of applying
for EU organic certification and it is
expected to be issued on 4 or 5/2023.

THE “ASK”
bat 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
sesame oil: 100%
pure sesame oil

GuFoods peanut butter: diet,

. . . suitable for clean-eatin
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. 2
Tuong An peanut oil:
100% pure

Happi Oha peanut butter
100% peanuts



From the market research, we found
out that...

The peanut butter and oil market in Vietham are already WU 1T with many names from
ol[s R R eI ETa (SI el Cldlsle B o sl ET@dh ealth-driven functional benefits.

Dat Foods \"1IN Tl 4 X1 1R XS £1y Lo KeI0i i'if they continue to claim the same health benefits

Therefore, it IS necessary to further [o]{e] (AR 1Y JeTeTe EEL A EIRVEI (V= to be distinctive in the
sea of sameness.

- o SEE—— e = mw. o ma— T L T o S — ETT OLE B W - - O e




BRAND BRAND
COMMUNICATION COMMUNICATION
CHALLENGES OPPORTUNITIES

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

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

) ) It is necessary to further expose the value of bat 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 bat Foods Facebook Channels

2017-2018 2019-2020 2021 2022

Farm Tour Discount Program CSR . Expo Display
Noticeable Promotion Recipe with BF’s Collaboration Activities
Content Recipe with bF’s Product with other . Trainee
Angle Product Social Program

Enterprise
Comms A more comprehensive sustainable
Clean products from farmers .

Platform approach for the community

Social media in general, bat 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
bat 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 bat 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: bat Foods Quantitative Research (2022)

About

Post reach

The number of people who saw any of your posts at least once. This metric is estimated

° Enter location Crganic

o DAT FOODS 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.

© sAn PHAM CUA NGUGT NONG DAN VIET NAM I'd
Bat Foods dang hanh cing ngudi nong dan dia phuong
dé chuyén ddi sang canh tic tu nhién va sdn xust cic sin
phém ... See more

Paid

Y

|b 3,245 people like this

3 3.433 people follow this

Pat Foods Facebook Fanpage

Anh/chi hay k& tén mdt s& thuong hiéu ddng hanh ciing ngudi néng dan canh tac bén viing
180 responses

150
113 (62.8%)
100
50
15 (8.3%) S 7.3,006
(1 E(CAE(CA 00T ((CAE(CH (T F(CIE(CT (T (O 5‘,§;(-4‘(?1‘[U F(C 6(C1 E(CAE(CA ([T (02201 (T (CAE(CA (A ((CIE(CH F((ﬂ(mf[@d‘-:;[‘131(1“(1[(0 (0:6'
o A el =
S - T DatFo.

sustainable farmers?

Trong s6 nhimg thuong hiéu déng hanh cing ngudi nang dén canh tac ben ving bén dudi, anh/chi
biét dén thuong higu nao?
180 responses

02 (56.7%)

50

Among the brands that k.)accompan_‘y the 3ustainab/e farmers
below, which one do you know?

o s




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 Imagery Transparency and Social

from the farmer Responsibility

Produce all-natural bean products Transparent in the production

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

development

Low Brand Awareness

bat 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 PAT FOODS AMONG : IMPRESSION OF : PARTICIPATE IN THE
CAMPAIGN ACTIVITIES.

TARGET AUDIENCE AS A ! AUDIENCES TOWARDS

SOCIAL IMPACT ENTERPRISE : DPAT 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, Vietnam.

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.

g
§
\



TARGET AUDIENCE RESEARCH

We conducted a SURVEY with 180 respondents and an IN-DEPTH INTERVIEW with 11 respondents
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I values that contribute to I I Products origin & quality 1
‘\ farmers and the | 1 are always customer's 'l
\ environment in their / \ top purchasing priorities. /
\ 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 PAT FOODS

The brand purpose Distinctiveness Value for consumer
WHY WE DO HOW WE DO WHAT WE DO

For both the farmer and
consumer community
sustainable development.

Cooperating with farmers
to cultivate nuts helps
improve not only the
farmer’s life but also the
environment and the
quality of their products.

The natural quality and
transparent origin is what
we offer for consumer
directly through the
products.

BRAND VALUES NEEDS TO BE STRENGTHEN
IN THE BRANDING CAMPAIGN









Key message: bat 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

$e

do

$e

64

Awareness

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

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

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

Photo Albums

Action

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

Engagement

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

Make the target audience better
understand the values of bat Foods

Make the target audience believe in
bat Foods’s values.

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

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

Video: Brand Manifesto 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 Dat
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 a legume not a
kind of nut

Process

The brand shares
information about the
product making process

Showing that bF is
transparent in every
making process

- The process of
harvesting

- Peanut butter making in
the factory

Branding

Highlighting the value of
PF through meaningful
stories

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

- Ms. Hai - the first farmer
to associate with Dat Foods
- 5 core values of Dat
Foods toward customers



Pat Foods
9005 3ng3y - Q
CUNG GAP GG “SAP NHO" TRONG NGOI NHA CHUNG DAT FOODS
M?i dira trong nha chung Dat Foods du dugc cung chigu hét muc vi ching chinh 13 két tinh cho
s ménh cda Dat Foods - mang dén nhing san pham ngon, sach va dugc trdng thuan tu nhién va
6 tréch nhigm nhét c6 thé cho moi ngudi

Chinh chiing gitip phit trién ngudn néng sén clia ngudi néng dan Viét Nam thanh nhiig sin
pham ché bién c6 gié tri cao hon, gitip sinh k# ciia ho duoc 8n Ginh va cai thién... Xem thém

.7 DatFoods
0005 pyblished by Tan Bean @ - March 13t 7:00°M - Q

2 LUOGNG MUGI €O TRONG BO DAT FOODS LIEU CO AN TOAN CHO SUC KHOE CUA BAN?

& Ban 6 biét huang vi cda ba déu phong s& day mui, hdp dan hon rat nhigu khi cho thém mudi
khéng? Mudi gilp tang mui vi d3u san ¢6 cba dau phdng va cén bing lai vi ngot. Ddng thai, né
con gilip bo dau phong thém mém va sang min.

1 Tuy nhién, vi mudi dang hd trg digu vi nén c6 thé ban s& khé c6 thé nhan biét ban than dang
tiéu thu mudi va kiém soat dugc lidu lugng khi s& dung.... See more

Dat Foods

70005 March2-@

DAU PHONG THUC CHAT LA MOT LOAI DAU: DIEM KHAC BIET DANG LUU ¥ CUA DAU PHONG SO VOI
CAC LOAI DAU KHAC Vi SUC KHOE CUA BAN |

Mc d &n d3u phéng c6 cam gidc ciing nhu hat dé, 6c chd hay méc ca I3m ta tudng ring chung chung
mét nha. Nhung thit chit, d3u phdng lai khdng “ciing nha* véi 34m trén ma & chung nha véi ho dau?
€6 nghia 14 Gu phdng chung ho véi ¢a G3u nanh, G3u xanh, ddu lang...

Digu nay din Gén mét s6 didm gidng va khac biét co ban vé d3c diém ciu 30 gika G3u phong va ... See
more

DAUPHONG THC CHAT LA MOT LOAI DAU:
DIEM KHAC BIET DANG LUU Y
CUA DAU PHONG SO VOI CAC LOAI DAU KHAC
vi stic khde ctia ban!

