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[bookmark: _Toc199968351][bookmark: _Toc200015291][bookmark: _Toc200016069][bookmark: _Toc200016419]INTRODUCTON
1. The Urgency of the Thesis Research
Geographical indications (GIs) are strictly regulated in many countries, with laws establishing protection rights, compliance in production processes, product quality, and use of GI signs from production to consumption. GI products originate from defined geographical areas and possess unique characteristics and superior quality, shaped by natural and human factors, certified by intellectual property authorities. 
[bookmark: _Hlk193222403]From an economic perspective, the decisive issue is not only the reGItration of GI protection but also the values ​​and benefits that the product producers receive, the values ​​and benefits that consumers get when consuming GI products. Maintaining the reputation and prestige, images and impressions of GI products are considered much more important than establishing GI rights (Rahmah, 2017; Shruti, 2021; Getachew, 2013).
With the approach of branding as the image and impression, reputation and prestige of the product associated with certain production and business establishments, the brand of GI products is understood as the image and impression, reputation and prestige of GI products on the market, kept in the minds of customers and bringing customers certain benefits when consuming those products.
Brand development will be a set of necessary activities of the subjects to increase brand strength through maintaining and developing the image and impression, reputation and prestige of the product, thereby contributing to raising awareness and increasing the good feelings of customers towards the branded product, maintaining and developing customer loyalty to the brand. 
With GI products, brand development will contribute to improving the competitiveness of products in the market, maintaining and developing a loyal customer base for products and brands, thereby bringing higher economic efficiency to production and business entities, benefits to customers and contributing to the preservation of genetic resources and local traditional knowledge values ​​(Sanjeev, 2005), especially in the context when hybrid products are creating considerable pressure in market access for GI products. 
As a locality with many advantages and dominating the production of agricultural products, especially fruits (such as mango, longan, plum, strawberry, etc.) and some industrial crops (such as coffee, tea, macadamia, etc.), Son La province has reGItered and been granted protection certificates for 03 GI: Moc Chau Shan Tuyet Tea, Son La Coffee, Yen Chau Round Mango and is currently carrying out procedures to establish protection rights for GI for some other specialty products of the province. 
In Son La, brand development for GI products faces several limitations: (a) community awareness and recognition remain low, mostly confined to northern provinces and cities; (b) production and business establishments show limited proactive brand development and weak coordination in building collective GI brands; (c) the role of collective organizations is unclear, restricting resource mobilization for branding; and (d) initiatives to develop distribution channels and establish a stable supply chain for GI products remain weak. 
With the economic development orientation of the province, the Resolutions of the Party Committee and the People's Council of Son La province in recent years have always mentioned and focused on the issue of developing brands of key products, especially GI products. From that, the research on "Developing brands of geographical indication products of Son La province" is really necessary, has practical significance, contributes to enhancing the economic value of GI products of Son La, protects the rights of consumers, preserves genetic resources and local traditional knowledge values, further consolidates the theoretical basis for developing brands of community products in general and brands of GI products in particular so that they can be scientifically applied to other localities in the country. 
2. Overview of Research Related to the Thesis Topic and Research Gaps
2.1. Summary of Overall Results
The thesis has reviewed nearly 100 studies related to issues such as: Brand approach, brand development activities in general and brand development of GI products in particular. Accordingly, the issue of brand development is considered by many studies to be activities to increase brand strength. Many studies approach brand development based on the increase of brand assets (according to customer approach) from the perspective of Aaker (1991, 1996) and Keller (2003). including 5 groups of constituent elements: 1) Brand awareness, 2) Perceived quality, 3) Brand associations, 4) Brand loyalty and 5) Other assets. 
With studies on management and development of GI product brands, although there may be different legal regulations from countries, they all point out 3 subjects directly or authorized and participating in the management of GI: specialized agencies under the government, collective organizations and production and business establishments. Due to the characteristics of GI products, which are products of geographical origin from the area corresponding to the GI, with reputation, quality or characteristics mainly determined by the geographical conditions of that area, studies have shown that the specific factors of GI products are the advantages, the differences and the guarantees for GI products to have reputation and prestige in the market, and are one of the core factors for their brands to be circulated. 
The main contents for developing brands of GI products from the studies can be summarized as follows: 1) Controlling the quality and origin of products both during production and circulation; 2) Designing packaging and product labels showing GI signs; 3) Establishing and maintaining good links between production and business establishments; 4) Effectively communicating about products and brands of GI products, especially in the digital environment; 5) Connecting local tourism programs; 7) Protecting intellectual property abroad; 8) Developing distribution systems and product supply chains.
2.2. Research Gap
Gaps in research on brand development of GI products, discovered: 
- The approach, connotation of GI product brands and the relationship between GI product brands and brands of production and business establishments have not been clearly and specifically explained.  
- Although studies have provided conditions and contents for developing GI product brands, they have not yet established a system of specific criteria to evaluate the practical implementation of brand development activities of different entities.
- Most of the new studies only mention the role of local authorities in state management of GI but have not studied the connection between the three subjects (production and business establishments, collective organizations and local authorities) and have not assessed the level of participation of the authorities and other subjects in orienting and implementing brand development activities for GI products. 
- In Vietnam, there has not been a complete and comprehensive research project on brand development activities for GI products in a specific locality. The new studies only stop at recommendations, not focusing on analyzing the current status of brand development activities based on theories and principles of marketing and brand development activities.
- Measuring and evaluating the level of participation and support of different entities (including collective organizations, product production and trading establishments, local authorities), based on clearly identifying factors that directly impact the development of GI product brands, has not been specifically mentioned in past studies.
3. Objectives and Research Tasks of the Thesis Topic
The research objective of the thesis is to propose scientific and practical solutions to develop the brand of GI products of Son La province in accordance with the specific management of GI according to the legal regulations of Vietnam. From such research objectives, the research tasks are set as follows:
- Systematize the theoretical and practical basis of brand development (according to the approach of increasing brand strength from increasing customer-based brand assets). Clarify theoretical and practical issues on developing community product brands in general and GI product brands in particular, associated with the characteristics of Vietnam in regulations on management and exploitation of GI.
- Clearly identify the factors that directly affect the brand development activities of GI products in order to build a model with specific criteria to evaluate the current status of brand development activities with the participation of different subjects, according to the contents of increasing brand strength through developing brand assets.
- Analyze and evaluate the current status of implementing GI product brand development activities of 3 different groups of subjects in Son La province (production and business establishments, collective organizations and local authorities), thereby pointing out the limitations that need to be overcome and the causes of those limitations.
- Proposing some scientific solutions, suitable to local practical conditions to develop brands of GI products of Son La.
4. Object and Scope of Research
The research subjects of the dissertation are theoretical and practical issues concerning brand development in general and the development of GI product brands in Son La Province in particular.
The dissertation defines its research scope as follows:
- Spatial and product scope: The study is confined to three groups of products in Son La that have been officially granted GI protection. Other product groups currently under appraisal for GI recognition are excluded from the scope of the research. Field research activities (surveys, interviews, direct observations) are conducted only with enterprises directly engaged in the production and business of GI products, located within the GI-designated areas of Son La Province.
Given that Son La’s GI products are exported but rarely marketed under Vietnamese enterprises’ brands, and GI protection has not yet been established abroad, the dissertation does not include surveys of international consumers due to such objective constraints..
- Temporal scope: The dissertation employs secondary data related to GI products and GI product brand development activities in Son La during the period from 2010 to October 2024. The most recent secondary information and data may not be fully updated in the dissertation. Primary data were collected during the period from October 2023 to October 2024. 
- Content scope: The dissertation limits its research scope to brand development activities from a customer-based perspective. Other approaches to brand building and development—such as financial-based and employee-based approaches—are not included in this study.
5. Research Model and Methodology 
5.1. Research Model
To establish the research model for the development of GI product brands, the dissertation draws upon: (i) Aaker’s (1996) model of enhancing brand equity through customer-based brand assets, and (ii) the four-pillar model of GI product branding developed by Belletti & Marescotti (2011), which comprises: product specificity; organizational and governance structure; legal and intellectual property protection framework; and marketing and brand communication activities.    · Traditional knowledge and product specificity; 
· Customer experience and delivery; 
· Brand protection.   
· Culture, tourism, communication;  
· Labeling, distribution, contact; 
· Specificity and certifications 

· Commitment & relations; 
· Value & delivery;
· IP & enforcement.

· Brand communication; 
· Customer experience; 
· Brand alignment.   
Core aspects of GI product brand development


 

Developing brand awareness of GI productsCDĐL

Enhancing perceived quality of GI products
Strengthening brand associations of GI productsCDĐL 
Fostering brand loyalty to GI products  
Stakeholders in GI Brand Development


GI product enterprises
Collective organization of producers and businesses
Local government authorities and specialized agencies
Stakeholder Involvement in GI Brand Development
Direct factors affecting GI brand development
Figure 0.1: Proposed model for the development of GI product brands in Son La
Source: Author, adapted from Aaker (1996) and Belletti & Marescotti (2011)
Leveraging other brand assets
· GI guarantee; 
· Certifications & awards;
· Heritage & culture.

















