VAMK

VAASAN AMMATTIKORKEAKOULU
UNIVERSITY OF APPLIED SCIENCES

Joni Alatalo-Ly

DEFINING MARKETING STRATEGY FOR
FAZER TO VIETNAM

Introducing Karl Fazer Milk Chocolate 200g to Ho Chi Minh City

Business Economics
2022



VAASAN AMMATTIKORKEAKOULU
UNIVERSITY OF APPLIED SCIENCES
Bachelor of Business Administration, International Business

ABSTRACT

Author Joni Alatalo-Ly

Title Defining Marketing Strategy for Fazer to Vietnam: Introduc-
ing Karl Fazer milk chocolate 200g to Ho Chi Minh City

Year 2022

Language English

Pages 60 + 2 Appendices

Name of Supervisor Lotchi Kodjovi

The reasons for companiesto expandinternationally are to increase revenue and
to expand growth possibilities. The demand for imported goods and services has
increased in bigger cities like Ho Chi Minh City and Hanoi because the purchasing
power and brand awareness of Vietnamese people have increased. Additionally,
it has been forecasted that the value of the sugar confectionery market in Vietnam
will increase.

This research uses a deductive approach and aims to explore the possibility of
Fazer entering the market of Ho Chi Minh City and the most suitable methods to
utilize when entering the market. After the suitable methods are set in the mar-
keting mix and the marketing strategy is decided, they are then tested with sur-
veys and interviews. The survey and interview findings will also answer that is it
possible for Fazer to enter the market of Ho Chi Minh City.

Finally, itis concluded that the market of Ho Chi Minhcity is very suitable for Fazer
to enter, but Fazer should also consider having other product options on top of
the Karl Fazer milk chocolate 200g to introduce to the market. Additionally, it was
confirmed that the target group and the marketing mix 4p’s that were selected
were relevant.
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1 INTRODUCTION

There are multiple reasons why companies should expand internationally, these
can be revenue, customers, diversity, talent, and competitive advantage. When a
company has reached its growth possibilities in a domestic market, the company
can tryto enter a new market for business growth. Growth in a new market brings
new customers which means increased sales. When entering a new market, you
will also get a new customer segment, that allows you to develop new suitable
products on top of the current products. Getting revenue from multiple markets
will make the income more stable, than just relying on domesticrevenue. Entering
a market before your competitors can give you the advantage to get customers
before your competitors enter the market. (Capital Global Employment Solutions,

2022)

In Vietnam chocolate has a traditional image of being a gift for special moments.
Since the chocolate is given as a gift, the chocolate should look expensive and styl-
ish and the chocolate itself has less importance. Imported chocolate is viewed to
be better since the packaginglooks more expensive and sophisticated. As the pur-
chasing power of Vietnamese people has increased, the purchases of chocolate
have become more regular. According to Euromonitor International, the sales of

chocolatein Vietnam have increased by 80 percent since 2011. (Foo, 2016)



1.1 Objectives of the thesis

This thesis aims to explore the Vietnamese market and create a strategy for enter-
ing the Vietnamese confectionery and chocolate market. Therefore, the study fo-
cuses to provide suggestions and a guideline for Fazer to enter the Vietnamese

market.

To provide guidelines and suggestions for entering the Vietnamese market, the
main research problemto answer is “How could Fazer enter the most populated
city in Vietham?” To answer the main research problem, the correct research
guestions play an important role to direct the research in the correct direction.
The below research questions will guide the research toward the answer to the

research problem.

1. Is it suitable for Fazer to enter the market of the most populated city in
Vietham?
2. Howwould the marketing mix 4Ps be applied in the market of Ho Chi Minh

city?

1.2 Background of case Company: Fazer Oy

Establishedin 1891 as a cafeteriain Helsinki, The Fazer Ltd is an international com-
pany for food experiences. Fazer Oy to creates food with a purpose, with a strong
customer-centricapproach, to make the food fit the taste that is requested and to

find the tastes that could be usedin the future. (Oy Karl Fazer Ab, 2022)

Fazer’s vision of “Towards Perfect Days” is defined by their shared road with con-
sumers and customers. This steers Fazer to want to make every day a bit better
with the tastes, surprises, and good experiences that create happiness. Fazer’s
mission “Food with a purpose” is to create food with a purpose. Fazer takes pride

in creating experiences for consumers whilst ensuring that the customers enjoy



and value the food they eat. Fazer also considers everything they do that what
kind of impacts their actions have on the food, the people, the globe, and for the

business. (Oy Karl Fazer Ab, 2022)

1.3 Background of Case Country: Vietnam

Vietnam s in Southeast Asia, with its capital Hanoi in the northern part of Vietnam
and the most populated city, Ho Chi Minh City in the southern part of Vietnam.
Vietnam is bordered by Cambodia and Laos on the west, the South China Sea on
the East, and on the South. In the North, Vietnam is bordering China. The Popula-
tion in Vietnam in 2021 is estimated to be around 98 million people. (Duiker, et

al., 2022)

Vietnam’s GDP per capita has increased to 2.7 times higher in 2018 than in 2002.
This was because of the reform called “Doi Moi” which was launched in 1986.
Vietnam was hit by the COVID-19 pandemic like other countries as well, but the
Viethamese economy showed its resilience, and the Vietnamese GDP grew by
2.9%in 2020. It is estimated thatthe Viethamese GDP will increase by 6.6%in 2021
(The World Bank, 2022)

The Most populated City in Vietnam is Ho Chi Minh City, with a po pulation amount
of over 8 million people. Ho Chi Minh City's economy is one-third of the country's
GDP; in 2017, more than 1.75 million tourists visited Ho Chi Minh City. (Global

conference on business, hospitality and tourism research, 2018)

Demographic and social change is ongoingin Vietnam. The population amount is
estimated to raise to 120 million people by 2050 and more than half of the popu-
lationisunder 35 years old. (The World Bank, 2022)

Ho Chi Minh Cityis the largest commercial center in Vietnam. On top of this from
the population of Ho Chi Minh City, the number of adults that are older than 65

years, is estimated to increase by 6.8% from 2009 to 2030 and the ages between



45 and 64 are predicted to increase to 24.8% from 19.8% in 2030. (Nguyen, et al.,
2019)

In 2015 the Value of the Sugar confectionery market in Vietnam was around 405
million USD and according to forecasts, the sugar confectionery market will raise

to a value of around 791 million USD. (Williams & Marshall Strategy, 2021)

raisingbuying power and increased consumer brand awareness has increased the
demand for imported goods and services, but the demands are concentrated in
bigger cities like Ho Chi Minh City and Hanoi, where the average income is higher

than the national average. (Eye on Asia, 2022)



1.4 Structure of the thesis

The Introduction aims to guide the reader through the main research by providing
information on the backgrounds of the case countryand company. The Literature
review goes through the existing theories used in the thesis and is related to the
research. In the Methodology part, the research will be explained and imple-
mented. Whereas in the research findings part the results of the research are an-
alyzed. in thefinal part called the conclusion, any further discussion related to re-
liability and validity as well as the research limitations and potential future re-

search are discussed. Please see figure 1 below for the structure of the thesis.

Introduction

Literature review

Methodology

Research findings

Conclusion

Figure 1. Structure of the thesis




2 LITERATURE REVIEW

This chapter is for presenting the theoretical section of the thesis and to answer
the main question: “How could Fazer enter the most populated city in Vietnam?”
To answer the question: how could Fazer enter the most populated city in Vi-
etnam? Market research must be done. Market research is research to find out
the viability of a product or service with potential customersin a potential market.
With market research, the researcher may discover a potential target group or find

outthatthereis noneed for the product. (Twin, 2022)

2.1 Micro-environment analysis

A micro-environment is the close environment of the company. The Micro-envi-
ronment can be divided into 6 different categories which are the Company, sup-
pliers, Marketing intermediaries, Customers, Competitors, and Public. These six
different categories can affect the company’s potential to serve the customers.

(Armstrong & Kotler, 2015, 95)

2.1.1 Company

When a company is designing a marketing plan, the marketing management and
marketing department must take into considerationthe other departments of the
company. All the departments of the company are linked to each other in different
ways, and they form the internal environment of the company. This means that
even if the marketing team takes the lead, all the other departments share the
responsibility to understand the needs of the customers and help the marketing

department. (Armstrong & Kotler, 2015, 95)

Accordingto the (Oy Karl Fazer Ab, 2021), in 2021 Fazer Ltd had around 8049 em-
ployees, and the net sales reached 1.139 billion Euros with 56% of the net sales

from Finland. The net sales increased by 0.038 billion Euros from the previous year



2020. Fazer also mentioned that they will continue with their journey of transfor-
mation by reactingto the needs and expectations of the consumers that Fazer has

analyzed, and they use the key findings to pilot the choices made in the business.

