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Introduction
Brief introduction and the research
In recent years, through continued reform, opening up and transformation to the market economy, the Chinese economy has developed greatly. On the other hand, massive competition has forced each and every company or enterprise to re-examine its integrated strength. Along with economic development and new technology, keeping a brand name popular requires closely following all the changes in the intended market. Otherwise, the brand will be forgotten by consumers and consumers will transfer their attention to other brands. Thus, revitalization is the main task and problem for many old brands. In this paper, I will focus on the rejuvenation of an old brand which is called ‘Vedan’.   
Vedan is an international brand which the headquarters is located in Vietnam. Based on monosodium glutamate production, Vedan has expanded its seasoning products to more categories. In 1996, Vedan started to explore the Chinese market by merging with a domestic fermentation industrial corporation and founded Mao Thai Food Industrial Corporation in Xiamen city, Fujian province. Its target groups were in Fujian province and neighboring cities in the south of China. In these areas, this brand used to be very popular. However, since 2004, Vedan gross profit and net profit has been decreasing continuously (Vedan Announces 2005 Interim Results, para. 2). In 2007, Vedan has launched a new line of seasonings products series called “Dainty on Your Table” into the market. The new products include monosodium glutamate, granulated chicken bouillon, granulated beef bouillon, granulated mushroom bouillon and granulated sparerib bouillon. In order to communicate the DOYT products, in February and March of 2007, Vedan held some basic communication activities, such as events and sales promotions. However, sales has increased only slightly. Now, Vedan has decided to devote itself to a project which aims to solve the problem of decreasing profit, with increasing sales as the ultimate goal. The objectives of the report are to:

· clarify the problems which the Vedan brand is facing;
· position the Vedan brand in a suitable business niche;
· develop a communication plan for the DOYT products; and to
· revive the Vedan brand through effective communicating of the DOYT products to target groups. 
As the first step, we have to know what problems Vedan faces, and what the main causes are for decreasing sales. Thus, problem-based research has been conducted to answer the relevant questions. With the information obtained from the research, Vedan can better understand its current situation and position of the brand. The research offers realistic basis and specific direction for strategy making.
Central research question and Sub-questions
The central question that is related to this research is as follows:
What are the problems with the Vedan brand?
Based on the central question, the sub-questions are come up as following:
· What is the current situation of the seasoning market in Fujian province?   

· What is the image of Vedan brand as perceived by consumers?

· What is known by consumers about Vedan seasonings products?

· What is the existing communication strategy of the Vedan brand?

· What are the effects of existing communication strategy on increasing brand awareness and brand image?
· What could be the motivation for consumers to choose Vedan seasonings products?

· What can be emphasized to increase brand awareness and strengthen the brand?

Justification of research
To be able to give clear answers to the central question and sub-questions, different research methods have been utilized. Parts of these methods are desk research and quantitative and qualitative research. Desk research was used to get primary information on the current seasonings market, including data regarding marketing share and main competitors. Questionnaires were designed and distributed to consumers in order to collect quantitative data on what consumers’ needs are regarding seasoning products, how consumers perceive the Vedan brand, and to measure the effects of Vedan’s current communication activities. As an important tool to collect qualitative data, interviews were conducted with consumers, internal experts and external experts. Interviewing consumers allowed for exploring their needs and perception on the brand in a more detailed manner. The internal experts are Vedan’s managers, who are able to provide professional and specific data on the market, its trends and the brand itself. Food store operators were interviewed as external experts, as they are better equipped to combine consumers’ perception and needs with analysis of macro environment.
Chapter Overview
The plan is built on the SOSTAC structure. In this structure, every aspect is evaluated. The plan starts with the company profile to offer a clear overview of the Vedan Company. In order to understand the marketplace, Vedan has to know the customer, the industry and the business climate. Therefore the plan is followed by a situation analysis which includes a market analysis, a brand analysis, a profile of the consumer and a SWOT analysis. In Chapter three, communication objectives are stated. In the forth chapter, the communication strategy is presented in detail. Several aspects including segmentation, target markets, objectives, positioning, stages, integration and communication concept are analyzed. The fifth chapter covers tactics, objectives, implementation, control of each tool and the budget. The conclusion answers the central question posed earlier.
Chapter 1 Company Profile
This chapter covers information about the history, the culture, the products, the services and the main bottleneck of Vedan in order to have a clear vision on this organization. 

1.1 Company history and culture
In 1954, Ve Cheng Food Factory was founded in Taiwan and began monosodium glutamate production. It was renamed ‘Vedan Enterprise Corporation’ in 1970 and formally established the Vedan brand. In order to internationalize the brand, the subsidiary Vedan Vietnam was established in 1991, introducing the brand to the international market (Vedan History, 2005, para. 8)). In 1996, Vedan started to explore the Chinese market by merging with a domestic industrial fermentation corporation and founded Mao Thai Food Industrial Corporation in Xiamen city, Fujian province. Vedan International shares have been listed on the main board of The Hong Kong Stock Exchange since 2004 (About Vedan, 2004, para. 1).
Mission: to bring more palatable taste to people
Concept:  innovative technologies and market leading product
Core competitive strength: Technology, Brand, Talents

People oriented: to set up a common interest union of "suppliers, shareholders, employees, distributors and consumers".
1.2 Products
· Vedan series seasonings, the main series are called “Dainty on Your Table” (the DOYT products), including monosodium glutamate, granulated chicken bouillon, granulated beef bouillon, granulated mushroom bouillon and granulated sparerib bouillon. Seasonings production is a leading industry of Vedan Group and the section is the backbone of MaoTai Xiamen Company and the Vedan brand.  
· Wei Wei Yipin,Wei Wei,Shuiyuan,ShuanXiangPao,Huangpin series instant noodles;
· Vedan, Green Power beverage;
· TungHai, Green ZhiSu series healthcare products;
1.3 Service and distribution
The DOYT series offers diversiform seasoning products which could cover different taste needs of consumers, but not provides extra service. Vedan distributes the DOYT products through wholesalers, retailers, including supermarkets, open-markets, food stores, etc. to consumers.

1.4 Communication tools
Generally, Vedan communicates its products though advertisements, posters, promotion, homepage and events.
1.5 Main bottlenecks
Since 2004, Vedan gross profit and net profit has decreases continuously. This can be seen in Vedan’s interim report (Vedan Announces 2005 Interim Results, para. 2).

	
	Gross Profit
	Net Profit

	2004
	-17.4 %
	-23.8 %

	2005
	-37.5 %
	-63.8 %

	2006
	-42.5 %
	-69.6 %


1.6 General conclusion
As an international brand with long history, the Vedan brand has good foundation in Chinese market. However, the continuous decrease of profit has brought Vedan to a difficult situation. How to change the situation is the main problem of Vedan. And it is the also the study on which the thesis focuses. 
Chapter 2 Situation Analysis
In order to better understand the business climate, the industry and the customers, this chapter offers information and analysis of the external situation and the internal situation. The external situation focuses on the seasoning market in Fujian province. And the internal aspects include situations of the Vedan brand, its customers and the SWOT analysis.

2.1 Market Analysis
2.1.1 Segmentation

Geographic:

The Vedan’s products are sold in Vietnam and other ASEAN countries, the People’s Republic of China (the “PRC”), Japan, Taiwan and several European countries. In this plan, the studies will be conducted exclusively on the PRC market (Notes to the Condensed Consolidated Financial Information, 2006, para. 1). Since Vedan has aimed at target groups in Fujian province and neighboring cities in the south of China, the plan will focus on these areas. In Fujian province, there are two cities which play significant roles in marketing communication due to their developed economic status. One is called Fuzhou wich is the capital of Fujian province. And another one is the location of Vedan Company, Xiamen city. 