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

Giong n Khac nhau

oe &
&

m = el

DIEM LOI CUNG CHINH LA DIEM HAI @’ CAC CHE PHAM SINH HOC TY NHIEN
! DUQC DAT FOODS SUDUNG

\ SO/ T RUN
40\ S0 DTN
@ v
<RO BEy Q\OUONG
v mim il ho dbu tao dibu kién cho dbu phéng :
hép thu ci dung chit va chit hde hoc <6 trong dit
\ T T
\ Foods Faods

Product Contents on bat Foods Facebook page



Pat Foods

70005 March7-@

[HIEN TUONG DAN GIAN NAY CO THE BAN CHUA
TA! SAO KHONG CON XUAT HIEN DBOM DOM NUA?
Ién nhiéu, lic trén tay nhimg Gira con nit 13 béng ¢6 lau, con
iéu thai tho
y Gudi theo dom dom,
hiéu & nh...

&3 Ngay xua, khi thanh thi cén chua m
giun con dé chir khéng phai chiéc iPad thi dom dém thud
&u. Nhimg budi Gém thanh binh, Gam tré con trong x6m cling chay ra 6dng ch:

bt dom G6m tha vao vd triing @€ chiéu sang c6 1€ 13 hinh dnh gi& khdng con duoc th;
See more

TAL SAO KHONG CON XUAT-HIEN
POM BOM'NUA?

Dat Foods
0005 Ma <]
Néu moi ngudi thac mac méo My Diéu di dau, thi Dat Foods xin thua My Diéu di chai Farm Tour x3 lang
quén I6i v& cudi tuan roi, bdy gid mdi dap canh duoc tdi nha @@ oy’

. ALL VIE
yén Cl Chi, TRHCM

DAT FOODS - ALL GOOD. ALL NATURA!
# Dia chi: 4, Dudng 217, X3 Hoa Phy, ¢
JSOT: 003
Web... See more

Dat Foods

7o00s 9@

GOC VUON XANH AN LANH TAI DAT FOODS

{3 D3 bao lau rdi ban chua duoc hda minh vao thién nhién tho mong cba cude doi?

» Rai xa chdn thanh thi x6 bd, khéi bui tp nap, ai trong mdi ching ta hdn s& c3n mat lidu detox vai
ngudn nang luong an I3nh va tu nhién. N6 ¢6 thé 1a huong gi6 bién mét ruci thodng vi muéi bién, hay
né ciing c6 thé 13 khéng khi thién nhién bén dong sudi mét. Riéng tai Dat Foods, chiing téi lua chon tha

ods, ¢
hon minh vao gé¢ vudn xanh do chinh tay minh trong nén.... See more

’ N

Entertaining Contents on bat Foods Facebook page



Dat Foods.
a0 e

oo
[CAU CHUYEN NGUO! GIEO HAT]
CO HAI - NGUO! NONG DAN DAU TIEN DONG HANH CUNG DAT FOODS

# Khi gisc mo dem dén cho ngudi tiéu dung nhing sin pham tir hat thudn tu nhién van dang dan
Guoc Dat Foods xdy dung, thi ¢ Hai la ot trong s6 nhing ngudi néng dan Gu tién @3 kién tr cing
Dat Foods mdi ngdy mét chit trao d8i kinh nghiém ky thudt canh tic 6€ quy trinh ngdy cang téi uu.

See more

FOODS

NGUOI NONG DAN DAU TIEN
DONG HANH CUNG DAT FOODS

Dat Foods

roos 13-@
[CAU CHUYEN NGUQ GIEO HAT]
LONG - CANH EN KHONG MOI CUA GIA BINH DAT FOODS
4c dén D3t Foods, 8a s6 quy khich hang va cc d6i tac & nh ngay dén anh Tran Dang Dat G d

3 anh 83 gén lign vGi thuong hiéu. Nhung con mot ngudi anh I6n tham 1ang & bén canh anh
nd lirc quan xuyén moi viéc tir trong xudng ra dén ngoai rudng va cham séc nhimg “dira em:
trong gia dinh Dat Foods nia 86 chinh 13 anh BUi Thang Long - Dang Séng Lip cla D3t Foods... See

- 'ﬂ/.\T ’

FO0DS

.-BUIL YHANG LONG
L /

more

CANH EN KHONG MOI CUA
GIA DINH DAT FOODS

Pat Foods
7000 -
GIA TR COT LOI CUA DAT FOODS 881 VI NGUG NONG DAN VA NGUX TIEU DUNG

Mudn nha chic thi mong phdi ving
Mudn 6i Gén dich phdi ¢6 1a ban.... See more

CUA BPAT FOODS DOI V3

Branding Contents on bat Foods Facebook page












Name: “Gieo Mam Hat Nho, Thu Niém Vui Chung
- Dat Foods Brand Manifesto Video

Genre: Brand Manifesto Video

Duration: 1 minute 30 seconds.

Objective: To convey the story of Bat Foods
comprehensively, concisely and relatable to the

audience

Mood & Tone: Natural, Positive, Uplifting

DAT

FOODS
ND MAN.I.FESTO VIDEO!

120:30 1 4.03.2023




SHOOTING BOARD SUMMARY
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VO: Niém vui trong doi khéng tw VO: Ma ching dén tir “hat dau ngot” VO: La c6 thé thay thién nhién van wom mam
nhién ma dén dwogc két tir hanh dong caa chang ta sw séng

VO: Niem vui la dwoc thay nguwoilam néng cé thé
tiép tuc an tdm véi céng viéc cia minh

W

VO: La c6 thé thiy bira an moi nguwoi ngon lanh va ven toan dinhdwéng

S -

VO: La c6 thé thay niém vui cia moi ngusi VO: T4t ca tao nén vdng trén bén viing, ndi niém vui nhu dudc gieo I6n
luén c6 Dat Foods déng hanh. trén canh déng bat tan

VO: La gieo thuan tu nhién nhiing hat

VO: Niém vui day dén ti hanh
mam dau nho

ddng chung tdi chon




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 Bat Foods is doing is sustainable in the long run for
the community and nature.

Sequence 1: Happy farmers are
happily harvesting a quality
peanut. Dat Foods processes the
batch wholeheartedly and sends
the outcome to consumers.

: The Mother and
Daughter are preparing their
breakfast on weekends with joy and
laughs as it is a cherishable family
moment.



1. CUShot - Tay bé trdi dau phong tir 2.WS - Cinh toan thé hién néng dan dirng 3.MCU - Néng dén an miéng dau
cdyra gfra canh ddng dau phéng cia minh phéng va cam thdy ngon

v [ \GA

(e
\ \
4. MS - 45d6 qua phdi - Me budc téidat 5. MWS -Néng dan bdt dau di vdo canh 6. MCU - Me Ildy miéng sandwich
tui di cho 1én ban bép ft dwoc background dong cia minh (ft bién hié¢u “Canh béng 1én, thé hitn duoc ci bich sandwich
khéng thudc hoa hoc, khéng thudc diét vé ngin‘yi fﬁe & baékground

bép va ban bép
c6”)



7. MCU - Ban tay néng dan nhé cdy dau 8. MWS - Direct Shot- Hai ngwéi néng 9. CU - Can cdnh tay hai nguoi néng dan
phong lén dan dang ngoi nhé dau roi quay sang nhin latdau
nhau cwoi hanh phudc

10. UW - Xe tii Pat Foods dén néng tral. 11. MS - Anh bat Foods xuéng xe, cuwoi 12. MS - BackShot- Con bé mic do hoc
hanh phdc quay lai dong cira xe sinh chay ua vao bép dé chudn bi dn sang
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13 MS- Anh £xt va ad ndrng dén chuyénthing 14 MQU- Gincanh tay 2 ngudi chuwénnhau 15 MQU- Bantay e /3y dao got trai GGy

hangléntrénxe ey kéo khay/thung dsu chua duoc tudt e o Ién xe hang ra
, rat tu' phai qua trar
/o
/ /
/ y /
Vav4

