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TONG QUAN KHU VUC BONG NAM A
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LA NOI DAU TU TRONG

YEU CUA LA NO1 TIEM NANG LON

S6 lwong o ~CHO sV
ho gia dinh " cong ty 16N nhét trén thé gici. | | PHAT TRIEN CUA
sé tang 1 conglylon glot. E-COMMERCE
p 2 Lo XEP THU 7 TRONG SO b SR
GAP DOl po . , P TI LE SU DUNG
. .+ CAC KHUVUC THU HUT ' _
trong nam 2025 Lo DAU TU CUA CAC CONG Lo INTERNET:
Lo TV LON | 44.6% TRONG NAM 2030

LA KHU VUC CO NHIEU QUOC GIA | |
THUOQC TOP 10 TRONG BANG XEP | | DAY LA THO| BAI CUA CHUNG
HANG CAC QUOC GIA LAC QUAN | TA

NHAT THE GIO| B
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VIET NAM LA MOT TRONG 3 THI TRUONG Q1
UU TIEN PAU TU

MO RONG TREN CAC QUOC GIA MO VON PAU TU TRUC TIEP NWO'C NGOAI

$ 24.4 Ti TONG CONG TRONG 2016
2,556 by AN MO
9% so Vol 2015

Theo Ngan hang Thé Gidi, trong 2016, Vietnam vwon [&én 9 hang

trong EASE OF DOING BUSINESS, xép thir 5t in SEA
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2nd 23rd 46th 72nd 82nd glst
VIETNAM INDONESIA CHINA SINGAPORE MALAYSIA THAILAND BRUNEI VIETNAM INDONESIA
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NGANH HANG FMCG VAN TIEP TUC TANG TRUONG
TRONG DAI HAN, DAC BIET TRONG CAC MUA CAO
DIEM
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Nguén: Sé ligu tir Nielsen Retail Measurement Services— So voi ndm truoce ) ) ) )
Lwuy: 3iéu do trén c6 bao gom: D6 dung r]t)’ gic?i, Déau ){é, Dau g(_‘)i,, Kem génh réng, Ban chai danh réng, SL"Fa !én, Nuére riva bat, Nwéce xa, Dung dich giét,dé, Hat ném, Sira uérjg lién, Nuwére ngot,
nwdrc sudi dong chai, Nwérc tang lue, Tra udng lién, Thudc la, DO udng thé thao, Stra dac, Nwdc hoa qua, DO tay rira, Bia, Mi &n lién, Diét c6n trung, D6 udng ltia mach, Banh x0p, Banh quy.
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CHi SO NGU'O'l TIEU DUNG LAC QUAN TRONG @i
TUONG LAI

VIETNAM LA NUOC THU 5 TREN TOAN CAU CO CHI SO LAC QUAN CAO
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NGUO'l TIEU DUNG VIET MONG MUON NHIEU HON
LA NHO’NG HANG HOA CO BAN

CAC HOAT DONG CHI TIEU ¢

SU TANG TRUONG MANH TRONG

Copyright ©
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10 THWONG HIEU VIET NAM TRONG TOP 1000 dn
THWONG HIEU CHAU A 2017

Xé&p hangn3m 2017 2016 Thuong higu Nganh hang
A ;
=% 201 ._:?” :ffrt:j:g tién truyén théng & Vién théng
e o2 B e
621 558 vmm; ;'E)”S:r]"gk
_‘g S 654 ﬁ& '& ?}?L_?CHpéhoé m
oss i
;% 693 626 Lrh“énﬁé'\r']gg“‘“é”
=
s
£ -
g 736 o0° Fltﬂh?rtzic;rlc?én truyén théng & Vién théng
o .
: . 722 weonSh it chinn
o
g 905 07 PS Spéschém soc nha clra va cham sdc ca nhén
&
§ Nguén: B&o cao Top 1000 thwong hiéu hang dau chau A 2016
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CAC Vi DU TRONG CAC LINH VUC KHAC.....