Demographic:

Population
Fujain province has population 34,660,000 and is ranked in the eightieth position according to its population in China.
 (Population of Every Chinese Province, 2007, para. 12).The male population occupies 50.5% and the 49.5% are females.
Age
The age structure of Fujian province is like an olive which means middle age population (25-50) are much more than children (0-12), young population (12-24) and old population (more than 50) (Fujian Province, para. 4).
Income
In 2005, Fujian province was ranked in the sixth position in China according to its average income per person (Fangsheng Zhen, 2005, para 1). Due to the high speed development of the whole economy, the trend of personal income is increasing.
Economic:
Fujian has some characteristics concerning its economy as following (Fujian Brief, para. 3): 
· High growth 
· High levels of international trade 
· High levels of income and consumption 
· Industrialized coastal areas 
· Less developed mountainous inland areas 
· Large number of private enterprises 
· Many foreign invested enterprises 
Psychographic and behavioural: 

Traditionally, Chinese people have strong senses in relationship, so as in business. Although marketing communication is a relatively new concept in China, communication activities have big impacts on consumers’ perception to a brand or a product. And how it works strongly affects consumers’ buying behaviours. Today, Chinese people have paid more attention on quality of life, especially on eating health. 
The higher request on eating and the busy living rhythm are the main reasons for more and more consumers using seasoning products. According to the result form questionnaire, 97% investigated targets have the habit to use seasoning products and the products are regarded as daily consumable for cooking because it is convenient and easy to make delicious foods. However, almost 65% of investigated targets think monosodium glutamate and similar seasoning products are not so healthy and every time when use, quantity should be controlled. Concentration is an important guild to evaluate quality of seasoning products. The questionnaire and interviews with consumers also show that for consumers, the most important aspect is a trustworthy brand name and product’s concentration when choose this kind of products. However, 60% consumers don't think it is difficult for them to try and transfer to another brand.
2.1.2 Users and decision makers
The users cover population in every age rank. Except individual consumers, the users also include restaurants. Normally, in Chinese families, females are responsible for cooking and purchasing relevant consumable. The decision makers for buying this kind of seasoning products are mainly females which age ranked from 26-55. For restaurants, decision makers are managers and chief cooks.
2.1.3 Trends and issues

Concerning on the seasoning products market of Fujian province, compared with 2005, in 2006, sales increased by 34%. Hereinto, monosodium glutamate market grew by 32% and other products
 increased by 45%. In Fujian province, income per family increases by 10% every year. However, at the same time, the amount of free time is decreasing. Therefore, the needs for seasoning products are rising since it is generally believed that seasoning products are effective to reach better taste and efficiently save time. On the other hand, people take more attention on concentration of seasoning products. They want to use less but get more effect. And they are not only satisfied with regular categories, such as monosodium glutamate and granulated chicken bouillon, the needs for more new flavour has spurred the emergence of more and more new categories. The booming restaurant industry is another impetus for increasing needs of seasoning products. In 2005, the amount of restaurant chains raised 23% compared with it in 2004 (Department of Business Affairs, 2006, para. 2). 
Traditionally, monosodium glutamate has been recognised earlier by most Chinese people. But in recent year, the trend shows that the number of consumers transferring to granulated chicken bouillon is increasing. Granulated beef bouillon, granulated gri sparerib skin bouillon and granulated mushroom bouillon are still fresh to most consumers. The technology of monosodium glutamate manufacture has developed rapidly, plus the seasoning industry booms in Fujian province, huge competition requires higher technique standard but lower cost. This situation asks manufacturers to have more specific technology and more effective, efficient equipments. In Fujian’s seasoning products market, products with middle-high price competition is relatively weak compared with products with middle-low price. And Chinese Association of Products Quality (CAPQ) is an official organisation which is responsible to supervise qualities of products in all industries and appraise certain brands as famous and reliable brands. From 2007, CAPQ will not list monosodium glutamate products on targets of appraisement due to serious pollution in this industry (Monosodium Glutamate will not in a rank of famous Brand, para. 1). And CAPQ have made policies on industrial water treatment. In 1987, the Joint Expert Committee on Food Additives of the United Nations Food and Agriculture Organization and the World Health Organization confirmed that monosodium glutamate was safe (Food and Environment Hygiene Department, 2005, para.1).
2.2 Brand analysis
2.2.1 Positioning
Quality and Packaging
When the Vedan brand was very popular in the Fujian market, it was positioned as an international brand with good quality. This positioning could match the trend which consumers trusted international brands more than domestic brands. The Vedan products have middle-upper price level compared with other brands. The Vedan products won the Country Gold Prize of Biologic Technique and the Seventh Toping Biologic Technical Prize in 2003 (Vedan, 2002, para. 2). As the main material of monosodium glutamate production, the concentration of glutamic acid can reach 99%. This cannot be achieved by other brands. Compared with other brands, the DOYT products have two unique features, higher concentration and more categories. The packaging of the DOYT products has such characteristics as colourful, distinct. The title “Dainty on Your Table” is clear and visible. DOYT offers different packaging size to satisfy different needs. 
Current communication
Generally, Vedan communicates its products though advertisements, posters, promotion, homepage and events. Concerning the DOYT products, Vedan has organised several basic communication activities to test marketing reaction, such as sales promotion and distributing flyers in supermarkets, events and personal selling to promote new products to restaurants and wholesalers. Results from questionnaires show that advertisement and sales promotion are the most important tools to increase brand awareness and stimulate buying intention. However, Vedan’s advertisement is played three times one week in daytime which are unlikely be watched by the majority. The sales promotion can not achieve the expected effect. Consumers reflect before they are willing to be involved in sales promotion, they need to have basic knowledge and awareness on a brand or a product. Event is an important tool to communicate wholesalers and restaurants and it has been working well on building and consolidating good relationship. The Vedan’s webpage and flyers play poor roles in communication. Most consumers do not know that Vedan has its own website, and more than 97% of the consumers have never seen or have very negative feeling on flyers as a communication tool. The effect of current communication to consumers is not satisfied since more than half of consumers state that they have negative impressions or have never seen Vedan’s communication activities.
2.2.2 Perception

The concrete data and knowledge on how target groups perceive the Vedan brand are available by data collected from questionnaires and interviews. 52% if the consumers know the Vedan brand. 32% of the consumers used the Vedan products but just 4% people are using Vedan products. The research shows some reasons for the decline. Almost all consumers who used or are using the Vedan products think concentration, taste and packaging of Vedan products are good. 23% of the consumers regard the Vedan brand was trustworthy international brand and they mention that it was very fashionable to use the Vedan products since it represented high quality of life.  However, in their opinion, the Vedan brand is not special and fashionable these days because many international brands have appeared on the market and consumers did not see any impressive activities from Vedan. Gradually, they transferred to other brands which are more active and fashionable. The interviews with consumers show that consumers admire a brand with long history which is regarded as a quality and reputation guarantee. However, just 21% of the consumers know that the Vedan brand has more than 20 years history in the Chinese market. 41% of the consumers just know that the Vedan brand has monosodium glutamate and granulated chicken bouillon but have no idea about other products. 80% of the consumers do not have any knowledge about the DOYT products. 
2.2.3 Profile of the consumer

Gender
· 92% female
· 8% male 
Age 
· 76% 45-65 years old, 

· 17% 25-44 years old

· 7% under 25 years old 
Income 
· Middle-high income, namely more than 3000 RMB per person per month
Profession
· 65% white-collar
· 7% blue-collar

· 28% the retired
Habits and preference 
The two aspects which consumers concern mostly are health and living taste. They want a brand which not only has quality guarantee but also has good reputation and is well-known. The majority of them are professional women. They are very busy since besides working, they have to do most of housework. They desire healthy and easy lives. Psychologically, consumers are contradictory. They rely on the seasoning products to make delicious dishes they are used to using seasoning products frequently, almost every time when they cook. On the other hand, they think seasonings are not healthy. They normally go to supermarkets and food markets to buy daily foods. According to data collected form questionnaires and interviews with different groups, 72% of the Vedan consumers consume monosodium glutamate and granulated chicken bouillon much more than other products. 46% of the consumers think that advertisement has big influence on their buying choices.
2.3 Competitors analysis
According to the research, in Fujian market, there are more than 20 brands of monosodium glutamate or relevant products. Only in 2005, more than four new brands appeared in the market. That means that the competition within this industry is very strong. 
The primary competitors are Totole and Knorr. Currently, their market shares are much bigger than that of the Vedan brand. The two brands belong to very famous international brands.
 They are highly international recognized and have integrated communication activities. However, their fake products have appeared frequently which brings negative effect to the brands reputation and loyalty. Compared with the Vedan products, the prices are very close but Totole and Knorr have less products categories and shorter history in the Chinese market. Their main communication messages are to make more delicious foods with their products. The 88% monosodium glutamates brands are from local enterprises. They are the secondary competitors. These enterprises have some common strengths and weaknesses. These enterprises are relatively small without developed technology and the qualities are not very competitive. But most of the enterprises have long history locally and the prices are low. They occupy the most of low-middle consumption market.
2.4 SWOT analysis
A SWOT analysis is a tool for analysing Vedan and its environment. This first step of planning will help to focus on the main key issues, which are important in relation to any further strategies that will have to be made to help Vedan develop itself within its environment. 
	Strengths
	Weaknesses

