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GDP TANG TRUONG TAO TIEM NANG PAU TU
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THU NHAP CAI THIEN, KHA NANG CHI TIEU CAO HON

Bl DAl = : Gl 6%
' 48%

19% _
13% 1%
17% 16% 1%

6% E'3 2
2018 2018 2018 2008 2018 2008 2008 2018
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PDONG NAM A TANG TRUONG NHANH HON CAC NOI KHAC

§ USA
) :‘l.’: UK
2 1 54
E O China
8 T India 5.9%
;E; -
soutkeasT Asin | 5.5
: , Philippines 8.2%
% £ Singapore 8.0%
2 & Malaysia 7.9%
g 5 Indonesia 5.9%
é ° Vietnam 5.5%
2 U Myanmar 4.7%
2 -
o = Thailand 1.5%
= —_



PAC BIEM DAN CU CAC QUOC GIA PONG NAM A

TRONG KHI MOT SO QUOC MOT SO QUAC
GIA DANG TRE HOA DAN SO GIA DANG GIA
HOA DAN SO

O DO DO LD D0 HO LD O LHO LD
OO CY I (A

SOUTHEAST
ASIA

B 60% | 67% @ 63% 62%  61%  58% 42% 46%

d € v = 0O @ -

PHILIPPINES MALAYSIA MYANMAR INDONESIA  VIETNAM SINGAPORE = THAILAND
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NGUO'l TIEU DUNG DPONG NAM A NGAY CANG KET NOI

Internet Users (in '000)

143,250

18,000
4,800 :
Singapore Thailand Malaysia Vietnam Phiippnes Indonesia Myanmar

T

Penetration (in%)

7
66
62 53
l . . :

Singapore Thailand Malaysia Vietnam Philippines Indonesia Myanmar

83 82




VOl SU LAC QUAN VE KHA NANG & TIEM NANG TAI CHINH

86%

Global Southeast Asia Vietnam Indonesia Philippines Malaysia Thailand Singapore
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MUC SONG NGUO'Il TIEU DUNG DPONG NAM A NGAY MOT
CAI THIEN

17% |
31% 30% 35% 30% 36% 35% 8%

Global Southeast Asia Vietnam Thailand Indonesia Philippnes Malaysia Singapore
| only have enough money for food, shelter and basics = | live comfortably and am able to buy some things just because | want them = im able to spend freely
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NGANH HANG FMCG TANG TRUONG TRONG KHU vuUC

FMCG value growth MAT Q4 2018 vs Q4 18

\} PHILIPPINES
ASIA PACIFIC * +3.9% MAT
+ 54% MAT THAILAND aTamR
0.5% MAT MYAN
+.1% QTR 3.9% QTR 0 . g_‘:‘%m'?
f +47% QTR
SOUTHEAST ASIA* MALAYSIA N
+4.9% MAT
+2 3% MAT +1.3% QTR % +4.3% MAT
+2.8% QIR O £ +52% QTR
SINGAPORE 6
-0.5% MAT % @ m 'NRgNMEAST'A
DB TR . +1.3% QTR

v fb
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XU HUONG TAI CAC QUOC GIA PONG NAM A

INDONESIA  MALAYSIA MYANMAR PHILIPPINES VIETNAM THAILAND SINGAPORE

E «e. | INCREASED | PROMOTIONAL | YOUNG | YOUNG | OPTIMISTIC | AGING | AGING

S e e e | SPENDING | DRIVEN | POPULATION | POPULATION& | ASPIRING | POPULATION | POPULATOIN
2 208 | POwER | SHOPPERS : | GROWING | CONSUMERS | |

3 O : | | SPENDING POWER | i |

g CONVENENCE | GROWTHOF | | CONVENIENCE | EVOLVING | IMPORTANCE OF |

g LIFESTYLE | PROXIMITY ! | LIFESTYLES | MODERN RETAIL | SMALLER !

E — | STORES : : | LANDSCAPE | FORMAT ;

g [1 CONNECTED ! | CONNECTED | CONNECTED | | CONNECTED | CONNECTED
g = CONSUMERS | | CONSUMERS | CONSUMERS | | LFESTYLES-E- | CONSUMER
¥ il ! : : ? | COMMERCE& |

& . : : : ; © DIGITAL ;

B AFFORDABLE | PREMIUMISATION | :, f | PREMIUMISATION |

: @ INDULGENCE | : | : : i

2 OUTERJAVA | NEW | CATEGORY | EMERGING | IN-STORE | | GROWING
; OFPORTUNITY | REGULATION- | GROWTHESP. | MIDDLECLASS | STRATEGIES- | | HEALTH

5 @ | SUGARTAX | RURAL | (BPO&CFWs) | KEYTOSUCCESS ! | CONSCIOUSNESS
o : : ! | : 2
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1. WA THICH TRAI NGHIEM NHO’NG SAN PHAM MO

Consumers are playing

the field, looking for
0 Love trying new things, actively search new and novel, as the
0 for the latest brands & products risk of trialrnea-rs zero.