Figure 0.1 presents the proposed research model for the development of GI product brands in Son La, while Figure 0.2 illustrates the research process of the dissertation.
Survey of GI product enterprises in Son La
Assessment of collective organizations’ support and participation in GI brand development
Assessment of local government support and participation in GI brand development
Expert consultation and survey
Overview of research works
Key aspects of product brand development
Direct factors influencing GI product brand development
Identification of factors and assessment of their importance in GI brand development
Evaluation of brand development practices of GI enterprises
Achievements
Limitations and causes
Solutions for GI product brand development
Figure 0.2: Research process of the dissertation
Source: Author’s proposal
Customer survey
Evaluation of brand awareness, perceived value, and brand loyalty of GI products















5.2. Data Collection Methods
- For secondary data, a desk research method was applied. Data were compiled from reports, research findings of specialized agencies and local authorities, and scientific articles published in domestic and international journals.
- Primary data were collected from October 2023 to October 2024. 
+ To identify the direct factors influencing GI brand development and assess their importance, the dissertation consulted and surveyed 79 experts (14 officials directly managing IP and GIs at local levels; 10 experts in trade promotion and brand development; and 55 GI product enterprises in selected localities). 
+ To evaluate the support and participation of stakeholders (collective organizations, local authorities, and enterprises) in GI brand development, surveys were conducted with 96 GI enterprises in Son La (56 coffee enterprises, 17 Yen Chau mango enterprises, and 23 Moc Chau Shan tea enterprises).
+ To assess the strength of GI brands (in terms of brand awareness, perceived quality, brand associations, and brand loyalty), 650 consumers were surveyed. The minimum sample size was calculated following Hair et al.’s formula: n= 1,962(0,5*0,5)/0,052 là 385).
5.3. Data Processing and Analysis Methods
Excel was employed to compile the data and calculate mean values and standard deviations. Descriptive statistics, synthesis, and inductive analysis were applied to evaluate: stakeholders’ perceptions of factors directly influencing GI brand development and their importance; the support and participation of local authorities and collective organizations in GI brand development in Son La; and consumers’ assessments of product quality, brand awareness, satisfaction, and loyalty to GI products of Son La.
6. Novel Contributions of the Dissertation
6.1. Theoretical Contributions
- The dissertation clarifies the customer-based approach and the conceptual scope of brand development for community-based products, particularly GI products—closely tied to producers, businesses, and the geographical origin. Given that the State is the legal owner of GIs in Vietnam, and local governments are their administrators, brand development necessarily requires the joint participation of enterprises, collective organizations, and local authorities.  
- It identifies the direct factors influencing GI brand development based on consultations with experts in GI management, branding, trade promotion, and agriculture, as well as GI enterprises. These factors serve as criteria for evaluating the support and participation of stakeholders in GI brand development.
- It establishes a GI brand development model that incorporates the participation of all stakeholder groups, grounded in brand equity evaluation and the core pillars of GI brand development.
6.2. Practical Contributions
- The dissertation measures the importance of different factors influencing GI brand development as assessed by three expert groups: intellectual property managers, trade promotion specialists, and GI enterprises.
- It analyzes the current practices of the three main stakeholder groups (enterprises, collective organizations, and local authorities) in developing GI brands in Son La, providing an objective assessment of achievements and limitations that need to be addressed to strengthen GI brands.
- It proposes practical solutions tailored to Son La for GI brand development, offering lessons applicable to other localities as well. 
7. Structure of the dissertation
In addition to the introduction and conclusion, the dissertation consists of three chapters:
Chapter 1: Theoretical and practical foundations for the development of geographical product brands 
Chapter 2: Current status of GI products and implementation of GI brand development activities in Sơn La 
Chapter 3: Solutions for the development of GI product brands in Sơn La 
Chapter 1 
THEORETICAL AND PRACTICAL FOUNDATIONS FOR THE DEVELOPMENT OF GI PRODUCT BRANDS
[bookmark: _Toc199968364][bookmark: _Toc200015304][bookmark: _Toc200016090][bookmark: _Toc200016440]1.1. Overview of GI Products 
[bookmark: _Toc199968365][bookmark: _Toc200015305][bookmark: _Toc200016091][bookmark: _Toc200016441]1.1.1. Legal Provisions on GIs in Vietnam
[bookmark: muc_6]1.1.1.1. Definition of GIs 
Article 4 of the amended Intellectual Property Law of Vietnam (2022) stipulates: “A geographical indication is a sign used to indicate the geographical origin of a product from a specific area, locality, territory, or country” (Law No. 07/2022/QH15). According to Clause 4, Article 121 of the same law, the State is the owner of GIs in Vietnam. The State grants the right to use GIs to organizations and individuals producing GI products in the corresponding locality and placing them on the market. 
1.1.1.2. Legal Provisions on GI Protection
[bookmark: _Hlk192062184]Article 79 of the Intellectual Property Law (2022) sets out two conditions for GI protection: (i) the product must originate from the geographical area corresponding to the GI, and (ii) the product must possess reputation, quality, or essential characteristics attributable to the geographical conditions of that area. 
1.1.1.3. Legal Provisions on GI Management
The State directly exercises GI management rights or delegates management authority to organizations representing all organizations and individuals granted the right to use the GI. 
In Vietnam, there is no unified nationwide legal framework governing GI management. Instead, each locality develops and operates its own regulations. Consequently, approaches vary across provinces. A key issue is that existing legal provisions primarily emphasize State management of GIs in terms of origin verification and product quality assurance, without addressing the commercial development of GI products or the building of brand equity (reputation and credibility).    
[bookmark: _Toc199968366][bookmark: _Toc200015306][bookmark: _Toc200016093][bookmark: _Toc200016443]1.1.2. Legal Provisions on GIs in Selected Countries
Each country has its own legal framework on GIs, covering registration, protection, ownership, and management.    
[bookmark: _Toc199968367][bookmark: _Toc200015307][bookmark: _Toc200016094][bookmark: _Toc200016444]1.1.3. Characteristics of GI Products 
[bookmark: _Hlk192062263]GI products are those granted legal protection as geographical indications and exhibit distinctive features compared with collective mark or certification mark products, even though all represent typical specialties of certain localities. Key characteristics of GI products include: 1) Strong association with a specific geographical name or locality; 2) Product quality is not always homogeneous; 3) Production is carried out by multiple enterprises that compete with each other; 4) The State is the legal owner, and GI management is usually performed by administrative agencies; 5) The issue of quality control in the production and distribution of products is extremely complex; 6) The majority of (GI) products are agricultural goods, whose quality is heavily dependent on weather conditions and seasonal factors.  
[bookmark: _Toc199968368][bookmark: _Toc200015308][bookmark: _Toc200016096][bookmark: _Toc200016446][bookmark: _Toc193951839]1.2. OVERVIEW OF BRAND DEVELOPMENT FOR GEOGRAPHICAL INDICATION PRODUCTS
[bookmark: _Toc199968369][bookmark: _Toc200015309][bookmark: _Toc200016097][bookmark: _Toc200016447]1.2.1. Concept and Model of Brand Building  
[bookmark: _Toc198644590][bookmark: _Toc198645115][bookmark: _Toc199930422][bookmark: _Toc199931716][bookmark: _Toc199968370][bookmark: _Toc200015310][bookmark: _Toc200016098][bookmark: _Toc200016448]1.2.1.1. Concept of Brand 
[bookmark: _Hlk192062285]Within the scope of this dissertation, the term brand is understood as “the images, impressions, reputation, and prestige of a product and enterprise in the minds of customers and the public, which can be conveyed and identified through a system of specific signs such as names, symbols, logos, icons, colors, and/or their simultaneous combination”.
Thus, a brand is not merely a set of identifiers used to distinguish a product or enterprise; more importantly and essentially, it represents the images, impressions, reputation, and credibility associated with the product and the enterprise. 
1.2.1.2. Brand Classification 
Depending on different approaches to brand building and the scope of brand application, brands can be categorized based on specific criteria (Nguyen Quoc Thinh et al., 2018). For example: Based on the level of coverage: individual brands, family brands, and collective (group) brands; Based on the primary role of the brand: master brands and sub-brands; Based on the scope of business application: product brands and corporate brands. 
1.2.1.3. Brand Levels and Models of Brand Building 
At the enterprise level, brand-building activities are oriented toward developing both product brands and corporate brands. At the level of business groups or clusters of production and business establishments, the focus is on building and developing collective brands. At the local and national levels, the objective is to establish regional and national brands, which are formed through the integration of multiple constituent elements. There is a close, organic interrelationship between corporate brands, collective brands, industry brands, and national brands. 
Regarding brand models, Nguyen Thanh Trung (2009) and Nguyen Quoc Thinh et al. (2018) suggest that several models may be applied, such as: Individual brand model: each type of product carries its own distinct brand; Family brand model: all products of an enterprise share the same brand; Multi-brand model: a combination of two or more brands applied simultaneously. The multi-brand model is particularly recommended for the development of brands for GI products, wherein GI logos or indicators are affixed to products alongside the identifiers of the production or business establishments.
[bookmark: _Toc199968371][bookmark: _Toc200015311][bookmark: _Toc200016099][bookmark: _Toc200016449]1.2.2. Concept and Characteristics of Geographical Indication Product Brands
1.2.2.1. Concept of Geographical Indication Product Brand 
[bookmark: _Hlk192062314]“A geographical indication product brand is defined as “the images, impressions, reputation, and prestige of a GI product in the minds of customers and the public, which can be conveyed and identified through a system of specific signs such as names, symbols, logos, icons, colors, and/or their simultaneous combination”. 
Thus, the brand of a GI product represents the reputation and prestige of GI-designated products as perceived, recognized, and retained in the minds of customers and the public, reflecting the simultaneous association between the reputation and prestige of the GI product and those of the production and business establishments responsible for it.. 
1.2.2.2. Characteristics of Geographical Indication Product Brands 
[bookmark: _Hlk192062393]GI product brands possess several notable characteristics: 1). They always combine the product name with the name of the geographical area; 2). They are a form of collective brand, with reputation and prestige created not by a single entity but by an entire community; 3). They coexist with the brands of individual production and business establishments; 4). They are not entirely identical to, and are often confused with, commercial indications of product origin; 5). They are non-transferable in terms of ownership rights.. 
The exploitation of GI product brands as a guarantee for the brands of individual establishments is often maximized. However, the control of GI brand exploitation activities remains challenging, with significant pressure on entities entrusted with the management or authorized use of the GI to ensure traceability and quality control of the products. 
[bookmark: _Toc199968372][bookmark: _Toc200015312][bookmark: _Toc200016100][bookmark: _Toc200016450]1.2.3. Approaches and Conditions for the Development of Geographical Indication Product Brands
1.2.3.1. Approach to Developing GI Product Brands
[bookmark: _Hlk192062433]“The development of geographical indication (GI) product brands encompasses a set of activities aimed at enhancing the strength, breadth, and impact of the brand on the perceptions and behaviors of customers and the public toward GI products. This is achieved through raising brand awareness, improving perceived quality and brand associations, ultimately fostering increased loyalty toward GI product brands”.
Accordingly, the development of GI product brands should focus on several core aspects: raising brand awareness, enhancing perceived product quality and brand value, expanding the brand’s coverage and influence through brand associations, and implementing brand protection measures, thereby strengthening customer loyalty toward the GI product brand. 
1.2.3.2. Conditions for Developing GI Product Brands 
Given the characteristics of GI products and GI product brands, brand development activities require specific enabling conditions. The stakeholders involved in developing GI product brands include not only production and business establishments and collective organizations but also necessitate the participation and support of local authorities. The participation of production and business establishments in collective organizations and/or their acquisition of the right to use the GI is a critical factor, enabling joint monitoring and compliance with regulations related to GI management. The decentralization of GI management and the delegation of responsibilities for brand development activities among stakeholders play a decisive role in the success of GI product brand development. Furthermore, the development of GI product brands should be implemented in parallel with the branding efforts of individual production and business establishments 
[bookmark: _Toc193951840][bookmark: _Toc199968373][bookmark: _Toc200015313][bookmark: _Toc200016101][bookmark: _Toc200016451]1.3. CONTENTS OF GEOGRAPHICAL INDICATION PRODUCT BRAND DEVELOPMENT
According to Aaker (1996), brand development involves strengthening brand equity through brand assets. In the context of GI products, brand development efforts should focus on the following key contents: 
[bookmark: _Toc199968374][bookmark: _Toc200015314][bookmark: _Toc200016102][bookmark: _Toc200016452]1.3.1. Developing Stakeholder and Public Awareness of GI Product Brands
Brand awareness goes beyond mere recognition; it entails a deeper understanding of brand values, identity, emotional resonance, and commitments. Keller (2003) and Aaker (1996) both emphasize that brand awareness is a crucial factor influencing consumers’ purchasing decisions, thereby enhancing brand strength. For GI products, the development of brand awareness and knowledge should focus more on activities such as: leveraging and communicating local cultural values and traditional knowledge that contribute to the distinctiveness of the product; developing distribution channels and enhancing customer experience; and utilizing the strengths of media and online sales channels to create stronger brand dissemination and improve customer reach.
[bookmark: _Toc199968375][bookmark: _Toc200015315][bookmark: _Toc200016105][bookmark: _Toc200016455]1.3.2. Maintaining Product Specificity, Enhancing Perceived Product Quality and Brand Value 
Product quality is always the core part of any brand, and it is what customers expect when recalling and accepting a brand (Aaker, 1996). It includes both functional factors and perceptual factors. Perceived quality is the quality as perceived by consumers, depending on their perception (under their conditions, state, knowledge, and many other intangible factors).
 For GI products, according to Blakeney (2022), Wang (2022), Gargi (2021), perceived quality is expressed through four main groups of factors, including: 1) Actual product performance (Flavor and physical characteristics; Distinctiveness; Quality of raw materials; Production process); 2) Actual customer experience (Customer expectations; Consumption experience; Loyalty to GI products); 3) Brand reputation (Brand recognition; Reputation of the production area; Trust in GI indicators/labels); 4) Competitor comparison (Price compared to quality; Difference from non-GI products; Comparison with other GI competitors). 
[bookmark: _Toc199968376][bookmark: _Toc200015316][bookmark: _Toc200016108][bookmark: _Toc200016458]1.3.3. Developing Brand Associations and Strengthening Brand Protection 
Brand association refers to all tools and activities that connect customers’ memory with the brand, evoke emotions toward the brand, and contribute to increasing perceived value, thereby fostering brand loyalty (Aaker, 1996). Brand associations can be built from both tangible attributes and intangible aspects. 
For GI products, brand associations summarized by Wang (2013), João (2015), Li et al. (2002) include: 1) Associations with geographical origin (Famous place names, natural conditions, production methods); 2) Associations with specific quality (Sensory quality, uniqueness, certifications); 3) Associations with reputation and tradition (Long history, customer recognition, awards and protection); 4) Associations with cultural and customary elements (Connection with local festivals and culture, traditional craft villages, products representing the nation); 5) Associations with sustainability and environmental protection (Organic farming, conservation of local ecosystems, environmentally friendly packaging). 
[bookmark: _Toc199968377][bookmark: _Toc200015317][bookmark: _Toc200016112][bookmark: _Toc200016462]1.3.4. Increasing Brand Loyalty   
Increasing brand loyalty is the process of building a strong and lasting relationship between the brand and customers. The goal of developing brand loyalty is to create a community of customers who can advocate for and promote the brand to others, thereby helping to increase sales, generate profits, and sustain the existence and growth of the brand in a competitive market.
[bookmark: _Toc193951841]According to Wang (2022), Li et al. (2002), and Dessart & Veloutsou (2021), brand loyalty for GI products is built from: 1) Product quality (Characteristic geographical origin; Traditional production process; Strict quality control); 2) Reputation of the GI product brand (Name and long history; Legal certification and protection; Achievements and awards); 3) Customer experience (Emotions and pride when using the product; Tourism and tasting experience at the production location; Customer participation in the production process); 4) Cultural value and local pride (Connection with cultural and historical heritage; Symbolic value of the product; Connection with the local community); 5) Price and accessibility of GI products (Quality aligned with price; Reasonable distribution strategy; Customer loyalty programs).
1.3.5. Leveraging Advantages from Other Brand Assets
Aaker (1996) stated that other brand assets may include proprietary intellectual property (such as trademarks, patents, or industrial designs), as well as commercial or legal advantages (such as exclusive mining rights, exclusive rights to produce/distribute products, or franchise rights). 
For GI products, the GI Certificate is an advantage that affirms the exclusive rights of stakeholders regarding origin and quality commitments. Certifications and awards for GI products and production processes (such as OCOP certification, organic production, production associated with environmental protection, etc.) are critical factors in affirming the brand’s position and strength.           
[bookmark: _Toc199968378][bookmark: _Toc200015318][bookmark: _Toc200016115][bookmark: _Toc200016465]1.4. FACTORS INFLUENCING AND EXPERIENCES IN DEVELOPING GEOGRAPHICAL INDICATION PRODUCT BRANDS 
[bookmark: _Toc193951842][bookmark: _Toc199968379][bookmark: _Toc200015319][bookmark: _Toc200016116][bookmark: _Toc200016466]1.4.1. Factors Influencing the Development of Geographical Indication Product Brands 
[bookmark: _Toc92518280][bookmark: _Toc90558494]Grazioli (2021), Mai Huong Nguyen & Delphine (2022), and Agarwal & Barone (2005) identified the main groups of factors influencing the development of GI product brands, including: 1) Factors related to national and local policies and laws (Planning and controlling production areas; Establishing regulations and compliance monitoring for GIs; Supporting stakeholders with production techniques; Controlling product quality and circulation activities; Orienting and supporting trade promotion and brand communication activities, etc.); 2) Factors related to market demand and supply conditions (Market demand and product supply capacity; Development of points of sale and brand contact points; Controlling distribution systems, preventing counterfeiting and brand infringement, etc.); 3) Factors related to production, processing, and product quality control (Collaboration among stakeholders; Supervision by collective organizations; Compliance with production processes; Government monitoring activities, etc.); 4) Factors related to business activities and control of brand infringement behaviors (Brand-building skills; Development of distribution systems; Market inspection and brand infringement prevention, etc.). 
[bookmark: _Toc193951843][bookmark: _Toc199968380][bookmark: _Toc200015320][bookmark: _Toc200016117][bookmark: _Toc200016467]1.4.2. Experiences in Developing Geographical Indication Product Brands
This dissertation studied the experience of developing GI product brands such as Kona Coffee (Hawaii, USA), Darjeeling Tea (India), Luc Ngan Lychee, Cao Phong Orange, and Buon Ma Thuot Coffee, from which several lessons were drawn for developing GI product brands in Son La, including: Strengthening linkages between stakeholders, especially the connection between GI product business entities; Local government orientation and participation play a crucial role in brand development; An important issue for GI product brands in Vietnam is controlling product quality and origin in circulation; Strengthening trade promotion and focused brand communication activities; Registering intellectual property protection for GI products abroad (under various designations such as trademarks, certification marks, or GIs) and supporting business entities to register trademark protection in Vietnam to minimize brand infringement for both individual entities and GI products in general.   


