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BUILDING A COLLECTIVE BRAND : A SOLUTION TO ENHANCE THE QUALITY AND VALUE OF HA LONG SHRIMP FLOSS PRODUCTS
IN QUANG NINH
Abstract
The paper analyzes the current state of production, product quality, and market perceptions of Ha Long shrimp floss in Quang Ninh, and proposes the development of a collective trademark as a solution to enhance economic value and competitiveness. Based on a survey of 200 consumers in Ha Long, Hanoi, and Hai Phong, the study employs descriptive statistical methods to assess criteria related to sensory attributes, nutritional value, food safety, labeling, and brand awareness. The findings show that consumers highly appreciate the sensory qualities of Ha Long shrimp floss, particularly its appropriate moisture content (mean score = 3.88), natural flavor (3.67), and nutritional value (4.03), while expressing concerns regarding labeling information (3.02). In terms of branding, consumer awareness and trust in the collective trademark were relatively high (3.79–4.12), though confusion remained with individual enterprise brands. These results underscore the necessity of implementing the collective trademark “Ha Long Shrimp Floss – Quang Ninh” to standardize production processes, ensure quality control, protect geographical origin, and strengthen production–consumption linkages, thereby enhancing commercial value and contributing to the sustainable development of local specialty products in the context of market integration.
Keywords: Collective brand, Product quality, Local specialty product, Ha Long shrimp floss
1. Introduction
[bookmark: _GoBack]Branding plays an increasingly vital role in enhancing competitiveness, particularly for specialty agricultural products with local identity. Globally, numerous studies have demonstrated that protection schemes such as geographical indications (GIs), collective marks, and certification marks not only enhance commercial value but also contribute to the preservation of local culture and the promotion of sustainable development (Marescotti & Belletti, 2016; Mancini, 2013).
In Vietnam, branding for local specialty products has been actively promoted through the One Commune One Product (OCOP) program and the Intellectual Property Strategy toward 2030. According to the Intellectual Property Office of Vietnam (2023), by the end of 2022, the country had protected 549 certification marks, 1,502 collective marks, and 136 geographical indications for distinctive agricultural products. Quang Ninh is among the leading provinces in developing intellectual property assets for OCOP products. By 2024, the provincial Department of Science and Technology had supported the development of brand protection for 24 four-star OCOP products and 76 three-star products through IP registration. Many notable products include Ha Long squid cake, Tien Yen chicken, and Yen Tu yellow apricot flowers.
Ha Long shrimp floss (ruốc tôm Hạ Long) is a traditional product with significant development potential, made from natural sea shrimp and a family-inherited recipe, offering distinctive flavor and high nutritional value. However, the product is still mainly produced by small-scale households, lacking value chain linkages, standardized quality, packaging, and a formal brand system. This results in market fragmentation, vulnerability to counterfeiting, and the erosion of consumer trust. The current value chain for Ha Long shrimp floss faces multiple bottlenecks: unstable raw material supply, inconsistent processing methods, unprofessional packaging, and over-reliance on domestic tourism and traditional markets for distribution (Vũ Quỳnh Nam, 2023). Establishing a collective brand would not only secure intellectual property rights but also serve as a tool to foster production-consumption linkages, ensure consistent quality control, and increase the economic value of the product.
This paper aims to assess the current state of production, business practices, and the value chain of Ha Long shrimp floss, and to propose directions for building a collective brand as a strategic solution to enhance the quality and value of this local specialty product amid economic integration and evolving consumer preferences.
2. Theoretical Framework and Research Methodology
2.1. Theoretical Framework
A collective trademark is a mark owned by an organization (such as an association or cooperative) that allows its members to use it to distinguish their products from those of non-members. This tool enhances collective reputation, facilitates quality control, and promotes community-based value (WIPO, 2023; Nocke & Strausz, 2022). In Vietnam, collective trademarks are legally protected under the Intellectual Property Law (2022) and are particularly suitable for local specialty agricultural products (Nguyen Van Dong et al., 2024).
Local specialty products are those originating from a specific geographical area and characterized by distinct raw materials, production techniques, flavors, or traditional cultural elements. These products are the core focus of the OCOP (One Commune One Product) program, which aims to enhance the value of agricultural goods and promote local economic development (Marescotti & Belletti, 2016; Trang & Do, 2025).
Ha Long shrimp floss (ruốc tôm Hạ Long) is a distinctive product from Quang Ninh province, made from natural sea shrimp and pork, and processed using traditional methods. Despite its high potential, the product currently lacks an officially recognized collective brand, suffers from inconsistent quality, and faces difficulties in distinguishing itself from similar products (Vu Quynh Nam, 2023).
The collective trademark “Ha Long - Quang Ninh Shrimp Floss” is a shared sign owned by a representative organization and used to distinguish shrimp floss products produced by members within the protected geographical area from similar products originating from other localities. This trademark not only reflects the geographical origin, raw materials, and traditional production methods but also ensures product quality, traceability, and the rights of the local producer community. Establishing a collective brand provides a legal foundation for protecting local specialty products, increasing their commercial value, and enhancing competitiveness in both domestic and international markets.
2.2. Methodology
This paper is part of a provincial-level scientific and technological research project funded by Quang Ninh province, implemented since 2023. The data presented herein constitutes part of the project's outcomes.
Data collection method:
Survey data were collected using structured questionnaires combined with open-ended questions. A total of 200 valid responses were obtained from three locations: Ha Long, Hanoi, and Hai Phong.
Data analysis method:
Descriptive statistical methods were employed to analyze customer evaluations regarding the Ha Long - Quang Ninh shrimp floss product.
3. Results and Discussion
3.1. Research Findings
Descriptive statistics of the 200 surveyed customers are presented in Table 01:
Table 1. Survey Sample Statistics
	Indicator
	Unit
	Result

