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Online channels

Ecobambi is a Viethamese

e Established in
startup kidswear brand.

e Specialize in producing Korean-style clothes for children
from 2 to 7 years old with natural and eco-friendly

materials.
Instagram: followers Facebook: followers Shopee: followers  Tik Tok: followers
« Provide high-quality kid clothes produced from natural Figure 1,2,3,4: Eco Bambi Online channels
. . . Source: EcoBambi's Instagram, Facebook, Shopee and Tiktok
materials and high-tech fabrics. .
Offline channels
4 ) 4

* Raising Viethamese moms’ awareness and encouraging
them to embrace the use natural materials for their

children.

4
.

e Ecobambi uses natural, sustainable material to make |
children’s clothing, with a prominent collection of muslin / \& J
- ‘E) LOTTE Mart
Figure 5,6,7: Eco Bambi Offline channels

Source: EcoBambi Facebook, Pictures captured by student

and jacquard fabrics.




Figure 8: Viet nam sales of children's wear (2009-2028) Figure 9: Vietnam Childrenswear Market as a “playground” of international brands

The growing disposable income of young parents is a factor

. . o . e Vietnam children wear market becomes increasingly competitive
of rising demand for higher quality kid clothing.  (sharma2024)

due to huge dominance of international competitor. (Figure 9)

Vietnam’s children’s apparel market is forecasted to grow by e Growing consumer demand for functionality and comfort cause

3 93y annually (CAGR 2025-2029) and reach difficulties for smaller local brands to compete effectively.
He =2 Y9 US$1,254.00 by 2025. (statista 2025)

(Euromonitor 2023)



MARKET TRENDS

Figure 10: Children’s Apparel - Sustainable Apparel Share
Source: Statista

Figure 11: Top social media platforms in Vietnam
Source: Desion Lab

e Vietham children’s wear has a growing trend for ethically and sustainably
material cloth.

o .)/ of consumers express interest in buying
0D 7o sustainability-focused products.  (Moxim2023)

(Statista 2024)

e Mothers also look for authenticity and transparency, and prefer products

that combine sustainability, ethical production methods. (
Ragavan 2021)

e Online shopping: the raising of shoppertainment as customers seek for

more interactive and engaging shopping experiences. (Decision Lab 2023)

e In Viet Nam, Facebook and TikTok are growing tools to reach a wider

audience. (Euromonitor 2023)

Generation GEN Z (22-24) GEN Y (25-40)
Prefer shopping online.
. were influenced by make purchases based
influencer recommendations, & .
Shopping inspired by social media trends. S: c::'::’:::ﬁ:;ti ons
Preferences (Kemp 2023) " (kemp 2023)
sho |nci:rr]ea§: Il__r;‘iel;\oailnterest n Gen Y is moving towards
PpPINg " (Phong202) social commerce, especially
one TikTok. (Phong 2023)
Favor trendy and sustainable
Values brands, support ethical and av more for
socially responsible sourcing. o pdy
& (Chau and Nnan 2024) sustainable products
Priorities Interested in brands that express compared to °°"‘(’hg!,‘,:y'ggg'2;)
their personal values.  (siatista 2024)
) Utilise technology to research and . Ise sh
Spend.lng Compqre goodS. (Theclueless 2024) were Imp?’l ses oPpers’
Habits buy more for high quality.

More budget—conscious. (Anouare 2022)

(Saleh 2025)

Change in Consumer Behaviors and Preferences

e Live streaming is a growing trend, as parents seek an entertaining
shopping experience, clear product views, and opportunities for discounts.

(Anh 2024)

e Viethamese parents prioritize materials like antibacterial, heat-resistant,

and UV-protective fabrics when choosing kids' clothing.

(Euromonitor 2023)

e Consumers are increasingly price-conscious and favor local brands for
affordable designs and materials over multinational brands.  (Euromonitor 2023)




STRENGTHS

 Distinctive design: use natural and eco-friendly

materials to attract health-conscious parents. * Inefficient Online Strategy:

depend-on traditional
 Multi-channel (Facebook, Tiktok & Shopee). promotions and event
marketing.

 Positive Offline Sales Performance: Significant
revenue from top supermarkets in Viet Nam.

(Vinpearl 2024)
e Actively utilizing livestream shopping as a sales

channel (Tiktok).

e Positive feedback on Shopee. (Appendix 4)

OPPORTUNITIES

e Market Saturation: massive
brands concentrate on visual
appeal and affordability and
advance technology fabiric.

(6W research 2024)

e Intensifying competition.

Demand for Sustainable Parenting:
Environmental consciousness is raising-
among Gen Z and Y mothers. (Dao 2023)

Sales of Multi-channels tend to develop by 68%.

Vietnamese price-conscious customers favor
local brands over multinationals.

The growing trend for live streams.

(Appendix 7)

e Brand Differentiation: Offers eco-friendly, high-quality
children’s clothing from natural, sustainable materials
(muslin and jacquard fabrics).

e Commitment: Aims to minimise environmental impact
through  sustainable  production and  educate
Viethamese mothers on using fashion as a force for
good.

EcoBambi must address accessibility and pricing to
compete with affordability-focused competitors.



CURRENT PERFORMANCE | % ®

Symtoms

e There is a gap between the brand'’s intended value proposition
(natural fabrics) and customer perception (lovely designs).

e Challenges in justifying the brand’s higher-than-average
pricing to customers.

e OFFLINE: Low brand identity and recognition despite having
high sales volume from supermarkets.
e ONLINE: Low customer engagement and conversion rate

e Neither promotional campaigns nor marketing communication

" BRAND AIMS

Raise Viethamese moms’ awareness about choosing natural
materials for their kid's clothes.

How to make customers remember more about our brands and
values with limited resources in finance.

1,
el

)

i T
Rooted Causes

Unclear brand identity to emphasize the brand’s position as a
sustainable and eco-friendly kidswear provider.

Insufficiency of clear marketing strategy in commmunicating
their product’s pricing and brand values.

Supermarkets’ regulation restricts the brand decoration.

Lack of relevant and insightful content marketing on digital
plaftforms.

Financial constraints, human resources’ limitation of expertise,
market fluctuations.

ACADEMIC FINDINGS

There is a positive and significant correlation between digital

marketing and brand awareness.
e Shaping brand equity from the consumer's perspective.

 Build relationships with customers viewing brand as a person.
(Krishnaprabha and Tarunika 2020)



From the above analysis, in order to raise Viethnamese moms’ perception of choosing sustainable kid’s clothes and enhance brand awareness,

Ecobambi’s management decision problem is to execute digital marketing strategies to
strengthen its positioning as a sustainable kidswear brand among Vietnamese mothers.

FRAMEWORK & MDP OBJECTIVES

Customer-Based Brand Equity (CBBE) model is applied, serving as the insight foundation for
Ecobambi to execute its digital marketing strategies.

The MDP related objective is to build Ecobambi’s brand
awareness as a trusted companion with Vietnhamese moms
in their parenting journeys

e Brand resonance is characterized by behavioral loyalty, attitudinal
attachment, sense of community and active engagement.

e It describes the nature of this relationship and the extent to which

customers feel that they are “in sync” with the brand.
(Keller 2012)

Brand resonance is the ultimate goal and objective of brand's
digital marketing strategies to establish long-term relationships

Figure 12: Customer-Based Brand Equity a.k.a Brand Resonance Pyramid with customers.
Source: Keller 2012

(Kim et al. 2002; Latif et al. 2014)



RESEARCH PROBLEM STATEMENT

Research Objectives & Questions

The research aims to assess Viethamese moms' perceptions and their purchasing behaviors to
suggest potential digital branding, featured educational and sustainable values

RESEARCH OBJECTIVE l

To identify brand identity elements
needed to shape Ecobambi as a
sustainable children’s clothing brand

What are Viethamese moms’ current
RQI . — , .
primary associations with Ecobambi ?

