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1. introduction
Over the past years, the issue of developing

collective brand names in general or craft village
brands in particular as well as market development
solutions for handicraft products have been studied
by many domestic and foreign scientists. In
particular, as for a developing country with a
history associated with craft villages like Vietnam,
craft villages have also received a lot of attention
from ministries, departments and sectors from
central to local levels, with their own support
policies and programs, etc. However, the
development of craft villages over the past time has
been spontaneous and arbitrary, and there was no
strategy or methodical plan. Many problems still

exist from brand awareness thinking to investment
activities, specific content and activities for brand
building and development. Craft villages have low
technology levels, untrained workers, and
unorganized and unconnected production and
business establishments in craft villages have been
affected by the complicated developments of the
Covid-19 pandemic, causing very few traditional
craft villages with their products and advantages
and potential hard to create, maintain and develop
national and international brands. 

2. Theoretical framework
Collective brand and craft village brand

According to Nguyen Quoc Thinh (2018)
“Brand is one or a set of signs to identify or
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absTraCT:
Craft villages in Vietnam with a variety of products have affirmed their importance in the

country’s socio-economic development. However, as the market has been severely impacted by
the COVID-19 pandemic and it has also developed thanks to the rapid scientific and
technological changes, alternative products, and ever-changing demands, craft villages have
faced many difficulties to survive and grow. By presenting an overview of theoretical issues on
brand, collective brand, and brand development, using the semi-structured interview method and
observation method, this study examines the current brand development of business
establishments in some specific craft villages. Based on the study’s findings, some solutions are
proposed to help Vietnamese handicraft villages develop their brands, especially in the context
of the on-going COVID-19 pandemic. 
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distinguish products, distinguish businesses, it is the
image of products and businesses in the minds of
target customers and general public”. The brand is
increasingly expanding in terms of content and
application scope. The term "brand" is not only
approached in the scope of goods and services in
the field of commerce, but also extended to many
different objects and fields such as brands for
organizations, individuals and industries, brand for
tourist destination, local brand, national brand.

Brand success is about differentiating and
providing consumers with a unique value (Keller,
2020). Thus, brand is developed not only to
promote an individual unit such as a product or
organization, but also to highlight the relationships
among organizations in marketing. Collective
brand can be understood as a brand created by a
state or governmental organization for the purpose
of certifying the product quality of the affiliates,
which can sell their products from a certain
geographical area or by a particular mode of
production (Fernández-Barcala and González-Díaz,
2006). Collective brand strategy involves
manufacturers of the same product agreeing to use
a brand on their behalf, which involves a form of
production that meets the same quality standards
(Vertinsk and Zhou, 2000; Innes et al., 2010).
(Fishman et al., 2011) pointed out that a collective
brand must follow two criteria: (i) Being considered
a brand representing quality products; (ii) Having
members of the brand who are self-governing
companies, making independent and self-
profitable business decisions, sharing only the
collective brand name. According to Nguyen Quoc
Thinh (2018), “Collective brand is one or a set of
signs to identify and distinguish, an image in the
minds of customers and the public about one or
several product groups of different production and
business establishments in the same co-ownership
association”. Co-ownership association can be
economic association in the form of member
companies of a group, a corporation; It can also be a
simple association of establishments in a craft

village area, a geographical area or association
among members in an industry association. 

Brand development

According to the view of (D. Aaker, 1996),
“Brand development is a set of activities aimed at
increasing the power and coverage, the impact of a
brand on the mind and behavior of customers and
the public”. When it comes to brand development,
it means to mention and emphasize the power of
the brand. Brand development means making the
brand stronger both in breadth and depth.
Commonly mentioned contents include: Improving
product quality; Increasing customer and public
awareness; Increasing brand coverage and impact.

From brand development approach, craft
village brand development is a set of activities to
increase the power, coverage, and impact of the
craft village brand on the mind and behavior of
customers and the public. Developing a brand
means making it stronger. The power of brand is
understood as the ability of a brand to maintain
competitive advantages and create value at present
and in the future, relative to other competing
brands in the same industry. The increase in the
power of brand is approached based on the
customer, that is, placed in the mind and perception
of the customer, which is often measured through
the identification of the components of brand
equity. When increasing the power of the brand, it
is necessary to focus on assets, in which, each listed
asset is independent of each other, but has a close
relationship. 

