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Why we chose
Black Pork

Business? —

for

SELLING WHAT?
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Pork is very popular in Viet Nam and Demand for clean, safe
and high-quality pork has increased sharply

» Pork consumption in Vietnam is about 3.4 million tons/year,
each person consumes 31.4kg of pork/year

» Market value of Vietham's meat industry ~ 8.9. billion US dollars.

»The current pork market is mainly high-yielding, super-lean pig

breeds using industrial bran provided by businesses and large-
scale farms

»Consumer demand for food safety and high-quality pork is
increasing.

» Pigs raised by traditional methods or using natural feed are
being sought after by the market and consumers.

»Some corporations invest in developing a circle breeding model
and receive great attention from consumers (eg Hoang Anh Gia
Lai Corp with Banana pig).



GNV with Income Generation project and IGGs and Coops —
Supplying are ready existing but not yet completed

* Goodneighbors International (GNI) has been operating in Vietnam since
2005. Currently, GNI is supporting livelihood development for nearly 60
Livelihood groups (IGG) and cooperatives focusing on farming and animal

husbandry.
CPL has an * GNI currently has about 15 IGGs and 02 Coops, (which are raising pig)
y, concentrated in Mai Chau and Tan Lac CDP (Hoa Binh province). With
adva ntage In total are nearly 200 members. Their capacity can supply more than 3,000
pigs per year.
BIaCk pork » Pig breeds raised by IGGs and Coops quite diverse: High bird pigs (F3 — F4), indigenous
business?? pigs (black pigs, wild boars). Breeding methods are also very diverse including the use

of industrial feed and self-mixed feed and surplus feed/agricultural by-products.

» Black pigs are considered to have delicious quality and are preferred by consumers, but
the meat quality is not uniform due to different breeds and breeding processes.

» Muong Pa Black Pig Cooperative (Mai Chau, Hoa Binh) is a typical one in the
development of the black pig value chain that has been certified with 3-star OCOP and
VietGAHP certification. The cooperative has been invested in a complete
slaughterhouse.

** However, value chains have not really developed due to many objective
and subjective factors.
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Market demand and potential for Black pork business

* There isn’t any professional black pork business in the market

e CEO had one and half year experience in business on black pork in Ha Noi

food shop (B2C) , we know and understand the what are customers think
about the quality of black pork.

v' Good comments, good feedback..

v Willing to pay higher price to buy black pork instead of buying white pork in the market
v The group with numbers of loyalty individual customers.

CPL has any
advantage in
Black pork
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The quality of black pork compared to other porkin the
market is really different

1.Genetic - Native breed - High yielding

CPL has any
advantage in

2. Feed for - Natural ingredients with vegetable - Industrial feed with i 'é";"“"*gg
BIaCk pork breeding and Herb Plant “Salbutamol, Clenbuteral, B e
. i Ractopamin” ingredient - —
business?? il
3. Time for
breeding
4. Quality
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CPL has any

advantage

Black pork
business??
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Period for breeding 7 months 4 months
Weight of Pork 80kg 100kg
Estimated Buying 65.000 to 67.000 VND 55.000 VND
price from

cooperatives per

1lkg

Estimated Selling 160.000 VND 90.000 VND
price to B2B per 1kg

RRP per 1kg 220.000 VND 130.000 VND
(Standard)
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Cooperatives CooPlus
- Breeding - Processing and packaging
- Butchery process for commercialization

Relationship
Between

X MUBNG

cooplws

Cooperatives
And CPL

THIT BA CHI

- Distribution B2B and B2C
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We conduct market survey to identified potential market partner (B2B)
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We We

can can ||

sell sell
fresh Organic food shop Restaurant meat food Supper market
meat

Who are priorities customers???

Q
".‘\

We can sell to individual
customers directly
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3. Market Analysis

Who are priorities
customers???

Who are our
competitors???

