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GS1 Competition Law Caution

GS1 operates under the GS1 Competition Law Caution. Strict compliance with competition

laws is and always has been the policy of GS1.

The best way to avoid problems is to remember that the purpose of the group is to enhance the
ability of all industry members to compete more efficiently.

This means:

- There shall be no discussion of prices, allocation of customers, or products,

boycotts, refusals to deal, or market share.

- If any participant believes the group is drifting toward impermissible discussion, the topic

4

shall be tabled until the opinion of counsel can be obtained.”

The full caution is available via the link below, if you would like to read it in its

entirety: http://www.gsl.org/gsl-competition-law-caution
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From Local Product to
Recognizable

Why Storytelling & Product |dentity
Matter for Khmer Producers
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Founder & Chairwoman,
BORAN CARE ASIA CO., LTD
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Cambodia Has
Many Good Products.

But Good Products Alone ??-
Are No Longer Enough.
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They buy trust, _ ~ - ! T TRUE QuALITY
identity, and MADE IN

; . , , CAMBODIA
emotional connection. S

BORAN CARE Building Khmer Brands Consumers Remember
NATURAL & HANDMADE KHMER VALUES & SAFE YOU CAN TRUST THE WORLD
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IDENTITY EMOTION VALUE

Builds Choice Creates Recognition Drives Preference Earns Loyalty

From Local Products to Global Shelves Q@?ﬂ l\"\g @ @

AUTHENTIC NATURAL QUALITY READY FOR
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From Local Product > To Supermarket Shelf
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1. LOCAL 2. BRAND 3. PACKAGING 4. RETAIL 5. CONSUMER 6. SUPERMARKET
PRODUCT IDENTITY READINESS TRUST SHELF
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66 Before packaging standards and financing,

brands first need identity and clear communication. Q¢




MODERN CONSUMER REALITY

Consumers Make

Consumers often judge products by:

\ i’ﬁ Packaging

Visual trust

Brand clarity

Emotional feeling

\@ Professional appearance

66 Packaging speaks
before the product does. 2
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Drives Purchase Often Overlooked

= Attracts Attention Gets Ignored
E 0 Builds Trust Lacks Trust

Strong ldentity.
Clear Communication.

Stronger Connection.



R V47 1S BRAND STORYTELLING?

MADE THIS?
ran tor tellin
i hands and hearts. IT EXIST?
! . "\ To bring the best

of Cambodia’s nature
to the world.

Is Not Fiction.
It Is Meaning.
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WHAT MAKES
IT DIFFERENT?

Natural ingredients,
traditional knowledge,
modern quality.

WHY SHOULD
CONSUMERS
TRUST IT?

Safe, transparent,
honest, and made

66 People remember stories JENy=— N BORAN CARE I "
more than specifications. i

A strong product story explains:

BORAN CARE

NATURAL & HANDMADE

Who made this?

Why does it exist?

What makes it different?

Why should consumers trust it?
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NATURAL & HANDMADE

/@ AUTHENTIC \ NATURAL CZZ TRADITIONAL 9 MODERN
KHMER VALUES / INGREDIENTS \g KNOWLEDGE .~/ / STANDARDS



Khmer Producers can PP

Already Have o P LF S )
Powerful Stories ) N S T

«f=2 Cambodian Products Already Have Value . Y- Ve
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Local ingredients » | S
WOMEN-LED
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Traditional knowledge f ;f \@‘@
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Community production % BUHA [J
Women-led businesses . e " L
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Khmer identity ¥ ' » v
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»®  The problem is not lack of story. 7 f ﬁ;,‘
The problem is lack of communication. 2 i o (FOUNDER JOURNEYS | | KHMER IDENTITY
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Product Identity Framework

— 5 Questions Every Brand Must Answer ——

What problem
do you solve?

F7 13

Who is your
~ target customer?

CLEAR MESSAGE s Why should
| they trust
EMOTIONAL

CONNECTION

CONSUMER TRUST

BRAND LOYALTY

BUSINESS GROWTH
What feeling What makes

should consumers your product
different?
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/7 >\ PRICE POSITIONING
‘. J ( 6 The right packaging ]
P & /' sets the right
expectation.
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NATURAL & HANDMADE /\\ BRAND PERSONALITY
- A g‘w “ Design shows who

" you are.
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Price positioning & ¢ m
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Trust , I SHOWER GE PROFESSIONALISM
Professional packaging ‘

shows you are serious.

- - SHOWETF
Professionalism

Target market ‘
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Packaging speaks

~J_.

—— N their language.
66 Consumers often decide |
before they even try
the product. 99 .
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NATURAL & HANDMADE FIRST SILENT BUILDS CREATES DRIVES
IMPRESSION SALESPERSON VALUE PREFERENCE PURCHASE




= 9
<pe

Common SME |
Branding Mistakes

Why Some Good Products Struggle

)
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GOOD PRODUCTS
DESERVE STRONG

in Modern Markets

Examples:
B BRANDING
O . .. O .. O .. O N
UNCLEAR COPYING TOO MUCH # INCONSISTENT | —
BRANDING COMPETITORS INFORMATION DESIGN

Our product is made
from the finest narural
ng:edkmis catefully

R Seiected from locai

@ \
NO TARGET

AUDIENCE

WEAK SHELF
VISIBILITY

POOR BRAND
ING
__LIMITS POTENTIAL
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BORAN CARE ¢24)

NATURAL & HANDMADE

RIGHT MESSAGE
RIGHT PRICE

STRONG SHELF
PRESENCE

CLEAR BRAND
IDENTITY

CONSISTENT
DESIGN

TARGETED
AUDIENCE

KHMER PASTE
ggdinury

Deliciou

BUILD TRUST
& LOYALTY
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RETAILERS

CHOOSE BRANDS
THAT ARE READY
TO SUCCEED «

Retailers look for:
CLEAR IDENTITY J
N— L_______—_ _—
! PACKAGING CONSISTENCY J

.
BORAN CARE
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NATURAL & HANOMADE
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l CONSUMER TRUST POTENTIAL |

——

HANDMADSE

LEMONGRASS
SHOWER GEL

A i y LEMC sS ‘.CAMBODIAN
‘ \L SHELF APPEAL : o7 » HERBAL TEA
| PROFESSIONALISM < L
a8 -
READABILITY

MARKET READINESS

‘o —

READY FOR THE SHELF.
READY FOR THE MARKET.
READY TO GROW.




From Local Product

MADE hiDY

N\ To Trusted Brand

~
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Cambodia already has
many valuable products.
The next step is learning
how to communicate that
value clearly, professionally, — , 5 ;
and Confidently — L 5 & mJMANGO @

KHMER

so Khmer products are HERBAL TEA V . NATRALSOAP
not only made locally, NYP 'SR
but remembered, trusted,

and chosen.
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STRONG ROOTS.

o EAR MEssace | BRIGHT FUTURE.
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STRONG IDENTITY.
CLEAR MESSAGE.
BRIGHT FUTURE.

STRONG
IDENTITY

= 3 “MONGRASS
THANK YOU FOR YOUR TIME, WER GEL
ATTENTION, AND COMMITMENT 250ml
TO GROWING KHMER BRANDS.

BETTER TRUST
COMMUNICATION PRESENTATION & QUALITY

TOGETHER, WE BUILD TRUST.
TOGETHER, WE GROW CAMBODIA.

D) MANGO

QUALITY
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