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ABSTRACT

This report covers all phases of the Coffunder Roastery communication campaign.
Problem definition, secondary/primary research, pre-production, production,
execution, and evaluation will be reviewed. We work with the brand representative

throughout this campaign to earn final approval before executing the stages.

This campaign aims to increase brand awareness on social media platforms,

explicitly promoting Coffunder Roastery's Facebook page.
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GLOSSARY OF TERMS

4C - One of the world's leading certification systems for sustainable coffee
growing and processing. The principles of the 4C Code promote three pillars of
sustainability: economic, social, and environmental. 4C also supports the UN SDGs
in all respects, of which the most powerful are still Goal number 1, 2, 5, 8, 12, 13, 15,

16 (4C Services GmbH, n.d.).

Arabica/Coffea arabica - also known as “ca phé che”. Arabica is native to the
Ethiopian highlands of tropical East Africa. It is the most cultivated variety in the
world. Arabica is usually grown at over 1200 m, with an appropriate temperature
of 15-24 degrees Celsius. The caffeine content is low, accounting for about 1.2% on

average (Nguyen, 2021).
Agriculture 4.0 - Smart Agriculture or Precision Agriculture.

“The slogan Agriculture 4.0 draws on the term “Industry 4.0” and refers to
increased integration of IT and communications technology with agricultural

production” (Hogan and Adam, 2017).

Blockchain - is a type of technology in which transactions are sequenced into
groups (“block™) before being aggregated into a ledger (“chain™). These blocks
need to be accepted by most participants before joining the chain (Bratanova,

Devaraj and Horton, et al., 2019).

Coffee Bean Belt - An area limited between 235 degrees North and South
latitude, located along the equator, across four continents: Americas (South and
North America), Africa, Asia, and Oceania, with natural conditions suitable for
coffee cultivation. Coffee can still be grown outside the belt, but it will not

guarantee the essential elements needed to grow optimally (Nguyen, 2027).
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Commodity Coffee - is defined as a uniform product that is interchangeable with
another coffee of the same type. Commodity coffee offers neutral or negative

flavor attributes without provenance (Union Coffee, n.d.).

Consumer Confidence Index - is defined as the degree of optimism about the
state of the economy that consumers are showing through their savings and
spending activities. The CCl was proposed by The Conference Board and was first

calculated and benchmarked in 1985 (TH, 2019).

Consumer Spending - is understood as the total amount spent on final goods by
individuals and households for their use and enjoyment in the economu.
Government agencies measure consumer spending, showing how industry-
specific consumption leads to investment decisions and economic growth (TH,

2019).

Craft Coffee - Craft implies a degree of manual skill and manual study. All craft
coffee is specialty coffee, but not all specialty coffee is craft coffee (Easto and
Willhoff, 2017). “Craft coffee is all about making the best cup of coffee. The practice
involves using ingredients of the highest quality, coupled with master roasters with

years of experience in crafting, to create the perfect cup of coffee.” (Nescafé. n.d.).

Cyber-physical system - According to the National Institute of Standards and
Technology, "virtual-real space systems can integrate computation,
communication, sensing, and actuation with the real system to perform temporal
functions with multiple levels of interaction with the environment, including human

interactions.” (US. Department of Commerce, 2016).

Direct trade - is a form of purchasing coffee from the origin (farm) done by
roasters without going through a company/intermediary or an exporter/importer.
There is no single, global, third-party verified Direct Trade certification and no
regulatory body that establishes, monitors, or enforces Direct Trade standards.
One of the primary purposes of direct trade is to remove obstacles preventing

roasters and farmers from working closely together (Nguyen, 2021).
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Excelsa/Coffea Excelsa - also known as “ca phé mit.” About 20 years ago, Liberica
made little presence in the global coffee market and was mainly used to produce
commodity-grade instant coffee. Farmers used to mix Liberica with Robusta
because there were no buyers. However, much effort in the early 21st century

helped popularize the variety in the Philippines and Malaysia (Nguyen, 2021).

Fairtrade - Fair Trade Coffee is coffee certified by fair trade organizations as
having been produced to Fair Trade standards to create trading partnerships
based on conversations, transparency, and respect, to achieve greater fairness in
international trade. “It means producers (farmers) get paid more for their work or
products; it is usually a built-in price to get some form of Fair Trade or Fairtrade

certification.” (Nguyen, 2021).

GDP - Gross Domestic Product is an economic indicator given to assess the overall
growth rate of the economy and the level of development of a region or a country.
It is an indicator that measures the total market value of all final goods and
services produced within a country's territory during a given period, usually a year

or a quarter (Phan, 2020).

Inflation -is a phenomenon in which prices increase rapidly and continuously over
a period. The inflation rate reflects the rate of increase or decrease of the general
price level of the research period compared with the base period. Some countries

use CPIl to measure inflation, including Vietnam (Sung, 2021).

Organic Coffee - Organic certification primarily focuses on land, crops, and
livestock, does not have a social component, and is not related to areas of farm

management such as workers' rights (Nguyen, 2021).

Premium Coffee - Premium coffee beans are allowed to contain defects that
slightly negatively impact the coffee’s flavor. Premium coffee usually receives a

cupping score ranging between 70-and 79 (Oden, n.d.).

Remote sensing - “Remote sensing is the process of detecting and monitoring the

physical characteristics of an area by measuring how it is reflected and emitted
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radiation at a distance (typically from satellite or aircraft).” (United States

Geological Survey, n.d.)

Robusta - is the trade name of Coffea canephora, also known as “ca phé véi”
Robusta originates from Congo - Belgium, in Africa. Robusta is also the critical
variety of Vietnam's coffee industry, contributing to the second coffee output.
Robusta is usually grown at altitudes below 900 m. Robusta needs more sun than
Arabica. The appropriate temperature is 18-30 degrees Celsius. The caffeine
content is higher than Arabica's, averaging about 2.2%, and the bitter taste

predominates (Nguyen, 2027).

SDGs - The United Nations adopted the Sustainable Development Goals or Global
Goals in 2015 to call for everyone to join hands in eradicating poverty, ending
disease, and protecting women/qirls from sexual discrimination. There are 17
Goals in the SDGs, and positive action in one area resonates in others.
Developmentsin the areas of the SDGs must ensure economic, environmental, and
social sustainability. Achieving the goals is a long process along with financial

resources, technology, and thinking of the head of the organization (UNDP, n.d.).

Single Origin Coffee - is not mixed with any other beans and shows the signature

flavors of the local region (Pipunic, 2015).

Specialty Coffee - can only survive consistently through the dedication of multiple
stakeholders throughout the bean's lifecycle. The requirements to qualify for
Specialty Coffee also run through the farm, processing, storage, roasting, brewing,
and the beans are scored from 80-100 according to SCAA standards (Specialty

Coffee Association, n.d.).

UTZ - UTZ certification focuses on farm codes of conduct that establish standards
for livestock and crop practices and environmental, human rights, and overall
management standards. Unlike Fair Trade/Fairtrade, the UTZ Certificate does not
have a minimum price base or guarantee pre-pricing for commodities. Instead,
there is a "Sustainability differential” constraint that RFA - the buyer must pay the

farmer in cash, determined by market price, quality, and output. Among the most
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commonly found certifications for coffee, the Rainforest Alliance certification
seems to have the most comprehensive list of standards related to human rights,
including living and working conditions, health and childcare provisions, sick leave,
and maternity leave. Temporary and permanent contracts for workers protect
workers' rights to resolve complaints safely. Furthermore, the environmental
component is also more holistic than the organic certification, as it considers the
farmland itself and the surrounding forests, natural resources, and local

communities (Nguyen, 2021).
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CHAPTER |. INTRODUCTION

During the brainstorming phase of the Capstone project, we were fortunate
enough to have the opportunity to meet and talk with one of the founders of
Coffunder Roastery - the local roaster that we partnered with for this project. We
listened to his passions for coffee in particular and the coffee industry in general,
about the orientation and values that the brand wants to share. As we shared our
inherent love for coffee and support for sustainability, Coffunder Roastery invited
us to be their partner in the first stage of their business transformation from B2B

to B2C.

Before proposing a plan for Coffunder Roastery, the current communication
problem was that Coffunder's brand awareness was relatively low on social media
because they were primarily targeting B2B customers. Chapter 1 introduces the
current Coffunder Roastery communication campaign. This campaign had three
stages: research, planning, and implementation. Based on the deadline for the
capstone project and the requirement from the brand, these phases were

scheduled accordingly.
Il Problem Definition

Coffunder Roastery had low social media brand awareness. The brand has been
active on Facebook and Instagram since 2019 but has not executed any
communication strategy. The frequency of posts was not regular, with the last post
being published in February 2021. One of the reasons for not promoting social
media during the 2019-2021 period was that Coffunder Roastery operated under
the B2B model - focusing on positioning and building personal relationships. The
brand mainly communicated  with  customers through face-to-face

communication, email, or phone.
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This campaign marks the beginning of the series of communication activities of
the year that Coffunder Roastery does to refresh the brand. Details are discussed
in subsection 2.1.2.3. The brand wishes to increase its existing Facebook platform
awareness to individual customers - the new audience with this campaign. At the
same time, the brand also hopes to convey a straightforward brand story to its
target audiences. Based on the requests from the client, only one objective was
set to reach its effectiveness. The capstone project was built on this objective.

Details as shown in the following subsection.
[.2. Capstone Project

We made a specific proposal based on our research for this project. These are the
two markets that the brand targets and requires us to focus on in this campaign.
Dalat is where Coffunder Roastery headquarters is located, while Ho Chi Minh City
is identified as its largest geographical segment. Details as shown in Figure 1. It is
important to note that plan B was revised from the initial plan®. The client requested

this change. Details are explained in subsection 3.5.

nitial plan includes two offline events
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Figure 1. Capstone project introduction

GRA497
GSP22MCO03

COMMUNICATION CAMPAIGN FOR COFFUNDER ROASTERY
Chién dich truyén théng thuong hiéu Coffunder Roastery

Mai Huynh Nhu S$SS$130296 Nguyen Truc Quynh Huong S$5130209
Goal To increase brand awareness on social media platforms
Duration Social Media Coverage
Platforms
02/2022 - 04/2022 Facebook HCMC
Instagram Dalat
TikTok
Scope of work Research

Communication Campaign Planning & Execution
Evaluation

Source. Created by the Authors
The timeline of the Capstone Project is divided into four stages with 13 weeks, as
shown in Table 1. The research stage lasted for two weeks, from January 6, 2022,
to January 13, 2022. January 14, 2022, to January 23, 2022, was the planning stage.
The execution and evaluation phase was carried out parallel from February 10,

2022, to April 14, 2022.
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Table 1. Timeline of Capstone project

Responsible

23/01/2022)

Audience
Psychographic

Behavioral

Stage Task
person
Research Market Research Huynh Nhu
Problem
Brand Research uynh Huon
Definition/ Quy E
Secondary and
Wi — W2 Primary Research Competitor Research Quynh Huong
(06/0”2022 - Customer Research Huynh Nhu
13/01/2022)
Quynh Huong,
Risk Management
Huynh Nhu
Planning
SMART Objective Quynh Huong
Demographic
W2 - W3
. Geographic
(14/01/2022 — ldentify Target

Huynh Nhu

ldeation and Insight

Quynh Huong
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Brainstorming Big Idea

Key Message and

Slogan

Message strategy

Quynh Huong

Channel plan

Huynh Nhu

Communication
Art Direction

plan
(Brand kit social

media template
and social posts

visual brief)

Quynh Huong

Campaign budget and timeline

Huynh Nhu

Risk management

Huynh Nhu,
Quynh Huong

Execution and

Evaluation

Copywriting/Editing

Work with the

outsourced

‘Channel .
designer

Management
Designing partly

social posts

Photographing

Huynh Nhu,
Quynh Huong
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Editing TikTok
videos
W4 — WI3
Huynh Nhu,
(10/02/2022 - Performance Report Y
Quynh Huong
14/04/2022)
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CHAPTER 2. DEVELOPMENT STAGE

Development is the second stage of the Capstone project. We researched the
current situation of Viaggio Caffe Company Limited and Coffunder Roastery. We
also analyzed the business and communication strategy of other Coffunder
Roastery competitors operating in the roasting industry and the target audience

for this campaign.
2.l. Business and Brand Overview

Coffunder Roastery is a coffee roasters brand owned by Viaggio Caffe Company
Limited - now called Research Development Vietnam Coffee. Researching the
parent company gives an overview of the story and message that the parent
company and Coffunder Roastery have pursued since its first day. In addition to
publicly available materials, working with Coffunder Roastery’s founder helped us

to understand the unique characteristics of the brand better

2.1.1. Viaggio Caffe Company Limited

This subsection highlights the company’s history and its mission, vision, and core
values. The thirty-year coffee journey of Viaggio Caffe with its achievements is @
solid foundation for the development of Coffunder Roastery.

2.1.I1.1.  History

Viaggio Caffe Company Limited is a B2B company established in 2009. Besides
participating in all stages of coffee production, from harvesting to barista training,
Viaggio Caffe also offers coffee shop consultancy. Further details about this
company and its current products can be found by scanning the QR codes

provided in Figure 2.
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Figure 2. Overview of Viaggio Caffe

VIAGGIO CAFFE

HAND-PICKED PACKAGING BARISTA
CHOWRG HARVESTING HERCCESSING EDESHEC FACTORY TRAINING

-VIAGGIO @) CAFFE -

EST.2009

Gla Lam Commune, Lam Ha District, Lam Dong Province

o 1[=]

Source: Derived from Viaggio Caffe and created by the authors

Viaggio Caffé has achieved certain milestones during the brand-developing
journey, such as pioneering premium coffee production, technology transfer, and

sustainable coffee production, as shown in Figure 3.
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Figure 3. History of Viaggio Caffe

VIAGGIO CAFFE
2009 2013 2018 2019 2020
Connects more
than 2000
farmer Pioneers Pursuits Café-
households R . Establish REDD project of
A Pioneers in technology stablishes S Nt
(ERIUTEEMIII [ producing transfer and Coffunder Roastery etherianas
coffee i i Development
) premium coffee sustainable coffee o
production . Organisation
. production
according to
4C and UTZ

certifications

Source: Derived from Viaggio Caffe and created by the Authors

2.1.1.2.

Mission, Vision, and Core Values

Sustainability and kindness are the "keywords" that always appear in the

development journey of Viaggio Caffe. What Viaggio Caffé has done, is doing, and

will be doing is not only intending to bring customers a great cup of coffee but

also ensuring that it brings value worthy of the contributions of everyone in the

coffee production community. These things build the mission, vision, and core

values that Viaggio pursues. Details are shown below.
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Mission

Coffee enthusiasts participating in a value chain from “Farm to Cup” with a closed
and sustainable production process, we confidently represent the most authentic
tradition of Vietnamese coffee (Viaggio Caffe, 2022).

Vision

Coffunder Roastery wishes to spread our love for coffee to the world. Continuing
the family tradition of nearly 30 years in the coffee industry, we started our journey

from the Lam Dong Plateau - “Journey From Origins” (Viaggio Caffe, 2022).

Table 2. Core values

Convenience Quality Excellence

Sustainability Environmental protection

Source: Derived from Viaggio Caffe

According to today's popular sustainable coffee term, as shown in Appendix B,
certified sustainable coffee satisfies three main pillars: economic sustainability for
farmers, environmental conservation, and social responsibility (Nguyen, 2021).
Viaggio Caffé pursued and achieved two certifications in its development journey,
as shown in Figure 4. Both of these sustainable coffee certifications are
internationally recognized. The Rainforest Alliance is more holistic than other
certificates in human rights and environmental factors. 4C follows the three pillars
of sustainable coffee and supports the SDGs pursued by the United Nations and

Vietnam.
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Figure 4. 4C and Rainforest Alliance Certifications

RAINFOREST
“ALLIANCE

CERTIFICATE
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2.1.2. Coffunder Roastery

According to the founder, based on the business strategy of the parent company,
Coffunder Roastery switches from a B2B company to a B2C company, focusing
on individual customers. The long-term business strategy of Coffunder Roastery
is to open a showroom to sell roasted coffee. Coffunder Roastery also focuses on
in-depth research on processing techniques and creating roast profiles to bring
out unique roasted coffee products. Still carrying the vision, mission, and core
values from the parent company, the difference is that Coffunder Roastery
strongly exploits the potential of Vietnamese coffee varieties, more specifically

Fine Robusta.

2.1.2.1. Current Social Media Evaluation

Despite creating a social media presence on Facebook and Instagram since 2019,
Coffunder Roastery does not have a clear content plan. The tone of voice was not
determined, the content and visuals were not consistent in the posts, and the
varying posting frequency created a low brand awareness level on social media.
During 2019 - 2020, Coffunder Roastery operated under the Instagram
@coffunder_roastery. In 2021, Coffunder Roastery switched to the handle
@coffunderroastery and has kept this id until today. In the first half of 2020,
Coffunder Roastery updated some products on its Facebook Page but did not
reach many individual customers. By May 2020, the brand stopped posting on
both platforms until early 2021. The most recent posts on Facebook Page and
Instagram were from February-March 2021. Before running the campaign, the
brand's Facebook page reach and page likes were measured, as shown in Figure
5. The number of reached people on the Coffunder Roastery Facebook page is
15,540 from day one to the most recent post (December 9, 2022 - February 5,
2021, with a decreasing trend. In January 2022, the page only reached 54
audiences one month before running the campaign. According to the audience

demographic analysis of the Facebook page, 18-24 and 25-34 are the two age
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groups that account for the highest percentage. Ho Chi Minh City and Dalat are

still the top two cities with the most reach.

Figure 5. Coffunder Roastery Facebook page reach and likes

$6 ngurdi tiép can Trang Facebook @ Lwot thich Trang Facebook @
15.540-- 850

4,0

30K D0 tudi & givi tinh &

20K
10K
0

20Thing 12 7Thing2 18Thang3 27 Thing4 6Théng6 16Thang7 25Thang 8 4Théng 10 13 Thang 1123 Thang 12 1 Thang

20% I
S8 nguei tiép cain Treng Facebook @ - .I I i —

1824 2534 3544 45-54 55-64 65+

v W Nem
40.9% 59,1%
1]
Top thinh phé
B
Thanh phd Ha Chi Minh
55.2%
2
Da Lat, Lam Bang
—
0 s e
27 Thang 12 31Thang 12 AThang 1 8Thang 1 12Thang 1 16 Thang 1 20 Thang 1 Ha Noi

- 6%

Source: Derived from Coffunder Roastery

A comparison between Coffunder Roastery and the five competitors is made to

measure brand awareness, as shown in Figure 6.
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Figure 6. Coffunder Roastery vs. the Competitors’ social media evaluation
(04,/01/2022 - 04,/02,/2022)
(Results were extracted on February 08 2022)

Follower Growth Average

Fans Weekly (in %) Engagement

o0 T}év!?fr?ﬁgffee Roastery ok 0.30% 0.055%

8 ey I 0.21% 025%
iD= | s | oz 035
@ Astronaut Coffee Roastery 4.0k 1.77% 0.045%

@astronaut.roastery

P s ety 43k 0.41% 0.31%

':ﬁ'%o ?hin Xanh CaPhe 77k 0.019% 0.092%

a@phinxanhcaphe

Source: Fanpage Karma

Although Coffunder Roastery had temporarily stopped publishing content the
moment, the brand has continued to receive the attention of some B2B customers,
According to the founder, individual customers know the brand mainly because of

the reputation of the holding companu.

Strength and Weakness

Based on studies done by Coffunder Roastery, the founder shared that no
competitor in the roasting field can prolong the fermentation process like
the brand's technique which is also a brand USP for the product, enhancing
the coffee flavors. The slow fermentation method of Coffunder Roastery

has been rated over 80 points by Building Coffee - Coffee Quality Control
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Services, as shown in Figure 7. The technique was effective in aromas and
flavors; defects were not severe and could be improved. Fermentation is an
opportunity to enhance the quality of coffee and ensure flavor diversity.
Therefore, this content is exploited on social media platforms to bring a

specific attraction to the audience interested in specialty coffee.

Figure 7. Building ratings for Coffunder Roastery’s slow fermentation

method

building i

COFFEE QUALITY CONTROL SERVICES .

Fi
Red Honey Slow Ferment (Nitro) Score: 84.75

Coffunder E ey

n Phuoc Bao * Acidity 7.5/10

* Flavor 7.25/10

* Body 7.25/10

* Aftertaste 7.25/10
General * Balance 7.5/10

Aroma: tamarind, apple, honey, yogurt, tomato
Flavor: orange, tamarind, nougat, milk chocolate,
molasses

Aftertaste: floral, molasses

Flaws: quakers (5+), com husk, herbal, sweaty

Green Coffee Physical Analysis Recommendations

Density: 710g/L Wet Mill (pulping/processing)
Moisture Content: 10.4% Pulper adjustment and calibration: many cuts and
Screen Test (200g) damaged beans, leading to mold and fungus/microbes
* $18+634% growing in green coffee

* $163025%

* S1364% Drying Parchment

Slower/shaded drying: sun damage and uneven moisture
in green coffee, dead embryos. Fast drying will lead to
premature fading (loss of organic material) in storage

Defects: 14.89/200g (7.4%)
® Cherry Pod 135%
* Parchment 0.15%
* Partial Black 1.45%

Dry Mill (hulling/processing)
* Broken and Damaged 4.45% 4 ok )

Huller/peeler adjustment and calibration: cherry pods,
parchment, and broken beans, leading to uneven
moisture balance and roasting issues
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building

COFFEE QUALITY CONTROL SERVICES

building
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Coffee Profile
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Score: 85 - 4 (primary defect) = 81 points

* Aroma7.75/10 Lactic Natural Slow Ferment
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* Aftertaste 7.25/10 * Flavor 7.75/10
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* Aftertaste 7.75/10

* Balance 75/10

ipple, roasted nuts, orange, cherry, honey

in, apple, cherry, orange, walnut, vanilla, baking
Aroma: strawberry, yogurt, cocos, plum, malt, quinine
Flavor ineapple, banana, yogurt, milk

Body: round, heavy, d
Aftertaste: herbal, floral, sweet, nutty

Flaws: quakers, overfermentation, sour/stinker bean
(flavors of expired milk)

e s Wet Ml pulpig/processing) Green Coffee Physical Analysis

Mosture Content: 13.6% Pulper adjustment and calibration: many cuts and
Screen Test (2009)
 sBe701%

Density: 6609/L.
Moisture Content: 103%
Screen Test (200g)

. S84 557%

* $16239%
* su6%

* 5163625%
* S137.65%

drying: sun damage
Defects: 13.79/200 (6.9%)

* Cherry Pod 1.35%

* Partial Sour 31%

* Partial Black 165%

* Broken and Damaged 0.8%

Defects: 14.79/200g (73%)
* Cherry Pod 325%

* Partial Sour 185%

* Partial Black 1%

* Full Black 01%

* Broken and Damaged 115%

density/size screening can improve quality.

Storage
Storage High moisture content with unstable storage conditions
High moisture content with unstable storage conditions will lead to mold, fungus, and microbe formation

will lead to mold, fungus, and microbe formation

Source: Derived from Coffunder Roastery

Although possessing a robust fermentation method that stands out from
the competitors, Coffunder Roastery has not yet exploited much content
involving this factor. According to the founder, one of the main reasons is
that Coffunder Roastery has not had its own social media team, either in-
house or outsourced. Because of the lack of time, the founder was unable
to make the most of the use of social media to share the fermentation

method.

2.1.2.2. Brand Archetypes and Brand Personality

The Brand Archetypes and Brand Personality model is used to analyze the
Coffunder Roastery’s characteristics based on the core values the brand has been,
is, and will pursue. The two models help set suitable content and tone of voice for
the campaign. The archetype and personality have not been presented clearly on
social media. If more time were spent, it would create a better connection with the

audience.

Brand Archetypes help us define what a brand is, its relationship with its

consumers, and what it stands for. Brand Archetypes give meaning to the product
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or brand and bridge the gap or missing link between the customers and the brand,

which helps them connect with the brand to form loyalty.

Coffunder Roastery keeps researching, learning, and developing coffee
processing techniques to reach the best flavor. The founder shared that the brand
wishes to innovate the quality of its products and strives to enhance the customer's
coffee experience. Such ‘motivation’ reflects the Magician of Brand Archetypes
defined by Mark and Pearson (2001), as shown in Figure 8. Based on the definition
of the Magician that Mark and Pearson had stated in this book, “Magicians are
motivated by the desire for personal transformation and for the chance to change
people, organizations, and their times” Coffunder Roastery is most suitable for

Magician Archetype.

For the brand, coffee is more than just a drink stereotyped in terms of flavor; it
has many potentials to be exploited to reach more diverse, sophisticated flavors.
The comment about good or bad coffee is often subjective. Because each coffee
variety has its characteristics from the land, they were grown, from the nurturing
hands of the farmer, from the love during all stages of processing, roasting, and
brewing to bring an excellent quality cup of coffee. All factors such as natural
resources and the labor force contribute to creating a coffee value chain. The
brand wants the audience to know and have a more open, positive attitude toward
the coffee bean and the Vietnamese coffee industry. For the group of brands
included in the Magician archetype, one of their goals is to make the world more
magical, unique, and accompanied by helpful knowledge. In addition, they are also
interested in developing methods to innovate the brand itself. The Magician
archetype is demonstrated in Coffunder Roastery's experience with numerous
ways to enhance the quality of their products and the flavor of their customers'

coffee.

Along with the Hero and the Outlaw, the Magician is classified as a Mastery. The
archetypes in this group desire to change the world and take risks. They are ready
to take on challenges to build a better future (Dixit, n.d.). With its desire to rescue

oppressed individuals and humans, Coffunder Roastery does not fit the description
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of the Hero archetype. This archetype can be used to motivate people to push
themselves beyond their limits to accomplish goals, evoking the idea of "fighting”
for a particular purpose. On the other hand, the Outlaw believes in values that may

not be found in the current social structure.

Meanwhile, Coffunder Roastery approaches the ordinary to create extraordinary
things that can be seen in how the brand applies fermentation - a not-so-new
method of coffee processing - to develop products with delicate flavors to
enhance consumers' taste. Compared to the two archetypes of the same Mastery

group, the Magician has the most robust idea of transformation.

Figure 8 Master Archetypes

STABILITY

RULER

CAREGIVER CREATOR

o [a)
0o

z EGULAR ARCHETYPE ARTICULATE EXPLORER =
o CHARISMA STABILITY =
o z

JESTER INNOCENT

MAGICIAN OUTLAW

HERO

MASTERY

Adapted from Brand Archetypes’ definition of Mark and Pearson in 2007

Acker (1997) defined Brand Personality “as a set of human characteristics
associated with the brand.”, as shown in Figure 9. The author developed five

dimensions of brand personality: sincerity, excitement, competence, sophistication,
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and ruggedness. Brand personality can build a relationship between a brand and
consumers and play a role in self-expression to attract consumers (Aaker,
201). Along with Brand Archetype, Brand Personality is a framework that supports

the observation, analysis, and assessment of brand characteristics.

Aiming for sophistication in flavor, Coffunder Roastery's products, whether they
are commodity coffee, premium coffee, or specialty coffee, are guaranteed to
bring a different experience to consumers. The brand is committed to using 100%
rustic roasted coffee beans with its proprietary methods. Coffunder Roastery
strives to create roasting recipes, improve technology, and test new techniques to
please this group, targeting the Coffee Connoisseur customer group. The

Sophisticated brand personality shapes the above.

Figure 9. A Brand Personality Framework

BRAND PERSONALITY

SINCERITY EXCITEMENT COMPETENCE SOPHISTICATION RUGGEDNESS

DOWN-TO-EARTH DARING RELIABLE

HONEST SPIRITED UPPER CLASS OUTDOORSY
INTELLIGENT
WHOLESOME IMAGINATIVE < CHARMING TOUGH

CHEERFUL N SUCCESSFUL

Adapted from Brand Personality’s definition of Aaker in 1997

From the determined Brand Archetype and Brand Personality framework, the
communication campaign was carried out with a voice that suits Coffunder’s

Roastery characteristics.
2.1.2.3. Brand refresh

This campaign can be seen as a brand refresh milestone for Coffunder Roasteruy.

Usually, a brand refresh creates a distinct impact on how the brand feels, sounds,
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and looks to the customers. Refreshing is different from rebranding is all about
tearing down everything the brand has built and starting again from scratch

(Sardovski et al, 2022).

The brand retains its mission, vision, and core values and will be presented more
clearly in the communication campaign. In terms of visuals, the Vietnamese filter
mascot and the brand's signature red color are still in use but bring a new style to

the audience.

Mainly, Coffunder Roastery had changed its brand identity, as shown in Figure 10.
However, the logo remains the same, except for the colors. The founder wants an
explicit content and visual orientation which expresses the mission, vision, and core
values through the brand personality identified in the previous subsection. In terms
of packaging, Coffunder Roastery retains its minimalist designThe founder wants
customers to be able to scan information quickly and concisely. Detailed product
information will be shared on the sales channel. In addition, Coffunder Roastery

also uses eco-friendly kraft paper bags for the product launching in this campaign.
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Figure 10. Combination of mark logo and packaging design of Coffunder
Roastery in 2079 and 2022

2019 2022

RQ&STERY

FILTER

COFFUNDER

RQ& STE R Y
@ CHARMING FILTER @ CHARMING

CUPPING NOTE: SWEET, CHOCOLATE, SILKY CUPPING NOTE:  SWEET, CHOCOLATE, SILKY

FAERSSREN DALATA0 PRAN NRBLAR TR, AL GEVY ADDRESS:  VEASIN APARTHENT, WARD 8, A LAT EITY

MASS / 200GR MASS / 200GR

Source: Derived from Coffunder Roastery

The brand tagline is “non specialty, just experience.” which was shared once on
Instagram. After reviewing the campaign’s relevance - the start of a new milestone
for Coffunder Roastery, the brand agreed to use this tagline as the campaign

slogan.
Brand Kit Social Media Template

Content and visuals on Coffunder Roastery's social media platforms are
inconsistent. For this campaign, we had come up with a color palette and a specific

style for the social posts to help raise brand awareness.
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Based on the operation of color psychology (Meir, 2020), the three primary colors

used in the social template include:
=CIBJIBPI0 - The brand color is most used in designs to increase identity.