	· Unique history in the Fujian market which creates good basis for further development
· International brand name which can strengthen its reputation in consumers’ minds

· Being perceived as high quality products by consumers who know the brand

· Developed technology and modern equipments

· International distribution which can offer support in finance, technology and other aspects
· More categories of products with higher concentration
· No negative reports in public 
	· Improper and outdated marketing positioning

· Low brand awareness and weak brand image

· Without an integrated and comprehensive communication strategy



	Opportunities
	Threats

	· Big market with increasing demand

· Increase amount of business women 

· Increasing income per person

· Booming restaurant industry

	· High competition in seasoning industry

· Seasonings being perceived as unhealthy foods 
· Emergence of fake monosodium glutamate which is threatening industrial reputation

· Strict regulation and increasing coast for waste water treatment which decrease the profit


Strengths
Results of questionnaires and interviews show that long history and international background help to build trustworthy brand image in consumers’ minds. Thus, international brand and long history are the main strengths of Vedan. Research also shows that consumers perceive the Vedan products as high quality products and this is essential to build up and consolidate the brand image. Furthermore, the unique features of the DOYT products can distinguish the Vedan brand from other seasonings brands. The distinct features could result in deeper impressions and positive image perceived by consumers.
Weaknesses
Vedan has simply positioned itself as an international brand and its products are in high rank and have good quality. However, along with the emergence of many other international brands, this positioning has been not competitive any more. During long time, Vedan has not put much effort on marketing communication and the company does not have a systemic and integrated marketing communication plan.  As a result, through questionnaires and interviews, it was found that the effects of existing communication activities are poor.

Opportunities
As the main householders, most women are very buy with working and housework. On the other hand, the economic development and increasing of personal income cause pursuit to high living quality. The two aspects create a favoured environment for the development of seasoning industry as well as that of Vedan. Furthermore, before, normally, seasoning products just aimed to consumers and wholesalers. The booming of restaurants result in bigger needs for seasoning products and it extend the market for seasoning industry.
Threats
In the Fujian market, there are more than forty brands of seasoning products. The competition is undoubtedly strong. The biggest threat is the wrong perception by consumers towards monosodium glutamate. Questionnaires and interviews show that 3% consumers never use similar seasoning products and 65% of consumers strictly control the using quantity because most consumers believe monosodium glutamate is healthy. Thus, the wrong opinion has threatened the seasoning industry and decreased the market margin.
2.5 General Conclusion
Through situation analysis, it can be seen that Fujian is a favoured market for the development of seasoning industry, not only due to economic development and increasing personal income, but also because of the trend of pursuit to convenience. Results of questionnaires and interviews show that for consumers, the most important issues are concentration of products, trustworthy brand name, healthy and safety issue. Through the research, the key problems which the Vedan brand is facing are found. Although the Vedan products remain good reputation among existing consumers, the brand and products awareness are not satisfied. The main reasons are improper market positioning and without efficient and integrated communication. Thus, in following steps, Vedan needs to:

· think about how to reposition the brand according to consumers’ needs and market change

· realize the important function of marketing communication 

· implement effective and integrated communication 
Chapter 3 Communication Objectives
After conducting the research and analyzing the situation in the market, number of conclusions was reached; and it is based on these conclusions that communication objectives have been put forward. Still because of the analysis, the market of seasoning products became clearer in terms of segmentation, trends, consumer etc. These examined issues lead to the next step: objectives. Additionally, communication objective should have particular statistics and be SMART. 
Knowledge
· To increase the awareness of the Vedan brand by 75% among target groups in the Fujian province within 4 months
· To inform 60% of the target groups that Vedan brand is an international brand with more than 60 years history within 3 months
· To ensure that 50% of the target groups know that the DOYT products have higher concentration and more categories within 3 months
· To inform 60% of the target groups in Fujian province that monosodium glutamate is not harmful to health within 4 months
Attitude
· To be realized by 60% of the target groups that Vedan continuously cares about consumers health within 5 months
· To make 10% of the target groups feel that Vedan takes care of the development of community and society as well as that of the enterprise within one year

· To build trust between the Vedan brand and 15% of the target groups within one year
Behavior
· To generate buying intention among 35% of the target groups within 6 months
Chapter 4 Marketing Communication Strategy
The next step after creating objectives is developing strategies. The analysis of the objectives gives a clear view what has to be done and therefore is necessary to answer the question: How to achieve the objectives? In this chapter, the marketing communication strategy is presented in STOP & SIT structure.
4.1 Segmentation
In Fujian province, Fuzhou and Xiamen are the two cities with high consumption of seasoning products. The income per family in the two cities is higher than other cities. But at same time, as householders, most women in the two cities have their own jobs. Relatively developed economy causes the vogue which people raise their requirements to the qualities of lives in each aspect. They have more needs and abilities to seek different flavors. Thereby, Fuzhou and Xiamen will be the main focus to implement the communication activities. 
4.2 Target markets
The target markets include several groups as following:

· Ideal consumers:

   Sex: Females 
   Age: 25-55 years old

   Geographic: Urban areas in Fujian province
Income: middle-high (more than 3000 RMB per month per person)
   Profession: White-collar

   Lifestyle: Since they are professional women, they have less time to spend on cooking but want to eat healthy. They have a strong sense of fashion and vogue. They are used to buying foods from supermarket and food store and they have strong sense on brand name. 
· Wholesalers

· Restaurants which are middle-high rank
4.3 Objectives 
The main objective is to re-build the Vedan brand image by communicating the DOYT products. 
4.4 Positioning 
The main direction of positioning is to emphasize the characteristics of the brand and its products which are better and/or different from its competitors. Based on this strategy, Vedan will be positioned as:

· a brand with more than 60 years history

· a brand which aims to provide healthy life and always takes care of consumers’ health

· a brand which devotes to technical development and continuous innovation.   
For the DOYT products, they are positioned as which has higher concentration and the most categories of seasoning products aimed on serving consumers with more delicious dishes and convenient lives.
4.5 Stages 
Three stages can be distinguished when building up a brand: pre-introduction, introduction and elaboration (Vos, M & Schoemaker, 2001, P 123). The pre-introduction stage is the positioning of the Vedan brand and to make old consumers recall the brand. The focus will be on the introduction and elaboration stage. The brand values and the characteristics of the Vedan products and the preposition will be transferred to target groups by advertising, events, posters. During the elaboration stage, the communication efforts will be directed at strengthening the brand concept by sales promotion and public relation.  Different stages can also be seen geographically. As the economic centres of Fujian province, Fuzhou and Xiamen will be the main fields for communication activities at the beginning. If the communication activities are effective, they will be implemented in other cities of the Fujian province.
4.6 Tools
The communication tools include advertising which includes advertisement on TV and outdoor advertising, sales promotion, events, free publicity, personal selling, internet and sponsorship.
4.7 Integration 
One of the most important reasons for failure of Vedan’s previous communication activities is that Vedan doesn’t have an integrated marketing communication. Therefore integration is a very important aspect in the new communication plan. Through communication activities, consumers get an impression on the Vedan brand and its products. The objectives can be achieved by advertising, events, internet, and poster. To make a positive attitude towards the brand, Vedan will show the target groups the big advantages of its product (convenient usage, healthy concept, best quality…) mainly though free publicity and sponsor. The purchase intention will be increased by sales promotion. 
The subject of the seasoning products has been fixed as “Dainty on Your Table”. This title will be showed by every tool. And in each activity, the logo of Vedan, slogan of the products, colour, and packaging will keep same. And the tools can support each other. For examples, the Vedan’s advertising can support its sponsoring, promotions, websites; promotion cannot be isolated and it will be integrate with advertising, the vedan’s website; in the developed website of Vedan, reports and information about sales promotion, events and other activites will be presented. Each tool will base on the positioning of the Vedan brand and be well integrated.
4.8 Communication concept

4.8.1 Main concept

Basically, the main purpose of communication is to make consumers recall and know that the Vedan brand has more than 60 years’ history. The main message is ‘Continuous focus on your healthy life for 60 years!’ and it will be promoted in an emotional way. Visually, the brand will be linked to an image of mother. Mothers always take care of children’s life and health. The care of a mother is trustworthy and always same no matter time passes by. To promote the DOYT products and its unique features which distinguish it with other brands, the slogan of the products series is “More concentrated, more choice, more delicious life”. 