Chapter 2
CURRENT STATUS OF PRODUCTION AND IMPLEMENTATION OF BRAND DEVELOPMENT ACTIVITIES FOR GEOGRAPHICAL INDICATION PRODUCTS OF SON LA PROVINCE
[bookmark: _Toc199968383][bookmark: _Toc200015323][bookmark: _Toc200016120][bookmark: _Toc200016470]2.1. OVERVIEW OF GEOGRAPHICAL INDICATIONS IN SON LA PROVINCE
[bookmark: _Toc193951847][bookmark: _Toc199968384][bookmark: _Toc200015324][bookmark: _Toc200016121][bookmark: _Toc200016471]2.1.1. “Son La” Geographical Indication for Coffee Products
[bookmark: _Hlk192104961]The GI “Son La” for coffee products (including green coffee beans, roasted coffee beans, and ground coffee) has been protected under Decision No. 3262/QD-SHTT dated September 28, 2017, with GI Registration Certificate No. 00058 (the 58th GI of Vietnam). The managing organization of this GI is the Son La Department of Science and Technology (DOST), as stipulated in Decision No. 632/QD-UBND dated March 21, 2016. The defined geographical area of the “Son La” GI for coffee includes several communes of Thuan Chau district, Mai Son district, Sop Cop district, and Son La city.
[bookmark: _Toc193951848]Son La coffee is mainly cultivated using sustainable, environmentally friendly farming practices, and harvested primarily by hand-picking ripe cherries. The product quality specifications and cultivation procedures are detailed in the GI Registration Certificate and the GI Management Regulations.
[bookmark: _Toc199968385][bookmark: _Toc200015325][bookmark: _Toc200016123][bookmark: _Toc200016473]2.1.2. “Yen Chau” Geographical Indication for Round Mango
The GI “Yen Chau” for round mango is protected under Decision No. 2958/QD-SHTT dated November 30, 2012, by the Intellectual Property Office of Vietnam, with GI Registration Certificate No. 00034 (the 34th GI of Vietnam). Since October 2023, under Decision No. 2165/QD-UBND, the Son La Provincial People’s Committee has delegated the management authority of this GI to the People’s Committee of Yen Chau District. The defined geographical area of the “Yen Chau” mango GI includes the communes of Chieng Pan, Vieng Lan, and Sap Vat in Yen Chau District.
The product quality specifications and cultivation procedures are detailed in the GI Registration Certificate and the GI Management Regulations for “Yen Chau” mango.
[bookmark: _Toc193951849][bookmark: _Toc199968386][bookmark: _Toc200015326][bookmark: _Toc200016125][bookmark: _Toc200016475]2.1.3. “Moc Chau” Geographical Indication for Shan Tuyet Tea
The GI “Moc Chau” for Shan Tuyet tea is protected under Decision No. 1519/QD-SHTT dated August 9, 2010, with GI Registration Certificate No. 0002 (the 2nd GI of Vietnam). Shan Tuyet tea from Moc Chau has also been granted collective trademark protection in the Thai market since 2017. The geographical area for the GI covers all communes and towns of Moc Chau and Van Ho districts. 
[bookmark: _Toc199968387][bookmark: _Toc200015327][bookmark: _Toc200016127][bookmark: _Toc200016477]Moc Chau Shan Tuyet tea is cultivated mainly under safe production standards (VietGAP) and harvested primarily by hand-picking. Products under the “Moc Chau” GI include black tea, pan-fired green tea, and wok-roasted green tea with distinctive quality characteristics. 
[bookmark: _Toc193951851][bookmark: _Toc199968388][bookmark: _Toc200015328][bookmark: _Toc200016128][bookmark: _Toc200016478]2.2. CURRENT SITUATION OF GI MANAGEMENT AND PRODUCTION–BUSINESS ACTIVITIES FOR GI PRODUCTS IN SON LA PROVINCE
2.2.1. Status of Decentralization and Implementation of GI Management in Son La
2.2.1.1. Decentralization of GI Management in Son La
For the “Son La” GI for coffee and the “Moc Chau” GI for Shan Tuyet tea, the managing entity is the Son La DOST, which authorizes certain management activities to collective organizations, including the Son La Coffee Association (for the “Son La” GI) and the Moc Chau Tea Production, Processing, and Trading Association (for the “Moc Chau” GI). The management of the “Son La” and “Moc Chau” GIs involves all relevant state management agencies, district-level and commune-level People’s Committees in the defined GI areas. 
For the “Yen Chau” round mango product, the Son La Provincial People’s Committee, under Decision No. 2165/QD-UBND dated October 24, 2023, transferred GI management authority to the Yen Chau District People’s Committee (previously under Son La DOST). According to Decision No. 1323/UBND-KTHT dated June 23, 2023, GI management and brand development for “Yen Chau” mango involves not only the Yen Chau Mango Growers and Consumers Association but also the commune-level People’s Committees within the GI area, the District Division of Economy and Infrastructure, Market Surveillance Team No. 2, and the District Center for Culture and Communication. 
2.2.1.2. Implementation of GI Management in Son La
- Application of production standards for GI products. Local producers are encouraged to adopt VietGAP standards, with the aim of progressing toward GlobalGAP certification and organic production. Specifically: coffee under VietGAP standards accounts for nearly 60% of the area; “Yen Chau” mango nearly 100% (with approximately 20% under organic cultivation); and tea about 85%. 
- Monitoring and control of GI users, control activities are conducted at three levels: a) Self-monitoring by GI users; b) Internal monitoring by collective organizations (producer associations); c) Supervision by the Son La DOST regarding compliance with GI management regulations. 
[bookmark: _Toc193951852][bookmark: _Toc199968389][bookmark: _Toc200015329][bookmark: _Toc200016131][bookmark: _Toc200016481]2.2.2. Current Status of Production and Business Activities of GI Products in Son La
2.2.2.1. Production and Business Activities of Son La Coffee
The coffee cultivation area within the GI region is estimated at around 25,000 ha (by 2025), with an estimated output of over 40,000 tons of green coffee beans per year. The Son La coffee supply chain is relatively complex and still lacks stability; coffee-growing households and cooperatives often sell fresh coffee cherries immediately to collectors or processing facilities. Each year, approximately 36,000 tons of Son La Arabica coffee are exported, mainly to the EU market. Domestic consumption of Son La coffee remains quite low, accounting for only about 10% of the total GI coffee production.
2.2.2.2. Production and Business Activities of Yen Chau Mango 
The cultivation area of Yen Chau round mango is approximately 600 ha (as of December 2023), with an annual output of about 1,000 tons. Due to the very short harvesting season of Yen Chau round mango (only slightly over one month), consumption is carried out mainly through three channels: (1) growers sell their mangoes directly to traders; (2) growers sell directly through various channels to end consumers; (3) sales to processing facilities. Among these channels, sales to traders (collecting agents) account for the largest share, approximately 80% of the total production of Yen Chau round mango. 
2.2.2.3. Production and Business Activities of Moc Chau Tea
The certified tea cultivation area within the GI region covers approximately 800 ha. With an average yield of about 11 tons/ha, the processed tea output carrying the GI is just over 10,000 tons. Currently, more than 90% of Moc Chau Shan Tuyet tea is exported to major markets such as Taiwan, Pakistan, Afghanistan, and Japan, with about 10,000 tons of raw tea exported annually. However, these exports do not carry Vietnamese enterprise trademarks and do not display GI indicators. This represents a significant disadvantage for Son La’s GI products. In the domestic market, Moc Chau Shan Tuyet tea products are rarely found in commercial centers or supermarkets. 
[bookmark: _Toc193951853][bookmark: _Toc199968390][bookmark: _Toc200015330][bookmark: _Toc200016135][bookmark: _Toc200016485]2.2.3. Factors Affecting the Development of GI Product Brands in General and in Son La
To better understand the factors influencing the development of GI product brands in Vietnam in general, serving as a basis for analyzing their impact and establishing criteria for evaluating the participation of stakeholders in the development of GI product brands in Son La, the dissertation conducted consultations and surveys with three groups of experts: 14 intellectual property experts directly managing GIs, 10 trade promotion and brand development specialists, and 55 owners of GI product production facilities in various localities. The results are presented in Table 2.1.
Table 2.1: Survey Results of Experts on Factors Influencing the Development of Geographical Indication Product Brands
	No.
	Factors influencing:
	Experts’ assessment