- Yellow symbolizes optimism and youth, which brings a positive

vibe to the message.

EsiBleIeY - Brown represents healthy soil and coffee beans associated with
reliability and stability.

The three fonts used for social posts heading and subheadings are SVN-HC Elixir
Sans, Danhda, and iCiel Simplifica, respectively, as shown in Figures 11, 12, and 13.
SVN-HC works as a heading as its boldness grabs the attention, whereas Danhda
highlights vital takeaways in the subheading. In addition, for the copy section, iCiel
Simplifica with a lighter appearance is used so that the audience can distinguish

primary and secondary information.

Figure 11. SVN-HC Elixir Sans font

SVN-HC ELiXiR SANS

Figure 12. Danhda font

DANA DA
Figure 13. iCiel Simplifica font
iCiel Simplifica

Facebook pages of competitors in the roasting industry and the coffee

knowledge-sharing websites were consulted to look at commonly used visual
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types for knowledge-sharing posts. These include real-life photos and illustrations
that are used mainly for educational content. To stand out, a combination between
the geometric style and coffee-related elements - which other competitors have
not used - is applied to the campaign's art direction. In addition, with the type of
content that conveys knowledge around coffee, the length of the competitors'
posts on social media is not too long and focuses on image quality? The idea is to
optimize the content by integrating images so that the audience can access the

information most intuitively.

Social posts will be visualized not to overwhelm the audience with information. We
will be using Candid Photography - high-quality photos of humans and landscapes
without much setting or editing. As shown in Figure 14, we applied geometric bars
with three primary colors and different shades for the social media template. In
addition, a flat design is used for the infographics and some illustrations to visually
present data. However, the primary colors used throughout social posts are still
red, yellow, and brown. The images will be arranged according to the template's
layout, whereas the illustrations depend on their complexity to minimize the
template elements. For specific posts in which we want the audience to focus on
the illustration’s information, we will be only adding the logo to the design to limit

visual confusion.

2 Details as shown in Appendix C
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Figure 14. Social media template
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Source. Derived from Coffunder Roastery
2.1.2.4. Brand Key Model

The brand key model helps analyze how the brand operates, its competitors, and
its target consumers. This framework provides a holistic view of Coffunder

Roastery, as shown in Figure 15.
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Each of the elements in the Brand Key Model serves a purpose. The competitive
environment focuses on market analysis and the marketing activities of the
opponents. Target helps draw a consumer portrait, including demographics,
attitudes, values, and purchasing power. Insight digs into consumers' minds to
solve essential but rarely discussed issues. Reasons to believe is how brands
demonstrate the value they bring to consumers. Discriminator recognizes the
advantage that helps the brand stand out from the competition and increase

consumers' persuasion (Siraj and Kumaro, 2011).

Figure 15. Brand Key Model of Coffunder Roastery

VALUES, BELIEFS & PERSONALITY REASONS TO BELIEVE

Sophisticated

R
Knowledgeable 2 Reputation of the
Transformotive ESSENCE Halg A
holding company
lippactii} Experimental
;i Sustainability certifications:
UTZ, 4C
BENEFITS DISCRIMINATOR
Complexity, Initiative fermentation process
explosive aromas and flovors Customized roast profiles
Feel satisfied INSIGHT
Satisfy the
coffee experience to the fullest
COMPETITIVE ENVIRONMENT TARGET
Direct: Coffee roastery brands Coffee connoisseur,
Indirect: Coffeehouses tends to make coffee at home

ROOT STREN!

Original coff

Connoisseur consumer

Adapted from the Brand Key Model’s definition of Siraj and Kumaro in 2077
Source. Created by the Authors

Root Strength - Original coffee?

3 does not contain additives, flavoring agents, filler materials (Hang N. and Linh G., 2018)




COFFUNDER ROASTERY COMMUNICATION CAMPAIGN GSP22MCO3 | FPT UNIVERSITY

Essence - Experimental, desires to bring diverse coffee experiences, evident in the

tagline shown in the previous subsection.

Competitive Environment - Compete directly with roaster brands and indirectly
with coffeehouses. Astronaut Coffee Roastery is the strongest competitor among
the five competitors because it shares the same business direction as the brand -
a coffee showroom instead of opening a coffee shop like the other four

competitors.
Target - Consumer Connoisseur

They originate from connoisseur consumers (CCs), a group of consumers
who care more about factors involving the goods they buy, including the
origin and ethical aspects. The behavior of this group is said to be relatively
sustainable because they specifically care about environmental issues and
are willing to pay higher prices for environmentally friendly products than
general consumers. They tend to try to understand, evaluate, and
appreciate the consumption of objects, subjectively showing a preference
for specific coffee attributes. Connoisseurs are more interested in behavior
as a recreational activity and emphasize individual identity distinct from
other consumer groups. This group of customers also has the potential to
create a subculture that is different from the general consumer group.
Therefore, the existence of CCs will help single-origin coffee shops build a
separate consumer community besides impulse consumers. For these
consumers, the brewing process is the preservation of the experiences of

the coffee bean (Purnomo, Daulay, Utomo, et al, 2019).
Insight - Satisfy the coffee experience to the fullest.

Benefits - The benefits brought to the customer when purchasing include rational
and emotional benefits. While Rational concerns complexity, explosive aromas,

and flavors, emotional focuses on satisfaction.

Values, Beliefs, and Personality - The products aim for the most sophisticated

and whole coffee experience. Coffee is not only a drink but also a lifestyle.
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Choosing premium coffee shows respect for the culture and efforts of all those
who have contributed to the coffee value chain. The product represents a

knowledgeable, transformative, impactful individual's image.

Reasons to believe - The reputation of the holding company, which has operated
in the coffee industry for more than 30 years; Achieves 4C and UTZ certification;
Connects more than 2000 farmers into sustainable coffee production; Pioneers in

technology transfer and premium and sustainable coffee production.
Discriminators -

The Slow Fermentation method offers a fuller coffee experience with the

subtlety of flavor and aroma

Customized roast profiles: In addition to pre-roasted products, depending
on each type of bean with its attributes, Coffunder Roastery will design
different roasting profiles to meet individual needs and ensure the highest

coffee flavor potential.
2.2. Secondary and Primary research

Secondary research was done first to gather general information. Since the client
is a small and medium-sized business, the budget is limited, so executing
secondary first will help optimize costs. The primary research was conducted since
there was no information from secondary sources for the campaign's target

audience.

Coffunder Roastery's competitors, the coffee industry, and more could be learned
from secondary sources. Nevertheless, there was a need to do primary research

to gain insights from the target market.

2.2.1 Secondary research

Primary research helps to collect micro-information on the coffee industry market,

consumer psychology, and behavior in the current Vietnamese context. Online
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data is collected from the Internet, government documents, and global consumer

behavior research organizations for primary research.
2.2.1.1.  Market research

Market research goes from a macro view of the global market. The Vietnam
coffee industry's current situation, potential, and development prospects were

reviewed. After that, we evaluated the campaign’s potential and limitations.

2.2.1.1.1. Waves of Coffee

According to caffeine historians, the history of the world coffee industry can be
divided into three significant periods based on trends and three critical milestones
that have shaped the coffee industry. Each wave carries its pillars of values and
philosophies, as shown in Figure 16. It changes consumers' habits and attitudes

towards coffee (Nguyen, 2021).
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Figure 16. World vs. Vietnam’s waves of coffee
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Source: Created by the Authors

The growing awareness among consumers and producers about the coffee chain
and its value - in addition to caffeine - was the passage of the Third Coffee Wave.
In Vietnam, the third wave is also a milestone in the prosperous years of
Vietnamese coffee brands, especially Trung Nguyen in 1996. Trung Nguyen
opened the door for a diversified approach to a variety of roasted coffee. During
the 2000s, tourists, foreigners, and overseas Vietnamese increased with the

economy's growth, and the demand for premium coffee with some foreign
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features rekindled new coffee lovers. Since 2007, only international coffee brands
have penetrated the Vietnamese coffee market, including Gloria Jeans Coffees,
Angel In Us Coffee, and Starbucks. The third wave of coffee was firmly in the global
coffee industry. However, it was not until recent years that specialty coffee

became more popular in Vietnam.

The four main value pillars pursued by the third wave of coffee are all towards
sustainability in the coffee industry, from Single Origin Coffee, Specialty Coffee,

Craft Coffee, or Direct Trade.

Each coffee wave typically spans 50-100 years, depending on how quickly the
coffee industry develops. According to Jordan Montgomery - an expert who has
worked in the specialty coffee industry for more than a decade, the trend of the
fourth wave of coffee gravitates toward a more scientific, less romanticized
approach to coffee (Jordan, 2021). Simultaneously with the involvement of science,
many experiments will be carried out to discover and understand more deeply the
chemical attributes of coffee. At this time, the phases in the coffee supply chain

will gradually approach mass with equal importance.

“Roasters today are like winemakers. They are one channel to find out all
the important information. They have coffees from all over the world, with
different seasons, prices, and qualities. Furthermore, they also have to work
with the sales and finance teams. Likewise, they wear different hats in one

role” (Jordan, 2021).

When the coffee industry moves to a new milestone and cultivates more
knowledge and skills for coffee producers, consumers’ awareness and needs also
increase. They will demand more stories about the production, origins, and diverse

coffee flavors (Deniz, 2021).
2.2.1.2. PESTEL Analysis

PESTEL is used to identify factors that were, are, and will positively or negatively

impact the Vietnamese coffee industry, of which Coffunder Roastery is a part. This
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analysis demonstrates the growth potential of Coffunder Roastery when switching
to a B2C business model. At the same time, it also supports the communication
planning for the brand, which is evident in the Political, Technological,
Environmental, and Legal factors. PESTEL Analysis is a strategic framework used
to assess a business's macro environment, including FPolitical Economic, Social,
Technological Environmental and Legal factors. The model may be effective for
strategic planning and determining the advantages and risks (CFI Education Inc,

n.d.).

Political Factors include government policies that can affect the economy
affecting the business. Economic factors include different aspects of the economy,
such as inflation, Interest Rates, and Economic Growth Rates. Social factors
considering demographics and culture, social norms, or spending behaviors of @
community can help identify consumer portraits. Technological factors include
industry innovations and innovation in the overall economy, creating pressure on
businesses to be up-to-date and innovative. Environmental factors related to the
business's ecological impacts include weather conditions, climate, and
environmental pollution problems. Legal factors associated with any legal force
determine what a business can or is not allowed to do, such as labor laws, licenses,

and permits (CFl Education Inc, n.d.).
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The coffee industry development
policy aims to maintain the world's
second position in coffee exports
and production, doubling the
added value in coffee production
by increasing productivity, quality,

and added value. (Nguyen, 2020).

The Government of Vietham and
the United Nations have developed

One Strategic Pl

an to integrate the SDGs with the
socio-economic development
strategy and plan  in 2017
According to Ms. Nguyen Thi Thanh
Nga from the Ministry of Planning
and Investment, Vietnam is likely to

reach 5/17 SDGs by 2030 (Tran,

M O &

Source: Open Development Initiative, 2020

Vietnam is a one-party state
with only one ruling party, the
Communist Party of Vietnam.
Vietnam's political stability is
always an advantage

compared to many countriesin

the world. From there,
businesses in Vietnam can
develop long-term and

sustainably (Quang, 2010).




COFFUNDER ROASTERY COMMUNICATION CAMPAIGN GSP22MCO3 | FPT UNIVERSITY

Economics

According to Kantar
Vietham Insight Ebook 2021

There are six economic factors affecting FMCG industry
revenue, including:

01 02 03
Inflation Rate Food Inflation Residential
Mobility
04 05 06
Consumer GDP Consumer
Spending Growth Rate Confidence Index

Given the scope of the campaign, we had selected 4/6
factors above for analysis.

Source: Kantar, 20217 and created by the Authors

Inflation Rate

According to the Socio-Economic Situation Report in the fourth quarter and
2021 from the General Statistics Office, core inflation in December 2021
increased by 0.16% over the previous month and increased by 0.67% over
the same period last year (GSO, 2021). In the position of producers, when
the inflation rate is high, input and output prices will fluctuate constantly.

The cost of goods production skyrocketed, leading to an increase in output
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prices. Cost increase reduces the demand for shopping, reduces the need
for products produced by businesses, and the number of goods consumed
decreases markedly. These factors directly affect business profitability

(Thai, Thuy, and Thy, 2021).
Consumer Spending

Consumer spending in Vietnam was estimated to reach US$183 million in
2021. By 2025, the figure is forecasted to reach $273 million (up 1.5%). Coffee
belongs to the group of non-alcoholic beverages. Per capita consumer
spending on food and non-alcoholic beverages in Vietnam is estimated to
reach US$847 by 2021. By 2025, it is forecasted that consumers’ per capita
spending on food and non-alcoholic beverages will rise 14% to $1172

(Statista, 2021). Details as shown in Figures 17 and 18.

Figure 17, The total consumer spending forecast in Vietnam from 2021

to 2025
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Source: Statista

Figure 18 The per capita consumer spending on food and non-alcoholic

beverages forecast in Vietnam from 2027 to 2025
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GDP Growth Rate

GDP in the fourth quarter of 2021 was estimated to increase by 5.22% over
the same period last year. Higher than the growth rate of 4.61% in 2020 and
lower than the fourth quarter of 2011-2019. It is estimated that GDP in 2021
will increase by 2.58% compared to 2020 due to the Covid-19 pandemic. It
has seriously affected all sectors of the economy, especially in the third
quarter of 2021. Many critical economic localities have done this and

prolonged social distancing to prevent disease. According to research from
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the Journal of Industry and Trade, coffee is an essential commaodity,

accounting for 3% of Vietnam's GDP (Nguyen, 2020).

Figure 19. The growth rate of GDP in Vietnam
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Consumer Confidence Index

Consumer spending is reflected in consumer confidence. Consumer
spending accounts for more than two-thirds of the economy'’s spending, so
markets always want to capture consumers' attitudes and reactions to
economic fluctuations that directly affect prices and goods. If consumers
are more optimistic about the state of the economy and personal income,
they are willing to spend more. “If people are uncertain about the future,
they will buy less” (TH, 2019). Accordingly, the impact of this index on the
economic outlook is often very significant. According to Statista, Vietnam's
consumer confidence index reached only 24 points in July 2021, showing @

significant decrease compared to the one observed in January 2021,
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Figure 20. Consumer confidence index in Vietnam
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Social

Population aging has increasingly
strong impacts on socio-economic
development in both the short and

long term.

According to the results of the 2019
Population aond Housing Census,
Vietnam's population is aging at an
unprecedented rate. The aging
population period will last for 28
years (2026-2054), corresponding
to the proportion of the population
aged 65 and over accounting for
10.2% t0 19.9%.

Source: Created by the Authors

In the short term, population aging affects the structure of the labor force.
For a long time, population aging has caused multidimensional impacts,
covering many areas from the economy to social security and even culture

(Nguyen et al, 2021).
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Technological

THE NEXT WAVE OF DIGITAL TECHNOLOGIES IS BOTH
AN OPPORTUNITY AND A CHALLENGE FOR
AGRICULTURE 4.0 IN VIETNAM

Agriculture 4.0 could optimize inputs based on actual needs with the support
of advanced technologies such as remote sensing networks and the
Internet to create a real-virtual cyberspace system. These systems will
provide real-time information on soil conditions, animal and plant needs,
weather conditions, crop yields, and market demand. This information helps
significantly increase production, improve the nutritional value of the
product, ensure animal welfare, and solve the problem of system
fragmentation. Agriculture 4.0 can also effectively exploit the blockchain
distribution network, displaying the origin and processing information of
any food sold in stores. New technology gives consumers more confidence
in the production process and enhances food's added value, such as
nutritional value, geographical origin, animal welfare, and “organic”
properties. Small and medium enterprises’ financial investment levels will be

challenging (Cameron et al, 2019).

For that reason, small and medium enterprises need the right strategies,
especially more transparency about the origin and timely control of climate

factors, to bring the best coffee quality and win consumers' trust.
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Building a solid social
communicate with potential customers at a reasonable cost to the brand
size. Specifically, brands can share online content around their products -

sustainable coffee stories, demonstrating transparency about origin and

building trust with customers.

Environmental

Climate change is one of the factors affecting agricultural production in
general and coffee production in particular. Climate change is the main
factor leading to the change in coffee production globally. Heat and rain
conditions are considered the most critical factors for determining the

potential yield of coffee plants (AGROINFO, 2011). Details as shown in Figure

21,

media presence helps Coffunder

Figure 21. The impact of climate change on coffee
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environment and the ecosystem and adapt to climate change and a green
economy. Negative factors include replanting, limiting groundwater use,
rational use of agrochemicals, and diversifying crops for the farmers (Dien,
2019). With a mission associated with sustainable coffee production,
Coffunder Roastery has been pursuing Direct Trade. The brand searches
and connects directly with farmers to purchase coffee to ensure quality. In
addition, the brand also provides a price advantage for farmers worthy of

their efforts.
Legal

Businesses will pay much attention to product issues such as trademark
registration for coffee, food safety, hygiene, and quality inspection

processes in the coffee industry.

In Vietnam, there are not too many certificates issued by Vietnam related
to coffee quality or digging deeper into attributes to identify coffee classes
- commodity, premium, and specialty. Most tests only check ingredients to

ensure food safety and hygiene (Dao, 2020).

The registration of a trademark for coffee is not mandatory but to ensure
protection, and businesses should consider this because it is essential for

solving legal issues.

In conclusion, the environment is the most exploited factor in the content strategu.
It affects not only the coffee industry but could have consequences in the future,
leading to the extinction of some coffee varieties. With increasing global coffee
consumption, a decrease in supply could lead to inflated prices or risk running out

of quality coffee to enjou.

2.2.1.3. Current situation of Vietnam’s Coffee Industry
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After over 30 years of development, rising to the world's second-largest coffee
producer and exporter after Brazil, the Viethamese coffee industry faces severe,

objectively, and subjectively challenges, as shown in Figure 22 (Nguyen, 2020).

Figure 22 Objective and subjective challenges of Vietnam’s Coffee Industry
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Coffee came to Vietnam as a product - which people called "Black Gold" because
it was not simply an agricultural product, but a particular product with high
commercial value and holds an important role. Unlike other crops, coffee requires
more rigorous growing conditions. Coffee growing areas are located in the "Coffee
Belt,” which spans four continents. However, only 40/70 countries through which

the coffee belt passes can produce coffee.

Coffee beans will have far-reaching flavor potential when “satisfaction” is achieved

in soil, climate, rainfall, altitude, origin, and a suitable growing culture. Vietnamese
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coffee has untapped potential with the conditions bestowed by nature, especially

Robusta.

With better resistance than Arabica and higher commercial value than Excelsa,
according to Mr. Thai Nhu Hiep, Chairman of the Board of Directors and Director
of Vinh Hiep Co., Ltd, an enterprise operating in the field for a long time. Even if
Brazil can switch to growing Robusta instead of the main Arabica in the coffee
export sector, it is unfounded to fear that Brazilian Robusta surpasses Vietnam.
Because the quality of Robusta in Brazil and South America cannot compete with
Vietnam due to the inherently cold weather in South America and unsuitable sail

in Brazil, Robusta in both these regions can only be used as instant coffee (H, 2021).

The four main factors that make up the strength of Vietnamese Robusta coffee

are shown in Figure 23. Details are as follows.

Figure 23, Factors to strengthen Vietnamese Robusta
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PRACTICES

Source: Nguyen, 2027

Workforce: After liberation, new economic zones were established along
with the government's policy to solve unemployment and social unrest,
encouraging people to move from densely populated areas to more

sparsely populated areas, such as the Central Highlands. The foundation for
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the workforce in the coffee industry was created from an early age.
Because coffee production goes through many phases, it requires a large
labor force, which creates a competitive advantage for Vietnam's coffee
industry. The breakthrough of technology in agriculture 4.0 is inevitable for
many businesses because consumers demand consistency and efficiency
in their food and the coffee they drink. Technology or automation, to some
extent, helps to scale and increase consistency. Technology does not

replace humans. Instead, it helps deliver better products.

“Technology has allowed us to increase productivity, reduce costs,
produce better coffee, and move from mostly manual to more skilled

and better-paid labor,” Paulo says.

Ultimately, the evolution of technology, or specifically automation and Al,
can help stakeholders across the industry maximize coffee quality, make

their jobs more accessible, and promote a more sustainable future.

Policies: During the process of starting to rise to the second position,
Vietnam has provided many supportive policies for the development of the
coffee industry, including agricultural promotion, access to capital,
production base, farming techniques, and market access. The shift from
private to public production in the 1986 Doi Moi also created an incentive for
people to switch to coffee for export. Rice at that time was heavily
controlled in price. In addition, the state also supports loans through VBARD

from 2000 to 2004 (Nguyen, 2027).

Resources: Vietnam is one of the regions where Robusta can thrive, based

on geographical factors such as soil and water resources (Nguyen, 2021).

Farming practices: Vietnam's Robusta coffee industry has adopted a very
intensive production system. At the heart of this is understanding the
physiology of Robusta. It may seem insignificant, but Vietnam is one of the
few countries that systematically irrigate coffee beans stemming from

Robusta grown in most of Southeast Asia. Still, the profits from Robusta are
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considered not high enough to guarantee intensive production and

irrigation.

The industry of our country has the view that: “Even a low-value product can

be profitable with intensive development.”

Robusta is even exploited in the direction of Fine Robusta. The market always
underestimates Robusta quality, which puts pressure on Fine Robustad's price,
which is always lower than specialty Arabica. It is difficult to find high-quality C.
canephora in the market because it is kept in a vicious cycle of poor quality.
Considered by the market as low-quality coffee, the price is restrained at the floor
level. Without the lift from the market, producers of Robusta, even with the
potential to achieve high-quality products, are discouraged from doing so because
if they try to produce premium quality C. canephora, selling prices may rise, but

they still earn low rates.

According to CQI Technical Director Dr. Mario Fernandez, “Robusta has
several attributes that make it more appealing than Arabica to some
farmers, roasters, and consumers. Many people in the specialty coffee
industry do not understand or misunderstand when comparing Arabica and
Robusta in terms of quality. They are two species of the same genus, like
donkeys and horses. Both donkeys and horses are valuable resources for
humans, but each species has different names and serves different
purposes. There are regions suitable for Arabica. There are areas suitable

for Robusta.”

Robusta has begun to gain recognition in the world of specialty coffees. In 2010,
the International Coffee Quality Institute (CQI) published the official Fine Robusta
Standards and Protocols, which helped distinguish excellent and bad Robusta.
Specialty Robusta may not be as well known as specialty Arabica, but this may
change in the future thanks to producers' efforts. Currently, many roasters are
bringing Fine Robusta into the mainstream for their development strategy

because of its potential. However, to find new markets, coffee buyers will need to
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appreciate it as its product without comparing it to Arabica. By understanding “C.
canephora has nothing special,” Fine Robusta can be introduced as a new way of
experiencing, not to replace Arabica. If C. canephora were given the same caring

and attention as Arabica, it could be respected and provide a better experience.

In Coffunder Roastery's product strategy, Vietnamese Fine Robusta is the main
product line that will be developed. For this communication plan, through the story
associated with sustainable coffee, content pillars involve the coffee community -
the people who contribute to the entire coffee production. Besides, the content
direction in phase 3 is also the beginning of providing information about
Vietnamese coffee as a premise for the following projects to delve into the brand's

products.
2.2.2.  Competifor Research

To better understand Coffunder Roastery’s competitors, competitor research was
carried out to glimpse coffee roasting brands and how they do social media

communication.

The competitors that Coffunder Roastery has observed for a long time include five
names: Intenso Roastery, Astronaut Coffee Roastery, Bean Hop Coffee Roastery,
Phin Xanh Caphe, and Toi Den Coffee Roastery. These competitors operate on
B2M business models. Four are in the coffee shop business, except for Astronaut
Coffee Roastery, which opened a showroom to display roasted coffee products
and let customers taste them before purchasing. These brands have page likes of
3000 or more with higher post engagement than Coffunder Roastery. Part of that
comes from regularly updating posts on the Facebook Page. These brands have

never run a campaign on their Facebook Page.

Coffunder Roastery does not have a clear content strategy on social media like
these competitors. However, the brand has shared about fermentation - a

technique that the competitors’ social media have not yet applied or shared.
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Taking advantage of this can make a difference for Coffunder Roastery in

customers' minds.

With the communication campaign, how brands perform on social media will be
analyzed carefully. Like Coffunder Roastery, in the list of competitors, Astronaut
Coffee Roastery and Phin Xanh Caphe are classified as the Magician archetypes.
On the Facebook page of Astronaut Coffee Roastery, the brand mainly shares
information about its roasted coffee products. Whereas Phin Xanh Caphe, with its

coffee shop business, focuses on exploiting beverages and the space experience.

Figure 24. Overview of Coffunder Roastery and their competitors
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Coffunder Roastery's competitors in the coffee roasting industry are active on
social media platforms. Therefore, they make the audience understand how the

brand operates and create a connection between the brand and the audience.
2.2.3. Customer Research

Customer research was conducted to understand deeper the campaign’s target
audience - Gen Z. From there, a suitable strategy is developed, the most obvious

being the message strategy and planning as shown in subsection 3.4.
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For this campaign, the brand wanted to focus on Gen Z. In addition to the
secondary studies; primary research was conducted to verify secondary-sourced
information. According to Pew Research Center, Gen Z is the generation born
between 1997-and 2012. Thus, by 2022, Gen Z will be 10-25 years old. This
generation is also known as iGeneration (iGen) or Digital Natives (Rouse, 2020).
Right from birth, they have been exposed to the Internet - introduced to Vietnam
in 1997, social media - in 2004, then YouTube. With the development of the world
associated with technology since the 2000s, Gen Z is determined to become the
administrative file in all businesses (Pankowski and Connection, 2019). According
to the Population Pyramid, Gen Z in Vietnam will account for one-third of the

workforce by 2025.
Gen Z characteristics
“Undefined ID” and desires a better lifestyle

Gen Z believes that everyone needs experimentation and change over time.
Therefore, on the journey of self-affirmation, Gen Z does not define or label
themselves according to a stereotype but tends to experience many ways
to shape their "personality” gradually. For Gen Z, consumption is the means,
not the possession, of products that express personal identity (Francis and

Hoefel, 2018).

Gen Z in Vietnam is a more demanding idea than previous generations
because they were born and raised in the prosperous period of the country.
Besides supporting brands that reflect Vietnamese values and culture and
have timeless or classic brand associations, Gen Z is also interested in
various social issues, including social responsibility, environmental issues,
and gender equality. Vietnam’s Gen Z prefers discoveries and experiences
(Ao and Nguyen, 2020). This generation is expected to change and create

another world that protects the environment and humanity (Nguyen, 2020).

According to the “Healthy and Sustainable Living - 2021 Highlights Report,”

- a scale conducted in 31 countries, including Vietnam, consumers will
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continue to make significant changes towards a sustainable and healthier
lifestyle. The aspiration-action gap is more strongly expressed in Gen Z than
in previous generations, as shown in Figure 25, which is reflected in the
highest percentage of wanting to change to a better lifestyle, with a healthy
lifestyle at 69% (compared with Millennials at 64%) and an environment-

friendly lifestyle at 56% (compared with Millennials at 52%).

Figure 25. Desire to change lifestyle by demographics
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On the other hand, data from the “Brands Get Real report” from Sprout
Social shows that consumers have high expectations of brands that take a
stance on social issues. This data is exceptionally accurate for Gen Z
consumers, who are three times more likely than other generations to think
that a brand's purpose is to serve the community and society (Katherine,

2021,

In conclusion, Gen Zs constantly experiment in their journey of self-
discovery. In that personal journey, this target group does not forget to
contribute an arm to support brands/products applicable to the community

- primarily social and environmental issues. These are the main features
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selected to exploit in this campaign because it is associated with the mission,

vision, and core values of Coffunder Roasteruy.
Open-minded

Gen Z in Vietnam is more open-minded than older generations, so they are

less judgmental when approaching new things (QandMe, 2022).
The coffee consumption between Millennials and Gen Z

The coffee consumption habits of Millennials and Gen Z customers are different.

Specifically, the younger generation has an impact on the coffee industry.

Figure 26. Gen Z customers have bought a new wave to the coffee house

inaustry in Vietnam
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The young generation has created a new chapter for the development of the
coffee industry. With the strong influence of Generation Z on the coffee industry
in Vietnam, they promise to bring opportunities and direction to the Vietnamese

economy and the Vietnamese coffee industry (Nguyen, 2018).
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Scientifically discovering the variety of flavors in coffee beans is a common
development trend in the global and Viethnamese coffee industry. Gen Z has
become the target segment of this industry. The words “clean coffee” or “origin
coffee” are becoming an interest of young coffee lovers. Besides health factors,
they seek clean/original coffee to enjoy the taste of authentic coffee (Nguyen,

2020).
Social media use
Facebook and Instagram platforms

According to data on Facebook and Instagram users in Vietnam in
December 2021 from NapoleonCat, the 18-24 age group also uses Facebook
and Instagram the most compared to other ones. Details as shown in Figure

27.

Figure 27. Facebook and Instagram users in Vietnam in December 2027
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TikTok platforms

While millennials will pay attention to content for 12 seconds, Gen Z will only
stay focused on it for eight seconds. Furthermore, Gen Z enjoys quick or

short-form video content (Bump, 2019). By the end of Q4 2021, TikTok has
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become the dominant short-video platform for Vietnamese, as shown in

Figure 28.

Figure 28 TikTok in Q4 2027
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The TikTok user growth rate for Gen Z has grown compared to Gen Y and

Gen X, as shown in Figure 29.