cooplwk-

Social Enterprise



Do we really have a
competitor??? On

Quality
Price
Distribution
channel

cooplwk-

 We conduct market survey to identified competitors

v Identified all of competitors products with Strength and Weakness analysis.
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2
3
4 1|Xwang Ong/leg born kg 104,000 104,000 72,000 29,000 90,000 95,000 130,000 89,143 75,00
5 2|swén Non/rib kg 288,000 273,333 200,000 162,000 289,900 250,000 245,000 325,000 250,000 253,693 230,00
6 3| Thit Xay Sach/Micned meat kg 146,000 173,333 195,000 120,000 198,217 180,000 108,000 220,000 280,000 180,000 180,055 195,00
7 4|Thit Thin/Loin kg 81,200 198,000 188,000 137,000 145,329 141,000 220,000 285,000 220,000 179,503 205,00
8 5|Vai gion/Collar butt kg 129,600 210,000 145,000 279,883 220,000 305,000 185,000 210,640 215,00
9 6| Méng gid/hock leg kg 143,688 125,000 97,000 126,000 160,000 195,000 135,000 140,241 175,00
10 7|Chan gid/Leg ham trim ke 183,000 161,000 190,000 145,000 155,000 144,000 265,000 285,000 160,000 187,556 210,00
11 8| Thit Vai/Shoulder kg 133,000 136,000 19,000 120,000 180,000 123,333 | 126,000 220,000 275,000 170,000 150,233 210,00
12 9| Thit Ba Chi/Belly kg 198,000 286,667 195,000 159,000 254,900 262,000 202,000 | 174,000 230,000 315,000 235,000 228,324 225,00
13
14
15| ]
16 1. White pig with chemmical feed but add some
17 N.|eat'Master kind of vegetable to feed to improve quality in
18 O'peratm'g' since 2005, & the last month of raising
19 VT A%’"'sf"’"' S 2. Using: Cooling meet processing (slaugter)
20 to Cherﬂedcl'ng Gmf‘p of from Korea tectnical
21 Sz @ VmaA-,gn Ccf" 3. Market: Mass market - Super market and

i 055 'estl:'lblrshedm butcher shop - Most located in Ho Chi Minh city

1999 in Vietnam. .

22 --> Not our competitor
23 G Kitchen 1. White pig with chemmical feed
24 Established in 2016, G is a 2. Using: Cooling meet processing
25 Sz preEmsed ke 3. Market: Mass market - Super market and
26 brand in the 3F Plus closed butcher shop - Most located in Ho Chi Minh city
27 et off Pl ] --> Not our competitor
28 company under hd
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1. White pig with natural ingedients feed using
worm, snail...Higher quality than other above.

2. Processing: Traditional method
Oc Que Pork

- . 3. Market: food shop - Unigue market Ha Noi
Ba Vi Clean Food Joint

\CRWEREVE
BUT

OU R https://lonocque.vn/
PRODUCT

city mostly

Stock Company

4. Price: High price but not thing special on
quality.
--> Main Our competitor

1. White pig with natural feed
2. Processing: Traditional method

w AL [NH HOA CUA DAT TROT
Organic’ £ wfa’mummmm

TOTAL
DIFFERENT

Que Lam Pork 3. Market: some food shop - in Ha Noi city
Que Lam Cooperation 4. Price: High price but not thing special on
quality.

-=> Main Our competitor

https://quelamorganic.com/san-pham/thit-heo-huu-co-qug

1. White pig with natural feed - Natural farming -

Higher quality
N&L{ Khoi Nguyen Pork 2. Processing: Traditional method
el Gl R Ll e 3. Market: food shop - Unique market Ha Noi
NGUYEN KHOI Stock Company city mostly

THIT LGN TU NHIEN
enkhoi 4. Price: High pri
https://nguyenkhoifarm.com/ rice: High price

-=-> Main Our competitor
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Why we choose B2B for business as priority at beginning stage
(Organic food shop)

v’ Product are the same with feature: Base on quality
v’ Not yet have Black pork/They need new and suitable products to sell to maximize revenue
v They have existing their customers.

Standing on the
Shoulders of Giants

cooplwk-
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4. Marketing and Communication Plan

People

Potential
customer

Customer

Internal communication
Their customer
Potential customer

Distributors
Government

cooplwe

Social Enterprise

Converting process




DEVELOP

COMMUNICATION
TOOL
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THIT BA CHI

Cam on quy khich di tin diing san phim!

Vdi méi don hang, quy kb
thu nhdp ngudi ché
g6p phan béo tdn ngu

da giip néing cao
i tinh Hoa Binh va
gen ban dia cua Viét Nam.
Mo 0 . o gy i 140 5C

Troeg § g ot 88 15C

Good Neighbors

THONG TIN SAN PHAM

en Xt Muing 13 gidng ban dia ciia Viét Nam,

phién da v6 ciing thm ngon. Ket hap véi
yén thng cd tién, st dung thic 3n tr
nguyén liéu ty nhin (b3t ngs, s3n, cim
Jun quE) cling thic rau cl qua d lén men
3t)va cac loai (chy ché dai,

chiin nudi lgn ban dia tinh Hda Binh
iTX Dich vu Néng nghiép Tan Son, Tan Lac,
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THIT BA CHI

Cam on quy khéch da tin diing san pha

Véi méi don hang, quy khéch dd gitp néng cao
thu nhd@p ngudi chdn nudi tinh Hoa Binh va
gop phdn bdo ton nguon gen ban dia ca Viét Nam.