	
	
	IP
	TTP
	PE

	
	
	Mean
	
	Mean
	
	Mean
	

	  I. Perceived Quality of GI Products  

	1
	Planning and control of cultivation areas
	4,21
	0,45
	4,56
	0,42
	4,12
	0,82

	2
	Control of cultivation processes (VietGAP, GlobalGAP) and product harvesting
	4,12
	0,62
	4,56
	0,42
	4,12
	0,82

	3
	Self-monitoring of quality and maintaining the distinctiveness of products at the production/business facility 
	4,65
	0,56
	4,56
	0,42
	4,12
	0,76

	4
	Quality control of products during distribution and sales
	4,56
	0,56
	4,65
	0,44
	4,36
	0,82

	5
	Cultivation techniques and post-harvest processing
	4,44
	0,54
	4,44
	0,46
	4,56
	0,56

	   II. Brand Awareness of GI Products 

	6
	Government support for product introduction and communication of GI product brands  
	4,12
	0,62
	4,65
	0,44
	4,12
	0,72

	7
	Government and associations’ support for business skills and brand development 
	4,12
	0,56
	4,56
	0,42
	4,23
	0,81

	8
	Support in finding market outlets through supermarkets and processing enterprises
	4,44
	0,54
	4,65
	0,44
	4,23
	0,72

	9
	Attractive packaging design, clear and impressive logo and brand name
	4,44
	0,62
	4,65
	0,44
	4,12
	0,72

	10
	Participation in fairs, exhibitions, product displays, and introductions 
	3,85
	0,92
	4,44
	0,46
	3,78
	0,86

	11
	Strong linkage between the brand of the production/business facility and the GI brand 
	4,56
	0,64
	4,72
	0,48
	3,56
	0,91

	12
	Advertising products/brands on digital platforms (Zalo, Facebook, TikTok, etc.)
	4,21
	0,64
	4,64
	0,46
	4,12
	0,72

	   III. Brand Associations of GI Products 

	13
	Linkages among production/business facilities within the GI area 
	4,44
	0,56
	4,44
	0,46
	4,23
	0,74

	14
	Consistent assurance of product quality in compliance with regulations and commitments of the facility
	4,44
	0,56
	4,12
	0,56
	4,32
	0,82

	15
	Implementation of safe production practices, avoiding harmful and prohibited substances
	4,44
	0,56
	4,44
	0,46
	4,56
	0,56

	16
	Providing customer experiences through tourism and brand touchpoints
	4,12
	0,65
	4,56
	0,62
	4,21
	0,79

	17
	Connecting the GI brand with traditional cultural values
	4,21
	0,64
	4,72
	0,48
	4,12
	0,68

	  IV. Customer loyalty

	18
	Handling cases of trade fraud (poor-quality products, mixing products from outside the GI area, etc.)
	4,12
	0,71
	4,54
	0,42
	4,44
	0,72

	19
	Prohibiting production facilities from fraudulent use of the GI logo
	4,36
	0,65
	4,32
	0,56
	4,36
	0,72

	20
	Self-monitoring and detection of fraud by production/business facilities and collective organizations
	4,56
	0,56
	4,65
	0,48
	4,21
	0,72

	21
	Organizing effective product distribution channels (agents, retail outlets)
	4,44
	0,54
	4,65
	0,48
	4,21
	0,69

	22
	Selling through Shopee, Lazada, Alibaba, and other e-commerce platforms
	3,95
	0,62
	4,65
	0,62
	4,12
	0,69


Note: 			                              Source: Author’s survey 
IP: Intellectual Property experts	TTP: Trade Promotion and Brand Development experts 
PE: Producers owners of GI products	 Mean: Average value	: Standard deviation
According to local intellectual property (IP) managers (most of whom are directly responsible for managing geographical indications), factors related to the management of the production process, product quality, and the development of distribution channels are considered highly important, while activities related to trade promotion are rated lower. For trade promotion and brand development experts, the importance of the factors is evaluated as relatively similar, with very low variation. For production/business facilities directly producing GI products, factors related to production processes and handling of commercial fraud are rated highly, whereas factors associated with trade promotion, brand communication, and linkages among facilities receive lower evaluations.  
[bookmark: _Toc199968391][bookmark: _Toc200015331][bookmark: _Toc200016137][bookmark: _Toc200016487]2.3. CURRENT SITUATION OF BRAND DEVELOPMENT ACTIVITIES FOR GEOGRAPHICAL INDICATION PRODUCTS IN SON LA PROVINCE
[bookmark: _Toc193951855][bookmark: _Toc199968392][bookmark: _Toc200015332][bookmark: _Toc200016138][bookmark: _Toc200016488]2.3.1. Current Status of Brand Development Activities by Production Facilities
2.3.1.1. Current Awareness of the Need for Brand Development and Implementation of Activities to Enhance Perceived Quality of GI Products 
[bookmark: _Toc200016139][bookmark: _Toc200016489]Survey results (Table 2.2) from 96 production/business facilities of GI products in Son La (56 coffee facilities, 17 mango facilities, and 23 tea facilities) show that only about 33% of the facilities have registered to use the GI. About 27.1% reported that they have no demand for GI use. The proportion of facilities registering their own trademarks is also relatively low (only 26%), with 30.4% for Son La coffee facilities, 17.6% for Yen Chau mango, and 21.7% for Moc Chau Shan Tuyet tea. Only 24% of the surveyed facilities reported participation in collective organizations (out of the 96 surveyed facilities).
Table 2.2: Rate of Participation in Collective Organizations and Registration for GI Use among Production Facilities of GI Products 
	No.
	Content
	Coffee 
(56 facilities)
	Round mango 
(17 facilities)
	Shan Tea 
(23 facilities)
	Total
(96 facilities)

