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Il BOH Situation Brief

e Organic avocados grown with ;. .
: : . e Rely on partners’ social media & e-
innovative agricultural process o .
: : . P commerce sites in communication
e Premium quality with export N\ . : .
NW — Promotion is generic & covers multiple brands
standards
e Rely on partners’ offline stores e BOH's platforms cover farming & qualifications
lllll\ — Lack direct communication & presence — Unengaging & not focus on consumers'

I'I among B2C consumers

concerns (e.g, avocados benefits, etc.)

lll Management Decision Problem

Identify suitable marketing investment to communicate with

B2C consumers




lll Research Background

[G Vietnam'’s Agricultural Trends [e Communication Behaviors

of Vietnamese own >=1 social media
account, notably Facebook & Zalo

oYL /Sl discover new brands on social media

e |ocal farmers started selling independently online 98%
— Highly-received digitalization

increase in farmers' online presence

268% (including avocados) 69.79% of traffic referrals is from Facebook

a Consumption & Shopping Behaviors [e Research Background Limitations

e Stronger "organic" preferences due to rising health
concerns

e Physical retailers has higher credibility e Time limit & resource unavailability

e Undefined consumer personas & behaviors for
increase in "organic food" search volume suitable marketing investments decisions

of Vietnamese consumers willing to pay
more for organic food




Il Research Problem Statement

Symptom 1: BOH cannot specify its target consumers due to lacking information on

characteristics, purchasing & communication behaviors alongside avocados
perceptions

Identify BOH's potential avocado consumer segments via the relationships between consumers’
characteristics, their purchasing, communication behaviors alongside perceptions of general
avocados and BOH

Symptom 2: BOH's inability to choose appropriate tactics for its marketing investment

- marketing investment decision-making

;E - Discover marketing channels & tactics fitting the identified segment(s) for




lll Unit of Analysis & Research Variables

Unit of analysis Independent variables Dependent variables

Consumption and purchasing frequency

Demographics: e Monthly fresh fruits spending

* Age . . S
5 e Purchasing & online communication channel
e Gender .
. . . e |Information source
. o e Marital status » Occupation * Income ¢ Education level . :
Individual . . e Priority for safety/ sustainable method/
e Geographics: * City/Area : :
consumer international standard

Dietary, cuisine behaviors & preferences:
e Dietary routines/knowledge/behaviors ¢ Level of Western-style cuisine
e Importance of healthy eating « Criteria « Willingness to track origin e New agricultural brands’ purchase willingness
trace cultivation method/technology
e Top-of-mind brands & purchasing frequency

Unit of analysis Type of variable Research variables

e Avocado perception/knowledge

General avocados awareness, e |nterests in avocado farming methods
perceptions & attitudes e Avocados brands discovery & perception
Individual e Paying/willingness » Avocados purchase criteria
consumer _ o ,
e |Impressions about BOH's brand name & trademark ¢« Desired information « BOH avocados'
BOH avocados awareness, paying willingness « Avocados purchase criteria
perceptions & interests e For previous BOH purchasers: BOH avocados evaluation & satisfaction

e For BOH non-users: Interests in BOH « BOH avocados purchase likelihood & concerns




lll Research Objectives & Key Questions

To identify the influences of consumers’ demographics on fresh fruit consumption & purchase,
communication channels and information sources

e What are their demographics (age, gender, occupation, income, marital status, education level)?
e Which city/area do they live in?
* How often do they consume & purchase fresh fruits?
e How much do they spend monthly on fresh agricultural products?

O-I e Which channel do they often go to when buying fresh agricultural products?
e What digital communication platforms are they most active/on?

v e What are their main information sources for fresh agricultural product brands?

e How important is fresh fruits' safety/ sustainable method/ international standard to them?
e Their importance level for fresh fruits’ safety/ sustainable method/ international standard?

To determine the influences of consumers’ dietary and cuisine behaviors on their
willingness to buy a fresh agriculture product brand

e How are their dietary routines, knowledge & behaviors?
e To what extent are their diets Western-styled?