4.8.2 Creative concept
Here is a creative concept for the Vedan’s advertisement on TV. The concept is to use emotional and implicit story to achieve the communication objectives. The advertisement combines pictures with a lady’s tender background voice. The narrating starts with ‘Before, mother always tried to make delicious foods for me’. The picture shows that a mother is cooking in a kitchen with Vedan products. Then a picture shows she sits by a table with a little girl who is eating diner. It is obvious she is enjoying the meal and smiles to her mother. The mother also looks at her daughter with smile and love on her face. Then the background voice speaks up: “Today, I have become a mother. I just know that how much love and care are involved in every delicious food!” The picture shows a young lady is also cooking in a kitchen with Vedan products and then she sits by a table and has dinner with her mother and son. The atmosphere is warm and soft.  Then a picture shows the packaging of the DOYT products, monosodium glutamate, granulated chicken bouillon, granulated beef bouillon, granulated sparerib bouillon and granulated mushroom bouillon. Background voice speaks up: “Continuous focus on your healthy life for 60 years! More concentrated more choice, more delicious life, Dainty on your table series products!” At last, the logo of Vedan International is shown clearly and visually.  
4.9 General conclusion
To simply position Vedan as an international brand is not enough to stand out from numerous seasoning brands. Vedan has to emphasize its unique features which could be admired by consumers. Through questionnaires and interviews, it has been proved that long history, international brand and healthy concept can help to build trustworthy image. These aspects will be the main message and concept being communicated to consumers. And the new communication plan should be better integrated. 
Chapter 5 Implementation
No strategy can implement itself. Thus, as the next step, how to implement the strategy through communication tools is analyzed. This chapter covers the tactics, action and control of the various communications tools described in the previous chapter. The action stage reveals the details of the tactics. The control is necessary in order to measure the actions. 

5.1 Advertising

Tactics
In an emotional way, Vedan wants to communicate the long history, trustworthy image and the features of the Vedan products which are different from other brands as the main messages. In the “prime media”, Vedan is going to design the conception. Besides this, another specific channel is needed, such as outdoor advertising, namely posters. The target group of the activity is the ideal consumers.
Objectives
· To increase the awareness of the Vedan brand by 75% among the target groups in the Fujian province within 4 months
· To inform 60% of the target groups that the Vedan brand is an international brand with more than 60 years history within 3 months
· To be known by 30% of the target groups that the DOYT products have higher concentration and more categories within 3 months

· To be realized by 60% of the target groups that Vedan continuously cares about consumers health within 5 months
Proposal

Commercial advertisement

The advertisement will be played on channels of Fujian TV, Xiamen TV and Fuzhou TV from September 2007 till November 2007. Since the most communication activities are held in Xianmen and Fuzhou city, in order to support other activities for maximum effect, the appearance of the advertisement will be more frequent in Xiamen TV and Fuzhou TV. Since most of our target groups are professionals, evening is the best time to approach them through TV. In China, 20:00 o’clock to 21:30 o’clock are called golden time. In this period, programs which have highest watching rates are played. Vedan will choose the golden time period to present its advertisement. The concrete implementation of commercial advertisement is as following (see appendix 1, 2 &3):
	Target market
	Channel
	Periond
	Time

	Fujian
	Fujian TV
	7th  September to 7th October
	20:16- 21:45

	Xiamen
	Xiamen Satellite TV
	1st October to 1st November
	12:25-12:30

	
	
	
	20:25- 20:30

	
	
	
	21:20-21:25

	Fuzhou
	Fuzhou Satellite TV
	1st October to 1st November
	19:55-20:03

	
	
	
	20:58-21:05


Posters

In the Fujian province, bus is still the main tool transportation for most people. For instance, in Xiamen, there are around 3.84 million person-times to use bus as transport tool. And different with the Netherlands, there is no information board about bus schedule in bus station in most Chinese cities, including the cities in Fujian province. This causes the possible longer waiting time. The two situations make bus stations become excellent places for communication. The posters will be arranged at the bus stations which are around city centre and close to rail station. In Xiamen and Fuzhou, there are specific agents for advertising in bus stations. (Dong Di Shi Advertising Angency, 2005, para. 3). The posters will work from 1st September to 1st December. 

Control

Two months after the start of the campaign, sales should be measured to see if they increase during or after the campaign. Beside internal financial data, Vedan will consult wholesaler’s opinion since they are also very important channels to consumers besides supermarkets and food stores. Through market research, Vedan will measure if the target groups have changed its top of mind mentioning or if the aims, mentioned in the objectives are met.
5.2 Sales Promotion

Tactics 
The main objectives are to stimulate customers to gain more knowledge and try the Vedan products and increasing sales as the ultimate objective. Sales promotion can be directed as a “pull strategy” which encourages purchase from the ultimate consumer or as a “push strategy” to encourage distribution channels to stock the product. For DOYT products, Vedan plans to use sales promotion in supermarkets for ideal consumers. And sales promotion will also be applied to wholesalers in order to get a chance for the second publicity. For seasoning products, monosodium glutamate and granulated chicken bouillon are widely accepted and used by consumers. But granulated beef bouillon, granulated mushroom bouillon and granulated sparerib bouillon are relatively fresh to consumers. So these products are the main objects of promotion. The target groups of sales promotion are the ideal consumers, wholesalers and restaurants
Objectives

· To increase the awareness of the Vedan brand by 75% among the target groups in Fujian province within 4 months

· To be known by 30% of the target groups that the DOYT products have more categories within 3 months
· To generate buying intention among 35% of the target group within 6 months
Proposal

Vedan will mainly use activities like price discount, one with another small sized product free and freebies for sales promotion campaigns. The main spots for the campaigns are the biggest supermarket in Fuzhou and Xiamen. They are Carrefour, Trust-Mart and Wal-mart in where the Vedan products have already available. The campaigns will last one moth from September to October. As common seasoning products, monosodium glutamate and granulated chicken bouillon have been accepted by consumers. However, granulated beef bouillon, granulated sparerib bouillon and granulated mushroom bouillon relatively new for consumers and have less consumption. So the main promotion products are granulated beef bouillon, granulated sparerib bouillon and granulated mushroom bouillon. 
The basic tactics are to promote monosodium glutamate and granulated chicken bouillon by one with another small size product free and the small size product is one of granulated beef bouillon, granulated sparerib bouillon and granulated mushroom bouillon. Thus, the monosodium glutamate and granulated chicken bouillon products are more competitive than other brands, on the other hand, the goal of promoting other products can be reached. For the granulated beef bouillon, granulated sparerib bouillon and granulated mushroom bouillon products, the ways of promotion are price discounting and freebies. During the campaign, the three products will have 20% off to attract more consumers to try the products. And the freebie is an exquisite cruet and a matched spoon on which the Vedan’s logo is printed. For wholesalers and restaurants, promotion campaign will embody through price discounting and freebies. The concrete scope of discounting depends on the quantity of buying. For restaurants, the freebies are tablecloth or kitchen appliances. For wholesalers, the freebies are high rank overcoats.  
Control

Since the main purpose of sales promotion is to increase sales, during and after the campaigns, sales record and comparison is the major measurement to evaluate the effect of sales promotion. The sales of the DOYT products are expected to increase by 10% though sales promotion in ideal consumers and 7% in wholesalers and restaurants. And to observe consumers behaviors in supermarkets where the campaigns are held is another research tools to measure the effect. 

5.3 Events

Tactics
Events, as a communication tool, offer better platform to interact with target groups and build good relationship. And events also provide chance for free publicity and personal selling. The tool can integrate with free publicity and personal selling by offering significant chance to contact journalists and target groups. Vedan’s events will mainly aim to wholesalers and restaurants. In the events, the unique history and conception of the Vedan brand and features of the DOYT products and their usages will be well presented. 
Objectives

· To increase the awareness of the Vedan brand by 75% among the target groups in Fujian province within 4 months
· To inform 60% of the target groups that Vedan brand is an international brand with more than 60 years history within 3 months
· To be known by 30% of the target groups that the DOYT products have higher concentration and more categories within 3 months

· To build trust between the Vedan brand and 15% of the target groups within one year
Proposal

The main goals of the events are to stimulate buying intention of wholesalers and restaurants and to build up good relationship for further contacts which is the basis for personal selling. By collection contact information of the main wholesalers on seasoning products and bigger restaurants, Vedan will contact them by email, post mail and phone call. The events will be held in August in Xiamen and Fuzhou respectively. Vedan will contact the bigger restaurants and hire their halls for the campaigns. The hall will be arranged with fifteen to twenties tables (each for ten persons), stages, screen, projectors, banners, posters, products displays, flowers, etc. The invited guests are wholesalers of seasoning products and owners or chefs of bigger restaurants. Besides, journalists from media will be invited to the events. Guests get presents when registered at the entrances of the halls. The presents include the DOYT products, brochures about Vedan and the DOYT products. In order to appreciate attendance of guests, build good relationship and add up fun for the events, there will be activities of raffles. The schedules of the events are as following:

· Address by moderator

· Address by the CEO of Vedan

· Address by represent of franchisees

· Presentation and introduction of the DOYT products

· Cooking with the DOYT products by chefs and foretaste by guests

· Usage introduction by chefs

· Dinner

· Raffles

· Ending address
Control

After the 6 months of the campaign, sales should be measured to see if they rose during or after the campaign. Furthermore how many people have taken part in our events will be counted and recorded. Additionally Vedan will monitor how many people visited the Vedan’s homepage. The collected addresses are another possibility to evaluate our success and to use them for further personal selling activities. In addition it will be measured through market research and record if the target groups have bought the DOYT products, how they perceive the DOYT products and the image of Vedan brand.
5.4 Free Publicity

Tactics
Undoubtedly, mass media has huge influence on people’s opinions, perception, lifestyles, etc. It is a relatively convincible channel. A research shows that TV and news paper, professional magazine are the most reliable media for most Chinese people.
 (Na Gao, 2007, para. 4). Another aspect for the importance of publicity is that it can be a tool to spread more specific and relevant information. It means, by using this tool, the Vedan’s history, characteristics, products, usage can be informed to the target groups more specifically. The target groups of the tool are the ideal consumers, wholesalers, restaurants.
Objectives
· To increase the awareness of the Vedan brand by 75% among the target groups in Fujian province within 4 months
· To inform 60% of the target groups that Vedan brand is an international brand with more than 60 years history within 3 months
· To be known by 30% of the target groups that the DOYT products have higher concentration and more categories within 3 months
· To inform 60% the target groups in Fujian province that monosodium glutamate is not harmful to health within 4 months
· To be realized by 60% of the target groups that Vedan continuously cares about consumers health within 5 months
· To make 10% of the target groups feel that Vedan take care of the development of community and society as well as that of the enterprise within one year
· To build trust between the Vedan brand and 15% target groups within one year
Proposal

‘Lives’ is a magazine including information and stories about families, living, health, diet, dressing, cosmetics and etc. The main readers are females from 20-50 which could largely cover the ideal consumers. The magazine is publishing in every city of the Fujian province. It also means that the magazine could reach the ideal consumers in the whole Fujian province.  Fuzhou Daily News and Xiamen Daily News are popular newspaper in Fuzhou and Xiamen. The contents of the news papers are all-around and cover a lot of aspects, such as politics, daily living, health, diet, fashion trends and etc. As the major print media, the newspapers have large quantity of readers.

Vedan plans to invite journalists form ‘Lives’, Fuzhou Daily News and Xiamen daily News to the events and to visit Vedan Company. The contact message can be got from their homepages. The main purpose for inviting these media is to the company is to present the modern equipments and developed technology and Vedan’s healthy concept. Since pollution caused by production of seasoning products has been a public issue, Vedan will show the journalists how Vedan treats waste waster from producing process. Through this, a good brand identity is expected to be communicated. 

Control

The campaigns’ news coverage should be measured and examined to see if they raised any free publicity during or after the campaign. Through market research Vedan can measure if the target groups have changed their attitudes and see if the mentioned objectives are realized. 
5.5 Personal selling

Tactics
Personal selling is a conventional communication tool of Vedan. It already has professional staff and network. Before, the Vedan’s personal selling just aim on wholesalers. Along with the booming of restaurant industry, restaurants should become a main target group. Due to higher price and positioning as high-rank products, the target restaurants should be middle-high rank.
Objectives
· To increase the awareness of the Vedan brand by 75% among the target groups in Fujian province within 4 months
· To inform 60% of the target groups that Vedan brand is an international brand with more than 60 years history within 3 months
· To be known by 30% of the target groups that the DOYT products have higher concentration and more categories within 3 months

· To build trust between the Vedan brand and 15% of the target groups within one year
· To generate buying intention among 35% of the target groups within 6 months

Proposal
Basically, personal selling aims on wholesalers and managers of bigger restaurants. Specifically, according to different communication objectives, the target groups can be divided into three groups as following:

· Wholesalers and managers who are already Vedan’s clients

 For this group, the main objectives are to express appreciation, consolidate good relationship and propagandize Vedan’s sales promotion campaign to sell more.
· Wholesalers and managers who are not Vedan’s clients yet but has been to Vedan’s events

 This group is very potential to become Vedan’s clients. They gain some knowledge on the DOYT products through the events and basic relationship has been built up. The main communication objectives are to deeper introducing the features of the DOYT products, tell information about Vedan’s sales promotion campaign and stimulate buying behaviors.
· Fresh wholesalers and managers 

This is a group without nay business relation with Vedan in the past. However, along with the increasing marketing needs, they are also potential to become Vedan’s clients. The main communication objectives are to introduce the DOYT products, present the DOYT products with Vedan’s brochure, and build up good relationship. 
Control
Personal selling is a very direct way to approach the target groups. It is a effective tool to directly increase sales and build brand image through relationship building. Whether sales to wholesalers and restaurants rise is the major measurement to evaluate the effect of personal selling. The sales to wholesalers and restaurants are expected to increase by 15%. And in the process of building good relationship, data about how target groups perceive the brand image and their knowledge on the products can be collected. The results of this collection can also measure the effect of personal selling.
5.6 Internet

Tactics
According to a research, by July of 2005, there were 1030 million Chinese population who had access to internet. The increasing rate was 18.4%compared with the same period in last year. China ranked the second position in the world concerning on users of internet..In the 1030 million populations, Fujian province occupied 4%. 9.2% of the Fujian population has access to internet. 
 (Weidong Zhang, 2005, para.4) Thus, internet has wider and wider communication function in the Fujian market. Vedan created its own website since 1999. However, the research shows that the function of the website is not satisfied. The main reasons are seldom renewed information and a lack of subjects which could attract consumer’s attention. Vedan is going to develop its website with up-to -date information about every aspect. Besides, in order to attract more ideal consumers to the website, the website will set up a special menu which teaches consumers how to make delicious dishes with DOYT products. To integrate with other communication activities, the Vedan website will publish detatiled information about other activities. The target groups are the ideal consumers, wholesalers and restaurants.
.  
Objectives

· To increase the awareness of the Vedan brand by 75% among the target groups in Fujian province within 4 months
· To inform 60% of the target groups that Vedan brand is an international brand with more than 60 years history within 3 months
· To be known by 30% of the target groups that the DOYT products have higher concentration and more categories within 3 months
· To inform 60% of the target groups in Fujian province that monosodium glutamate is not harmful to health within 4 months
· To be realized by 60% of the target groups that Vedan continuously cares about consumers health within 5 months
· To make 10% of the target groups feel that Vedan take care of the development of community and society as well as that of the enterprise within one year

· To build trust between the Vedan brand and 15% of the target groups within one year
Proposal
The Vedan’s website will keep the previous style but update all the information. The information about all the communication activities will be available on the website. And besides, there will be three new and special menus. The first is called ‘Seasoning Class’ which offer concrete and comprehensive knowledge about seasoning products and their usage. A forum is offered in this menu for people to ask questions, give feedback, exchange experience or state opinion. The second menu is called ‘Cooking Class’. In this menu, knowledge about how to make delicious dishes and how to have a healthy diet are offered though articles and videos. A forum is also available in this menu to interact and attract more target members. And the last new menu is about corporate social responsibilities. Vedan will present information on how vedan deals with waste water and take care of the environment.  

Control

The main tool used to measure the effect of the webpage is to monitor the times of visiting. And email contact or messages can also offer information on the effect. If people are interested in the programs or actively contact with Vedan, that means the objectives of the Vedan’s website has been reached. And through their message in the forum, their opinion and perception on the DOYT products and the Vedan brand can be collected. 
5.7 Sponsorship
Strategy

Vedan plans to sponsor activities through which the target groups can be touched. Besides changing and consolidating the image in people’s mind, another function is to add quality and fashion elements into the Vedan brand image. In order to closely approach the ideal consumers, Vedan is going to sponsor a TV program which teaches audiences how to cook dishes. There are some advantages to sponsor this program, such as increasing brand awareness, spreading knowledge of the DOYT products and seasoning products.
Objectives

· To increase the awareness of the Vedan brand by 75% among the target groups in Fujian province within 4 months
· To inform 60% of the target groups that Vedan brand is an international brand with more than 60 years history within 3 months
· To be known by 30% of the target groups that the DOYT products have higher concentration and more categories within 3 months
· To inform 60% of the target groups in Fujian province that monosodium glutamate is not harmful to health within 4 months
· To build trust between the Vedan brand and 15% of the target groups within one year
Proposal

Market leaders use sponsorship widely and arguably more successfully than any other communications tool to achieve competitive advantage whilst events of all sizes depend on sponsorship just to exist (Sponsorship, 2006, para2). As a communication tool, sponsorship does not work straightforward on selling and it is a quite indirect tool. To approach the target groups of Vedan and maximize the communication space, Vedan will link the Vedan’s products to sponsoring object.

