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Abstract
This study examines consumer perceptions, purchasing behavior, and factors influencing purchase decisions for shrimp floss products under the collective trademark “Ha Long – Quang Ninh.” Using survey data from 200 consumers in Ha Long, Hanoi, and Hai Phong, descriptive statistical methods were applied to analyze demographic characteristics, awareness, satisfaction, and purchasing habits. Results show that product quality and brand reputation linked to the collective trademark are the strongest drivers of consumer decisions, while packaging, promotion, and modern distribution channels have limited effects. Purchases are infrequent, mainly for gifting purposes, and traditional markets remain the dominant sales channel. The findings highlight that the competitive advantage of Ha Long shrimp floss lies in its distinctive flavor, nutritional value, and verified origin, yet shortcomings in packaging, communication, and modern retail penetration constrain market expansion. To address these issues, the study recommends improving packaging design, strengthening promotional activities, diversifying distribution through supermarkets and e-commerce, and leveraging the collective trademark as a tool for both legal protection and marketing. The paper contributes to the literature on specialty food marketing and provides practical insights for policymakers and producers seeking to enhance the competitiveness of collective trademark-based OCOP products in emerging economies.
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Introduction 

In the current context, developing consumer markets for local specialty products not only contributes to enhancing economic value but is also closely associated with strategies for cultural preservation and sustainable rural development. For Quang Ninh province, Ha Long is recognized as an economic, cultural, and tourism hub, as well as a pioneer in implementing the “One Commune, One Product” (OCOP) Program (Huong et al., 2025). Among the certified OCOP products of the province, Ha Long shrimp floss is considered a product of outstanding potential, embodying distinctive local culinary culture with superior quality and long-established reputation.
However, despite advantages in abundant marine shrimp resources, traditional processing skills, and high nutritional value, Ha Long shrimp floss still faces numerous challenges in market development (Anton et al., 2021). Production remains fragmented, mainly at household scale; linkages between households, cooperatives, and enterprises are limited; and the product is present mostly in small-scale distribution channels, primarily traditional markets and tourist gift purchases. Meanwhile, the processed, convenient, and safe food market has become increasingly competitive with the participation of various substitutes such as fish floss, pork floss, and other industrial packaged foods (Wahyuni & Rusidah, 2024). In addition to internal weaknesses, modern consumer trends pose higher demands for product quality, food safety, convenience, and brand credibility. Consumer research indicates that younger customer segments and urban households increasingly prefer small packaged, convenient products with traceability and trademark protection (Sofia, 2018). Furthermore, the rising domestic demand for regional specialty foods, together with opportunities to penetrate international markets—particularly among overseas Vietnamese communities and consumers with a growing interest in authentic culinary products—opens up significant prospects for Ha Long shrimp floss.
Against this backdrop, the establishment and development of the collective trademark “Ha Long Shrimp Floss” is of great necessity. The collective trademark not only protects the rights of producers and affirms product credibility in the market but also provides the foundation for building a systematic market development strategy, enhancing added value and competitiveness. It also enables Ha Long shrimp floss to contribute more effectively to local economic development goals while promoting Quang Ninh’s cultural and culinary image.
Therefore, the study “Developing the Market for Shrimp Floss Products under the Collective Trademark Ha Long – Quang Ninh” is urgent both in theoretical and practical terms. The research provides scientific foundations and empirical evidence to propose effective market development solutions, helping Ha Long shrimp floss leverage its specialty advantages, strengthen brand value, and expand competitiveness in the current context of economic integration.
2. Research Methodology
This paper is conducted within the framework of the provincial-level Science and Technology Project in Quang Ninh: “Building, Managing, and Developing the Collective Trademark ‘Ha Long Shrimp Floss’ for Shrimp Floss Products of Ha Long City, Quang Ninh Province.”
The study employs descriptive statistical methods based on survey data from 200 consumers of shrimp floss products in Ha Long, Hanoi, and Hai Phong. The questionnaire focused on four main groups of variables: (i) demographic characteristics, (ii) levels of awareness and product quality evaluation, (iii) consumption habits and purchasing channels, and (iv) factors influencing purchase decisions. Data were compiled and processed using Excel, with indicators such as frequency, percentage, and mean values used to reflect the characteristics of the surveyed sample and consumer behavior regarding Ha Long shrimp floss.
3. Research Findings
3.1. Characteristics of the Survey Sample
The survey was conducted with 200 consumers in Ha Long (Quang Ninh), Hanoi, and Hai Phong. The results show that the research sample is relatively balanced in terms of gender (46% male and 54% female), indicating fairly even interest in shrimp floss products. In terms of age, the group aged 26–45 years accounted for the largest proportion (58%), followed by the 18–25 group (22%) and the over-45 group (20%). These age groups represent the segments with high demand for processed foods and are also the primary decision-makers in household expenditures. The average monthly income of respondents was mainly in the range of 7–12 million VND (41%), suggesting that Ha Long shrimp floss reaches a customer base with medium to relatively high income levels.
3.2. Consumer Perceptions and Evaluations of Ha Long Shrimp Floss
To clarify consumer perceptions and satisfaction levels regarding Ha Long shrimp floss, the study surveyed 200 customers in Ha Long, Hanoi, and Hai Phong. The evaluation criteria included product quality, design and packaging, promotional activities, and price. The aggregated results are presented in Table 1 below.
Table 1. Consumer perceptions and evaluations of Ha Long shrimp floss
	Evaluation Criteria
	Very satisfied (%)
	Satisfied (%)
	Neutral (%)
	Not satisfied (%)