Which brand identity elements illustrate
RQ2 sustainability and eco-friendly claims that
most resonate with Viethamese moms?

How does visual identity consistency
RQ3 form awareness and recognition of a
sustainable kid clothing brand?

RQ4 with mothers’

RQ6

RESEARCH OBJECTIVE Z

To explore the purchasing behaviors of
Viethamese moms based on brand
performance and brand imagery values

To what extent do kids wear clothes aligned
parenting  philosophy,
especially when clothing designs reflect a
child's personality?

What are the common customer’s purchasing
behaviors regarding kidswear?

RQ5

purchase intention when choosing kids’ clothing?

How do specific aspects of sustainability efforts

RQ7
Q resonate with mothers’ purchasing behaviors?

To what extent do specific factors affect mothers’

RESEARCH OBJECTIVE (; i

To figure out potential content marketing
pillars on digital channels based on
moms’ feelings and judgments

What types of keywords or phrases are most
RQ8 commonly linked to moms searching
behaviors for kid clothes on digital channels?

What types of parenting-related content
RQ9 can EcoBambi minimize emotional
points during mom'’s parenting journey?

pain

How do moms respond to digital content
RQ10 types on social media when forming brand
judgments?



UNIT OF ANALYSIS

Following the brand'’s target customers, unit of analysis definded as:

Scope of Analysis

Unit of Analysis

Country Vietham
Industry Children Apparel Sector
. . Gen Y and Gen Z Viethamese mothers aged 25-40, having kids
Individuals

from 2-7 years old

VARIABLES FOR DESCRPTIVE AND EXPLORATORY RESEARCH

DESCRIPTIVE EXPLORATORY
Research Concebts Research Concebts
Questions P Questions P
1 Current customer’s
association with Ecobambi
Current customer’s
3 st L ) Sustainable and Eco-friendly
Ecobambi Brand Identity Elements
Moms' Digital Search
4 )
Behavior
sustainable and Eco- 5 Parenting-ldentity Purchase
6 friendly Brand Identity -
Elements Impact of Parenting-related
9 Content on Mom’s Emotional
Relief

Research Objectives & Questions

VARIABLES FOR CAUSUAL RESEARCH

Demographic Factors Family Factors

e Age

CONTROL VARIABLES e Location
e Monthly Income e Occupation

RQ7

RQ8

RQI10

INDEPENDENT VARIABLES

Brand/Product Features

e Reputation

e Accreditations

e Country of Origin

e Product Packaging
e Fabrics

e Diversity of Designs

Sustainable Features

e Organic Fabrics
e Sustainable Production
e Eco-friendly Packaging

Digital Content Type

e Organic Fabrics
e Sustainable Production
e Eco-friendly Packaging

* Marital Status e Number of Children
e Education Level e Children Age

DEPENDENT VARIABLES

Purchasing Intention

Purchase Behavior

(Moms’ perception of
brand reliability based
on content type)



moms' feelings and judgments

NATURE OF DATA COLLECTION|| COMMUNICATION ANALYSIS
RESEARCH OBJECTIVE RESEARCH DATA SOURCE DATA TYPE METHOD TECHNIQUE TECHNIQUE
e ROIL: To identify brand identity » Nvivo
: Explorqtc?ry, Primary Qualitative || In-dept interview, Face-to-Face * Mean
elements needed to shape|[ Descriptive & & Survey & e Pearson
Ecobambi as a sustainable) - & | Secondary Quantitative Industry report Online . f/lz:;ellc;tlon
children'’s clothing brand. ausa Re greps sion
e Nvivo
RO2: To explore the purchasing| Exploratory _ o . . e Pearson Correlation
behaviors of Viethamese moms Descriptive Primary Qualitative In-dept interview, Face-to-Face . Crgss—tabulqnon
& & & Survey, & e Paired Sample t-
based on brand performance causal Secondary Quantitative Industry report Online Test
and brand imagery values * Spearman
Correlation
RO3: To figure out potential Exploratory Primary Qualitative In-dept interview, Face-to-Face : '\AAeGn
content marketing pillars on| & & & Survey, & nova
digital channels based on|| Descriptive Secondary Quantitative Industry report Online




QUANTITATIVE SAMPLING PROCESS

TARGET ~1.5M-1.6M mothers: The total number of individual consumers in Ho Chi Minh City and Hanoi who meet the research criteria (age, income,
POPULATION | children’s wear purchases, and children’s qge). (Appendix 1)
SAMPLING : e Census Approach Limitation: Lack of detailed reports on Vietham'’s population meeting these criteria prevents estimating

Not accessible : : . . .
FRAME population size or creating a sampling frame.. (Vemuri 2024)
SAMPLING No sampling frame error
FRAME ERROR Ping
Yamane Formula: e Recommended Sample Size: The app calculator suggested 385 respondents for the study.
(Appendix 5)
* Planned: 385 . : .
SAMPLE SIZE | Actual: 795 e Final Sample: 795 valid participants selected from the coded and cleaned dataset.
) => Larger Sample Size reduces margin of error, improves reliability of findings, provides
deeper insights into Ecobambi’s target customers. (Charter 1999)
SAMPLING _orobabil
METHODS Non-probadbility | o convenience Sampling: Leverages 795 pre-screened respondents for efficient selection. (Golza et al. 2022)
e Judgment Sampling: Focuses on respondents likely to provide valuable, objective-aligned insights. (Muller-Trede 2011)
NON- . => These methods ensure a representative and meaningful sample, meeting research objectives despite the lack of a
Convenience and .
PROBABILITY Judaement formal sampling frame.
METHODS 9
NFIDENCE . . . c s .
€O © 95% 95% confidence levels is commonly used for sample size determination as fashion industry standard.
LEVEL (Duhachek and Lacobucci 2004)
MARGIN OF . . . . .
5% 5% of margin error is commonly accepted as a standard for balancing precision and resource allocation.

ERRORS (Kosar et al. 2018)



Total Ecobambi’s respondents who consented and met the requirements to be
surveyed by RMIT University.

No detailed sampling frame to access due to the nature of anonymous survey.

e 30 participants are reached within one round of in-dept interviews, ensuring no

themes emerged and achieve
(Mason 2010)

e Purposive Sampling: is used to narrow the population into smaller groups for
detailed analysis of kidswear customers.

e In-depth interviews: uncover broad themes and deeper insights, aligning with
the research problem to provides robust findings, subsequently guide
Ecobambi’s online marketing strategy.

(Dworkin 2012)



are aged 25-35, with 82% being female and

predominantly married. (E———

are middle-to-upper income earners (VND 25-
50M), while 33% earn over VND 50M per month.

(Figure 18)

Primarily living in major cities like Ho Chi Minh City (63%)
and Hanoi (37%).

(Figure 17)
have a Bachelor's degree.

(Figure 15)
are employed full-time.

(Figure 18)

FINDING 1
The majority of respondents are middle-to-high
income married women aged 25-34, living in big cities
with high levels of education.

