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Tong quan hanh vi ngugi tieu
dung trong mua dich Covid 2021

Duy tri sUc hut truc tuyén trong hanh trinh mua
sam da nén tang thai COVID-19
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3. Co hoi tang doanh thu théng
qua ban hang hdp kénh
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4. Lam thé nao dé thanh céng
trong tucdng lai



1. Nhan dién nguwoi
tiéu dung va xac dinh
vi tri hién tai cua ho
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Giai ma thoi quen chi tiéu cua nhirng ngwi tiéu dung khi bi anh

hwéng béi dich COVID

1 2

3

SO ngwoi tiéu ding  66% ngwi tiéu dung
mé&i bi anh hwéng b&i  da thay doi cach ho
COVID da tang gap mua sam

doi 1én 46%

A ia A s . X&c dinh tiéu chi can nh&c hién tai cta
Nhan dién ngwi tiéu dung, va xac dinh .
nguwoi tiéu dung

vi tri hién tai ctia ho.

Ngubdn: NielsenlQ Unlocking Consumption global survey December 2020/Januar y 2021. *Consumer, Country, Category

81% sé tiep tuc co
cau lai chi tiéu trong
nam 2021

Giai m4 tiéu ding* nam 2021 dé mé

khoa tang trwéng
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Anh hwéng caa dai dich sé con ton tai lau dai
Nhiéu ngudi tiéu dung van sé phai déi mat véi cat gidm viéc lam va gidm dan céac géi hd tror

16%
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Anh hwédng den
viéc lam

Mat viéc vinh vién / tam thoi,
cat lwong, nghi viéc khong
lwong

>75% An D6, UAE, Nam Phi

Nhan dwoc ho tro,
nhwng goi da ket thuc

Tro’ cap cta chinh pha, tro cap tai chinh,
vién tro

>20% Thai Lan, Nam Phi, Nga

Ti & thét nghiép Ti & thiéu viéc lam *

2.8
2.4 2.4 2>
' 25 \/6
2.2 2.2
1.9

Q120 Q220 Q320 Q420 Q121 Q221

Ti 1é that nghiém va thiéu viéc lam tai Viét Nam so véi
cung ky nam ngoai.
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Tai chinh gia dinh van chiu nhiéu dén nén
Nhiéu nguoi tiéu dung con duv liéu téi tinh hudng xau hon

mmmm \/igt Nam === Ch3u A - Th&i Binh Dwong -

Tinh hinh tai b,
chinh xau di I T
49% 115

X4u hon nhiéu / mét chat: thanh nién va ho
gia dinh thu nhap thap

117

Thu nhap twong
lai it dwore bao
dém hO’n Q120 Q2'20 Q4'20 Q121 Q221

Chi sb niém tin tiéu dung Viét nam va SEA
Trong 3-6 thang t&i

Source: NielsenlQ Unlocking Consumption global survey. Q since the onset of COVID-19 my household financial situation is
Q. How secure do you feel about your household’s income level in the next 3-6 months....
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Viét Nam: Pa phuc héi ngan han trong quy 2, quy 3 sé con bién dong

Viét Nam- FMCG - Thi phan doanh thu Viét Nam- FMCG - Tang trud'ng doanh thu
MAT YA MAT TY Q2'21
FMCG -1.2 [ 35 |: 6.7
213 20.9 19.9 Bi
1a 2.4 -5.7 8.7
B Do udng khong con 25 . 3.1 I - 12.2
M Thudc la 2.8 42 2.8
. ; B Chamsoéctréem .78 - -11.8 - -5.8 .
12.9 12.8 e San pham tir siia 25 45 2.8
- B Thuc pham 44 -0.1 7.8
B Cham séc gia dinh -1.1 -0.9 75
B Chim <6c c4 nha 0.6 -3.6 l 2.1
MAT YA MAT TY Q2'21 Cham soc ca nhan

Categories including: Shampoo, Hair Conditioner, Toilet Soap, Toothpaste, Toothbrush, Feminine Protection, Laundry, Dishwashing Liquid, Fabric S oftener, Household

Cleaner, H.I. Aerosol, H.I. Cail, Insecticide Control, Msg-Bouillon, Instant Noodles, Biscuits, Pie & Sponge Cake, Soft Drink, Energy Drink, RTD Tea, Fruit ] uice, Package

Water, Sport Drink, Coffee , Beer, RTD Milk, SCM, Sauces, Chili Sauce, Tonic Fodd Drink, Cigarette, Milk Powder, Baby Diapers, Facial Tissue, Tissue
(Napkin/T oilet/Kitchen), Candy, Snack.

