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Thai products look promising in Vietham as they are generally welcomed by Vietnamese consumers due to local
customersoé6 positive -melhadamg prodacts ateltofahigh dlialidyevith reasonable price.

| Thai products can benefit from

* Vietnamds consumption i
Vietnamds growi ng

dependent on imports

Key drivers for Viethamese market Potential Thai consumer goods

1 and Beverages: Instant noodles/soup,
food, seasonings, snacks, organic food, Asian
rinks, ice cream, dairy products, baby food, juice,
2 0ils

C Growing Demand and Consumption
A Rising purchasing power
A Expansion of urbanization

A Large market size with over 93 million peop

C ASEAN FTA allows Thai exports to enter
with 0% tariff.

C Vietnamese Consumer Behavior

etics: Organic makeup, soap, shampoo,
g powder, cream and sun screen, spa products.

arel and Footwear: Kids6 cl ot hes, f a
and skirts, smart trousers, canvas shoes and gym

A Thai products are perceived as high quali

reasonable price. sehold Products : Kitchen goods with

tive designs, decorative goods & furniture and

A Vietnamese people are open to try new pro B 0 consumer goods 5
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Retall Sector

Opportunities for Thai Products

How to Trade?

KASIKORNBANK Support
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Large market with expanding urbanization Vietnam Population Pyramid
; . 80+
Working age: 70 percent 7579
Vietnam is one of the most promising 70-74
kets in ASEAN 65-69
mar : 60-64
The population is expected to reach gg:gi
100 million by 2025. 45-49
40-44
35-39
. 30-34
Min. wage: USD165 /month 25-29
20-24
A rapidly-growing number of young and 15-19
affluent consumers with high purchasing 10-14
power leads to stronger demand for g‘i
consumer goods. o ; ; | ; ; .
6 4 2 0 2 4 6
Million people
A The largest demographic group (ages 20 to 34) is
, , , relatively young compared to other middle-income
Growing population in countries.
urban area N _
Projected to expand from 32% (2015) to A Compared to Thailand, Vi et nt@trabfel’tlhty rate Is
43% (2030), along with infrastructure higher, with an expectation that the young population
development and changing lifestyle. will continue to expand. 4

!J“iﬂ‘]‘i‘}:l'n‘szﬁuﬂ‘izﬁﬂ‘tﬁ Source: Euromonitor, General Statistical Office Vietnam,

KResearch
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Vietnam has a rapidly growing number of middle class and
sector. Moreover, people in the North and those living in the South have different consumer behavior.

The number of middle-class and affluent consumers Purchasing behavior varies across Vietnam

33 million

) Affluent class Hanoi:

@ widdie class

A Spend more carefully

Remark:
1 "“ Middle  and A Prefer quality to good prices
mitiion affluent class A More sensitive to promotional campaigns

consumers _ o
earn  more A Comply with o t h esuggedtions

than USD714 , 3
per month. A Loyal to brands and be fashionable

A Passionate about luxury brands

2012 2020 Ho Chi Minh:

A Spend more easily

Potential consumer for Thai products:

A The emerging-middle class and middle class will remain A Prefer cheap prices to quality

the biggest consumers, particularly in fast-moving
consumer goods and foreign goods. More than two million
Vietnamese are joining middle class a year.

A Sensitive to promotional campaigns
A Use personal attitudes
A Eager to try new brands

A Affluent class consumers generally look for luxury goods
with guaranteed qualities.

A Embrace changes 5

nqnqg”nswﬂ”ﬂgw“u‘t‘a Source: General Statistical Office Vietham, compiled by

KResearch
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Total retail sales (USD billion) Key drivers for Vie

High purchasing power

Huge population size

High internet access

3'Y Jargest retail market in ASEAN
o)

ﬂ%ﬂ‘\‘ﬂ“lﬂ‘lzﬁﬂﬂﬂzﬁﬂ‘lﬂ Source: eMarketer, Aug 2016
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Growth in Vietnamés GDP
driven by changing lifestyles and behavior.