0

16 MS- 60d5- Me dang cit tdo 17. MS - 60 d5- Con dang It chuoi 18 QU- 60d6- Me Gt tdo
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19. CU - Me cat chudi 20a. MCU - Eyelevel - 45 dé- May tudt 20b. MS - Pan qua trai- Trai dau phéng
hat bdt dau phun hat ra duoc tudt- Hat dju phdéng duoc trdira
trén tam bat

B o /

20c. MCU - A BF dau phéng cam mdt 21. MCU - 45 dé- Anh Bat Foods danh 22. CU- Con bé md hid bo ddu phéng
nam lén va nhin hailong tay /ai




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

26. CU- My lam ngudi xoay tron 27. MS - Top Shot- B6 ddu phéng 28. MCU - Top Shot- May xay sinh
déu trong déu nhing hat diu vao mdy nghién té duoc bat, nguyén liéu duoc xay
phéng
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29. MCU - Chéch lén trai 60 dé-
Me dé'sinh té'ra ly

32. CU - 45 do-Eye Level-Tay miét doc
xuéng, suot qua chd “Pat Foods”

30. CU - HG bo duoc fill day choc

33 MCU - Ngang- Ngon tay miét ngang
dan label ft “Bo dau phéng mat ong,
hinh trai dau”

31. MCU - Top Shot- 90 dé- Con bé
ddan miéng tdo Ién sandwich tao
thanh mat cuoi

34. MCU - Top Shot-Bat hd bo vao
thang



/

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

anh BF déng ndp thang lai bé gdp miéng sandwich vao cadm miéng banh Ién an (miéng
nhau bdnh trong frame) va cam nhdn
vi ngon

e——

38. MS - Chinh dién-Con uéng 39. MWS-Backshot- Néng dén di 40. MS-Backshot- Néng ddn dang
sinh t6, me dan vui vé vdi nhau trén canh déng cua minh may gieo hat trén canh déng



39. MWS - Side Shot- Pan qua phdi
thdy a bat Foods dang cung gieo
hat voi véi minh

4la. WS- Canh toan hai ngudi bat
dau cay cay roi supper hién lén +
logo Pat Foods

40. CU - More than eye level - Cay
ddu phéng nhé dwoc tuéi

41b. WS- Canh toan hai ngugi
cay cay blur réi supper hién lén +
logo Bat Foods
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Miss Hai’'s Farm



Pickaxe

Peanuts

Peanut Basket

Agrimotor



Scenario 1: The Farm
Props

CANH DONG DAU PHONG

THUAN TU NHIEN

KHONG KHONG

® ®

THUGC DIET €6, HOA HOC THUGC TRU SAU

Conical Hat Field’s Sign Peanut Tree

Little Peanut Peanut Thresher
Tree Machine



Scenario 2: The Factory
Film Set

The Factory



Scenario 2: The Factory
Key Props

Peanut Butter Unlabeled 210g
Crusher Machine Peanut Butter Jar

Half - Labeled
Peanut Butter Jar

Labeled Peanut Carton Box
Butter Jar



Scenario 3: The House




Scenario 3: In-House
Key Props

Stack of Sandwich Blender Fruit Knife

bat Foods 570g Trai Tao Trai Chuai



Scenario 3: In-House
Props

Knife

Spice Jars

Chopping Board bat Foods Peanut Oil
250ml

Paper Bag



In Charge

1 |Sonya7Ss3 1 Binh + Phong
2 |Canon 750D 1| Borrow v Binh + Phong
3 |Sony Battery (Ravpower FZ100) 4 _ Binh + Phong
4 |Canon Battery Charger 1| Borrow v Binh + Phong
5 |Ravpower-FZ100 Battery charger 2 _ Binh + Phong
6 | Smallrig cage for Sony a783 1 _ Binh + Phong
7  |Lens Sony Carl Zeiss Vario Sonnar T* 55 f1.8 1 _ Binh + Phong
8 |Lens Tamron 28 - 75 F2.8 1| ) Binh + Phong
9  |Lens Canon 18-55mm f 4.0-5.6 1| Borrow v Binh + Phong
10 |Lens Canon 50mm f1.8 1| Borrow v Binh + Phong
11 |Momtor Set 1 _ Binh + Phong
12 |Dana Dolly 2.5m 1 _ Binh +~ Phong
13 |Monitor mount 1| Binh + Phong
14 |SD Card (128GB) 2| Borrow A Binh + Phong
15 |SD Card (64GB) 1| Borrow hd Binh + Phong
16 |SD card (64GB) 1| Borrow v Binh + Phong
17 | Camera Mount on Kupo 1| Borrow v Binh + Phong
18 |HDMI cable (Fullsize-HDMI) 2| Borrow v Binh + Phong
19 |ND Filter for lens 67, 49mm 1| Binh =~ Phong
20 |Tripod 1| Bomrow v Binh + Phong
21 |Flycam 1| Borrow v Binh + Phong
22 |Hard disk 1”TB+2TB 2| Borrow v Binh + Phong




Item

In Charge

LIGHTING PACK
1 |Godox SL60W 1| Borrow v Binh + Phong
2 | Yongnuo LED YN60OL II Pro + Lightstand 2| Bomow > Binh + Phong
3 |Nice Foto SL600A 1| Borrow > Binh + Phong
4 | Apurture P300c Pl Rent hd Binh + Phong
5  |Amaran 200x Rent > Binh + Phong
6 |Aputure LS 600d Pro Rent M Binh + Phong
7 |Nanlite PavoTube 15C + Ballat 2| GE ¥ Binh + Phong
8 | 5imnl Reflector 1| Borrow v Binh + Phong
9 |Pindén Younguo F790 6| Borrow . Binh + Phong
10 |Nice Foto Parabolic Softbox 1| Borrow . Binh + Phong
11 | Softbox+Grid for Apurture P300c 2| M Binh + Phong
12 |Nanlite Fresnel 2| Bomow > Binh + Phong
13 |Black Flag 2 _ Binh + Phong
14 | White Seal 6 Binh + Phong
15 |Reflector 2 Binh + Phong
16 |Lightstand 750 — Kupo 12| GE ¥ Binh + Phong
17 | Sandbag 10| QG v Binh + Phong