‘I Love Kitchen’ is a program which teachs cooking. It plays everyday from 18:20 to 18:50 in the Public Channel of Fujian TV. The program aims to promote healthy diet and the connotation of Chinese dietetic culture. As a popular program moderated by a famous professional, ‘I Love Kitchen’ has many females between 30-60 years old as its main audiences.
Vedan will sponsor the program, ‘I Love Kitchen’. The studio of the program is laid by a big table on which there are cookers, dishware, seasonings and materials for cooking. Behind the moderator, the background board is big and clearly visible. The poster with the Vedan’ logo, ‘Dainty On your Table’, the slogan of ‘More choice, more delicious life!’ and packaging of the DOYT products will be in the visible place. And the DOYT products are suggested to be placed on the table. Vedan will sponsor the program not only buy capital, but also by seasoning products. Thus, the DOYT products are used for cooking during the program. Since the moderator cooks and at same time explains, knowledge can be spread naturally. The program is expected to communicate usage of the DOYT products; basic knowledge of seasoning products, such as that monosodium glutamate is not harmful to health in order to change attitudes of target groups. The activity of sponsorship will last two months from August 2007 to October 2007.

Control

Quantitative data offered by the program can provide information on how many ideal consumers Vedan has been reached. And through market research measure if the target group changed its attitudes, mentioned in the objectives are met.
5.8 Budget

	Total RMB allocated                                      2,000,000 RMB

	Activities
	Cost
(In RMB)

	HR: staff
	100,000

	HR: contact with the population
	50,000 

	Advertisement
	1,000,000

	Posters
	150,000

	Sales promotion
	300,000

	Events 
	100,000

	Sponsorship
	100,000

	Total expenditures
	1,800,000


Chapter 6 Conclusion
As a past famous brand, Vedan is facing a serious problem on how to revitalize and rejuvenate itself. In order to offer specific direction for communication strategy of the Vedan’s DOYT products, a research has been conducted to answer the central question as ‘What are the problems with the Vedan brand?’ Though the research, it is founded that although competition in seasoning products industry is getting stronger and stronger, marketing space is still big due to consciously increasing marketing needs. However, the Vedan brand does not have a strong and impressive image perceived by target groups. 
The main reasons are improper brand positioning and lack of effective and efficient marketing communication. Vedan has simply positioned itself as an international brand which products are high rank and have good quality. However, along with the emergence of many other international brands, this positioning has been not competitive any more. So Vedan has to find out its unique strengths and reposition. It should be realized that marketing communication has more and more influence on brand image and sales. Although Vedan has its own communication tools, communication activities should be integrated to strengthen each other and maximize the effect.
As the first stage to put main communication effort in Fuzhou and Xiamen, the effect and efficiency of the communication implementation will be observed and adjusted though subsequent research. Since internet is not a popular buying tool for ideal consumers, Vedan will just use its website as internet tool. But with the increasing consciousness on internet buying, Vedan will offer this tool in order to raise its communication coverage. And corporate communication responsibility (CSR) is a relatively new communication concept in China. However, with the sound development in communication field, the importance of CSR will be realized by more and more companies. Vedan will pay attention to this trend and put more effort on CSR. 
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Appendices
Appendix 1: Analysis of questionnaires
Age:

	<25
	26-35
	36-45
	46-55
	>55

	5%
	29%
	39%
	20%
	7%


Gender:

	Male
	Female

	12
	85


Profession:

	Student
	White-collar
	Blue-collar
	Housewife
	Others

	2
	72
	12
	4
	7


Habitation:

	Urban
	Suburb

	71
	26


Marriage:

	Married
	Single

	89
	8


Q1 Which product(s) do you use for cooking?

	Monosodium glutamate
	Granulated chicken bouillon
	Others
	Don’t use

	60%
	31%
	5%
	4%


Q2 How do you rate the frequency of using this kind of seasoning products?

	Every time when I cook
	Often
	Sometimes
	Rarely

	84%
	11%
	3%
	2%


Q3 Which seasoning brand do you use for cooking?

	Vedan
	Totole
	Knorr
	Others

	33%
	32%
	26%
	9%


Q4 How do you rate the importance of the following aspects when you choose seasoning products?
[image: image1.emf]0

20

40

60

80

1

2

3

4

5

1

57 23 15 67 12 10 6 21

2

26 38 22 21 15 37 26 42

3

6 19 22 5 26 26 36 12

4

2 7 24 3 26 12 17 6

5

0 4 8 1 3 6 6 10

Flavor

Concern

tration

Price

Trustwo

rthy

Packagi

ng

Packagi

ng

Packagi

ng

Brand

with


Q5 Where do you usually buy seasoning products?

	Supermarket
	Food market
	Food store
	Internet
	Others

	55%
	21%
	17% 
	0%
	7%


[image: image5.jpg]Q6 How do you rate the nutrition of the following products?

Q7 How do you rate your knowledge on seasoning products?

	Much
	Adequate
	Little
	Very little
	Don’t have

	15%
	33%
	36%
	15%
	1%


Q8 Which aspect(s) would you like to know more about seasoning products?

	Usage
	Intergradient
	Producing process
	If healthy
	Others
	Not interested



	29%
	11%
	15%
	39%
	
	6%


Q9 Do you know the Vedan brand?

	Yes
	No
	Not sure

	52%
	41%
	7%


Q10 How long have you being knowing the Vedan brand?

	Less than half a year

	Half a year- two years


	two years to five years
	more than five years



	6%
	16%
	22%
	56%


Q11 Are there any differences on your perception to the Vedan brand since you knew it?

	Yes
	Noq
	Not sure

	80%
	16%
	4%


For answer yes, how do you rate the changes in following aspects?
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Q12 How do/did you know the Vedan brand?

	Advertisement
	Poster
	Promotion
	Internet
	Recommendation
	Others

	30%
	22%
	24%
	6%
	14%
	4%


Q13 Have you ever bought Vedan seasoning products?

	Yes
	No
	Not sure

	68%
	13%
	3%


Q14 How do you rate these aspects of Vedan seasoning products?
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Q15 How do you rate your impression to the following Vedan activities?
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Q16 What do you know about the Dainty On Your Table Porducts?

	More than three products
	More concentrate than other brands
	Others
	None of above

	18%
	6%
	6%
	70%


Q17. What do you think that Vedan needs to improve?
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For the research, questionnaire is an important tool to collect qualitative data. The questionnaires wwere distributed to 120 persons in Xiamen and Fuzhou. In order to approach our target groups, namely female, I collected email address though a woman association. However, to avoid limiting target group in a small range, the questionnaires were also distributed though friends’ network. But the age rank is limited for 20-60 and the people should have no relationship with Vedan Company. At last, 97 questionnaires were got back with feedbacks.

By analysis of the questionnaires, information about the Vedan brand are getting more clear. It shows that 97% consumers are using seasoning products. Hereinto, 60% people are used to using monosodium glutamate. 52% consumers know the Vedan brand. 32% consumers used the Vedan products but just 4% people are using Vedan products. The research shows some reason for the decline. Almost all consumers who used or are using the Vedan products think quality, packaging of Vedan products are good. 23% consumers regard the Vedan brand was a high rank brand but it is not popular any more currently due to poor communication activities and the band is not as fashion as before. It was found that consumers’ knowledge on the Vedan brand and seasoing products are limited. 41% consumers know that the Vedan brand has monosodium glutamate and granulated chicken bouillon but they have no idea about other categories products of Vedan, such as granulated beef bouillon, granulated mushroom bouillon and granulated sparerib bouillon.Concerning on monosodium glutamate and similar products, 65% consumers believe the main ingredient, aminophenol, is not so healthy even harmful and using amount should strictly be controlled. But health is the most important thing they care. The result shows show that consumers admire a brand with long history. Though the investigation to consumers, it is found that the results of basic communication for the DOYT products are not satisfied since 82% consumers have never seen or heard Vedan’s communication activities.