2.1.2 Supplier

With supplier analysis, the company can analyze and select suitable vendors for
the organization. The data for the analysis can be gathered by either quantitative

or qualitative research methods. (Toolshero, 2022)

Without a proper analysis of the vendors, the vendors can gain too much control
of the buyer company if the buyer company is not a vital customer for the vendor
orwhen the buyerrelies only on a limited number of vendors for a certain product

thatis needed for the buyer’s final product. (Oxford College of Marketing, 2014)

Suppliers are an important link when delivering value for the customer networks
since suppliers provide the company with needed resources for production, there-
fore the supplier can easily also affect the company’s marketing directly. (Arm-

strong & Kotler, 2015, 95)

Fazer has a close relationship with its suppliers and service providers to work to-
gether with them to ensure the quality, and safety of the food and good business
practices while reducing the impact on the environment from raw materials pro-

duction. (Oy Karl Fazer Ab, 2021)

Fazer endeavors to guarantee the best quality of raw materials and responsible
operations all over the whole supply chain. Fazer has made sure that all their sup-
pliers are evaluated by their trustworthiness, technical capabilities, competence,
and how well the supplier can comply with Fazer’s code of conduct. Fazer only
cooperates with carefully selected suppliers and business partners who have
signed Fazer’s Supplier Code of Conduct. Additionally, Fazer regularly audits its

supplierstowards the supplier code of conduct. (Oy Karl Fazer Ab, 2021)



2.1.3 Marketing intermediaries & Customers

Marketing intermediaries are entities that can distribute, promote, and sell the
products of the company to the end users. Marketingintermediaries can be distri-
bution firms, marketing service agencies, financialintermediaries, or resellers that
can be either wholesalers or retailers. Marketingintermediaries are important for
the company. It is not enough if the companyjust optimizes its performance. The
company should partner up with marketing intermediaries that also have good
performancesinceitis moreimportant to work together and partner up with mar-
ketingintermediaries ratherthan just usingthem as channelsto sell the products.

(Armstrong & Kotler, 2015, 96)

The customers have the mostimportant role in the company’s microenvironment
since the value delivery network aims to serve the customer and create a strong
relationship with the customer. Customer markets consist of five different types
of markets, that are consumer market, business market, reseller market, govern-

ment market, and international market. (Armstrong & Kotler, 2015, 99)

With customer analysis, the company can get insights into the target market’s au-
dience by conducting a behavioral analysis and Demographic analysis. With this,
the company can understand the customers and their needs, and how the product
can meet the needs of the customers. Ferrell’s 6W model can be used to under-

stand the customer’s needs. (Toolshero, 2022)

Fazer has a strong presence in the Nordic consumer market and Fazer engages
with the end-users in the café, bakery shops, online channels, and with surveys
and product packaging. Fazer knows the needs of consumers for healthy, sustain-
able, and convenient products, and this information is gathered via consumer en-
gagement. Fazer admits that it is important to know the values of consumers to
turn this knowledge into new products and services. Additionally, consumers place

trust in Fazer and have high expectations for the Fazer brand and the quality and



safety of the products and services. in turn, Fazer wants to providereliable infor-

mation about their products, services, and the company. (Oy Karl Fazer Ab, 2021)

Marketing intermediaries and customers are interested in how Fazer can guaran-
tee the safety and quality of the food, the sustainability of raw materials, and what
are the climate actions of Fazer to reduce emissions. Fazer answers this by provid-
ing transparent informationregardingthe origins and other sustainability-related

information ofthe products. (Oy Karl Fazer Ab, 2021)

2.1.4 Competitors

Companies that sell the same products or products thatare alike, those companies
can be considered market competitors. It isimportant to consider how and where
the competitors sell the products and what are the prices of the competitors’
products and how the competitors’ products differ. (Oxford College of Marketing,

2014)

To be successful against your competitors a company must provide better satis-
faction and customer value than the competitors can. This means that it is not just
enough to just adapt to the needs of consumers but to also position the offering
so that the customers would rather choose the company’s products and not the

competitors’ products. (Armstrong & Kotler, 2015, 97).

Thethree largest confectionery companiesin Vietnam are Kido Group corporation
(Formerly known as Kinh Do Group), and Kido Groups’ net revenuein 2021 was 10
497 billion VND. The Second largest confectionery is Orion Food Vina Company
Ltd, and the third largest confectionery is Huu Nghi Food Joint Stock Company,
with an expected net revenue of 2083 Billion VND in 2022. (Tran, 2022)



2.1.5 Publics

A publicis any group that has an actual or potential interest in or impact on a
company’s ability to achieve its objectives. There are seven different publics: Fi-
nancial publics, Media publics, Government publics, Citizen-action publics, local

publics, General public, and internal publics. (Armstrong & Kotler, 2015, 97-98)

A company must consider how the public views the company, and how the com-
pany affects the public. This is because the publiccan help the company to reach
its goals and on the contrary, the publiccan also stop the company from reaching

its goals. (Oxford College of Marketing, 2014)

Fazer gives trustworthy and precise information on the company governance, de-
velopment of the business, Fazer’s performance, and sustainability for the finan-
cial institutions and shareholders. Fazer also creates value for society and engages
in dialogue with the authorities, governments, media, NGOs, and local communi-
ties. Fazer believes in open and transparent communication. (Oy Karl Fazer Ab,

2021)

2.2 PESTLE/Macro-environment analysis

A Macro-environmentis a broad environment that consists of different forces that
affect the microenvironment of the company. Some of the forces in the macro
environment can be uncontrollable and unpredictable and some can be handled
and predicted if the company has skillful management. (Armstrong & Kotler, 2015,
98).

The six forces that belong to Macro-environment can be analyzed with PESTLE
analysis. The six forces are Political, economic, social, technological, legal, and en-

vironmental forces.



2.2.1 Political & Legal environment (Political & Legal analysis)

A company’s decisions can be strongly affected by the Political environment and
well-made rules and laws can benefit the companies, inspire competition in a good
manner, and secures the market to have fair competition. Laws and regulations
that affect companies have been an increasing trend over the years and can be
related to fair trade practices, protection of the environment, product safety, con-
sumer privacy, pricing, packaging, and labeling. The reasons to make these laws
and rules are to protect the companies, consumers, and the interests of society

(Armstrong & Kotler, 2015, 112)

Vietnamis run by one party, which is the Communist Party of Vietnam. The Com-
munist Party of Vietnam gives strategicdirection and decides all the major policies
and policy issuesin Vietnam. Vietnam is a politically stable country with the main
goal to grow economically. Freedom of speech is strictly restricted and political
dissent is not allowed. Climate change, cyber security, and natural disasters are

the key threatsin Vietnam. (GOV.UK, 2021)

The import duty for chocolate and pralines falls under the food and beverage cat-
egories. The general import duty for chocolate is 13% and the average applicable
VAT in Vietnam is 10%. There is no duty if the value of a product is less than or

equal to 1 million Vietnam Dong. (Customs DutyFree, 2017)

2.2.2 Economic environment (Economical analysis)

A market requires people and buying power. The economic environment is built
from factors that affect the consumer’s power to purchase and their spending pat-
terns. There are different kinds of countries, with different levels of economies.
The different economies can be classified as industrial, developing, and subsist-

ence economies. (Armstrong & Kotler, 2015, 107-109)

Changesin economic factors can affect the buyingand spendingbehavior of con-

sumers. If the economy is doing well, people dare to use their money more freely



and when the economy slows down or a recession happens, then usually consum-

ers want more value with their money. (Armstrong & Kotler, 2015, 107-109)

Vietnam is a developing country that started its transition in 1986 (with Doi Moi)
towards a more industrial-based economy. in 2017 Vietnam surpassed its GDP
growth target by 0.1%. This was due to an unexpected increase in domestic de-
mand. Vietnam joined the WTO in 2007 and made an EU-Vietnam free trade
agreement in 2015-2016. Please see below the Table 1 for the economy statistics

of Vietnam. (CIA, 2022)



Table 1. Vietnam's economy statistics 2017-2020 (CIA, 2022)

GDP (Official exchange rate)

Real GDP per capita

Real GDP growth rate

GDP composition by sector of origin

Exports

Imports

Unemployment rate

Taxes

Public debt

Labor force

Budget

(2019 est.) 259.957 billion USD

(2020 est.) 8200 USD

(2017 est.) 6.8%

2017: Agriculture 15.3%, Industry
33.3% & Services 51.3%

(2019 est.) 280.83 billion USD

(2019 est.) 261.68 billion USD

(2018 est.) 3.11%

(2017 est.) 24.8% of GDP

(2017 est.) 58.5 % of GDP

(2019 est.) 54.659 million people

Expenditure: (2017 est.) 69.37 billion
usD

Revenue: (2017 est.) 54.59 billion
usbD

The salaries vary strongly between urban and rural areas in Vietnam. Salaries are

also different between different kinds of occupations. The average monthly salary

of a personin Vietnam is 3.45 million Vietnam Dong or around 150 United States

Dollars. (Vietnam Online, 2022)



2.2.3 Social environment (Social analysis)

The social environment consists of the demographic and cultural features of the
countryin question. Demographic dataare age groups, the growth rate of the pop-
ulation, gender distribution ratio, and levels of education. The cultural data are

beliefs, values, and attitudes of people. (Business MakeOver, 2022)

Demography consists of studying the human population, since it involves people,
and the market is made of people. This means that if there are any changes in
demographics these changes will also be reflected in the market. The cultural en-
vironment consists of institutions and factors that affect society. People grow up
in certain societies and societies affect people. Society shapes the basicvalues and
beliefs of the people. Cultural values can be divided into core and secondary val-
ues. A Core value is a value that has a high persistence. Core values are usually
passed on from parents to children and they are also reinforced by the govern-
ment, religious institutions, schools, and businesses. (Armstrong & Kotler, 2015,

100-115)

Accordingto (Armstrong & Kotler, 2015; 115) Secondary values are values that can
be changed and can be related to the core value. As an example, having a family
could be a core value, but the secondary value could be that a family should be

made when you are young. This value could be changed by a marketer.