	Product quality
	42
	34
	18
	6

	Design and packaging
	15
	30
	32
	23

	Promotional activities
	12
	28
	37
	23

	Product price
	18
	39
	29
	14


Source: Authors’ survey, 2024
The results indicate that most consumers have a positive perception of the quality of Ha Long shrimp floss. Specifically, more than 70% of respondents highly appreciated its distinctive flavor, delicious taste, and nutritional richness, considering these as key differentiating factors that sustain the product’s competitive advantage compared with other types of floss on the market. Trust in product quality is further reinforced by the use of fresh local raw materials and traditional processing methods.
However, with respect to design and packaging, consumer evaluations were less favorable. Fewer than half of respondents believed that the current packaging meets expectations in terms of convenience, aesthetics, and product information. Packaging remains relatively simple and lacks consistency in brand identity, thus failing to create strong impressions or align with modern consumption trends.
In terms of promotional activities, most consumers became aware of the product through tourism channels or word-of-mouth recommendations, while exposure through digital media and e-commerce platforms remained limited. This reflects shortcomings in implementing systematic marketing campaigns, resulting in insufficient brand visibility relative to the product’s potential.
Regarding price, the majority of consumers considered the current price reasonable compared with the quality, particularly when the product is purchased as a gift. Nevertheless, a segment of consumers perceived the price as higher than substitutes such as fish floss or pork floss, especially in traditional retail outlets. This suggests the need for a more tailored pricing strategy to broaden the customer base.
Overall, consumers highly value the quality and nutritional attributes of Ha Long shrimp floss but express expectations for improvements in packaging, enhanced promotional efforts, and diversified pricing policies. These are critical factors for strengthening the product’s competitiveness and consolidating its position in the market.
3.3. Consumption Habits and Consumer Behavior
The survey results reveal several notable characteristics regarding the consumption habits and behavior of Ha Long shrimp floss consumers. First, purchase frequency remains relatively low, with most consumers buying only 2–3 times per year, reflecting the perception of shrimp floss as a specialty food rather than a staple for regular household use. Second, the primary purpose of purchase is for gifting, which indicates that Ha Long shrimp floss carries cultural and culinary symbolism, often consumed during festivals, holidays, and by tourists. Third, distribution channels still rely heavily on traditional markets and small-scale production facilities, while sales through supermarkets and e-commerce platforms remain modest. This demonstrates that the Ha Long shrimp floss market has not yet effectively leveraged modern channels to expand customer reach.
Table 2. Consumption habits and consumer behavior of Ha Long shrimp floss
	Survey Item
	Percentage (%)
	Analytical Note

	Purchase frequency

	Once per year
	29
	Mainly tourists purchasing as gifts.