Figure 29 TikTok user growth rate for Gen Z Gen Y and Gen X
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2.3. Primary research

Quantitative research was conducted first to determine if there was a need for
Gen Z (18-25) in Ho Chi Minh City and Dalat to drink coffee at home. Then, we
conducted an in-depth interview to understand better when and why they prefer
to drink coffee at home instead of going out. Both primary studies were online-

based, from January 13, 2022, to January 31, 2022.
2.3.1. Quantitative research

The survey involved topics such as demand for coffee at home, sustainability
knowledge in the coffee industry, and event themes. The survey was conducted

online via Google Form from 13/01/2022 to 19/01/2022.

Figure 30. Age and area of online survey
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Age range: Under 18, 18-25, Over 25

Area: Ho Chi Minh City, Dalat, and others (Nearby areas of Dalat including Don
Duong, Bao Loc, Phan Rang)

Result: 105 responses
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Demand for coffee at-home consumption accounts for more than 70%. In general,
habit is the top reason people choose to drink coffee at home, followed by the
need for personal space. The majority of other reasons are seeking alertness and
focus because of the pandemic's school/work deadlines or safety reasons. In

addition, some mention saving as a reason or for friend/relative gifting.

Figure 371. Left gquestion. “Do you have a demand for coffee at-home
consumption?”. Right question: “What are the reasons you consume coffee

at home?”
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Source: Created by the Authors

92.4% of the respondents would support a brand committed to sustainability, even
if they do not fully understand the impact of sustainability on the environment and

farmers' livelihoods.
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Figure 32 Left question: “Do you know about the benefits of sustainability to
the environment and farmers’lives?”. Right question.: “Are you willing to

support a brand committed to sustainability ?”

SUSTAINABILITY KNOWING AND
CUSTOMER ADVOCACY TO SUSTAINABLE COMMITTED BRANDS

Source. Created by the Authors
2.3.2. Qualitative research

The objective of qualitative research was to gain a deeper understanding of the
target audience's insights and validate the survey's result to strengthen its

credibility. Details are as follows.

The sampling strategy is the same as defined in subsection 2.3.1. A semi-structured
interview with open-ended questions is carried out to understand at-home coffee
consumption better. An in-depth interview was conducted from January 27, 2022,
to January 31, 2022, on Google Meets with six participants (four in Ho Chi Minh City
and two in Dalat). As this research involves human subjects, it must consider ethics

in its approach (David, B. and J.D., 2020).

All participants’ personal information was encrypted, as shown in Appendix F.2.
Moreover, we obtained the participants’ permission to record the interview and use

all the answers for the project before the discussions took place. The interview was
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conducted online because of the lockdown, which is the method the participants

preferred. The full transcript can be found in Appendix F.2.

Content analysis was adopted to analyze responses from these participants, which
is a practical approach to quantitative information by classifying data and
comparing different pieces of information to summarize (Clootrack, n.d).
According to Holsti (1969), content analysis is defined as any technique for making
inferences by objectively and systematically determining specific characteristics

of a message.
Core highlights

All six participants had this habit before the pandemic in terms of timing.
The reason comes from the desire to make their coffee so that they can

control or enjoy the entire brewing process and the taste of the coffee.

‘I enjoy the whole process of making coffee, not just the finished

product, so | prefer to brew my cup at home” - A2,
In it, some of them had approached coffee a long time ago;

"Born in the land of coffee, so | adapted to the coffee drinking without

realizing” - A6.
Some are in the process of experiencing different flavors;
“I'am in the process of experiencing different coffee flavors™ - A2,

The majority of them believe that no one else, not even a skilled barista, can
brew their preferred cup of coffee. A few of the participants wish to enjoy
their own space at home. It was also how these participants could make a
cup of coffee that meets their tastes at an affordable cost for them. Second,
when we mentioned sustainably sourced coffee. A few were aware of it but

were unaware of its fundamental impact on the environment and farmers.
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“I'have not yet seen its impact on the environment or the farmers” -

A4.

However, when we explained such impacts of sustainability on the
environment and farmers. If the price is reasonable, they demonstrate a

favorable disposition because they are still students with a limited budget.

“I'am willing to pay higher and be loyal to a new product if it meets

personal taste and fulfills social responsibility.” - A5.

At the same time, brands need to be transparent and prove that their

actions go hand in hand with their words to create customer trust.

Finally, we explored the unwritten assumption that young people visit coffee
shops merely to check-in and meet friends, oblivious to the flavors or
information included in the coffee cup. Young coffee drinkers can be divided
into two distinct groups identified by the visiting purposes: the space at

coffee shops and coffee at these shops.

“I'usually go to the coffee shop to observe, and then I will experience

it at home” - Al

“When | go to a coffee shop, | care about the space, not too much of

its taste” - A2;

It is interesting to learn that going to a coffee shop also serves to meet
friends for both groups. When brewing coffee at home, they pay much

attention to it. Young people tend to find more about coffee knowledge.

“if you learn more about the coffee cup, it will not be too difficult to

drink even with specialty coffee” - Al
For instance, they paid more attention to the information on the packaging.

“If  hold a roasted coffee product in my hand, | will be most interested

in the origin, and clear information will increase my trust” - A3,
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“Evenif  am busier in the future, | will take advantage of the evenings
or weekends to make coffee at home because that is a way to relax

and improve oneself” - A4.

We obtained most answers matching the quantitative survey conducted in the
previous subsection through six in-depth interviews. Firstly, to confirm the
existence of at-home coffee consumption needs. Secondly, to support coffee
products that are committed to sustainability. Applying the triangle method, results
from qualitative research have helped confirm more firmly that this need or habit
exists for Generation Z, especially in Ho Chi Minh City and Dalat. At-home coffee
consumption is not a need that has arisen or changed due to the pandemic but
has already existed. Although this is a niche market, we realized it has growth
potential from what the interviewees had shared. It is not the number of customers
that purchase but the usage frequency in a week, month, or year. All in all, young

people experience a lot to discover their preferences and be loyal to them.

"Both methodologies offer a set of methods, potentialities, and limitations that
researchers must explore and know.” - André Queirds et al. mentioned this in the
research paper “STRENGTHS AND LIMITATIONS OF QUALITATIVE AND
QUANTITATIVE RESEARCH METHODS” of the European Journal of Education
Studies. Analyzing the advantages and limitations of each method helps make @
perfect choice based on the researchers' goals. According to Jordan and Gibson,
2004, one of the advantages of an in-depth interview that suited the group's
purpose in choosing this type of study was to help collect rich, descriptive data
and illustrative examples of human experience. The honesty of the informant is
one of the identified limitations affecting the study's success. During the in-depth
interview, several strategies to maximize the advantages and minimize the
limitations were also applied. Specifically, based on theoretical triangulation
(Decrop, 2004), using more than two data sources (data triangulation) to
approach a problem is a way to increase the reliability of research results. For
customer research, the project goes from secondary research to primary

research. Besides, quantitative research was also carried out before qualitative
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research to determine the needs and reasons for Gen Z choosing to consume

roasted coffee at home and to support sustainable coffee brands.
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CHAPTER 3. PLANNING

This chapter illustrates the SMART objective of the campaign, the target audience,
and the message ideation. Campaign timeline, budget, and risk management are

also covered at the end of this chapter.
3.l. SMART Objective

SMART Goals were created for many purposes, encapsulated in business projects,
and applied to personal development orientation, including guiding elements for
the plan to move in the right direction and achieve the desired effect. The Specific
element makes communicating within a project clearer. Members also have a
pbetter understanding of responsibilities and the work that must be done. The
Measurable element helps to see which areas are performing highly and focus
efforts on that area. The Attainable element helps to have a more realistic view
and narrows down the level of focus, time, and finance to achieve the goal. The
Relevant or Results-based element provides specific criteria so that the execution
phase does not deviate from the plan. The 7ime-bound element sets a particular
time frame for goal completion to increase commitment and internal

accountability (Conzemius and O’Neill, 2006).

Based on the requirement to reach a new group of customers - when switching to
a B2C business model, research is made to determine that brand awareness is the
first milestone that brands need to achieve. Specifically, the AIDA model -
Awareness can be mentioned in the first stage. The brand needs to be present in
the customer’'s mind before they care, want to learn more, and finally take action,

specifically, buy the product.

“Brand awareness measures the accessibility of the brand in memory.” Brand
recognition is a consumer’s ability to recognize a brand based on a brand cue. In
contrast, brand recall is a consumer’s ability to recall a brand from memory if

given the need that the offering category satisfies or the offering category itself
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as a cue. Brand awareness is created by raising brand recognition and improving
brand recall (Keller, 2008). According to Aaker (1991), brand awareness can be
differentiated into four levels represented below, called the awareness pyramid,

as shown in Figure 33.

Figure 33. The Awareness Pyramid

BRAND RECALL

BRAND RECOGNITION

UNAWARE OF BRAND

Adapted from The Awareness Pyramid’s definition of Aaker in 1991
Source: Created by the Authors

Applying SMART Objective and The Awareness Pyramid theory had set a goal, as
shown in Table 3. The objective of increasing brand awareness after nine weeks
will fall under the Brand Recognition level. To measure this, we will be using Page

reach.
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Table 3. SMART objective

Brand awareness

SMART Objective

To reach 20,000 audiences on Coffunder Roastery
Facebook page in 9 weeks, from 10/02/2022 -
13/04/2022

3.2. Target Audience

Secondary and primary research in subsection 2.2.3 helps determine the

campaign's target audience. Demographic, geographical, and psychological

characteristics are summarized in Table 4. Behavior is determined based on

Coffunder Roastery's target customer and the brand's desire.

Table 4. The target audience of the communication campaign

Target Audience

Demographic

18 - 25

Male and Female

Geographic

Ho Chi Minh City, Dalat

Psychographic

Open-minded
“Undefined ID”

Desires a better life

Behavior

New to the third wave of coffee, Gen Z may have heard
and experienced specialty coffee and craft coffee and still
searching and selecting information/coffee
products/brewing methods that best suit them. This group
wants to learn more about coffee, not just to consume

caffeine.
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3.3. Ideation and Brainstorming

From secondary and primary research on Coffunder Roastery, the brand's
competitors, and the customers that the brand targets, the ideas for the campaign
are formed. Insight, big idea, key message, and content strategy are presented in

detail in the following subsections.
3.3.1 Insight

If Millennials love the traditional flavors of coffee, Gen Zs are thirsty for new
experiences, regardless of price and location. They also enjoy a coffee cup from
the surrounding environment (ThaoTTN, 2020). Coffunder Roastery wishes to
improve product quality to bring customers the most exquisite coffee experiences.

From there, we came up with a big idea for the campaign.
3.3.2. Big/dea

Gen Z carries the eagerness to live true to themselves, love to experience, explore,
and are not bound to a certain standard of society. They come into this world with
an open mind and enthusiasm to seek new and positive things. Experience brings
opportunities to improve vision and expand knowledge, and those same
experiences are the pieces that shape their identities. For this project, we not only
appreciated the background but also wanted to raise its value to a higher level.
The big idea for this campaign is to provide better experiences for the customers
with Coffunder Roastery as a companion. “Better” in this context could be
perceived as quality and meaningful coffee knowledge. Quality comes from the
essence of coffee products with diverse flavors and colorful perspectives revolving
around the cup of coffee that they enjoy. Significant experience holds two layers
of meaning to satisfy young people’s free spirit and has a greater significance for

the community and the planet.
3.3.3. Key Message and Slogan

Choosing to live full of will and constant experiences, Gen Z spreads positive

energy to the surrounding community and makes an essential contribution to the
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journey of social development. Young people are aware of the adverse and urgent
problems that remain in society and are willing to contribute to creating positive
changes. Small actions of individuals significantly impact the world and the coffee
industry. The journey towards a better future thanks to the contribution of the
whole community, including the youths. The journey never ends but instead
continually grows more robust. That was why we had chosen a forward-looking

key message.
“Not today, tomorrow better.”

The keyword experience and journey will be exploited throughout the project. That

is why we see how well the tagline itself fits the strategu.
“Non specialty, just experience.”

3.4, Strategy
From the insight and the big ideaq, the message strategy applied to this campaign

is brand storytelling. The sections below detail how this strategy is executed.
3.4.1. Message strategy

With the desire to bring the best quality coffee products from its distinctive flavors
and the involving stories, storytelling is a suitable way for Coffunder Roastery to

convey the message.

Brand storytelling is “Using a narrative to connect your brand to customers,
focusing on linking what you stand for to the values you share with your
customers” (Loyal, 2018). The main character in the story is the customer, with the
brand as the guide. The value of a brand is not the product nor the profit but the
driving force that drives the brand to operate and differentiate itself from the

competition.

Stories are a way to build trust, improve search engine rankings and evoke an
emotional response from the listener. Coffunder Roastery not only tells about the

brand itself but also provides knowledge about coffee that many audiences may
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not have known. This method is a way to create a connection between the brand
and the audience and help the audience understand more about how the coffee
production process works. The tone of voice used for this campaign includes

charming, compelling, and witty to support the storytelling strategy.

Regarding the length, an observation of the competitors on social media is made.
Most social posts are not too long but instead focus on image quality. Furthermore,
reflecting on personal experience with previous projects, this type of knowledge-
sharing content works well with the short-length post. The idea is to optimize the
content by integrating images so that the audience can access the information

most intuitively.

The content was distributed on the Facebook and Instagram pages of the
Coffunder Roastery. In addition, keyword-optimized platforms Not Today
Tomorrow Better were also executed in the last three weeks of the campaign on

Facebook and TikTok.

The content plan was divided into three phases, as shown in Table 5, with the tone
of voice determined based on archetype and personality, with its own goals and
key hooks. Hashtags used to increase brand awareness include brand names -
#coffunderroastery, #coffunder, #roastery, branded keywords - #experience,
#processing, #roastery, #sustainablecoffee, and campaign -

#nottodaytomorrowbetter.

Table 5. Content roadmap

PHASE 1 2 3
10/02/2022 - 21/02/2022 - 29/03/2022 -
TIME
20/02/2022 28/03/2022 13/04/2022
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The audience
The audience is
MESSAGE understands the impact
aware of coffee
OBJECTIVES of the entire process on
flavor diversity
the coffee cup
An individual's
Gen Z's journey to awareness of the
broaden community's
CONTENT
knowledge and |importance is a premise
DIRECTION
enrich their for connecting the
lifestyles audience, the brand,
and the world.
Upgrade sensory
skills to achieve a
KEY HOOK Online mini-game
more delicate
coffee experience
Facebook (+ ads)
Facebook (+ ad)
PLATFORMS Instagram (+ ad)
Instagram
TikTok
3.4.2.  Message Planning

The message of this campaign is distributed from the research and analysis of

Coffunder Roastery.

Facebook is the leading social media platform used to increase brand awareness.
The current Facebook Page of Coffunder Roastery has not been updated for a
long time, so we build and develop content with more posts and a more stable
frequency. Since most of the content goes toward knowledge transmission, the
posts will be optimized for images not to bore readers. The maximum length for
one post, including spacing, is limited to half an A4 document. Visual types will be

candid photography capturing humans and landscapes, illustrations, and
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infographics consistent in style and color. In addition, we are expecting to produce
a few short interviews and landscape videos. Key takeaways that need the
reader’s attention will be neatly presented in the image. 4 to 5 posts are published
each week, especially in the first week and the week of the event execution. The
number of posts will be five per week to promote the brand and connect with the

audience after a long absence.

Instagram is the supporting platform for this campaign. The content on this
platform focuses on sharing the brand'’s ideals and thoughts with more Coffunder
Roastery colors. The length of posts will be shorter than on Facebook, gravitating
towards lifestyle. Less number of posts and frequency, about 1-2 posts per week.
In addition, Instagram Story is put in use and divided into highlights so that the

audience can access brand information quickly and intuitively.

For Not Today Tomorrow Better keyword-optimized platforms, the number of
posts will be less than on Coffunder Roastery. 4 to 5 posts are published on

Facebook Page, and 1to 2 videos are published on TikTok.

Regarding the posting time frame, for the Coffunder Roastery's Facebook page
and Instagram, a test was performed with different time frames at the brand's
request. This time frame was also used on Not Today Tomorrow Better. As for Not
Today Tomorrow Better's TikTok, the posting time depends on the day of the
week, as referenced by Influencer MarketingHub®. ~ The  hashtag
#nottodaytomorrowbetter is still used on TikTok. However, some popular TikTok
hashtags are used to extend reach beyond the followers. Specifically #fyp #fyp
#chill #viral #daily #coffee #coffeetiktok #Hcoffeetime #coffelover #Hcafe

#xuhuong #vlog #learnontiktok (Tiktokhashtags.com, n.d.).

From the content direction, we had come up with the content pillars for each phase

with specific goals, as shown in Tables 6, 7, and 8.

“Details as shown in Appendix D
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Table 6. Phase 1 content pillars

Total posts: |1
Phase |

Duration: |l days

FACEBOOK
Content
Experience Branding
Pillars
Number of
5 2
posts
Grab the audience's attention and Introduce Coffunder Roastery's
Objective
create a relevant feeling mission, vision, and core values
- Different flavors of coffee
Expected
- Interesting combination between Brand story, sharing, thoughts
Content
coffee and other elements
- Photography - Photography
Format
- lllustration - lllustration
INSTAGRAM
Content
Experience Branding Engagement
Pillars
Number of
2 1 1
posts
Grab the audience's Introduce Coffunder |Connect with the audience
Objective attention and create a Roastery’s mission, and create a relevant
relevant feeling vision, and core values feeling
Expected Brand story, sharing,
Diverse coffee flavors Lifestyles
Content thoughts
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- Photography

Format Photography Photography
- lllustration

Table 7. Phase 2 content pillars

L4 posts
Duration: 35 days

Phase 2

FACEBOOK - COFFUNDER ROASTERY FACEBOOK PAGE

Content
Community Information Engagement Branding
Pillars
Number
13 9 5 1
of posts

Share information
and knowledge

about the coffee

production
Introduce
process Share
Connect with the | coffunder
associated with information
Objectiv audience and Roastery's
the Sustainable |about the coffee
S create a relevant | mission, vision,
Development production
feeling and core
Goals of the process
values

coffee industry in
particular and of
Vietnam in

general
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- Farming,
harvesting,
processing, and
preserving coffee - Sharing about
beans to reach - Educate the coffee
their best flavor farmers - preferences
potential Coffee-growing | - International Brand story,
Expected
- Geographical regions in Day of Happiness sharing,
Content
factors create the Vietnam - - Minigame thoughts
signature coffee Definition of announcement
flavor of an area | specialty coffee - Results
- The importance announcement
of roast profiles
- Different roast
level
- Photography - Photography - Photography
Format Photography
- lllustration - lllustration - lllustration
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FACEBOOK - NOT TODAY TOMORROW BETTER FACEBOOK PAGE

Content
Experience Information
Pillars
Number of
3 1
posts
Share information
Grab the audience’s attention and create
Objective about the coffee
a relevant feeling
production process
Expected - Campaign introduction
Coffee cherries
Content - Pick a style of coffee you like
Format lllustration lllustration

INSTAGRAM
Content
Community Information
Pillars
Number of
7 5
posts
Share information about the coffee
production process associated with the Share information
Objective Sustainable Development Goals of the about the coffee
coffee industry in particular and of production process
Vietnam in general
- Educate the farmers
Farming, harvesting, processing, and - Specialty coffee
Expected
preserving coffee beans to reach their - The reasons why
Content
best flavor potential coffee origin
knowledge matter
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Format Photography Photography

Table 8. Phase 3 content pillars

FACEBOOK - COFFUNDER ROASTERY FACEBOOK PAGE

Introduce

Connect with the
Share information about

audience and Coffunder
the coffee production
create a relevant Roastery's
process
feeling product
The continuous Packaging

Coffee storage
sustainable journey | information

- Photography - Photography
Photography
- lllustration - lllustration
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FACEBOOK - NOT TODAY TOMORROW BETTER FACEBOOK PAGE

Content Pillars Community Information Engagement
Number of
4 4 2
posts

Share information about

the coffee production

Connect with
process associated with

Share information | the audience
the Sustainable

Objective about the coffee | and create a
Development Goals of

production process relevant
the coffee industry in
feeling
particular and of
Vietnam in general
- Number of
- Direct Trade coffee cups
Expected Coffee harvesting, - The reasons why | consumed in a
Content processing, and roasting coffee origin day

knowledge matter |- Feelings after

drinking coffee

Format [llustration [llustration [llustration

INSTAGRAM
Content Pillars Engagement
Number of .
posts
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Objective Connect with the audience and create a relevant feeling

Expected - Eco-friendly packaging

Content - The continuous sustainable journey

Format Photography

After the brand had reviewed the content direction and pillars, we created a

monthly posting schedule, as shown in Figure 34.

Figure 34. Social media monthly content calendar

WEEK | WEEK 2
10/02/2022 - 16/02/2022 17/02/2022 - 23/02/2022
THURS FRI SAT SUN MON TUE WED THURS FRI SAT SUN MON TUE WED
. 0 . O v - . . v .
.
. . . . .
WEEK 3 WEEK &
24/02/2022 - 02/03/2022 03/03/2022 - 09/03/2022
THURS FRI SAT SUN MON TUE WED THURS FRI SAT SUN MON TUE WED
. O . O K] .
. ) .
WEEK 5 WEEK 6
10/03/2022 - 16/03/2022 17/03/2022 - 23{03{2022
THURS FRI SAT SUN MON TUE WED THURS FRI SAT SUN MON TUE WED
0 O . . . 0 . . . . . 0O .
. L] - - . - ‘
WEEK7 WEEK 8
24/03/2022 - 30/03/2022 31/03/2022 - 06/04/2022
THURS FRI SAT SUN MON TUE WED THURS FRI SAT SUN MON TUE WED
0 0 . 0 0 v 0 0 0
. .
. . - - . [ - .
. . . . .
WEEK 9
07/04/2022 - 13/04/2022
THURS FRI SAT SUN MON TUE WED
0 e . e 0 - 0 0
.
. . . . . - .
. Facebook Post . Facebook Ad . Instagram Post Instagram Ad Interactive & Mini-game post . Net Today Tomorrow Better

Source: Created by the Authors
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3.4.3. Campaign Timeline

The campaign ran for nine weeks, from February 10, 2022, to April 13, 2022.
Specifically, two interactive posts were in phase 2 and phase 3; The online mini-
game will be held on the Coffunder Roastery Facebook page in phase 2. Not
Today Tomorrow Better Facebook page and TikTok were executed in the three

final weeks. Details as shown in Figure 35.

Figure 35. Campaign timeline

Week 1 Week 2 Week 3 Week 4 Week 5 Week 6 Week 7 Week 8 Week 9
10/02/2022 13/04/2022
Phaose 1 20/02
Phase 2 21/02 ® ® & 28/03
Interactive post Online
12/03 mini-game

22/03
Interactive post
09/04

Not Today Tomorrow Better
24/03

Source. Created by the Authors
3.4.4. Campaign Budgef

The campaign budget includes advertising costs on two platforms, Coffunder
Roastery Facebook page and Instagram, gifts for the online mini-game, and

personnel costs, as shown in Table 9. The total campaign costs 16,370,000 VND.

Table 9 Campaign budget

No. ltem Quantity Unit Unit Price Total

< 400,000 868,000
VND VND

1 Facebook ads 5 Post
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160,000 160,000
2 Instagram ads 1 Post
VND VND
Mini-game 280,000 560,000
3 2 Book
rewards VND VND
3,500,000 | 7,000,000
4 Personnel 2 Person
VND VND
Outsourced 7,782,000
5 1 Person -
designer VND
16,370,000 VND

3.5. Risk Management and Backup plan

Key risks are divided into five categories to manage risks throughout the
campaign, as shown in the following subsection. Besides, plan B is made in the
case plan. A is postponed due to the brand's reasons. Details as shown in the

following subsection.

3.5.1. Risk Management

Based on the team experience from previous projects of the same size, we divided
it into three levels: low, medium, and high for the likelihood and the impact—

suggestions to limit risks and overcome consequences, as shown in Figure 36.

Human Resources includes risks in the process of working with outsourced design
personnel, as well as within the project team. Resources include resources to use

for social posts. The content consists of the risk of typos, audience interactions,
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and post content. Ads have errors when running ads. The main event risk is social

distancing in the Covid-19 pandemic.

Figure 36. Risk management

CATEGORY DESCRIPTION PROBABILITY MITIGATION IMPACT MANAGEMENT

Divide deadline date .
Miss the deadline into draft and final Design on our own
HR
Missunderstanding Brief detally °"fd use Change the
verbal communication communicator
Apologize to th
Unrealiable sources Ask the professionals pologize to the
audience and edit
RESOURCE
Wrong citing Censor content strictly Apologize to the audience
and author and edit
Spelling mistakes Check the dictionary _ Edit immediately
CONTENT Controversial comments Put less ego Respond with an open and
respectful perspective
i i Conduct a surve
Fail to achieve KPIs Optimize visuals y/
and content Reach for the mentor
Banned ads account Read ‘me advertising _ Submit an appeal and wait
policy carefully
ADS
Ineffective ads Set right objective and Change toa rn0|"e
audience, run testimonials favorable content/visual
EVENT Social distancing Onllné ?ctlvmves
(minigame)

S e [
Source. Created by the Authors

3.5.2. Backup Plan

The backup planis part of the plan if the pandemic turns complicated and makes
it impossible for offline events. Due to the prolonged pandemic, Coffunder
Roastery ran the communication plan in moderation and requested to execute
plan B. Specifically, in plan B, the advertising budget was reduced from 5,000,000
VND to 1,028,000 VND on two platforms. The organization of offline events is
canceled, so to ensure the project’'s goals, plan B is to establish keyword-optimized
platforms, Facebook and TikTok. The Coffunder Roastery Facebook page and
Instagram articles are primarily not boosted ads for plan B. SMART Objective and

Facebook KPIs also change in line with the plan.
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Regarding the scope of work, due to running more platforms than the initial plan,
the team is responsible for taking photos, designing social posts, and producing

TikTok videos for these two new platforms.
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CHAPTER 4. PRODUCTION

Chapter 4 summarizes the master plan approved by the client and highlights the
significant scope of work. The collaboration between Coffunder Roastery, the
project team, and the client's outsourced design team remarks the efforts of not

only the project team and also the client-side.

4.|. Workflow

This campaign is handled by three parties, Coffunder Roastery, the project team,
and the outsourced designer. On the side of Coffunder Roastery, the founder has
directly worked with the project team to review the plan and social posts each
week. They also undertake to liaise with their partners to support the event
planning, as shown in the previous subsection. The work of the project team is
shown in the last subsection. The design staff does illustrate the design for all posts
and some stories. The project team will handle the photography design of most
30/31 posts. The project team will work directly with the design staff regarding the
visual brief. For this campaign, Coffunder Roastery outsourced graphic designs
personnel. As agreed, our team will do the photography work for social posts and
stories. The team is also in charge of audiences’ engagement, including
responding to messages and comments from the audience. The photoshoot will
be carried out in two areas. Content related to roasters and farms will be captured
in Dalat. The images revolving around the barista will be taken in Ho Chi Minh City.
However, because Coffunder Roastery could not arrange the time and personnel
in an appropriate amount of time, the photos in Dalat were transferred to the
brand based on our brief. The rest of the images® will be photographed in Ho Chi

Minh City.

Our team and the brand had agreed upon the execution phase workflow at the
planning stage, as shown in Figure 37. Our team - the project team, will also be

responsible for the execution, setting deadlines, and monitoring the work progress

5 Not include the roaster and the farm
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of the designer throughout the project. The brand representatives will be reviewing
the social posts for each week. The completed posts of a week will be sent to the
brand for approval 5-7 days before posting according to the content calendar. As
for working with designers, we also have our own set of deadlines to ensure that

the overall plan is on schedule.

Figure 37. Workflow of production stage

The brand request edits
from the project team.

............ Outsourced
Coffunder Roastery TETITEITTRRE ¢
--------- designer

The brand approves H After editing and receiving The project team works
the final content and H the new desgin, the project with the designer to edit
sends back to the H team sends out the final the design based on the
project team. H content to the brand. brand's request.

Source: Created by the Authors

4.2. Copy and Visual Content Production

For visual content production, we had organized a meeting with the designer to
hand over the creative brief and brief 1 for the Brand Kit Social Media Template.
Due to a change in design personnel, the project team does the photography posts
and some stories. Ad posts, as well as illustration posts, are done by the new
designer. We have produced a copy for each post with a design brief, updated

regularly at this link:

https:;//docs.google.com/spreadsheets/d/THotON7ZxyYYOYweD5RTGCNI|BtSaU
DcUrOnH7xAFAx8/edit#qid=491618427



https://docs.google.com/spreadsheets/d/1Hot0N7ZxyYYOYweD5RTGCNIjBtSaUDcUrOnH7xAFAx8/edit#gid=491618427
https://docs.google.com/spreadsheets/d/1Hot0N7ZxyYYOYweD5RTGCNIjBtSaUDcUrOnH7xAFAx8/edit#gid=491618427
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CHAPTER 5. EXECUTION AND EVALUATION

This chapter illustrates the updating of social media platforms before starting the
campaign, execution, and evaluation of Phase 1, Phase 2, and Phase 3, which ran

from February 10, 2022, to April 13, 2022.
5.1. Coffunder Roastery Facebook page and Instagram

Coffunder Roastery's Facebook and Instagram pages had their information
updated in advance of the formal launch date. In this section, campaign updates

that include changes to the timetable, visuals, and copy are discussed
5.1.1. Updating before starting the campaign

The new logo, packaging, and social template will be used in this campaign. Before
the social media platforms turn active with the new identity, we have reviewed,
evaluated, and discussed the parts that need to be adjusted with the brand. Once
agreed, we have finalized these parts before the campaign officially runs. Details

as shown in Figures. Data were extracted on February 16, 2022.