The three cultural norms such as Face, Fatalism, and Self-restraint deeply influence
the communication and behavior of Viethnamese people. First is the Face and
which is set in many Asian cultures, and it indicates the person’s influence, repu-
tation, dignity, and honor. When one shows a person respect, one increases the
self-esteem of the other person and therefore you are giving that person more
face. on the opposite, people lose face when they are criticized or if they behave
sociallyinappropriately. Secondly, Vietnamese people act with a fatalistic attitude
to things. This means that they believe that things are predetermined to happen,

and this way of actingis influenced by the Buddhist beliefthat one’s previous life



directly affects the way one will experience their current life. Thirdly, a very im-
portant norm for Vietnamese people is self-restraint. Viethamese people value
self-restraint and show a lot of humility by self-humbling, talkingindirectly about

topics and downplaying their own emotions. (Cultural Atlas Editors, 2016)

Vietnamese people do not like to categorize people into different classes, but gen-
erally accept the hierarchies in society when it comes to a person’s age, gender,
status, and education level. The most noticeable classes in Vietnam are the rich
and the poor. The middle class seems to be not so much recognized class by most
people.Viethamese people have a strongdistinct national identity and own tradi-
tions, but the traditional cultureis heavily influenced by China. The most affected
are the cultural customs like family systems and ideologies like Confucianism.

(Cultural Atlas Editors, 2016)
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Figure 2. Vietnam's population pyramid 2022 (CIA, 2022)



Table 2. Vietnam's social environment figures (CIA, 2022)

Religions

Birth rate

Death rate

Obesity in adults

Population growth rate

Age structure

Unemployment in youth (15-24 years
old)

Languages

Total population of the country

Catholic 6.1%, Buddhist 5.8%, Protestant
1%, other 0.8%, none 86.3% (2019 est.)

15.69 births/1000 population (2022 est.)

5.77 deaths/1000 population (2022 est.)

2.1% (2016)

0.97% (2022 est.)

0-14 years: 22.61%

15-24 years: 15.22%

25-54 years: 45.7%

55 years and over: 16.46%

7.6% (2020)

Vietnamese (Official language),

English (Favored second language),

103 808 319 (2022 est.)



When entering the Viethamese market, it is important to know that Finland and
Vietnam are very different kinds of countries culturally and socially. A good tool
for noticing the differences between Finland and Vietnam is Hofstede’s 6-dimen-
sion country comparison. The graph below shows the differences in culture be-

tween Finland and Vietham.

70
o 59 57 57
40
33 %6 30 38 35
] ‘o | 1 | |
Power Individualism Masculinity Uncertainty Long Term Indulgence
Distance Avoidance Orientation

Figure 3. Vietnam vs Finland Hofstede 6-dimension country comparison (Hofstede

Insights, 2022)

2.2.4 Technological environment (Technological analysis)

The technological environment is built from forces that give us new technologies
while replacing the older ones and it also creates new chances and opens new
markets for companies. There are some cases of companies fighting or ignoring
new technologies and that made their business decline. Companies should follow
the technology environment closely and listen to customer and consumer demand

fortechnological advancements, since ignoring the technological environment can



lead the companyto find outthattheir services, products, and offers are outdated.

(Kotler, Armstrong, & Parment, 2016, 88).

2.2.5 Natural environment (environmental analysis)

The natural resources that are needed and used for products or services or for
activities that are related to marketing and the physical environment itself and
changesinitareincludedinthe natural environment. The naturalenvironmenton
the standard level can be anything from weather to natural disasters and when
you move up on thelevels to a broader level, the concerns of the natural environ-
ment and the company’s environmental sustainability by the customers, consum-

ers and governments will come up. (Armstrong & Kotler, 2015, 109).

The climate is tropical in the south of Vietnam, and the risk of getting infectious
diseases are high. The current environmentalissues Vietnamfaces are the current
agricultural practices, overfishing, contaminated groundwater, and air pollution.
The current agricultural practices destroy the forests and degrade the soil, the
overfishing harms and threatens the marine life, the contaminated groundwater
limits the potable water supplies, and the air pollutionis caused by rapidly growing

industrialization. (CIA, 2022)

Vietnam has both a tropical climate and a temperate climate and that the whole
Vietnam experiences an annual monsoon that brings a lot of rain. The average
temperaturein Southern Vietnam s 28-29 degrees of Celsius in the summer sea-

son and 26-27 degrees of Celsiusin the winter season. (World Bank Group, 2021)

Fazer Chocolateisguided to be best kept in a dry and cool place, with a tempera-
turerangingfrom 16 to 20 degrees of Celsius. Storing chocolate in the refrigerator
is not recommended and the chocolate should not be exposed to temperature

variations. Fazer also notifies, thatif the chocolate is stored at high temperature,



the texture of the chocolate will change and fat crystals may develop on the sur-
face, giving the chocolate a gray color. The chocolate is okay to eat, and the color

isonlyan error that will affect the person aesthetically. (Oy Karl Fazer Ab, 2022)
2.3 SWOT ANALYSIS

When a company wants to get a clear view of its situation in the market, they
should consider making a SWOT analysis. On the SWOT analysis the company’s
Strengths, Weaknesses, Opportunities, and Threats are evaluated. The Opportu-
nities and Threats are external factors. The Strengths and Weaknesses are the in-
ternal factors. The goal of SWOT analysis is to match the Strength with good Op-
portunitiesand at the same time try to defeat Weaknesses and decrease the num-

ber of threats. (Kotler & Armstrong, 2016, 79-80).

Please see below the example of a SWOT analysis and below that the SWOT anal-

ysis of Fazer.
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Figure 4. SWOT analysis of Fazer

2.3.1 Strengths

Fazer had a highly profitable success throughout 2021 with a high volume of sales
mostly concentrated on confectioneries, seasonal products, and gifts. Fazer then
analyzed the high sales growth and found out that they need to update their con-
fectionery manufacturing resources with more efficient solutions. As a solution,
Fazer has planstoinvestinanewtop oftheline confectionery factory to meet the
expectations of the consumers have better energy efficiency and make the work-
ing conditions better for the employees. If the plan is executed, the new factory
will then replace the old factories and the construction would begin around 2023.

(Oy Karl Fazer Ab, 2021)



From this, we can see that the strengths of Fazer are stable and high sales, follow-
ingthe newtechnology needs to increase the production, the efficiency of workers

and their safety and to meet the expectations of the consumers and customers.

2.3.2 Weaknesses

The whole company faced challenges during the year 2021, and the challenges
were caused by disruptionsin the supply chain andinflationary trends. These chal-
lenges affected Fazer’s procurement and the price of raw materials, energy,
transport and packaging, and the other sourcing functions of Fazer. Additionally,
the pandemic affected the workforce of the company, because of shortages of
workers and this led to poor performance in multiple markets. (Oy Karl Fazer Ab,

2021)

2.3.3 Opportunities

Vietnam is undergoing reform and is currently experiencing strong economic
growth. Also, Vietnam has a large population, with half of the population under
the age of thirty. This makes the Vietnamese economicenvironment dynamicand
rapidly evolving. The disposable income levelsin urbanareas are four to five times

higher than the nationalaverage. (International Trade Administration, 2019)

Vietnam has a competitive minimum wage of 190 USD in Ho Chi Minh City which
belongs to the highest minimum wage in region 1. Vietnamese workforces consist
of approximately 56 million people. Finding a highly skilled workforce can be diffi-
cult since the workforce is still developing with around 12 percent of the workforce
being highly skilled. On top of this, a foreign company in Vietnam must offer and
cover the costs the social insurance, health insurance, and the unemploymentin-

surance. (Dezan Shira & Associates, 2022)

Ho Chi Minh City is known as the commercialhub of Vietnam and the biggest share
of workers in Vietham are in the city with Approximately 10.6 million people in

workforce. additionally, a big amount of the workforce is migrant labor and there



are a lot of talented workers situated in Ho Chi Minh City. This makes the compe-
tition for talented workers higher, and it also increases the cost of talented labor.