Figure 13: Gender graph

Figure 14: Age graph

Figure 17: Living graph

Figure 15: Educational level graph

Figure 16: Income graph

Figure 18: Employment graph



RESEARCH QUESTION 1

RQl: What are Vietnamese moms’ current primary
associations with Ecobambi?

RQl

-

N\

ECOBAMBI

e BRAND'S AWARENESS N

/

66% of respondents never
heard about EcoBambi.

’ Low brand awareness

PERCEPTION OF
( BRAND NAME \

#1 eco-friendly
#2 materials

\ #3 natural /

EcoBambi's brand name makes
customers associate babies’
clothing with natural and eco-
friendly materials.

Exploratory & Descriptive

ANALYSIS

Primary Qualitative

In depth Interview

Face to face
Online

o PERCEPTION OF I.OGO—\

#1 cute
#2 children

\ #3 colorful j

However, the brand Ilogo
conveys the image of a cute
and colorful design for children.

ECOBAMBI
/7~ BRAND'S AWARENESS

#1 price
#2 materials

\ #3 durability J

The top concerns for Ecobambi
about price are the key factors
when  considering purchasing
clothes.

J

FINDING 2

The inconsistent and different brand logos and key visuals make it difficult for customers to
differentiate brands and actual values, leading to low brand awareness.



RQ2: Which brand identity elements illustrate sustainability and

. . . . Explorat Second litati Industry Report onli
eco-friendly claims that most resonate with Viethamese moms? TploTarery scondary || QuaTtarive nensTy Eepet mne
ANALYSIS
ANALYSIS
e Consistent branding with consistent visual effects of
sustainable brand logos on social media influences customer
behaviour.
e Colors like green shape perceptions of eco-friendliness and
social responsibility. (Alamsyah et al. 2020)
Current Issue: The development of an environmentally
friendly brand image at ECOBAMBI is still in its early stages
and has not yet been clearly demonstrated.
Figure 19: Perception Model FINDING 3
Source: Chen 2008
. Brgnq image is one of the most !mportant contributors towards The brand image (logo, typography, and design) with the color
building consumer base brand equity and brand trust. green plays a key role in building brand awareness and
e A brand logo’s color, shape, and design are key elements of a green facilitating the perception of sustainability and social

brand’s visual identity. responsibility of businesses.

(Trehan & Kalro 2024)

O



RESEARCH QUESTION 3

RQ3: How does visual identity consistency form awareness and
(] ] [ ] [ ] [ ] RQ3
recoghnition of a sustainable kid clothing brand?

ANALYSIS
Step 1: Descriptive

e Moms struggle to recognize ECOBAMBI due to an inconsistent brand

image and brand logo on social media, with a mean between the range
of 2.25 to 3.34. (Figure 20)

e The majority have a neutral opinion about the appearance of the
ECOBAMBI product/brand on social media (M=2.25) and the brand recall
of logo (M=2.92), indicating low brand awareness among custometrs.

Step 2: Correlations

* Hypothesis: EcoBambi's awareness relatively depends on the potential of
customers recognizing EcoBambi’s brand logo, symbol and brand image.

e Since p value<0.05, there is a correlation between ECOBAMBI logo symbol,
brand image with

FINDING 4

} ECOBAMBI struggles to differentiate the brand due to its lack of
a consistent visual identity and social media strategy.

Descriptive
Casual

Primary
Secondary

In-depth interview

Quantitative Surveys

Figure 20: Descriptive Statistics

Face-to-Face
Online

Figure 21: Spearman’s Correlation




RESEARCH QUESTION 3 (CONT)

» Visual identity consistency is the principal contributor impacting

how customers can quickly recall the brand logo and brand image.

e Exposure to the CVI (logo) significantly induce favorable attitudes
and regressively increases the brand’s prominence in the consumer

mind.

Figure 22: Regression

(Kaur and Kaur 2021)

(Phillips et al. 2014)

ANALYSIS

e Hypothesis: Visual identity consistency is considered the key
predictor of the rising level of ECOBAMBI's brand awareness.

Model Summary:

R square = 0.308 means Visual Identity Consistency can account for
30.8% of the variation in customer awareness.

Coefficient:
Y= b0+blX1 (b0=0.536; b1=0.354)

- Brand Awareness = 0.536 + 0.354 *Visual Identity Consistency
e The regression model demonstrates that Eco Bambi's brand

awareness positively correlates with Visual Identity Consistency.

» Specifically, ECOBAMBI's brand awareness will increase by 0.354
points for each unit of Visual Identity Consistency improvement.

FINDING 5

The more consistent level of EcoBambi’s brand logo,
} symbol and brand image is, the more the potential of
EcoBambi’s awareness rise.



RESEARCH QUESTION 4

RQ4: How kids clothes aligned with mothers’ parenting philosophy,
especially when clothing designs can reflect a child’'s personality?

-

LIFESTYLE

The word cloud of keywords describes Viethamese
moms’ lifestyle, the majority are family-oriented,
balanced, and active.

e These

RQ4

ANALYSIS

* Parental personal characteristics

is one of the directly enabling
conditions in the children’s

clothing purchasing model.
(chenfei 2023)

decisions are also
influenced by considerations of
factors daligned with parenting
priorities, such as children’s

personalities. (Liski 2020)

Descriptive
Exploratory

Primary
Secondary

In-depth interview

Quantitative Surveys

Online

Face-to-Face

AGCADEMIC FINDINGS

Figure 23: Childrenswear comsumption decision model
Source: Chenfei 2023

~

FINDING 6

e Moms' characteristics in lifestyle can influence their kidswear purchasing decisions and also
have a huge impact on their children'’s identity forming.

e« Moms are likely to prefer choosing the brand'’s clothes that align with their parenting philosophy.



RQ5: What are the common customer’s purchasing behaviors

regarding kidswear?

e Hypothesis: Higher income sensitively influences the
budget of spending sustainable clothes.

Figure 24: Spearman’s Correlation

e Through Spearman’s correlation, there is a positive and
tight correlation (coefficient 0.383, p<0.05) between
respondents’ income and monthly clothing expenses.

Finding 7:

O

In-depth interview Face-to-Face

Causal Primary Quantitative Survey Online

Hypothesis: Viethamese moms, when thinking of eco-friendly clothes, relatively can build up a cognitive
connection with skin-safety that is the same as what they percive organic-fabric clothes.

An independent sample test shows a significant difference in organic fabric and eco-friendly features (p < 0.05).

Supporting Rationale: Viethamese moms lack the
knowledge to understand how sustainable clothing
can impact their baby's skin. (Khoa et al. 2022)

Figure 25: Paried Samples t-Test
Conclusion: There is a significant gap between the difference of eco-friendly materials and organic fabrics in the
perception of Viethamese mothers.

Finding 8:

e Hypothesis: Fashionistas potentially
have high level of purchasing
willingness to sustainable clothes

e When p<0.05 there is a positive
correlation between fashionista and
sustainable purchasing behaviours

Figure 26: Pearson Correlation

Finding 9:



RESEARCH QUESTION 6

RQ6: To what extent specific features affect mothers’ purchase
intention when choosing ECOBAMBI kids’ clothing?

ANALYSIS

Figure 27: Factors are most important when purhcaisng children’s wear

U

Top factors considered when purchasing
kidswear are Comfort and fit, along with
fabrics when they think about EcoBambi's
products.

Sustainability is the least concerned factors
to Viethamese moms.