BITIS’ HUNTER

Chién dich dwoc lan truyén trén mang
xa hoi nhanh - 110,548K Iwot thao
luén trén mang xa hoi

Post + Share + Comments (12/2016 —
01/2017)

NOVALAND

The Sun Avenue (Q.2, TP.HCM)

+ Giai thwéng Bat dong san Chau A — Thai Binh Dwong

+ Giai thwdng Bat dong san Viét Nam 2017 véi hang muc
Highly Commended — Best High End Condo Development
(Ho Chi Minh City)

Khu d6 thi Lakeview City (P.An Phu, Q.2, TP.HCM) v
gidi “Dv &n khu dan cu tiéu biéu va khu dan cw c6 kién tric
tiéu biéu tai VN” (Architecture Multiple Residence Vietnam)
thudc Giai thwdng Asia Pacific Property Awards 2017.
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O MOT SO NGANH HANG FMCG, THUONG HIEU
NOI BIA RAT NOI TROI

THI PHAN % TANG TRUONG CUA DN NOI

4%

THU'C PHAM

37%

Company. Confidential and proprieta

R NUGC GIAI KHAT
©® DNNOI 1 DN
KHU VUC

w t© 2017 The Nielsen

Nguén: Nielsen Go Glocal Report - April 2016 12



THAT SU QUAN TRONG

HON SU LUA CHON, GIA, CHUI’C NANG VA CHAT LUONG

7 i I

800/ _ 900/ ! Nhing ly do hang d4u d& chon mét thuong hiéu
O O . cling giong nhau cho ca thwong hiéu toan cau va

dia phwong:
¢ng vién tra 1&i nguoi Viét, ndi rang ngudn gbc
nhan hiéu cling quan trong hoac quan trong
hon cac qua trinh diéu khién mua sdm khac

M t© 2017 The r.\'li,elsen Company. Confidential and proprietary.
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KHI CHON LU'A GICPA THU'ONG HIEU NOI VA
THUONG HIEU TOAN CAU, NTD CHON LUA...

40%

GIA/ CHAT
LUONG TOT HON

\%

2 -

NGUYEN LIEU & CHE
BIEN AN TOAN

' 25%

4898 °

pyright © 2017 The Nielsen Company. Confidential and proprietary.

4

TU HAO QUOC GIA

© 44%
Wy

. Q%

Note: Respondents could select three reasons they considered most important for selecting a global brand and three they considered most
important for selecting a local brand; Source: Nielsen Global Brand-Origin Survey, Q3 2015
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HON NU’A, PO CON LA CUOC CANH TRANH GIUDA
CAC THUONG HIEU LON & NHO

THI PHAN DOANH THU CUA DOANH NGHIEP LON
SO VOI DOANH NGHIEP NHO

Doanh nghiép Ié&n Mdrc dd canh De doa tir nhirng
ngay mét I&n manh tranh 6n dinh doanh nghiép nho

212 234 25.0
78.8

374 379 379 76.6 75.0

44.2
46.7 62.6 62.1 62.1

Thubc l1a, mi &n lién, stra
twoi ubng lién, nwéc tang
lwe, tra déng chai, dau
g6i dau, san pham giat
gii, ca phé ,nwéc riva
chén, san phdm cham
soc phu ni¥ , kem danh
rang, nwéec trai cay

53.3 55.8
Chét diéu vi
Banh xbp va banh
bong lan
Ban chai danh rang
Nuwd&c déng chai

Bia
Nw&c gidi khat
San pham vé sinh ca
nhan
Banh bich quy

2014 2015 2016 2014 2015 2016 2014 2015 2016

Diéu kién: Nhan hang véi thi phan hon 5.0 diém méi nam trong 3
n&m lién tuc gan nhét; Thi tredng : 36 thanh phd + nong thén

B poANH NGHIEP NHO [l DOANH NGHIEP LON

/ Copyright © 2017 The Nielsen Company. Confidential and proprietary.