(Dezan Shira & Associates, 2021)

2.3.4 Threats

As mentioned, in the earlier section Natural environment, the weather possesses
a threatto Fazer, since the average temperature in Vietnam ranges between 26 to
29 degrees Celsius, and the recommended temperature to store Fazer chocolate

is between 16 to 20 degrees Celsius.

The local competitors in Ho Chi Minh City have already established an image of
their products, company, and brand in the mind of the local people. It is hard to
startintroducing new products to the market if the local people are not willing to
give a chance for new products. Fazer’s customer-centric approach could prove
useful if the needs and expectations of the local consumers and customers are

analyzed and investigated.

The red tape in Vietnam can also make business harder since the law requires all
foreign investors who want to import or export goods to and from Vietham must
have the necessary permits from the related ministries and the imported or ex-
ported goods need to comply with the food safety and quality standards. The
goods need to be also inspected by appropriate agencies before customs clear-

ance. (International Trade Administration, 2021)

2.4 Marketing Strategy

When a company wants to create a customer-centric strategy and to produce
value for the customer, The company must create a marketingstrategy, to create
value for the customer. The problem is that every customer can want different
things and they can have different values also, therefore the company must select
the certain customer groups that they want to serve and decide how to serve

them. The company must divide the whole market and choose the segments that



fit them the best, on top of this the company must create a strategy to serve the
chosen customer segmentin a way that also creates a profit for the company. The
process of creating a marketing strategy involves Market segmentation, market
targeting, market differentiation, and positioning. (Kotler & Armstrong, 2016, 74-
77)

2.4.1 Marketing segmentation

When doing marketing segmentation, it should be considered that a market is
built from multiple kinds of different products, a plethora of different kind of cus-
tomers, with varying kind of needs. A marketer should carefully choose the seg-

ments that offer the best opportunities for the company. (Kotler & Armstrong,

2016, 75).

Customers can be segmented into four different variables, and these are geo-
graphic, demographic, psychographic, and behavioral variables. In geographicseg-
mentation, the market is divided into different geographic units such as nations,
regions, states, cities, and neighborhoods. The demographicsegmentation divides
the market by variables such as Age, life cycle stage, gender, income, occupations,
education, religion, ethnicity, and generation. On the psychographic segmenta-
tion, the customers are divided into different groups based on their social class,
lifestyle, personality, and characteristics. Behavioral segmentation divides the
consumers to groups based on their knowledge, attitudes, uses, or responses re-

lated to a product. (Kotler & Armstrong, 2016, 223-232).

As mentioned earlierin the social environment of Vietnam section, the age struc-
tureisthefollowing:45.7% are 25-54 yearsold, 22.61% are 0-14 yearsold, 16.46%
are more than 55 years old and 15.22% are 15-24 years old. The total population

of the countryis estimated to be around 103.8 million.



2.4.2 Market targeting

Market targetingis the act of evaluatingthe market segments after the company
has determined the Market segmentations. The company can choose to enter one
or multiple segments, which it finds attractive, sustainable, and profitable for gen-
eratingvalue for the customer. As a new business, a safe choice is to choose only
one segment when enteringa new market and if that proves to be successful, the
company can then later add more segments to their Market targeting. (Kotler &

Armstrong, 2016, 75).

The market targeting can be executed on multiple different levels to target the
selected segment. There are four different levels of market targeting from broad
to narrow. These four levels are undifferentiated marketing, differentiated mar-
keting, concentrated marketing and micromarketing. (Kotler & Armstrong, 2016,

233-238).

The market segmentation that will be used, is the demographic segmentation
since the variables in that segment are easy to measure. To be more precise, the
target market that will be focused primarily on is the groups of 15-24- and 25-54-
years old people. The style of targeting that will be used is the undifferentiated

marketing strategy or also known as mass marketing.

In mass marketingthe companyignores the differences that they have in market-
ingsegments and the targetingis done for the whole segment with only one offer.
This strategy focuses on the common needs of consumers and ignores what is dif-
ferent. the marketing program and product design is created to appeal the largest

number of buyersin the market. (Kotler & Armstrong, 2016, 233-238).

2.4.3 Market positioning and differentiation

When the market segmentation and targetingare completed, the company must
then decide how does it want to distinguish its products on each chosen target

segment. Position of product is the spot that the product has in the consumers



mind compared to a corresponding product of a competitor. a great idea would
be to develop a unique position in the market for a product, so it would be more
wanted, because if there are already products that consumers perceive to be sim-
ilar it does not make the consumer want to buy the new product. (Kotler & Arm-

strong, 2016, 75-77).

Market differentiation is the act of really distinguishing the offered product from
the other products that the competitors have in the current market. If the com-
pany really makes a promise to offer something uniquely different it must then
really act on the promise and really offer something different. differentiating your
products from competitors products creates value for the customer. (Kotler &

Armstrong, 2016, 75-77).

For the market positioning, more for more strategy will be used. Fazer’s brand
promise: “Northern Magic. Made Real.” will be used. Since Fazer’s mission is to
create “Food with a purpose’, Fazer wants to create magical moments with their
product to the consumer, by putting a huge effort in the quality and taste of the
product. Fazer’svision is “Towards Perfect Days”. This vision unites Fazer’s values
and work. This means that Fazer wantsto be part of the memorable moments of

consumers life and make the daily life better.

According to (Kotler & Armstrong, 2016, 244-245) More for more positioning in-
cludes providinga product with more higher price for a more higher quality prod-
uct. This represents status, higher lifestyle, and prestige. With this strategy, the
riskis thatitinvites other companiesthat want to imitate to have the same quality

for a lower price.

2.5 Marketing Mix (The 4p’s)

Marketing mix is a tool that a company can use to create a wanted response in a
target market. After the marketing strategy has been decided, the company needs

to plan the details of marketing mix from things that they can control to affect the



demand of their products in the market. These are product, price, place, and the

promotion. (Kotler & Armstrong, 2016, 74-79).

2.5.1 Product

A Productis anythingthat a company can offer to the market for the attention, for
use, for purchase and for consumption that will satisfy a need. This means a prod-
uct can be both the services and the goods that the company offers to the con-
sumers in the market. The Product group in marketing mix includes the variety,
guality, design, features, brand name, packaging, and services. (Kotler & Arm-

strong, 2016, 256-281).
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Figure 5. Karl Fazer Milk Chocolate 200 g, Finland 100 years. (Oy Karl Fazer Ab,
2022)

To keep the product variable simple, only one product isintroduced to the market.
If the product proves to be wanted in the market and it sells well, then more prod-
ucts will be introduced to the market later. The product choice is the Karl Fazer
Milk Chocolate 200 grams. The Karl Fazer Milk chocolate is a convenience con-
sumer product, with a low price in Finland, but the brand is expected to have a

high quality and it is well known and liked. This means that the Karl Fazer Milk



Chocolate has some traits of Specialty product. When the chocolate will be intro-
duced to Vietnamese market, it will be an unsought consumer product with rela-
tively high price compared to an average person’s salary in Vietnam. As mentioned
earlierin the economic analysis of Vietnam. The average monthlysalary of a per-

sonin Vietnamis 3.45 million Vietnam Dongor around 150 United States Dollars.

The differences between convenience product, specialty product and unsought
product are as follows. A specialty product isa consumer product that has certain
characteristics or a certain brand image in the mind of a consumer. Unsought
productisa product that the consumer does notknow anythingabout, or the con-
sumer knows the product, but does not normally consider acquiringthe product.
Convenience products are products that consumers purchase frequently with no
planning and the consumers do not spend time to compare the similar products

carefully. (Kotler & Armstrong, 2016, 259).

The Karl Fazer Milk Chocolate 200 grams is the most know and liked chocolate.
This product is also known in Finland as the Fazer Blue. The first time this iconic
milk chocolate appeared in Finland wasin 1922. The blue wrapper represents the
pure nature of Finland. The blue wrapper with the golden signature is a guarantee

of quality, and it makes the product quickly recognizable. (Oy Karl Fazer Ab, 2022)

2.5.2 Pricing

Price is the amount that the customer has pay to get certain wanted service or a
product. In pricing, the company must take in consideration the list price, possible
discounts, allowances, payment periods and credit terms. (Kotler & Armstrong
2016, 78) In marketing mix price is the only element that makes revenue for a
company. The other three elements can mean more costs for the company. The
perception of the value of the product, sets the limit for the price of the product.
If the consumer feels that they do not get as much value from the product as they
would need to pay for it, they will not want to buy it. Therefore, correct pricing

strategy must be used. (Kotler & Armstrong, 2016, 324-339).