	1
	Registration for GI use:
	
	
	
	
	
	
	
	

	
	- Currently using
	16
	28,6%
	9
	52,9%
	7
	30,4%
	32
	33,3%

	
	- Will register
	24
	42,9%
	3
	17,6%
	11
	47,8%
	38
	39,6%

	
	     - No demand for use
	16
	28,6%
	5
	29,4%
	5
	21,7%
	26
	27,1%

	2
	Participation in Collective Organizations (Associations):
	
	
	
	
	
	
	
	

	
	     - Currently participating
	11
	19,6%
	7
	41,2%
	5
	21,7%
	23
	24,0%

	
	     - Previously participated
	4
	7,1%
	0
	0,0%
	1
	4,3%
	5
	5,2%

	
	- Will participate
	25
	44,6%
	4
	23,5%
	4
	17,4%
	33
	34,4%

	
	     - No demand for participation
	16
	28,6%
	6
	35,3%
	13
	56,5%
	35
	36,5%

	3
	Trademark Registration: 
	
	
	
	
	
	
	
	

	
	    - Already registered
	17
	30,4%
	3
	17,6%
	5
	21,7%
	25
	26,0%

	
	    - Will register
	28
	50,0%
	7
	41,2%
	12
	52,2%
	47
	49,0%

	
	    - No demand for registration
	11
	19,6%
	7
	41,2%
	6
	26,1%
	24
	25,0%


Source: Author’s survey 
Table 2.3 describes the evaluation by production facilities of key activities aimed at improving perceived product quality and brand value of GI products currently being implemented at these facilities. 
[bookmark: _Hlk192145440]Table 3.3: Current Implementation of Activities to Enhance the Perceived Quality of GI Products
	[bookmark: _Hlk192145424]No.
	Content
	Coffee             
	Mango                 
	Tea 

	
	
	Mean
	
	Mean
	
	Mean
	

	1
	Implementation of cultivation according to safety standards (VietGAP, GlobalGAP, Organic)
	3,24
	0,71
	3,12
	0,32
	3,00
	0,78

	2
	Use of plant protection products within the permitted list
	3,48
	0,62
	3,12
	0,32
	3,30
	0,55

	3
	Regular product quality control in compliance with procedures and guidance from regulatory agencies
	3,95
	0,71
	3,12
	0,32
	3,43
	0,65

	4
	Screening and classification of products before market distribution
	4,71
	0,62
	3,12
	0,32
	3,74
	0,53

	5
	Collaboration with Other Facilities in the GI area to share experiences, monitor each other, and jointly comply with government procedures and regulations
	3,10
	0,67
	2,88
	0,76
	2,61
	0,64


The questionnaire used a 5-point Likert scale, where 1 = Strongly Disagree and 5 = Strongly Agree.
Source: Author’s survey
2.3.1.2. Analysis of Brand Communication and Touchpoint Development 
The proactivity of production/business facilities in communicating GI product brands remains relatively low and inconsistent. Communication efforts are mainly focused on the individual brands of the facilities rather than effectively connecting to and leveraging GI indicators. Survey results show that most facilities rely on traditional communication channels such as at point-of-sale, trade fairs/exhibitions, and word-of-mouth, while digital media (Zalo, Facebook, TikTok, and e-commerce platforms) are less frequently used. Only 35 out of 56 coffee facilities (approximately 62.5%) use advertising on online newspapers, electronic magazines, social media, or e-commerce platforms; 14 mango facilities (approximately 82.3%) and 14 tea facilities (approximately 60.8%) reported using these channels
However, 15 out of 56 coffee facilities (26.8%), 5 out of 17 mango facilities (29.4%), and 2 out of 23 tea facilities (8.7%) stated that they do not see the need to conduct brand communication activities. 
Table 2.4: Current Implementation of Brand Communication Activities for GI Products by Production Facilities 
	[bookmark: _Hlk192136390]No.
	Content
	Coffee  
	Mango      
	Shan tea 

	
	
	Mean
	
	Mean
	
	Mean
	

	1
	The product packaging displays the name and/or the brand of the producer
	3,59
	0,77
	3,18
	0,62
	2,91
	0,50

	2
	The product packaging bears the GI logo (Yen Chau mango, Moc Chau Shan Tuyet tea, or Son La coffee)
	3,21
	0,65
	3,00
	0,34
	3,00
	0,42

	3
	The product or brand is introduced at trade fairs or product display points within Son La province
	3,00
	0,53
	3,18
	0,62
	3,30
	0,46

	4
	Producers participate in product or brand promotion events at centralized display points in major cities outside Son La organized by local authorities or associations
	3,11
	0,70
	3,00
	0,49
	2,91
	0,65

	5
	Producers self-participate in trade fairs and product display events at festivals or other events within and outside Son La province
	2,91
	0,63
	2,82
	0,51
	2,70
	0,55

	6
	Products are advertised and sold on Facebook
	2,71
	0,52
	3,00
	0,34
	2,70
	0,55

	7
	Products are advertised and sold on Zalo
	2,71
	0,52
	3,00
	0,49
	2,61
	0,64

	8
	Products are advertised and sold on TikTok
	2,71
	0,52
	3,00
	0,49
	2,70
	0,62

	9
	Products are sold on e-commerce platforms such as Shopee, Lazada, or Alibaba
	2,71
	0,52
	3,00
	0,49
	2,78
	0,59


Respondents rated each activity on a 5-point Likert scale (1 = Strongly Disagree, 5 = Strongly Agree).  
Source: Author’s survey
This clearly reflects a limitation in the brand communication efforts of production and business facilities for GI products in Son La. The use of GI indicators and their display on product packaging or in communication activities is considered an advantage, serving as an important guarantee that facilitates market access and attracts customer attention. 
[bookmark: _Toc193951856][bookmark: _Toc199968393][bookmark: _Toc200015333][bookmark: _Toc200016146][bookmark: _Toc200016496]2.3.2. Current Status of Awareness and Implementation of Brand Development Activities by Collective Organizations Representing the Interests of GI Product Production and Business Establishments
[bookmark: _Hlk190281272]Table 2.5: Current Status of Participation and Support by Collective Organizations in the Management and Development of GI Product Brands
	[bookmark: _Hlk192342616]No.
	Content
	Coffee    
	Mango       
	Shan tea 

	
	
	Mean
	
	Mean
	
	Mean
	

	1
	Participation in controlling production areas and traceability codes
	2,90
	0,62
	2,88
	0,32
	2,61
	0,64

	2
	Participation in quality control at production areas
	2,90
	0,62
	2,88
	0,32
	2,61
	0,64

	3
	Participation in quality control during distribution
	2,90
	0,62
	2,82
	0,62
	2,61
	0,64

	4
	Detection and handling of commercial fraud (e.g., low-quality products, mixing products from outside the GI area)
	2,76
	0,71
	2,41
	0,69
	2,61
	0,64

	5
	Technical advice and support for cultivation practices
	2,95
	0,67
	2,88
	0,32
	2,83
	0,56

	6
	Advice and support for packaging and brand design 
	3,05
	0,62
	3,00
	0,49
	3,00
	0,51

	7
	Advice and support for business skills
	3,00
	0,62
	3,00
	0,59
	3,00
	0,51

	8
	Advice and support for brand building
	2,95
	0,71
	3,00
	0,49
	3,00
	0,51

	9
	Advice and support for product and brand promotion
	2,95
	0,71
	3,00
	0,59
	3,00
	0,51

	10
	Support in finding market outlets for GI products  
	2,80
	0,40
	2,88
	0,47
	2,70
	0,55

	11
	Advice and support for participation in fairs and exhibitions
	2,76
	0,67
	2,71
	0,67
	2,83
	0,48

	12
	Advice and support for advertising skills on Zalo, Facebook, TikTok
	2,95
	0,67
	2,71
	0,67
	2,78
	0,51

	13
	Advice and support for sales skills on e-commerce platforms (Ebay, Alibaba, Shopee, Lazada, Sendo, etc.)
	2,95
	0,67
	2,71
	0,67
	2,83
	0,48


Respondents rated each activity on a 5-point Likert scale (1 = Strongly Disagree, 5 = Strongly Agree).
Source: Author’s own survey of 96 establishments (N₂) 
Survey results (Table 2.5) on the participation and support of collective organizations in brand development activities for GI products reveal that these organizations still face significant limitations in engaging in brand development activities, particularly in counterfeit detection and enforcement, cultivation area control, and quality control in both production and distribution. 
Thus, the assessment of GI product business establishments indicates that the participation and support of collective organizations in brand development activities remain at an average or below-average level on the 5-point Likert scale. This reflects the relatively weak role of collective organizations in brand development for GI products in Son La. As of June 2024, the Son La Coffee Association has only 11 members (accounting for 19.6% of surveyed establishments), the Moc Chau Tea Production, Processing, and Trading Association has 5 members (21.7%), and the Yen Chau Mango Growing and Consumption Association has 3 members (17.6%). This implies that a large proportion of business establishments do not participate in collective organizations. 
[bookmark: _Toc193951857][bookmark: _Toc199968394][bookmark: _Toc200015334][bookmark: _Toc200016150][bookmark: _Toc200016500]2.3.3. Current Perceptions and Support of Local Authorities for the Development of GI Product Brands in Son La
The Son La provincial government has issued several decisions related to the development of agricultural product brands, particularly key GI products. For example, Decision No. 1013/QD-UBND dated May 7, 2018, promulgated the “Project on the Development and Promotion of Agricultural Product Brands in Son La Province for the Period 2018–2021.” Similarly, Decision No. 1078/QD-UBND dated May 13, 2019, issued a “Plan for the Development of Key Product Brands in Son La Province in 2019.” 
Between 2022 and 2024, the local government organized 20 training sessions on brand building, business development, and intellectual property to enhance the capacity of business establishments. However, these training sessions have not attracted wide participation due to being held mainly in urban centers and having relatively short durations. Survey results (Table 2.6) on the level of support from local authorities for the development of GI product brands show rather low levels, particularly in activities such as combating trade fraud and controlling product quality in cultivation and distribution. 
[bookmark: _Hlk190281309]Table 2.6: Current Level of Local Government Support for the Development of GI Product Brands
	[bookmark: _Hlk192345467]No.
	Content 
	Coffee            
	Mango                 
	Shan tea 