Source: Nielsen Retail Audit, Period Ending: ] UN21
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Kha nang chi tiéu bi chia nhé

35%

Chi c6 thé chi trd cho mirc séng t6i thiéu; lwong thuc, thuc

pham, nha &
Tang, >50%: Thai Lan, Thé Nhi Ky, Nam Phi, Mexico

45%

Sbéng thoai mai, c6 thé mua dwoc mét sé thi ho thich
Thu hep dan (A phan cuc): Trung Quéc, Thd NhT Ky, My, Mexico

Cé thé chi tiéu thodi mai
Cao >25%: Trung Quéc*, An D6*, My | Thép < 10%: Tay Ban Nha, Phap, Mexico

Source: NielsenlQ Unlocking Consumption global survey. Q. Which describes your household’s current ability
To spend.....2021 vs 2018. * Urban
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2. Cac phan khuc \
ngwoi tieu dung
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NTD da bi anh hwéng (Existing Constrained)

Tinh gian tiéu dung va chi tiéu

Gié hang

Chi & trong nha

BG bot nhirng hang hoa khéng thiét
yéu, thém nhirng hang héa co ban, va
nhirng mén hiém

Ly do

Duy tri hién trang chi tiéu cho hang tap
héa, that chat chi tiéu cho hoat déng bén
ngoai

Kha nang chi tra

Giam thiéu chi tiéu bén ngoai dé trang
trai cac van dé co ban nhw hang tap
hdéa nhw mot bién phap phong ngira

Long trung thanh

Ap lwc chuyén déi thwong hiéu néu gia
ca tang

Giam mua khi thiéu diéu kién, tim kiém
cac ma giam gid, tap trung tim kiem ma
giam gia co gia trilén

10
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NTD méi bi anh hwéng (Newly Constrained)

Thu hep chi tiéu trong tat ca céac linh vuc

Gio hang

Chi & trong nha

B6 chitieutdy y dé& du kha ndng chi tra
nhirng diéu co ban

Ly do

Bong kén & nha, han ché di lai, 1ap ké hoach
trwére / xem xét ki lwdng tat ca cac giao dich

Kha nang chi tra

Khoéng con dugc hd tre, cb géng tranh céac
khoan ng, gidm gia thanh trén moi linh
vwe. Banh gia cac mat hang tap hoa trong
chi phi tdng thé

Long trung thanh

Bi phan nhd, that thuwdng trong qua trinh
str dung

Chon mua gia thap nhét trong pham vi ngan
sach, tich cwc tim hiéu trwdc ve gia / khuyén
mai




NTD it bi anh hwéng nhwng can trong
(Cautious Insulated)
Puwa ra nhiéu lwa chon théng thai hon dé tiét kiém chi tiéu

Gio hang Chi & trong nha

Duy tri nhiing thr can t,hiét, chuyén mot Ty tao lai tréi nghiém thwe pham, @6 udng,
sO chi tiéu bén ngoai dé mua hang tap gidi tri, dich vu

héa

Ly do Kha nang chi tra

Giam thiéu ra ngoai | téi da hoa. Tiét kiém Téng cuong giam sat dau muc, can nhac chi
rong tir hoat dong bén ngoai, ngay ca khi phi /loi ich. Nang cao chat lvong lén mét
kinh doanh hang tap héa diém (cao cAp> siéu cao cap)

Long trung thanh

Con nguyén ven déi v&i cac thwong hiéu
hwéng téi gidi phap nha théng minhva
chét lwong

Nhirng ngwei it bi anh hwéng béi Covid-19 vé thu nhap/ tinh hinh
tai chinh, nhwng tich cwec theo ddi chi tiéu caa ban than hon.