3. research methodology
To meet the research objectives, qualitative and

quantitative research methods are used. Document
research methods and semi-structured interviews
are used to collect data from brand experts on
theoretical issues as well as current situations and
solutions for brand development of traditional
handicraft villages through media tools. Subjects
for in-depth interviews include 15 brand research
experts at universities, managers of associations
and cooperatives of traditional handicraft villages,
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Heads or Deputy Heads of businesses producing
and trading traditional handicraft products in
selected craft villages for research. Each interview
usually lasts from 30 to 45 minutes, conducted by
phone or at the expert's place of work. Besides the
interview method, the author uses the sociological
investigation method through survey forms to
collect, analyze and process data from customers.
The survey contents in the questionnaires focused
on customers' perceptions of traditional handicraft
village brands. Customer's evaluation of the
activities of developing the traditional handicraft
village brand in the past time (Consumer's
perception of the product, the current media reality
of the traditional craft village brand, consumer's
looking back on traditional handicraft villages
brand, etc.). The method of using questionnaires to
survey customers and businesses is conducted by
allocating questionnaires directly and by the
Google form tool. In addition, the direct
observation method was performed by the author's
personal visit during the period from October 2021
to January 2022. 

4. research results and discussions
Reality of improving product quality and brand

perceived value

Improving product quality and increasing
perceived value are the most important contents
that force traditional handicraft villages to focus on
developing their brands. Perceived value is an
overall assessment based on the customer's
perception of what constitutes the quality of a
product and how reputable the brand is. In order to
improve product quality, many establishments in
craft villages such as Van Phuc and Bat Trang have
improved production technology and continuously
upgraded technology and machinery. Typically, in
Bat Trang, a number of establishments have
invested in Double Action Presses, Multifunctional
Single Head CNC Metal Laser Cutting and
Engraving Machine, and Semi-Flexible Presses
with a capacity of about 700,000 products/year. The
product has high accuracy, the rate of defective

products is greatly reduced, and the aesthetics are
improved. However, these are only cases
accounting for small proportions, focusing on
leading businesses in craft villages, while most
production and business establishments of craft
villages still use outdated and backward
technology. In addition to the technology factor, in
fact, in craft villages with different production
establishments, the skill level of the workers is
different and uneven. The process of product
quality control is mainly performed by manual
methods, with the naked eye, so there are many
limitations. In addition, the process of handling raw
materials, handling products as well as the process
of transportation and preservation is not
synchronized, lacks management and supervision,
so the situation of products with poor quality and
unevenness when coming to consumers is still quite
common.

Reality of design and implementation of the

brand identity system

Brand awareness is an important stage in the
purchasing process and an integral component of
measuring the power of brand. A brand with a high
level of awareness among the general public has a
higher chance of being chosen over other
competitors. However, in reality, the activities
implemented to raise brand awareness among
customers of traditional handicraft village brands
are incoherent, unconnected, short of
synchronization and consistency. 

For many craft villages, in addition to being
known through their historical factors and long-
standing reputation, they are also known more
widely through the presence of reputable
businesses and establishments in the village. In
many craft villages, many potential households
have established companies, businesses or family
complexes for development. For example, Bat
Trang ceramics village, according to a survey as of
January 1, 2020, currently has more than 200
businesses and more than 1,000 households
producing and trading ceramic products.
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Businesses initially invested in the design of the
brand identity system: brand name, logo, slogan,
signboard, Website, etc. However, the elements of
the brand identity system of the establishments of
the craft village are deployed sporadically, short of
synchronization, leading to customers not being
able to recognize, even doubt about the origin and
quality of products. Observed on ceramic products
that are sold at many business establishments in Bat
Trang, on the products of many production and
business establishments, a different Bat Trang logo
is shown. In addition, 76% of businesses have
shown the name of origin and craft village brand on
the packaging and products. Thus, there is still a
large percentage of establishments that barely
show the brand name, origin on the product or
product packaging. 