Finding 10: Viethamese moms consider

comfort, fit, and fabric materials the most

when choosing their kidswear.

Causal Quantitative Surveys Online

ANALYSIS

Figure 28: Pearson

e Organic fabric children’s wear products have a significant relationship with consumers’ purchase willingness
(p-value<0.05).

e With positive correlation, the more important these factors are considered, the likelier consumers are to
purchase sustainable clothes.

Finding 11: Highlighting the use of organic fabrics in product descriptions, advertisements, and
packaging increases moms’ purchasing willingness.

e There is a significant relationship (p-value < 0.05)
between confidence level in determining eco-friendly
packaging and purchase intention.

Finding 12: The more eco-friendly knowledge mothers
have, the more willing they are to purchase
sustainable kidswear brands.

Figure 29: Pearson Correlation

RQ6 Descriptive Primary Qualitative In-dept interview Face-to-Face

Correlation



RQ7: How do specific aspects of sustainability efforts resonate with

o . Causal
mothers’ purchasing behaviors?

e Since p-value > 0.05 EcoBambi’'s sustainable practices and customer trust in
sustainable processes of Eco Bambi were not significant correlated.

e« Eco Bambi may not strongly highlight sustainable practices in their products, which
are considered baseline expectations in eco-friendly children’s clothing, thereby
struggling to increase customer trust.

Finding 13:

RQ8: What types of keywords or phrases are linked to moms searching

behaviors for kid clothes on digital channels? Exploratory

« Mom's clothing choices are influenced by their child’s well-being and comfort, which are integral

to their pqrentlng Identlty. (Klepp and Haugrgnning 2021; Son et al. 2022)

e Keywords like “comfortable”, “breathable”, and “soft” should be emphasized, aligning with

parenting responsibilities about children development. (Dogbey et al. 2015; Statista 2023)

e While sustainability resonates with Gen Z and Y, it holds less priority for moms choosing kidswear.
=> Sustainability-related keywords may not significantly enhance Ecobambi's SEO performance.

Finding 14:

)

Primary

Secondary

Quantitative

In-dept interview

Face-to-Face,

Surveys Online
Figure 30: Pearson Correllation
Industry report Online

Qualitative

Figure 31: Factors are most

important when purhcaisng

children’s wear




RQ9: What types of parenting-related content can EcoBambi

minimize emotional painpoints in mom’s parenting journey? RQ9 Exploratory Secondary Qualitative Industry report Online

* When a woman goes through the transition to motherhood, e Inadequate Integration of Child Development Topics: ECOBAMBI's
of women feel stressed to be perfect as they always strive to content lacks child development topics, missing key concerns like

be superwoman P cognitive, emotional, and physical growth.

. race
Parents often turn to online forums and social media for parenting e Lack of Seasonal or Event-Based Parenting Content: ECOBAMBI lacks
4 advice, making it integral to their journey seasonal content, missing key moments like back-to-school, or Tet to
' (Beuckels and De 2024) guide parents on clothing choices.

Parenting knowledge, enhanced through sharing, education, and
involvement, is vital for effective practices.

AREAS FOR IMPROVEMENTS
e "Cuteness marketing” has shifted to social media, where children are
central to influencer-driven content and are used to generate both

rational and emotional appeails. (Li et al. 2023)

(zhang 2024)

e ECOBAMBI can ease moms' stress by promoting kids’ fashion as a

blend of style, function, and sustainability that expresses love and
pride.

S Creating "lookbooks" for various occasions (e.g. Tet holidays,
Summer) to help parents make quick, confident choices.



RESEARCH QUESTION 10

RQ'O: HOW dO moms respond to digita' content on SOCial RQ'IO D it Prlmqry Quanntqtlve Surveys Face-to-Face
media When forming brandjudgments? escriptive Secondary Qualitative Industry reports Online
ANALYSIS ACADEMIC FINDINGS
Step 1: Descriptive :
P P L. o . e KOCs are considered as
e There are .above-neutral o!alnlons about their information- real consumers and give
source finding preference, with a mean between the range of evaluations based on
s:16ito 4.17. individual experience.
(Meng 2023)

Conclusion:

e Digital Influencers (4.17), Online Customer Reviews (3.88) and \ 4
Word-Of-Mouth (3.55) are key information sources when

buying Childrens clothing. Brands can leverage the

broad influence of KOLs to
boost sales and enhance
brand awadreness.

Figure 33: Research Model
Source: Meng 2023

FINDING 16

Digital influencer can be potentially considered the effective

} method of engaging and increasing customers’ brand
judgement.

" Figure 32: Descriptive Statistics



RESEARCH QUESTION 10 (CONT)

ANALYSIS

e Hypothesis: Mothers’ awareness of ECOBAMBI's digital presence are different through various information sources.

e Since p < 0.05, we can say that the mean of information sources
increasing mothers’ ECOMBAMBI awareness is different to each
others.

} FINDING 16 PROVEMENT

The Digital Influencer is the most effective method to
persuade Viethamese moms to purchase and form brand
awareness.

Figure 34: ANOVA

RRENT ISSUE
Cu SSU AREAS FOR IMPROVEMENTS

ECOBAMBI's current content strategy on social media is

underutilized, relying mainly on product images and Brands also can use KOCs' influence to boost sales and build
promotional displays without engaging factors to further brand awareness.

educate audiences about its eco-friendly values. (Meng 2023)

Uz




CATEGORY

SAMPLING DESIGN

SAMPLE BIAS

SAMPLE SIZE
LIMITATION

RESPONSE BIAS

DATA COLLECTION
METHOD

LIMITATION

No sampling frame
available.

Location bias: 63% HCM,
27% Hanoi. Education
bias: 71% Bachelor.

53% have not heard of
EcoBambi, 2% have
purchased.

Social desirability in
responses.

Selection bias from
convenience sampling.

Random Sampling Error: With a low random sampling error (3.24% ) under the 5% margin of
error, accuracy is likely due to a larger sample than the formulated sample size (385). The test-
retest approach should be used to combat dependability difficulties caused by random
mistakes.

IMPACT

Population parameters
remain undiscovered or
hard to define.

May skew sustainability
knowledge and choices.

Hinders perceptions of
EcoBambi’s sustainable
clothing.

Skewed conclusions due
to overemphasis on
favorable attributes.

Limited population
representation.

SOLUTION

Use non-probability
sampling methods.

Apply random
sampling for diverse
representation.

Increase awareness
campaigns to balance
findings.

Use neutral questions
and Likert scales to
reduce bias.

Ensure balanced
sample with flowchart
tools.