	
	
	Mean
	
	Mean
	
	Mean
	

	1
	Planning and control of production areas
	3,05
	0,52
	2,88
	0,47
	2,61
	0,57

	2
	Quality control at production areas
	3,00
	0,62
	2,82
	0,51
	2,61
	0,57

	3
	Quality control during distribution and sales
	2,86
	0,71
	2,82
	0,71
	2,61
	0,57

	4
	Handling cases of commercial fraud (e.g., substandard products, mixing products from other regions)
	2,76
	0,71
	2,71
	0,57
	2,39
	0,49

	5
	Support for cultivation techniques
	3,14
	0,67
	3,00
	0,49
	2,70
	0,55

	6
	Packaging and brand design
	3,05
	0,62
	3,29
	0,46
	3,00
	0,51

	7
	Business skills 
	2,95
	0,67
	3,29
	0,46
	3,09
	0,41

	8
	Brand building 
	2,95
	0,67
	3,29
	0,46
	3,04
	0,36

	9
	Product promotion and branding
	2,95
	0,67
	3,29
	0,57
	3,09
	0,41

	10
	Market access for GI products  
	2,95
	0,67
	2,88
	0,58
	2,78
	0,51

	11
	Participation in fairs and exhibitions
	3,05
	0,61
	3,00
	0,49
	2,78
	0,51

	12
	Advertising skills on Zalo, Facebook, TikTok 
	2,86
	0,65
	2,82
	0,51
	2,70
	0,55

	13
	Sales skills on e-commerce platforms (Alibaba, Shopee, Lazada, Sendo, etc.)
	2,86
	0,65
	2,82
	0,51
	2,70
	0,55


Respondents rated each activity on a 5-point Likert scale (1 = Strongly Disagree, 5 = Strongly Agree).        Source: Author’s survey
It can be observed that although the local authorities have implemented a number of activities to support and directly participate in certain brand development initiatives for GI products, according to the assessments of production and business establishments, these activities still exhibit considerable limitations, particularly in terms of long-term strategic orientation. 
[bookmark: _Toc199968395][bookmark: _Toc200015335][bookmark: _Toc200016154][bookmark: _Toc200016504]2.4. PUBLIC ASSESSMENT OF THE BRANDS OF SON LA’S GI PRODUCTS
To objectively evaluate brand strength through the dimensions of brand awareness, perceived quality, brand associations, and brand loyalty, the dissertation conducted a survey of 650 customers/public respondents across 14 provinces and cities. The number of responses collected from each locality is as follows: Hanoi (158), Son La (45), Quang Ninh (44), Hai Duong (80), Ho Chi Minh City (52), Da Nang (56), Nghe An (38), Ha Tinh (88), Thanh Hoa (17), Hung Yen (38), Ha Nam (23), Hoa Binh (27), Thai Binh (22), and Quang Nam (7).
[bookmark: _Toc199968397][bookmark: _Toc200015337][bookmark: _Toc200016156][bookmark: _Toc200016506]2.4.1. Public Awareness of the Brands of Son La’s GI Products  
The survey results from 650 customers/public respondents reveal that as many as 246 individuals (accounting for 37.8%) were completely unaware of any GI products from Son La. This indicates that brand communication activities regarding these GI products remain significantly limited. The majority of the public became aware of Son La’s GI products primarily through tourism in Son La (367 responses for all three products combined), through direct contact with products or introductions at centralized sales points (611 responses), and through recommendations from relatives (384 responses). Digital media channels are still relatively underutilized and less recognized. 
The levels of brand awareness of GI products, categorized by awareness stages, are presented in Table 2.7 (each respondent selected only one option out of the four listed). The “aided awareness” level accounted for the highest proportion for all three GI products. 
Table 2.7: Public Awareness of the Brands of Son La’s GI Products
	No.
	Content
	Coffee
	Mango
	Shan tea

	
	
	N
	%
	N
	%
	N
	%

	Number of respondents aware of Son La’s GI products
	186
	138
	346

	1
	Top-of-mind awareness when there is a need to use this type of product
	17
	9,1
	9
	6,5
	48
	13,9

	2
	Always considered when there is a need to use this type of product
	42
	22,6
	22
	15,9
	67
	19,4

	3
	Considered together with other GI products when there is a need to use this type of product
	34
	18,3
	19
	13,8
	72
	20,8

	4
	Considered only when prompted through information channels
	93
	50,0
	88
	63,8
	159
	46,0


N = Number of respondents; % = Percentage
Percentage calculated based on the number of respondents aware of the GI products  	      Source: Author’s survey
Table 2.8 provides a clearer assessment of customers’/the public’s evaluation of the role of GI indications in product awareness and choice.
Table 2.8: Evaluation of the Role of GI Indications in Public Awareness and Product Choice
	Evaluation criteria
	Coffee
	Mango 
	Shan tea

	
	Mean
	
	Mean
	
	Mean
	

	GI indications as a guarantee of product quality 
	2,3
	0,6
	1,9
	0,7
	2,2
	0,6

	GI-certified products provide information on product advantages 
	2,2
	0,6
	2,0
	0,6
	2,1
	0,6

	GI-certified products ensure product reliability and origin 
	2,3
	0,6
	2,0
	0,6
	2,0
	0,7

	GI-certified products ensure safety and hygiene
	2,3
	0,6
	2,0
	0,6
	2,2
	0,6


1 – Disagree, 2 – Neutral, 3 – Agree					         Source: Author’s survey
[bookmark: _Toc199968400][bookmark: _Toc200015340][bookmark: _Toc200016163][bookmark: _Toc200016513]2.4.2. Perceived Quality and Brand Associations of Son La’s GI Products 
The survey results (Table 2.9) present customers’ evaluations of the perceived quality of Son La’s GI products.
[bookmark: _Hlk190281357]Table 2.9: Evaluation of the Perceived Quality of Son La’s GI Products
	No.
	Content
	Coffee             
	Mango                 
	Shan tea

	
	
	Mean
	
	Mean
	
	Mean
	

	Number of respondents aware of the product
	186
	138
	346

	Number of respondents who have experienced the product
	101
	121
	285

	1
	The product has a distinctive taste and aroma
	2,36
	0,68
	2,25
	0,71
	2,25
	0,71

	2
	Perceived superiority in quality compared to similar products
	2,10
	0,70
	2,25
	0,62
	2,25
	0,71

	3
	Perceived safety and hygiene
	2,05
	0,62
	2,31
	0,71
	2,25
	0,62

	4
	Price is appropriate relative to quality
	2,01
	0,67
	2,12
	0,71
	2,25
	0,71

	5
	The product experience is truly impressive
	2,20
	0,62
	2,35
	0,65
	2,48
	0,67


1 – Disagree, 2 – Neutral, 3 – Agree		             				  Source: Author’s survey
Regarding the perceived quality of the GI products, the evaluation criteria show relatively similar results, ranging from a minimum of 2.01 to a maximum of 2.48 (on a 3-point scale), indicating that all criteria are above the average level. This suggests that the public’s perception of the quality of GI products is moderate, with no criterion achieving a notably high level that clearly reflects the distinctiveness of the products. Concerning brand associations, Table 2.10 shows that although customers who have experienced the products evaluated aspects such as taste, superior quality, and safety above average (greater than 2), they rated the attractiveness of packaging and packaging presentation, as well as the clarity of brand display on the packaging, relatively low—particularly for the two products, Yen Chau Mango and Moc Chau Shan Tuyet Tea. 
Table 2.10: Evaluation of Brand Associations of Son La’s GI Products
	No.
	Content
	Coffee             
	Mango                 
	Shan tea

	
	
	Mean
	
	Mean
	
	Mean
	

	Number of respondents aware of the product
	186
	138
	346

	Number of respondents who have experienced the product
	101
	121
	285

	1
	Product origin is clear and associated with a widely recognized geographical location
	2,16
	0,72
	2,16
	0,62
	2,21
	0,62

	2
	Attractive packaging and careful presentation
	2,06
	0,71
	1,88
	0,81
	1,96
	0,71

	3
	Clear brand display on the packaging
	1,96
	0,70
	1,86
	0,67
	1,98
	0,70

	4
	GI indications create strong trust
	2,31
	0,65
	2,52
	0,65
	2,51
	0,65

	5
	Easy to purchase or experience the product
	2,11
	0,76
	2,11
	0,71
	1,88
	0,82

	6
	Fast delivery and correct product type
	2,08
	0,77
	2,08
	0,72
	1,99
	0,72

	7
	Sellers are attentive and respectful to customers
	2,06
	0,72
	2,16
	0,76
	2,12
	0,76

	8
	Safe production process with unique know-how
	2,31
	0,62
	2,21
	0,71
	2,62
	0,65

	9
	Product is associated with local traditional cultural values
	2,42
	0,61
	2,52
	0,65
	2,62
	0,62

	10
	Terroir and climate factors contribute to the product’s distinct quality
	2,50
	0,65
	2,61
	0,62
	2,62
	0,61


1 – Disagree, 2 – Neutral, 3 – Agree				           	         Source: Author’s survey
Among these criteria, production process factors, traditional cultural values associated with the product, and terroir/climate factors are most strongly associated with high ratings, ranging from 2.31 to 2.62. To develop the brand and enhance the credibility of GI products, these aspects should be prioritized and improved. 
[bookmark: _Toc199968404][bookmark: _Toc200015344][bookmark: _Toc200016167][bookmark: _Toc200016517]2.4.3. Customer Loyalty toward the Brands of Son La’s GI Products
To evaluate customer loyalty toward the brands of Son La’s GI products, the dissertation did not have the means to measure actual repeat purchases. Instead, loyalty was assessed attitudinally, focusing on customers’ willingness to repurchase and to recommend the GI product brands to others. The survey results (Table 2.11) indicate that coffee received higher satisfaction ratings compared to the other two GI products (tea and mango), serving as an intermediary measure to assess brand loyalty.
Table 2.11: Customer Satisfaction and Loyalty toward the Brands of Son La’s GI Products
	No.
	