O Z e How important is healthy eating to them?
e What are their criteria for choosing fresh fruits?
v e To what extent are they willing to track fresh fruits’ origin/trace/cultivation method/technology?

e What are their top-of-mind fresh agricultural brands? How often do they buy from these brands?
e How do their dietary & cuisine behaviors affect their willingness to try a new fresh agriculture product brand?




lll Research Objectives & Key Questions

To assess and measure consumers’ awareness, perceptions and attitudes toward general
avocado brands

e What is their perception of avocados?

e What is their knowledge of avocados?
03  How willing are they to learn more about avocado farming process?
 How willing are they to pay more for organic avocados?
v e |f they already experienced an avocado brand, what are their discovery and perception?

e How much are they willing to pay for different avocado types?
e What criteria are used to determine these avocados’ pricing?

To assess and measure consumers’ awareness, perceptions and levels of interest in BOH
avocados

* Have they heard about BOH before? If yes, where did they hear about it?
e What impression do they have of BOH's brand name and trademark? Why?
e What information do they wish to know more about? Why?

O 4 e How much are they willing to pay for BOH avocados?
e What criteria are used to determine BOH's avocados' pricing?
v * For consumers having purchased BOH:
o What is their evaluation of BOH avocados? Why?

o What is their satisfaction with BOH?
* For consumers having not purchased BOH:
o To what extent are they interested in BOH?
o How likely are they to buy BOH? Why?
o What are some concerns they may have for BOH?
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Il Research Desigh Framework

Research Objective 1 Research Objective 2 Research Objective 3 Research Objective 4

Descriptive & Casual Descriptive & Exploratory

Primary Research
Data is collected directly from target consumers

Quantitative & Qualitative Data

Quantitative is used to find out significant patterns Qualitative is used for variables such as
in variables such as consumer profiles, perceptions psychographics, attitudes, beliefs, perceptions, etc.
and preferences for conclusive results to discover new ideas and concepts



Jlll Data Collection

Research
Objective 1

Research
Objective 2

Research
Objective 4

Research
Objective 3

step 1
o=y
E—/’ Survey

Fixed alternative questions

e Nominal: location, gender,
occupation, marital status

e Ordinal: age, income, education
level; fresh fruit consumption
frequency; channel usage frequency

@e In-depth

Communication Techniques Data Analysis Techniques

®)
(N

Q8
ey —

Face-to-face Online

&9 interview

Fixed alternative & in-depth interview questions

e

e

—_—

Questionnaire tool (Qualtrics)

o
sips-
In-depth interview

oY
=2
E_/) &5 + Survey

e 8 questions with 1 probing/leading question each
e Classify respondents into never heard, heard but have not purchased and have purchased

e Show 4 avocados picture, BOH brand name & logo to collect responses

\VIVOi: SIPSS






Sampling Plan & Method

Vietnamese aged 25 - 55

monthly household income
>VND 25M

k |
25 M households in Vietnam

28% monthly household income > VND 25M

1.46 members aged 25-55 in every household

Target Population: ~12,059,600

No sampling frame

Non-probability sampling

Convenience sampling

Contact 2 convenient respondents
(friends, family & co-workers)

Non-proportional Quota sampling

Expect 100% of respondents aged 25-55 with
monthly household income >=VND 25M+.
Total population does not reflect the same

proportion

Judgement sampling

Avoid individuals < 25 or have income < VND 25M



lll Sampling Errors

Sample Size

— Planned sample size is 7124

e There are 362 students in MKTG1418

e Each student was expected to collect >= 2 responses o
— Actual sample size is 834

, Selection (Non- : : cei
Sampling frame Error Random Sampling Error Population Specification Error
response) Error

e No sampling e Actual sample e e =3.46% (Low) * Due to lack of secondary
frame size > Planned — Accurate results as the actual research about premium
sample size sample size are fairly avocado consumers, this
— No selection error compatible with the calculated research can have ill-defined
population population, minimized by

calculating population based
on Vietnamese number of
households, age percentage &
monthly household income.