Total retail sales
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p e r accaepate thagrawth of dsmetail mankdt. Retailsectordsi t u r

Retail channels B Tho

USD Billion
200 ; 13
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2013 2014 2015 2016 2017

= Total retail sales =B=Growth (YoY%)

Opportunities:

A Although a majority of retail sales comes from traditional
trade, modern trade has ample room to grow.

A Ho Chi Minh City and Hanoi will account for about one-
third of middle and affluent class consumers by 2020.

A Other interesting markets are Da Nang, Nghe An, Hai
Phong, Can Tho, and Nha Trang

usmannszeulszviula

Yen Bai

Most modern trade

channels are located in the 8 anoi
big cities, while wet markets Bac Ninh
are seen across the country. .% Hai Duong
Thanh Hoa
e & et market Nghe An
18 513 units)
Convenience store DaNang Q

(1,561 units)
(HCM 927, Hanoi 469,

.

Binh Dinfi)

8 Other 165)
g Khanh H(@
c SUPERMARKET Supermarket/Hypermarket
| — "
k5 o E (869 units)
§ An Giang

° ' M Commercial centers s

ﬁ (170 units) Can Tho

Source: General Statistical Office Vietnam,
KResearch, Boston Consulting Group (BCG

Quang Ninh
Hai Phong

. Dong Nai
Binh Duang
Ho Chi Minh
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Thai retailers are among top modern retail players in Vietham. Thai products in Vietnam are popular and well-known. It
Is possible to collaborate with Viethamese and other foreign retailers to put more Thai products on their shelves.

Big |
Supermarkets / Hypermarkets @ _
B A Owned by Central Group in 2016

A Located in 20 cities and provinces

1st G. 92 A Most on-shelf products are produced in Vietnam or
CO.0OP mart stores Vietnamese products.

ban coa mei nha

1
1
1
I
1
1
I
1
1
ABig C Vi et na mdtsofleod Thaitpeoducts in b

Vietnam to avoid unnecessary negative sentiments :

1

[

[r—————————

among Vietnamese consumers.

2nd VinMart 74 stores = =  bemmme e :
m MM Mega Market

@ 3¢ /E@N 55 stores . A Owned by TCC Holding Company in 2016 :

. A Formerly named Metro Cash & Carry :

'/ o l \I I A Awide range of international products is literally on :

—) , 1 . - 1

o 4th _(J 34 stores : ! every sh.elf, especially sngcks W.hICh are.very popular. :

. - . 1 i A International products (including Thai products) are

: : : well promoted and placed at eye-catching spots, :

1 ees o ® : I together with promotion campaigns and sales 1

! th 1 1 . . . . 1

e 5 m 19 stores I representatives speaking with a microphone to promote !
o __Mecamamker S i the products. 18
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Convenience stores in Viethnam are essential and they act as an emergency-aid to serve the ¢ u s t 0 mrgent:éeds.
Prices of goods in these stores are slightly higher than those in the traditional markets but still affordable.

Convenience stores

[ A
1st );'\( 1000 stores

VinMart"

*

= 2 264 stores

]
® 3 FamilyMart 165 stores
(T —— 3
E_— 4th Bl 154 storesi
= o5 Maézm 107 stores

There are over 1,800 convenience stores in Vietnam.

TARGET: young people group

PRODUCT: awide range of local and imported products,
takeaway food and other products.

LOCATION: urban area, near high schools and universities

FEATURE: eating corner, free WIFI, open 24 hours a day
and 7 days a week.

Outlook:

A Vietnam is forecast to be the fastest-growing
convenience market in Asia by 2021.

A Vietnamese convenience market growth forecast (2017-2021)
is 37.4 percent. (6.6 percent for Thailand)

— ¢ v ‘l Source: compiled by KR h, viet l
o o . piled by KResearch, vietnamonline,
”7‘"15”‘“1"@”1]1"“1’ g Euromonitor, vnsplorer, IGD Datacenter