Content
	Coffee 
(101*)
	Mango           
(121*)
	Shan tea 
(285*)

	
	
	Mean
	
	Mean
	
	Mean
	

	1
	I feel that these GI products meet my needs and consumption habits
	2,25
	0,62
	2,16
	0,65
	2,34
	0,65

	2
	I like Son La’s GI products
	1,96
	0,71
	1,88
	0,72
	2,12
	0,62

	3
	These products always provide me with a sense of enjoyment when using them 
	2,12
	0,65
	2,05
	0,65
	2,25
	0,62

	4
	Son La’s GI products increase my confidence when selecting this type of product
	2,35
	0,62
	2,05
	0,62
	2,32
	0,65

	5
	I will not purchase other products if Son La’s GI products are available at the point of sale
	2,24
	0,62
	1,88
	0,71
	1,98
	0,71

	6
	Son La’s GI products will be my first choice when I need this type of product
	2,06
	0,72
	1,88
	0,76
	2,05
	0,68


Note: * Number of respondents who have experienced the products;   1 – Disagree, 2 – Neutral, 3 – Agree  	           Source: Author’s survey 
Customer loyalty toward GI product brands was also assessed through their intention to repurchase and recommend the GI products and their brands to others. Detailed results are presented in Table 2.12. The repurchase intention rate among respondents who have experienced the products is highest for Son La Coffee (74.3%), followed by Yen Chau Mango (70.2%), and lowest for Moc Chau Shan Tuyet Tea (54.7%).
Table 2.12: Customer Loyalty Measured by Repurchase Intention and Willingness to Recommend Son La’s GI Products
	Content
	Coffee (101*)
	Mango (121*)
	Shan tea (285*)

	
	N
	%
	N
	%
	N
	%

	Will continue to consume GI products
	75
	74,3%
	85
	70,2%
	156
	54,7%

	Will not continue to consume GI products
	26
	25,7%
	36
	29,7%
	129
	45,3%

	Intends to recommend the brand to others
	82
	81,2%
	104
	85,9%
	143
	50,2%

	Does not intend to recommend the brand to others
	19
	18,8%
	17
	14,1%
	142
	49,8%


Percentages are calculated based on the number of respondents who have experienced the GI products
Source: Author’s survey
[bookmark: _Toc199968406][bookmark: _Toc200015346][bookmark: _Toc200016173][bookmark: _Toc200016523]The survey results also indicate that although customers perceive the practical quality of the products positively, limitations in product supply and rapid recognition of GI products lead to certain constraints in perceived brand value, resulting in moderate loyalty toward the products and their brands.    
[bookmark: _Toc199968407][bookmark: _Toc200015347][bookmark: _Toc200016174][bookmark: _Toc200016524]2.5. OVERALL ASSESSMENT OF THE IMPLEMENTATION OF BRAND DEVELOPMENT ACTIVITIES FOR SON LA’S GI PRODUCTS
2.5.1. Achievements
- Local authorities have developed a comprehensive understanding of the role and necessity of developing brands for key agricultural products in general, including community products, particularly GI-protected products of the region. 
- Implementation of trade promotion activities and brand communication (e.g., festivals), as well as organization and participation in numerous programs and supply–demand connection conferences, to introduce and promote GI products and their brands. 
- Planning and allocation of cultivation areas with traceability codes (for extensive coffee and tea plantations) and effective control of production processes and product quality. 
- Participation of collective organizations and production/business establishments in product quality control and brand communication activities has been emphasized, with increased focus on digital media, e-commerce platforms, and market development efforts. 
- Overall, the results indicate that customers have become more aware of GI products and a considerable proportion of them have demonstrated loyalty toward Son La’s GI product brands. 
[bookmark: _Toc199968408][bookmark: _Toc200015348][bookmark: _Toc200016175][bookmark: _Toc200016525]2.5.2. Limitations and Causes of the Limitations
- Lack of strategic orientation for the development of GI product brands. 
The development of GI product brands in Son La remains event-driven, lacking long-term strategic direction, and there is no clearly identified entity responsible for direct brand management. 
Main causes: Lack of coordination and clear delineation of functions in brand management; absence of a central body responsible for establishing strategic orientation and implementing brand management activities for GI products. 
- Inadequate control of product origin and quality during production and distribution.  
Main causes: Management mechanisms for GI products and the delegation of authority are not sufficiently stringent, limiting optimal resource mobilization; GI management regulations do not specify the responsibilities of agencies such as Market Management or the Department of Agricultural Product Quality Control; the role of collective organizations remains limited; linkages between GI production and business establishments are weak. 
- Brand communication activities for GI products are inconsistent, unsynchronized, and lack control over the use of GI indications.
Main causes: GI management regulations do not mandate the use of the GI logo on product packaging or in communication activities; compliance control in the use of GI indications is weak; guidance and promotion of proper GI indication usage are poorly organized.
- Limited implementation skills and proactivity of production and business establishments in trade promotion and brand communication for GI products. 
Main causes: Government support is irregular and inconsistent; many business establishments pay little attention to brand development; exported products often lack opportunities to carry the brand of the producing establishment. 
- Brand protection activities for GI products are insufficiently prioritized both domestically and internationally. 
[bookmark: _Toc199968409][bookmark: _Toc200015349][bookmark: _Toc200016176][bookmark: _Toc200016526]Main causes: Limitations in delegated authority for GI management, particularly for collective organizations; slow implementation of support for businesses in registering intellectual property protection abroad; limited involvement of local authorities in addressing commercial fraud and violations related to GI products. 
Chapter 3:
SOLUTIONS FOR BRAND DEVELOPMENT OF SON LA’S GI PRODUCTS

[bookmark: _Toc199968411][bookmark: _Toc200015351][bookmark: _Toc200016178][bookmark: _Toc200016528]3.1. CONSUMPTION TRENDS AND BRAND DEVELOPMENT ORIENTATION FOR COMMUNITY PRODUCTS IN GENERAL AND GI PRODUCTS IN PARTICULAR 
[bookmark: _Toc199968412][bookmark: _Toc200015352][bookmark: _Toc200016179][bookmark: _Toc200016529]3.1.1. Consumption trends of community products 
-  Responsible consumption is expanding in many countries around the world, including Vietnam. For GI products, issues related to intellectual property and traditional knowledge are actively leveraged to provide customers with unique experiences based on the products’ distinctiveness.
- The distinctiveness of GI products is highly valued by developed countries and consumers worldwide. Therefore, the most important factor in maintaining the reputation and credibility of GI products is differentiation in quality, which creates opportunities for greater economic value for production communities. 
- The production and consumption of safe agricultural products are not only a trend but also a mandatory requirement in most countries, particularly developed nations. 
[bookmark: _Toc199968413][bookmark: _Toc200015353][bookmark: _Toc200016180][bookmark: _Toc200016530]3.1.2. Orientation for the development of agricultural brands in general and GI products in particular
- Prime Ministerial Decision No. 194/QD-TTg dated 09/02/2021 on “Approval of the project for innovating agricultural consumption business methods in the period 2021–2025 with orientation toward 2030,” emphasizes: “…building agricultural brands, gradually expanding domestic and international markets” and “improving mechanisms and policies to encourage research and development of agricultural brands”. 
- Prime Ministerial Decision No. 1748/QD-TTg dated 30/12/2023 on “Approval of the strategy for crop production development to 2030 with a vision toward 2050,” stresses: “Strengthening the construction and development of agricultural brands and geographical indications”.
- Most recently, according to Submission No. 7263/BNN-CCPT dated 26/09/2024 from the Ministry of Agriculture and Rural Development regarding the proposal to develop a “Decree on the construction and development of Vietnamese agricultural product brands,” the construction and development of agricultural brands should address three layers of product value simultaneously: physical value, emotional value, and trust value.
[bookmark: _Toc199968414][bookmark: _Toc200015354][bookmark: _Toc200016181][bookmark: _Toc200016531]3.1.3. Orientation for the construction and development of Son La’s agricultural product brands in general and GI products in particular
Son La province has issued multiple policies to support stakeholders in agricultural economic development in general and the construction and development of GI product brands in particular. For example: the 15th Provincial Party Congress Resolution emphasizes “…building, promoting, and consuming agricultural product brands”; Decision No. 1013/2018/QĐ-UBND “Issuing a project for the development and promotion of the province’s agricultural product brands for the 2018–2021 period”; Decision No. 1078/2019/QĐ-UBND “Issuing the plan for building and developing the province’s key product brands in 2019”…
[bookmark: _Toc199968415][bookmark: _Toc200015355][bookmark: _Toc200016182][bookmark: _Toc200016532]These documents highlight the importance of brand construction and development for key agricultural products, including GI products. Responsibilities are assigned to relevant authorities and local governments to guide and support stakeholders in brand development for community products (including GI products) and in registering trademarks and GI indications in various market areas.
[bookmark: _Toc199968416][bookmark: _Toc200015356][bookmark: _Toc200016183][bookmark: _Toc200016533]3.2. SOLUTIONS FOR BRAND DEVELOPMENT OF SON LA’S GI PRODUCTS
3.2.1. Strategic Planning for the Development of Son La’s GI Product Brands 
Invest in the development and implementation of a strategic project for the brand development of GI products, focusing on two GI products in the province’s key product group: coffee and tea. Some key components of this project are presented in Table 3.1.

Table 3.1: Key Components of the Strategic Brand Development Project for Coffee and Tea
	Criteria
	Description

	Project Objectives
	1). Enhance the capacity of production and business establishments and collective organizations in building and developing brands for two GI products: Son La Coffee and Moc Chau Shan Tuyet Tea.
2). Raise awareness of brand value, perceived quality, and brand associations, aiming to increase brand loyalty for GI products. 

	Lead Agency
	Department of Industry and Trade (aligned with its functions)

	Collaborating Agencies   
	- Department of Agriculture and Rural Development, Department of Science and Technology, Department of Health
- Local authorities in areas where GI products are produced
- Consulting agencies on branding, trade promotion, and intellectual property
- Selected enterprises and cooperatives directly producing GI products on a large scale in the province  

	Funding Sources
	Local budget combined with other mobilized resources

	Main Project Components
	1). Develop a production process management model to ensure product distinctiveness and implement product traceability. Improve GI management regulations by granting greater control to collective organizations and encouraging business establishments to register the use of GI indications for their products, committing to strict compliance.
2). Develop a distribution process management model to minimize commercial fraud, illegal use, and non-compliance with GI regulations.
3). Design a phased brand communication plan emphasizing product differentiation, distinctiveness, integration with tourism activities, and promotion of local community cultural values and traditional knowledge where the GI products are produced.
4). Register intellectual property protection (collective trademarks, certification marks, or GI indications) in markets with current or potential export opportunities. Encourage and propose policies supporting business establishments to register trademarks in Vietnam to minimize brand infringement and intellectual property disputes.  
5). Organize training programs to enhance production skills, business skills, and brand development capacity for business establishments to raise public awareness and perceived value of Son La’s GI products.