STRIPBOARD

Day 142

STRIPBOARD - "DAT FOODS BRAND MANIFESTO VIDEO" DAY 1

SHOOTING DAY 1
23/02/2023
LOCATION: AT FOODS FARM (b glmaps/ABW Kxb6 )
ONSET: $:30AM
ROLLING TIME: 6:00
Production Team: 5:00AM
Actors: 6:30AM
No | Time | SHOT | SCENE HEADING | DAY/ NIGHT | CAST [ SHOOTING LOCATION EST.SHOOT TIME
1 | 600.630 | 40 |cay. DAY | cay |Facea DF 30 munutes
BREAKFAST TIME: 6:30 - 7:00
+ [ o [ o Jneon . T oo e p—
Ach Dat Foods xadeg xe, cwn byah phic quay Iy Song ciéa xe
s 730815 i) pay Fam G Hai 45 mimutes
[ 513500 [ éng din bis 83 di vho cink Sing coa misk DAY Fam C3Hai 35 mimutes
5 | 900545 |Bn tay néng din obd ciy dho phieg tin DAY Fam C4 Hai 45 mimotes
s | s Az Dot vi ¢4 pdeg din chuye i ke e iy béo DAY [Beg dit 45 miures
7| s, Cin cich ty 2 ngosi chiyéa ahan khay thisng bu cha voc fudt 1 &9 lén e g . rit i phii ua wii__| DAY Budng din 20 minutes
[
) 1033 - 12 My rudt hat bt aho phiss bt ra, ash Dt la vh gom léa o abin dbs DAY A Dat Fasm DF 1 bour 25 minvtes
io
LUNCH TIME: 12:00 - 13:30
m 8 [Haiagubi bag din dang ngé abd Gba b qusy sang i shas cob b phic ca Haiva Neag dia 2 Facm CaHr =
iz W I i s BetFoods fang chag geo byt v miak IcaBuABa e 30 s
13 | 15001530 | 38 | Clowe vao tay dang gieo bt rudng dit 3 Conn Fam tong 30 mumstes
14 14:15 - 15:00 37 |Néng din & b dés P 3 C6 Hai Fasm trong 45 mumutes
15 1 Tay bé trid & ey i N 4 Hai Fasm Cé Ha 30 mumutes.
16 2 | Canh toan feature néng din dimg pila cank ding Shu phing coa mich e Cé Hai Farm Cé Hai 45 mmutes
[ 5[ eng dim g 84 b v cm ok mgon [soser — [com Furm CoHar 50 minstes

STRIPBOARD - "DPAT FOODS BRAND MANIFESTO VIDEO" DAY 2

SHOOTING DAY 2
25/02/2023

ONSET: 6:00AM

PAT FOODS FARM (https://goo.gl/maps/ABWSZidgJfQaRKxb6 )

ROLLING TIME: 7:00AM
Production Team: 02:00PM
Actors: 02:30PM
No Time SHOT SCENE HEADING DAY / NIGHT CAST SHOOTING LOCATION | EST. SHOOT TIME
1 15:00 - 16:30 10 |Canh dai (FLYCAM) may cay chay tér, thiy dwoe von du — dwong dat | DAY anh Bat Farm 6 Has 1 hour 30 minutes

WRAP UP




STRIPBOARD

Day 3+4

Production Team: 5:00AM

STRIPBOARD - "DAT FOODS BRAND MANIFESTO VIDEO" DAY 3

SHOOTING DAY 3
28/02/2023

LOCATION: DAT FOODS FARM (https:/goo.gl/maps/ ABWS5ZidgJfQaRKxb6

ONSET: 6:00AM
ROLLING TIME: 7:00AM

Actors: 6:30AM
Time SHOT SCENE HEADING DAY / NIGHT CAST SHOOTING LOCATION | EST. SHOOT TIME
; 7:00-7:30 ::: ‘nh toin hai ngudi bit diu tudi mwsc réi supper hién lén = logo BF 2:; e i: g:::z I
3 182
4 7:30-9:30 18b | My tudt hat bit dau phun hat ra, anh Dat lai vé gom lén 42 nhin dju DAY A Dat Farm Dat Foods 2 hours
5 18c
6 9:30 - 12:00 25 |Bé diu phing vio mdy nghitn DAY = Xuéng Ché Biea 2 hours 30 minutes
LUNCH TIME: 12:00 - 13:30
7 [ 13301500 28 [Hibo duoe fill diy chéc-BG 13 himg hi bo nhd khic v dung cu chiét | DAY B 1 hour 30 minutes
§ | 15:00-16:00 30 | Tay miét doc xudng, suot qua chir “Dat Foods” DAY A Dat 1 hour
s | 1600.1645 31 |Ngbn tay miét ngang din label f “Bo d3u phéng mit ong, hinh trdi diu” | DAY A Dat 45 minutes
10 | 16:45-1730 32 |Dithi bo vio thing DAY A Dat 45 minutes
11| 1730.1815 33 | Tay anh DF déng np thine lai DAY A Dat 45 minutes
WRAP UP

STRIPBOARD - "PAT FOODS BRAND MANIFESTO VIDEO" DAY 4

SHOOTING DAY 4
01/0372023
LOCATION: LANDMARK PLUS (hitps: /goo.glmaps ThY HyndDKNIsmYe§)
ONSET: 6:00AM
ROLLING TIME: 7:00AM

~o. [ TiME | sHOT SCENE HEADING [ DAy NIGHT CAST EST. SHOOT TIME
T 20500 36 iy way inh o e b, mgoris e fowe may [Dar 0 Tbowr
3 | s0.sm 33| Tay com bé s Bk it bo b B ra midng bk mi DAY Con Thour
P i Seemns — =
3 930 10:15 34| Tay con bé gip mikng ssndwech vho shau }m' Con. 4 winstes
3 1015 1100 20 |Con bé ma hi bo diu phing DAY [Con. 13 minmes
€ | 11001215 | 11 |Con b chay a e blp 84 chuke b dn ving DANA DAY Me, con 45 minmer
LUNCH TIME: 12:00 - 13:15

7 [ 13181408 4 |Mabuse 141 031 1 i eho bin bhs bép f Swoc backgrennd bip v bia bl DAY e 1 howr

0 1415 1515 31 |Me dimg ohin con bé cudi, hai me con vibing DAY Me_con 1 hoar
L) 1513 . 1615 2 M e con nbm thit DAY Mo, con 1 howr
o TR T T T T T T e - — =
| 17431600 | 3 |Colenibowi 6084 Maodvahinaly DAY Mt 33 miewer
17| 15001900 | 36 | Con wing sink 1h, me e bk v vé v has DAY [Mecon Thour

13| 19003000 | 33 |Conbé chm mibng bisk a do (mibng ki v ngen DAY Con Thoos

T R T T e =
i3 | aeas3ias | 0 hutlewi. [DAY M 43 migwer

'DINNER TIME: 19:00 - 19:30
16 | |6 Moty i feature dirge ci bick sandirsch 1 mgwan me & background [pay [te |45 mimanes
- T35 [ty e hy oo gt wii iy Toav Toee 30 miamtes
WRAP UP




Pat Foods Staff - Mr. Tran Bang Dat



The Farmer - Miss Hai



The Mother - Miss Thuy



CASTING

Main Talent | The Daughter

The Daughter - Quynh Anh



bat Foods Staff - Miss Hanh The Farmer - Mr. Linh The Farmer- Miss Ut



PRODUCTION TIMELINE

Mon (132) Tue (142 Valentine Day) Wed (152) Thu (1672) Fr(172) Sat(1872) Sun (192)

SHOOTING DAY 1 SHOOTING DAY 2
(Farm) (Flyeam in Farm)

Voica Over Recording |  Prez Color Grade mﬁ‘.“‘""m.-_.. -
(Thu voice) subtitle)

O3z Air: Brand Manifesto
Video
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Please click HERE


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




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

KPI: 60 participants

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

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

FOODS

CHUYEN THAM NONG TRAI

Gid vé* Dja chi néng trai:

Thudng: 260.000 VND/Nguai 14:151745: S6 4, Duding 217, X.Hoa Pha,
Tré em: 160.000 VND/Bé** Thir Bay 01.04.2023 H.Cu Chi, Tp.HCM
hodc Chi Nhat 02.04.2023