15



DOANH NGHIEP NHO TAP TRUNG THEO VUNG VA AM HIEU
NGUOI TIEU DUNG PIA PHUONG

Panh manh vao
vung néng thén
Déng Bac va
Tay Bac

A

Tan cong vao thi
trwdng nong . .
thén Bac Trung Dan dau thj trwdng Péng
= Béc va Tay Bic
Sira M6c Chau
Bot glét ABA Kh&i dau & Thwong hiéu stra u6ng lién noi
Thwong hiéu bot giat noi dia Péng Nam Bb dia tv BOng Bac va Tay Bac.

ra m&t ndm 2012. Hién Aba la va dong bang Moc Chau thanh cong trong viéc

mai de doa Ion nhét dén ngoi séng Clru Long an r\:e thgt;rw%ng r;e(ljy VOL 0
vi dan dau ctia Omo wong vi thuan nét dia phwong

opyright © 2017 The Nielsen Company. Confidential and proprietary.
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l Nguén : Theo sb liéu do lwdng ban 1& cla Nielsen
.
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CAC NHA SAN XUAT bA TAN DUNG SU bA DANG BE TAO

RA GIA TRI MOl

SAN PHAM MO TAN CONG VAO

THI TRUONG MO

BPuwoc tung ra nhw mot
sp chién lwoc cta FCV
dé xam nhap vao thi
trwdng néng thén

>60%

Doanh thu ban hang Gia thap hon so voi
tir néng thén dai tha

Thi phan & néng thén sau
8 thang tung ra thj trwong

TAI TUNG SAN PHAM VA TAI XAY

............. FUMAKILLA +5.0/0 ..............

DUNG THUWONG HIEU

! NUMBER 1

Tai xay dwng thuong hiéu rang
chat lwong tot hon bang cach
ap dung cong nghé Nhat Ban.

Jul JUMBO JUMBO

Vi VAPE = VAPE

kb

o

160G

C6 thé tac dong tiéu cuc lén thi phan nhuwng

Thi phan & Viét Nam sau 8 thang tung ra Sy ) N s ;
van tang lgi nhuan cho nha san xuat

thi trrong

17



1), CAC NHAN TO DAN DEN SU
THAY DOI NAY?

Copyright © 2017 The Nielsen Company. Confidential and proprietary.



5 XU HUONG NGUOl TIEU DUNG

d @ ® & <

(I

NGUOI TIEU CHI DUNG GIA TR| BiCH SU LEN NGOI NGUOI TIEU
DUNG MONG THONG MINH THUC CUA SUC KHOE DUNG KET NOI
MUON CHAT TOAN DIEN

LUONG CAO

CAP & UY TIN

M’ t© 2017 The l&,‘elsen Company. Confidential and proprietary.
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1. NGUOl TIEU DUNG-MONG MUON CHAT
LUONG CAO CAP & UY TIN

A IV

Copyright © 2017 The Nielsen Company. Confidential and proprietary.



LA TANG LOP TRUNG CAP MOl CUA PO THI
HOA, HO TIM KIEM NHU’PNG THUONG HIEU CAO

CAP DE TRAI NGHIEM

5
§

THUONG HIEU
QUEN THUOC

"T6i khéong thé mua

dwgc cac thwong hiéu
cao cap"

NEW EXPERIENCES,
NEW OFFERINGS

21



" 1 VAI NGANH HANG VO1 XU HWONG TANG TRUONG CAO

THI PHAN | ﬁ ' TANG TRUONG
250 NN ciivsoc | oo

. CANHAN |

E o' §
b. ol — |
5 ' THU'C PHAM | M Value (PI<0.8)
g | | Mainstream (PI: 0.8-
E : D T — 1.2) Premium
. DODUNG | 34%
2 . GIADINH !
e |
| 1039%
: - THUC
o UONG
Nguén: Nielsen Analysis: 6 countries 16 categories * CAUTION SMALLER BASE



KHONG CHI PUQ'C NHAN MANH QUA CHAT LUONG VUOT ok In

TROI, MA CON O TRAI NGHIEM SU MO LA, DOC QUYEN VA
GIUP NTD TAO BUOC SU NOI BAT CUA BAN THAN

2% 69% 63% 61%

Mua hang cao cap khién toi Hang Cao Cép Mua hang cao cap khién toi San pham cao cap co tw
@ oo -
Mua san pham cao cap San pham cao cap cho San pham cao cép cho Mua san phadm cao cép

thay thay

S NGUON: Premimumisation Report, 2016, Data is for Vietnam consumers
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PHIA SAU SU HAO NHOANG - BINH NGHIA VE oL
‘THUONG HIEU CAO CAP’?