	2–3 times per year
	38
	The most common consumer group.

	4–6 times per year
	21
	More regular consumers, typically for household use.

	More than 6 times per year
	12
	Loyal consumer group.

	Purchase purpose

	Household consumption
	32
	Linked to daily meals, mostly among middle-aged consumers.

	Gifts
	57
	Reflects the product’s value as a local specialty gift.

	Small-scale resale/business
	11
	Leveraging specialty value for redistribution.

	Distribution channels

	Traditional markets/production facilities
	61
	Still dominant, reflecting artisanal and local characteristics.

	Supermarkets/convenience stores
	26
	Initial penetration into modern channels but still limited.

	E-commerce platforms
	13
	Low, indicating underutilization of online consumption trends.


Source: Authors’ survey, 2024
The data show that consumption of Ha Long shrimp floss is relatively infrequent, concentrated mainly on gift-giving and associated with tourism-related demand. Distribution remains dominated by traditional channels, while e-commerce and supermarkets have yet to play a significant role. This situation presents both limitations and opportunities for developing market strategies, particularly as modern consumption trends increasingly shift toward online distribution, convenient packaging, and clearly protected branded products.
3.4. Factors Influencing the Purchase Decision of Ha Long Shrimp Floss
Survey results show that consumers’ decisions to purchase Ha Long shrimp floss are influenced by multiple factors, with product quality and brand reputation emerging as the most prominent. Consumers regard quality—including distinctive flavor, safety, and nutritional value—as the most critical basis for choice. At the same time, the protection and management of the collective trademark are also highly valued, as they strengthen consumer trust, especially in the context of similar but unverified products appearing on the market. In addition, reasonable pricing, packaging, and promotional activities exert some influence, though to varying degrees.
Table 3. Factors influencing purchase decisions of Ha Long shrimp floss
	Influencing Factor
	Very important (%)
	Important (%)
	Neutral (%)
	Not important (%)

	Product quality (flavor, nutrition, safety)
	48
	24
	20
	8

	Origin, reputation, and collective trademark
	42
	22
	25
	11

	Product price
	31
	27
	28
	14

	Design and packaging
	18
	27
	34
	21

	Promotion and communication
	15
	25
	38
	22

	Distribution channels (supermarkets, online, traditional markets)
	20
	24
	36
	20