In fact, the survey in craft villages shows that
many production and business establishments have
designed logos, signboards and websites and some
other brand identity elements to introduce their
products; however, there is almost no connection
with other members, everyone do by itself and
cannot promote the advantages of the craft village
brand. In addition, when exporting craft village
products, they still have to go through many
intermediaries. The name of the manufacturer
cannot be registered but borrow the brand name
and packaging of another unit. Products sold in
foreign markets are considered products of foreign
units, not traditional craft village brands or craft
village establishments. There are quite a few brand
identity elements that have been designed and
applied by the establishments of the craft village,
but the number is not uniform, usually only
concentrated in businesses. The main elements are
the brand name of the business (88/100), the
business's own logo (65/100), boards, signs
designed and deployed are 78/100 surveyed
businesses. For households, only about 12% of the
surveyed establishments attached their own logos
or signs, but they were also very faint, failing to
make an impression on consumers.

Reality of brand media of craft village

In fact, many craft villages have not been yet
known to many consumers, including traditional
craft villages that have existed for a long time, due
to the fact that brand media in general and
promotion in particular have not been carried
methodically, unprofessionally and connectedly. In
many craft villages, promotional activities are only
interested by a few export businesses and
establishments with financial potential, mostly joint
stock companies and a few companies limited.
According to the author's investigation results,
there are quite a few brand media tools used by
production and business establishments. From
media tools such as television, radio, newspapers,
salespeople to modern means via the internet such
as Website, social networks. However, compared
to traditional means, nowadays, establishments
have exploited a lot of means on the Internet,
especially social networks, with the advantage of
being fast, almost not spending much. This shows
that the production and business establishments of
craft villages have approached quite quickly and
bravely used information technology in business
and promotion, although the efficiency is not high. 

Some businesses in the village have set up
websites, fanpages, etc. to introduce their products
and brands to consumers. The information on these
sites is usually addresses, phone numbers, business
areas, some items and their prices. However, the
general situation is that the interface is not
beautiful, it is difficult to access, the way to set the
domain name and page name makes it difficult to
find, the content is too simple. All of these make
websites and social networking sites not really
attractive to viewers, leading to a state of being
abandoned or inactive with a small number of
visitors.

An important content contributing to the
development of brand awareness is the quality of
information related to the craft village brand. For
craft villages, the information conveyed is also
quite diverse from origin, specific materials to
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information related to famous artisans of the craft
village. The above diverse information helps
domestic and foreign consumers know and
understand more about the brand. Regarding
handicraft products of the craft village, by the
method of asking customers how they know
through the comments related to this product and
brand, the information which is enough for
customer to understand the product's attributes
includes product's characteristic function,
characteristic design, characteristic color, and
characteristic material, on average, 50% of the
opinions agree. The customer lacks information
about the stories about this ceramics village, the
legends involved, the techniques and processes, the
know-how that characterizes the craft, and
information about how did the artisans make
products.

Reality of increasing the coverage of craft village

brand

Trade promotion activities for traditional craft
villages are not only advertising mentioned above,
but also promotional activities; display and
introduction of goods; fairs and exhibitions. In fact,
production and business establishments of craft
villages often use promotional activities such as:
discounting, giving gifts, holding customer
meetings, etc. Some potential establishments also
carry out costly activities such as inviting customers
to try, give coupons, organize product introduction
programs, cultural and art programs, contests
associated with sales. However, these activities
usually not much due to financial constraints.

Fairs and exhibitions are trade promotion
activities with a variety of activities carried out in a
concentrated manner in a certain time and at a
certain place. Over the past time, the Ministries of
Industry and Trade, Agriculture and Rural
Development, a number of socio-professional
organizations and some provinces and cities have
organized many fairs and exhibitions on handicrafts
products and craft village. Handicrafts of our
country have also appeared in fairs and exhibitions

in a number of countries. However, there are still
fairs and exhibitions that have not achieved high
efficiency, often only focusing on displaying and
introducing goods, have not clearly shown the
cultural characteristics in each craft village product,
have not taken advantage of this opportunity to
exchange experiences, promote cooperation. Not
to mention, the way to participate in fairs and
exhibitions of production and business
establishments of many handicraft villages is still
limited, lacks methodical investment, and the stalls
are poorly designed and not eye-catching, not
attractive to visitors.