RQI

RQ2

RQ3

)

RESEARCH OBJECTIVE RESEARCH OBJECTIVE

RESEARCH OBJECTIVE

Moms’ lifestyles influence kidswear choices and their children's

Inconsistency between EcoBambi's RQ identities. Moms often use parenting-related
logo & brand name in reflecting its RQ8 keywords when searching for kids’
sustainable identity  Demographic: Higher-income buyers prefer sustainable options, clothing
but consider ECOBAMBI's perceived value not worth the price
e Behavioral: Fashionista moms likely prioritize eco-friendly . . .
RQ5 ) . , Information sharing, education,
Consistent use of sustainability- materials and sustainable fabrics. ) .
. . . . and parental involvement by using
focused logos on social media plays a » Psychographic: There is a gap between eco-friendly and organic RQ9 . .
. , : children as influencer to support
key role in building brand awareness fabrics in mom'’s perception . .
mom's parenting journey
RQG e Organic fabric strongly drives purchase decisions
Challenges in brand differentiation « Eco-knowledge & children's age shape purchasing willingness Digital influencer can be the most
due to inconsistent visual identity and RQIO effective method to engage and
social media strategy . Highlighting sustainable materials enhances EcoBambi's eco- increase customers’ brand
R . . .
- friendly brand image judgement
OBJECTIVES @
. _ . R . . ‘
One-week Tet Content } Foster ’: ercep, tl’ons of s,:‘f;f:'mab fiity and To ensure the consistent use of the new brand identity
- corporate social responsibili
* Two-week Summer P P Y in the upcoming marketing tactics
Content Raise awareness among consumers to

} make them remember more about the
brands and its values through interacting
Refreshment with educational content

e New brand identity

To reinforce EcoBambi’s brand asset & personality on
all communication channels to enhance brand recall



BRAND IDENTITY SUGGESTION "

CURRENT EVALUATION ANALYSIS FINDINGS
g A p FINDINGS |

The inconsistent and different brand logos and
key visuals make it difficult for customers to
differentiate brands and actual values, leading to

. / b d )
S Inconsistent Brand Logo / owbrandg awareness

’ pFINDINGSZ

' e The brand image, including the logo,
typography, and design features plays a key
role in building brand awareness and

recognition
e Color green facilitating the perception of
sustainability and social responsibility

Q FINDINGS 3

Ecobambi has not yet developed an effective
digital branding on social media platforms,
especially brand identity consistency to reinforce

Unclea rly Deﬁned Figure 36: Eco Bambi brand visual
s : brand awareness and recognition.
Brand Values Inconsistent Brand Visual

Recommendation

Figure 35: Eco Bambi Brand Value

do



EXTERNAL

is the model reflecting the important brand identity attributes to individual

consumers, including everything a company seeks for a distinctive interpretation of the brand.

PHYSIQUE

Natural-oriented, Eco-friendly, sustainable kidswear that is
comfortable and safe for children’s sensitive skin.
Minimalist yet playful designs with soft and neutral colors.

RELATIONSHIP

A sustainable-committed caregiver.
A trusted parenting companion.

REFLECTION

Represents modern, eco-conscious pdrents who value their
children’s well-being and the environment.

Mindful of their choices, seek products that align with their
lifestyle and children’s personality.

(Roy and Banerjee 2014)

PERSONALITY
Trusthworthy
Caring
Authentic
CULTURE

Ecobambi highly appreciates ethical production.
Reducing synthetic materials to protect children’s skin.
Promoting sustainable living through fashion.

SELF-IMAGE

“I'Mm a careful and eco-conscious mom”.

“I'Mm an aesthetic and natural-oriented mom?”.

TVNA3LNI



BRAND IDENTITY SUGGESTION

X KEY VISUAL SUGGESTION RATIONALE

Animal Symbolism
e A well-chosen animal symbol can make a brand instantly

recognizable, evoke emotions in connecting with its audience, thus

communicating the brand values and its characteristics.
(Lloyd and Woodside 2013)

The Bambi Deer

Inconsistent Brand Logo

Brand New Logo . Suggested Color Theme

e Deer has long been embedded in Vietnamese children’s

childhood from daily toys to cartoon movies.
Helps establish a strong emotional bond with both children

and their parent.

e The number of rare deer species has reduced significantly and

E‘ OBAMB’ come to the verge of extinction in Vietnam. (Phan 2023)
with love Choosing deer reflects brands’ effort in educating
> environmental protection and promoting a sustainable

lifestyle.

do
Recommendation
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P(ES)O STRATEGY

Facebook Ads
* Influencer Marketing

PAID MEDIA

Content Marketing on:

Tet Theme

Tet is an important holiday in Vietham with high
spending in the apparel market (Statista 2025).

EcoBambi's launch at this time fits with values of

Rationale

Summer Theme N
Vietnam's hot and humid summer weather can cause
discomfort and skin irritation for kids, creating a strong
demand for breathable and comfortable fabrics.

OWN , care, making the brand a smart choice for This is the ideal time for EcoBambi to highlight these
MEDIA * Instagram e TikTok parents who want to give their kids meaningful benefits with exclusive summer collections and
* Facebook e Website gifts (Flywheel Vietnam 2024). attractive discounts to drive purchases. yQE
BIG IDEA: XUAN SANG, HE DEN, DPONG DAY THUGNG MEN
! ! CONTENT PILLAR
CONTENT GUIDELINE PILLAR 1: XUAN SANG PILLAR 2: HE BEN
- (19 Jan - 25 Jan) (27 May - 6 June)
PILLAR 1: XUAN SANG PILLAR 2: HE DEN

(19 Jan - 25 Jan)

(27 May - 6 June)

Tagline: An toan trao bé, Me nhiéu an vui.

Short video:

“As Tet arrives, there’'s so much we
haven't told Mom about baby’s sensitive
skin!”

Short video:
“Fun Summer, Happy Kids — Shine Bright
This Summer with EcoBambi!”

BTOC 7/

Leveraging the "New Year" mindset, when Vietnamese
people are more open to adopting new habits,
Ecobambi will highlight the importance of teaching
children about sustainability in fashion, and how it
supports long-term development but also ensures
safety for sensitive skin.

Story angles

Ecobambi addresses Viethamese mothers’ concerns about their
children playing in hot, humid weather, where sweating and sensitive
skin are issues. The brand showcases how its products alleviate these
worries, inspiring moms to let their children play freely in any weather.

—
Post:

“| want more than just new clothes this
Tet, Mom!”

Post:
“Sunny Skies, Little Smiles - Mix and
Match with EcoBambi Styles!”

Post:
“A piece of silk protects the mirror” — this
Tet, ECOBambi reminds Moms of a

Short video:
“ECOBAMBI - Babies' skin caring

Key message NS SElg, (B El e A G POl million little things for their children” Journey”
LISSAS 4
Tone of voice educational, formal, caring educational, inspiring, empowering Post: Post:
“Mix & Match Tet Vibe For Your Baby!” “Each T-shirt is a commitment”
Com—
BL0G 77
#SustainableParenting #NewYearNewBeginnings . . . e . . —
Hashtag #GreenParentingJourney #XuanSangCungEcoBambi #LetKidsExplore #CoolAndConfidentKids #HébénCungEcoBambi Post: Post:
o~ . “Do You Know? Your Child’s
Choose a beautiful Tet, Embrace all the . - . .
_ _ _ . laniar Sustainability Journey Starts With Their
Channels Facebook, Instagram, Tiktok and Website Facebook, Instagram, Tiktok and Welbsite

Clothes”




SOCIAL POST Current Content of ECOBAMBI

e Does not explain the product's benefits or

Content Quality standout features.
e Miss highlighting characteristics tailored to the
target audience, such as its suitability for children

or families seeking cute and functional clothing.

Lack of Emotional o o .
Connection  Does not use storytelling or emotional triggers

O to make the product more appealing.

Weak e Lacks urgency to drive action, regardless of

Call-to-Action having links to Shopee and TikTok Shop.
ﬂ
 Hashtags are limited and don't effectively use
keywords to maximize post visibility.
Visual . i
Suidlines No real examples to visual the gap between

actual self and ideal self of children in moms’
perception.

Figure 37: Eco bambi current content



Facebook POST

EcoBambi
@ 21thang 11ic 14:00 - £

| WANT MORE THAN JUST NEW CLOTHES THIS TET, MOM!