Cost-based pricing will be used, since for a company to make profit, the price
charged from products need to be higherthat what the costs are. This means that
the price is based on the cost of production, distribution and selling. Companies
have two kind of costs which are fixed costs and variable costs. Fixed costs are
costs thatdo not vary in relation to production orsales level. This are for example
rent, heat and salaries. Variable cost are the costs that vary in relation with the
production. These costs can be raw material costs. When both costs are summed
up, the company gets the total cost. The pricing method used is Cost-plus pricing
or known as Markup pricing. In cost plus pricing, the company adds a standard

markup for profit. (Kotler & Armstrong, 2016, 329-339)

In the pricing strategy, the low average salary of Vietnamese people must be kept
in mind. If the chocolate product costs 2.5 Euro, and the fixed costs would be 5000
Euro, the shippingcostsareincludedin the fixed costs, VAT is 10% and import duty
is 13% and we expect to sell 3000 products. The cost per chocolate product for
Fazer will be calculated as follows: Unit cost = Variable cost + Fixed cost/Unit sales.
The shipping costs are based on Posti’s XXL-Package that costs 249.90 €, 3000
pieces of 200-gram chocolate tablets weight around 600 Kg and the maximum al-
lowed package weight from Finland to Vietnam is allowed to be only 30 kilograms
for each box. This meansthat 20 boxes would need to be sentand the total ship-

ping costs would be 4998€ (Posti Group Oyj, 2022)

Unit cost = 2.5 + 5000 Euro/3000 products =4.16 Euro

If Fazer wants to earn a 30 percent markup on the sales, then the markup is calcu-

lated as follows: Markup price = Unit cost/ (1 — desired return on sales)

Markup price = 4.16 Euro/ (1-0.3) = 5.94

Therefore, If the assumptionisthatthe price for one of Fazer Milk Chocolate 200
grams is 5.94 Euro. The Import dutyis 5.94 Euro * 13% = 0.772 Euro. Value Added
Tax is the price of the product + import duty * 10%, (5.94 Euro + 0.772) *10% =



0.671 Euro. This means that the total taxation will be 0.772 Euro + 0.671 Euro =
1.443 Euro. This would mean that the Selling price including tax and import duty
would be 1.443 Euro + 5.94 Euro = 7.38 Euro. The above example can be used as
a rough guidance for the company. Other external factors may affect the pricing
as well. Theauthor ofthe thesisrecommends Fazer to further research pricing of

productsin Vietnam.

The negative side of using markup pricingis that it does not care for the demand
of the consumer, and it does not care for the value that the consumer gives for

the product, also the markup pricing method ignores the competitors prices

2.5.3 Placement

The placementis the activities the company does to make their product available
for the target segment. In placement the company must thinkabout the channels,
coverage, locations, inventory, transportation, and logistics. (Kotler & Armstrong,

2016, 78)

In this research the distribution channel that is chosen is the indirect marketing
channel and to be more precise the conventional marketing channel. This means
that there are one or more intermediaries like a wholesaler and/or retailer be-
tween Fazer and the consumer. The members in the channel do not have control
over the other channel members. This type of marketing channel will eliminate
the risks and costs of warehousing, inventory management and transportationin
Vietnam. This is ensured by only choosingthe bigger retailers and wholesale com-
panies that are willingto take these costs and risks. Please see the figure below to
clarify the distribution channel and notice in the figure that the wholesaler is col-
ored differently, since sometimes they could be left out from the channel. (Kotler

& Armstrong, 2016, 376-399)
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Figure 6. Conventional distribution channel

2.5.4 Promotion

Promotion isthe activity that communicates the qualityand how good the product
orservice is, and it also convinces the customers to buy the service or the product.
Advertising, personalselling, sales promotionsand publicrelations are included in

promotion activities. (Kotler & Armstrong, 2016, 78)

Fazer should carefully plan and create promotional activities to reach out to the
target consumers that are the groups of 15-24- and 25-54-years old people. The
recommended promotion activities are advertising, sales promotions, and direct
and digital marketing with the pull strategy to direct the marketing activities to-
wards consumers. Pull strategy is a promotion strategy that focuses on creating a
“Pulling” effect. The pulling effect happens, when Fazer advertises the product for
consumers and create a need for it. This makes the consumers want to buy the
product and they demand the product from the retailers and in turn that makes
the retailers demand the product from Fazer, therefore “pulling” the product.
Please see below the figure of Push- and Pull strategies. (Kotler & Armstrong,

2016, 446-465)
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Figure 7. Push strategy and Pull strategy (Repetico, 2022)

Advertising is any purchased impersonal promotion of goods, ideas, or services.
Direct and digital marketingis directed to certain consumers or customer commu-
nities and the marketing can be interactive since it can allow dialogue. Digital mar-
keting can be telephone marketing, online and social media marketing. Sales pro-
motion can be coupons, contest, discounts, and premiums. These are things that

encourages the consumer to buy the product. (Kotler & Armstrong 2016, 446-465)

The reason why the author recommends Sales promotion, Advertising, Direct and
digital marketingis because there were nearly 77 million social media usersin Vi-
etnam in the beginningof the year 2022. In 2022 the most common social media
platform for networking and selling of goods in Vietham was Facebook. (Cultural
Insightsin Asia, 2022) The sales promotion should happen in the retailer’s end, but
this can be helped by Fazer initiating good deals and prices for wholesalers and
retailers that makes it possible for them to make good sales promotion for the
consumers. These can be done for example by giving a bulk discount or money

back on goods sold with an agreed promotion.



3 EMPIRICAL STUDY

According to (Bouchrika, 2022) Empirical research is study that is based on solid
and confirmable proof and the research is done by experimentation, gathering real
world and scientificevidence. To answer the research question “How could Fazer
enter the most populated city in Vietham”’, empirical research needs to be carried
out. Research methodology, Data collection and Data analysis methods are in-

cludedin this part of the thesis.

3.1 Research methodology

The chosen method of conducting research for this study is the deductive method.
In deductive method an existing theory is accepted, then it is tested against the
datathatis collected from the sample. (Emerald Publishing, 2022) The marketing
strategy and the marketing mix part of the thesis gave an answer for the thesis
research problem and the research problem was guided by the two research ques-
tions: “Is it suitable for Fazer to enter the market of the most populated city in
Vietham?” and “How would the marketing mix 4Ps be applied in the market of Ho
Chi Minh city?” The chosen marketing strategy and marketing mix will be tested if

they were relevant for the target market segmentin Ho Chi Minh City.

Qualitative research is used to gather non-numerical data such as meaning or
views of the study respondents. The answers that you get in qualitative research
is more descriptive and it allows researcher to write a conclusion to support the
hypothesis or a theory that is being tested. On the other hand, quantitative re-
search is used to gather information through numerical data. Quantitative re-
search can measure behavior, views, preferences, and other variables such as age
or gender. The data that is collected in quantitative study is analyzed to address

the empirical questions. (Bouchrika, 2022)

On thisthesis it is considered to use mixed research methods. Choosingonly one

methodology for the study to answer the research problem might not be enough.



Even though the qualitative method focuses on getting more detailed and in-
depth answers than the quantitative method, the qualitative method lacks with
the number of samples, since the samplesize is usually small. To get more broader

view to answer the research problem, both methods are used. (Bouchrika, 2022)

Research can bedone byincludingone or more methodsto collect data. The most
common data collection methods for Qualitative research are interviews, focus
groups and experiments. The common data collection methods on quantitative

research are polls, surveys and longitudinal or cohort studies. (Bouchrika, 2022)

The Methods of data collection that are used in the study for this thesis are survey
and interview. A survey is used to get the numerical data and to create groups
based on the data and to understand the consumers in Ho Chi Minh city and the
interviews are done to support the data collected through the surveys, by getting

more in-depth and descriptive answers.

Sample of research can be selected based on either probability or non-probability
method. Samplingdone on the probability basis means thatthe people participat-
ingintheresearchisselected randomly and people have an equal chance of being
selected to take part of the research. Whereas the non-probability basis is the op-
posite of probability basis. On the non-probability basis, the people do not have
equal chance of being selected to be part of the research, this meansthat the se-
lection is based accordingto some factor such as convenience, purpose, or quota.
On this thesis the purposive samplingis used. The author of the thesis had earlier
created a Facebook page to reach out to Vietnamese people livingin Ho Chi Minh
City, therefore when using the purposive sampling when sending the survey for
the page followers, the Vietnamese people living in Ho Chi Minh city will be
reached out. The interviewees are selected as well by using purposive sampling to

interview Vietnamese people livingin Ho Chi Minh city. (Emerald Publishing, 2022)

The survey method used in the research is online survey, since the data for the

online survey is easier to collect from Vietnamese respondents than pen and paper



surveys. This would require theauthor physically beingin Vietnam. (Sincero, 2012)
The interview structure is semi-structured interview. Semi-structured interview is
an interview method with predetermined questions, and they can be followed by
follow-up questionsto get more information for a given answer. Semi-structured
interviewis a mixture of structured and unstructuredinterview. (Delve, 2022) The
unstructured interview method is not used since the questions would not have
been prepared before the interview and the spontaneity would have directed the
conversation. This could lead the researcher to lose the focus and stray out of

topic.