Sw hinh thanh nhu cau “CAU CHUYEN PHIA SAU THUONG HIEU”..

cam nhan S s thu cong tinh xao

ca nhan §
” m ”
Hang Hiem & kién thirc gici han
z,

S Source: Premimumisation Report, 2016, Data is for Vietham consumers
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TRAI NGHIEM SU SANG TRONG: TRAI NGHIEM bUOC
MONG CHO

KHU AM THU'C HIEN BAI NHU THOI LAM GIO MO VAO Y TUONG TRUYEN THONG PTS
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TUONG TU BUOC NHIN THAY O VUNG NONG THON

PHAN KHUC “HUONG PEN DIEU TOT HON”

37% CUA NTD NONG THON”

THE CONTENTED THE PROGRESSIVE

prove future

Source: Vietnam Household Living Standards Survey 2014; Nielsen Rural Study
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S KHONG TUONG THICH: NHA SAN XUAT - NHA BAN Oh

LE - NHU CAU NTD

DPay hang tir nha

Nhép hang cua

Slrc mua cua

4000 san xuat 40.0- nh_é_._bén lé 35.0- NTD
35.0 35.0- . h 30,04
30!0- 30.0
\ 25.0
25.0+ 25.04
20.0+
. 20.04 2004 f Tve-eo--
E 15.0
ko 15.04 15.0+
& FY2013 10.04 FY2013 =4=FY2016
E 10.04 4 FY2016 10.0- FY2013
2 “-FY2016 50 4
= 5.0 + 5.0 - '
é 0.0 T T T T 0.0 T T T 0.0 ' ' I I I
S ) Q Q QO X
. & Q’:\@ Q:\'@ o & & o Q’:@Q Q’:{\? N ) ® N Qi{b Q;{” RO
§ °<s\ s N I o‘S\ 2 N S SR IR S
c 0'(\ ’b" <& < ((\\ oo ’b" <& < ((\\ OQ > (0 6\ (0\
8 ¢ N\ ‘ééb 6"‘0 & [ S ‘ée? 6;\0 < § N\ & 6-‘\0 Q@
z & < S < ™ )
2 & ¢ & QS ¢ < <
£ > Q 2 Q N R °d
§ @ (_,\) r,,\) @’b %\)Q
9
Nguén: Nielsen RMS, data to Jan’17; Manufactures based on variant share; Retailer based on handling share; and Consumer based on average off-take 27
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2. SU CHI DUNG THONG
MINH
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SU THAY POl TRONG TAM LY TIEU DUNG THONG THUONG

ANH HUONG CUA SUY DINH HUONG TIET KIEM
THOAI KINH TE

VAN HOA MUA HANG S ; .. .
TIET KIEM MUA HANG SO SANH CHIA SE TIEU DUNG

29
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VAN HOA MUA HANG TIET KIEM: LIEN QUAN CAO 0
DEN VIEC LAP KE HOACH VA TIM KIEM NHU'NG UU
DAI TOT NHAT

Theo B&o céo xu hwéng clha Nielsen Shopper ndm 2016, thai d& mua sam clia nguoi tiéu dung Viét Nam [a

_______________________________________________

84%

T6i tan dung loi thé ctia mét wu dai dac
biét hoac théa thuan cho cac mat hang
tap hoéa hang ngay cua toi

1
1
1
: |
N I
v -7 \ ,
.- ’ N i
7 Moo _
+8% : e —
’ -
4 // ’/”
4 ,/ _--
’ R
I -
2

Téi thwdng 18n ké hoach mua nhivng
| th(r ma t6i mudn mua trwdc khi mua |
' hang tap hoa

Source: Nielsen Shopper Trend Report 2016
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CHO NEN, CHI XAl THONG MINH LA TIEU DUNG THONG MINH

Jetstar>

10NAM

Ming Sinh Nhat 10 Nam
100.000 v gia tu

Source: The Nielsen Global Retail Loyalty-Sentiment Survey, Q1 2016
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Bi kip di Maldives chi 18 triéu dong cua cap dm
Viét

“DU LICH BUI”