This Lunar New Year, | want to try something different! Instead of the usual festive outfits,
how about we explore eco-friendly clothing made from organic fabrics by Ecobambi?

These outfits not only make me feel confident but also contribute to protecting the planet .
It's a way to express my love for nature while embracing a sense of responsibility toward
community .

I know you might worry about changing traditions, but I'm sure this New Year, we can not
only dress beautifully but also “dress with purpose.” Together, we can start a meaningful year
and make our livings a little greener!

So, are you ready to try something new with me on this Tet?

Ecobambi - Raising happy kids, nurturing a greener tomorrow.

Shop now:

Eco Bambi
e 20 thang 1 luc 20:00

“"SPRING CALLS FOR NEW BEGINNINGS,
SUSTAINABLE FASHION PLANTS SEEDS WITHIN OUR CHILDREN."

Dress your little ones in EcoBambi's sustainable fashion, planting the seeds of
care and responsibility for a brighter future.

Did you know? When people think of eco-friendly fabrics, they often focus on
the environment or grand ideas. But the closest connection lies in your child’s skin!

Why choose eco-friendly fabrics?
* Free from harmful chemicals, ensuring your child’s comfort and safety.
* Soft and gentle, like a mother's embrace, protecting your child through every
nap.
Every small choice you make as a parent becomes a big blessing for your child.
Don't let “distant concepts” make you forget what's closest — healthy skin for your
child means peace of mind for you.

EcoBambi - Raising happy kids, nurturing a greener tomorrow

Vietnamese Version

The content development direction for ECOBAMBI's social posts

TET

+l+
+

8: The connection of eco-friendly fabrics with skin-safety is not built
in moms perception.

12: The more eco-friendly knowledge customers gain, the more they
are willing to purchase sustainable kidswear.

13: Highlighting material sourcing and material uses relatively
increase customer perception of eco-friendliness of EcoBambi.

15: Information sharing, education, and parental involvement by using
children as influencer-driven content to support mom’s parenting
journey highly attract and engage mother’s attention.

+ 1+

4+

Writing Style * Need to create a storytelling story for content

[ ]
Key Content to
Emphasize 3
[ ]
e “It's not just clothing, it's how moms give their
Strong and children a gentle, meaningful childhood.”
Emotional
Call-to-Action e “EcoBambi - Raising happy kids, nurturing a greener
tomorrow.”
Visual e Use children as influencer-driven content to

Guidlines generate both rational and emotional appeals with
engaging design.


https://ecobambi.com/

+ 1+

S

6: Moms are likely to prefer choosing the brand's clothes that align with
their parenting philosophy.

14: Using keywords or phrases (comfort, fit and safe) linked to pratenting
philosphy on child’s physical and emotional development potentially
increases the level of eco-friendly knowledge among momes.

16: Digital Influencer (KOC) are considered the most effective medthods of
engaging and increasing customers’ brand judgement when buying
childrens clothing.

+1 4
n

e Clear, concise, visually appealing posts or short videos.

e Content: KOCs promote the new collection and highlight the
products’ by sharing detailed information with important
phrases linked to pratenting philosphy on child’s physical.

e Impacts: Storytelling increases credibility and engagement.

Content on Tiktok and Instagram

e Impacts: Strengthening the message, engaging the audience, Visual
and increase brand awareness. Guidlines

(Tiago and Santiago 2023)

Writing Style

Key Content to
Emphasize

e Micro-influencers.
e 29, have 3 year old kid.
e Content toward family, daily lifestyle, Mother and Baby Fashion, and
Parenting Tips and Experiences.
=> Align with Eco Bambi TA.

e Tiktok:170.2K Followers
e Facebook: 43.3k Followers
Q'lnstagram: 335,544 Followers

— Rationale for choosing Bui Khanh Ha N

Short Video

with love
[+

Bui Khanh Ha - As Tet arrives, there’s so much

we haven't told Mom about baby’s sensitive skin!

Instagram Post

ecobambi.vn

Mix & Match Festive Looks with
EcoBambi!
It's time for moms to unleash their creativity and let
your little ones rock stylish yet sustainable Tet
outfits!
L.______________________________________________________________|
What makes EcoBambi unique?
Eco-friendly fabrics, gentle on your baby’s skin
and bring the comfort.
Thoughtfully designed to help your child shine in
every Tét photo!
Sustainable — Wear it, share it, or restyle it next
year!
L
Special Tét Offer 2025: Buy 2 and mix 3, get 15% off
instantly!
Order now and let your little one celebrate Tet in
“green & gorgeous” style:

EcoBambi - Raising happy kids, nurturing a
greener tomorrow!
ngay 20 thang 1, 2025

Viethamese Version




Storytelling story.

e The comfort and coolness of Eco Bambi fabric on
baby's skin in summer.

Eco Bambi's sustainable practices.

Educating moms on using suitable fabric and outfits
for summer.

-
“Eco bambi- Let Your Kids Stay Cool and Active!”
Children playing, laughing happily and energetically in
Eco bambi costumes with bright colors.
.

Writing
Style
_

Key Content to
Emphasize

o—

Strong and
Emotional
Call-to-Action

oO————

Visual
Guidlines

~—— Why choose Phuong Ly Family?

e 31, have 3 year old kid.

e Content toward family, daily lifestyle, mother and baby fashion,

parenting tips, and experiences.
=> Align with Eco Bambi TA.

Facebook : 179k followers
Instagram: 74.1k followers
Tiktok: 3627 followers

Short Video

with love

2025-06-04

Facebook Post

Eco Bambi
e 30thang 5 Iic 8:00

WHAT SHOULD MOMS KNOW WHEN CHOOSING FABRICS FOR
KIDS THIS SUMMER?

Surely, every mom wants their little one to have a summer that's both
comfortable and enjoyable, right? Lightweight, breathable fabrics will
help your child stay at ease and play freely all day without feeling
restricted. Let EcoBambi guide you in choosing the best fabrics to keep
your little one cool and happy throughout the summer!

1. Natural, Ultra-Breathable Fabrics

Fabrics like cotton, linen, and bamboo are perfect for summer.
They're cool, sweat-absorbent, and keep your child’'s skin dry and
comfortable, even during a day filled with endless adventures.

2. Lightly Stretchy Fabrics for Easy Movement
Kids are naturally active, always running, jumping, and exploring the
world around them. Clothes made from lightly stretchy fabrics allow
them to move freely without feeling restricted.

3. Avoid Synthetic Fabrics to Protect Delicate Skin

Remember, synthetic materials like polyester or nylon can make kids
feel hot and uncomfortable during summer’s sweltering days. Opt for
natural fabrics to let their skin "breathe” and stay healthy!... More

Viethamese Version




January
2025

May-June

2025

sunday (19/01)

[10:00AM] Short video:
"New Year, Teach Your Kids
A Million New Things!"

[8:00PM] Short video
“Bui Khanh Ha - As Tet
arrives, there’s so much we

haven't told Mom about
baby’s sensitive skin!”
sunday (25/05)

[10:00AM] FB post:
Summer’s here! Let your kids
enjoy it best!

[8:00PM] Short video:
Are you ready to enjoy
the summer with your kid?

Monday (20/01)

[10:00AM] Post:

"When Tet comes, don’t forget
to dress your little one in
sustainable style!"

[02:00PM] Short video:
Green fabric for a beautiful
holiday!”