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

@Dﬁc!mh
B e 17

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

g trai Dat Foods dé tan hudng khdng khi trong lanh, trénh xa cai néng nis,

» CAC HOAT DONG TRAI NGHIEM CHINH:
@ Trii nghiém ndng nghiép
Cing .. See more

CHUYEN THAM NONG TRAI

Angle no.I: Ideal family outing

spot

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

Tan Bean
March 22 3838 PM-@

DI VE NONG TRAI NGAY TRHCM
st Cusi tusn viza r3i dét con ban xuding néng trai Dat Foods chai, tién thé thay canh dep qua nén
13m luén b concept up dan.
Ri viu 50'50 cudi tudn xuding ndng trai Dat Foods c6 nhidu thir 6& trai nghiém l4m

1 Ra Géng ddu phong tim hiéu vé céch trdng céy dau phong ty nhién
8 Tham quan xudng lam bo, lam xong duoc tang 1 hi mang v& na.
8 C6 cé booth game ¢6 chai ¢ qua nia, 151 con qudy &m thuc chdng 66

B Chiée view séng o thién nhién khdng s dung hang

¥ Vo ngay 2.4 sp t6i, Dat Foods ¢4 14 chic Chuyén Tham Néng Trai Dat Foods cho cac tin @
sudt ngay hi “cusi tusn di dau choi bay gid” dé xudng tréi nghiém va sdng do, ban nao cén thi
minh &€ dudi phén comment nhé.

NONG TRAI DAT FOODS

# Dia chi: 4, Buing 217, X& Hoa Phu, Huyén Ci Chi, TPHCM
viewdiadiemsongaosaigon

Angle no.2: Hang out space
with picturesque view



A Little Bit
S

Ban ai thang 4 nay minh c6 hen véi NONG TRAI XANH DAT FOODS.

Dat Foods t8 chic Chuyén di tham néng trai xanh Dat Foods. Day s I co hai dé ban c6 mét
ngay téch minh khdi cudc sng ban rén cda thanh phd thudng nhat, vé vdi ddng qué dé 6 cho
minh nhing phit gidy thu gian tron ven bén ngudi than va gia dinh,

5 Céc hoat déng trai nghiém chinh:

@ Tr3i nghiém néng nghiép... See more

FooDS

CHUYEN THAM NONG TRAI

1415 - 17:45
Tha Béy 01.04,2023
Chis Nhit 02.04.2023

A

-
\ ¢ :
5’ . '090.7458.682 ¢ =% f"i Dang Ky Tai Day!
y 6 1

Thudng: 260.000 VND/Ngusi
Tré em: 160.000 VND/Bé™

[

™ £ Ypat Foods
@V datfoods.vn

Seed Planter
March 22

o K
[HO TRO TRUYEN THONG]
DI TRON KHOI SAI THANH - TIM VE NONG TRAI XANH DAT FOODS

Seed Planter rdt vui khi dugc hd trg Dat Foods dé gidi thiéu chuyén “du lich v vudn” vé cling §
nghia ndy dén cho moi ngudi. Néu moi ngudi khdng ban biu gi vao cudi tusn thi cing dang kj
tham gia di “Chuyén Tham Néng Trai Dat Foods" ngay nhé! .. See more

FO0DS

CHUYEN THAM NONG TRAI

- y
= ¥\
. }i . '090.7458.682

N £ Yoat F:a

e I’-|~AP5I OHA

@ <0-Q
2! CUNG HAPPI OHA MOT NGAY BO PHG VE VUGN LAM “NONG DAN CHINH HIEU" TRAI
NGHIEM SAN XUAT BO HAT TU NHIEN.

@ Happi Oha rét vui khi ddng hanh cling Néng trai xanh Dat Foods t3 chic chuyén di *Du lich v&
vudn” G€ cé thé gidi thiéu dén moi ngudi mét nai giai tda mét mdi sau mét tudn hoc tap, Iam
viéc mét moi.

& Day néng trai du phéng va chuyén san xudt cac loai bo dau theo tiéu chudn khdng thudc trir
sdu, thudc diét ¢d trong qua trinh canh tic, cac san pham tai nng trai xanh du... See more

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



Description

bat 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

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



Description

The agents support bat 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 bat Foods target audiences.

Number of distributed poster: 370

one4one s
lande



14:00 Check-in

14:15 bat Foods Introduction
14:30 - 16:30 - Agrlcultyre experiences
- Production experience
16:30 Mini sharing about 2 experiences

- Booth game
16:45 - Finger Foods
- Product Display

17:30 Photographing Section at the Art Wall

17:45 End of event



- Move guests to the experience
location

10 14:35 00:10 - Let guests do the procedures of
the experience (wearing hats, boots,
)
11 14:45 00:30 Turnno.1 Stand by at the experience place
- Support the lead to bring everyone
12 15:15 00:05 back
- Report
13 15:20 00:10 Return to the gathering location
- Move guests to the experience
location
- Core team focus 14 15:30 00:10 - Let guests do the procedures of
- Set up the product display area the experience (wearing hats, boots,
08:00 00:45 - Set up table area finger foods. =)
-P i dients for fi food
repare Ingredients fortinger toocs 15 15:40 00:35 Turn no.2 Stand by at the experience place
- Support the lead to bring everyone
08:45 00:15 -Still prepare ingredients for finger foods 16 16:15 00:05 back
- Report
- collaborators gather
- Pray 17 16:20 00:10 Return to the gathering location
09:00 00:30 . .
Preparation - Distributing Dat Foods shirt
- Breakfast 18 16:30 00:15 - Mini sharing about 2 experiences
- Rehearse all position Side Activity
09:30 02:30 - Sound check, technical check R
- Make finger foods 19 16:45 00:45 B.OOth game
9 - Finger Foods
12:00 01:00 - Lunch break o ; Photographing Section at |
20 17:30 00:15 the Art Wall Prepare Camera
AR N EeE 21 17:45 00:15 Visitors leave - Help visitors get the car or bike
13:00 00:30 - Stabilize personnel position
- Review the job description
- Coordinate parking for guests - . . = B_ring prodgcts from the showroom
13:30 00:45 Open for guest - Check in and paste the name for the guest ndoteven - Dish washing
- Take care of customers -Drying hats and gloves
- Cleaning the workshop
Co-Founder introduction to the |- Prepare hats and boots for farming experience
14:15 00:15 . . .
excursion - Prepare coat, hat,... for production experience
14:30 00:05 - Support Mr. Dat to divide the team for guests




EVENT LAYOUT

PARKING
Lot

m
o
BOOTH GAME AREA >
3
o
v
(=]
5
o4y 3
1) [=
(N 5 L S
y ,5 h
-. -‘ 'l
b W
:'. h
’ '
8y '
4
P FINGER FOOD /MINI
e 2 SHARING AREA
-
SrIrrs 2 '_;:'”"jg‘;"
AGRICULTURAL
'WAREHOUSE

ROAD

COUNTER

Check - in
Pat Foods Introduction

Main Activities

cowor [l — [
Group 2: . — .