Jll Research Limitations

Category Limitations Level of Seriousness Solutions
Sampling . Population parameters are Non-probability sampling
design No sampling frame either undiscovered or methods

difficult to specify

Simple random sampling

: - >
Ha Noi) Q) Lead to different choices & Qﬂ b sy e

A\ knowledge of avocados

Sample bias

Location (67.87% HCM, 22.66%

Degree level (69.3% Bachelor)

Reduce the precision of

Sample size _\2 22.78% have heard of BOH consumers’ perceptions, @ None
limitation = 2.68% have purchased BOH FBRA  attitudes & preferences
toward BOH

e Q9B: “Platform” may be mistaken as
social platforms, not e-commerce

e Q28: “I am not too fond of avocados”
can be mistaken as dislike

e Q33, Q49: Limited spaces in the
answer box

e Q34-Q36: Inconsistent format &
quality in sample pictures

Lead to inaccurate responses

& data overload in 1 Carefully review &
response, thus complicating C) modify questions
data analysis on NVivo & SPSS

Questionnaire
limitation




Jll Research Limitations

Category Limitations Level of Seriousness Solutions

Data Qo Convenience, judgment & non- o

. O~ 0 s : Building trust to encourage
collection € proportional sampling cannot Precision level is decreased h g. S
method represent the entire population authentic responses

e Unfamiliar with

Data delivering surveys & in- -
i . . Eliminate responses
collection depth interviews X , )
, i . without transcripts
process e Misspelled responses e Not supporting BOH in
e Fake respondents solving their problems
e Require time to clean &
filter data
Offer information types
Data analysis @5 e Irrelevant/unclear responses @ needed & example answers
process e Mistranslated English responses for qualitative questions







Jll Consumer Behaviors

Age & Income

Average monthly Social networks Fresh fruit shopping Food safety

fruit spending usage frequency channel priority

i Youngsters are more Young people often buy -
:Erl‘cclz::‘yegg;;i?e- active on Facebook, online via apps & e- EI::;:tprg';:;Z;istd
spend more YouTube & Instagram commerce internati)(gnal standagrds
g Elders are more active Elders often buy through
on Zalo traditional channels
(markets & supermarkets)

Age & income can affect consumer behavior, including monthly spending, social

behaviors, shopping channels & purchasing priority

C) ~




Jll Consumer Behaviors

Healthy eating Brand feature Product priority m

Clean eating &
vegetarianism diet
routine

Healthy eating
prioritize level

{/

Proven origin,
organic farming &
good reputation

Safety, taste, good
value

Product origin,
farming methods &
traceability

Degree of Diet routine, Healthy eating, Brand feature, Product priority and Interest can
affect willingness to try a new fresh fruit brand

(/



lll Consumer Segments

9 defined consumer groups by TwoStep Clusters

Extremely Unlikely - Younger

2 Younger

5.4%

Somewhat Unlikely - Younger

Neither Likely nor Unlikely - Younger 14.1%

29.5%

Somewhat Likely - Younger

Extremely Likely - Younger

5.4%

0% 10% 20% 30%

There are 4 groups of consumers most likely to
purchase & consume BOH making up 65.9% of all
respondents

From these 4 most potential groups, 2 main

consumer segments are identified:
Safetie & Freshie

Somewhat Unlikely - Older . 3.5% m

Neither Likely nor Unlikely - Older - 9.1%
Extremely Likely - Older . 5.2%

0% 10% 20% 30%

Safetie

Somewhat Likely -  somewhat Likely - Somewhat Likely -  Extremely Likely -
Older Younger Older Older



lll Potential Consumers Group: Demographics

Safetie

68.9%

25-34 66.67% 35-55 83.72%
age range Female Single age range Female Married
Monthly household income: Monthly household income:
25-50M VND >50M VND

B  756% - 48,8%

Most are female, especially wealthy elders. While most Safetie are

married, the majority of Freshies are still single




lll Potential Consumers Group: Buying & Consuming Behaviours

Safetie

#1 Diet method: Clean eating 3.64 3.58 (level of usage, out of 5)

Both often spend > 2M 7 . s

VND/month on fresh fruits

Others Others

Fresh fruit ShOPPing channel: App (ShopeeFood, Grabmart,...)
Supermarket, wet market &
gourmet/specialty store

App (ShopeeFood, Grabmart,...)