[08:00PM] Post:

“A piece of silk protects the
mirror” — this Tet, ECOBambi
reminds Moms of a million little
things for their children”

Monday (26/05)

[10:00AM] Short video:

SUMMER COLLECTION 2025:

COMING SOON

Monday (2/6)

[10:00AM] Post
“Summer  Savings with
EcoBambi: Stylish Deals for
Your Little Star!”

[8:00PM] Short video
Top 5 items under 300k
VND for your kids this
summer.

Tuesday (21/01)

[10:00AM] Post:
“‘New Year lessons, teaching
little hearts to cherish and

cheer.” @

[02:00PM] Post:
‘I want more than just new
clothes this Tet, Mom!”

[08:00PM] Short video:
“Organic fabric - Love woven
into every thread”

Tuesday (27/05)

[10:00AM] Post:
SUMMER COLLECTION
2025 LAUNCH

Tuesday (3/6)

[10:00AM] Post
“Good Habits from Little Things for Your
Little One”

[2:00PM] Blog post
"Your Child’s Eco Journey Starts With

Their Clothes" @
N

[8:00PM]
Livestream

Wednesday (22/01)

[10:00AM] Short video: “Bui
Khanh Ha - "What will your
litle one wear to ring in the
Spring this Tét?"

[02:00PM] Blog Post:
“Eco Bambi - Love for Baby,
Love for the Journey”

&

[08:00PM] Post:
“Spring into Action, Green
Tét with Your Little Fashion!”

Wednesday (28/05)

[10:00AM] Post:

Thursday (23/01)

[10:00AM] Post:
“Ring in Tet with Cheer, and
Little Ones Near!”

[10:00AM] Post:
“Mix & Match Tet Vibe For
Your Baby!”

Thursday (29/05)

[10:00AM] Post:

Sunny Skies, Little Smiles - Mix rgpecial Offer for Your Summer

and Match with EcoBambi Styles!

[8:00PM] Short video

"Summer Outfit Ideas for
Your Baby"
Wednesday (4/6)

[10:00AM] Post
Give Your Kid a Green
Summer with EcoBambi!

[8:00PM] Short video

"Phuong Ly Family Welcomes
Summer with Ecobambi“ x KOC
Phuong Ly, Sua

— Save 100K Now!”

[8:00PM] Short video:
“ECO BAMBI - Babies' skin
caring journey

Thursday (5/6)

[8:00PM] Short video
Mix and match summer ouffit for
your kids

Friday (24/01)

[10:00AM] Post:
“Choose a beautiful Tet,
Embrace all the love”

[10:00AM] Post
“Tet with joy for the child,
peace for mom's smile!”

Friday (30/5)

[8:00AM] Post

"What Should Moms Know
When Choosing Fabric for Their
Little Ones This Summer?"

[2:00PM] Blog post:

“‘Each  T-shit is a
commitment" @
[8:00PM] Short video
“Ecobambi Clothing Sustainable
Production Process”

Friday (6/6)

[10:00AM] Post

Mid-Year Mega Sale (Shopee)

Grab Exciting Deals Today!

[8:00PM] Livestream

(deals 6/6)

PAID OWN
MEDIA MEDIA
saturday (25/01) sunday (26/01)

[10:00AM] Post

“How many days are left to
celebrate a beautiful Tet
with green things?

[9:00PM] Short video:

“An "unforgettable" thing
that you can't miss!”
saturday (31/5)

[8:00AM] Sneak peak post
Promote for 1/6 event
What's on EcoBambi Lotte
Mart this weekend?

[8:00PM] Short video
“Outfit recommendations
for your kid ”

[10:00AM] Post:

“Thanks, Mom, for trusting
EcoBambi — where love and
green go hand in hand!”

sunday (1/6)

[10:00AM] Announcement post
1/6 kid day celebration
+ Announcement for event

[8:00 PM] Short video
1/6 kid day celebration



Criteria Detials Unit Cost Quant. Budget (VND) %
Marcom Campaign 40,000,000 44%
Objective: Awareness o
Meta Ads Tnelfnz: Datly ot 8,000,000 2 16,000,000 18%
. . (FB &IG)
Objective: Awareness Timeline: Daily 8,000,000 2 16,000,000 18%
[ )
B U D G E T o v N D Tiktok Ads Sl Ve () Video 8,000,000 1 8,000,000 9%
Timeline: Daily
Collboration with Influencers 40,000,000 44%
Micro 2 KOC (under 250K follower)
o H - Person 10,000,000 2 20,000,000 22%
5 #4 Contigency Koc Channel: Titkok
PCICKCIgiI‘Ig 6 / Nano 4 Nano (under 100K followers)
& /0 KOG channel: Tiktok Person 5,000,000 4 20,000,000 22%
Brandin
9 Packaging and Branding 5,000,000 5%
%
(- Re-branding Packaging Item 100,000 50 5,000,000 6%
Meta Ads Contingency Unexpected C.:O.Sts cieielshielel 4,500,000 5%
advertising boosts
. . KPI Unique
Criteria N!edl? Quant. Material Reach KPI . ||KPIView KPI Engagment Frequency
Objective Ads Impression Engagement Rate
4 4 0/ (users)
()
Single
|nf|uencer Awareness 2 Ci:m<:1ges,I 7813 62,500 N/A 5,000 8% 8
. arouse
Collaboration Meta Ads
Single
P Engagement 2 images, 13,333 53,333 N/A 8,000 15% 4
9 /° Carousel
e Tiktok Ads View 2 3-5s (Video 125,000 500,000 ||500,000 500 10% 4
TikTok Ads )
KOS: Engagement 8 Video 5,000 20,000 300,000 3,000 15% 4
Booking
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Nature of
Resedadrch
Problem

Data Source

Data Type

JUSTIFICATIONS

e Exploratory is used to discover preliminary insights into undefined consumer insights and behaviours, which is the
related brand identity elements (ROI) ; purchasing behaviour factors (RO2) and related potential content themes

(ROS)- (Mbaka and ISIRAMEN 2021)

» Descriptive aims to systematically describe the situation: detailed characteristics and preferences that involve
brand identity elements (ROT1); structured insights of Viethamese mom’s perception and explore specific data
about mothers’ interaction with digital content (RO3).

e Casual is examine the cause-effect relationships nature: analyse the brand identity elements (sustainability) and
key outcomes of consumer perceptions relationship (RO1) and explore the impact of brand elements
(performance and imagery) on purchase behavior among Vietnamese mom (RO2) . (Oppewal 2010)

e Primary: using a targeted and tailored approach, gain directly relevant data from audience, the
findings are also directly applicable to RO.

» Secondary: use existing sources to gain specific and customised insights aligned to Ecobambi’'s exact
target audience.

(Osang et al.2013)

Qualitative data and Quantitative is used for 3 ROs:
e Qualitative: descriptive information that focus into brand identity traits, purchasing behavior
information and mom judgement & feeling.
e Quantitative: measures numerical data, reliable metrics.



RESEARCH DESIGN RATIONALE

JUSTIFICATIONS

e In-depth interview: to gain extensive and deeper insight of Eco bambi consumers perception. With open-ended
and probing questions, researchers can follow up more, collect thorough data, and explain uncertainties.

Datel => This method offers valuable insights into individual perspectives and experiences, thus providing deeper insights
_ into how people perceive Ecobambi that a single survey may not fully capture. (Brounéus 20T1)
Collection e Survey: Gather standardised data from a large respondents number quickly and efficiently. (Regmi et al.2016)
Methods => Effective methods to understanding consumer preferences, behaviour, and attitudes toward sustainable children’s
CIothing. (Eppich et al.2019)

 Industry report: to have a broader picture of trends and insights (parenting behaviors, emotional pain points, etc.).