Finger Foods/Booth Game/Product Display/Gift counter



EXPERIENCE JOURNEY

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

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

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

Visitors taste foods from butter and oil of bat
Foods

—

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

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

Pat, Long

Visitors share about 2 experiences

- Provide information

- Visiting agricultural areas

- Experience riding a tractor
- Uprooting the peanut tree

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

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

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

Booth Game

- Throwing hoop into bottle

Time: 00:15:00 P.I.C: bat, Long

Visitors take photo each other in the Art Wall

- Plinko game

- Ball in the bucket

Product Display

Display and sell all products of bat Foods

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

Duong

Time: 00:50:00 P.1.C:: Hanh, Binh

Visitors gather and get on the bus

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

Foods Staff

Time: 00:15::00 P.I.C: Thuy

























DAT. FOODS HELF
ANDIPROBUCINGINATUR

rouuvy
DAT FOODS HELRSEARMERS BY.GROWING
| AND PRODUCING NATURAL NUT PROBUCTS




RISK

PROBABILITY

SOLUTION/PREVENTION

Weather

Baking sun

High

- Check the weather forecast
- Prepare hats, coats

Rain

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

Health

Accident during the tour

Low

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

Car sick

High

- Prepare antiemetic
- Prepare small plastic bag

Sunstroke

High

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

Food poisoning

Low

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

Shortage of . - Checklist before the number of personnel
Human Resources personnel / High
- Prepare personnel ready for replacement
unscheduled leave
Damaged equipment | Medium Check up machines
Machine Power outage at the Low Power generator
factory
Electric short, fire Low Prepare evacuation plans in advance, fire
and explosion equipment.
Customer Gather late High F'oIIow up with customers before boarding
time
Traffic accident Medium M.ake careful recommendations for the
driver
Traffic
Traffic jam High Estimated traffic jam time







Gamerules
1. Like va Follow Facebook Page cua 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

FOODS

Game prizes
1. 2 Quickest answer:

e Voucher
e Dat Food's butter or oil

. f
<

PINFRNIMEN QUAS

1. 10 Lucky answer -

e Dat Food's butter or oil Tong gid tri giai thudng Ién dén gan

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 bat Foods in
particular.

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

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

Kid raising

Yoga



&t‘ EAT CLEAN - GIAM CAN LANH MANH

Minh Phan
March3 at5:03PM -Q
B0 DAU PHONG TUGNG KHONG NHIEU MUGI Al NGG NHIEU MUGI KHONG TUGNG

Bo déu phong ngon, tién trong viéc eat clean nhu thé nao thi chdc moi ngudi cling déu dé biét
r5i. Nhung anh chi cling nén biét thém v& luang musi ¢ trong ba dau phong G€ bio vé sic khde
cda minh tét hon

Anh chi chiu kh bam véo ting hinh cho d& xem nhé

Em c6 dé link tham khao dudi bai viét cho anh chi xem thém néu cén

Zhteatcleanfood #hteatclean

(
\ ) ta vén dang tiéu thy mudi

tudng it mudi nhung lai
nhiéu khéng tudng

-

-

P T

9= <

o}

Lugng mudi trung binh trong
1 mudng bd ddu phéng

1500mg mudi

b
b et g e o oo

An Chay Sai Gon

Minh Phan
% & Homoualic1823.@

BO DAU PHONG TUGNG KHONG NHIEU MUGI Al NGO NHIEU MUGI
KHONG TUGNG

B dau phéng ngon, tién, hé trg nhigu trong viéc eat clean va 3n chay nhu thé nao thi chic moi
ngudi ciing déu a3 biét roi. Nhung anh chi ciing nén biét thém vé lugng mui c6 trong bd dau
phéng dé bdo vé stic khde ctia minh t6t hon

Anh chi chiu khé bam vao timg hinh cho dé xem nhé

Em c6 Gé link tham khdo duGi bai viét cho anh chi xem thém néu can

tudng it mudi nhung lgi
nhiéu khéng tuéng

Lugng mudi trung binh trong
1 muéng bo ddu phéng

1500mg mudi

e
10 s g gty cho i

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






ADS PLANNING

Estimated
STT Post Objectives Reach Reach Actual Cost
1 Event Awareness 38.300 39.592 410.230
2 Social Posts Awareness 133.000 161.620 1.650.925
3 Video Awareness 15.000 14.131 432.866
4 Reel Awareness 20.000 25.080 208.245
5 Minigames Engagement 5.700 6.708 224.950
TOTAL 212.000 247131 2.927.216







Note: The cost above does not include VAT

No. Item ‘ Unit ‘ Quantity | Price Total
Social Media
1 Materials Package 1 157.000 157.000
2 Facebook Ads Package 1 3.520.000 3.520.000
3 Designer Package 1 500.000 500.000
Photo Album
1 Chi Phi Props Package 1 312.000 312.000
2 Logistics Package 1 161.000 161.000
3 Catering Package 1 217.000 217.000
Video Production
1 Storyboard Artist Package 1 2.000.000 2.000.000
2 Camera and lighting equipment Package 1 10.650.000 10.650.000
3 Location Package 1 3.100.000 3.100.000
4 Props Package 1 814.400 814.400
5 Talent Package 1 2.200.000 2.200.000
6 Logistics Package 1 831.000 831.000
7 Catering Package 1 1.514.760 1.514.760
8 Post-Production Package 1 310.000 310.000
Event
1 Decoration & Materials Package 1 3.877.000 3.877.000
2 Production Experience Package 1 740.000 740.000
3 Agriculture Experience Package 1 199.000 199.000
4 Booth Game Package 1 400.000 400.000
5 Gift and Voucher Package 1 1.668.000 1.668.000
6 Product Display Package 1 410.000 410.000
7 Finger Foods Package 1 834.600 834.600
8 Logistics Package 1 3.600.000 3.600.000
TOTAL 38.015.760
ESTIMATED COST 73.080.000
REVENUE IN EVENT 14.460.000







KPIs set Achievement
Reach 220.000 289.423
Awareness
Engagement 3,200 3.363
Positive response in the campaign 80% 100%
posts
Emotion
Positive response in the event 80% 93.6%
Event registrations 120 120
Action Event participants 60 67




Péi tuong ()

Ngudi mdi theo déi Trang Facebook (i)

200

56 ngusi theo déi Trang Facebook (O

3.852

D& tudi & gidi tinh (O

(

v e II s

18-24 2534 35-44 4554  55-64 65+
B no B nam

70,5% 295%

14 THE&F 128nEhARgT B2A §1ESnEhA6GTAS

e New Facebook Page followers increased by 1,000%

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

living in Ho Chi Minh City.

Nhiing céch h&'trg ban phét trién doanh nghiép

Dang thudng xuyén va déu dan

O aiviet D
45 T e50%

ﬂTin O]

10 7 100%

Tao bai vist

Céi thién mire do tuong tac cho

ndi dung

Nhifng théng tin chi tiét nay dugc dua

trén cac bai viét va tin g&n day nhit cla

ban.

€9 s6 cam xic, lwgt chia sé va binh  (3)
ludn trung binh cha bai viét

49 T 1227%

€ s cam xic, phan hsivalugt (3
chia sé trung binh cia tin

3

Xem bi quy&t d& gép phin cai thién néi
dung

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



a3t Foods
rooss 1@
[CAU CHUYEN NGUO! GIEO HAT]
BUI THANG LONG - CANH EN KHONG MOI CUA GIA BINH DAT FOODS
& Nhéc dén Dat Foods, 0a s6 quy khach hang va cic d6i téc s& nhd ngay dén anh Tr3
céi tén clia anh 8 gén lién véi thuong higu. Nhung con mét ngudi anh Idn tham Lang
Dat ludn nd luc quan xuyén moi viéc tir trong xudng ra dén ngoai rudng va cham séc 1
trong gia dinh D3t Foods nifa d6 chinh 1a anh BUi Thang Long - dng Sang Lip clia 02
more

Dat Foods.