' Provide frequent,
relevant refreshes &

new, unique choices to

%. Q. %.
= = =
= Ny =
“5 ‘%‘ ‘%‘
keep consumers

More conventional, preferring to
46% stick with the known, but can be attached to your brand.

moved to experiment

6’,94 W

]
2
3
=
=]
3
©
=
9]
c
o
o
>
©
3
£
=%
o
o
a
kel
c
<
©
=1
c
9]
)
=
c
[S]
(v]
U
)
—
o
=
>
f=
o
=%
£
[S]
(o]
c
[
gon)
2
z
()
4 =4
=
(o))
o
(o)
©

Copyright «

14



J
4
/

9]
3
3
Qo
=
5
k4]
©
o
o
c
o
a
>
%
T
Fe
[
=
Q.
o
2
Q.
el
c
<
©
=
c
[
el
=
c
O
()
U
)
—
o
=)
>
=
©
Q.
E
O
(]
c
'
0
2
z
()
4 =4
=
(o))
(=]
(o)
©
ot
<=
o
<
>
Q.
O
(9

MUC DO SAN SANG TRAI NGHIEM SAN PHAM MOl

TOI SAN SANG TRAI NGHIEM NHUPNG
THUONG HIEU MO1TOICHUA TUNG

DUNG TRUOC DAY
IS 56% |
INDIA 53%
-
TAIWAN 47%
NG KoNG
woven
PHILIPPINES
oo Y
AUSTRALIA 39%

TUY RANG THI TRUONG NGAY CANG DA
DANG NHUNG TOI VAN TIN DUNG NHUNG
THUONG HIEU CU

TOI CO XU HPONG CHON THUONG HIEU
QUEN THUOC KHI DI MUA SAM

19%

|I

3

LELLLL]
3

3

=
8 P
K E

[
(23]
&

Khao séat vé thoi quen lra chon thurong hiéu, sén phdm ctia ngudi dung Chéu A - TBD, so sénh gitra thoi diém hién tai va 5 ndm truée.

Ngubén: Nielsen Global Consumer Loyalty Survey (Q1, 2019)
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2. CAN NHAC & SU’ DUNG DONG THO'I NHIEU THU'ONG
HIEU

More likely to try new or different
brands than 5 years ago

23%

a0%

Choose across more brands,
but prefer to stay with those
they've tried before

Consumers are aware and
engaged with broader
competitive sets.

N7

Identify how consumers
rank and stack
attraction attributes,
to get onto their radar
and into their basket.

©

00

Active Conscious
Explorers Considerers

16
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3. MUC DO GAN BO VOI THUONG HIEU KHONG CAO

)

Firm loyalists (6,9%) are a minority,
preferring not to take risks and
seldom buy new products.

A quarter (26,1%) are stuck in
the past or lazy loyalists,
buying the same as before and
staying with their favorites.

onsumers are less
likely to be lured by
brand halos.

\Z

Retention, extension
and innovation

propositions must be
compelling beyond the
rare loyalists, to
maximise gains from
new, experimenting
consumers.

17



4. CAN NHAC VE GIA TRI NHAN BUOC

CHOICE DRIVERS SUCCESS DRIVERS
hold great sway in tempting are significant physical features
consumers to try or switch shaping selection behavior

@40% Value for Money @ *ﬁﬁr 42% :3£§:::;Quality/
@30% Price/Promo 8 <> 37% Ease/

\2 Convenience

LONGER TERM, TANGIBLE TRAITS WILL KEEP CONSUMERS CONTENT

18



5. QUAN TAM TO'l GIA TRI CONG DONG CUA THUONG Hujztﬂ

Heritage and
recognition still provide l

slight ad\l/vantages. ‘ 2 B %

Define your brand’s

ralovance In the The strength of large, Intangible product purpose,
: well known and trusted those that are socially
context of solving brands hold P ible (27%
consumers’ needs, and rands holds strong for responsible ( / )
b consumers, who are drawn to and trading with
role within the larger : ;
S BT e it offerings from those they are  transparency (25%) will be
: familiar with, and have successful in resonating

established confidence. with consumers.
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6. TIEU DUNG TREN INTERNET

26%

enticed by brands available for
purchase online, a clear sign
that digital touchpoints and
places are coaxing consumers
to try and buy.

Consumers are racing
towards ease and
automation.

J

Combine omni-channel

information discovery,
to enrich physical
shopping paths, and
incorporate seamless
digital purchase
connections,

20
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7. XU HUONG LUA CHON THUWONG HIEU NOI DIA

Indi
12% of consumers na TOP FIVE MARKETS
are deeply devoted, Thailand UNLY BUY'NG LUCAL
only buying local
products.

Pakistan
59% mostly buy local
but will consider
those from other Philippines
countries as well.