E-commerce E-commerce

Wet market Wet market

Gourmet/Speciality store Gourmet/Speciality store

Supermarket Supermarket

0% 10% 20% 30% 40% 50% 0% 10% 20% 30% 40% 50%

Both Safetie & Freshie love clean eating. Safetie is willing to spend more on

fresh fruits. Over 50% choose to buy in supermarkets & wet markets



lll Potential Consumers Group: Key Factors

L]

o o (Mean = 4.33) f (Mean = 4.67)
182 Priority >atety @
, , (Mean = 4.67) Taste (Mean=4.4) @ %
Consideration (Mean = 4.44) Good value (Mean =4.42)
Sy Food traceability o
-’/%\‘- Interest (Mean = 3.62) technology (Mean =4.07) ( %E,

ll\

) Safety, taste, good value & food traceability technology largely affect both groups'

decision to buy fresh fruits



Il Potential Consumers Group: Information sources & Channels

Popular information sources Digital Communication Channels

For both group

|
I
|
#'I Products in the retailers' stores |
(Mean = 2.72) | Zalo
I Level of
#z Google search | Frequency
(Mean = 2.05) I
|
Family & Friends’ stories i ~4.78/5 ~4.84/5
(Mean = 2.03) I
|
|
I

Consumers often discover fresh fruit brands Facebook & Zalo are most used among both

through retail stores, Google searches & WOM segments




lll Potential Consumers Group: Avocado Perception

Consumers' perception toward avocados Criteria affecting avocado price

#1 Healthy
#2 Delicious ‘

Picture1 Bo OngHoang Picture3 Picture 4

Both segments are willing to pay 30-65K/kg for all avocados
with branded avocados being perceived more expensive

Consumers think of avocado as a healthy, delicious and nutritious fruit. Moreover, they

consider branded avocados as higher quality, hence, more expensive




lll Potential Consumers Group: BOH Perception

Brand awareness of Perception of brand name .
- . . - < Perception of Logo
Bo Ong Hoang "Bo Ong Hoang"
' cﬁél : }i“ ;m =
==

Concern of BOH brand

comnared

eXie“SIUEI I
Tivaavte 510 a 21 coRjanIE

‘ Bo dng
& &5

Tir 1990

| exneqswe

avoca OBS,:,

Never heard of BOH #1 High Quality #1 Funny
H2 Expensive H2 Friendly

—_—
Th.e brand name Fonveys . - ; — Top concerns about BOH
the image of organic — Logo misdirects BOH's

. . coincide with key factors
premium avocadoes that premium avocado image . y .
BOH wants when choosing fresh fruits

— Low brand awareness

Most do not know about BOH. Moreover, BOH's brand name & logo give them conflicting
iImpressions, with concerns about its price, quality & taste



lll Summary of Consumer Portrait

@ Behaviors
@ Goals

sSource of
— Information

IQ! Perceptions

Purchasing: spend high (> 2M/month) on fresh fruit in supermarkets, wet
markets & gourmet stores

e Consuming: prefer clean-eating diet N
e Communicating: Facebook & Zalo \E

Priority factor: Safety
Consideration factor: Tasty, Good Value
Interest factor: Food Traceability Technology —

Retail stores' display

Google searches
Word-of-mouth Q

For general avocados: A healthy, delicious and nutritious fruit
For branded avocados: Higher quality and more expensive
For BOH: Mixed perceptions

o Brand name: High quality, Expensive & Organic

o Logo: Funny, Friendly & Cute




06

Recommendati




Imagine you are in a supermarket, choosing some great avocados for yourself and your family

How would you know which avocados are
SAFE, TASTY & GOOD VALUE?