671,280

discussion in forums, FB, Instagram,

Youtube and news
01/01 - 29/05/2017

YeuNet Aedia socialheat

Social Listening & Market Intelligence

Online Reputation Management / Social Media Research / Social Care & Social CRM 7. kN 5. il

Tt iy iy “wich bako ke vk O b anh ching ndy héi & KHONG CAN TIEN NHIEU CONG CO THE D1 DU LICH NUOC NGOA
CAC BAN Y

SIEUBEP @

Source: SOURCE: Forums, FACEBOOK, Instagram, Youtube and News. Time period: 01/01
-29/05/2017

S6 liéu tur SocialHeat - Hé thong Social Listening & Market Intelligence duy
nhat tai Viét Nam c6 kha nang thu thap va phan tich théng tin theo thaoi gian
thue, mét cach tu déng, bao phd hon 90% cac nguén tin tirc va thao luan tur
cac mang xa hoi.

S0°C VOI CHANG TRAI DU LICH THAI 3 NGAY 2
DEM CHI V01 2,5 TRIEU PO NG
ol g b T e g 04 5 b

8 DIADIEM QUO C TE BAN CO THE DU LICH CHI
VOL... 1 TRIEU DO NG
Ban e e e 13 g c6 it 1y 5t b

520 shan . Otm " e @~

saibu thong ks sCialheat

32
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NGANH HANG TOT HON (NEW AND PREMIUM)
THUONG HIEU SUC KHOE/SANG TAO/ BEN VONG
SAN PHAM CO CAU CHUYEN NGUON GOC

TINH NANG DICH VU DANG SAU TINH NANG

GIA CA XAC NHAN CHUYEN PO

QUANG CAO TUONG TAC GIA TRI KHAM PHA

SO LUONG CHAT LUONG
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NTD SAN SANG CHI TRA NHIEU HON

86% v 2
O Hon Viét san sang chi tra cao
m hon dé mua cédc san pham cé cam két vé nhirng

tac dong tich cwrc dén moi trwong va xa hoi

Nguén: Bao cao Trach nhiém xa héi ctia doanh nghiép — Nielsen, 2015
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SU'C KHOE VA S THINH VWONG CUA CHA ME
NAM TRONG TOP 5 BDIEU QUAN TAM TU’ NTD

42%
32%
32%

34%
SUC KHOE SU THINH VUPONG & VUI VE
CUA CHA ME
B Q4/2016 Q3/2016 Q2/2016 Q1/2016

Source: Nielsen Global Survey of Consumer Confidence & Spending Intentions, Q4 2016
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NGUYEN VONG CUA HQ CHO CHUNG TABIET @1
PUOC HO MONG MUON BIEU GI

» L 8 7 A

-
=
-
N

KIEM CUNG CO sV DANH THO!I SONG KHOE DU LICH
TIEN NGHIEP GIAN CHO GIA
DINH
OOO .............. O ........ 0 0 ............. 0 ....... O
ala 40% 24% 31% 41% 28%
NGUOI TIEU
DUNG SEA : : : :
o 2e)

ala

NGUOI TIEU DUNG
VIET NAM

Source: Global Lifestyle reports, 2016 39
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MUC DO QUAN TAM CUA NTD DAN DEN SU’ TANG TRUONG
CUA CAC NGANH HANG CO LOI1 CHO SUC KHOE

*
1

+15

ASIA PAC GLOBAL ASIA PAC GLOBAL
NGANH HANG CO LOI i NGANH HANG NUONG CHIEU
CHO SU’C KHOE ¢ BAN THAN

Source: Nielsen Global Survey We Are What We Eat Jan 2015 (RMS data 2012 AND 2014)
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iT HON LA NHIEU HON & KHONG CON CAM GIAC PAN PO °

66%
( ) Nhirng nguwoi dap rng Viét
ANy Nam muén biét thém vé cac
san pham tw nhién

KHONG MAU NHAN TAO  60% KHONG DPUONG 48%
KHONG BEO 53% HOU CO

38%
KHONG HUONG VI NHAN TAO 52% KHONG GMO

37%

M t© 2017 The Nielsen Company. Confidential and proprietary.