Vietnam

Leverage local origin sourcing and taste
preferences as an advantage in relevant
categories & countries.

Consumers assess products

bases on origin.

21
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8. CHI PHOI BO'l TRUYEN THONG VA MANG XA HOI

30%

Brands with earned presence via
recommendation (29%) and
reviews (31%) have the ability to
prompt disloyal actions.

Marketing investments (TV, radio,
print, OOH, online/mobile) and store
activation, in isolation, will prove to
be less persuasive.

Consumers value
independent opinion,
but advertising is still
the start of the ‘reach’

journey, prompting
follow up action.

N7

Open your brand to
social engagement &
interaction, invite
feedback. Multi-layered
trust building tactics
are vital.

22
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NGU'O'l DUNG KET NOI RONG RAI VA TIEU THU DIEN NANG
NHIEU HON

s 2017 2025

: | . oo ?
; . 23 MIL. PEOPLE db 40 MIL. PEOPLE

t e e CONNECTED ,

: | 50 BIL. USD CONSUMERS* 99 BIL. USD
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SPENDING/ANNUM N SPENDING/ANNUM

] (.

38% OF TOTAL 48% OF TOTAL

SPENDING Clonnectto Willing to spend SPENDING
' nternet e A o FA A PR




THUONG MAI HIEN BDAI BPANG BUNG NO TAI NHIEU DANG
CUA HANG

THUWONG MAI TRUYEN THONG THUONG MAI HIEN bAI

% Gia tri dong gop — Téng
Vietnam OFF+ON Premises in
MAT Jul’19

Tang trwd’ng % vs.

0 5% YA 0 19%

Updated: Universe Update H1'18 Updated: Jul'19
~1.5 MIL STORES (+0.2% vs. vA) 7,968 STORES  (+14% vs oct1s)
Siéu thi/Dai siéu thj* 717
Market Stall 65,248 e—— o .
Minimart & Ctra hang thwc pham* 5,301
ON Premise 675,469 I o
Ctra hang tién lgi 889
FF Premi 11,032 :
OFF Premise 811,03 Civa hang thuéc hién dai** 434
Ctra hang Me & Bé 627
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Source: Nielsen Retail Measurement, Nielsen Universe Update, * including independent stores, ** including Health & Beauty store
MAT : Moving Annual Total, FMCG includes 37 categories without Cigarette
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Nguo'ltleudungtlmhleuvar *

tlro'ngtacd‘éngtho'lvmnhleu* o ,

thwong hiéu khac nhau |m
*

Tlm hiéu cach ngum tiéu ding danh gia va

xep hang cac san pham thwong hiéu de
quyét dinh san pham ho Iwa chon

" Nguitiéu ding khong con bi |
hap din hay thu hut béi cac m

hoatdongthuonghiéu

Nguditieudungtuycochaytei

Nhirng dé xuat doi m&i hay mo ron

thwrong hiéu can tao dworc strc hap dan
vei KH hién tai va KH tiem nang

CAC THUONG HIEU VIET CAN CHU TRONG:

Ngu’o’l tleu dung Iuontlm klem ,
va san sangtrai nghiémsir .
dung cacthuong hiéu,san

sfolele)

Thuomg Xuyén GOI maoi, mang lai nhung
gia tri riéng biét dée gan két gitPa ngwroi tiéu
dung v&i thweong hiéu

giaca nhungyéutotacdong (
chinhtéiquyétdinhvanla
Nhirng giatrimasan phamdem lai

Phat trién san phém toi wu (chat Irong,

chirc nang, gla tri sup dung,.. ) trrong xieng
v&i chi phi san pham.
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CAC THUONG HIEU VIET CAN CHU TRONG

Gia tri thwong hiéuvatrach .. ..,

nhiém xa hdéi la nhirng T
. -~ N7
diém cdng cho thwong - -
.a 7 I N
hiéu

Xac dinh kha nang dap (Png nhu cau cua

ngwi tiéu ding, déng th&i throng hiéu
ciing can chu tamden trach nhiém xa hoi,
hoat dong vi moi trirérng.

Ngw&i tiéu ding déu dang
hwéng dén sw don gian va
tw dong hoa.

Ngwoi tiéu dung cha trong
ngudn goéc xuat xir,

san sang don nhan cac
thwwong hiéu quoc té

Tan dung nguon goc ndi dia cia san pham

va nguyén liéu de xay dwng thién camva
s tin cay cua khach hhafqg.

Két hop giira tim kiém thong tin da kénh
va cac kénh online de mua hang thuan
tién.

Ngwé&i tieu dung déc lap trong viéc
dwa ra lwya ch_gn, tuy nhién
quang cao van tac dong téi

nhan thirc va quyét dinh cta ho.

Mo rong cac kénh truyén thong xa hoi cho

thwong hiéu, xay dwng twong tac,
feedback ciia ngwi ding. Chién thuat xay
dwng niem tin vO cling quan trong.
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