&

Lién minh Hop tic xa
Tinh Hoa Binh

g) Good Neighbors




K? Good Neighbors

Vietnam
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Chuong trinh Phat trién chuéi gid tri lgn den nham

néang cao thu nhap ngudi dan va bdo tén nguén gen ban dia
trén dia ban tinh Hoa Binh

DEVELOP
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3 Thyc hanh san xuat nong nghiép tot = ¢
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Website: http://demo-cooplus.daihungthinhmedia.com/ v

Hom nay Lon Den Xir Mudng c6 gi vui?
Day la Nhat ky ctia ban - Hay lam day Nhat
ky véi nhirng déu an cudc déi va ky niém
déng nhd nhé!
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R, 0898889467 (© 467 Phiic Dién, Xuin Phudng, Nam T Liém, Ha Noi Fanpage:Lon Den X M u"o’ng

11468 G & - il CD
X Tai khodn Google @ Q
b
i MUEN

X& Mudng Lon den

londenxumuong@gmail.com v

Trangchi  Théngtincanhan D liguva

d6 bao mét dé Google hoat dong higu

Quan ly théng tin, quyén riéng tu va ché 'l
qua cho ban. Tim hiéu thém I

Quyén riéng tu va ca nhan
héa

Xem dif ligu trong Tai khoan
Google ctia ban va chon hoat
déng sé duoc luu dé ca nhan héa
trai nghiém cta ban trén Google

Quan ly dir liéu va quyén riéng tu cda ban
Chuing t6i c6 mét s hanh

ddng dé xuat bao mat cho

ban

€éng cu Kiém tra bao mat co mot

s6 hanh dong dé xust cho ban

E PO P P Yo S

] ® <

Gmail:Lgn Den X&* Muong



DEVELOP STORY

TELLING

cooplwe

PREMIUM MEAT

THIT LON DEN
MUONG PA A

Bdo tén ngudn gen ban dia
Toén trong truyén théng dia phuong
@ Chia sé lgi ich cong bang

AN HUAT B0

®
Social Enterprise

HTX chan nudi lon den Mudng Pa
xa Bao La, huyén Mai Chau, tinh Hoa Binh.
Dudi su hé trg ky thuat béi GoodNeighbors Viét Nam.

cooplwk.

Phan phéi béi
Coéng ty TNHH Cooplus (Cooplus Social Enterprise)




INTERNAL:

1. Develop marketing and communication tools/channel as:
Fanpage/Zalo/Youtube/Webiste.

2. Using Online Advertise: Google, facebook, tiktok...

3. UsingbOffline Advertise: Leaflet, brochures, standee, Black pork
distribution partner certificate.

HOW TO DO
MARKETING AND

COMMUNICATION
ACTIVITIES?

FACE TO FACE:
1. Participate in Trade fair

2. Organize Promotion and Sampling week event at the Food
shop of distributors.

3. Participate in Workshop/Conference on Agricultural products

cooplwk-
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5. Sale Plan

WHAT SHOULD WE
DO TO SELLING???
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v' Sampling event (Customers experience the products)

=

.5

LAKCES T
HN

EE (OTTEe g

Organize Promotion

Event with our
distributors
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v" Product consignment program — The most important that “How we put black pork on their store
shelf”

Take back
Organize Promotion
Event with our
distributors Fresh meat Food shop
Daily (our distributors)

Get discount

Got = Sale revenue - Discount

Sell to their customers

s ai- & &4
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6. Human resources and financial

Build up the team
and capacity

building

‘I Can Do Many Things but | Can Not do Everything -
| Need My Team, with the Team - We Can Do Everything®

Whioesre cur

cr oo
COMPECUITOIse ¢
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Company structural

“Less full time staff — more work’

CEO cum sale

Online and

Showroom
manager

A

!

4 I
Vice D irector cum  ,7 Do notneed |

R&D staff \\\ now I

Accountant Manager

cum Admin
(1 person)
1
o S| v
D N .
: © not > Admin staff
1 need now |7
——————— V4

Sale
Manager cum delivery
(1 person)

Sale Offline
staff cum
delivery (1

person)

Sale Online

Processing and
warehouse
management staff
cum delivery

Delivery cum
drive staff

Supplying staff
(2 Coop directors)

Communication
and PR staff

e

Group of
Part -time
staff

Wo-.

Social Enterprise

Red: Full time staff at

begining

Pink: partime job
or Agency

Yellow: Future
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