Appendix 2: Analysis of interviews

As an important way to collected qualitative data, interviews were conducted to consumers, internal experts and external experts respectively. Though interviewing consumers, we can know more about their perception and needs. Internal experts can offer concrete, specific and professional information on seasoning industry, seasoning market. And external experts can better combine consumers’ perception and needs with analysis of macro environment. The interviews were conducted with two consumers; Vedan’s marketing manager and a wholesaler who has experience of corporation with the Vedan brand.
From interviews with internal and external experts, Concerning on the seasoning products market of Fujian province, compared with 2005, in 2006, sales increased by 34%. Hereinto, monosodium glutamate market grew by 32% and other products
 increased 45%. In Fujian, income per family increases by 10% every year. However, at the same time, people have been busier and busier. Therefore, the needs for seasoning products undoubtedly are rising since it is generally believed that seasoning products are effective to reach better taste and efficiently save time. On the other hand, people take more attention on concentration of seasoning products. They want to use less but get more effect. And innovation on new categories of seasoning products is the trend since the market grows very fast.  From external experts, in Fujian market, international brands have much more big market margin than domestic brands.

Higher request on eating and busy living rhythm are the main reasons for more and more consumers using seasoning products. More and more consumers have the habit to use seasoning products and the products are regarded as daily consumable for cooking because it is convenient and easy to make delicious foods. Almost all the interviewees think monosodium glutamate and similar seasoning products are not so healthy. They heard from informal channels, such as from parents, friends and TV series.  They want to make sure whether seasoning products are healthy or not since healthy life is the most important thing they care about. The interviews with consumers also show that for consumers, the most important aspect is a trustworthy brand name and product’s concentration when choose this kind of products. 

About the Vedan brand, internal experts offer information as that Vedan has positioned itself as an international brand with trustworthy quality. The position has never been changed due to put less effort on marketing communication. The unsatisfied sales spurred the Vedan to rethink about their communication strategy. Almost all consumers who used or are using the Vedan products think concentration, taste and packaging of Vedan products are good. They regard the Vedan brand was trustworthy international brand and mention that it was very fashion to use the Vedan products since it represented the quality of life. However, in their opinion, the Vedan brand is not special and fashion any more today because many international brands have appeared in the market and consumers did not see some impressive activities about Vedan. Gradually, some of them transferred to other brands which are more active and fashionable. The interviews with consumers show that consumers admire a brand with long history which be regarded as a quality and reputation guarantee. But no interviewees have knowledge that the Vedan brand has more than 60 year’s history. They do not have any knowledge on the DOYT products. They think the Vedan’s communication activities are poor and those activities couldn’t impress them and spur their buying intentions. 

Appendix 3: Price of advertising on Fujian TV in 2007
(In RMB)

	ID

	Time

	5s

	10s

	30s


	1

	18:00

	3000

	7900

	14200


	2

	18:05

	3200

	8200

	15300


	3

	18:30

	7100

	19300

	34500


	4

	18:52

	5300

	14700

	26300


	5

	19:15

	3600

	12600

	22700


	6

	19:30

	3600

	9800

	17700


	7

	19:55

	4200

	9800

	17700


	8

	19:57

	5800

	11500

	20500


	9

	20:02

	3600

	9800

	
	10

	20:20

	3400

	9300

	17700


	11

	20:27

	3400

	9300

	17700


	12

	20:33

	4000

	11100

	16600


	13

	21:05

	4500

	12100

	20500


	14

	21:19

	4300

	16000

	21800


	15

	21:23

	3600

	9800

	21000


	16

	21:31

	4000

	11100

	17700


	17

	21:51

	4500

	12100

	20500


	18

	22:17

	4000

	11100

	21800


	19

	22:21

	3400

	9300

	16600


	20

	22:27

	3400

	9300

	16600


	21

	23:10

	2400

	6300

	12000


	22

	23:15

	2300

	6100

	11500


	23

	23:23

	2200

	6100

	11000


	24

	23:47

	2200

	6100

	11000


	25

	00:07

	1800

	5000

	9000


	26

	00:11

	1600

	4500

	8100


	27

	00:19

	1100

	3000

	5400


	28

	00:39

	1100

	3000

	5400


	29

	01:03

	900

	3000

	5400


	30

	01:07

	900

	2500

	4500


	31

	01:28

	900

	2500

	4500


	32

	01:48

	900

	2500

	4500



	

	


Appendix 4: Price of advertising on Xianmen Satellite TV in 2007
(In RMB)

	ID

	Time

	5s

	10s

	15s

	20s

	30s


	1

	07:00-11:25

	670

	1230

	1680

	2200

	3000


	2

	11:25-11:30

	670

	1230

	1680

	2200

	3000


	3

	11:30-11:35

	670

	1230

	1680

	2200

	3000


	4

	11:55-12:00

	670

	1230

	1680

	2200

	3000


	5

	12:25-12:30

	670

	1230

	1680

	2200

	3000


	6

	13:15-13:20

	670

	1230

	1680

	2200

	3000


	7

	15:45-15:50

	670

	1230

	1680

	2200

	3000


	8

	16:28-17:55

	670

	1230

	1680

	2200

	3000


	9

	17:55-18:00

	980

	1800

	2450

	3200

	4380


	10

	18:33-18:35

	1420

	2610

	3560

	4650

	6360


	11

	18:45/19:00/19:10

	1620

	2980

	4060

	5310

	7250


	12

	19:23-19:25

	1340

	2460

	3360

	4390

	6000


	13

	19:30-19:32

	1340

	2460

	3360

	4390

	6000


	14

	19:55-20:00

	1340

	2460

	3360

	4390

	6000


	15

	20:25-20:30

	1340

	2460

	3360

	4390

	6000


	16

	20:35-20:38

	1500

	2760

	3760

	4920

	6710


	17

	21:00

	1620

	2980

	4060

	5310

	7250


	18

	21:11-21:15

	1500

	2760

	3760

	4920

	6710


	19

	21:20-21:25

	1340

	2460

	3360

	4390

	6000


	20

	21:30-21:33

	1500

	2760

	3760

	4920

	6710


	21

	21:50

	1620

	2980

	4060

	5310

	7250


	22

	22:01-22:05

	1500

	2760

	3760

	4920

	6710


	23

	22:15-22:20

	980

	1800

	2450

	3200

	4380


	24

	22:45-22:50

	980

	1800

	2450

	3200

	4380


	25

	23:10-23:15

	800

	1460

	1990

	2600

	3550


	26

	23:20-23:25

	800

	1460

	1990

	2600

	3550


	27

	23:55-02:00

	670

	1230

	1680

	2200

	3000



	


Appendix 5: Price of advertising on Fuzhou Satellite TV in 2007
(In RMB)
	ID

	Time

	5s

	10s

	15s

	20s

	30s


	1

	20:46

	2400

	3800

	5700

	6400

	9600


		21:00

					
		21:27

					
		21:47

					
	2

	19:58

	1900

	3000

	4500

	5067

	7600

		20:54

					
	3

	18:10

	1700

	2733

	4100

	4533

	6800


		18:20

					
		18:30

					
	4

	17:48

	1500

	2200

	3300

	4000

	6000


		17:58

					
		18:56

					
		18:57

					
		19:33

					
		21:55

					
		22:08

					
		22:18

					
		22:30

					
		22:41

					
		22:51

					
	5

	09:45

	1000

	1600

	2400

	2667

	4000


		10:46

					
		11:27

					
		11:50

					
		12:37

					
		13:23

					
		14:25

					
		16:00

					
		16:40

					
		17:16

					
	6

	9:15

	500

	800

	1200

	1333

	2000


		10:08

					
		10:18

					
		11:16

					
		12:55

					
		13:47

					
		14:00

					
		14:50

					

	


Appendix 6 Price of outdoor advertising
	Place
	Time
	Price

(In BMB)

	Nameboard
	1 year
	18,000

	
	half a year
	10,000

	
	3 months
	6,000

	
	1 month
	2,500

	Kiosk
	1 Year
	100,000

	
	half a year
	60,000

	
	3 months
	25,000

	
	1 month
	10,000

	Bus body
	1 Year
	35,000

	
	half a year
	20,000

	
	3 months
	12,000

	
	1 month
	5,000
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� http://zhidao.baidu.com/question/25820861.html


� Including granulated chicken bouillon, granulated beef bouillon, granulated sparerib bouillon and granulated beef bouillon.


� From the Vedan internal materials and research


� Totole belongs to nestle and Knorr belongs to unilever.