3.2 Data Collection & Analysis

A survey with 22 questions was created and sent to a Facebook page for Vietham-
ese people livingin Ho Chi Minh City in November 2022. The semi-structured in-
terview was done online through a video call with 3 carefully chosen Vietnamese

people who live in Ho Chi Minh City.

The marketing strategy and the marketing mix part of the thesis gave an answer
for the thesis research problem “How could Fazer enter the most populated city
in Vietnam” The research problem was guided by the two research questions: “Is
it suitable for Fazer to enter the market of the most populated city in Vietnam?”
and “How would the marketing mix 4Ps be applied in the market of Ho Chi Minh
city?” The research survey and interview are used to test that was the chosen
marketing strategy and marketing mix the correct for the target market segment

in Ho Chi Minh City.

The answers of the interviews are analyzed based on the qualitative dataanalysis.
Qualitative data analysisisa process of convertingthe collected datainto a com-
prehensive explanation. (Udemy, 2014) The qualitative data analysis involves five
steps: Gatheringand collecting the data, organizing, and connectingintothe data,
coding the data, analyzing the data for insights, and lastly reporting the insights

derived from the analysis. (Dye, 2022)



The answers of the surveys are analyzed based on the inferential statistics
method. In Inferential statistics method, the survey results from the sample are
used to make predictions of the whole population, this means that the method

can be used for testing hypothesis. (Jansen & Warren, 2020)



4 RESEARCH FINDINGS

In this chapter the findings, results and analysis of the surveys and interviews will
be presented. Firstly, the Survey findings and results will be gone through. After
the survey findings, the three interviews will be described separately one by one.
After going through the interviews one by one, the interview results will be sum-
marized in the sub-section. The interviews were held in November of 2022
through online video calls. The survey was opened for people to answer, and the

survey link was shared to the Facebook group in November 2022.

4.1 Quantitative research

An anonymous survey (See the appendix 1) was created the survey was written in
English and then translated to Vietnamese. The survey was created to test that
was the chosen marketing strategy and marketing mix the correct for the target
market segment in Ho Chi Minh City and to also get more understanding of the
purchasingbehavior and to get a clearer view of the target market in Ho Chi Minh
city. The survey link was shared to a Facebook group of 170 followers in November
2022 and 68 answered surveys was collected. The responserate in for the survey

in the Facebook page was 40%.

In the first question the demographic statistic, for the survey respondents be-
tween male, female and Other/I do not want to specify were 60.3% Female and

39.7% Male. The figure for the statisticcan be found below



Gender

= Female = Male

Figure 8. Gender distribution of survey participants

Question 2, the distribution of age among the survey participants. 88.2% of the
participants belongto the age group of 25-54 years old and 11.8% of the partici-

pants were 15-24 years old.

Age group

m 15-24 = 25-54

Figure 9. Age distribution of survey participants



Question 3, the monthly income of the survey participants. 10.3% has income of
less than 3.5 million VND, 20.6% has income of 3.5 — 9.99 million VND, 41.2% has

anincome of 10— 19.99 million VND, 27.9% has income more than 20 million VND.

Monthly income

41 %

= Less than 3,500,000 VND/Month = 3,500,000-9,999,000 VND/Month
10,000,000-19,999,000 VND/Month = More than 20,000,000 VND/Month

Figure 10. Monthlyincome of survey participants

Question 4, participants who live in Ho Chi Minh city. 97.1% of the participants live
in Ho Chi Minh city and 2.9% do not live in Ho Chi Minh city.

Question 5, how often the participants eat or buy chocolate. 10.3% do not eat or
buy chocolate at all, 75% eat or buy chocolate few times a year, 8.8% eat or buy
chocolate one a month, 2.9% once a week, 2.9% couple of times a week and 0%

of the participants eat chocolate every day.

Question 6, where the participants buy chocolate. 76.5% of the participants buy
chocolate from the local market (Lotte Mart, Co.OP-mart, VinMart or Circle K),

1.5% from local cafeteria, 8.8% from online and 13.2% from a chocolate store.

Question 7, monthly spending on chocolate. 13.2% do not buy chocolate at all,
54.4% spend 0 —125 000 VND, 22.1% spend 125 000 — 250 000 VND, 10.3% spend
more than 250 000 VND for chocolate.



Question 8, occasion to buy chocolate. 35.3% buy chocolate as a gift for friend,
35.3% would buy chocolate for themselves, 29.4% would buy chocolate for loved

one (Parents, grandparents, or lover).

Question 9, chocolate preference. 51.5% of the participants prefer dark chocolate,

42.6% prefers milk chocolate and only 5.9% prefers white chocolate.

Question 10, have you heard of Fazer? 89.7% of the participants have not heard
of Fazer before, 10.3% has heard from Fazer before. (From friend, in supermarket,

recommended by a friend, can find it in supermarket)

Question 11, have you tried Fazer before? 11.8% of the participants have already

tried Fazer, 88.2% have not tried Fazer chocolate.



Question 12, the feelings awoken by the packaging of Karl Fazer Milk Chocolate
200g, (Participants were allowed to pick multiple choices). Choices were high qual-
ity, poor quality, expensive, cheap, good taste, bad taste, happy, sad and | do not

like the packaging.

Feelings that the packaging of Karl Fazer Milk Chocolate
200g awakes in you?

| do not like the packaging INEEEEE——
Sad

Happy
Bad taste

Good taste
Cheap

|
I
|
-
Expensive I
Poor quality

|

High quality

0 5 10 15 20 25 30 35 40

Figure 11. Feelings awoken by Karl Fazer milk chocolate 200g

Question 13, would you prefer the Karl Fazer Milk Chocolate 200g to have a differ-
ent color? 83.8% of participants would not change the packaging colorand 16.2%
would like the packaging to have different color. Suggestion for the colors were:

more bright color than blue, red, brown, green, white

Question 14, likeliness to buy Karl Fazer Milk Chocolate 200g if it was sold in Ho
Chi Minh city. 16.2% Very likely, 63.2% likely, 10.3% not sure, 7.4% Not so likely,
2.9% Not likely at all.



Question 15, reason to buy Karl Fazer Milk Chocolate 200g. (Multiple choice)
choices were: It is cheap, it has high quality, it tastes good, it is betterthan other

chocolate, becauseit is expensive.

Reason to buy Karl Fazer Milk Chocolate 200g

Because it is expensive W
Itis better than other chocolate
It tastes good

It has high quality

Itis cheap

Figure 12. Reason to buy Karl Fazer milk chocolate 200g

Question 16, where would you like to buy Karl Fazer Milk Chocolate 200g. 83.8%
of the participants would prefer to buy Fazer from local market, 5.9% online and

10.3% would prefer to buy from a special Fazer store.

Question 17, occasion to buy Karl Fazer Milk Chocolate 200g. 29.4% would buy as
a gift for friend, 39.7% would buy for themselves, 30.9% would buy as a gift for

loved one (Parents, grandparents, and lover)

Question 18, willingness to pay 195 000 VND for Karl Fazer Milk Chocolate 200g.
64.7% would be willing to pay 195 000 VND and 35.3% would pay another amount.

Question 19, preference of sales promotion. 63.2% would prefer a discounted

price and 36.8% would prefer free samples.

Question 20, how often do you use social media? (Facebook, Instagram, etc). 2.9%

does not use social media, 2.9% uses social media once a month, 4.4% uses couple



times a month, 1.5% use once a week, 1.5% use 2-3 days a week, 1.5% use 4-6

daysa week and 85.3% use social media every day.

Question 21, how often do you watch television? 41.2% does not watch television,
4.4% watches television once a month, 11.8% watches couple times a month, 2.9%
watches once a week, 16.2% watches 2-3 days a week, 4.4% watches 4-6 days a

week and 19.1% watches television every day.

Question 22, if Fazer would like to reach out to you regarding new promotions,
discounts, or productsin Vietnam, which platform would be the best? 2.9% News-
paper, 69.1% social media (Facebook, Instagram), 7.4% Advertisement on televi-

sion, 20.6% Promotion in stores.

4.2 Qualitativeresearch

In this section the findings and results of the interviews will be presented one by
one. There are totally three interviews, each of the interview were conducted in

November. All of the chosen interviewees are livingin Ho Chi Minh city.

4.2.1 Interview No. 1

Thefirstinterview was held on beginning of November and the interview was con-
ducted through a video call. The interview lasted around 30 minutes. The first in-
terviewee was a female teacher living in Ho Chi Minh city in Vietnam. The first
interviewee belongs to the age group of 25- to 54-year-old and her monthly in-

come is in the income group of 3.5 —9.99 million VND.