	Average monthly income
	1 1,000 VND/month
	12.260

	Gender
	Male 
	%
	29.50

	
	Female
	%
	70.50

	Average selling price per kg
	1,000 VND/kg
	315

	Customers’ education level
	Years of schooling
	12


Source: Author’s survey, 2024.
The survey results indicate that respondents have an average monthly income of 12.26 million VND, with the product’s average market price at 315,000 VND/kg. The sample is predominantly female (70.5%) compared to male (29.5%). The average education level is 12 years of schooling, suggesting that the consumer group represents individuals with general education and relatively stable income, suitable for the local specialty market segment.
The study surveyed 200 customers who had previously used Ha Long - Quang Ninh shrimp floss to assess their perceptions of product quality based on nine criteria, divided into two groups: sensory attributes (4 criteria) and hygiene-nutrition-information quality (5 criteria). Overall, the results indicate that consumers have a generally positive perception of the product. However, several limitations remain that require improvement, as detailed below.
Table 2. Consumer Evaluation of Sensory Attributes of Ha Long Shrimp Floss
	No.
	Evaluation Criteria
	Standard Deviation
	Mean Score
	Rating Level

	1
	Floss texture is loose, uniform, not clumped or sticky
	1,01
	3,23
	Acceptable

	2
	Natural pleasant aroma, no rancid or off-putting smell.
	0,87
	3,67
	Good

	3
	Taste is rich, pleasant, without strange aftertaste.
	0,75
	3,42
	Good

	4
	Moisture content is reasonable-neither too dry nor too wet (reducing microbial risk and extending shelf life).
	0,79
	3,88
	Good


Source: Author’s survey, 2024.
In terms of sensory criteria, consumers particularly appreciated the product’s moisture content (mean score: 3.88), followed by natural aroma (3.67) and flavor (3.42). These are key sensory factors that influence consumer experience when consuming shrimp floss. However, the criterion “texture is loose, uniform, not clumped or sticky” received only 3.23 points and exhibited the highest standard deviation (1.01), indicating substantial variability in consumer experiences. This suggests inconsistencies in processing techniques, drying, or storage practices among producers, which affect the physical structure and product stability. These findings imply a pressing need for stricter technical quality control and production standardization, particularly if the product is to be marketed under a collective trademark.
Table 3. Consumer Evaluation of Hygiene, Nutrition, and Product Information Quality
	No.
	Evaluation Criteria
	Standard Deviation
	Mean Score
	Rating Level

	1
	Product meets microbial safety standards: no harmful organisms such as E. coli, Salmonella, mold, etc
	0,88
	3,55
	Agree

	2
	No detectable preservatives, chemical residues, or heavy metals exceeding limits (Pb, Hg, Cd, etc.).
	0,61
	3,69
	Agree

	3
	High nutritional content (protein, amino acids, minerals…) clearly indicated.
	0,71
	4,03
	Strongly agree

	4
	Packaging and labeling are clear and provide full information (ingredients, production date, expiration date, quality certifications).
	0,68
	3,02
	Neutral