12



Chuyén sang tiét kiém & cac khoan chi tiéu khac

Gid hang Chi & nha

Nang cép cac yéu t6 can thiét, phan O trong nha du khéng mudn, thém mubn
bd theo y muon, voi tiéu chi stre khoe cac giai phap sang tao va trai nghiém
hang dau maila

Ly do Kha nang chi tra

Ty thudng cho ban than/ tim kiém Tir cao cap dén siéu cao cép / sang trong
gidi phap don gian cho khi lam viéc tai trong tAm kiém soét

nha

Tang s trung thanh véi cac tinh nang
va lgi ich chat lvgng vwot troi

Nhirng ngw®i khéng bi anh hwéng béi Covid-19, c6 thu nhap/
tinh hinh tai chinh 6n dinh hodc c6 cai thién, va khong phai
theo ddi chi tiéu caa ban than

13
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Ty trong cua ttvng nhom ngwei tiéu dung

Nhém ngwei tiéu dung bi anh hwéng va ngwei tiéu dung khéng bi anh hwéng -
toan cau — Thai Lan dai dién cho chau A vé&i nhém méi bj anh hwéng 1&n téi 73%

Vd y = L] >
¥ Nhom da bi dnh hwing Nhém méi bi anh hwéng Nhom mei b' a' nh
Y > w7 ~
E Nhém it bi Anh hwéng nhung can trong ® Nhom khong bi dnh huéng h won g tan g g a p

doéi, nhom- it bi anh
hwéng nhwng can
trong dang tich
cwc chitiéu hop ly
hon

: 73% ngwei tiéu dung dé tam t&i gia, thay doi murc :
: mua va tiéu thu cua ho :

Nguén: NielsenlQ Unlocking Consumption global survey Segment size.




Tac dong cu thé dén cac nhém ngwei tiéu dung

Cat giam viéc lam
Ti'nh hinh tai chinh
xau di

Kha nang chi tiéu

Theo doi chi tiéu

Nhém da bj anh
hwdng

Nhoém méi bi anh
hwéng

31%

30%

41% mirc séng toi
thiéu

100% continue

79%

90%

48% mirc séng toi
thieu

100%

34%

6%

53% thoai mai

93%

Source: NielsenlQ Unlocking Consumption global survey. Q Is your household consciously watching what it now spends because of the impact of COVID-19....
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Nhom it bi anh hwéng Nhém khong bi anh
nhwng can trong

hwéng

11%
Khoéng thay ddi
42% tuy thich

0%

15
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Ngwoi mua samva str dung trwe tuyén ting nhanh chéng

Trwéce
Covid-19

46%

Thwdng xuyén
mua sam trwc
tuyen

9%

mua sam truc
tuyén

thwong xuyén
nhét

Source: NielsenlQ Global New Shopper Normal Study, May 2020. Q10 online shopping pre COVID-19, Q11 online shopping most often pre COVID-19,

Q12 Offline vs Online Shopping

Trwc tuyén méi ké

tr Covid-19

2 1%

Chwa bao gi®»
mua sam
Tryc tuyén

2 1%

Chwa bao gio
mua sam
Trwe tuyén

La nguoi dung méi tiéu
biéu, chi tiéu it hon, I&p
lai thdp hon, khéng trung
thanh, tam thoi & thar

nghiém.
Rui ro ngirng str dung
I6m hon

Lan truy cap gan day
Tuan qua

6 7%

mua sam
trwc tuyén gan
day (tuan trude)

18%

mua sam tryc
tuyén

thwong xuyén
nhét (tuan trwéc)

La ngudi ¢6 kinh nghiém dién
hinh, chi tiéu nhiéu hon, 1ap lai
cao hon, trung thanh, tiét muc
16n hon.

Tiém néng ‘géan két’ cao
hon.