5. recommended solutions
Raise awareness and increase investment in

brand development 
Production and business establishments,

association managers need to actively update
information, improve their brand knowledge,
organize training classes on brands, intellectual
property, search market, etc., with the participation
of experts in brand and intellectual property to help
production and business establishments increase
brand awareness as well as management issues, not
to infringe on regulations on industrial property,
helping craft villages protect themselves against
the encroachment of other establishments. 

In order to improve the quantity and quality of
human resources in craft villages, it is necessary to
apply training and vocational training programs to
improve the skills of workers; raise awareness of
traditional values of craft villages, brands,
intellectual property, etc. through training courses
with the presence of experts in accordance with
training requirements. Subjects, depending on their
conditions, can establish a human resources
department specialized in branding: To make a
brand, it is necessary to have people who are
knowledgeable about the brand. Craft villages
should establish specialized departments, divisions
or agencies on construction management and brand
development. The people in charge of this job must
be taught, trained, have knowledge, capacity,
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enthusiasm and have certain experience in
branding.

Improve product quality and increase perceived

value 

Brand building is also the process of increasing
competitiveness and product consumption by all
solutions that affect the appearance and quality of
the product. The brand firmly stands only when it is
guaranteed by the quality of each product and the
stability of the product's quality. To do so, the
production process needs to be perfected, both in
workmanship and in production technology.
Handicraft products are cultural products with high
artistic value, considered a symbol of traditional
craft. However, in order to build brands, those
products need to be improved in terms of model
and design; improved and ensured the stability of
quality with suitable packaging, etc. Technology
needs to be continued improving. 

Solutions to develop brand awareness of

traditional handicraft villages

Perfect the brand identity system. Craft village
brand is different from business brand, it includes
more and broader elements. It is necessary to
research the market, products and customers to
have the necessary information related to the brand
such as consumer perception of the product, the
product's target market, market penetration
strategy, from there, design and build appropriate
brand elements. For collective brands of craft
villages, the design and standardization of logos,
and the development of general regulations on
brand use and setting of quality management
standards are essential. In addition, the issue of
registration of collective trademark protection of
craft villages also needs to be quickly carried out in
order to ensure the rights and increase value for the
craft village in the process of brand development,
contributing to avoid the craft villages trademark
from being copied and infringed which is becoming
more and more common today. 

Solutions to enhance brand media activities.
Providing information about goods on a regular and

continuous basis to consumers through different
channels will gradually build them a trust, an
interest, respect, from which they will love the
brand more, love the traditional products more,
want to use the product more. Promotion can be
done on audio-visual media such as television,
radio and especially over the internet; on print
media such as newspapers, magazines, catalogs,
leaflets. Craft villages need to actively participate
in craft village fairs and exhibitions with financial
support for booth rental, transportation, etc. 

Associating the craft village brand with tourism
development. Developing the brand of traditional
handicraft villages in association with tourism
development activities is a model that has been
successfully applied in many countries around the
world. However, it is necessary to have a close
combination between the development of craft
villages and tourism, ensuring socio-economic and
environmental benefits; tourism development
emphasizing cultural, historical, ecological and
conservational aspects. It is necessary to develop a
master plan for craft village development with
policies to support and propagate for craft village
tourism to develop exactly and effectively. It is
necessary to invest in and upgrade infrastructure:
roads, electricity systems, water supply and
drainage, etc.; build works to attract and display
handicraft products for people; increase the quality
and quantity of tourism products and services:
accommodation, tour guides, etc.