Source: Authors’ survey, 2024
Table 3 highlights clear differences in the relative importance of factors influencing consumer decisions.
First, product quality has the strongest impact, with up to 72% of consumers rating it as “important” or “very important.” This affirms that the core advantage of Ha Long shrimp floss lies in its distinctive taste, safety, and superior nutritional value compared with substitutes. This finding aligns with the characteristics of OCOP products, where consumer value is often tied to quality and local identity.
Second, origin and brand reputation, particularly the collective trademark, were also highly valued, with 64% of respondents considering them “important” or “very important.” This provides evidence that consumers are increasingly concerned about verified origin and legal protection. The establishment, management, and development of the collective trademark “Ha Long Shrimp Floss” not only meet market demands but also represent an urgent requirement to enhance consumer trust and product competitiveness.
Third, price was regarded as an important factor by 58% of respondents. This reflects consumers’ tendency to compare Ha Long shrimp floss with substitutes such as fish floss or pork floss, which are cheaper and more widely available. To maintain its advantage, the product therefore requires a flexible pricing strategy that ensures competitiveness while preserving its specialty value.
By contrast, factors such as packaging design and promotional activities have yet to exert strong influence. Only around 45% of respondents considered these important, while the majority rated them as “neutral” or “not important.” This reflects the reality that the product still relies heavily on traditional quality and regional reputation, while insufficiently leveraging packaging and communication to expand into modern markets.
Finally, distribution channels received mixed evaluations: 44% rated them as important, while 56% considered them neutral or less significant. This suggests that consumers have yet to experience diverse distribution options for the product, highlighting a strategic gap that should be prioritized in the next phase—particularly expansion into supermarkets and e-commerce platforms.
In summary, the analysis indicates that quality and brand reputation are the key determinants of consumer purchasing decisions for Ha Long shrimp floss. However, to achieve sustainable growth and market expansion, greater attention must be paid to improving packaging, strengthening promotional efforts, and diversifying distribution channels to better align with modern consumption trends.
4. Conclusion and Recommendations
4.1. Conclusion
This study analyzed consumer perceptions, behaviors, and factors influencing purchase decisions for Ha Long shrimp floss through a survey of 200 consumers in Quang Ninh, Hanoi, and Hai Phong. The findings indicate that product quality and brand reputation, particularly the collective trademark, are the decisive factors in building consumer trust and stimulating consumption. This confirms that the core competitive advantage of Ha Long shrimp floss lies in its distinctive flavor, nutritional value, and guaranteed origin.
In addition, consumption habits reveal that the product is primarily purchased as a gift and consumed seasonally or during holidays, rather than as a regular household food. The main limitations are related to packaging, promotional activities, and modern distribution channels, since most consumers still access the product through traditional markets and word-of-mouth. While this reflects a strong cultural–tourism connection, it also highlights untapped potential for enhancing competitiveness.
Based on these findings, it can be affirmed that the establishment, management, and development of the collective trademark “Ha Long Shrimp Floss” not only strengthen consumer confidence but also provide a foundation for implementing more effective market strategies. To expand market scale and increase value, attention must be directed simultaneously toward: (i) improving packaging and product design, (ii) strengthening communication and promotion through modern platforms, and (iii) diversifying distribution channels, especially supermarkets and e-commerce. Thus, the study not only provides empirical evidence on consumer behavior toward local specialty products but also contributes scientific insights for policymaking and strategic market development of Ha Long shrimp floss in particular and collective trademark-based OCOP products in general, in the context of increasing integration and competition.
4.2. Recommendations
Based on the research findings, several recommendations are proposed to promote the sustainable development of the market for Ha Long shrimp floss under the collective trademark:
First, improve quality and standardize production processes.
Since quality remains the decisive factor in purchasing behavior, stricter control over raw materials should be ensured, together with the adoption of processing and preservation procedures in compliance with food safety standards. Broader application of the OCOP certification and international hygiene standards is also needed to build stronger consumer trust.
Second, improve product design and packaging.
Packaging should be redesigned to be more modern, convenient, and brand-recognizable, while providing full information on origin, ingredients, and nutritional value. Packaging not only ensures better preservation but also serves as a communication tool that enhances competitiveness across modern distribution channels.
Third, strengthen communication and promotional activities.
A comprehensive marketing strategy should be developed, combining direct promotion at points of sale with digital communication through social media, e-commerce platforms, and the official website of the collective trademark. Additionally, Ha Long shrimp floss can be integrated with culinary tourism and local festivals to enhance cultural and brand value.
Fourth, expand and diversify distribution channels.
Beyond traditional markets, stronger efforts are required to develop modern retail channels such as supermarkets, convenience stores, e-commerce platforms, and specialty gift systems. Greater visibility in these channels will enable the product to reach broader customer segments, particularly young and urban consumers.
Fifth, strengthen the role of the collective trademark.
The establishment and management of the collective trademark “Ha Long Shrimp Floss” should be further reinforced, serving as a legal tool to protect reputation, prevent counterfeiting, and build long-term consumer trust. Strong coordination between management agencies and industry associations is needed to sustain the effectiveness of the collective trademark.
Sixth, target international markets.
Alongside consolidating the domestic market, strategies should be developed to enter export markets, starting with countries with large Vietnamese communities such as the United States, Canada, and Australia, before expanding to broader specialty food markets. This requires serious investment in quality improvement, packaging, international certifications, and trade promotion activities.
In addition, market development should be closely linked with cultural identity by embedding regional heritage into product design, storytelling, and branding. Incorporating local cultural symbols, culinary traditions, and geographical indications will not only differentiate Ha Long shrimp floss from substitutes but also enhance its authenticity and emotional value to consumers. This cultural-based branding strategy can strengthen consumer loyalty, support tourism integration, and expand opportunities in both domestic and international specialty food markets.
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