� http://www.cnadtop.com/ad_dataPD/data_detail.asp?id=518


� http://media.people.com.cn/GB/40606/3649819.html


� Including granulated chicken bouillon, granulated beef bouillon, granulated sparerib bouillon and granulated beef bouillon.
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Sheet1

		The data collected from 97 questionnaires

		Age

		Under 25		5

		26-35		28

		36-45		38

		46-55		19

		Over 55		7

		Gender

		Male		12

		Female		85

		Profession

		Student				2

		White-collar				72

		Blue-collare				12

		Housewife				4

		others				7

		Habitation

		Urban		71

		Suburb		26

		Marriage

		Married		89

		Single		8

		Q1 Which product(s) do you use for cooking?

		monosodium glutamate						90

		granulated chicken bouillon						46

		others						7

		don't use						6

		Q2 How do you rate the frequency of using this kind of seasoning products?

		every time when I cook						76

		often						16

		sometimes						3

		rarely						2

		Q3 Which seasoning brand do you use for cooking?

		Vedan		12

		Totole		43

		knorr		42

		Others		34

		Q4 How do you rate the importance of the following aspects when you choose seasoning products?

		1- stands for absolutely important

		5- stands for absolutely unimportant

						1		2		3		4		5

		Flavor				63		26		6		2		0

		Concerntration				23		38		25		7		4

		Price				15		22		28		24		8

		Trustworthy brand				32		36		12		9		8

		Packaging color				12		15		32		26		3

		Packaging design				10		37		32		12		6

		Packaging wrapping				6		26		42		17		6

		Q5 Where do you usually buy seasoning products?

		Supermarkets				72

		Food market				21

		Food store				26

		Internet				0

		Others				8

		Q6 How do you rate the nutrition of the following products?

		Very nutritional = 1				Nutritional = 2				Moderate = 3				Poor = 4		Harmful to health = 5				Don’t know = 6

								1		2		3		4		5		6

		Monosodium glutamate						7		14		21		32		16		7

		Granulated chicken bouillon						14		21		24		26		7		4

		Granulated beef bouillon						12		21		26		21		12		5

		Granulated mushroom bouillon						6		12		32		31		14		2

		Granulated griskin bouillon						4		12		36		32		12		1

		Q7 How do you rate your knowledge on seasoning products?

		Much				15

		Adequate				32

		Little				34

		Very little				15

		Totally don't have				1

		Q8 Which aspect(s) would you like to know more about seasoning products?

		Usage				31

		Integradient				12

		Producing process				16

		If healthy				43

		Not interested				6

		Q9 Do you know the Vedan brand?

		Yes		50

		No		40

		Not sure		7

		Q10 How long have you been knowing the Vedan brand?

		Less than half a year						3

		Half a year- two years						8

		two years to five years						11

		more than five years						28

		Q11 Are there any differences on your perception to the Vedan brand since you knew it?

		Yes		40

		No		8

		Don’t know		2

		For answer yes:

		Popularity

		More		4

		Less		36

		Products

		More		22

		Less		18

		Quality

		Better		26

		Worse		14

		Design of Packaging

		Better		32

		Worse		8

		Fashion

		Better		2

		Worse		38

		Q12 How do/did you know the Vedan brand?

		Advertisement				15

		Poster				11

		Promotion				12

		Internet				3

		Recommendtions				7

		Others				2

		Q13 Have you ever bought Vedan seasoning products?

		Yes		34

		No		13

		Not sure		3

		Q14 How do you rate these aspests of Vedan seasoning products?

		1- stands for absolutely good

		5- stands for absolutely bad

						1		2		3		4		5

		Flavor				12		16		4		2		0

		Quality				6		14		11		2		0

		Concentration				7		16		11		1		0

		Price				7		7		12		3		5

		Color				10		12		8		2		2

		Size				5		13		8		4		4

		design				4		14		14		2		0

		Wrapping				7		14		10		2		0

		Q15  How do you rate your impression to the following Vedan activities?

		1- stands for absolutely good

		5- stands for absolutely bad

						1		2		3		4		5		Never seen

		Advertisement				2		6		12		10		9		11

		Posters				1		5		16		7		5		16

		Promotion				4		6		17		3		2		8

		Internet				0		1		2		3		1		43

		Events				0		0		2		0		0		48

		Q16 What do you know about the Dainty On Your Table Porducts?

		More than three products										9

		Products are more concentrate than other brands										3

		Others										3

		None of above										35
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Sheet1

		The data collected from 97 questionnaires

		Age

		Under 25		5

		26-35		28

		36-45		38

		46-55		19

		Over 55		7

		Gender

		Male		12

		Female		85

		Profession

		Student				2

		White-collar				72

		Blue-collare				12

		Housewife				4

		others				7

		Habitation

		Urban		71

		Suburb		26

		Marriage

		Married		89

		Single		8

		Q1 Which product(s) do you use for cooking?

		monosodium glutamate						90

		granulated chicken bouillon						46

		others						7

		don't use						6

		Q2 How do you rate the frequency of using this kind of seasoning products?

		every time when I cook						76

		often						16

		sometimes						3

		rarely						2

		Q3 Which seasoning brand do you use for cooking?

		Vedan		12

		Totole		43

		knorr		42

		Others		34

		Q4 How do you rate the importance of the following aspects when you choose seasoning products?

		1- stands for absolutely important

		5- stands for absolutely unimportant

						1		2		3		4		5

		Flavor				63		26		6		2		0

		Concerntration				23		38		25		7		4

		Price				15		22		28		24		8

		Trustworthy brand				32		36		12		9		8

		Packaging color				12		15		32		26		3

		Packaging design				10		37		32		12		6

		Packaging wrapping				6		26		42		17		6

		Q5 Where do you usually buy seasoning products?

		Supermarkets				72

		Food market				21

		Food store				26

		Internet				0

		Others				8

		Q6 How do you rate the nutrition of the following products?

		Very nutritional = 1				Nutritional = 2				Moderate = 3				Poor = 4		Harmful to health = 5				Don’t know = 6

								1		2		3		4		5		6

		Monosodium glutamate						7		14		21		32		16		7

		Granulated chicken bouillon						14		21		24		26		7		4

		Granulated beef bouillon						12		21		26		21		12		5

		Granulated mushroom bouillon						6		12		32		31		14		2

		Granulated griskin bouillon						4		12		36		32		12		1

		Q7 How do you rate your knowledge on seasoning products?

		Much				15

		Adequate				32

		Little				34

		Very little				15

		Totally don't have				1

		Q8 Which aspect(s) would you like to know more about seasoning products?

		Usage				31

		Integredient				12

		Producing process				16

		If healthy				43

		Not interested				6

		Q9 Do you know the Vedan brand?

		Yes		50

		No		40

		Not sure		7

		Q10 How long have you been know the Vedan brand?

		Less than half a year						3

		Half a year- two years						8

		two years to five years						11

		more than five years						28

		Q11 Are there any differences on your perception to the Vedan brand since you knew it?

		Yes		40

		No		8

		Don’t know		2

		For answer yes:

		Popularity

		More		4

		Less		36

		Products

		More		22

		Less		18

		Quality

		Better		26

		Worse		14

		Design of Packaging

		Better		32

		Worse		8

		Q12 How do/did you know the Vedan brand?

		Advertisement				15

		Poster				11

		Promotion				12

		Internet				3

		Recommendtions				7

		Others				2

		Q13 Have you ever bought Vedan seasoning products?

		Yes		34

		No		13

		Not sure		3

		Q14 How do you rate these aspests of Vedan seasoning products?

		1- stands for absolutely good

		5- stands for absolutely bad

						1		2		3		4		5

		Flavor				12		16		4		2		0

		Quality				6		14		11		2		0

		Concentration				7		16		11		1		0

		Price				7		7		12		3		5

		Packaging

		Color				10		12		8		2		2

		Size				5		13		8		4		4

		design				4		14		14		2		0

		Wrapping				7		14		10		2		0

		Q15  How do you rate your impression to the following Vedan activities?

		1- stands for absolutely good

		5- stands for absolutely bad

						1		2		3		4		5		Never seen

		Advertisement				2		6		12		10		9		11

		Posters				1		5		16		7		5		16

		Promotion				4		6		17		3		2		8

		Internet				0		1		2		3		1		43

		Events				0		0		2		0		0		48

		Q16 What do you know about the Dainty On Your Table Porducts?

		More than three products										9

		Products are more concentrate than other brands										3

		Others										3

		None of above										35
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