For Facebook, the new brand identity and basic information, including address,
phone number, the introduction of the brand, and product, have been updated in
the Page info, as shown in Figure 38. The tagline, the slogan “non specialty, just

experience,” and the campaign hashtags support this project,
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Figure 38 Updated Coffunder Roastery Page info

DER ROy
‘ull sy,
ot &,

Coffunder Roastery

Coffunder Roastery

caffunderraastery

Comuna seary @

Av..n-al Coffunder Roastery
i Prows + non speclalty, Just experlence
undes D Lt Reastory iy »
— c #coffunderroastery #nottodaytomorrowbetter
©
Videos
Preducr
W Categories i Shop «© « Ca phé rang Whole Bean & Ground
& * Dao tao barista

e « = Tu van setup quan ca phé

Addisonel nlormetion
Theo Gudi hanh trinh san xudt ca phé bén vitng va khép kin. chiing t6i
nghién ctu va chon loc nhiing ngudn gidng, phuong phép thu hoach, s
ché 3én thiét ké hd so rang voi sir ménh mang dén trai nghiém tron ven
nhét cho ly ca phé thanh pham cGa ban.

Derived from Coffunder Roastery

In the message settings, we had included contact information for further customer

advice, as shown in Figure 39.
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Figure 39. Updated Advanced messaqing

Instantreply @ on

Respond to the first message someone sends you in oron You can your

to say hello, give them more information or let them know when to expect a response.

When this happens
Coffunder Roastery receives a message on the selected platforms.

&« . Coffunder Roa...

Cémon
{{user_first_name}} da
lién hé tui minh. Néu
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. nhét, ban ¢6 thé goi...

Vv Messenger

v Instagram

Take this action
Reply instantly to the customer.

Message

Cam on | user_first_name x | da lién hé tui minh. Néu can tu van nhanh nhét, ban c6 thé goi dién dén hotline 093 121/500

835 86 35.
s o
Frequently asked questions ) on
‘Suggest questions that people can ask your Page. Then set up aulomated responses to those questions.
When this happens
A person opens a new chat with Coffunder Roastery en the selected platforms.
« . Coffunder Roa...
« Messenger
Tuvinsinphamed
+  Instagram phé rang xay
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As ?ne!ﬁn.n 1 rd
i s hiim cb phé ang ®
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Aa ?u:!ﬂnn 3 7
8 sewp quin a phe
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AB s i U 1ok TPHOWID Lot 4
pa Questonl } - s Questions n
T viin sdn phim ca phé rang xay

T ch tnic € tai TPHCM/DS Lot
Question Question

Tu vén sén phim ca phé rang xay 31/80 Thir ca tryc tiép tai TPHCM/Da Lat
Message Message

Coftunder Roastery hién cung c4p hai logi san phim chinh [a Whole Bean v Ground. Tuy nhién, mot s6

Néu cAn tir véin trze tiép, nhé hen trude véi tui minh qua aay hodc goi aén hotline 093 835 86 35 nha @
s3n phdm cdn a3t truée vi 56 lrong c6 han. Minh s& tur van thém cho | * | ngay nha 9

Derived from Coffunder Roastery

Instagram also changed from @coffunder_roastery to @coffunderroastery to be
consistent with the username on the Facebook page. Besides, the bio and story

highlights cover were also updated. Details as shown in Figure 40.
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Figure 40. Updated Coffunder Roastery Instagram

coffunder_roastery [ Follow |

18 posts 140 followers 167 following

COFFUNDER ROASTERY

coffunderroastery  Nhantn  &v v

§

\ ¢OFFUNDER

ROASTERY

21 bai viét 145 ngudi theo doi Pang theo doéi 169 ngudi dung

Coffunder Roastery

San pham/Dich vu

+ non specialty, just experience +
#coffunderroastery #nottodaytomorrowbetter
facebook.com/coffunderroastery

’|= A

DID YOU K... RELAX OUR PROD... DAILY WORK

Derived from Coffunder Roastery
5.1.2. Amendment

During the execution phase, the campaign has some adjustments required by the
brand, specifically in terms of timeframe, visuals, and writing style on the brand's

social platforms.
5.1.2.1. Timeframe

When planning posts, the team had recommended testing the posting time frame
to find the highest-reaching time. Initially, the brand did not agree because they
wanted to keep it the same as before, instant posting. After the first few posts were

published, the brand also noticed a low post reach, so they agreed to test the time
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frame and visual types. In Week 1, we will be publishing evening posts®, while Week

2 posts will be in the morning” and afternoon® on both platforms.

After testing with the morning time frame from 09:30 to 10:00, the results showed
that both Facebook and Instagram saw a decrease in page reach, post, and
engagement. Compared to the noontime frame from 13:00 - 15:00, page reach

decreased by 59.4% in the morning.

Table 10. Reach comparison between morning and noontime

Morning

2,141
Page reach *Decrease 594% compared with

noontime

Derived from Coffunder Roastery

The selection of time frames was based on the assessment from Week 1 and
Facebook page insights, as shown in Figure 41. According to the conversion from
Pacific Standard Time to Vietnam Time, we have selected the better posting times,
specifically will not be in the time frame 22:00 to 10:00. For Phase 2, the post will

be published in an evening time frame from 18:00 to 21:00.

©18:00 - 21:00
709:30 - 10:00
813.00 - 15:00
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Figure 41. Coffunder Roastery Facebook best post times

Data shown for a recent one-week period. Insights for the time of day are shown in the Pacific time zone.

DAYS
833
Sun

TIMES

a3 834 839 242 875 831
Ti Sat

Mon Tues Wed Thurs Fi

03:00 08:00 09:00 15:00 18:00 21:00

Derived from Coffunder Roastery
5.1.2.2. Visuals

From Phase 2, we had a visual style adjustment on Facebook compared to the
original art direction in the plan. Based on measured metrics, we have found that
using real photos with minimal use of illustrated elements is more effective in
reaching audiences. We will still use a geometric style for the photo post; however,
the design elements are minimized to make the photo stand out more. The small
highlights in the image are shapes with three colors red, yellow, and brown, as
shown in Figure 42. Geometric elements used are taken from Freepik and edited

according to the color palette of the campaign.
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Figure 42. Photo posts with new designs

_ MINIGAME
KIEN THUC TRAO TAY

Cham c phé tir moi gidc quan

SENSORY U

s
~A ™ 7,

” LEN MEN TRONG CA PHE
LR MEN TRONG A PHE

Derived from Coffunder Roastery
5.1.2.3. Copy testing

After three weeks of running the campaign, the Facebook page received better
results, while Instagram had a decrease in profile visits and new followers in the
last week. We discovered that the underperformance is more likely to come from

the content than the visuals. The team had proposed and received the consent of
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the brand to perform copy testing at this stage. In addition, the content in the first
three weeks of the project gravitated toward coffee knowledge and achieved a
higher level of reach than branded content and lifestyle posts. To improve the
results in the next four weeks of the campaign, we had chosen to perform copy

testing to continue measuring and adjusting the content on the Facebook page.

Copy testing was performed in two styles, #1is formal, and #2 is casual, as shown
in Appendix G. Formal style with complex sentences, professional and official. In
contrast, the casual style uses simple, personal, and friendly sentences with more

emojis. We will be posting in the Facebook Groups. Details as shown in Appendix

H.

Facebook groups were selected based on two factors. Firstly, what their members
were interested in and discussed. These groups were chosen based on their
discussions on coffee knowledge and home-brewing content, especially about
specialty coffee, craft coffee, and a need to consume roasted coffee at home. It is
possible to make your coffee at home based on your unique preferences and
understanding of the beverage. New members have joined the groups, and some
groups are more seasoned coffee experts. They frequently ask for advice from
those who have worked in the coffee industry before. Moreover, these Facebook
groups were chosen based on the frequency with which members post and the

amount of activity in each group.

Our posts were approved in 4/5 Facebook groups on 03/03/2022 and
04/03/2022. The results show that style #2 with casual writing attracts more
audiences in most groups. The engagement for style #2 is twice as high compared
to style #1, details, as shown in Table 2. From the above results, we adopted the

casual writing style on both platforms from 07/03/2022.
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Table 71. Copy testing results

(Results were extracted on March 06, 2022)

Performance

Style #1 Style #2

22 reactions
Chia Sé Kién Thuc Ca Phé *
(7 love, 1 wow)

DIY - Tu lam Ca Phé 11 reactions

(Specialty Coffee) (2 love)
Ghién Ca Phé Official 1 reactions 3 reactions

5 reactions
YEU CA PHE - COFFEE LOVERS *
(2 love)

Note: *Pending post
Derived from Facebook groups
5.2. Not Today Tomorrow Better Facebook page and TikTok

We use the keyword Not Today Tomorrow Better in most posts to optimize
keywords. The hashtag #nottodaytomorrowbetter also appears in all posts by the
keyword-optimized and the brand's official platform. In addition, 7/14 articles of
Not Today Tomorrow Better take content from Coffunder Roastery's Facebook
page. The posts are attached with “Ngudn tham khao: Coffunder Roastery” at the

bottom.
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Table 12 Cross-posting to Not Today Tomorrow Better from Coffunder

Roastery

CROSS-POSTING

NO. DATE TIME SHORT DESCRIPTION

01 25.03.2022 18:30 Pick a style of coffee you like
02 27.03.2022 20:00 Scientific coffee flavors
03 31.03.2022 18:30 Hand-picked beans quality

The influence of different

04 02.04.2022 20:00
processes on coffee flavor
The importance of roasting and
05 03.04.2022 21:30
different stages
A cup of coffee made by an
06 05.04.2022 19:00
enthusiastic barista
Why you need to know about the
07 12.04.2022 21:.00

coffee origin

In addition, according to Fanpage Karma, the hashtag #nottodaytomorrowbetter
receives a higher engagement rate when the keyword-optimized pages appear

instead of only the Coffunder Roastery Facebook page. In Figure 43, from left to



https://www.facebook.com/nottodaytomorrowbetter/posts/103404312327520
https://www.facebook.com/101516169183001/posts/104834012184550/?d=n
https://www.facebook.com/101516169183001/posts/107832331884718/?d=n
https://www.facebook.com/101516169183001/posts/109606855040599/?d=n
https://www.facebook.com/101516169183001/posts/110626531605298/?d=n
https://www.facebook.com/nottodaytomorrowbetter/posts/111503408184277/
https://www.facebook.com/101516169183001/posts/114001764601108/?d=n
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right are the results when measuring only the Coffunder Roastery Facebook page

and when measuring both Coffunder Roastery and Not Today Tomorrow Better.
Figure 43. Hashtags frequency and engagement

(Results were extracted on April 12, 2022)

#processing #coffundenoastery #experience #coffunder

#sustainablecoffee

#roastery

size = frequency
green = high engagement
red = low engagement

Source: Fanpage Karma

After three weeks of running Not Today Tomorrow Better on TikTok, the total
number of videosis 8, including two videos with content from Coffunder Roastery's
post about hand-picking coffee cherries and Robusta and Arabica growing
potential. These are also the two videos with the highest views, as shown in Table

13. The hashtag #nottodaytomorrowbetter receives 6,825 views.
Table 13. Not Today Tomorrow Better TikTok videos performance

(Results were extracted on 14/04/2022)

NO. DATE TIME SHORT DESCRIPTION VIDEO VIEWS

01 25.03.2022 17:00 Making a coffee drink 373



https://vt.tiktok.com/ZSdNvLgPE/
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The story behind a
02 27.03.2022 19:00 delicious coffee cup (the 1058

coffee plant)

Quality of hand-picked

03 29.03.2022 16:00 1613
coffee

04 02.04.2022 11.00 Roasting coffee 593

05 06.04.2022 | 2300 Brewing coffee 339

06 08.04.2022 | 17:00 Waves of coffee 8N

07 10.04.2022 20:00 Chill coffee moment 831

Robusta and Arabica
08 13.04.2022 19:00 1,207
growing potential

5.3. Campaign Evaluation

The evaluation goes through sections from the overall Facebook page and
Instagram to weekly performance. Highlight posts and measurements of ad

performance are also presented in the following subsections.
5.3.1. Overview

A comparison of page likes and audience breakdown of the page at the start of
the campaign versus the pre-run period was made to measure effectiveness. After

nine weeks of the campaign, page likes increased by 27% (reached 1,077 likes) due



https://vt.tiktok.com/ZSdFnDA6N/
https://vt.tiktok.com/ZSd2Rwk9a/
https://vt.tiktok.com/ZSd6AxcGL/
https://vt.tiktok.com/ZSdreNEoq/
https://vt.tiktok.com/ZSdreSe8T/
https://vt.tiktok.com/ZSdrovtWM/
https://vt.tiktok.com/ZSdkBEySj/
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to the writing style adjustment and regular posts and stories. Page reach went

21,599 reach, as shown in Figure 44 and Table 14. The 18-24 age group audience

segment had grown in size compared to the period when the campaign was not

running. Specifically, the current audience of the Facebook page is male and

female from 18-24 years old and 25-34 years old. There has also been an increase

in audiences at Ho Chi Minh City and Dalat. Specifically, an increase of 6.6% in Ho

Chi Minh City and 0.1 % in Dalat.

Figure 44. Coffunder Roastery Facebook page current qudience comparison

with before starting communication campaign

(Results were extracted from 08/02/2022 to 15/04/2022)

Lwot thich Trang Facebook @

850

D4 tudi & gidi tinh @

20% II

18-24 25-34 35-44 45-54 55-64 G5+
I Nir B Ham

40,9% 59,1%

Top thanh phé

Théanh phd HE Chi Minh
. 55.2%
Ba Lat, Lam Ding

. 6.2%

Ha N

. G.1%

Facebook Page likes @

1,077

Age & gender @

B II I
o I N

18-24 25-34 35-44 45-54 55-64 65+

B women B Men
41.6% 58.4%

Top towns/cities
Ho Chi Minh City, Vietnam
I 61.8%

Da Lat, Ldm Béng Province, Vietnam

S 63%

Hanoi, Vietnam

. 1%

Derived from Coffunder Roastery
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Table 14. Target vs. Actual performance

Coffunder Roastery

Facebook page reach

Status

Completed

Target Current

20,000 21,599

Besides SMART Objective evaluation, the number of posts and stories is also

compared between weeks. Page reach and new page like had a prominent growth

in weeks 2, 4, and 5 to 7. This result is mainly due to the adjustments made in

subsection 5.1.2 and the advertising effectiveness, as shown in subsection 5.3.3.

Increased the frequency of posts and stories positively affects page reach. The

results from Instagram are also quite similar, but at the request of the brand to

promote the Facebook platform, Instagram did not receive outstanding results.

Details as shown in Figure 45 and Table 15. Details as shown in Appendix |.

Figure 45. Coffunder Roastery social performance

(Results were extracted from 17/02/2022 -15/04/2022).

= Facebook reach = Instagram reach

5,146

2,807

/\

10,371

Wweek1 Wweek2 wWeek3 Wweek4 Wweekbd Week6 Week7 week8 week9

100

75

50

25

= New Facebook page likes = New Instagram followers

week1 Wweek2 week3 week 4 Week5 Week6 week7 Wweek8 week 9

Derived from Coffunder Roastery
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(Results were extracted on April 14, 2022)

Table 15. Coffunder Roastery Facebook posts performance

Note:
Key hook, ad
WEEK |
NO. DATE TIME SHORT DESCRIPTION POST REACH
Greetings to the
01 10.02.2022 21:00 audience after a long 244
absence
Pick a style of coffee you
02 12.02.2022 21:00 256
like
The combination
03 13.02.2022 20:00 between coffee and 204
complementary flavors
Diverse coffee flavors
04 15.02.2022 18:30 are not a result of the 152
flavoring process
05 16.02.2022 18:30 Advanced coffee tasting 250



https://www.facebook.com/106540900837466/posts/494954078662811/?d=n
https://www.facebook.com/coffunderroastery/posts/496262995198586
https://www.facebook.com/106540900837466/posts/496845425140343/?d=n
https://www.facebook.com/coffunderroastery/posts/498067818351437
https://www.facebook.com/coffunderroastery/posts/498712848286934
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WEEK 2

18.02.2022 13:00 Scientific coffee flavors 277
Introduce Coffunder as @
companion to the
07 20.02.2022 | 15:.00 142
audience on the coffee
journey
08 21.02.2022 10:30 Climate and soll 105
09 22.02.2022 10:00 | Altitude and precipitation 760
Farmers earn values
10 25.02.2022 | 09:00 deserving for the hard 9
work
WEEK 3
Three sustainability
M 24.02.2022 | 20:30 146
pillars
Hand-picked beans
12 26.02.2022 18:00 128
quality



https://www.facebook.com/106540900837466/posts/499882661503286/?d=n
https://www.facebook.com/106540900837466/posts/501209021370650/?d=n
https://www.facebook.com/106540900837466/posts/501707204654165/?d=n
https://www.facebook.com/106540900837466/posts/502405511251001/?d=n
https://www.facebook.com/106540900837466/posts/503047714520114/?d=n
https://www.facebook.com/106540900837466/posts/504037697754449/?d=n
https://www.facebook.com/106540900837466/posts/505257174299168/?d=n
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13

27.02.2022

19:00

The influence of different

processes on coffee

flavor

139

WEEK 4

14

0/7.03.2022

21:30

The importance of
roasting and different

stages

102

15

16

08.03.2022

Physical and chemical

changes in roasting

80

Gender equality in the

coffee industry

176

17

09.03.2022

20:00

Coffeemakers and

brewing methods

280

WEEK 5

18

11.03.2022

21:30

A cup of coffee made by

an enthusiastic barista

480

19

12.03.2022

19:30

Sharing about coffee

preferences

222



https://www.facebook.com/106540900837466/posts/505907527567466/?d=n
https://www.facebook.com/106540900837466/posts/511102380381314/?d=n
https://www.facebook.com/106540900837466/posts/511521663672719/?d=n
https://www.facebook.com/106540900837466/posts/511632393661646/?d=n
https://www.facebook.com/106540900837466/posts/512248496933369/?d=n
https://www.facebook.com/106540900837466/posts/513625496795669/?d=n
https://www.facebook.com/106540900837466/posts/514225643402321/?d=n
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Vision, mission, and core

20 13.03.2022 20:30 194
values
Fermentation - the
21 14.03.2022 18:00 opportunity to affect 301
coffee flavor
22 15.03.2022 18:30 Cold brew 200
Climate change causes
23 16.03.2022 21:00 179
coffee rust
WEEK 6
24 17.03.2022 19:.00 Educate the farmers 135
Coffee-growing regions
25 18.03.2022 18:30 223
in Vietnam
Why you need to know
26 19.03.2022 19:30 143
about the coffee origin
Humans always hold an
essential role in a
27 20.03.2022 18:30 165
constantly developing
world
28 21.03.2022 21:30 Specialty coffee 168



https://www.facebook.com/106540900837466/posts/514861586672060/?d=n
https://www.facebook.com/106540900837466/posts/515396789951873/?d=n
https://www.facebook.com/106540900837466/posts/516018299889722/?d=n
https://www.facebook.com/106540900837466/posts/516720256486193/?d=n
https://www.facebook.com/106540900837466/posts/517316043093281/?d=n
https://www.facebook.com/106540900837466/posts/517940283030857/?d=n
https://www.facebook.com/106540900837466/posts/518631342961751/?d=n
https://www.facebook.com/106540900837466/posts/519267539564798/?d=n
https://www.facebook.com/106540900837466/posts/519983852826500/?d=n
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Questions regarding
22.03.2022 | 20:00 2,803
coffee knowledge
23.03.2022 21:30 Bitterness in coffee 197
WEEK 7
37 24.03.2022 19:30 Decaf coffee 270
Differences between
each coffee variety from
25.03.2022 21:30 6,476
around the world and in
Vietnam
Mini-game results
33 26.03.2022 18:30 157
announcement
34 27032022 | 20:00 Arabica vs. Robusta 307
Robusta growing
28.03.2022 19:30 2,187
potential
29.03.2022 | 20:00 Packaging information 162



https://www.facebook.com/106540900837466/posts/520559679435584/?d=n
https://www.facebook.com/106540900837466/posts/521218519369700/?d=n
https://www.facebook.com/coffunderroastery/posts/521727069318845
https://www.facebook.com/coffunderroastery/posts/522410689250483
https://www.facebook.com/106540900837466/posts/522943772530508/?d=n
https://www.facebook.com/106540900837466/posts/523625565795662/?d=n
https://www.facebook.com/106540900837466/posts/524208229070729/?d=n
https://www.facebook.com/coffunderroastery/posts/524804899011062
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Roasted coffee at-home
37 30.03.2022 18:00 197
storage

WEEK 8

The continuous
38 31.03.2022 18:30 252
sustainable journey

39 06.04.2022 21:00 The "C" in coffee 155
WEEK 9
40 07.04.2022 20:30 The "O" in coffee 198
4 18:30 The "F" in coffee 136
08.04.2022
47 21:30 The "F"in coffee 205

Not Today Tomorrow

43 09.04.2022 - Better TikTok video 126
sharing
44 18:30 The "U" in coffee 331

09.04.2022
Question about the
45 2,900

preferred coffee variety



https://www.facebook.com/coffunderroastery/posts/525355442289341
https://www.facebook.com/106540900837466/posts/526040695554149/?d=n
https://www.facebook.com/coffunderroastery/posts/529852245172994
https://www.facebook.com/coffunderroastery/posts/530489128442639
https://www.facebook.com/coffunderroastery/posts/531106081714277
https://www.facebook.com/coffunderroastery/posts/531202758371276
https://www.facebook.com/coffunderroastery/posts/531605128331039?__xts__%5b0%5d=68.ARAST3iDYbO0XGz6sxOfYpqfmeGsogzDk7BU00LLQOTlwRYEuI-RC9S-RDRW53Ih13Qukw52_uCUBJ9mOjmOcNhk9XeGaJ_oIjPxwpIdDiVJCTt_eCxhoZgh_Zk-7ju87kShZ0ciky_B9FhKcXUm-3bbamCsKJhL_S6oBHMr5cQaANmOnYzuLtYpUIEUknaEZolYgTO38dUouCFmYuvL-BD5W5kRCqCFxHwFk6LcWgA9ezCatBHtm6v8MrAmiGlZaTQapc8R8XJWODrG8VvjDtQc3o2B21z3YK8Quv0DCVxpEHW3d3w
https://www.facebook.com/106540900837466/posts/531816938309858/?d=n
https://www.facebook.com/106540900837466/posts/531906974967521/?d=n
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Gele))
46 10.04.2022 21:30 The "N" in coffee 134
47 11.04.2022 20:00 The "D" in coffee 105

Not Today Tomorrow

48 12.04.2022 - Better TikTok video 96
sharing

49 12.04.2022 19:.00 The "E" in coffee 135

50 13.04.2022 21:30 The "R" in coffee 108

Not Today Tomorrow
51 14.04.2022 - Better TikTok video 18

sharing

5.3.2.  Highlights

Highlights present featured activities on the Coffunder Roastery Facebook page,

including interactive posts and key hooks of the three phases.

The critical hook of Phase 1 is shown in Figure 46. The article's content conveys
coffee knowledge, namely enjoying coffee from a scientific perspective. The visual
type is a snapshot added with simple elements taken from the social media
template. In addition, the average post reach and reaction of phase 1 are 136 and

10 people, respectively.



https://www.facebook.com/106540900837466/posts/532648288226723/?d=n
https://www.facebook.com/106540900837466/posts/533239931500892/?d=n
https://www.facebook.com/coffunderroastery/posts/533386854819533?__xts__%5b0%5d=68.ARCH42J26Fu1Alm3yNteWPNmptdxembvAVE-QcKy39AMKna1Ab_8qI6dKuftd-DI3KE67bvVTPMpLDgLO16YSmKejxoejWTYy8T-fyspKIKmnyZJse1PgRjEriByozxHdqWhdQtUq0zhT6s_NHldid4lAfbDNLyG9ZEwmmZdffCTn71PWATSihCwArr2F7EMxe-girgmHA09pSs5e4UI5Gkneb90Vm48vjod1CayKZn-ETZ9di9qac0WWOLqhmp0oGi9atpcwJGAlq5ZRh6NDqw8mxpV3EPJ73FkYYmc9LosH9yvo7U
https://www.facebook.com/106540900837466/posts/533835554774663/?d=n
https://www.facebook.com/coffunderroastery/posts/534569608034591
https://www.facebook.com/coffunderroastery/posts/534686428022909?__xts__%5b0%5d=68.ARDUucJHIKicrbKIqVHdkwNbI13bap4b2_Hrw-p_5jG16Iu_uDf1SGSrYnjVe8nREhqtTn6b4y63i31LKeJr_23TLB_ram8T55gVUej1K2EcvusI5iX2vULUVitoJIZhFzmfpgcCaNrZCiDkDzfe9Q7NHvpsNlVJdl3lgF76hlTx-GhjjknE07Tv_WSWCE47BM7s93cVcHtejeYy6Whn38QuiuQYfd_XbkwX_s9dj16XuWMkuMFBEeTTjrgBfRs9owh9MRNGXotc5fIBQyaAN2dkiYjrDpW77vbIdzMmkDhTXZGZDmU
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Figure 46. Phase 1 key hook

(Result was extracted on February 21, 2022)

i

TRUBRG HUC CA Pt

CUNG CAN CO koA nOC?

Performance

Reach ®

Total

211 Worst | I Best
This post reached more people than 44%

of your 50 most recent Facebook posts
and stories.

Reach 211

Boost Post

THU'ONG THU’C CA PHE CONG CAN CO KHOA HOC? C6 dén hon 10.000 hwong ...

18 February 2022 at 13:00
1D: 499882661503286

Interactions

ol 10 reactions @ 3 comments

Reactions, comments and shares @

Total
15 viorst RN e

This post received more reactions,
comments and shares than 59% of your 50
most recent Facebook posts and stories.

Reactions 10
Comments 3
Shares 2

M 2 shares

Results ®
Total

10 Worst I Best
This post received more link clicks than

68% of your 50 most recent Facebook
posts and stories.

Link clicks 10

Derived from Coffunder Roastery

Besides the online mini-game, the critical hook of phase 2, an interactive post is

also published—two posts increasing Facebook page engagement. Also, the

comments can be collected in perfecting Coffunder Roastery's future products to

meet target customers' needs.

The interactive post “Gu thudng thuc ca phé ciua ban la gi?” was published on

12/03/2022 and received 32 comments. Comments are about the individual's

coffee taste. Details as shown in Figures 47 and 48.
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Figure 47. Phase 2 interactive post

& rostio

(OFFUNDER 12 March 2022 at 19:30

ROASTERY

Vao méi budi sdng, nha Coff ludn chon thudng thic mét Iy ca phé
nhu mét céch thic ngp ndng lugng cho ngay lam viéc that ndng
sudt

Ca phé ngon la khi hgp véi gu thudng thic cOa ngusi udng. Va
néu ban vé khdu vi ca nhan thi, 6i thoi, phai ké dén ca tram kiéu.
Chinh vi thé, nha Coff mdi td mod: Khong biét ban thich uéng ca
phé nhu thé nao nhi? Hay chia sé & bén dudi cho Coffunder
Roastery biét nhé

Coffunder Roastery Pillar: Engagement
* non specialty, just experience *

Tu vén thém vé san phdm/dich vu: Inbox Facebook hodc goi dén
hotline 0888015035

Type: Original content

#coffunderroastery #coffunder #roastery #sustainablecoffee Performance
#experience #processing #nottodaytomorrowbetter (2 2 /03 / 202 2)
% Reach Engagements
Total Reactions

Ca phé ngon [ khi hgp vdi qu thuang thiic clia ngudi uéng. ’ 201 55

&

(100% Organic) (32 Comments)

GU THUGNG THUC
CA PHE CUA BAN
LA GI?

HAY BINH LUAN G BEN DUOI NHE!

Derived from Coffunder Roastery
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Figure 48 Phase 2 interactive post comments

. cho toi 1 ly den da khéng duéng @

Love Reply Hide 1

®

minh thich bac xiu néng nhit lunaaa
Reply Hide 1w e
8 2 Author
~ Coffunder Roastery
bac xiu néng ma udng & khdng khf lanh

§ 2 Author thi hét bai g
= Coffunder Roastery
Coff bdt dau trudc nhé! Lic nao nha Coff ciing chon cho .
minh mét céc Espresso rang dam kiéu Y, choi ¢& vay méi da 3 .
86 o Pen da ko dudng nh6oo &
=

Reply Hide 1w

vay la gu ad gidng minh roi &3
o
Reply Hide 1w <

4 Reply to Coffunder Roastery... OB ®®

pac xéo pha véi sifa dac ngot nhiéu nhiéu ¢ :'3
Like Reply Hide 1w .2

“Most relevant” is selected, so some replies may have been filtered out,

% A author

Coffunder Roastery
Quan trong la minh thich phai khéng a?

9 View 1 more reply Love Reply Hide 1w (V]
@ a Gu pha phin dam da nét truyén théng \m/ mai dinh
R‘ecamrtweqd mon-.ca phé stra (ugx (:'Ianh cho ngugi vifa muén tove: Reply Hide 1w (]
tinh ngt, vifa mudn dugc no moi sang nhaaa
L Reply Hide 1w (V] m
. Y ? ! Dao nay dang bj ghién cold brew a A2
A A Author Love Reply Hide 1w
Coffunder Roastery

Al da nghe d3 thiét ta Q

cafe stia muon nammm &

G Reply Hide 1w
Ca phé sifa nhiu sifa va thém cht ca phé dao @ 3 P author
st savafem it pheaio W ~ Coffunder Roastery
Reply Hide 1w 0
¥ 2 Author
Coffunder Roastery
gu thuanviétdirda ta @&

' Bacsu@ Q

Derived from Coffunder Roastery

The mini-game was held on the Coffunder Roastery Facebook page from March
22,2022, to March 25, 2022, as shown in Figure 49. The mini-game content revolves
around sharing coffee knowledge among the audiences. The mini-game rewards
are two coffee-science books from Prime Coffea and Ca Insider. The two
comments with the highest reactions in the mini-game post of Coffunder Roastery

are the criteria for selecting the winners. The mini-game received 60 comments
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and 18 shares, including comments sharing exciting knowledge about the origin of

coffee and the taste, as shown in Figure 50.

Figure 49. Phase 2 key hook - online mini-game

£ rosT29
QFFUNDER 22 March 2022 at 20:00

RoASTERY.