Minimizing harm to the environment.
Environmental protection in craft villages is a
decisive condition for sustainable development. It
is necessary to build an environmental
management apparatus with the nucleus as the
local government to closely monitor the activities
of each production and business establishment.
Craft villages can form small and medium
industrial zones, separating production and
business establishments from residential areas
should be considered; or renovating factories, using
local materials, applying advanced techniques to
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treat waste and dust; strengthening inspection and
supervision; sanctioning for production
establishments that do not ensure environmental
sanitation, etc. These solutions definitely need the
coordination of capital contribution from the state
and business establishments in craft villages. The
economic development in craft villages will also
facilitate reinvestment to implement some
solutions to thoroughly solve environmental
problems.

Solutions to increase the coverage of the craft

village brand 

In craft villages, the rational formation of a
common production structure, the organization of
cooperative relations between units with different
operating functions, and at the same time
expansion of linkages are considered as important
measures to promote production activities, to help
ensure the maintenance of stable quality of the
product system; expanding the application of
science and technology in production, creating
diversity in product designs, helping to implement
brand development strategies, building a system of
brand identity, brand protection, etc., building the
brand name of the craft village uniformly with the
reduction of incoherent and unconnected

competition between production establishments
and each consuming business, excluding the
making of imitation and counterfeit goods between
establishments producing the same product type in
the craft village, losing the prestige of the craft
village. Instead, craft villages have orientations,
establish common intellectual property rights and
reassign production, support each other to improve
skills, technology, product quality, and jointly
preserve the craft village brand, avoiding price
squeezing, prices lowering, helping products reach
further domestically and internationally. 

Developing the craft village brand has been
being an extremely important issue. Although there
have been certain results in the process of
development, a certain reputation in both domestic
and foreign markets have been built, people's
living standards have been gradually improved,
craft villages in general and traditional handicrafts
in particular still face many difficulties, especially
in the context of world economic fluctuations
caused by the Covid-19 pandemic. Therefore,
continuing to research to find effective solutions for
brand development is always a very meaningful
issue that needs to receive research attention from
many sides in the coming time n
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phaùT Trieån Thöông hieäu laøng ngheà 
Thuû Coâng myõ ngheä Truyeàn Thoáng VieäT nam 

Trong boái Caûnh ñaïi dòCh CoVid-19

l ThS. Ñaøo cao Sôn
Tröôøng Ñaïi hoïc Thöông maïi

Toùm TaéT:
Laøng ngheà ôû Vieät Nam vôùi ña daïng caùc chuûng loaïi saûn phaåm tieáp tuïc khaúng ñònh ñöôïc taàm

quan troïng cuûa mình trong quaù trình phaùt trieån kinh teá - xaõ hoäi. Tuy nhieân, tröôùc boái caûnh thò
tröôøng bò aûnh höôûng naëng neà bôûi dòch beänh Covid-19, cuøng vôùi söï phaùt trieån maïnh meõ vaø lieân tuïc
cuûa khoa hoïc coâng ngheä, cuûa caùc saûn phaåm thay theá, cuûa nhu caàu tieâu duøng, caùc laøng ngheà ñaõ
phaûi ñoái maët vôùi raát nhieàu khoù khaên ñeå duy trì vaø phaùt trieån thöông hieäu cuûa mình. Treân cô sôû
toång quan nhöõng vaán ñeà lyù luaän cô baûn veà thöông hieäu, thöông hieäu taäp theå, phaùt trieån thöông
hieäu, cuøng vôùi söû duïng keát hôïp caùc phöông phaùp nghieân cöùu nhö phoûng vaán vaø quan saùt taïi caùc
laøng ngheà ñöôïc löïa choïn ñieån hình, taùc giaû tieán haønh nghieân cöùu phaûn aùnh thöïc traïng vaø ñöa ra
moät soá giaûi phaùp phaùt trieån thöông hieäu cho caùc laøng ngheà thuû coâng myõ ngheä truyeàn thoáng Vieät
Nam ñaëc bieät trong boái caûnh Covid-19.

Töø khoùa: thöông hieäu, thöông hieäu taäp theå, phaùt trieån thöông hieäu, laøng ngheà.