According to our research, both Freshie and Saftie consider all these three factors
when shopping for avocados

And they use the brand's logo to evaluate this

Fresh fruit brands with logo on are perceived higher price

@ B ’éj

) As in the case of BOH

PERCEIVED PRICE: 65K/KG \/

Highest among the avocados surveyed




1

HOWEVE

RN

irceived price is

B

R

5

L

PERCEIVED PRICE: %

e

A 30K GAP

WHY DOES THIS HAPPEN?



THE ANSWERIS...
CONFLICTING PERCEPTIONS

"BO ONG HOANG" BRAND NAME WHILE BOH'S LOGO
as y Q as

t ¢t



THE ANSWERIS...
CONFLICTING PERCEPTIONS

Consumers think of...|

"BO ONG HOANG" BRAND NAME WHILE BOH'S LOGO
as y Q dS
CCIT EZFTH @ @  fev  Fenay  cue
[l Insight
Understanding the benefits of eating quality fresh fruits, | am willing to pay more for premium ones. @

However, | also seek safe, tasty & good-value fruits to ensure my health, eating experience & purchase
satisfaction. Therefore, brands with a clear representation of these features via strong & consistent
@ communication of their premium image can gain my trust & motivate my purchase.



lll Objective

Within the next 6 months, BOH needs to raise awareness among consumers &

make its premium image consistent in consumers' perceptions, especially
when thinking, seeing, hearing & using BOH.

To achieve this, there are 2 goals:

T D e To rebrand BOH brand asset & personality on all communication channels
i

C@f_ e To further this rebranding strategy into suitable marketing tactics



L R

When hearing of "BO ONG HOANG", what do you remember first?
Yes, that's right. "ONG HOANG"
Interestingly, "KING" is the 4th mentioned word when hearing of "BOH"

i‘l'?&&“"

i

~ wgipressive

nleliable

BOH should leverage the "KING" iIimage inside consumers'

mind in its rebranding strategy

nie

amous - r

cey

knowworthsale health* ghtnns
SEm:me x n e I! SI

dV0Cal0essiis
"""""" unfamiliar =




Il Big idea @ An Bo cao cap
Song nhu Ong Hoang

Key message: BOH claims to serve consumers with premium "king" (Ong Hoang)
avocados so they can experience the life of a King:

e Eat safely like a King

e Eat deliciously like a King

e Be served with the best quality price-worthy fruits like a King

& | . Y . .
@ Functional Benefit Emotional Benefit

Deliver BOH's king premium-value avocado offerings: Provide king premium experiences in visual &
safety, tastiness & good value at competitive price communication when interacting and using BOH

Leveraging BOH's brand name directly from consumers' perception will massively raise

)

awareness of both BOH's brand & its core premium value



Positioning Map

By rebranding, BOH can stand out with
1 High price

"The same for Less" strategy

Think Organic Buy Organica e

L

charge less

DANOCADO

offer the same
premium quality

€ >

Common image Premium image

More for More for More for
More The Same Less

@me

| for Less

Low price

v
. Less for
BOH's price is less expensive than others in the much Less

same premium category




lll Consumer Journey & Marketing Fields

5 STAGES IN CONSUMERS' JOURNEY

New Logo
SEO Marketing

Facebook Content Marketing

e Point-of-sale Display

o Sampling Booth

Long-term Strategy

Long-
term

Strategy

1. Awareness

2. Consideration

3. Purchase

4. Retention

5. Advocacy



Jlll Strategic Approach: New Logo

Potential logo

Ta rget consumers First step of BOH's rebranding strategy:

BO ONG HOANG
PREMIUM

think of BOH logo as
"Funny", "Friendly", "Cute"

BO ONG HOANG
PREMIUM

Meanwhile

Premium brands' visual
perceptions are “Premium”,
“Professional”, “High-
qguality” and “Exclusivity”