MINIGAME: KIEN THUC TRAO TAY

Khoéng bao gid qud mudn dé trau déi kién thuc vé ca phé. Kién thic khéng phai chi ngay mét ngay hai
& c6 dugc ma phdi trai qua cd mat quad trinh dai hoc hdi, thu thap. Hiéu dugc diéu do, nha Coff xin dugc
danh tdng cho cdc ban 02 NGUAN SACH VE CA PHE cyc ki bd ich, véi mong mudn hanh trinh khdm phé
c0a bgn thém phan g nghia.

Lam sao dé nhan dugc cdc phén qua hédp dén nay? Bon gian thoi!

CAC BUGC THAM GIA

Budc 1: Nhén thich page Coffunder Roastery.

Budc 2: Binh lu@n dudi bai déng nay mét sy that tho vi bdt ki vé ca phé ma ban biét vé phén qué cua
minigame ban mong mudn dugc nhan.

Budc 3: Chia sé cong khai bai ddng nay trén trang cd nhén kém hashtag #coffunderroastery.

€O CAU GIAI THUGNG

02 binh luéin cé lugt tuong tdc cao nhét s& nhan dugc mét trong hai phdn qué sau day:

01 tai liéu Khoa Hoc Chiét Xudt ciia Prime Coffea.

01 sdch Sensory - Cham cd phé tir mei gidc quan (San phdm téng kem 01 TV dién Mot tréim mui huong
cé phé) coa Ca Insider.

Thai han tham gia kéo dai dén hét ngay 25/03/2022.

LUV Y:

- M&t ngudi chi dugc binh ludn tai bai dang nay mét lan.

- Coffunder Roastery khang chdp nh@n cac binh luan sau khi da hét thdi han tham gia/khéng thyc hién
ddy db cac buéce.

Coffunder Roastery

= non specialty, just experience =

Tu vé&in thém vé san phdm/dich vu: Inbox Facebook hodc goi d&n hotline 0888015035
#coffunderroastery #coffunder #roastery #sustainablecoffee #experience #processing
#nottodaytomorrowbetter

Pillar: Mini-game
Type: Original content

Performance

MINIGAME
KIEN THUC TRAO TAY (27/03/2022)

Reach Engagements
Total Reactions
957 183
(100% Organic) (60 Comments,

18 Shares)

Derived from Coffunder Roastery
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Figure 50. Online mini-game post comments

l Ca phé dugc bigt dén la mat hang duge giao dich phd bién
thir 2 trén thé gidi, chi x&p sau “vang den” - dau ma.
Minh maong mudn nhan quyén Sensory - Cham ca phé tir mei
giac quan @YY
2 W og‘i 3

Love Reply Hide

i
b Minh chon Ca phé Robusta (hay cén qoi |4 ca phé vai) vi day
13 loai ca phé Viét gidt nguyén nét dat chung kho quén, ca
phé dugc trong chi y&u & vang thd nhudng Tay Nguyén VN
- dac bit 1a wving dat bazan (Gia lai, DAk Lak) vdi do cao dudi
600m
Hat ca ph... See more
QD%

Love Reply Hide 2w Edited

[,

0 gud luck Qg -

Love Reply Hide 2w

._L & Author
Coffunder Roastery e
cung tham gia cho vui hehe

Robusta phat trién nhanh hon Arabica cing nhu chiu dugc
cac didu kign thai tigt khde nghiét han.,

Minh mong rding sé& tring sach Sensory a &f

Love Reply Hide 2w (vE

G Top fan

Trong cudc déi cda mai ching ta khéng ai ma khon tiing
mét [n udng thir ca phé. Riéng mdi ngudi cdm nhdn mat cai
vi khac nhau: dang;ngot; chua...
Hau nhu ching ta chi biét hudng thic ¢ phé nhung chua
hdn chang ta dau hidu bigt tat ca kign thic v& ca p... See
more

OD 1

Love Reply Hide 2w

Mai ng hay lam tudng ca phé chi cd mdi vi dédng nhung that
ra né cdn cb nhidu vi da dang nhy chua,ngot béo... va mui
huang ciing da dang hon the nira. MBi loai hat, cach rang,
cach pha s& mang lai nhigu huang vi khac nhau. Bdi vi minh
van cin thigu kign thi... See more

. Q8D

Lowve Reply Hide

Minh maong mudn nhan duge quygn Sensory

Reply Hide 2w D

Webcam dau tién trén thé gidi dudc tao ra dé xem ca phé

e Minh tirmg nghe ndi ca phé udng sau 5 phut s& khéng gitr
dugc hugng vi dac trung nhu lic ban dau niva. Khéng biét
suy nghi nay <6 dung hay khéng?

Phai chi nhan dugc quyén Sensory - Cham ca phé tir moi gidc
quan chéc la s& giai dap dugc thdc méc cia minh nhi? &

Love Reply Hide 2w
&
Wi minh ca phé I3 nigm tu hdoooo

Love Reply Hide 2w

con ngudfi minh mdi chinh la nhitng gidng lodi nha bé, mai
loay hoay tim kiém nhiing di&u md&i mé trong thé gidi réng
lgn cia ca phé.

Reply Hide 2w

Cay ca phé dau tién dugc ngudi Phap mang dén Viét Nam
vao nam 1857 a.
Mong rdng s& nhan dc cudn Khoa hoc chit xust

o

Love Reply Hide 2w

Ngudn goc ca phé ché (Arabica) xuat hién dau tién tai Viét
Mam.
MNam 1857, cdy ca phé theo nhiing linh muc truyén gido vao
Viét Nam, [an dau tién dudc trong tai tinh Ha Nam, BS Trach,
tinh Quang Tri... See more

©OOw s

Love Reply Hide 2w

Espresso cd ngudn goc tlr nudc ¥, chir “espresso” dugc hinh
thanh tir chir “espressive” cé nghta la mét loai thic udng
dugc pha ché dac biét danh cho khach hang.

Minh mudn duge nhan cudn Khoa hoc chigt xust

0O:-

Love Reply Hide 2w

|

Nghé thuat pha ca phé Latte dac biét kho tao ra mot cach
nhat quan, do nhitng digu kién khit khe can oo cla ca tach
ca phé espresso va sa.

Trong s& 400 triéu cfc ca phé dugc tiéu thu & Hoa Ky méi
ngay, hang triéu coc 13 bién the cia latte. Cing vdi ca... See

more
Love Reply Hide 2w OI 2

® vevo

Love Reply Hide 2w

Derived from Coffunder Roastery

The key hook of Phase 3 is the interactive post “Ban thusng lua chon trai nghiém

logi ca phé nao?” was posted on 09/04/2022 on Coffunder Roastery Facebook
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page. This post aimed to measure the message objective of phase 3: a more open
view of the audience with different coffee varieties regardless of geographical
areas. Out of 82 comments revolving around the types of coffee, the audiences
have brewed, some comments specifically state the coffee flavors from many
regions, namely Cau Dat and Mang Den. Some comments share that they enjoy
both Arabica and Robusta, brew them separately, or blend them in a proportional
to feel the best flavor of each coffee variety. Some comments refer to the Fine

Robusta and Arabica. Details as shown in Figures 51 and 52.

Figure 51. Phase 3 key hook - interactive post

% posTak

cOFFUNDE, 09 April 2022 at 21:30

Cdch day khéng l&u, Coffunder Roastery dé timg chia s& vdi cac ban vé sy khac biét gitra hai logi ca
phé phé bién Arabica vé Robusta.

Nha Coff hidu rédng méi giéng c& phé déu mang nét ddc trung rigng dén tir viong dét chong sinh trudng,
dén tir ban tay chdm séc cho dén céc budc pha ché cudi cing. Chinh vi thé viéc danh gid logi ca phé
nao ngon han tuy thude véio khdu vi ¢d nhan coa mdi ngudsi

Con bagn thi sao?

Hé&y chia sé cho Coff biét, ban thuding chon thudng thic mét ly Arabica véi huang thom nhe nhang,
chua thanh, hdu vi ngot? Hay ban 1a ngudi yéu thich hugng thom n&ng nan, vi dc‘]ng ddm cia Robusta?

Coffunder Roastery

* non specialty, just experience *

Tu véin thém vé san phdm/dich vy: Inbox Facebook hodic goi dén hotline 0888015035
#coffunderroastery #coffunder #roastery #sustainablecoffee #experience #processing
#nottodaytomorrowbetter

Pillar: Engagement
Type: Original content

BAN THUGNG
LUA CHON TRAI NGHIEM

LOAI CA PHE NAO?

Performance
(12/04/2022)

Reach Engagements

ARABICA ROBUSTA Total Reactions

Déng diu Déng ddm 170 159
Chua thanh itchua .

— e (100% Organic) (82 Comments,

5 Shares)

Derived from Coffunder Roastery
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Figure 52. Phase 3 interactive post comments

Phéi tron Robusta va Arabica dé cé thé cdm nhan dudc su hai . That sy thi minh da c6 trai nghiém rat tét vdi ca hai loai. Pac

hoa gilfa huang thom chocolate ngot ngao va trai cdy chua biét bat ngd khi dudc thi Arabica. huong vi trai cay cuc ki
thanh nha @ rat dang dé uéng thi thanh mét nha, khong qua ngot ciing khéng qua chua &
Love Reply Hide Send message 23h o love Reply Hide Send message 22h

§ # Author & A Adthor
= "~ Coffunder Roastery

Coffunder Roastery
Néu thé kh biét ban co thich order ti lé
phéi trén véi nha rang khi mua hang kh ha

hé hé mdi loai déu cé vi riéng ne. Néu
gu uéng dugc ca hai thi toet vai

Hay uéng pour vdi nitrobrew nén ghién Arabica hon. Vdi lai
con cd Fine Robusta nira, thich ca hai vi theo ¢cdm nhéan ca

el bl s bl e b te sl Lol i e 0 Budi sdng thi minh chon uéng Ro vi lugng caffeine cao gitp

love Reply Hide Sendmessage 2d minh tinh tdo hon :)) Chiéu t6i thém ca qua uéng thi uéng

[ 2 Author Arabica nhe han ne.

o Coffunder Roastery Love Reply Hide Send message 2d
” n\eu ty pour ludn thi chac co tham VP author
nién chai hé ca phé raii = Coffunder e

- chén ai luén @ bifa nao thif Fine
Robusta xem ¢ nhe hon Arabica nifa hong ban oi

Coffunder Roastery ko dam ko dam &

Mdi thir Arabica Mang Ben va co cau nhin hoan toan khac '3 ; - 3 e . S e
day Arabica cling ngon lam a. Minh da ting thf qua ca A d Cau
(v Dat, huong vi trai cay chua thanh rat én nha.

Love Reply Hide Send message 23h

Love Reply Hide Send message 23h

_!.. #‘ Author
....... Coffunder Roastery _'!~ 2 Author
nghe ma néng léng nghe chia sé tir ban ghé. o Coffunder Roastery
Ban co thé chia sé thém vdi nha Coff hong aa Robusta thi sao ha

Derived from Coffunder Roastery

5.3.3. Social ads

The ads audience on both platforms is the campaign's target audience, as shown

in Table 16. The advertising budget is mainly allocated to the Facebook page with

five posts’ , while Instagram only runs one post ad™.

?1ad in phase 1, 3 ads in phase 2 and 1 ad in phase 3
Y10 phase 2

(V)
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Table 16. Ads qudience

Age 18-25
Location Ho Chi Minh City, Dalat
Interests Coffeehouses, Coffee beans, Shopping, or Coffee

Two types of ads are made on-demand from the brand to test to optimize costs,
including page likes and post engagement. Following a post promoting page likes
and an article engagement post, the brand had agreed to execute the following

ads to increase post engagement. Details as shown in Tables 17, 18, and 19.

Table 17. The page like ad

Performance
Ad #1 Page likes M2
18/02/2022 Reach 5,868
Amount spent 356,400 VND
Table 18 Breakdown results
Version |
Version 2
(Winner version)
Page Likes 82 30
Reach 47209 1,604
Cost per result 2173 VND 5,941 VND
Amount spent 178171 VND 178,229 VND
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Table 19 The post engagement ads

(Results were extracted on April 13, 2022)

Performance
Reach 1,872
Ad #2
Post engagement 108
22/03/2022
Cost per post engagement 1,852 VND
Amount spent 199,990 VND
Performance
Reach 5,632
Ad #3
Post engagement 443
25/03/2022
Cost per post engagement 180,59 VND
Amount spent 80,000 VND
Performance
Reach 1,966
Ad #4
Post engagement 80
28/03/2022
Cost per post engagement 1,000 VND
Amount spent 80,000 VND
Performance
Reach 2,723
Ad #5
Post engagement 138
09/04/2022
Cost per post engagement 1,014 VND
Amount spent 140,000 VND
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The highest and lowest cost per action is selected in the post-engagement

category to compare Facebook's Facebook ad costs, 180,59 VND and 1,852 VND.

With page likes, the price of the winner's version is compared. According to the

Facebook ads cost, the average cost per like on Facebook ads ranges from 2,772

VND to 3,696 VND (Thanh, 2021). The ads are effective when compared to the

overall cost. The average Facebook Cost per post engagement in January 2022

is VND 1,939 (Revealbot, 2021).

Table 20. Ad costs effectiveness

Facebook ads cost

Campaign ads cost

Cost per page like 2,772 VND - 3,696 VND 2173 VND
Cost per post

1939 VND 180,59 VND

engagement 1,852 VND

Derived from Coffunder Roastery

For Instagram, we have run a post ad" with the same audience as Facebook ads.

The budget is 160,000 VND for four days from 09/03/2022.

11 Details as shown in Figure 53
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Figure 53. Instagram ad post

% POST 8 Performance
cOFFUNDER 09 March 2022 at 19:30
(23/03/2022)
Reach Engagements
. . Total Reactions
Phia sau mét Iy cd phé thom ngon 1a sy quy 2344 42
ty cla dan siéu anh hiung cdp v try. (96% from ad) (1 Comment,

6 Shares)

#coffunderroastery #coffunder #roastery
#sustainablecoffee #experience #processing
#nottodaytomorrowbetter

Pillar: Community

Type: Original content

Derived from Coffunder Roastery

The advertisement reached an approximately equal number of men and women
(48.2 percent female and 51 percent male). The primary target audience in Ho Chi

Minh City was between 18 and 24. Details as shown in Table 21.
Table 27. Instagram ad results

(Results were extracted on March 23, 2022)

Ads performance statistic

Follows 12
Reach 2,344
42

Content Interactions

Likes 27
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Saves 8

Shares 6

Comments 1
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CHAPTER 6. CONCLUSION AND RECOMMENDATIONS

Chapter 6 summarizes the most significant achievements of the campaign and the
lessons that we have learned. We would also propose further recommendations
to Coffunder Roastery, which would hopefully be helpful for their future

communication and media plans.
6.1. Conclusion

Coffunder Roastery aims to reach new customers - individual customers, when
switching to the B2C model. The communication campaign for Coffunder Roastery
was executed within nine weeks, from 10/02/2022 to 13/04/2022, to increase
brand awareness on social media platforms, which are Facebook, Instagram, and
TikTok. Gen Zs need to use coffee at home; as we researched, we also received
the sharing of potential customers about their coffee preferences. There has been
a significant increase in people who have never heard of the brand participating

in this project.

Overall, the campaign garnered more than 20,000 reach for Coffunder Roastery's
Facebook Page within nine weeks. The social posts received positive results with
high engagement. For interactive posts, the audiences actively shared their

personal coffee experiences.
6.2. Lesson learned

We have learned a lot throughout the campaign’s roughly three-month run. These

lessons will help us be more productive and professional in our work in the future.

Firstly, understanding target audiences could help planners optimize any
communication or media plan more effectively. That is why research is critical. As
in this project, the plan would not have been delivered if we did not research and
understood the target audience. We have learned a lot about gathering the data
we need and how to conduct research. Choosing an unsuitable method for the

research field leads to the risk of not achieving the final goal of the research topic.
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Secondly, we have realized that risk management is never excessive in campaigns.
Being flexible and managing the risks make the planning deliverable according to
the brand's requirements. We predicted risks to avoid affecting the plan and
develop suitable solutions. This can prevent incurred situations such as a

prolonged project timeline and high project costs.

Finally, because the project was carried out on a variety of social media sites,
including Facebook, Instagram, and TikTok, we learned about how these platforms
work to distribute the campaign’s message across the Internet. We found that
each platform'’s audience is most engaged within a specified period based on our
data during the project. In addition, viewers on different platforms will be drawn to

various content kinds.

6.3. Recommendations

We realized that Gen Z is interested in coffee knowledge through this project. They also
actively shared their taste and expressed their desire to expand the coffee experience.
Such desire is Coffunder Roastery’s strength. Coffunder Roastery is always working on
processing methods to improve the quality of coffee products, bringing exquisite coffee
experiences to customers. For the communication campaign for Coffunder Roastery, we
engaged audiences to learn about coffee knowledge for quality and meaningful coffee

experiences.

This campaign was just the beginning of the journey to ‘conquer’ Gen Z coffee
connoisseurs of Coffunder Roastery. We recommend that Coffunder Roastery
keep posting regularly on social media platforms to maintain the audience’s
engagement regarding the research we have done for this project and the plan's
outcomes. It would be very recommended to have someone take care of or handle

the daily activities of the brand on social media platforms.

Moreover, Coffunder Roastery could continue using the content pillars we came
up with for this campaign and develop them into social posts. We found that posts
related to coffee knowledge get more reach than other types of content. The

brand can leverage these posts to link to its values and products.
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Last but not least, we would recommend that Coffunder Roastery optimizes the
brand's social media ads to reach potential customers. We found that ads that use
natural, high-quality photos are highly effective in terms of reach for this
campaign. This is a factor that the brand can promote the products and brand

storuy.

In summary, “there’s no such thing as pertfection. But, in striving for pertection, we
can achieve excellence” as Vince Lombardi said. With the lessons we have learned
in this project, we believe that we will stand firm and earn more remarkable
achievements in future projects. As for Coffunder Roastery, the project results
may not be called perfect due to several incurred reasons. However, with our

recommendations above, we hope that the brand will grow stronger in the future.
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APPENDICES

Appendix A. All Meeting Minutes

Ist Meeting

PROJECT NAME: COMMUNICATION CAMPAIGN FOR COFFUNDER ROASTERY

Date: 14122021 Start time: 0720
Location: Microsoft Teoms End time: 1095

Minute Taker: Nguyén True Quuynh Huang

‘Coffunder Roastery representative:
Nguyen Phuoc Bao Khanh
Attendees:
FPT University:

Mai Huynh Nhu
Nguyen True Quynh Huong

Meeting Objective

Agreement on some information about Coffunder Roastery and the campaign

Agenda ltems
Agenda item 1 Company informotion ond the representotive
Agenda item 2 Coffunder Roastery product lines

Campaign information
(Timeline, Target consumers,Content and visual direction, Event, Design personnel, Budget)

Agenda item 3

Discussions and Conclusion

01. Company information and the representative
Company name: Viaggio Caffé Company Limited (VIAGGIO CAFFE COLTD)
Address: Yersin Apartment, Ward 9, Da Lot
Representative: Nguyen Phuoc Boo Khanh
Position; Founder
Email: coffunder@gmail.com
Phone number: 0BBE015035

‘website: It is expected that by January 2022, the company will add Coffunder to the Viaggio Caffé website (link: https:
Jivinggiocoffecom/s)
All information about Coffunder is similar to Viaggio, except for the operation history and product lines, as well as the coffee
tour that has not been put into operation due to the influence of the COVID-19 pademic.

02, Coffunder Roastery product lines: Green coffee, roosted coffee, filter coffee, paper filter coffee, machine coffee, capsule
coffee, instant coffee, coffee imported from abwoad, The product is expected to be available in January 2022

03. Compaign information
Timeline: Starting from the beginning of February 2022, expected to end ot the end of April 2022 (2 months - 2 and @ half
months)

Target customers: Medium to high income, highly educated, knowledgeable about coffee, and care maore about the drinking
experience. Subjects tend to consume coffee at home due to the pandemic. The age range is not too limited.

Main social media platform: Facebook Page (link: https.//www focebook com/coffunder)
Instagram is a support platform.

Content and visual direction: The brand will be sending out further references.
For the industry-related posts, the representative will review them before publishing. The time for review will be agreed upen at
the next meating.

Event: Content and event type will be based on the content direction, the brand did not specifically require. The venue is
expected to be held in Da Lat and Ho Chi Minh City.

Design personnel: The design team of Coffunder Roastery will be in charge based an the content plan,

Agree to meet every week to review plon updates.

Actions items Responsible person

1. The brand sends out references to orient the desired compaign visual and content Mr. Khanh

Z Add 2 people to Coffunder Roostery Facebook Poge and Instagram
Focebook link:

Quynh Huong: https://www facebook com/ntgh2609 M Khann
Huynh Nhu: https.//www.focebook.com/huynhhnhuBi2
Next meeting
Date: X Location: Microsoft Teoms

Objective: Agreement on some information obout market research and the brond



COFFUNDER ROASTERY COMMUNICATION CAMPAIGN GSP22MCO3 | FPT UNIVERSITY

2nd Meeting

PROJECT NAME: COMMUNICATION CAMPAIGN FOR COFFUNDER ROASTERY
Date: 02.01.2022 Start time: 15:30
Location: Facebook Messenger End time: 18:30
Minute Taker: Mai Huynh Nhu
Coffunder Roastery representative:
Nguyen Phuong Bao Khanh
Attendess: FPT University:

Mai Huynh Nhu
Nguyen Truc Quynh Huong

Meeting Objective(s)

Add missing information about products, logos, tagline/slogan
Agree on the requirements on the campaign content and visual direction

Agenda Items
Agenda item 1 Official product lines
Agenda item 2 Logo meaning explained and different versions
Agenda item 3 Togline
Agenda item 4 Compaign message and start date
Agenda item 5 Coffunder Roastery design team meeting

Discussions and Conclusions

01. Official product lines of Coffunder Roastery
Including roasted coffee (according to the price list sent by the brond), instant coffee, poper filters, and
capsule coffee are still owned by Viaggio Caffe
Product pictures will be ovailable on January 07-08, 2022.

02. Logo
The brand will send the logo file with the following color versions and logo meanings.

03. Tagline: non-specialty, just experience

04. Original idea of the campaign message
Agree on using storytelling method integrated with sustainability factors. Images and content will be
supported the brand.

05. Design team meeting
The theme for the campaign will be agreed upon when working directly with the design team of Coffunder
Roastery.
Time to finalize ideas with design team: before 10/01/2022
Implementation and completion time: before January 26, 2022

Actions items Responsible person
1. The brand sends the logo file ond meaning Mr. Khanh
2. Research time, taking photos and work with the design teom Mr. Khanh

Next meeting

Agree on the research time and working with the design team

Objective(s): Support customer survey
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3rd Meeting

PROJECT NAME: COMMUNICATION CAMPAIGN FOR COFFUNDER ROASTERY
Date: 31.01.2022 Start time: 09:30
Location: Highlands Coffee End time: 10:30
Minute Taker: Mai Huynh Nhu

Coffunder Roastery Representative:
Nguyen Phuoc Bao Khanh

Attendees:
FPT University:
Mai Huynh Nhu
MNguyen Truc Quynh Huong
Meeting Objective(s)
Agree on the content and event plan
Agenda ltems
Agenda item 1 Content plan
Agenda item 2 Event plan
Agenda item 3 Photography

Discussions and Concl

01. Content plan
Agree on the content plan: number of posts per week on Facebook and Instagram.
- Facebook Page: 4-5 posts/week
- Instogram: 1-2 posts/week
Agree on the advertising schedule: 4 Facebook posts (1 product post, 1 event number 1), 2 Instagram posts
The social team will send the content of each week 4-5 days prior.
The social teom will work directly with the design team, finalizes the droft design and sends it to the brand
representative 4-5 days before publishing (except for W0 and W1 accerding to the design schedule finalized
with the design team)

02. Event plan
Agree on the time, locotion and content brief of both events.
Event 1: Cupping workshop specialty coffee
Date: 26/02/2022
Location: GRANDMUM cafe, District 1, HCM
Time: 10:00 - 12:00
Types of coffee: 5-6 types of coffee from 3-4 regions.
Number of participents: 6-8 people + 1 host (representative of Coffunder Roastery or GRANDMUM cafe)

Event 2: Cupping workshop commedity coffee
Event date (expected): 12/03/2022
Location (expected): Mew Roostery, Do Lat
Event time: 10:00 - 12:00
Types of coffee: 5-6 types of Vietnamese coffee
Number of participants: 15-20 people + 1 host (representative of Coffunder Roastery or Mew Roastery)

03, Photography
Coffunder Roastery takes photo to post on stories social post, sends to the social team in 2 scheduled times
Phase 1: Before February 5, 2022
Phase 2: Before February 24, 2022
Actions items Responsible person

1. The secial team continues to work with the design team according to the

Huynh Nhy, Quynh Huon
schedule N v Quy a

2. The brand works on iterm 03. Photography Mr. Khanh

MNext meeting

Objective(s): Agree on social posts for each week (content + design)
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Appendix B. Sustainable coffee term

Sustainable Coffee was first introduced during expert meetings convened by
SMBC, NAFTA's CEC, and CCC in 1998. CCC's 1999 report titled “Sustainable Coffee
at the Crossroads” marked the first time the term Sustainable Coffee was used
publicly. The meeting aimed at sustainability and defined organic and fair trade
coffee as sustainable coffee, although it did not explain it with one single functional

meaning

The international coffee community has also reached a consensus on sustainable
development in the coffee industry (ICO WD Board 30/01/2006). Sustainability in
the coffee industry includes working conditions, processing, and trading for all
stakeholders in the supply chain. Sustainability is a way to provide an economic
profit sufficient to cover production costs, treat the environment responsibly,
maintain the natural resources for future generations, ensure social and working
conditions following international standards maintain  community stability.
Accordingly, the development of sustainable coffee production must follow sets
of criteria and have a certification or inspection system so that actors in the supply
chain can follow and consumers can recognize it. “Sustainability” becomes an

essential factor for coffee marketing.
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Appendix C. Content reference

Intenso Roastery

“Chuyén khoa hoc Ca Nha In”

Astronaut Coffee Roastery

Specialty Coffee

Astronaut Coffee Roastery

)i i ASTRONAUT

BETTER COFEE, BETTER LIFE
- . ?m
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Appendix D. Global best times to post on TikTok

Global Best Times to Post on TikTok

Eastemn Standard Time

Thursday
2 AM 5 AM
6 AM 4 AM 7AM 7AM
9 AM 8 AM 9 AM 1AM 8 AM
10 AM 12PM
1PM
7PM 3PM 7PM 4 PM
10 PM 11PM 8 PM

"Best times to post as calculated by Influencer Marketing Hub after analyzing

more than 100.000 global TIkTok posts and engagement rates."
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Appendix E. Research information
E.l. Research from McKinsey and Company

From June-October 2017, researchers, psychologists, and social scientists
conducted ethnographic tield research to observe how Gen Z communicates, what

they believe in, their choices, and the reasons.
Technique: Advanced ethnographic techniques (scenario invasion)

Method: Qualitative, Focus group, Online Survey - more than 2000 Brazilian

respondents aged 14-64 with various economic blankets
Quantity: 120 qualitative interviews and 90 focus group participants

Area: Brazil and Portugal (Recife, Rio de Janeiro, and Sdo Paulo; Floriandpolis and

Goidnia)

E.2. The Journal of Asian Finance, Economics and Business (JAFEB) Research
Approval date: 4/2020.

Method: Quantitative research of the regression model

Online interviews/questionnaires - Google Docs Forms (30 questions)
Quantity: 300 participants

Area: HCMC

E.3. Thesis “Engaging Generation Z customers in the coffee house industry.”

The complete interview process was conducted in April 2020. The first theme
focused on the youth generation’s habits during the coffee purchasing process.
The other article was to obtain the opinions and feedback of generation Z about

the coffee house services.

Type: Empirical research
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Method: Qualitative research with semi-structured interviews

Quantity: 4 participants - 2 managers in the coffee house industry and two loyal

coffee buyers.
Area: Viet Nam and Finlands
E.4. GlobeScan Research

The Healthy and Sustainable Living: A Global Consumer Insights Project was
launched in 2019 to help companies better understand, engage, and mobilize
consumers in this exciting yet challenging consumer engagement in sustainability.
The respondents were not asked directly about healthy and sustainable living but
instead about living in a good way, suitable for other people, and good for the

environment. The online survey was conducted from June - to July 2021.

Sweden

Germany >
Netherlands
UK. ‘3
France
Spain Italy
Portugal A =
8 5 m Saudi
Arabia
Vietnam

Singapore

’ &/ Indonesia
Nigeria \ = ¥
Kenya 3 f "‘,’

~—

.
b
\) Japan
e
South Korea
Hong Kong

Thailand

Colombia

South Africa
" Argentina

Method: Online survey

Quantity and Area: Representative samples of 1,000 adults were surveyed in each

of the 31 markets
E.5. QandMe Research

Finished date: 1/2022.
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Method: Quantitative survey and intensive qualitative focus group.

Quantity: 379 participants (18-23) and 379 participants (HCMC x 1, Hanoi x 1 - 4

participants each).
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Appendix F. Qualitative research
F.l. Topics
The time and reason they start consuming at home regularly.

Opinion on the statement: "Young people prefer going to coffee shops for picture

purposes, rather than enjoying the taste of coffee.”
Cupping techniques, brewing methods.
First time approaching specialty coffee with young customers.

Attitudes and support for products associated with sustainability in the coffee

industry.
F.2. Participants' Information and full transcript

Al - Male - 1998 - Marketing Lecturer of the Institute of Science, Education,

Culture, Sports and Tourism, part-time roaster - Dalat.

For A1, experimenting at a specialty coffee shop or brewing it at home depends
on the purpose and carries different values. However, Al still prefers to brew
because he is a part-time roaster. He is more demanding in taste to satisfy himself.
Even though he had tried plenty of specialty coffee shops in Dalat, he still could
not find one that brewed his desired cup of coffee. Usually only meeting friends
and relatives, they choose to go to a coffee shop. Young people today, such as A
and his friends, are susceptible to taste and have decent knowledge. Besides

tasting coffee for job purposes, Al enjoys drinking just for his satisfaction.