7085 Mar o

{CAU CHUYEN NGUO! GIEO HAT]
CO HAI - NGUO! NONG DAN DAU TIEN DONG HANH CUNG DAT FOODS

# Kni gisc mo dem dén cho ngudi tiéu ding nhing s3n pham tir hat thudn tu nhién
duoc D3t Foods xéy dung, thi c6 Hai I3 mot trong s6 nhiing ngudi nong dan dau tién
Dat Foods mdi ngay mét chit trao d8i kinh nghiém ky thudt canh tic 6€ quy trinh ng:
See more

'@

FO0DS

A% B IN )

FOODS

Dot Feods

TP

G MOI CUA

NGUOI NONG DAN £ ,‘ T FOODS

DONG HANH CUNG b,

THAM GIA MINI GAME
NHAN NGAY PHAN QUA TR GIA

000.000 VND

1at

Dat Foods
i BO'DAT FOODS LIEU CO AN TOAN CHO SUC KHOE CUA BAN?

7Q
Néu moi ngudi thdc méc méo My Diéu di Gau, thi Dat Foods xin thua My Diéu Gi chai Farm Tour x3 lang
quén I6i vé cudi tuan roi, bay gid mdi ddp canh dugc t6i nha @ @ o'

ro00s

bo G3u phéng sé day mi, hip din hon rat nhiu khi cho thém musi
/i 83u s3n c6 cda d3u phéng v can bing lai vi ngot. Dang thdi, né

1 m&m va sing min.

& trg iU vi nén cé thé ban sé khé 6 thé nhan biét ban than dang
10 ligu lugng khi si dung... See more

DAT FOODS - ALL GOOD. ALL NATURAL. ALL VIETNAM
® Dia chi: 4, Dudng 217, X3 Hoa Phy, Huyén CU Chi, TP.
S SOT: 093 776 06 24

{»Web... See more

F00DS.

Uf) 18

Sy ¢
X

HENT
. INGL

€ Ngay xua, khi thénh thy can chua moc lén nhigu, Ic trén tay nhiing @ con nit 1 béng ¢3 lau, con
giun con A& chi khéng phaichie iPad thi Gom Gom thud &y 13 mét manh ghép khang thé thiéu the the
5. Nhiing busi Gém thanh binh, dm tré con trong x6m ciing chay ra 6Bng chay udi theo dom dom,
bét dom 66m thé vo vd tring 68 chiéu séng c6 & 1a hinh nh gid khéng con ducc thay nhigu & b

See more

wWosw 0

AN NAY CO TH

PY b ¥ iyl ! . a
TAI SAO KHONG CON XUAT-HIEN
POM DOM' NUA?



Dat Foods.

70085 Mar

[CAU CHUYEN NGUG| GIEO HAT]
CO HAI - NGUO! NONG DAN DAU TIEN DONG HANH CUNG DAT FOODS
# Kni gisc mo dem dén cho ngudi tiéu ding nhing s3n pham tir hat thudn tu nhién

a3t Foods

ro0ss 16-@

[CAU CHUYEN NGUO! GIEO HAT]

BUI THANG LONG - CANH EN KHONG MOI CUA GIA BINH DAT FOODS
1@ & Nhéc dén Dat Foods, 0a s6 quy khach hang va cic d6i téc s& nhd ngay dén anh Tr3
céi tén clia anh 8 gén lién véi thuong higu. Nhung con mét ngudi anh Idn tham Lang
Dat ludn nd luc quan xuyén moi viéc tir trong xudng ra dén ngoai rudng va cham séc 1
trong gia dinh D3t Foods nifa d6 chinh 1a anh BUi Thang Long - dng Sang Lip clia 02
more

ducc D3t Foods xdy dung, thi c& Hai 13 mét trong s6 nhimg ngudi néng dén G3u tién -

at Foods mdi ngay mét chit trao d8i kinh nghiém ky thut canh tic & quy trinh ng

See more

J o
BUIXHANG LO

FOODS

Dot Feods

NGUOI NONG DAN £
DONG HANH CUNG D,

THAM GIA MINI GAME
NHAN NGAY PHAN QUA TR GIA

000.000 VND

Dat Foods

0005 March 7 - Q@ i BO'DAT FOODS LIEU CO AN TOAN CHO SUC KHOE CUA BAN?

ba du phéng & ddy mili, hép dén hon rét nhigu khi cho thém musi
/i 83u s3n c6 cda d3u phéng v can bing lai vi ngot. Dang thdi, né
1 m&m va sing min.

Néu moi ngudi thdc méc méo My Diéu di Gau, thi Dat Foods xin thua My Diéu Gi chai Farm Tour x3 lang
quén I6i vé cudi tuan roi, bay gid mdi ddp canh dugc t6i nha @ @ o'
= 8 trg digu vi nén ¢6 thé ban s& khé c6 thé nhan biét ban than dang
DAT FOODS - ALL GOOD. ALL NATURAL. ALL VIETNAM Goc T a0 Vv ot . Sk ars

® Dia chi: 4, Dudng 217, X3 Hoa Phy, Huyén Cu Chi, TP.HCM
S SOT: 093 776 06 24

{»Web... See more

F00DS.

Uf) Mg My

FOODS

oatFoods LN

1AL YO
ACACL 11 1INV
5 Mgy s, ki thanh thi con chus moc én i e tréntay g s con it 1 béng ¢ . con
g con dé chi khéng phi hi P th Gom cém thu iy 3 mot mnh ghép khéng the thié hei tha
Suing busi ¢ thanh binh,démtr controng x6m cing chay ra 83ng chay s theo dom dm

B om o b o Mn GO ) ch ' hdnh g khong con Gucc thy nhiu 6 nh.
i

DAT

F00DS

Ci Pt
TAI SAO KHONG CON X
POM DOM' NUA?



1at

i BO'DAT FOODS LIEU CO AN TOAN CHO SUC KHOE CUA BAN?

Dat Foods

Dat Foods =
fooss 10-@ o083 (5]
T . . e e e S 8 phong s& déy mui, hi ddn hon rét nhie ém mus
GugnNNIGol, . NEu moi ngudi thic méc méo My Diéu i 6au, thi Dat Foods xin thua My Diéu i chai Farm Tour x3 lang 57 224 phéng =2 <&y ;“:af‘ngav"ad;’:lg:‘:“;::i‘;i“ég:é"t::' o
Pat Foods BUI THANG LONG - CANH EN KHONG MOI CUA GIA DINH DAT FOODS quén '6' Vé CUé' !uén {6', béy g,c mGI dap cinh dJGC téi nha 99 Av.. ; mém'\lé ki g
ro0ss  iar o & Nhic dén D3t Foods, da 58 quy khach hang va cic d6i tic 58 nhé ngay dén anh Tr3 g min.
[CAU CHUYEN NGUD) GIEO HAT] chitin claarh 6 gl R v thuong ik Nung cin it nguif arn nthimlog. ————— " & tro du vi nén ¢ thé ban sé kho co thé nhan biét bin than dang
yé 5 & 10ng V3 chi AL~ LN m : = %
CO HAI - NGUG! NONG DAN DAU TIEN DONG HANH CUNG DAT FOODS B3¢ hubn i e qule yin mok it thong xidng rs 0 Dl Ndeg W et < B e, YOS — ALLATOD, N FHRAL ALL VIETNAM ¢ ligu lugng khi sir dung.... See more
trong gia dinh Dat Foods nJa 66 chinh 13 anh Bli Thng Long - Dong Sang Lip cla 7 ¢ | “m 5= 7 X&H (P i Huyén i Chi TP
© Khi gisc mo dem dén cho nguai tiéu diing nhiing sin phim tir hat thusn tu nhién  more Y | O7_ 11 XaH( 1P ), Huyen Cu Chi,
TN\ W DAT

Guoc Dat Foods xdy dung, thi cd Hai la mét trong s6 nhing ngui néng dan Gau tién -
Dat Foods mdi ngay mét chit trao d8i kinh nghiém ky thudt canh tic 6€ quy trinh ng:
, FO0DS

{»Web... See more

See more

FOODS
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Dot Foods

. Dat Foods

[HIEN TUONG DAN GIAN NAY CO THE BAN CHUA BIET]

TAI $A0 KHONG CON XUAT HIEN SOM 5OM NUA?