The new logo with the crown will express BOH as a
premium brand and remind consumers of its brand

name "Bo Ong Hoang"




Strategic Approach: Facebook Content Marketing

Target consumers

® use f the most

e are exposed to information sources
from

#3 Family & Friends' stories

to discover fresh fruit brands

Potential online channel

Facebook offers interactive
multimedia offerings (status, groups,
videos, stories, etc.) to increase WOM

Zalo mainly serves internal
communication

— BOH should prioritize Facebook

Bo dng
Hoang
Tir 1990

é Néng Trai Thién Néng Binh Phudc
RV 45 likes + 670 followers
@-»

BO ONG HOANG
PREMIUM

uuuuuuu

The current Facebook Page BOH should create a new

mostly focuses on B2B Facebook Page for BOH
communication avocados' B2C consumers



lll Strategic Approach: Facebook Content Marketing

Potential content

Focus on delivering safety, taste & good value in a relevant &
appealing way

Target consumers

e are exposed to information sources -

4 MON AN NGON TU QUA BO MA BAN KHONG THE NGO
Nhu ching ta da biét, qua ba la mét loai trai cdy ¢6 rat nhiéu dudng chat thiét yéu cho con

fro m ngudi. Bo dem lai rat nhiéu tac dung nhu Iam dep da, sang mat, giam can, giam bénh tim mach,
chong ung thu, v.v.

Nhung chi an Bd hay udng sinh t6 Bg hoai thi c6 phai la rat ngan khong? Vay thi hay cing Bo
Ong Hoang tim hiéu thém 4 mon an ngon dudi day dugc lam tif qua bo nhé!
Banh mi nuUéng an kém bd nghién va triing chan

#3 Family & Friends' stories S

Mi y sot qua bo

Avocado Clean Eat recipe contest

Céng thic tai day: bitly/Bo-Ong-Hoang-Mén-ngon-tii-be I, - EANRANSACRSONG “389F CHO THUC PHAM SACH SAI
Va sé cang thom ngon va dinh dudng hon néu chuing ta st dung Bg Ong Hoang cho cac cong o EatClean KHOE >y G(‘)N % 8
C . thic ndu an trén: bit.ly/Mua-Ngay-Bo-Ong-Hoang e Public - 428K members - 10 posts a @ Public - 19K members - 10 posts a day -
to discover fresh fruit brands | mbers 10 posts aday
B a : t = 2 Group chuyén chia sé phudng phap &n uéng 52 members said they went to Trudn...
OngHoang #congthuc #monar lanh manh - Eat Clean va 16i séng khoé mé... Néi KHONG véi thuc pham ban. Ndi mua

ban, chia sé kinh nghiém stf dung va ché b...

£ .
-*_}:g ‘ 31 friends are members

Join Join

X —
AN N G O N T $%190?1?;;9X22§;C Pham Sach - G 4 Thyc pham sach - Mua gi 6 dau?
® en a e In Clean Eat the mOSt ) dun Public - 30K members - 10 posts a

TUB

RUNICH 12Kmembers & postia week - 109 members said they went t...

month - 13 members said they went t... . A
Ngi cung nhau chia sé dia diém mua thuc

NGi cling nhau chia sé dia diém mua thuc P E 2 X i
pham sach, review nha san xuat c6 tam va... pham sach, review nha san xuat c6 tam va...

Join Join

o
ta BO ONG HOANG
e !
——

Seeding the contest in Facebook
Community Groups:

: o Utilize user-generated content
© — » e Spread word-of-mouth from
families and friends

100% ORGANIC

f) Bo Ong Hoang

Facebook post related to Clean Eat
avocado recipes with great visuals




Strategic Approach: Face

arget consumers

Safetie

66.67%
Single

86.1% 83.72%
Married

Female

ook Content Marketing

Focus on delivering safety, taste and good value in a relevant

Potential content

and appealing way:

4

Bo Ong Hoang
Just now - Q

KHOE DEP CUNG BO, DE LA NANG THO

Chac han chi em phu nif ciing rat hay st dung qua bo dé lam dep nhi? Nhung liéu moi ngusi da
ty tay bién nhiing qua b thanh nhiing san pham lam dep nhu nang tho hay chua? Hay cling
diém qua 1 s6 sau day nhé!