When asked for her purchasing habits of chocolate, the interviewee said, | prefer
to buydarkchocolate and dark chocolate ice cream for myself and | eat chocolate
maybe two or three times in a month, and the average spending for chocolate is

maybe around 100 000 to 250 000 VND per month.

Upon moving to the product related questions, the interviewee mentioned that |

have already heard of Fazer before. The first time | heard of Fazer was when my



friend gave me Fazer chocolate as a giftin Vietnam, thatis also the first time | have
tried Fazer chocolate. The second time | had Fazer chocolate was when | visited
Finland. The interviewee mentioned that they find the packaging color theme
strange but do not dislike the colors blue and gold either. The interviewee men-
tioned that the Vietnamese people might prefer more brighter colors like yellow,
pinkorred. When asked that would the interviewee buy Karl Fazer milk chocolate
200g if it was being sold in Ho Chi Minh, the interviewee commented | would buy
it, but it would also depend on the price of the Fazer chocolate. She mentioned
that Vietnam also has their own chocolate brands and many international brands
with varying prices. The interviewee mentioned that she would be willing to pay
around 200 000 VND for Karl Fazer Milk Chocolate 200g and she would buy it for
personal consumption. As a side comment she mentioned that usually other for-
eign chocolate brands are sold with similar prices. If she would want to buyitasa
gift, she mentioned that the chocolate should bein a nice box like Fazer blue con-

fectionariesin Finland.

on the last phase of question regarding the promotion, the interviewee said that
the best way reach Vietnamese peopleis through advertisement on television and
social media, personally she would like to see advertisement on social media (like
Facebook or Zalo), since she uses them every day. As a side comment the inter-
viewee mentioned that she does not watch Vietnamese television channels. the
interviewee would personally prefer to get free samples to test the product and

to physically examine and see the product herself.

As an additional comment, the first interviewee mentioned that since Vietham is
a warm country, that it would probably be also a good idea for Fazer to introduce

ice cream products to Vietnamese market.



4.2.2 Interview No. 2

The second interview was held on beginning of November and the interview was
conducted through a video call. The interview lasted around 30 minutes. The sec-
ond interviewee was a male real estate broker livingin Ho Chi Minh city, the sec-
ond interviewee belongs to the age group of 25- to 54-year-old and the monthly
income of the interviewee belongs to the income group of more than 20 million

VND a month.

When asked for the purchasing habits of chocolate from the second interviewee,
the interviewee said he eats 1 chocolate bar a week so in a month he eats around
4 chocolate bars and his monthly spending for chocolate is around 20 USD or
around 500 000 VND. He mentioned that he prefers to buy chocolate for himself,
but on some rare occasions he can buy chocolate for friends as gift. he specified
that these occasions can be birthdays or days when he needs to buy a gift. the
second interviewee specified that he likes dark chocolate the most and then milk

chocolateand he mentioned that he does not like white chocolate at all.

Upon movingto the product related questions, the second interviewee mentioned
that he has already heard of Fazer before. He said that he knows Fazer products
because he has tried it in Finland, and he mentioned that he knows that Fazer
chocolateis popularin Finland. The secondinterviewee says thathe likes the pack-
aging of Karl Fazer milk chocolate 200g. The packaging is simple and there is
enough information. | like the shape of the packaging and the chocolate; it looks
very appetizing. He mentions that the color of the packaging has no difference for
him, but blue is a nice and simple color choice. When asked that would the inter-
viewee buy Karl Fazer milk chocolate 200g if it was being sold in Ho Chi Minh, he
then commented that if Fazer chocolate would be sold in the local supermarket,
he would buy it. Additional comment made by the interviewee was that he said
that the reason he would buy Fazer chocolate is that he knows the taste is good
and that Fazer has good quality in their products. When asked the price he would

be willingto pay, he commented that | would happily pay 1.20 USD or 30 000 VND



On the last phase of questionsregarding the promotion, the second interviewee
mentions that he likes to buy things in bulk or a bundle so he can get good unit
prices and different flavors. He prefers marketing and advertising in social media
since he uses Facebook, Instagram and Tik Tok every day. As a side comment he
mentioned that Fazer should focus on advertisingthe chocolate for students who
move backto Vietnam from their studies in Finland, since word of mouth can help

to create image of the brand and the quality of the products.

As an additional note the second interviewee recommends that Finnish products
should be advertised in Vietham more to make the brand awareness higher and

the products and their quality more known.

4.2.3 Interview No. 3

The third interview was held on Mid November and the interview was conducted
through a video call. The interview lasted around 20 minutes and the third inter-
viewee was a male environmental manager living in Ho Chi Minh city, the third
interviewee belongs to the age group of 25- to 54-year-old and the monthly in-
come oftheinterviewee belongs to the income group of more than 20 million VND

a month.

When asked for the purchasing habits of chocolate from the third interviewee, the
interviewee said that he eats chocolate sometimes and buys it as a gift for other
people. Thethird interviewee prefers dark chocolate over all the other flavors, but
if the chocolate must be bought as a gift for someone, then the interviewee
chooses other flavor than dark chocolate. The third interviewee spends around

20-40 USD or 496 000 —992 300 VND in a month for chocolate

Upon moving to the product related questions, the third interviewee mentioned
that he has never heard or tried Fazer before and commented that “it must not
be popular brandin Vietnam then”. When asked to give his opinion of the pack-

aging of the Karl Fazer milk chocolate 200g, the third interviewee says that he likes



the packaging and the shape of the chocolate pieces, the color combination of
blue and yellow is strange, but it seems to fit together, so | would say that the
coloris good, and | would not change it. as an additional comment the third inter-
viewee mentioned that the chocolate reminds him of chocolate that he used to
have in his childhood. The third interviewee was not sure if he would buy Karl
Fazer milk chocolate 200g if it would be sold in Ho Chi Minh city, he then said that
his favorite chocolateis currently Toblerone and that he would need to test both
Toblerone and Fazer at the same time to know which is better. When asked why
he would buy Karl Fazer milk chocolate 200g, the third interviewee said that if he
would buy it for himself, he would buy it as a snack to take to work and have it at
brake time. He also said that he could buy the Karl Fazer milk chocolate 200g as a
gift for people. The interviewee mentioned that he would like to buy Fazer choco-
late from local supermarket, so he can inspect the product physically himself and
choosethe best one. When the interviewee was asked to elaborate, he mentioned
that what he meant choosing the best one, was that he would check the longest
best before dates and best condition products. The third interviewee said that he
would be willing to pay 75 000 VND per 100 grams for Karl Fazer milk chocolate
200g, since that is the 100-grams price he pays from Toblerone. So, in total he
would be willingto pay 150 000 VND from the Karl Fazer milk chocolate 200g prod-

uct.

On the last phase of questions regarding the promotion, the third interviewee
mentions that he would prefer promotions in the local supermarket, since he
wants to get to know to the product himselfand inspect it physically. He also men-
tioned that he would like price discounts, because he does not like to buy big
amounts of chocolate andthenhe commented “l cannot eat that much chocolate”
The third interviewee mentionedthat he uses social media every day and does not
watch traditional television anymore. He then commented that he buys things

online also but prefers the ability to inspect productsin a physical store.



4.3 Analysis and Summary of the interviews and surveys

In this section the results and findings of the surveys and the interviews will be
summarized. The research problem was “How could Fazer enter the most popu-
lated city in Vietnam?” and two research questions was made to guide the re-
search towards the answer for the research problem. The questions were: “Is it
suitable for Fazer to enter the market of the most populated city in Vietnam?” and

“How would the marketing mix 4P’s be applied in the market of Ho Chi Minh city?”

In the Marketing strategy the selected target segment was the groups of 15-24-
and 25-54-years old people and according to the survey, 100% of the participants
are either belongingto the age group of 15-24 or 25-54 years old. In the marketing
mix Product, the product that was chosen was Karl Fazer Milk Chocolate 200g.
16.2% of the survey participants would buy Karl Fazer Milk Chocolate 200g very
likely and 63.2% of the participants would likely buy the chocolate, additionally
42.6% of the participants prefer milk chocolate. In the marketing mix price, the
price was set to be as 7.38 Euro and 64.7% of the survey participants answered
thatthey are willing to pay 195 000 VND or 7.6 Euro for Karl Fazer milk chocolate
200g. In the marketing mix placement indirect marketing was chosen and to be
more precise conventional marketing channel was chosen to be used, this means
that the chocolate is sold B2B for retailers that can be local supermarkets. 76.5%
of the participants mentioned that they would prefer to buy chocolate from local
supermarket. In the marketing mix Promotion, the selected promotion method
was advertising, digital marketingin social media and sales promotion. According
to the survey participants 69.1% would prefer to see promotions or advertisement
in social media and 20.6% would prefer to see promotions and advertisement in
stores. Asan additional note 10.3% of the participantsdo not eat or buy chocolate
at all, but 89.7% of the participants eat or buy chocolate. These survey findings
confirmthatthe marketing strategy’s target group and marketing mix 4p’s choices

were relevant and can be applied to enter to Ho Chi Minh city.