Al full transcript

Interviewer: Cho minh xin m&t vai thdng tin co ban cua ban nha.
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Al:

Interviewer:

Al:

Interviewer:

Al:

Interviewer:

Al:

Interviewer:

Al:

Minh tén Ia A1, sinh ndm 1998, hién tai minh dang I& gidng vién
nganh Marketing tai Vién Khoa hoc Gido duc V&n hod Thé thao va

Du lich va la thg rang.

Dau tieén cho minh hdi nhu cdu s dung ca phé tai nha cta ban la

co tu trudc dich phdai khong a?
Dung roi.
Cho minh hoi vé nguyén nhén ban thich uéng cé phé tai nha hon?

Luc déu do tinh chdt cong viéc hién tai coa minh, minh bat ddu test
chat lugng ca phé. Sau dan tré thanh thoi quen, minh quen cdi vi ca
phé mda minh rang nén tu pha sé tét hon. Di nhing qudn khac
dudng nhu khé uéng hon.

Ban d& tim kiém dugc moét san phdm minh ung y chua hay van

dang thU nghiém?

Thuyc ra thi déi véi tho rang, nd sé hai khd mot xiu. Thusng ho sé
ném sdn phdm do minh rang. Tuy nhién, minh cing sé& di nhing
qudan khdc dé xem ho rang nhu thé nao, xu hudng hién tai cla
nganh c& phé dang di theo nhing hudng di nhu thé ndo. Thudng
hién tai ro 1én cac qudn specialty khd nhiéu, minh ciing hay di dén
mot s6 quan theo tu van cla ban beé trong nganh cta minh dé hoc
hoi. Xem tay nghé cua minh nhu thé ndo so vai ho, gu cla ho khac

gl cua minh dé hoan thién céng viéc thg rang cla minh.

Khong biét 1a mot the rang, ban da tung tiép cén cupping hay

chua?

Doi vai cupping, test san phdm, thi ném, minh déu da hoc qua hét

roi.
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Interviewer:

Al:

Interviewer:

Al:

Interviewer:

Vai quan diém gidi tré chi quan tam dén check-in qudn ca phé chu

khong thuc sy quan tdm dén huong vi, ban nght sao?

Gidgi tré thi cong co nhiéu logi I[dm, néu ma noi vé check-in thi cing
cd mot phan thoéi. Nhung mét phan khdc cing co nhing ban tré tim
ki€m nhing trdi nghiém cd phé mai, chdng han nhu nhém ban cla
minh, cdc ban ubng dung huong, dung vi, khéng dé check-in.
Thudng ho khéng di dén nhing qudn dep ma co thé chila quan via
hé, nhung dung huong vi ma ho thich. Con vai khach du lich, nhing
luc minh ngdi & nhiing qudn specialty, cing thdy kha nhiéu khach
tré order cac dong ca phé mdi, nhu V60 hay coldbrew, khéng don
thudn chi la quan tém khéng gian hay séng do dau. Minh nght néu
co nhén dinh nhu vay thi nén nhdan dinh lai. Gidi tré cing co gidi tré
nay gidi tré no. Minh thdy phan nhiéu cac ban van uéng ca phé vi

huong vi ca phé, khéng phai dé check-in.

L& mot thd rang, viéc ty pha ché tai nha va trdi nghiém & qudn cdi

nao thu vi vsi ban hon, I do la gi?

Thyc chat thi cdi lua chon nay nd hoi khéd mot xiu, tuy noi, khéng
phai nai ndo nhan vién cing dudc ddo tao bai ban vé rang xay pha
ché ca phé nhu thé nao. Minh thi ty tin hon cdc ban moét phan vi
minh 1& thg rang. Nén thudng minh sé chon tu xay tu pha tai nha.
B&i vi trdi nghiém sé thu vi hon, nhu huong [Uc chua xay sé khdac,
lUc mdi xay va luc pha ra sé khdc. No thu vi hon nhiéu so véi viec
minh ra qudn ngdi va cd moét ngusi dem dén cho minh moét Iy ca
phé da pha xong. Tham chf 1& ban dugc chon cdéch pha khi pha tai

nha nda.

Vd&i quan diém coa mét khach hang don thudin, ban co théy ca phé

trong lan song mai cd kho ti€p can hon so vai truyén thong khoéng?
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Al:

Interviewer:

Al:

Interviewer:

Al:

Interviewer:

Al:

Thai diém hién tai né khong qud khé. Minh cong hay ngdi ¢ mot
qudn quen. Minh thdy ban dau moi ngusi khéng chon cac dong
espresso hay pha th cong. Nhung khi ho da dung thd qua nhiéu
lan. Ho rdat nhay bén dé nhan biét dugc sy khdc nhau dén ti nhing
|&n pha khdc nhau, cé thé do logi ca phé, do ngusi pha ché, do céch
pha. Kién thuc cd phé hién nay cing khéng chi danh cho ngudi
trong ngdnh ma con danh cho chinh khédch hang dé trau doi kién
thuc cho ban than. TU ndm 2020 dén nay, khdch hang khéng chi

don thudn la udng ca phé ma ho dang thudng thuc nhiéu hon.

La mot the rang, nhing 1uc udng ca phé, ban udng vi muc dich phuc

vu nghé nghiép nhiéu hon hay ty thod man ban than nhiéu han?

Minh uéng vi cd hai. Vi minh khd béan rén nén minh cing uéng cé
phé mdi ngay dé tinh tdo hon. Phan khac dé thudng thuc huong vi
ca phé. Minh thudng danh thai gian ranh vao cudi tuan dé dén mot
s& qudn mdi ca Nngudsi quen, da phan laca phé chét luong va ngon

dé hoc hoi.
Thudng ban tim mua san phdm & dau?

Minh thudng ty rang tai nha. Nhung nhing [uc cé hen vdi ban be
hay can khong gian khdc dé lam viéc, minh sé di nhing qudn

specialty ¢ ba Lat.

Theo ban san phdm ca phé bén ving néu dugdc qudang ba co thu

hut cdc ban tré quan tdm khéong?

Theo quan diém coa minh théi nha, vé&i minh thi minh sé&n sang.
Nhung véi cdc san phdm organic hién tai gid thanh sé kha cao. NoO
tot cho suc khoé va minh bach va ngudn goc, sé thu vi dé thu hut
céc ban th. Tuy nhién dé chi trd dai han, cé thé can nhiéu thai gian

hon. Dén thai diém ca phé organic & muc gid hap I hon hodc trong
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tuong lai nhu cau dé manh mé hon, gisi tré sé s dung loai ca phé
nay nhiéu hon. Con hién tai, ca phé ngon, dung gu, view dep l& ok

roi. Minh nghT ho sé khong quan tém qud nhiéu dén organic.

Interviewer: Ban co thdy gidi tré hién nay udng ca phé vi hucong vi mdi la nhiéu

hon so vai thé hé trudc khong?

Al: Minh thdy gidi tré hién nay uéng ca phé nhu thoi quen cing nhiéu,
dé tinh tdo. Ho cOng quan tém dén huong ca phé. Nhung chon vi
thoi quen nhiéu han la doi hoi nhiéu huong vi mdila. Cac ban thusng
van chon ca phé dd, sta da pha phin nhiéu hon 1 quan tadm dén

cac dong mai.

Interviewer: CAm on ban dd danh thai gian trd G cGu hoi cta minh.

A2 - Male - 2001 - Student of Software Engineering at FPT University HCM -
HCMC.

Like A1, A2 states that not all young people go to coffee shops to take pictures. A2
maintains at-home coffee consumption to experience different coffee beans and
brewing methods. Although he prefers traditional flavors and a Robusta filter, A2
also likes to share more. A2 has heard about Fine Robusta but has not tried it. In
his opinion, no brand had provided enough information and proved the difference
between Fine Robusta and Arabica or Robusta. He is looking forward to a
trustworthy brand to try. A2 also wants to attend a cupping workshop to upgrade
the enjoyment. He had heard about these events but had not had a chance to

participate.

A2 full transcript

Interviewer: Ban cho minh théng tin so lugc vé ban nha. Tén, tudi, hién tai

ban dang lam cho coéng viéc nao.
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Minh 1a A2, 21 tudi, hién dang la sinh vién Dai hoc FPT.

Nhu cdu sU dung ca phé tai nha cta ban co trude dich dung

khong a?
Dung roi.
Nguyén nhén la tu dau?

Tai vi hoi xua minh di uéng ca phé & qué. Dudi qué minh co
qudn ca phé minh kha than vaéi chi chU qudn, giéng nhu nha
thu hai ca minh vay. Khixuéng Sai Gon, minh khong tim dugce
qudn ca phé nao co khéng khi nhu vay con chat lugng ca phé
khong nhu minh mong mudn cho nén Id minh chuyén qua

udng tai nha. Chi nhu vay thoi.

Ban co tra I6i & ban vua thich huong vi va chdt lugng cd phé.
Khong biét ngodi cdc yéu t6 do ra thi ban con thich gl, vé bdn

chat ca phé hay vé khéong gian quan?

Luc trusc minh con di qudn ca phé nhiéu thi minh khong quan
tam huong vi ca phé 1&m, minh thich khéng gian hon. Tu luc
minh chuyén qua chaoi ca phé tai nha thi minh lai quan tam
huong vi ca phé hon. Mindset cia minh |& khi di qudn thi khéng
quan tam ldm dén huong vi ca phé tai quan ma minh quan
tadm dén khong khi qudn do tao ra cho minh. NEu mda minh

pha ca phé tai nha thi minh quan tadm dén chdt lugng cd phé.

Khoéng biét vé ca phé thi ban dé cé gu cla minh chua? Ban
thudng tim dén cac sén phdm ddp Ung dudc nhu cdu cia minh

hay ban mudn thd nhing vi khac nhau?

Hién tqi thi minh van dang trai nghiém. Thudng minh sé uéng

Robusta 100% tai vi gu minh |& ca phé Viét Nam, hoi ndng.
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A2:

Interviewer:

A2:

Udng Arabica khong dé nhung minh co choi Arabica ddc sén
cUa cdc nudc trén thé gisi thi minh cing co trai nghiém vai ba

loai d&c san roi.

Suy nght cta ban vé cau ndi thé hé tré cta minh khéong quan
tam nhiéu dén hucong vi, chdt lugng cd phé ma chi tim nhing
qudn khong gian dep dé séng do, check-in, ndi chuyén chu
khong that su quan tdm minh uéng gi hay ngudn géc nhu thé

ndo. Ban nght gi vé nhdn dinh do?

Minh thay nhén dinh dé khéong dung. Theo minh biét dugce th
thé hé tré bay gis kién thuc ca phé cia ho tiém can vai thé
gidi roi. S& ¢ hai nhém ngudsi, moét nhédm di ca phé chi dé co
chd tro chuyén, hoc tép thi hoc sé khong quan tém dén chdét
lucng ca phé dau tai nhiéu khi ho dén qudn ca phé khéng dé
udng cd phé ma con th cdc mon an, thuc udng khac. Vi
nhong ngusi that sy yéu ca phé, vi du nhu minh chdng han thi
ki€én thuc cOa nhing ngusi gidng nhu minh thi dé hon cac thé
hé cha 6ng rdi vi ho chi ubng ca phé thuan Viét Nam, chu

khong biét dugce cdce ca phé trén thé gidi nhu thé nao.

Noi riéng tinh chdt coa viéc tréi nghieém thi ban nght radng viéc
3 nha ty pha ché ca phé dé thudng thuc so vdi viec di ra qudn

trai nghiém, ban thdy cdi ndo thu vi hon?

Minh thdy cd hai déu cé cdi thu vi rieng. Khi minh & nha pha
ché thi minh phdai cé thai gian va minh enjoy tU IUc minh pha
ché chu khong phdi chi enjoy ly ca phé minh uéng thoi. Con
khi minh di quan ca phé thi minh sé di v&i ban be, minh quan
tadm quan ca phé do co tao ra khong gian dé minh vui choi

cung ban bé hay khéng.
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Cho minh hoi vé sdn phdm ca phé, vi du nhu ban cé sé thich
rieng vé huong vi thi néu ma chon san phdm, ban sé chon cdi
ddap Ung dugc dung nhdng gi ban thich nhung lai khéng ré
rang, khéng nhiéu cac théng tin vé moi trusng, vé con Ngudi
SO Vi san phdm ddp Ung dugc cdc yéu to nhung lai khd binh
thusng va khéong dung gu, thudng ban sé nghiéng vé san

phdm ndo?
Y ban 1& & quan ca phé hay tai nha?
San phdm ca phé udng tai nha.

Néu la sén phdm ca phé udng tai nha thi minh van thich dung

gu han, khéng thich nhing loagi dai tra qud.

Vi dy san phdm do khéng dung gu hay huong vi minh mudén
tim kiém nhung lai show ra rdt nhiéu vé ngudn géc cing nhu
ddp Ung cdac yéu td vé bén ving, vé moi trudng thi ban co

mubdn sU dung, tim hiéu khéng?

Dung roi, minh van thich nhng nhan hiéu ca phé ghi rd ngudn
g6c nhu vudn trong, phucng phdp ché bién, nha rang & dau,

ngay rang. Minh mua thi minh cé cdm gidc tin tudng hon.

Trong tuong lai co thé do tinh chdt cong viéc hay hoc hanh
bdan haon, ban cé con duy tri thoi quen udng tai nha hay vi tinh

tién Ioi ma ban sé ra ngodi uéng nhiéu haon.

Minh ngh? minh van gi¥ théi quen udng ca phé tai nha chu.
Minh thdy & Viét Nam chi cé udng ca phé tai nhd minh mdi cé
thé trai nghiém va thudng thiuc va chon duge ca phé dung gu
cva minh. Con ca phé & ngodi vo bd vo bén 1dm, minh khong
duagc thod man chuyén do. Vi du tinh chdt cong viéc cia minh

phadi ra ngodi nhiéu, khong co thai gian thi minh sé ubng cé
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phé tai nha vao cuditudn, sé it lai chy minh khong bd thoi quen

do.

Ban udng ca phé nhiéu thi ban co biét nhiéu cdch pha khdc

nhau khéng hay chi lam theo cach minh quen, minh thich?

Minh co biét nhiéu cach pha, minh cdng trdi nghiém nhiéu cach

va dd déi dugc hai ba cach roi.

Trong luc trdi nghiém nhiéu cdch pha ca phé khdc nhau,

thudng ban sé huéng dén cdch pha ndo hay la tugy hung?

NEéu ndi kiEu pha minh thich thi minh van thich pha espresso
nhat tai vi mot phdan no tien va nd ra ly ca phé dam hon, day

ddan hon céc cach pha khach khéng bi lodng.

Minh thdy ban cé gu ca phé dédm han, khi trai nghiém thi ban
thich nh'ng huacng vi giéng gu cta minh hay ban cho nhing

huong vi nhe han, co huong trdi cdy moét co hoi?

Minh dang uéng trai nghiém nén minh uéng nhiéu loai I&m.
Minh lUc ndo cing cd mdt gdi ca phé ddm, cd phé Robusta
100% & nha. Nhing Iuc minh mudn udng gi do dém, manh thi
minh udng Robusta con nhiong luc khdc minh udng trai

nghiém cac huang khac nhau.

Ban cé noi viéc di ra ngodi udng khéng pha dugce dung cach
minh mudn. Néu ban tim dugc quan co barista cé tay nghé
pha dung nhing gi ban thich thi c6 thay déi udng tai nha
khong?

Minh nght la khéng. Minh dé tung dén nhng qudan nhu vay va
gid thanh cho moét Iy ca phé rat cao vdi lai minh cé chia sé &
minh udng ca phé thi minh enjoy luc minh pha luén chy khong

phai chithudng thuc ly ca phé.
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Muc gid ban s@n sang bd ra cho maét sén phdm ca phé thudng

dao dong trong khodng bao nhiéu?

Minh nght & Sai Gon, dudi 50.000 VND cho mét ly espresso thi
s& 6n vai minh.

Cho minh hoi ban & ngusi Sai Gon goc ludn g?

Khéng phai, minh Ia ngudi Tay Ninh.

Ban chuyén dén Sai Gon dé hoc?

Dung roi.

O Sai Gon cé rét nhiéu quan specialty thi khi ban vé qué, nhing
quan cing nhu san phdm sé it hon. Thudng ban sé tim mua

céc san phdm & dau?

Thudng minh mua & Shopee. Minh ldm quen v&i bdé mdén nay
lGu roi nén minh cing biét moét sé nha rang uy tinh nén minh

S& mua & cac nha rang do.

D61 voi cac san phdm ban mua, ban cé mudn dugc ca nhan
hod san phdm dé uéng dung gu hay ngudi ta ban sén phdm

nhu thé ndo thi sé mua nhu vay?

Minh khoéng ré ¢ ban nhu thé ndo. Nhung céc sén phdm minh
mua thudng 1& 100% cua logi ca phé ndo do ch khdng co trén

s&n. Minh mua vé rdi tréon theo y cia minh.

Vi dy nhu ban thich uéng Robusta thi & mdi vung, & Viét Nam
hay nudc ngodi cing sé khdc nhau thi ban cd mudn thir khong

hay chi dung gu cua minh?

NEu co dip thi minh thi. Néu noi vé Robusta thi [& ca phé ma

thé gisi khong danh gia cao nén ban dai tra 1dm, khéng chi
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tiét & vung ndo nhu Arabica. Néu co chd phan biét dugc cho

minh dé mua vé trdai nghiém thi minh sé thu.

Ban co ndi ld ngudi ta khong danh gid cao hat Robusta thi
khong biét ban uéng Robusta 1a tai vi ban thich hay dé Ung

ho va ton trong?

Minh uéng vi minh thich. Minh uéng nhing hat Arabica thi thdy
khong ok. Arabica minh uéng dé trai nghiém, cho biét véi moi

Ngudi théi chy minh vén thich Robusta hon do uéng quen roi.
Ban cd biét dong Fine Robusta khéng va cé tung th chua?
Minh cd biét nhung minh chua thu.

Vi ban chua co co hdi hay ban khéng thich?

Vi minh thdy khong can. Robusta hay Arabica cing vay, dugc
goi la fine hay specialty do mét t& chuc trén thé gidi va vudn
trong gUi mau ca phé qua do, cé chuyén gia tho dé chdm diém
va ddnh gid. Néu vusn trong khong gui di thi sé khong duac
danh gia la fine hay khéng. Minh nght chuyén do khéng qua

quan trong nén minh uéng binh thusdng thoi.

Cac sén phdm Fine Robusta co Yy nghia véi sinh ké cia ngusi
nong dan hon. Khi ban biét thi ban cé mudn th dé gop mot

phdan céng suc vao qud trinh dé khong?

Chdc chdn sé thu. Hién tai minh biét thi nd chi I mot cai nhan
thoi chu khoéng tao dudgce sy khdc biét qud nhiéu nén minh chua
thU. Néu Fine Robusta lam nén mot thuong hiéu ddc biét cho

Robusta thi minh sé th.

Fine Robusta co thé phdt trién tiém ndng huong vi gidng

Arabica thi ban cé mudn thl dé cé nhiéu trdi nghiém?
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Cdi nay thi minh khong ré 1dm. Chéc ldhém ndo minh cong sé&
thr dé xem Fine Robusta khac gi véi Robusta. Tai vi minh udng
cd phé tai nha dé trai nghiém thi cé rat nhiéu logi, minh thi tu

tu thoi.

Ban chua thU Fine Robusta vi ban thdy khong co diém gi déc

biét, vi sao ban lai thdy nhu vay?

Tai vi tinh chdat hat Robusta khong dugc nhu hat Arabica.
Arabica cé mui boc hon rét nhiéu, co vi chua va vi ngot rd rét
han con hat Robusta cd mui khdng ndng. Thudng minh nghe
mUi Robusta minh cadm nhén giéng mui dau rang con vi thi da
phén 1& vi déng, cac vi kia khong hién 1én ré rét. Véi do kién
thuc minh doc dugc nén minh nght théi, minh chua th nén
minh khéng chdc, minh nght cé Fine hay khong thi sy khac biét
cing khéng qud rd rang. Minh cong khoéng phdi barista

chuyén nghiép nén minh khéng mua thu.

Néu ban thdy dugc su khac biét rd rang thl ban cd mudn thi

khong?

Cdi do thi chde chdn phdi th roi.

Khong biét ban co biét vé k{ thudt cupping?

Minh c6 nghe qua cupping nhung khong ranh 1&m.

Ban c6 mudn tim hiéu hay hoc hoi vé ki thudt nay dé ndng gu

cla minh [én?

Co chu, minh cing muodn thy. Minh uéng c& phé tai nha cing
lau roi nhung ngay xua minh chi uéng Robusta théi con

Arabica minh uéng trong mua dich dé trdi nghiém. Minh chua
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c6 dip di workshop. Sau nay cé dip thi minh sé& di dé néng trinh

do cua minh [én.

Interviewer: Ban co ndi ban enjoy viéc tu pha, ban co tung ldm barista hay

hoc mét khod vé pha ché hay ban tu tim hiéu hoc & nha?
A2: Minh cOng ty tim hiéu dé lam & nha chy khéng co di hoc.

Interviewer: Minh cadm on ban d& danh thai gian tra I8 cdu hoi.

A3 - Female - 2001 - Works from home - HCMC.

Currently, because of her health condition, A3 works from home, but her at-home
coffee consumption has existed before partly because she likes to stay at home
and partly because A3 likes to brew independently. In contrast to other
interviewees, A3 thinks that the statement that young people want to live virtual
rather than enjoy coffee is correct. Her drinking frequency is 2-3 cups a day. A3
also enjoys experimenting with many homemade recipes. As a long-time coffee
enthusiast, A3 realizes that traditional and specialty coffee have their
deliciousness. For her, it is not too challenging to enjoy coffee. However, the
principal contradiction is that she has no interest in cupping, even when her friends
in the coffee industry invite her to try it. She likes to learn and experience them on

her own.

A3 full transcript

Interviewer: Cho minh xin mot vai thong tin co ban vé ban nha. Tén, tudi,

hién tai minh dang lam coéng viéc gi.
A3: Minh tén la A3, 21 tudi. Hién tai minh chi & nha thoi.

Interviewer: Khong biét nhu cdu udng ca phé tai nha cla ban cé trude dich

dung khéng a?
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Da dung roi.

Khéng biét nguyén nhan vi sao ban thich udng ca phé tai nha

nhiéu hon a?

Minh thich ca phé do gis roi. Tai & nha va cd quen biét ban be

nén mua ca phé vé nha pha ch cing lusi ra dudng.

Nhu cdu cia minh |& tai vi minh thich & nhd nhiéu hon chu

khoéng thich di ra ngodi?
Dung roi.

Viéc trai nghiém ca phé, gida viéc ty pha & nha uéng va di ra

ngodi qudn cé khong gian, viéc nao sé thu vi hon doi vai ban?

Cdi ndo cOng thu vi hét. Néu ma di ra ngodi ca phé thi di vdi

ban con & nha thi yén tinh hon.

Ban thich tu pha tai nha vi yén tinh hon va vi muc dich cé nhén.,
Ngodi céc yéu t6 do ra thi ban thich pha & nha co phdi vi dung

gu cua minh hay khéng?

Co, 8 nha thi minh pha theo cdi vi minh thich hon.
Ban dang & Sai Gon dung khéng a?

Dung roi.

Cho minh hoi quan diém cla ban vé moét nhéan dinh nay. Co
mot s& ngudi ndi réng lua tré hién tai khéong quan tam dén
huong vi ¢ phé ma thusng di ra ngodi quan chi dé check-in,
chi dé tim nhing dia diém dep dé séng do thdi chi khong that
sy quan tdm dén ngudn gdc, chdt lugng cua ly ca phé. Ban

nght nhéan dinh nay nhu thé ndo
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Minh thay cdi dé dung ma. Gidi tré bay gis ddu cd ranh vé ca
phé dau, toan di ubng dé chup hinh. That ra néi ra qudn udng
ca phé chu khéng goi ca phé. Con minh thi minh thich ca phé
do gis roi nén néu minh di quan thi minh sé di qudan chuyén vé

c& phé hon.

Vd&i nhng qudn chuyén vé ca phé specialty, ban da tim dugc
mot dia diém nao dung gu cua minh chua hay ban vén dang

trai nghiém, tim kiém thém?

Co quan rdi nhung do dich nén qudn dé nghi. Co hai quan
nhung d& nghi roi nén hién tai minh van dang tim mot quan vé

specialty.

Viéc ty pha & nha do ban ty hoc trén mang hay ban di hoc bén

ngodi hay ban cé tung lam barista & chd nao khong?

Ban cOa minh 1& théy day vé cd phé nén I& minh cing co sén
tim hiéu qua ludn, thi ban minh chi cho minh ch minh khong
c6 di hoc gi hét tron. Roi minh cOng trai nghiém di ra ngodi

udng, khong biét cdi gi thi hoi roi tU tu biét.

Khéng biét gu cla ban la thich udng huong vi truyén théng
cua Viét Nam hon hay cdc husng vi khac mdi mé, da dang

hon?

MO cdi cd mot cdi ngon rieng. Minh thich ca hai, khéng co cdi

nAdo hon hét tron.

NEu trong quad trinh tim hiéu, trdi nghiém cac huong vi ca phé,
vi dy ban tim ra mét huong vi ndo do rdt la ma ban chua tung
nght cé mot sy két hop do. Ban cd mudn thi né khéong cho trai

nghiém cua ban thédn minh?
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Tat nhién 1a co roi. Noi chung 1a nhOng cdi mon vé ca phé thi

minh sé thd hét tai minh thich.
Khong biét sy yéu thich véi ca phé coa ban bdt ngudn tu dau?

LAdu qud minh cOng khdéng nhd nda. Nhung trudc dé minh
khong thich udng tai minh nght ca phé chi déng théi ma sau
dé minh ngdi ndi chuyén véi ban cta minh, cing training vé ca
phé cho nén ké cho minh vé ngudn gbc, vé ca phé cé vi nhu
thé ndo thi minh cing t@p udng tu tU rdéi minh mdéi nhén ra cdi

vi ngon cua no. TU tu tim hiéu roi thich ludn.

Ban cOng nghe va cong tim hiéu vé ca phé chéc ban cong vé
sy bén ving, vé maéi quan hé gida bén ving vai ca phé. Khéng
biét néu trén thi thudng cé mot sdn phdm ca phé cé cac yéu

tO vé bén viong thi ban cé thi, co Ung hd san phdm doé khong?

N&Y minh cé noi roi, nhing cdi gi lien quan dén ca phé thi minh

sé ung ho.

Khi ban mua sén phdm ca phé rang xay, trén bao bl sé co rat
nhiéu théng tin thi ban sé chu gy dén thong tin ndo nhiéu nhat

va ban mong mudn thong tin nao sé dugc ghi rd nhat?

Minh chi muén nhin bao bi, khéng biét § ban sao, nhung minh
nhin bao bl cang don gidn thi cang dé § hon. Vé hat & dau, vé
ngudn goc thi minh sé dé g han chy minh khéng quan tém noé
mau me hay ngusi ta noi ca phé nay ngon 1dm. Noi chung la

vé ngudn gbc.

Trude khi ban mua mot san phdm ca phé, cdac review khen
mon NAy nén th th ban sé khong tin cho dén khi chinh ban

thr dung khong a?
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Dung roi.

Ban co ndi cdi gl co ca phé 1a ban sé thy, nhung ma ban co

mot hudng cu thé ndo ma ban sé udng nhiéu haon?
Minh thich chuyén vé dam, dang hon.

Khéng biét ban cé biét vé ki thudt cupping khong a?
Minh co biét.

Ban co tung th hay hoc qua chua?

Cai do thi minh biét nhung minh thdy khong co hing thu cho
nén minh khéng doc hay xem qua mdc du ban minh co gidi

thieu. Nhung minh théy no khong do hép dan déi vai minh.

Khong biét vi sao ban khéng thdy nhing budi cupping khong

dU hdp dén déi véi ban?

Minh cOng khoéng biét ndi sao nda. Noéi chung nd cing hai mau
thudn tqi vi cdm gidc cua minh thoi. Chd bay gis hdi minh thich
cdi nao minh ghét cdi nao, minh cing khéng biét tra 161 sao,

goi la cam gidc.

Néu vay thl ban chua tham gia mot budi cupping chuyén

nghiép nao?
Dung roi.

Tai vi ban than khong thich nén ban sé khong di dén mot budi

nhu vay?
Co nhing budi cupping ban minh ru di nhung minh tu choi.

Cho minh hoi hoi t& nhi xiu |& do ban khéng thich thd vi ban

thdy khong can thiét hay do qud khd véi minh hay ban nght
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minh udng thoi ch khéng can moét ngudi chi k{ thudt phdi thi

phdai ném nhu thé nao?
Cdi do minh biét [& nd thu vi nhung minh khong thich. Vay thoi.

HOi ndy ban ¢ trd 16i minh & do tinh cach va nhu cdu cta ban
nén ban sé udng cd phé tai nha nhiéu hon. Vi dy sau nay ban
di lam va tinh chét céng viéc doi hoi & ngodi nhiéu thi ban van
sé duy trl théi quen tu pha, tu udng ca phé tai nha hay vi tinh

tién Igi ma sé ra ngodi quan udng?

Néu ma di lam budi sang thi minh sé& ghé quan ca phé dé mua
ca phé nhung chiéu thi minh van sé pha ca phé tai nha. Ngugc
lai cOng vay, néu di lam budi chiéu thi budi sdng pha ca phé &

nha.

Ban ndi la ban thich cd phé vay tan sudt udng ca phé & bao

nhiéu trong mot tuan?

Tuy luc. Co ngay udng hai ly, cod ngay udng ba ly. Noi chung la

tU hai dén ba ly moét ngay con it thi la moét Iy.
Ngay nao ban cing phdi udng dung khong?
Dung roi.

Nhing ngay dau th va tim hiéu vé cac huong vi ca phé, co
nhng hucng vi hoi specialty thi cé bi khéd udng, khoé thudng
thuc khéng?