Mat na bo: 1am trang da, ngan nglia mun, thic ddy san sinh collagen gitp da dan héi, cang
bong.

Tinh dau ba: U téc, dudng téc, gilp mai toc chac khoé, dai suén mugt.

Cac moén an tif bo: han ché chat béo, gitp giam can, hap thu dudng chat va vitamin gitp dep
dang, sang da.

Ngoai ra, viéc Iya chon dong bad ciing rat quan trong, ba cang sach sé, an toan, cé thuang hiéu sé
cang ngon, cang nhiéu dinh dudng, dem lai nhiéu Igi ich cho ching ta.

Bo Ong Hoang, chuyén cung cap dong Bo hifu cd Ma Dudng vdi tiéu chi an toan thyc pham, doi
dao dinh dudng nhung gia ca lai hgp ly, phai chang hon so vdi nhiing dong b hitu ¢ cao cap
khac.

Bo Ong Hoang, hién da c6 mat tai cac chg, siéu thi va cac clia hang gourmet, clfa hang dac san
trén Toan quéc.

“An bo cao cap, séng nhu 6ng Hoang"
#BoOngHoang #Lamdep #Biquyet

(a BO ONG HOANG

—

KHOE DEP
— CUNG BO
o TRG THANH

/ A‘; NANG THO
™
g

Facebook self-care content
for Freshie

Bo Ong Hoang
Just now - Q

&NHUNG LOAI HOA QUA TOT CHO BE
DE tré phat trién toan dién vé thé chat va tri ndo, cac me can xay dung ché do6 an d chat va khoa
hoc danh cho tré. Cac chuyén gia dinh dudng khuyén khich cha me nén bé sung nhiéu loai trai
cay trong ché do an cuda tré boi day la nguon cung cap doi dao cac loai vitamin va khoang chat ty
nhién”". Nhiing loai hoa qua gilip bé thong minh thudng ¢6 moét s6 vi chat ¢6 Igi cho tri ndo, ¢
thé ke dén la: A, C, E, Sat, Choline, Omega 3, Folate. Céac loai vitamin nay thuéng ¢6 trong 7 loai
hoa qua sau:
1. Xoai
2. Chudi
3. Dua hau
4. Mang cau
5. Sapoche
6. Dau tay
7. Viét quat

Tai day, Bo Ong Hoang ty hao dem dén dong ba hitu co cao cap day dudng chat, rat phi hop
danh cho bé nham thuc day sy phat trién toan dién cGia cac con .. BS an toan, ngon miéng va
giau dinh dudng, la sy Iva chon hoan hao dé gia dinh minh cling thudng thiic. D€ ca nha minh
déu vui khée nhu 6ng Hoang, an Bo Ong Hoang ngay hém nay.

Bo Ong Hoang, hién da c6 mat tai cac chg, siéu thi va cac cfa hang gourmet, clfa hang dac san
trén Toan quéc.

"An bd cao ¢ap, song nhu 6ng Hoang"

¥BoOngHoang #Dinhduong #Ngonmieng

t’\:_q/ BO ONG HOANG
NHUNG LOAI HOA QUA
TOT CHO BE

Cic chuyén gia dinh dudng khuyén
khich cha me nén b sung nhiéu loai " ] ™ n ™
trai ciy trong ché d #n cta tré bsi day
l1a ngudén cung cdp déi dao cic loai
vitamin va khodng chit ty nhién. ] ™ ] ™ ]

Facebook family-oriented
content for Safetie




lll Strategic Approach: SEO Marketing

Target consumers

e are exposed to information sources
from

#2 Google Search

to discover fresh fruit brands

e think of avocados as

“healthy”,
“nutrition”,
“delicious”

Potential action

N4
ta BO ONG HOANG
PREMIUM
/
o~

TINH DAU BO VA NHU'NG TAC
DUNG "THAN KY"

Tinh dau ba dugc vi nhu "than duoc”, la

loai dau dugc chiét xuat tir thit clia qua

bo, rat thom va c6 nhiéu ng dung cho
strc khée 1&n lam dep.