The interviews were done to support the findings of the surveys and the key find-
ings on the surveys were that All the interviewees, belong to the target segment
age group of 25-54 years old people. regardingthe product, two of the interview-
ees mentioned that they would buy Karl Fazer Milk Chocolate 200g and one of the
interviewees was not sure yet that would he be willingto buy it or not. One of the
interviewees was willingto pay even more than the set price of 195 000 VND and
two of the interviewees were not willingto pay the set price. One of the interview-
ees said that they are willing to pay only 150 000 VND, because he compared the
price to his current favorite chocolate and the otherinterviewee said that 30 000
VND would be a fair price to pay, this could be explained because he likes to buy
things in bulks, to get the unit price of each chocolate bar to be smaller. All the
interviewees gave the same answer an told that they would like to buy chocolate
and Karl Fazer Milk Chocolate from a local supermarket. Two of the interviewees
mentioned that they want to see promotions and advertisement in social media,
but the third interviewee would prefer the promotions and advertisement in the
local supermarket. These findings in the interviews match with the findings of the

survey.



5 CONCLUSION

The aim of this research was to study how Fazer could enter the most populated
city in Vietnam. Two research questions were guiding the research towards the
answer for the research problem. The research questions were “Is it suitable for
Fazer to enter the market of the most populated city in Vietnam?” and “How
would the marketing mix 4Ps be applied in the market of Ho Chi Minh city?’’ Based
on the findings of the surveys and interviews it is likely that the market of Ho Chi
Minh city is highly suitable for Fazer to enter, but Fazer should also consider other
product options on top ofthe Karl Fazer Milk Chocolate 200g. Additionally the sur-
vey and interview findings confirm that the marketing strategy’s target group and
marketing mix 4p’s choices were relevant and can be applied when entering to Ho

ChiMinh city.

5.1 Ethical considerations

In this research the confidentiality of the participants was considered and was
highlyimportant so any personal information like names or birthdays or any other
relevant information that could be used to recognize the respondents was not
mentioned in the results. Any data obtained during the interviews or from the sur-
veys will be deleted and the data will not be shared foranyone when the research
iscompleted to ensure the security of the participants. Thisinformation was given
to the participants of the surveys and interviews before they started the surveys

orinterviews.

5.2 Validity and Reliability

Validity and reliability are concepts that clarify how well the research methodolo-
gies analyze the collected data. Reliability is used in research to specify how con-
sistent is the research results when the research is done again under the same
conditions and Validity is used in the research to specify how accurately the re-

search methodology measures something that will be measured. (Middleton,



2019). In this thesis, both qualitative and quantitative approaches were selected
to collect measurable-and descriptive data of Vietnamese people livingin Ho Chi
Minh city to test was the selected marketing mix 4p’s and the chosen target seg-
ment relevant to be applied when entering the market of Ho Chi Minh city and
alsoto get an answer that wasit suitable for Fazer to enter the market of the most

populated city of Vietnam.

5.3 Limitations

All of the studies have potentialto have limitations that can impact the results of
theresearch. This studyis not an exception to this. The first limitation of this study
was the sample size. The research focuses to analyze the research sample of 68
participants and predicts that similar findings can be found in the whole popula-
tion of Ho Chi Minh city with the population of 8 million people. Second limitation

of the study is the lack of information regarding the competitors.

5.4 Further research suggestions

This study did not include the other products of Fazer and other areas of Vietnam
than Ho Chi Minh city. Therefore, potential studies can be done to research the
possibility of introducing a different Fazer product and different market areas
around Vietnam could be studied. Further research of local competitors is also

recommended by the author
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APPENDIX 1

Fazer Survey for target market

Please take a moment to review and answer all the questions.
Kindly answer the questions honestly.
The survey only takes 4 minutes, and the datais only used for my thesis.

This survey is created to find out the possible target market and the purchasing
habits of Vietnamese people regarding chocolate in Ho Chi Minh City and to find
out would it be a good idea toimport “Karl Fazer Milk Chocolate 200 g” from Fin-
land to Ho Chi Minh City Vietnam.

Demographicdata

Are you?

a. Male

b. Female

c. Other/ I do not want to specify

Age group

a.0-14

b.15-24

c.25-54

d. 55 years or older

Monthly income (Salary, Bonuses, Investments, rental income, royalties, etc)
a. Less than 3,500,000 VND/Month

b. 3,500,000-9,999,000 VND/Month
c. 10,000,000-19,999,000 VND/Month
d. More than 20,000,000 VND/Month
I live in Ho Chi Minh City

a.Yes



b. No

Purchasing habits

a. How often do you eat/buy chocolate?

b. Not at all

c. Few times a year

d. once a month

e. Once a week

f. Couple of times a week

g. Everyday

Where do you buy chocolate?

a. Local market (For example Lotte Mart, CO.OP-mart, VinMart or Circle K)
b. Local cafeteria

c. Online

e. Chocolate store

How much money do you usually spend on Chocolate monthly?
a.ldon’teatchocolate

b.0-125,000 VND

c. 125,000 - 250,000

e. More than 250,000 VND

f. On what occasion you would buy Chocolate?

g. As a gift for friend

h. I would purchase it for myself

i. As a gift for a loved one

When you buy chocolate, which type of chocolate you prefer?

a. Dark chocolate



b. Milk chocolate

c. White chocolate

Product

Have you ever heard of Fazer?

a. Not yet.

b. Yes, please specify where:

Have you ever tried Karl Fazer Milk Chocolate 200 g? (Picture)
a.Yes

b. No

What feelings does the packaging of Karl Fazer Milk Chocolate 200 g awake in
you? (Multiple choice)

a. High quality

b. Poor quality

c. Expensive

d. Cheap

e. Good taste

f. Bad taste

g- Happy

h. Sad

i.1 donot like the packaging
Would you prefer the Karl Fazer Milk Chocolate 200 g to have a different color?
a.No

b. Yes, please specify which color:

How likely would it be that you would buy Karl Fazer Milk Chocolate 200 g if it
was being sold in Ho Chi Minh City?

a. Very likely



b. likely

c. Not Sure

d. Not so likely
e. Not likely atall

If you would buy Karl Fazer Milk Chocolate 200 g what would be the reason?
(picture) (multiple choice)

a.ltis cheap

b. It has high quality

c. It tastes good

d. Itis better than otherchocolate

e. Because it is expensive

From where you would like to buy the Karl Fazer Milk Chocolate 200 g?
a. Local market (For example Lotte Mart, CO.OP-mart, VinMart or Circle K)
b. Local cafeteria

c. Online

d. Special Fazer store

On what occasion you would buy Karl Fazer Milk Chocolate 200 g?

a. As a gift for friend

b. 1 would purchase it for myself

c. As a gift for a loved one

Would you be willing to pay 195 000 VND for Karl Fazer Milk Chocolate 200 g?
(The picture)

a.Yes
b. No, please specify an amount you would be willingto pay:
Promotion

What kind of sales promotions would you prefer?



a. Discounted price

b. Free samples

How often do you use social media? (Facebook, Instagram, etc)
a.l don’tusesocial media

b.Once a month

c. Coupletimesa month

d. Once a week

e. 2-3 days a week

f. 4-6 days a week

g. Every day

How often do you watch television?
a.l don’tuse television

b.Once a month

c. Coupletimesa month

d. Once a week

e. 2-3 days a week

f. 4-6 days a week

g. Every day

If Fazer would like to reach out to you regarding new promotions, discounts, or
products in Vietnam, which platform would be the best?

a. News paper
b. Social media (Facebook, Instagram)
c. Advertisement on television

d. Promotionin stores



APPENDIX 2

Interview

Background

Canyou introduce about yourself?

(Male/Female? Age? Monthlyincome roughly? Where do you live?
(What is your educational background? What is your profession?)
Purchasing Habits of chocolate?

If you eat chocolate, how often?

How much money do you usually spend on chocolate?

On what occasion you buy chocolate?

Preferred chocolate?

Chocolate product Fazer

Have you ever heard of Fazer? If yes, how did you know about it?
Haveyou tried Fazer? If yes, where did you try it?

When you look at the Karl Fazer Milk Chocolate 200g, what do you feel?
Would you like the packaging or color be different?

If “Karl Fazer Milk Chocolate 200g” was being sold in Ho Chi Minh City how likely you would pur-
chaseit?

Why would you buy or on what occasion would you buy Karl Fazer Milk Chocolate 200g?
Where would you like to buy the Karl Fazer Milk Chocolate 200g?

How much would you willing to pay for the Karl Fazer Milk Chocolate 200g?

Promotion

What kind of promotions you prefer?

How often you use social media?

How often you use television?

best platform to promote Fazer chocolate for you?

Anything you would like to add?