Tan suat
Tuan qua

23%

mua nhiéu lan
trong 1 tuan

44%

mua mét lan
moi tuan

18



Tang trwdng ban 1é trwe tuyén trong nhiéu nam téi

% thwong mai dién t&r cua ban 1é va % tang trwdng gia tri
Poéng gop va tang trirdng cua E-commerce trong khu vuc

DPéng goép va tiang trwdng ctia E-commerce toan cau 2020

21% Ac MV
21% © BaCMy

17% 18% My Latinh

16%

14% 15%
12% . 14% Chau Phi - Trung Dong
13%

9% Trung Au
Tay Au
Chau A TBD

2018 2019 2020 2021 2022 2023 2024

25%

- E-comm % of total retail - E-comm sales growth

Source: eMarketer May 2020 (Total Retail) 19
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: Cac nhém tudi Hoa Ky
o

Thé hé I&n tudi ciing dang trwe tuyén hoa N

Trong s6 nhitng khach hang mai, 30% da tai mua [
¢
5

Nhan khau hoc dé tudi mua hang tiéu dung nhanh trwc tuyén

Existing FMCG online buyer m New online FMCG buyer

21% 21% 22%
20%
19%

18-24 yrs 25-34 yrs 35-44 yrs 45-54 yrs 55-64 yrs 65+ yrs

Source: NielsenlQ Total U.S e-commerce measurement, March 1 - May 31, 2020

© 2021 Nielsen Consumer LLC. All Rights Reserved.



Nhirng tré& ngai can vwot qua

Nhirng gi nén tang trwc tuyén can lam dé tét hon

$

Van chuyén Phan loai
64% 16%

Mubdn giao hang twong tw / ngay hém sau Pham vi san pham giam
20% 8%

Khéng mudn ché doi, khéng con ché tréng Hét hang, khong c6 san dé giao
13% 7%

Khéng mudn tra tién Item number restrictions

Gia / Khuyén mai
41%

Gia trén nén tang trwc tuyén da ting

17%

it khuyén mai trwc tuyén hon

9%

Truc tuyén dat hon

Source: NielsenlQ Global New Shopper Normal Study, May 2020. 26 Reasons for shopping offline, Q31 ideal time, Q40 change in product range, Q41 change in price, 42 change in promo,

© 2021 Nielsen Consumer LLC. All Rights Reserved
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Mua sam da/hop kénh 14 chuan mwc twong lai

Ngudi tiéu dung bi kim hdm tham chi cé nhiéu kha nang tiép can trwc tuyén hon dé quan ly tét hon viéc
tim kiém va chi tiéu

Chi mua
offline
® N
36%  27% " Mua&ca Nguoi tieu dung @i méat voi
°“f|f'|'?e & “ thuc t& hdn hop sé mong doi
° ':e trai nghiém binh dang va két
66% noi bat chap méi trevdng
Chi mua
online

@ NTD khéng bi anh hwéng téi strc khde/ cong viéc

i NTD bi anh hwéng t&i cong viéc
Source: NielsenlQ Global New Shopper Normal Study, May 2020. Q12 Offline vs Online Shopping.
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Viét Nam: Mé& réng pham vi trwc tuyén va nén tang
MUrc tdng trudng chi sb e-business tai Viét Nam dan c6 sw déng gop tlr cac tinh, thanh phd

Céc tinh, thanh phd dan cai thién mic chi sb e-business,

H6 Chi Minh va Ha Noi tiép tuc dan dau

Lam Dong s G 55
Ben Tre oo G665
Nghe An  e— 5 7
Nam Dinh s 5 73
Thanh Hon e §
Hai Duong G 8
Vinh Phuc e 719
Long An = 732
Hung Yen e 7 36
Quang Ninh == 302
Cantho 8.59

——
Bac Ninh s——— 41
Khanh Hoa  ee——

Ba Ria-Vung Tau = § 99
Haiphong e—— 1] 11
Dong Noi e 1], 14

Binh Duong =—————— 1476

Danang 19.04
Hanoi 55.66
Ho Chi Minh City
0 10 20 30 40 50 60

Chi sé e-business Vietnam theo dia danh, 2021

Source: the VECOM. Chart: Phi Nhat
Iprice Insight Q1 2021 E-Commerce Vietnam
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67.63
70

m& réng pham vi va nén tang truy cap

Shopee dan dau cac nén tang thwong mai dién t& pho bién
& Viét Nam véi lwong truy cap gap doéi nen tang dirng thir 2