Trang chu Gigi thiéu v San pham v

BO ONG HOANG: AN BO CAO CAP,
SONG NHU ONG HOANG
Bo Ong Hoang dugc biét dén véi cong
nghé truy xuat ngudén goc, ddm bao dong
ba hitu co an toan, ngon miéng, day
dudng chat va gia ca hoan toan hop ly.

Hoat dong congty v Lién hé Blog v Ngon ngir v

Utilize SEO
Marketing by
building relevant
blogs on BOH's
website with
common
avocados
keywords

PIEU CHUA BIET?

Mot s6 nghién cru khoa hoc da chira
rang trai cay hiru co chlra chat chéng oxy
hoé nhiéu han 40% so vdi cac sdn pham
khoéng hitu co.

Invest in Google Search Ads &
SEO to boost BOH's website

ranking
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Go g|e dong bo dinh duéng nhét X & @ Q
Q Al & Images [3) Videos (@ News : More Tools
About 1,330,000 results (0.52 seconds)
https://thiennongbp.com » tin-tuc » tong~.Translate this page : L (-\
Bo Ong Hoang: An bo cao cép, séng nhw 6ng Hoang p O™
'
-

Apr 13, 2022 — Bo Ong Hoang dugc biét dén véi cong nghé truy xuét ngudn gée, dam
bao déng bo hiru cor an toan, ngon miéng va gia ca hoan toan hop ly. Bo Ong Hoang > s o)
cung cép rét nhidu cac chét dinh dwdng ciing nhu chét xo cho cor ...

https:/iwww.sunigreenfarm.vn » blogs - Translate this page

TOP 5 LOAI BO SAP VIET NAM NGON NHAT HIEN NAY

Jun 2, 2021 Suni Green Farm |a dja chi cung cip rau ¢l qué gia si TP.HCM véi cac
mét hang c6 ngudn gbc xuét x(r rd rang, nhép tryc tiép tir Da Lat cling nhu .

https:/www.vinmec.com » dinh-duong - Translate this page  : A @
Gia tri dinh dwéng tlr qua bo - Vinmec £

Bo chira gn 20 vitamin va khoang chét nhu kali, lutein va folate trong m&i khAu phan.

Bo c6 it dwdng va chira chit xo. Duéi ddy la nhirng lgi ich sirc khde cla ... .2

Missing: déng | Must include: dong




lll Strategic Approach: POS Display & Sampling Booth

Target consumers

e are exposed to information sources
from

#1 Retail stores' display

to discover fresh fruit brands

e buy fresh fruits at

#1 Supermarket

#2 Wet market
#3 Gourmet/

specialty store

Potential offline channel
/111N

SUPER
MARKET

Has yet to distribute Not matching the BOH's partners with
BOH premium image wide distribution

BOH should prioritize investment in its partnered gourmet retail
stores as a potential offline communication channel as they are:

less costly

% more convenient with existing partnerships

rQ‘er)f*Q] share the same consumer base with BOH



Jll Strategic Approach: POS Display & Sampling Booth

Target consumers

e are exposed to information sources
from

#1 Retail stores' display

to discover fresh fruit brands

e buy fresh fruits at

#1 Supermarket

#z Wet market
#3 Gourmet/

specialty store

An Bo cao cap,
' Song nhu
- Ong Hoang

B

Potential offline channel

An Bo cao gép,
song nhu Ong H

POS display with clear logo and slogan, assisted by video screen and QR
code to show its tracing technology and safe origin

Sampling booth to give
consumers experience and
assurance of BOH's tastiness