Chua ¢ cdi ndo minh cam thdy khéd udng hét.

Ban hay pha tai nha thi ban co kJ thudt pha riéeng cho gu cua
minh hay cé th nhiéu k{ thudt khac nhau khéong?
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Néu ma kg thudt thi minh sé pha theo cach cia minh, hdom doé
minh thich nhu thé nao thi minh pha nhu vay, khéng theo bai

ban.

Ban cé ndi 1a ban quen biét nhing ban lam trong nganh ca
phé, khong biét ban cé thl ca phé cla cdc thucng hiéu khac

nghe mdi la hay phai tu tim hiéu thi mdéi hung thu?

Minh nght Ia minh sé tu tim hiéu trudce roi hdi ban vé quan do
néu ban do biét chy minh khéong theo sé déong hay theo bai

viét review trén Facebook.

NEu bai viét dén tU chuyén gia trong nganh thi muc doé tin cdy

cua ban sé cao han dung khéong?
Dung roi.

Ban s& tim hiéu v& mudn tho néu tu ban than ban biét san
phdm do cé tét cho minh hay khéong hodic 16 co chuyén gia
trong nganh gidi thiéu thi sé tin han chu khéng phdi doc review

trén mang hay do ngusi quen, ngudi than gidi thiéu?

Dung roi. Minh sé tin cdc chuyén gia vi ho trong nganh nhung
minh cOng sé& tim hiéu. Con vé ban be gidi thieu hay review thi

minh cing khéng quan tam.
Theo ban nhing tiéu chudn ndo mdi la mét chuyén gia?

Chuyén gia phdi ranh vé ca phé, phdi co uy tin thi minh sé tin
tudng. Con may ngudi vua mdi tim hiéu duge chut ma bay dat
néi chuyén vé ca phé thi minh khéng tin 1&m. Ho phdi co ki
ndng, |& bac thay, thusng di du lich thudng thuc ca phé & nudc,
cac tinh thudng thuc ca phé va van hod thi minh sé tin tudng
han.
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Khéng biét ban dang s dung sdn phdm cla thucng hiéu ndo?

Minh dang s dung ca phé cua Intenso. Luc trudc quan & Ngb
Thai Nhiém, Q.3 nhung gid nghi roi. Sau do vé lam xudng thi
minh dung ca phé & do.
Nh{ng ngudi gisi thiéu va ndi cho ban biét vé ca phé lam trong
Intenso dung khéng a?

Dung roi.

Ban cé thich nhiing sdn phdm rang dung s& thich cia minh

nhu custom?

Khoéng phdi dung s& thich cta minh thi minh mdi thd ma minh
bi chu Yy vé do rang, ngudn gbc chu con logi ca phé ngon do
ban minh hay xudng gidi thieu khong dung gu thi minh van sé
th,

Ban trai nghiém ca phé vi ban mudn Ung hd nhing ngudi lam

trong nganh ca phé dung khéng a?
Mot phan & vay, hinh nhu la vay do.

Ban da tung di farm tour dén ndéng trai ngudi ta ldm ca phé

chua?

Minh chua tung co co hdi do. Minh co ndi la minh bi bénh khéng
ra dusng, khong di dung dugc nén minh khéng di dén dé duagc.

Minh thdy ban thich ca phé, thich tim hiéu vé ca phé. Khong
biét ban co dy dinh di hoc thém pha ché ca phé hay chi dung

lai & viec ubng va cdm nhan?
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A3: Minh da biét pha ché rbi, minh cong da tung lam training roi
cho nén khong cd nhu cdu hoc barista. Minh chi di hoc tu cdc

tién boi ca minh, hoc thém thoi.

Interviewer: TU s& thich ca phé cOa minh, ban cé mudn tao ra mot cong
dong gidng minh hay khong? Mét thuong hiéu cia minh, moét

quan ca phé cua minh.

A3: NEu cod co hdi thi du dinh cia minh ld md& quan ca phé kiéu
khong phai kinh doanh vi Igi nhudn, bao gdm ban bé hay
nhdng ngudi thich ca phé dén chi khéng phai kinh doanh 16n.
Minh khoéng thich vay, chi la mét quan nhd gdm anh chiban be

thich ca phé. Goi l& mot noi chia sé vé ca phé di, co thé la vay.
Interviewer: CAm on ban da thai gian tra I6i cGu hoi cua minh.

A4 - Male - 2000 - Student at Ho Chi Minh City University of Economics, part-
time barista - HCMC,

The love for coffee is why A4 learned more about it became a barista. Given the
opportunity to access a wide variety of beans, A4 loves both Arabica and Robusta
because they have their attributes. He had tried Fine Robusta before, but it did not
suit his taste. Like A2, A4 noticed that no brand had proved the difference between
Fine Robusta and Robusta. A4 thinks that people will have a more open view if
trustworthy brands are. With A4, they notice the brand story first, then the product.
Although working at a coffee shop, he still drinks coffee for his own needs. As for
sustainable coffee, A4 has yet to learn much to see how it affects farmers and the
environment. Sharing about the first time trying the taste of specialty coffee, A4
said that it was difficult to enjoy and was even criticized by his friends.

Nevertheless, if people have more time to learn about them, they can enjoy it.

A4 full transcript

Interviewer: Cho minh xin mot vai théng tin co ban vé ban nha?
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Minh tén |0 A4, minh hién dang & sinh vién ndm 3 trusng HDH

Kinh t& TPHCM. Minh cOng co di lam part-time barista.

Nhu cau tiéu thu ca phé tai nha cOa ban 1a minh cé tU trudc dich

dung khong a?
Dung roi.
Li do vi sao ban thich uéng ca phé tai nha?

N6 I thoi quen cua minh, cé tU nhiéu ndm 1&m rdi khong phai
mdi day. Chu yéu nhdt [d minh mudn tu lam ra, ty udng roi

thudng thuc thol.

Theo ban thi trai nghiém ca phé tu pha tai nha va tai quan cdi

nao thu vi hon?

Theo minh cdi ndo cing co cdi thu vi rieng cua noé. Vi du nhu
gdp g& ban be, minh van s& chon ra ngodi quan. Con néu bt
dau madi budi sang hodc khi minh rdnh, trong khodng 1 tiéng,

minh sé& chu déng tu pha tai nha.

Li do ban thich pha c& phé dén tu céng viec hay dén tu ban

than?

Li do chd yéu bdt ddu tu s thich nhiéu hon 1o do cong viec. Minh
co s@ thich uéng tai nha truse khi minh bét déu con dusng lam

barista roi.

Khoéng biét ban thich Robusta hay Arabica hon?

Minh thi thién vé Robusta hon. Nhung minh cOng sé linh hoat.
Kiéu udng budi sang thi s& chon Robusta, con budi t6i minh sé&

chon Arabica.

Ban co biét va th Fine Robusta chua?
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Minh cé ducdc thd moét 1an. Nhung logi minh thd thi minh lai
khong thich. Cdi Robusta méa minh thich trudc gid la thuan Viét
Nam, 10 vi nutty va chocolate nhiéu hon. Thusng cdi vi do dua

cho SCA chdm diém sé khong bao gis dugce Fine Ro.

Ban thich vi Robusta truyén thdéng cua Viét Nam, nhung néu
Robusta phdt trién tiem ndng huong vi nhu Arabica, trd thanh

Fine Robusta. Ban cé mudn thi nhiéu hon khong?

NEu vé thuong mai thi minh thay tot. Minh thi minh vén khong
thich. Tai vi néu Arabica dé& lam tét cai viec doé réi thi Robusta
hay lam t8t cdi viec dam déng dac trung cua no, gidng nhu |
minh s& khéng nén dua Robusta cé huong vi tré nén da dang

va phong phu nhu Arabica ma chilam cho n¢ déc trung hon.

Gi¢4 sU Arabica tuyét chung, ban cod danh co héi cho Fine

Robusta khéng?

Chdc chdn roi. Trén thé gisi cong chia ra hai gidng ca phé do
roi, thi khong can phai lam cho logi ndo gidng vaéi loai ndo. Ma

chi can phdt trién hai logi véi hai ddc trung rieng & dugc.

Khoéng biét quan diém hai loai ca phé cén dugc phat trién theo
hai hucng ddc trung rieng dén tu quan diém clUa ngudi khach

hang hay quan diém clua ngudi [am nghé?

Minh danh gida trén quan diém khach hang va sé thich cé nhan.
Diéu do cing dé&n minh vao nghé. Khi ma minh vao nghé thi
minh lai phat hién ra, Ua tqgi sao ngudi ta lai qud yéu mén

Arabica trong khi Robusta khéong dugce lam tét nhat cda no.

Ngudi ta danh gid Arabica |& bdi vi ho nght chi cé Arabica mdi
c6 thé thanh specialty dugc théi chr Robusta thi khéng thé. Ban

nghT viéc phat trién Fine Robusta cOa rieng Viet Nam co la diéu



COFFUNDER ROASTERY COMMUNICATION CAMPAIGN GSP22MCO3 | FPT UNIVERSITY

AkL:

Interviewer:

AkL:

dang ty hao dé minh bd thai gian va céng suc ra dé thi nd hay
khoéng?

That ra cdi specialty nd cing khdéng phai la ddc biét qua muc
ma chi do bén SCA ho ddt ra, Fine Ro cOng vay, nd chi & muc
tucng déi thoi. Mét cai hat Ro ban phai dua qua SCA chdm 1o
Fine Ro thi mai goi no |a Fine Ro. Con cdi Ro hién tai & Viet Nam
van dang lam t6t 1a premium, thi ho dang phdt trién la lam cho
cdi hat Robusta né ngon nhdt cua cdi gidng do, ch khéng phai
bdt budc di tU nhan xanh, tU nhing khau ché bién no phai dat

diém, dat chudn cua SCA.

Vay néu & mot khia canh | Fine Robusta khéng chi manh vé
huong vi, ma con dadm bdo sinh k& cUa ngusi ndng dan, bdéi suc
chéng choi cla no tét hon Arabica. Dién tich Robusta tai Viét
Nam hién nay cing chiém hon 90%. Thi ban nght Fine Robusta

c6 can thiét dugc phat trién hay khong?

O thi trusng Viét Nam hién tai thi minh nght cai dé khong can
thiét. Tai vi & Viet Nam ngudi ta van chudng Robusta nhiéu hon
thi chi can lam t&i muc la premium Robusta thoi, khdng can phai
gUi hat di chdm diém Fine Ro hay la sao dé ma kiém ké sinh
nhai. V&i lai nd con & cdu chuyén ma cdc thuong hiéu quang
ba cho cdi logi hat ca phé ma ho trong. Thi cai thuong hiéu do
c6 phdt trién thi cdi dau vao clia no 1a tU ngusi ndng dan hay
trang trai, nd madi phat trién. Nén mot phan nhé thucng hiéu
na. Néu ho lam t6t dudgc viéc dinh huéng dugc khdch hang cla
ho, educate nd lai. Ho cho khdach hang cia ho kién thuc, nhu
viec udng va phdi hiéu, chu khéng phai chay theo phong trao.
Thday specialty thi udng specialty. Roi dao nay co Fine Ro, roi tu
nhién khong di chdm diém cOng tu goi né 1a Fine Ro. Thi cdi do

khéng nén.
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Cho minh hoi quan diém cla ban vé mot cau noi”Gidi tré khong
quan t&dm minh udng cdi gi huong vi ra sao ma chi chu trong

vao khong gian dep dé check-in séng ¢o™?

NEu ma ndi vé cd gidi tré thi that sy khdng dung dau nha vi minh
& Mot ngoai 1 roi do. Minh t6i mot cdi coffee shop thi minh
quan tdm nhiéu dén ngudi barista ho co am hi€u vé ca phé hay
khong. Minh rét quan tdm vé chdat lugng mon uéng. Mot phan
anh hudng tU nganh minh hoc 1 kiém sodt chat lugng, no cing
doi hoéi sy ti mi trong do, minh rét quan trong vé thic udbng ddc
biét 1 ca phé ch khéng chi quan tam téi géc séng do. Tai vi
goc sébng do hay decor chi la mét phdan cta dich vy thoi Néu
ma Mot qudn chuyén vé ca phé thi ho van ddt chét luong cla
ca phé Ién hang ddu. Khéng gian thi tuy vao quy mé kinh doanh
ma ho s& dau tu dé nang cao trai nghiém trong dich vu. Khdng
dinh lai la cau noi vua roi néu ddnh dong gidi tré 1a khong dung.

Minh thi quan tdm chdt luong ca phé nhiéu hon.

Khéng biét 1o cdai quan diém ma moét sé ban khéong quan tém
t6i ca phé ma ban co dua ra la co tu trudc khi ban vao nganh

hay & mai day?

Minh thdy & ban bé minh nhu vay.Tai vi minh thich ca phé trudc,
roi minh mai bat dau tim hiéu vé cac cau chuyén xung quanh
no. Chinh nhing cdu chuyén dé mdi Iam minh thich thu chu
khéng phai la cdu chuyén huong vi ca phé khong. Gidi tré xung
quanh minh chdc khéng co tim hiéu nhiéu vé cdai cdu chuyén
xung quanh ca phé nén khoéng thday dugc sy thu vi cia nd nén
|& chi quan tdm dén qudn trang trf cé dep hay khong, dich vu

do sao hay la nhac co chill hay khong.
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Ban & barista thi chdc tiép xuc nhiéu véi khach hang. Ban co
nhan thdy rang lva tré thi cing khéng quan tam nhiéu dén

huong vi. Ban cé mong mudn thay déi diéu nay khong?

Hién tai thi nai lam viéc cua minh cing |a nai khdng chu trong
decor, chu trong chdét lugng nhiéu hon. Nén minh tiép xuc v
nh{ng ngudi chu trong chdt lugng chy khong phai khdng gian.
Thu hai I minh khéng cadm thdy minh co do anh hudng dé thay
déi moi ngudi. Cac cong dong, bai chia sé trén Facebook gop
phan tdc dong dén g thuc cia moi ngusi. Mot ngay khéng xa
néu minh cé thai gian minh cing sé lam diéu do. Tat nhién no
| nhOng diéu nho thoi chy khong thé nao thay déi ngay Y thuc

hay hanh vi cia moi ngudi.

Ban nght néu dugc truyén téi dung va day du nhat thi moi ngusi

sé thay déi trong thai gian ngdn khong?

DI nhién minh khong chdc. Nhung cd nhan minh, khi minh nghe
nhOng cau chuyén thu vi thi né thoi thuc minh tim hiéu lién tuc.
V&I minh tht khong can bao nhiéu thai gian ma sé 1 ngay
khodnh khéc do. Vi cac ban khac thi con tuy, co thé sé phai doi
dén luc suc anh hudng dU manh, thadm chf 1a cdi nay thanh trend

ludn thi céc ban mdi bat dau tim hiéu vé no.

Khi d& lam barista cho moét thucng hiéu ndo do, ban sé cd niém
yéu thich rieng vaéi no. Thi khong biét ban co thd thém cdc sdn

phdm tU cdc thuong hiéu khdc khong?

That ra cdi doanh nghiép minh Iam viéc thi khéng phdi | minh
qud thich ca phé & dé. N6 1o vira du, phan khac 1 tao co hdi cho
minh hoc hoi, cod dugc kién thuc, KI ndng va trai nghiém. Dudc
hoc héi nhiéu hon tU nhing ngusi di trudc trong nganh ca phé.

V&i viec trdai nghiém cac thuong hiéu khac, minh lam khdé thusng
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xuyén. Co thé do dudgc ludn la 2 tudn/1an. Minh thudng di dén
cdc qudn chuyén vé ca phé, khong qud I6n, chd yéu & dé cao

chdt lugng dé tU dé hoc hoi nhiéu hon.
Khong biét tan sudt udng ca phé tai nha cta minh nhu thé ndo?

Mot ngdy minh uéng 2 1an, ngay ndo cing vay, 1sang va 1 dau
gi¢ chiéu. Néu qud ban thi it nhat phai cé 1 cd. Khong co thi
khong chiu dugc, ki€u bi nghién.

Khong biét ban thd & qudn hay tai nha?

Cd hai. Tuy thai diém. Nhung thusng néu minh trong thdi gian

nght gida ca tai nha thi minh sé pha tai nha.

Ban & barista thi co biét vé cupping dung khong a?
Minh cd biét, nhung khéng quad gioi.

Ban dé tung tham gia cupping workshop chua?

Minh chua tung di tham gia mot workshop. Nhung luc training

thi minh c6 dudc cupping roi.

NEéu c6 t6 chic moét budi cupping workshop, thi ban co du dinh

tham gia khéong?

Néu mda mot budi cupping don thudn thi minh khéng hung thu
I&m. Tai Vi co ban chi di cupping thoéi thi hoi phi. Néu ma 16ng
ghép nhiéu thu khac na thi chdc chdn 1o minh sé& di. Vi du nhu
| budi ra mat cOa hat Fine Ro dugc chdm diém nhu thé nao roi
cau chuyén xung quanh no. Hodc 1 mot budi workshop dé tai
| cac mon nudce, gdn vai cau chuyén thuong hiéu cing duac.
Kiéu cau chuyén “Farm to Cup”, minh rdt thich nhing budi nhu

vavy.
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Khong biét ban da tung tham gia farm tour chua?
Chua, minh chua co co hoi.
NEu cé co hdi thi ban cd mudn di thl khéng?

Co chu. Hién tai vi thai gian lam viéc véi hoc chiém da sé cho
nén minh chua sdp x&p dé co co hdi di. Mac du nhing chuyén
farm tour do da lust qua dsi minh rdi, minh thdy nd nhung minh

khong co co hoi dé di.

S6 tién ban sdn sang bd ra cho mét sén phdm ca phé & bao
nhiéu?

Ca phé hat dung khong a? La mét tui hay la nhu thé nao?

Dung roi.

Hién tai thi Arabica dang git gid thanh md&c hon Robusta. Hién
tai ngudi ta van dang Robusta dudi 100.000 VND va minh chép
nhan bd hon 100.000 VND dé mua Robusta. Tai vi gid Arabica
luc ndo cOng cao han nén minh khoéng noi. Tinh ky, trén 1 ky thi
minh bd hon 100.000 VND dé mua Robusta ndéi chung chu
khéng phéan biét Fine Robusta hay sao.

Con vé Arabica thi sao?

Gid n6 cao nhung ma co nguyén nhan dé gid nd cao va minh
chdp nhan dugc chu khong qud khét khe. Con véi Robusta thi

minh chdp nhdn mua gid cao hon.

Khoéng biét ban co tim hiéu vé tinh bén ving trong ca phé

khong?

Tinh bén ving trong ca phé?
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Vé sinh ké cUa ngudsi ndbng dan, vé moi trudng,..

Minh cOng khong co tim hiéu sau I&m nhung ma minh cong cé
nghe qua mot chut. Vé van dé madi trudng, & cong doan ché
bién, chU yéu 1a ché bién udt thi phan nudc theo nhu minh duagc
biét thl s& gay 6 nhiém moi trusng. Bay gid ngudi ta da chu
trong dén chdt lugng nhiéu hon roi thi sé hudng dén cdc tiéu
chudn ddnh gia chdt lugng. Chét lugng déu ra ngon nhung no
chi 1 mét phan tieu chudn théi, con phai xem xét van dé moi
trusng & cac farm nda cho nén minh nghi né cing dang dugc
cdi thién. Vé cong viéc cla ngudi ndng dan thi minh thdy doi
séng cua ho co phan di lén hon 1Uc trude roi. Hién tai ngudi ta
cUng dinh hudng dugc khach hang vé ca phé ngon nhu thé nao,
ngudi ta khd cuc ra sao nén cudc séng cua NQuUSi ndng dan co

su thay déi theo hudng tot hon.
Ban co6 mudn tim hiéu sau hon vé tinh bén viing khéng?
Minh nght l& co.

Theo ban thi nhiing ngusi maéi bat dau udng ca phé, cac huong
vi ca phé khdc véi huong vi truyén thong coa ca phé Viet Nam

c6 bi khé udng, kho tiép can khong?
Kho tiép can ha?
NhTng ngay dau ngusi ta mdi thi thi co bi kho udng khong?

Y 1& minh dé udng ca phé dusng phd trude do coa Viet Nam roi,

sau do moi chuyén sang céc dong cao han?

Dung roi.
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That sy la khd ubng nha. Ngudi ta ché thém té ludn. Minh cing
co vai ngusi ban, minh dét di uéng thi ngusi ta ché. Nhung ma
kho tiép can thi khong, minh cing co gidi thich cho no. Udng ma

c6 kién thuc khac vai ubng khong co kién thuc.

Ban thdy nhu vay & do ngusi ta udng Vi gu cla Ngudi ta hay

mong mudn co nhiéu kién thuc vé ca phé hon?

Cd hai. Thu nhat vé gu cla ngudi ta, néu ngudsi ta da quen udng
ca phé 1é dudng réi ma di udng Arabica co vi fruity thi sé ché.
Nhung gu cla ngudi la thich Robusta vi chocolate va ban than
Robusta da ddc biét ¢ chd do co vi dam nhu vay thi dé ciong 1o
gu cUa ngudi do ludn. Cho nén néu cé Y thuc va dung gu thi gop
phdan phdt trién ca phé do nTa. Hién tai minh cing thdy mot
qudn lam theo moé hinh do & custom ¢ phé, vira theo kién thuc

vua co gu.
Cho minh hoi tén qudn @?

Ca phé X, ho tryc tiép trd chuyén, tu van va hoi véi mong mudn
duagc biét nhu cau cla minh, cdi gu va phdi trén cho minh. Sau
do ho xay tryc tiép va pha ché theo phucng phdp minh thich,

pha phin hodc espresso.

Theo ban thi viéc thudng thuc ca phé & nhing qudan local nhod
c6 doi hoi kién thuc vé ca phé chi khong nhu cac chd dai tra

khac?

Minh khéong nght nhu vay. Néu ban that sy mudn tim hiéu thi
nhong chd nhd nhu vay sé dé dang trao déi hon nhing qudn
t8p ndp chi dua nudce rdi di. Khong chi dung & quan diém g mot
barista, trudc khi lam thi minh cing da rat thich nodi chuyén vai

ngudi pha ché vé loai ca phé. Minh nhén ra nhing ngudi pha
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ché trong quay rat mong mudn dudc chia sé cho khach hang
hiéu. O qudn nho viéec trao déi sé dé dang hon va con 1a diéu

khién ban quay lai lan tiép theo.

Interviewer: Ban sé lya chon sdn phdm dung gu nhung khéong dép Ung yéu

t& moi trudng hay khong dung gu nhung ddp Ung dugc?
AL: MOt cau hoi khé. Minh van sé chon dung gu minh thich.

Interviewer: MOt thuong hiéu khéng bdo vé mdi trusng nhung dung gu thi

ban vén sé chon?
AL: U dung roi.

Interviewer: CAm on ban dd danh thai gian trd G cGu hoi cta minh.

A5 - Female - 1998 - Online sales - HCMC.

A5 pays attention to the coffee shop space when meeting friends and enjoys
coffee when brewing independently. She states that most people approaching
specialty coffee at first will find it a bit bland. However, they can immediately
recognize the difference when they get used to it. A5 likes to read reviews from
experts in the coffee industry but does not trust the promotion of the brand. With
A5, young people want to experience a lot does not mean they are not loyal to a
brand. When they have found the right taste, they will stick to one brand. She
prefers brewing coffee on her own to control the process. A5 is willing to switch
from the current product to a product committed to sustainability and true to her
taste. If brands do not provide samples, A5 will buy the product reasonably (no

more than 300,000 - 400,000 VND/kg).

A5 full transcript

Interviewer: Cho minh xin mot vai théng tin co bdn vé ban. Tén, tudi, ban dang

lGdm hodc dang hoc gi?
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A5:

Interviewer:

Ab:

Interviewer:

A5:

Interviewer:

A5:

Interviewer:

A5:

Interviewer:

A5:

Interviewer:

Ab:

Minh tén |a A5, minh sinh ndm 1998. Minh dang bdn hang online.

Nhu cdu tiéu thy ca phé tai nha cla ban co trudc khi dich xay ra

dung khéng a?

U.

Nguyén nhdan vi sao ban thich udng ca phé tai nha?

Tai vi minh thich ty pha.

Ban trdi nghiém ca phé tai nha nhiéu hon tai quan dung khong @?
U.

Ban hoc cdch pha ché tai nha trén mang hay dd tung tham gia
khod hoc vé pha ché?

Minh khoéng tim hiéu trén mang hay tham gia khod hoc. Minh dugc

mot ngudi & xudng chi lai cho minh nhing cach pha ngon.

Co mot nhan dinh réng nhing ngudi thudc thé hé tré tim nhing
qudn co view dé sdng do, dé check-in chu khong that sy quan tam
dén ngudn gbc, chdt lugng hay huong vi ca phé. Ban cé suy nghi g

vé nhdn dinh nay?

Minh nght ch&c ciing dung. Binh thusng minh véi ban minh di udng

ca phé cing chon nhing qudn dep.

Theo ban thi nhing dong ca phé hoi chuyén vé specialty co bi kho
udng, kho thudng thuc déi véi nhing ngusi masi udng khong?

Specialty I& ca phé nguyén chat ha?
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Interviewer:

Ab:

Interviewer:

A5:

Interviewer:

Ab:

Interviewer:

A5:

Interviewer:

Ab:

Interviewer:

A5:

Interviewer:

Dung roi. D&I v nhing ngudi 1uc trude chi udng ca phé binh
thusng, khi udng nhiing dong specialty thi cé cdm thdy khdé udng

khong?

Md&i ubng thi cam thdy gidong nudce 1& do khong co huang liéu nhiéu,
Udng cdc dong nguyén chdt quen roi thi khi uéng cac loai ca phé

c6 hod chat sé biét.

Khoéng biét ban dé tung nghe qua hay thd cupping chua?
L& cach pha ché?

Cupping & thir ném, mét budi ngdt va ném huong vi ca phé.
Co.

Nhung ban chua tUung di dén mét budi thi ném?

Chua di nhung c6 ngudi chi lai cho minh.

NEu cd mot workshop vé chi dé do, ban co mudn trdi nghiém

khong?
Co thé, néu co thai gian.

Mot san phdm ca phé ddp Ung dugc gu cua ban nhung khéng rd
rang vé nguon goc va khong ddp ung cac yéu t6 bén ving so Voi
mot san phdm khéng dap Ung vé gu cua ban nhung lai ddp Ung
cdc Yyéu té bén ving thi ban sé hudng dén san phdm nao nhiéu

hon?

Minh s& mua cdi ndo ddp Ung dugc nhu cdu cUa minh. Minh phai
thich hucng vi trudc da, con nhing yéu t6 kia cing do ngudi ta noi

thoi ch minh khong biét ngusi ta sé lam g,

Trén bao bl gdi ca phé ban sé chu y dén thong tin ndo?
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Ab:

Interviewer:

Ab:

Interviewer:

A5:

Interviewer:

A5:

Interviewer:

Ab:

Thanh phan va nai san xudt.

NEu co mot thuong hiéu ca phé mdi ma ban chua tUng nghe dén,
trong khi ban phdi trdi nghiém thi mdi tin, thi ban tim hiéu vé thuang

hiéu dé nhu thé ndo dé cam thdy tin tudng va trdi nghiém?

Minh nhdn tin cho thucng hiéu va qua cach noi chuyén minh biét

dugc ho co hiéu ho dang ban gi khéong, néu ho hiéu thi mua.

Ban thusng di dén qudan ca phé cla thucng hiéu ndo cing nhu

mua san phdm ca phé tu ngudn nao?

Néu minh di quan ca phé moét minh, minh sé chon nhng qudn
khong cod may lanh va cé nhiéu khach, co thé ca phé sé ngon do

khach dong.
Con sén phdm mua vé nha ban thudng tim dén thuong hiéu nao?

Minh cOng dang bdn ca phé rang nén minh s dung sén phdm cla

minh. Trudc day minh mua & xudng quen cua minh.

Theo ban thi gigitré co khdc vai thé hé trudc trong viéc trdi nghiém
nhiéu huang vi khdc nhau thay vi chi géi gon trong cdc hucng vi ca

phé truyén théng khong?

COng dung. Hoi dé chi co pha phin thoi, bay gid thi nhiéu cach pha

khac nhau.

Theo ban thi viéc gidi tré thich trai nghiém nhiéu cé khién ho khéng

tréd thanh moét khach hang trung thanh?

Ngudi ta uéng th 10 qudn vdi cac cach pha khédc nhau. Néu chd
dau tién ngon nhdt thi ngusi ta sé quay lai va chi uéng cua chd do

thol.
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Ab:
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A5:

Interviewer:

Ab:
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A5:

Interviewer:

Ab:

Interviewer:

A5:

Interviewer:

Ab5:

Interviewer:

NEu chi noi rieng viéc thudng thuc huong vi ca phé thi ban sé thich

ty pha hay co barista pha cho minh?

Minh thich ty pha & nha hon.

Ban thich ty pha hon vi ban cdm thdy sé pha dugc dung gu minh

hon va kiEm sodt dugc quad trinh pha?

Minh quen v&i huong vi tu pha. Ra ngodi qudn thi uéng binh thusng

chu khéong dugce udng hucng vi quen thudc.

Khéng biét vi Iy do gi ma ban thich ca phé va ty pha ca phé tai
nha.

Trong ca phé co caffeine, udng

mot thai gian thi minh quen va cu phdi udng hoai.

Co phdi moét trong nhing yéu t6 ban ty pha la do chi phi ré hon khi

ra ngodi quan khéng?

COng dung.

MUc gid ban sdn sang chi trd cho san phdm ca phé pha tai nha?
Néu tinh dién nudc, khodng 5000-6000.

Gu ubng cla ban la gi?

Pha phin.

Khi mua sén phdm, ban cé dé ( dén loai hat hay chi can dap Ung

dugc gu cua bdn than?