	Time Frame          
	2026-2030


Source: Author’s proposal
3.2.2. Enhancing Awareness and Skills in GI Product Brand Development for Production and Business Stakeholders 
3.2.2.1. Implementation of training programs to enhance awareness, business skills, and brand development capacity for business establishments 
- Stakeholders and funding sources for organizing training programs to improve brand development skills for business establishments are presented in Table 3.2. 
Table 3.2: Stakeholders and Funding Sources for Organizing Training Programs
	Organizing Stakeholder
	Funding Sources

	Department of Industry and Trade
	- National-level trade promotion and brand development programs (central budget);
- Local-level trade promotion and brand development programs (local budget).

	Department of Science and Technology
	- Programs supporting and developing intellectual property for enterprises (central budget);
- Provincial-level science and technology programs (local budget);

	Department of Agriculture and Rural Development
	- Programs for safe agricultural production (central/local budget);
- Local agricultural extension programs (local budget);
- Non-governmental projects (if any).

	Son La Coffee Association
	Safe production and trade promotion programs of the Vietnam Coffee and Cocoa Association (Association budget).

	Moc Chau Tea Production, Processing and Trading Association
	Safe production and trade promotion programs of the Vietnam Tea Association (Association budget).


Source: Author’s proposal
Training programs should focus on content directly related to GI product brand development, including: 1) Production skills according to safety and organic standards, leveraging traditional knowledge and applying scientific techniques; 2) Linking the development of GI product brands with the individual brands of business establishments; 3) Brand communication and marketing skills for GI products; 4) Brand protection skills.
3.2.2.2. Regular Communication for Business Stakeholders on Traditional and Local Cultural Values
Communicating traditional and local cultural values and knowledge helps foster pride and connect production activities with traditional values, thereby attracting customer attention. Internal communication should be conducted for business establishments regarding traditional and local cultural values. Festivals and events related to GI products should be organized regularly. 
Local authorities need to develop plans and clearly assign responsibilities to specialized units to organize periodic brand communication activities, enhancing awareness and pride among producers, which in turn helps promote the image of GI product brands.
[bookmark: _Toc199968419][bookmark: _Toc200015359][bookmark: _Toc200016186][bookmark: _Toc200016536]3.2.3. Strengthening Community Awareness and Customer Experience for GI Products
3.2.3.1. Integrating Brand Communication, Product Introduction, and Customer Experience with Local Tourism Programs
Fully utilize tourism programs to introduce and sell GI products. Design tourism activities that allow visitors to experience, explore, and practice the production of GI products.
3.2.3.2. Implementing Brand Communication and Product Introduction Programs in Parallel with Individual Initiatives by Business Establishments 
Local authorities should periodically organize festivals, encourage increasing participation of GI product producers, and implement appropriate communication and trade promotion plans for each GI product. This will help producers conduct brand communication activities aligned with the characteristics of each GI product and their supply chains. Maintain and improve trade connection programs between Son La and supermarkets or distributors in other provinces. Strengthen the role of collective organizations in organizing brand communication activities for GI products. 
Fully exploit digital media to communicate both the producer’s brand and the GI product brand. 
3.2.3.3. Standardizing Product Packaging, Clearly Presenting Information about the Brand and Origin, and Product Characteristics on Packaging and Communication Media
There are three key points to note regarding the packaging of GI products: First, the brand name/logo of the production and business entity must be displayed prominently and clearly. Second, the GI indication must be clearly presented. Third, compliance with regulations on labeling of goods is required. Packaging should be designed simply, with signs/codes attached to facilitate traceability.
Communication activities regarding product characteristics, identification signs, and legal information such as GI certificates also need to be implemented consistently and systematically. 
[bookmark: _Toc199968417][bookmark: _Toc200015357][bookmark: _Toc200016184][bookmark: _Toc200016534][bookmark: _Toc199968420][bookmark: _Toc200015360][bookmark: _Toc200016188][bookmark: _Toc200016538]3.2.4. Maintaining and Enhancing Perceived Product Quality and Brand Perceived Value, Developing Distribution Channels for GI Products
3.2.4.1. Controlling the Production Process and Maintaining Product Specificity of GI Products
Provide consultation and guidance for all production and business entities to implement safe farming models (VietGAP, etc.), moving towards organic cultivation. Traditional farming practices should be followed to preserve the unique characteristics of GI products. 
Encourage production and business entities to participate in collective organizations and form self-linkages to monitor each other’s compliance with safe production regulations and maintain product specificity. Conduct regular and ad hoc inspections of farming processes and compliance with GI regulations. 
3.2.4.2. Building a Database of Production Area Codes and Implementing Product Origin Traceability for GI Products 
Develop a plan to assign area codes for each production zone corresponding to the designated area linked with the raw material source of each enterprise/business entity. Assigning production area codes with GPS coordinates and detailed product information is essential for exporting products abroad.  
3.2.4.3. Controlling Product Quality and Origin in Distribution and Circulation
Conduct regular and ad hoc inspections of business establishments in the market regarding the origin and quality of GI products. Support from local authorities in carrying out inspections is necessary and irreplaceable. 
3.2.4.4. Improving Sustainable Supply Chains for GI Products and Developing Business Communication Skills for GI Products 
To enhance the competitiveness of GI products, it is necessary to build a sustainable supply chain by strengthening linkages among producers, processors, distributors, and retailers. Priority should be given to upgrading infrastructure, applying traceability systems, and adopting digital tools to ensure transparency, reduce post-harvest losses, and maintain consistent product quality. At the same time, stakeholders need training to improve business communication and negotiation skills, enabling them to effectively convey the value and uniqueness of GI products, build long-term partnerships, and expand domestic and international markets. Combining supply chain optimization with professional communication will enhance perceived product quality and brand value, thereby fostering stronger consumer trust and loyalty.
3.2.5. Improving Management Decentralization and Brand Development of GI Products, Increasing Measures to Control Counterfeiting and Brand Infringement 
Propose adjustments to the GI management and brand development model to ensure consistency, thereby delegating GI management and brand development for coffee and tea products to collective organizations. Compliance with GI regulations and brand development activities should be monitored by local competent authorities from the perspective of state management. 
Collective organizations will act as focal points, accountable to local authorities and representing all production and business entities of GI products, directly implementing GI management and brand development activities.
The Department of Science and Technology (DOST) will direct and perform external control activities; the Department of Agriculture and Natural Resources will provide consultation and support for safe farming processes; the Department of Industry and Trade will support and participate in trade promotion programs, supply-demand connection, and brand communication; the Department of Culture, Sports and Tourism will support and organize communication activities introducing local culture and building tourism programs linked to GI areas; the Department of Health and other relevant units will control product processing
[bookmark: _Toc199968421][bookmark: _Toc200015361][bookmark: _Toc200016189][bookmark: _Toc200016539]3.2.6. Recommendations 
For the People’s Committee of Son La Province and the Department of Science and Technology (DOST): 
Adjust the GI management regulations, clearly defining the responsibilities of competent agencies in participating in brand development of GI products, emphasizing the role of the Department of Industry and Trade in trade promotion and brand development activities.
Delegate GI management rights to collective organizations, as they are closely connected and most aligned with GI product production and business entities.
For the Intellectual Property Office of Vietnam, Ministry of Science and Technology:  
Support the procedures for GI registration in selected countries for Son La coffee (Czech Republic, Germany, Korea), where Son La arabica coffee is currently being exported. Support the procedures for collective trademark registration for coffee, tea, and mango in China and Korea.      
For the Ministry of Industry and Trade:
Support trade promotion activities for GI products in foreign markets. Support brand communication activities for production and business entities and GI brands of Son La in international fairs and exhibitions abroad. Support the locality in training programs to improve skills in trade promotion in general and brand development in particular for local products, including GI products. 



CONCLUSION
Through the generalization of theoretical issues on GI product brand development and the analysis of the implementation of brand development activities for Son La’s GI products, the dissertation has achieved the following key results:
- It has systematized and clarified fundamental theoretical issues on the approach and content of GI product branding and the conditions for community product brand development in general and GI products in particular. It emphasizes the role of stakeholders in joint brand development and identifies factors influencing GI product brand development, thereby clarifying the necessary content and implementation methods for developing GI product brands in a locality.
- Based on the situation analysis, it has identified limitations in the brand development activities for Son La’s GI products. The conclusions highlight issues such as: 
+ Management decentralization has not achieved the highest effectiveness and has not attracted simultaneous participation of multiple stakeholders, especially production and business entities and collective organizations; 
+ The awareness and brand development skills of direct producers and businesses of GI products remain low, leading to limited and passive communication activities; 
+ Linkages between production and business entities are still loose, resulting in a lack of consensus and failure to fully exploit the potential for developing GI product brands; 
+ Support from local authorities has not brought high results (according to the assessment of the production and business community) in activities such as quality control in production, quality control in circulation, trade promotion, and brand communication. As a result, community/customer awareness of Son La GI product brands remains low, brand perception is still limited—especially regarding product supply methods—leading to suboptimal brand loyalty for GI products.
- The dissertation proposes several solutions, focusing on: raising awareness and skills of the production and business community regarding brand development; maintaining product specificity and enhancing perceived product and brand value; adjusting the GI management model and recommending the delegation of GI management to collective organizations to better ensure compliance with regulations and build the reputation, prestige, and image of Son La GI product brands.
  The conclusions and proposed solutions of the dissertation are applicable not only to Son La province but also to other localities with similar products to further develop GI product brands in Vietnam. 
However, the research results of the dissertation still have certain limitations, specifically:
- The study has not measured the degree and correlation among factor groups influencing GI product brand development, which would provide a clearer and more quantitative approach, allowing for more specific solutions in implementing brand development activities.
- Comparative assessments of the effectiveness and efficiency of GI product brand management and development in Son La and other localities with similar conditions have not been conducted, which would have allowed for more persuasive proposals and recommendations applicable nationwide.      