Rank

Website

Shopee

Thé Givi
Di béng

Tiki
Lazada

Dién may
Xanh

cap /thang
63,703,300
29,323,300

19,023,300

17,950,000

16,606,700

Lwong truy  Appstore

rank

#1

#10

#3

#2

#9

Kha nang van

chuyén/ cé
clra hang

Toan quéc
Toan québc

Toan québc

Toan qubc

Toan québc



’ mé réng nén tang & truy cap

Philippines: cac nén tang x& héi la chia khoa dé mua thwec pham trwc
tuyén trong twong lai
Céc trang web ban hang tap héa théng thwdng bi viwot mat béi ban hang trén mang xa hoi

Db an doéng goi Db twoi/donglanh  Cham séc ca nhan  Cham séc nha civa Db ubng

Trang mang xa hoi

Nhém Facebook ban hang 17 16 14

Nhém &ng dung chat ban hang 25 27 16 19 16

Clra hang tap héa trwc tuyén

Nhém Facebook “mua sdm” 21 24 17 11 16
Cho truyén théng I6n 22 34 11 7 9
Shopee 15 15 54 48 13

Lazada 13 9 47 46 9

Zalora 3 4 12 16 5

25

Source: NielsenlQ Philippines COVID-19 Impact Report, Post-ECQ Wave (June 7-15, 2020). Base: Among purchasers of category online.
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Viét Nam: Gié hang TMPT c6 sw chuyén dich ré nét sang cac mat hang
thiét yéu nhw FMCG

Top nganh hang mua sam trwe tuyén trong 6 thang gan nhat (% ngwei mua)

hang tiéu dung nhanh & sw bung né mé&i

A A VvV A A A AV ﬁShopee @ Lazada Sendo T?K?.VN

81 81 g0
75 77 74
68 66 7 68 70 64 AN
@ : i
59 60 @ Hei:}(en PePsicO. @ NEsCAFe A : &ﬂ lc\/le
51 53 ’

2 n VEDAN Anlene) & »

@ -4 ¢ = @ = @
2 W e & ;

= dfae  pObs oo L4
Chamséc  Thuc Thai Cébng Chamséc Thiétbi Me&bé Dulich &
cdnhan phadm - trang - nghé nhacuda giadinh Giai tri ; . \ R . P .
D6 udng Thé thao Céac thuong hiéu hang tiéu dung nhanh xuat hién ngay
2020 w2021 cang nhiéu trén cac san thwong mai dién t&r I&n

Nguén: Nielsen e-Shopper Trend 2020 - 2021
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Lam thé nao dé co thé thanh cong trong ban hang hop kénh

Giao dién dé
dang st dung

Truy cap théng tin
va dwgc xac minh
yéu cau

Méi trwong Online
va Offline quen
thudc (b cuc tryc
guan)

© 2021 Nielsen Consumer LLC. All Rights Reserved

Chi mét nhap
chudt cho cac
lan mua lai

Tang toc, tbi wu
hé thong dang ky,
thanh toan

Dat cac diém giao
hang theo cép (dia
dlem) tdi wu thO’I
gian di chuyén

Dé xuét chu dong
dwa trén yéu
thich, cac giao
dich mua truéc

Tw dong lap lai
Iénh

DPuoc sap xép
dwa trén nhu cau,
thoi quen, cach st

dung va nhan

khau hoc

Str dung cac cong
cu AR/ VR dé thr
dé, xem va diéu
huwéng

Twong tac va hé
trg nguoi that

Binh dang clra
hang giong nhau
t offline dén
online

Dé dang tim va so
sanh gia ca,
khuyén m_ai, pham
Vi

Cung cép céc dich
vu & giai phap tai
nha

Phan thwéng téi wu
héa gia ca & giam
chi phi giao hang
dwa trén muirc dd

trung thanh

Quan hé doi tac
dé phan phdi quy
mo

Danh gia lai viéc
thwc hién va hau
can

M6 hinh mai
(nhap kho)

Source: NielsenlQ Global New Shopper Normal Study, May 2020. Q40 change in product range (a lot/slightly), Q41 change in prices (a lot/slightly), Q42 change in promotion, Q36 Retailer Satisfaction.
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THANK YOU!

Dang Thuy Ha

Director, Client Leadership, NielsenlQ Vietnam
Mobile: 0904 282 283

Email: ha.dang@nielsenig.com

Level 03, Song Hong Park view Building,

165 Thai Ha, Dong Da Dist., Hanoi City, Vietnam
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