COng co6 tim hiéu vé cdc loai hat. Ngudi ta ndi ngon nhung minh

khong biét.
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Interviewer:

A5:

Interviewer:

Ab:

Interviewer:

Ab:

Interviewer:

A5:

Ban co muodn trdi nghiém nhiéu hucng vi hay chi chon dung gu cUa

minh?

Lau 1au minh cOng co trai nghiém & Highlands, Starbucks,..Minh

cOng co thi pha may dé biét loai ndo ngon ma bdn cho ngusi khac.

Khoéng biét ban da tung nghe qua va tim hiéu vé cac yéu t6 bén

vOng trong ca phé?
Chua.

Néu sdn phdm dap Ung dudgc cac yéu té bao vé moi trudng va sinh

ké cUa ngusi ndong

dan thi ban cé tim hi€u va trai nghiém th khong?
NEéu co thi minh Ung ho.

Ban sé 0ng ho 1au dai hay chi mua tho mét [an?

NEu minh thdy ngon thi minh sé s dung ti€p con néu khéng hop

sé khéng mua noa.

Chi v&i nhing yéu t6 lién quan dén ngudsi ndng dan va moi trusng
c6 do thu hut ngusi khac mua sén phdm ca phé hay con phai dung

gu?
NEu cé thi minh mua Ung hd, con ngudi ta ndi co thé sé khac.

Cac thuong hieéu ca phé mai co ban khéi lugng nhd thi ban van Ung

ho?
U.
Vay néu ho khong ban khéi lugng nhd dung th thi ban co th?

Néu gid khong qud cao.
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Interviewer:

A5:

Interviewer:

A5:

Interviewer:

A5:

Interviewer:

Ab:

Interviewer:

A5:

Interviewer:
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Interviewer:

Dalat.

MUc gid cao doi véi ban I bao nhiéu?
300.000 - 400.000 VND/kg.

Néu sadn phdm ddp Ung gu va cdc yéu té bén viong thi ban cd sén

sang chuyén sang dung?

Co, gid thanh cao ma dap Ung dugc hét cdc yéu t6 dé thi minh sé

s dung.

Ban c6 tung nghe qua hay tham gia farm tour?
Chua.

Khéng biét ban cd mudn trdi nghiém khong?
Néu cd minh sé di.

GiTa mot workshop chi tép trung thudng thuc hucng vi va mot
workshop 16ng ghép cac chia sé vé thuong hiéu va quy trinh sén

xu@t thi ban thich lua chon nado hon?
Minh sé& di workshop |6ng ghép nhiéu yéu toé.

Khi ban tuy pha & nha thi ban chi co mét phuong phdp pha riéng

hay thay déi nhiéu cach?

Minh thich pha phin tai nha ch khéng cd mua cdc dung cu pha
khac.

Néu cd workshop chi cdch pha ché khdc nhau thi ban co di khong?
NEu co thi minh sé tham gia.

Cadm on ban da danh thai gian trd 1Gi cGu hoi cua minh.

A6 - Female - 2004 - Student of Banking and Finance at Yersin University -
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Among the interviewees, A6 does not have much knowledge about specialty
coffee. A6 is in the process of learning, so she is open to new experiences. A6 shows
interest and support for original coffee products, commitment to sustainability,
and transparency about the origin. Although she studies finance, with a passion
for coffee, partly because of being born in the land of Coffee - Lam Ha, she also
wants to learn barista skills. A lover of filter coffee with a solid and traditional bitter
taste, she does not consider the variety of flavors as a loss of Vietnamese culture
but considers it an enhancement of flavor and creating new experiences to please
consumers. They complement each other and develop their niche with their
customer groups. Having access to knowledge involving the "Farm To Cup”
process, young people like A6 also have a very open and respectful attitude when

enjoying coffee.

A6 full transcript

Interviewer: Cho minh xin mot vai thong tin co bdn vé ban, tén tudi, cdng viéc

hodc dang hoc gi?

A6: Minh ténla A6. Minh dang & sinh vién ndm nhat cta Dai hoc Yersin.

Minh hoc Tai chinh Ngén hang. Nha minh & Ladm Ha, Lam Dong.

Interviewer: Cho minh hoi l& nhu cdu tiéu thu cd phé tai nha cla ban 1a co tU

trugc dich dung khéng a?
A6: Dung roi do.

Interviewer: Cho minh hdi nguyén nhan vi sao ban lai thich uéng ca phé tai nha

hon?

A6: Tai vithy nhdt la vi bay gis dich bénh, minhd khong thé di ra ngodi
nhiéu, cOng tranh ti€p xuc véi moi ngudi, phai dam bdo 5K. Vi thé
minh & nha thi thodi mdi hon. Cing khéng phdailo s¢ dich bénh cing

nhu 1& d& tén thai gian chay ra quan ngdi. Vdi lai & ngodi quan thi
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Interviewer:

Ab:

Interviewer:

Ab:

Interviewer:

Ab:

Interviewer:

Ab:

Interviewer:

on ao hon & nha. Vi mot Iy ca phé véi mot quyén sach thi rdt 1o ok

luon.

Cho minh hoi la trude khi co dich ban van thich uéng tai nha hon

dung khéng a?

Trudc khi dich minh dung nhiéu nén & & nha thi minh hop I hon. Vi
du nhu 1 minh co thé book Grab hodc order giao dén nha, cing

tién Igi hon.

Vay ban thich udng ca phé tai nha mét phan 1a do khéong gian xung

quanh?

Dung roi. Tai vi nd binh yén. Chd ndo ma thoang dang thi phU hop

v3i minh hon.

Tai nha thiban co hay pha tai nha ludn khéng hay chi order tu quan

vé ubng?

Co. Minh cing cé mua c& phé blend rang xay sén. Thuc ra viéc pha
phin v&i minh v&n ngon hon pha may. Tai vi & ngodi qudn bay gid
chU yéu 1a pha may thoi. Nhung pha phin 1ot xua dén gid roi. Vo
lai khi minh pha phin, minh usc luong duagc lugng ca phé, luc vua
pha ra thi né con nong ludn. Mday thi khé can hon va nhiéu tiem

NngQuai ta rang chdauy.

Khéng biét 1 gu udng ca phé cla ban la thich truyén théng hon

hay la thé ndo?

Dung réi. Vi nd dam chét hon. Vi lai kiu minh & Tay Nguyén, kiéu
ohin & ngusi ta quen uéng roi. O day, da sé ai cong tréong cd phé

nén luc ndo cing nght dén ca phé tuci dau tién.

Cho minh hdi sau nay do tinh chdt cong viéec ban rén hon thi ban

c6d mong mudn duy tri thoi quen s dung tai nha khong?
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Interviewer:

Ab:

Interviewer:

Ab:

Interviewer:

Ab:

Interviewer:

Ab:

Interviewer:

Ab:

Co. VI 8 nha minh co khéng gian riéng - sén thugng vai cay coi va

ban. Minh thusng ddy sém tU 5h30 sdng udng cd phé va doc sach.
Vi ban thi viec di qudn va udng tai nha cdi ndo sé thu vi hon?

Quan thi cing c6 nhiéu qudan bay tri khong gian khd thu hut. Minh
cOng khéng hiéu ban thén minh. Luc thi minh muén & nha cho yén

tnh.

Ban co noi rang ban thich gu truyén théng. Khong biét ban co tung
th& nhing loai ca phé khac hodc ting mong mudn trai nghiém

chung chua?

Co. Bén canh truyén thong, minh cing co tim dén nhing nhén hang

ca phé khac nhu Tony, Vinacafe.

V&i nhan dinh: “Gidi tré thusng khéng quan tdm dén huong vi ma
chi quan tadm dén khéng gian dé check-in”. Quan diém cUa ban thé

ndo vé nhan dinh nay?

Théat ra thi chU yéu tuy vao déi tugng. Vi du doi tugng trung luu
Nngudi ta thich co view nhiéu han. Con nhing ngudi séng nhan nhd
ma khoéng can view gi hét thi sé dén nhing quan ki€u khdc. Qudn

co view dep thi cOng thu hut cdc ban tré thich check-in.
Tan sudt pha ca phé tai nha cta ban nhu thé nao?

Minh thudng pha vao mdi budi sdng. D6 la thoi quen khong bo
duagc.

Ngodi huong vi, ban cé tim hiéu thém vé kién thuc khdc xoay quanh

c& phé nhu cac loagi hat khéng?

Thudng & khu vuc minh séng, ngusi ta hay trén ca phé Robusta va

Arabica theo cong thuc rieng. Ngodi ra minh cing cé tim hiéu vé
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Interviewer:

Ab:

Interviewer:

Ab:

Interviewer:

Ab:

Interviewer:

caffeine trong ca phé cé thé lam anh hudng téi da, moi. Nhung van

thich 1dm vi né da thu hut minh roi.

Ngodi nhing nhan hang I6n ma ban ké khi ndy, khong biét ban co

biét nhUng huong vi masi han nhu trai cay khong?

Minh cOng thdy ca phé ra nhiéu san phdm vaéi cac huong vi mdéi hon
nhu ca phé pha sé&n cua Nescafe. Nhung minh théy né khéng ngon

Idm Vi vi khong thuén tuy, khong co nhiéu ca phé.
Khoéng biét ban thudng uéng rang xay hay hod tan?

Minh thich ca phé rang xay vi thich pha phin hon vi thich nhin hat

cd phé chay xudng qua phin.

Néu cd mot sén phdm ca phé rang xay dung vaéi huong vi ma ban
thich nhung khoéng ré rang vé nguon goc, khéng bdo vé maoi trusng
SO V&I mot san phdm co thé truy xudt rd rang vé ngudn goc, dam
bdo cdc van dé x& hoi nhu sinh ké ca ngudi ndng dan va bdo vé
tai nguyén moi trusng nhung hucng vi mdi la hon. Ban sé& chon san

phdm nao?

Minh v&n chon san phdm minh bach vé ngudn goéc. Minh biét dugc

l& minh uéng loagi hat gi tU déau.
Khoéng biét ban da th qua specialty coffee chua?

Céch day 2 tudn minh co tho. Cong ngon I&m nha. Nhung ma haoi

dang.

Ban co thich huong vi specialty coffee hon gu truyén théng va co

gy dinh chuyén sang dung nhiéu hon khong?
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Ab:

Interviewer:

Ab:

Interviewer:

Ab:

Minh s& th thém. Vi san phdm no minh bach rd rang, biét rd san
phdm do nhu thé ndo. Va minh thdy né nguyén chdat hon san phdm

binh thudnag.

Ngodi pha phin, khéong biét ban co tim hiéu cdc kiéu pha khac

khoéng, nhu pha tho cong chéng han?

Minh bdan qud nén chua di th. Nhung minh cé biét moét sé kiéu khac

nhu pour gidy.

Khoéng biét ban cé thich tuy minh th céc ki€u pha ché dé khong?
Minh cing mudn [dm nhung gid mot may pha ca phé thi rat dét.
A khong, y minh héi vé pha ché tho cong?

Chua. Minh thay no khd kho. Vi khéng phai ai cing lam dugc thanh

cong.

Khéng biét muc gid ban sén sang bé ra cho goéi kg pha phin la bao

nhiéu?
Dao déng khodng tr 130.000 - 140.000 VND/kg.

Interviewer: Khong biét khi ban tim mua cac san phdm ca phé rang

xay, ban sé tim mua & dau?

Minh thusng hoi va dén truc tiép mua vi co khi sé khong giéng vai

nhOng gi trén hinh hay quang ba.
Ban d& tung nghe qua cupping hay chua?

& ch® minh & hién tai con han ché, chua cé nhiéu cach pha ché hay
KT thuat nhu thanh phé. Sép téi minh sé& quay lai Da Lat dé thudng

thuc cac loai ca phé mdi.
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Ab:

Interviewer:
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Néu co mdt cupping workshop dugc t6 chuc, ban ¢ mudn tham

gia khéng?
Co. DU ban dén dau minh cing sép x€p tham gia.
Ban co tung nghe qua farm tour hay chua?

Minh nghT I& minh s& tim hiéu rang xay, pha ché. Vi minh la con nha
néng, nén l& mdy cdi do minh biét nhiéu roi.
DI vai cac budi workshop, ban thich nghe vé chia sé thudng hiéu

nhiéu hon hay 1o thudn kién thuc?

Minh nghT trudc khitham gia minh nén tim hiéu vé thucng hiéu. Sau
doé, minh mdi tham gia dé hoc hoi, trau doi nhiéu hon cho bdn thén

lam bai hoc kinh nghiém cho bdn than.

Khoéng biét vai ban, thai diEm ma mdi tiép can vdéi specialty coffee

co kho vai khach hang mai khong?

Co ¢&. Cadm thay haoi khd udng moét ti. Nhung néu ki€u nhdm nhap tu

tU, ngui thi s& ném dugc huong vi chudn cua no.
Dén hién tai, ban sé chon truyén théng hay specialty coffee?

Minh sé& chuyén sang tim hiéu cdc loai mdi hon dé xem minh phu

hop vai cai ndo nhat va chon no.
Ban mong mudn ty pha specialty tai nha hay 1a co barista pha?

Minh thich co barista pha cho minh uéng. Néu thich minh sé quay
lai do hoc hoi. Minh dy dinh mday thdng t6i minh sé di dén cdc quan
chuyén séu vé ca phé dé hoc thém vé barista. Bdi vi minh qud dam

mé no.
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Interviewer:

Ab:

Interviewer:

Ab:

Interviewer:

Ab:

Interviewer:

Ab:

Interviewer:

Ab:

Interviewer:

Ab:

Interviewer:

Ab:

Interviewer:

Cho minh cé yéu t6 ndo dan dén sy dam mé ca phé cua ban hay

khong?
Don gidn vi & day la manh dét ca phé.

Khong biét 1 ban séng & vung ddt ca phé gdn véi ca phé truyén
thong tU lau, thi ban nght sao vé nhiing huong vi c& phé mdi nhu

cua specialty?

Vi minh thi huong vi maéi ngon va dac séc hon, dem dén cho minh

nhiéu su lua chon hon.
Khéng biét ban cé tung nghe qua Fine Robusta khong?
Minh nghe qua va dang tim hiéu vé né nhung chua thi.

Khi ban tim hi€u kién thuc ca phé, ban sé tim ki€ém nhing nguodn

théng tin ndo?
Minh thudng xem trén Internet, qua cdc page.
Ban co thudng thudng thuc qud trinh pha ché khéng?

Minh khd 1a bén réon nén [a minh thusng dé bén canh rdi doc sach,

chd xong hét roi udng thoi.
Vay If do ban thich pha tai nha hon vi nd dung gu hon?
Dung roi, vai lai co thém khong gian yén binh noa.

Vay néu nhu cd mot qudn vua cd khong gian yén tinh, viua pha

dugc dung gu, ban sé chon di ra qudn thay vi 8 nha?
Néu ddap ung hét thi minh sé chon ra quan.

Vi khi ndy ban co noi la thich hoc barista, thi khéng biét gida viéc

pha cho minh va pha cho ngudi khdc, ban thich viéc ndo hon?
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A6: Minh thich hoc dé co thé pha ché minh va ban beé than thiét thoi.

Interviewer: Cam on ban d& danh thai gian trd 181 cGu hodi coa minh.
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F.3. CONSENT FORM

MINISTRY OF EDUCATION AND TRAINING

" Eﬂ  Education

2 FPT UNIVERSITY
FPT UNIVERSITY

IN-DEPTH INTERVIEW CONSENT FORM
Research project title: At-home coffee consumption
Research group members:
Mai Huynh Nhu - S$130296
Nguyen Truc Quynh Huong - SS130209

The in-depth interview will take from 30-40 minutes. We do not anticipate any risks
associated with your participation, but you have the right to stop the discussion or

withdraw from the research.

Thank you for agreeing to be interviewed as part of the above research project. This
consent form is necessary for us to ensure that you understand the purpose of your
involvement and that you agree to the conditions of your participation. Would you,
therefore, read the accompanying information sheet and then sign this form to certify

that you approve the following:

e the interview will be recorded, and a transcript will be produced

e you will be sent the transcript and allowed to correct any factual errors

e the researcher as, a research investigator will analyze the transcript of the
interview

e qccess to the interview transcript will be limited to the researcher and
academic colleagues and researchers with whom he might collaborate as part

of the research process
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e any summary interview content, or direct quotations from the interview, that
are made available through academic publications or other academic outlets
will be anonymized so that you cannot be identified, and care will be taken to
ensure that additional information in the interview that could identify you is not
revealed

e the actual recording will be securely stored on Google Drive

| also understand that my words may be quoted directly. With regards to being

mentioned, please initial next to any of the statements that you agree with:

I wish to review the notes, transcripts, or other data collected during the research

about my participation.

I agree to be quoted directly.

| agree to be quoted if my name is not published and a made-up word

(pseudonym) is used.

| agree that the researchers may publish documents that contain quotations by

me.

All or part of the content of your interview may be used;

e |n academic papers, policy papers, or news articles

e On our website and in other media that we may produce, such as spoken
presentations

e On other feedback events

e In an archive of the project, as noted above

By signing this form, | agree that;
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1. 1 'am voluntarily taking part in this project. | understand that | do not have to
take part, and | can stop the interview at any time;

The transcribed interview or extracts from it may be used as described above;
I have read the Information sheet;

I do not expect to receive any benefit or payment for my participation;

SN

| can request a copy of the transcript of my interview and may make edits |
feel necessary to ensure the effectiveness of any agreement made about
confidentiality;

6. | have been able to ask any questions | might have, and | understand that | am

free to contact the researcher with any questions | may have in the future.
Contact Information
If you have any further questions or concerns about this study, please contact:

Nguyen Truc Quynh Huong
Tel: 0932789139
E-mail: huongntgss130209@fpt.edu.vn

You can also contact our supervisor:

Nguyen Quoc Thuy Phuong
Tel: 0918633408

E-mail: phuongnat@fe.edu.vn
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Appendix G. Copy testing

G.l. Style #1: Formal

Mui thom va huong vi mong mudn cua ca phé duoc hinh thanh trong quad trinh
rang, trong do hat co phé trdi qua madt loat cdc phdn ung hoa hoc phuc tap ddn

dén su thay doi cua cac tinh chdt vat Iy va hoa hoc.

Hat ca phé sau thu hoach hay dugc vivon nhu mét “1o phdn Ung mini” nci ma cdc
phdan Ung hod hoc co thé dién ra khi co nhiét do 1a “chat xuc tadc”. Dé nhan biét
nhat chinh la mau séc, trude khi rang hat co mau xanh, sau do chuyén dan sang
vang, ndu, ndu sdm cudi cung la den. Sy phat trién huong vi lai dién ra co chut tré

hon. DT nhién chi mang tinh tucng doi.

Rang s&m hon khong lam cho ca phé phdat trién nhiéu han vé huong vi. Rang nhe
khoéng co nghia ca phé da phat trién day do. Mau sdc chi ld mét phén biéu hién
cho huong vi. Do vay, véi sy phat trién dung ddan, bdt ki mau sée ndo ca qud trinh

rang cOng co thé cho huong vi phong phu va dam da.

Mat khac, khi hat ca phé dén chuyén tu vang sang nau danh ddu sy bat ddu cia
céc phdn Ung hod hoc dugc kich hoat. Qud trinh nay lam moét sé hgp chat bi phan
huy, bién tinh. Mot s& khdc dudce hinh thanh mdi. Tt cd cac bién déi hod hoc nay

gop phan tao ra nhing huong vi doc nhat trong cd phé.

Dau tien phai ké dén phan Ung Maillard xdy ra & muc nhiét do 140-160 do C.
Maillard khéng chi 1 mét ma 1 mét nhom hang loat cac phdn Ung hod hoc rét
quan trong tao nén huong vi va mau sdc dac trung cda ca phé rang va mot sé loai
thyc phdm khac nhu bdnh mi, s6 ¢o la,..Khi nhiét dé rang vust ngudng 170 do C la
lUuc phan ung Caramen hoa xay ra. Caramen hoa lam gia tdng mét lugng dang

k& vi dang, chua. Qud trinh nay dién ra lieén tuc dén khi qud trinh rang két thuc.
Hau hét cac hop chdt dé bay hoi hinh thanh nén huong cla ca phé, trong khi do
céc hop chat khong bay hai gép phan tao nén vi ca phé. Trong do cé thé ké dén

caffeine, chiu trach nhiém cho mot phan vi dang trong ca phé, chung khd én dinh
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3 muc nhiét dé cao hon nhiét do rang. Lugng caffeine trong cd phé sé téng dan
theo theo thdi gian rang.

Noi dung duoc tham khdo tu bai viet Cac bién doi vat Iy trong quad trinh rang cd

phé va Cac bién doi hod hoc trong quad trinh rang ca phé / Prime Coffea
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G.2. Style #2: Casual

SU THAY DOI DANG KINH NGAC CUA CA PHE TRONG QUA TRINH RANG

Diéu ky diéu nao dé xay ra trong quad trinh rang dé tao nén nhing mé ca néng hoi
hoj, dém da huong thom quyén rid long nquoi? Co 16 ban sé ngac nhién khi biét

duoc céu tra loi day!
Mau sdc

Day & sy thay déi rd rang nhdt ma chung ta cé thé quan sat. Trude khi rang, hat
ca phé c6 mau xanh. Chung sé& dan chuyén sang mau ndu do sy xudt hién cla
melanoidin - & cac polyme khong dong nhdat, duge hinh thanh khi dudng va axit

amin két hop & nhiét dé cao.
Do dm va khéi lugng

Viéc mat di do dm trong qud trinh rang sé lam gidm trong lugng hat ca phé. Trung

binh thi trong lugng hat ca phé luc nay gidm 12-20% so vdi trong lugng ban dau.
Do x6p

Thém vao do, qud trinh rang lam téng dé x6p cUa hat ca phé. Chinh qud trinh nay
gitup cho c& phé sau khi rang dé tan khi pha ché. Day I moét yéu té quyét dinh

huong vi tham ngon cho tach ca phé cua ban.
Chat béo

Khi rang, dp sudt cao lam cho lipid trong hat ca phé di chuyén tU trung tém vé
phia bé mat cua hat. Rang cang 1au thi sy chuyén déi cdu truc cang rd rét. Mat do
hat ca phé gidm lién tuc cing nhu co nhiéu khi dugc san sinh. Cac hat rang cang

dém thi cang dé nhin thdy dau di chuyén trén bé mat hat.
Phan Ung Maillard

Qud trinh nay bdt dau xay ra khi nhiét do dat dén khodang 150°C. Nhiét dé cao gay
ra phén Ung gida cacbonhidrat va axit amin trong hat ca phé thay déi vé mau sdc,

hucng vi va ham lugng dinh du&ng. Néu tac dong khién phan Ung Maillard két thuc
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sém hon so véi muc nhiét dé tieu chudn khodang 170°C co thé tgo ra nhiéu cdm

nhén vé vi ngot va dé chua.
Strecker Degradation

La moét phan Ung quan trong lién quan dén phdan ung Maillard. Trong phdn Ung
nay, sy tuong tdc gida cdc amino acids vaéi cdc hgp chdt cacbon trong moéi trusng
dm, tao ra khi CO2 va Aldehyde hodic Ketone. Phdn Ung nay rdt can thiét cho viéc

tgo ra ra cdc hop chat.
Phdn ung Caramel hod

O khodang 170°C, nhiét do cao lam cho lam cho cac carbohydrate 16n, phuc tap
phdn hoy thanh cac phan to dusng nhd hon hay con goi Ia phan Ung caramel hod.
Phdan Ung nay sé tiép dién cho dén khi két thuc qud trinh rang va gop phén tao ra
cac sU ngot ngao trong huong thom cla ca phé, chédng han nhu caramel va hanh
nhan.

Vua réi I mot voi théng tin vé su thay doi coa ca phé khi rang. Cac ban co bat kuy
chia sé nao thu vi thi co thé dé lai & phan binh ludn bén dudi dé chung ta cong

nhau trao doi nhé %

Nguon: Perfect Daily Grind
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Appendix H. Facebook groups
H.l. Ghién Ca Phé Official — since 2018

Link: https://www.facebook.com/groups/126170184600244

Public group - 75.3K members

Activity

29 new posls loday
T4 in the last month

os 75,264 total members
+ 41500 the last week

b Created on 4 years ago

Group by Ghién Ca Pha

Ghién Ca Phé Official Group rules from the admins
@ Public group - 75.3K members e >
About  Discussion  Foatwred  Topics  Members  Fvonts  Media Q! | 1 Bimg mang cau chuyén tiéu eyc, ngoai Ié vao hail -~

Hoi ghién ca phé nén ching ta chi ban vé ca phé va nhifng
About this group cdu chuyén xung quanh ly ¢a phé hang ngay théi nha,

i ghitn ch shé md con 13 noi 2 Hay tén treng va cu xur dung myc! ~

@ cuoc lan w0a
Ul néL byn 10 métyéy ¢

1 3 chia budn, ké Ca phé ngon 13 tuy qu vi, chuyén ding sai 13 tuy quan diém,
. . o ditng danh gia, phé phan, chi trich va kich dang.
& & mé noi ¢ phis lai mang treng riiah B

biét

| nhus mie gusn €3 phé nha, nhu mat nd ma 3
thung thic hueng vi ca paé W Mol nai

Boc ki quy tac duyét bai mdi va gin hashtag ~

Céu chuyen ca
Seview qudr

Khi mudn dang bai, nhd qua nhiing quy tc ding bai dé

e S tranh tam huyét cia ban trd thanh tam bénh cia ngudi khac
.m;q':;n:'w‘h‘,“ hidu ngudi yéu cé phé cia bon, nha. Y& nhd gan hashtag #ghiencaphe #chocaphetute
héng L chi, néu mudr udng ca phé xin W pha.

Welceme! Weionme! See less 4 Khéng quang cdo o~
@ Public
Aot se sy’ i e v s s e s

Nghiém cam cac hanh vi quéng cao, spam rac, canh tranh

@ Visible kinh doanh.

Agone ar ind tai grevs

& General


https://www.facebook.com/groups/126170184600244
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H.2. DIY -Tu lam Cd Phé (Specialty Coffee) — since 2021

Link: https:.//www.facebook.com/groups/3048797532034691

Private group - 59.3K members

DIY- Tu lam Ca Phé (Specialty
Coffee)

& Private group - 59.3K members

About  Discussion  Featwred  Rooms  Topics  Members  fvents  Media

About this group

B tlam £ phe e mih m

Pongian Healthy Tidt kism cin ca
i nhey ¥y dung gravp béng

- Pust inh 4nh v ca phé céc b

i pha hing ngsy cing v
thang tin wut i Fat, 46 rang, ci

a tasting notes

o Private

Gy mes

& Visible
Aons car snd v

)a Nang, Vietnam - Nha Trang - Ho Chi Minh City, Vietnam -
© DaNang, Vi Nha Trang - Ho Chi Minh City, Vi
Quy Nhan - Hanoi, Vietnam

General

".f

s - A | activity

Q

@ 5 new posts today
192 in the last month

®s 59,299 total members

+ 75 in the last week

im, Created on a year ago

H.3. Chia S& Kién Thic C& Phé — since 2019

Link: https:.//www.facebook.com/groups/542189646297367/

Private group - 17.9K members

Group by Kién Thitc Chuyén Nganh Ca Phé

Chia Sé Kién Thire Ca Phé

& Provate group - 17.9K members
9-7080 20 - E

About  Discussion  fopics  Members  Events  Media Q

About this group

St

90 1, tac 2.

Activity

Qg 1 new post today

9 in the last month

oo 17,924 total members
+ 274 in the last week

/@, Created on 3 years ago


https://www.facebook.com/groups/3048797532034691
https://www.facebook.com/groups/542189646297367/
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H.4. VIETNAMESE COFFEE CULTURE (V&n Hod Ca Phé Viét Nam) — since 202

Link: https://www.facebook.com/groups/Vietnamese.Coffee.Culture

Public group - 10.4K members

. VIETNAMESE COFFEE CULTURE (Van Héa Ca Phé Viét Nam) & Joined = Q
Activity
About this group
Wi tell stories about Vietnamese coffee, m No new posts today
If you love our coffee culture, our coffee bean, our coffee farmer, join us,

No posts in the last manth

@ Public #s 10,464 total members
Anyone can see who's in the guoup an wht they po.

i + 2in the last week
& Visible
Anyane can find s group.

/ah Created on a year ago
© Vietnam

J& General

H.5. YEU CA PHE — COFFEE LOVERS — since 2021

Link: https:.//www.facebook.com/groups/2849274471847977

Private group - 8.8K members

Graup by Yéu Ca Phé - Coffee Lavers

YEU CA PHE - COFFEE LOVERS

& Privale group - 8.8K members

¢3oB4D:D- 2858 one- D -

About  Discussion  Topics  Members  Events  Medin Q

Activity

About this greup
a 1 new post today
83 in the last month

s 8,842 total members
+ 16 in the last week

n ohin hay chi 9§z gy v&! ot phé pha may.

‘= Created on a year ago

Tir Budn M, £ Lat, Sai Gon, Ba hing, Hud, Ha NEL. va mén khép thé gici,
Seeless

@ Private
g m

vz carn s wh < e g and what ey anst,

Fdl hiz g,

& General


https://www.facebook.com/groups/Vietnamese.Coffee.Culture/
https://www.facebook.com/groups/2849274471847977/
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Appendix |. Coffunder Roastery social platforms performance statistics

Note:

Green color: increase compared with the previous week

Red color: decrease compared with the last week

New page Number of Number of
Reach
likes/followers posts stories
Nine weeks 21,599 235 48 45
Week 1 285 48 5 2
Week 2 5,146 100 5 2
Week 3 62 1 3 3
Week 4 283 7/ 4 8
Week 5 2,807 7 6 5
Week 6 1,424 8 7 7
Week 7 2,450 4 7 7
Week 8 500 2 2 2
Week 9 10,371 22 9 9

Instagram

Nine weeks 2,521 39 18 59
Week 1 112 4 3 6
Week 2 114 1 2 6
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Week 3 18 0 6
Week 4 78 5 8
Week 5 2,338 18 5
Week 6 10 5 9
Week 7 N 1 9
Week 8 59 1 3
Week 9 137 1 7