9 Mgy xua, i thinh thi con chusa ma Ién nhigu, Iic trén tay nhing dia con it 1 béng cd lau, con

giun con & chir khéng phii chiéc iPad thi Gom 66m thud. |3 mt manh ghép khéng thé thigu théi tha
| ST Neb Cco _ 'm sayra Gong chay Guditheo dom dém

e g @8 (W) g = n 58 i Hgiokhng con Guccthéy nhigu Snh

seemare

TP

G MOI CUA

NGUOI NONG DAN £ ,‘ " . T FOODS
DONG HANH CUNG b, ; X

PY b ¥ iyl ! . a
TAI SAO KHONG CON XUAT-HIEN
POM DOM' NUA?

THAM GIA MINI GAME
NHAN NGAY PHAN QUA TR GIA

000.000 VND



ﬁ Nguyén Van Khoa _ @ Anh Nguyen

* Chuac Dat Foods that nhiéu hanh trinh day mé say <2 &5 St ménh rét j nghia @ O
. Thich Phanhsi 1 tuin
Thich Phanhdi 1 tusn

9 Nhét T[LI'fil'Ig Fil thm?usu
dau ép lanh hay ép nong e *' Ynghia @

Thich Phanhdi 1 tusn
Thich Phan hdi 5 tuin

Interacting comments Target audience’s comments on Video Post

@ Khanh Phan S
Mot trong nhiing brand cé ba d&u phéng minh thi ha nhit @ ‘“‘-. Tran Truong Ngoc Trinh

*  Bdbau Phong Min - 46 Hoa LéLynh Le
Thich Phanhoi 1tun

@ MNgd Thudn @ Phan Vi Hai Yén
. Chét lugng Q * Bd Dau Phéng Min - 73 Gio BienM§ Tién

Thich Phan hdi 1 tuin

Thich Phan hdi 2 tuzn

Thich Phan hdi 1 tuin

i HB Hudng Tung é La Hoa
=~ Tugi mat,ngot lanh,thudng qué thuong,sé mua dn thiy! @ & Bo B3u Phong Min - 16 Linh Hoaly Ngo

Thich Phan hdi 1 tuan Thich  Phan héi 1 tuan

Positive comments Target audience’s comments on Minigame



Media Partner Reach Interaction
Organicfood.vn 96 10

Happi Oha 138 8

Seed Planter 782 77

A little bit 163 12

Total 1.179 107




Shares - -
2y 834 PN |



BRAND MANIFESTO VIDEO / Performance

Hoat dong ci udi xem B Trondai w
tir khi déng.

7,4K 364 0:06

Lugt xem video trong t6i thiéu 3 gidyl m video trong tai thiéu 1 phitPhat xem trung binh

e 3 seconds-views: 6.495
e 15 seconds-views: 3.619




@ Nguyén Phuang Ngan

Tuyéet lam

Thich Phan hGi 3 tuin

Q ®  Nguyen Thi Thiy

Ok g
Thich

ua O

Phan hdi 4 tuin

Audiences show a positive attitude toward the
brand manifesto video

{

Huong Mai

Tugi mat,ngot lanh,thuong qua thuong,sé mua an thu!

Thich Phan hdi 4 tuadn
@ Ngd Thuan
: Chét lugng O

Thich Phan hbi

4 tugn

aﬁ‘l Pham Susu
Ynghia @
Thich Phan hdi 4 tuin

@ Anh Mguyen

S ménh rét y nghia @ Q)
Thich Phan hi 4 tuin

a Huong Dinh

Chuc Dat Foods that nhiéu hanh trinh day mé say »¢
Thich Phanhdi 4 tuin vE

They appreciate the brand value expressed in the
video

L

O:

And also talk about their own opinion of the

product quality



" bt

Positive Respo




@ Hoa Linh Thoai
Iba

Like Reply Share

?\* Duc Binh Author
g

Hoa Linh Thoai da minh check ib/tin nhan chd giip em a

Like Reply Share

&‘ Kim Thu
Ib

Like Reply Share
(q! Buic Binh Author
Kim Thu da minh check ib/tin nhan chd gitp em a

Like Reply Share

Tory Siu
Tu chay xe dén dudc khong a?

=

Like Reply Share

PucBinh Author
Tory Siu da néu gia dinh minh c6 xe riéng thi c6 thé tu dén a, khong thi bén e c6 hd
trg dat xe dua don lubn a

Like Reply Share 4w

PucBinh Author
Tory Siu da minh check ib/tin nhdn ch& giup em a

Like Reply Share

9 Thu Tran
Ib

Like Reply Share

0;\*. DucBinh Author

Thu Tran da minh check ib/tin nhan ché gidp em a
Like Reply Share

)#  Jenny Tran
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.

wics

9y A & e Hi chi, em la Thuy, dén tir Dat Foods a Q

i
Em nghe chi Tran I3 minh cé nhu cau dang ki tour tham quan vao
ngay 1/4va2/4 3y a

09:32
a duing roi ban

minh quén mat chua dang ky

09:35

Vs @

Chao anh ah

Cho minh hai v ctr di ngoai cho bé d Hoa Phl
Ci Chi v g

Da hichi s

Em Ia Thily, bén Dat Foods a Da

£m c6 nghe I minh dang hdi théng tin v xe ding héng a

Cho em héi bén minh di ngdy nio va mdy ngudi a

Nay anh c6 néi ngay 1,2/4 c6 chuong trinh a

e W !

v v n~ o

Audience messages asking about the event
information and booking

Minh mudn tim hiéu thong tin chuong trinh bén Dat Foods a



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 tudi

31 céura lai

@ Duai 18 tud
®i3-22
©oz4.35
@ 35-44
@ Trin 44 tudi

|0 sae chep

How old are you

Anh/chi ¢é dat theo bé tham gia tour?

31 céu wra b

®c
@ Khing

Do you bring your children to participate?

1D sacchép



Sau budi tham quan va trai nghiém, ban cé cam thay tin tuéng dé minh bach v& nguén sa0
gde san pham tir Dat Foods khéng? chép
31 ciutra lai

20

18 (58,1%)

12 (23.7%
10 [: )

0 (0%) 0(0%) 1(2,2%)

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 bat Foods' products. Anh/chi thdy 9at Foods a thueng hiéu O saochep
Regarding the brand values, “product quality”, “origin”, W RdningSig) W Kningdingj W Schiuin W Déng) W Récing
“environmentally friendly processes” and “benefits for 15
farmers” has been positively evaluated by visitors with .
over 95% respondents agree/totally agree with each
value. ’

: Césan :n'\é:" s ngudn gdc Césan ahé"r!tét cho sifc Quy trinh thin thidn véi m&i  Tao ra gid tri cho ngusi néng

ré rang khde frudmg din

How do you think of bat Foods’s values






IEN NHIEN NGOT LANH
TINH TUY CHO TAT CA

“Tich biém Xanh - béi Qua Xanh” OCOP Representative Agricultural product
Glass Jar & Bottle Collecting Campaign Fairs and Exhibitions 2023



THANK YOU!
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