N J

Communication e Online: convenience and Cost-Efficiency -> fewer logistical resources than face-to-face interactions.
Techni e Face to face: both interviewers and interviewees clearly convey their concepts and areas of interest and
D knowledge, minimizing the response error occurring. (Noordman et c.2012)
e Univariate: in data set, to understand the central tendency, distribution and variability of one attribute.
e Bivariate: assess the association and dependencies of two variables and explore the related relationship between
o them.
AanYSIS o Multivariate: relates to the examination of three/more variables at the same time. This technique aims to understand
Techniq ues the abstract relationships among several variables and the way its impact the outcome. (Denis 2018)

e Anova: assess the differences between research outcomes from three/more separate samples / Jroups (kao and Green 2008)
e Nvivo: analyse the qualitative data in individually and systematically. (Dhakal 2022)

Research Design



APPENDIX

Appendix 2: Facebook ads estimation for Target population
with desired characteristics in Ho Chi Minh city.

Appendix 1: Estimated calculation of ECOBAMBI's taget population with
desired characteristics.

Appendix 2: Facebook ads estimation for Target population
with desired characteristics in Ho Chi Minh city.



APPENDIX

Appendix 5: Suggested sample size

Appendix 3: Statista 2024 reported on Fertility rate in Vietnam.

Appendix 6: Sample size calculation

Appendix 4: Eco bambi positive feedback on Shopee



APPENDIX

Appendix 7: Marketing research
background - Competitive Landscape



EcoBambi
'21 thang 1 1c 14:00 -
ME Ol! TET NAY, CON KHONG CHi MUON MAC DEP PAU!

Tét nay, con muodn thay d&i mot chut, thay vi nhiing b dé Tét quen thudc, sao
chung ta khéng thdr mua nhiing bd quéan ao dugc lam tu vai htiu co than thién vai moi
truéng cua nha Ecobambi!

Nhing bd ao quan nay khéng chi giup con cam thay tu tin, ma con gop phan béo vé
modi trudng - nhumot cach khéng chi giup con thé hién tinh yéu vai thién nhién ma
rén dla tinh than trach nhiém véi cong dong

Con biét ba me lo lang vé viéc thay d&i, nhung con chac rang, tét nay, chung ta
khong chi mac dep, ma ma con “méac co y nghia”, cung nhau tao ra moét nam mdi day y
nghia va cho moi trudng thém xanh!

Ba me co san sang thu diéu mai cung con chua?

Ecobambi - cing me nudi con khde, nudi dai thém xanh.

Mua sam ngay:

ecobambi.vn

Mix & Match Tét Xinh cung
EcoBambil

Pa dén IGc cdc me thoa sirc s@ng tao dé bé yéu
dién Tét that xinh ma van thoai mai & bén virng!

Piém cbéng ddc quyén tir EcoBambi:

Vai than thién véi méi trudng, an todn cho lan da
bé.

Thiét ké tinh t€, giGp bé ty tin tda sadng trong Moi
khung hinh Tét!

Bén vitng — Dién xong, c6 thé truyén tay hoac mix
lai nGm sau!

Uu dai Tét 2025: Mua 2 mix 3, giam ngay 15%!
Pat hang ngay hém nay dé bé yéu cing me
“xanh xinh” dén Tét:

EcoBambi — cung me nudi con khde, nudi doi
thém xanh!
ngay 20 thang 1, 2025

Appendix 8: Viethamese Version for Tet

Campaign

Eco Bambi
° 20 thang 1 luc 20:00

XUAN VE GOI LOC NAY MAM
THOI TRANG BEN VUNG, GIEO MAM TRONG CON

Thoi diém Tét dén, Xudn veé 1a lac khédi ngudon uom mam cho nhitng diéu méi mé va
tot dep

D6 cling la thai diém vang va thich hgp dé me bat dau tim hiéu vé Thai Trang bén
virng cho bé

Me c6 biét khéng? Khi nhac dén vai than thién maoi truong, moi ngudi thuang nghi
dén mdi truong va nhitng diéu to I6n. Nhung that ra, diéu gan gdi nhat chinh la lan da
cua con!

Tai sao la vai than thién méi truong?
e Khdéng chira héa chéat déc hai, me yén tdm con luén thoai mdi, an toan.
e Mém mai, diu dang nhu cdi 6m clia me, bao vé con trong tirng giac ngu.
Mbi lya chon nhé clda me, 1a triéu diéu I6n cho con. Birng dé nhirng "khdi niém xa 13"
I&dm me quén di sy that gan gdi nhat - mét Ian da khoe Ia mét trdi tim me yén tam.

Ecobambi — ciing me nudi con khoe, nudi doi thém xanh.


https://ecobambi.com/

with love

with love

2025-01-20

Bui Khanh Ha - Tét dén, nhiéu diéu chua ai
noi v4i me vé do nhay cam cla da bé!

Appendix 9: Viethamese Version for Tet and Summer Campaign

Eco Bambi
e 30thang 5 luc 8:00

ME CAN BIET Gl KHI CHON VAI CHO BE TRONG MUA HE NAY NHI?

Chéac han cdc me luén mudn bé yéu cé6 moét mua hé that thodi mai va dé chiu phai
khéng ndo?  Nhitng b6 quan do véi chat vai nhe nhang, thodng khi sé gilp bé yéu
cua ban thoai mdi vui choi ca ngdy dai ma khdéng lo bi bach. Hdy cung EcoBambi
khdm phd nhirng bi quyét chon vai gilp bé yéu luén mat mé dé c6 thé thodi mai vui
choi su6t ca ngday dai nhé!

1. Vai tu nhién, siéu thoang mat

Cdc loai vai nhu cotton, linen, bamboo Ia lya chon tuyét voi cho mua hé. Chang
mat mé, thdm hat moé haoi tét, gidp lan da bé ludn khd thodng va dé chiju, ngay
ca khi bé chay nhay su6t ca ngay.

2. Vai co gidin nhe, cho bé thoai mai van déng

Bé yéu ludén ndng dong, thich chay nhdy va khédm pha thé gidi. Vi vay, nhitng bd
d6 c6 vai co gidn nhe sé gilp bé thodi mai van déng ma khéng bi gé bé dau
nhé!

3. Tranh vai tdng hop, bao vé lan da bé

Me nh& nhé, vai tdng hop nhu polyester hay nylon cé thé lam bé cam thay bi
bdch va khéng thodi mai trong nhirng ngdy hé oi 4. Hay chon vai ty nhién dé
lan da bé luén dugce "thd" va khde mannh!... Poc thém

OJ 569 11 binh ludn 8 lugt chia sé

d5 Thich () Binh luan 4> Chia sé



https://docs.google.com/spreadsheets/d/IFDhhvEM8jUS1GJIZ
Srma8vGBa-3pvWXV/edit?gid=528581730#9id=528581730

Appendix 10: Rationale for choosing KOC


https://docs.google.com/spreadsheets/d/1FDhhv5m8jUS1GJIZSrma8vGBa-3pvWXV/edit?gid=528581730#gid=528581730
https://docs.google.com/spreadsheets/d/1FDhhv5m8jUS1GJIZSrma8vGBa-3pvWXV/edit?gid=528581730#gid=528581730
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