MOI MAT HANG HU'ONG BEN “H{'U CO”, Ok
“DETOX” & “NHA LAM”

Cac san pham thwc phdm / 1am dep hiru co va thwe phadm tw 1am la danh sach cac chi dé ndi bat nhat
dworc thao luan trén cac phuong tién xa hoi

1,204,380 E @ %
735,040 671,280
S10.280 446900 43240 arso oo
" I nmmE =
> — - - o o

ﬁ"‘ﬂa o o ﬁa’ﬁ,‘i"
r » B
1#"#‘ o

YeuNet Aedia seocialheat

Social Listening & Market Intelligence

Online Reputation Management / Social Media Research / Social Care & Social CRM

© 2017 The Nielsen Company. Confidential and proprietary.
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S6 liéu tlr SocialHeat - Younet Media - Hé thGng Social Listening & Market Intelligence duy nhét tai Viét Nam c6 kha nang thu thap va phan tich thdng tin theo thdi gian thuc, mot
cach ty dong, bao pht hon 90% cac ngudn tin tirc va thao luén tlr cdc mang xa hoi. 42

(

l NGUON: Forums, FACEBOOK, Instagram, Youtube and News. Time period: 01/04 - 30/04/2017
.



© 2017 The Nielsen Company. Confidential and proprietary.

opyright

(

l

MON \QUASUC KHog

3 KHONG y

TU THIEN NHIEN

43



—

5. SWPHAT TRIEN NGUOTTIEU DUNG KE'
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SU PHAT TRIEN CUA NGUO'l TIEU DUNG KET NOI
VIET NAM 2025

ooﬁo
" CHI TIEU THUONG | <:> _ CHI TIEU THUONG |
(5

NIEN $50 Ti NIEN $99 Ti

 48% CUA
TONG TIEU THU

 38% CUA
TONG TIEU THU

« y Demand
Institute’
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TOP 10 CAC THI TRUONG TIEM NANG

TOP 10 THI TRWONG CHO NGU Ol TIEU DUNG KET NOI THEO DAN SO 2015 - 2025

Trung Quéc

'ﬂn bo
Trung Quoc

An Do My.
M. »Indonesia
Brazil
Nhat
Bl\mz“itl ﬁrgﬁac Pakistan
Ngaa Vietnam Nigeria
buc Anh
Indonesia - = AN
Vietnam s — -
Anh., == == =

20M

Source: Nielsen Global Consumer Confidence Survey (2010-2015); The World Bank; The International Monetary Fund; The Demand Institute
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HANH VI MUA HANG ON LINE- OFFLINE, NEN CAN HIEU HON
VE NGANH HANG CUA BAN

T
TRONG 3 THANG TOI : TRONG 3 THANG TOI
: ETOTAL
Thai trang i Thaoi trang _
CNTT & di déng i Tap héa 64
Mi pham i Chém séc ca.. 64
Do dién tu... 60 i Do udng 63
D6 cham séc... 60 i Cham séc gia.. 62
Du lich 59 i M7 pham _
P06 cham séc... 55 i CNTT & Di dong
Séach bao _ 53 i pién tir
s —
R

Tap héa 50
Do udng 41
Vé sur kién 39
Cham séc tré... 35

Source: Nielsen Omni Shopper Trend Report’, 2017. Base: All respondents Total (n=1005), HCM (n=511), HAN (n=494)

Séach bao

Cham séc tré..
Du lich

Vé su kién

SE MUA HANG

THANG TOI
mTOTAL

TRONG 3

Thoi trang [ 58

Mi phdm _

Sach bao - 41

Du lich 38
Cham soc ca.. 38
pién tr 37
CNTT & Di déng 34
Cham séc gia.. 32
Tap hoa 29
Cham soc tré... 25
Do udng 25
Vé su kién 24
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Y NGHIA CUA MOT THUONG HIEU LA GIi?

PO LA VE SU TRAI ‘CAU CHUYEN
NGHIEM PHIA SAU
— THUONG HIEU’
TRAO CHO HO
“NHIEU HON”,
KHONG PHAI
“NHIEU THEM”

HIEU BUOC 3C
(KHACH HANG,
CONG TY, BOI

TUONG TAC VOI
KHACH HANG

THAY DOI LA
HIEM KHI

BAO BAM 3R
(CHAM — TIEP
NHAN - PHAN
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