	5
	I trust the overall quality of Ha Long - Quang Ninh shrimp floss.
	0,73
	3,89
	Agree


Source: Author’s survey, 2024.
In the hygiene-nutrition-information group, food safety and nutritional value were rated relatively high. The criterion “no detectable preservatives, chemical residues, or heavy metals” scored 3.69, while “meets microbial safety standards” scored 3.55. Notably, the “high nutritional content” criterion received the highest mean score in the entire survey (4.03), indicating strong consumer awareness of the product’s nutritional value-a factor that can be strategically leveraged in branding and communication campaigns.
However, a significant shortcoming lies in the criterion “clear packaging and full product information”, which received the lowest score (3.02). This suggests that many consumers are not fully satisfied with the transparency of product labeling. In the context of increasing consumer concern about product origin, ingredients, shelf life, and safety certifications, the lack of professionalism in packaging and labeling could undermine consumer trust and weaken brand equity. Addressing this issue is urgent, particularly if the product is to be elevated within the OCOP program and scaled up for broader commercial distribution.
Finally, the criterion “I trust the overall quality of Ha Long - Quang Ninh shrimp floss” received a mean score of 3.89, indicating a generally positive level of consumer trust. This provides a solid foundation for future market development and brand value enhancement.
Table 4. Consumer Perception of Collective Trademarks
	No.
	Evaluation Criteria
	Standard Deviation
	Mean Score
	Rating Level

	1
	I have heard of the concept of “collective trademark.”
	0,97
	3,33
	Slightly familiar

	2
	I understand that a collective trademark is a form of shared protection for a community or group of producers.
	0,82
	3,51
	Fairly well understood

	3
	Collective trademarks help distinguish characteristic local products in the market.
	0,65
	3,87
	Clear awareness of its role

	4
	I can distinguish between a collective trademark and a private enterprise brand.
	1,04
	3,06
	Not clearly distinguished

	5
	I believe that products bearing collective trademarks are more reliable and have more consistent quality.
	0,75
	3,79
	Fairly strong trust

	6
	I think building collective trademarks is necessary for specialty products such as Ha Long shrimp floss.
	0,58
	4,12
	Strong perception of importance

	7
	I understand the benefits of collective trademarks for consumers, producers, and local communities.
	0,69
	4,07
	Comprehensive understanding of benefits


Source: Authors’ survey, 2024.
Alongside the assessment of product quality, the study also examined the awareness of 200 consumers regarding collective trademarks in general, and their perceived role in the development of local specialty products. The survey results show that consumer knowledge, trust, and attitudes are relatively positive, with average scores across the criteria ranging from 3.06 to 4.12.
The criterion “Building collective trademarks is necessary for specialty products such as Ha Long shrimp floss” received the highest mean score (4.12) and the lowest standard deviation (0.58), indicating high and consistent agreement on the strategic role of collective trademarks in developing local products. Similarly, the item “I understand the benefits of collective trademarks for consumers, producers, and local communities” scored 4.07, suggesting that consumers perceive trademarks not merely as commercial tools but also as instruments for community value and collective rights protection.
Criteria related to the effectiveness of collective trademarks in distinguishing local products (3.87) and consumer trust in quality (3.79) were also highly rated. These findings provide an important foundation for the practical implementation of collective branding-particularly in competitive markets where consumer trust is a critical factor.
However, a key limitation is evident in the criterion “I can distinguish between a collective trademark and a private enterprise brand,” which received the lowest average score (3.06) and the highest standard deviation (1.04). This indicates confusion among consumers regarding the legal nature and operational mechanism of collective trademarks, often resulting in misidentification between community-based and commercial individual brands. This information and communication gap should be addressed through training programs, legal education campaigns, and guidance on the proper use of collective marks in accordance with regulatory standards to ensure effective and lawful implementation.
4. Conclusion and Recommendations
4.1. Conclusion
The study reveals that consumers hold a generally positive perception of the quality of Ha Long - Quang Ninh shrimp floss, particularly in aspects such as moisture content, aroma, and nutritional value. However, several limitations persist, including inconsistency in product texture and a lack of professionalism in packaging and product information. Notably, consumer awareness and trust in collective trademarks are relatively high, although confusion remains between collective trademarks and individual enterprise brands. These findings suggest that the development and implementation of a collective trademark for Ha Long shrimp floss is both necessary and feasible. Nevertheless, success requires a comprehensive approach encompassing standardized production techniques, effective brand governance, and strategic market communication.
4.2. Recommendations
*) For producers and businesses:
- Standardize processing procedures and implement strict quality control to ensure consistent product structure.
- Invest in professional packaging and labeling design to enhance transparency and brand recognition.
- Actively participate in the establishment and use of the collective trademark in compliance with legal regulations.
*) For government agencies (Department of Science and Technology, Department of Agriculture and Rural Development, and collective trademark owners):
- Support the establishment of quality standards, conduct evaluations, and grant usage rights for eligible producers.
- Strengthen communication and training on intellectual property, with a particular focus on distinguishing between collective and individual trademarks.
- Develop monitoring mechanisms to protect and enforce rights associated with registered collective trademarks.
*) For consumers and the market:
- Prioritize products with clear origin and collective trademarks to support the sustainable development of local specialties.
- Enhance awareness and clearly distinguish between community-based trademarks and private business brands to protect consumer rights and promote responsible consumption.
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