BAO CAQO
VIETNAME NI GS

) " . ..:-.. -.1.';'“ 3 ! _.-'. . - ;‘:—:_;__
yroa B OMNCHL. e

V/\/R & CACXU HUGNG LOI NHUAN THE NGANH KINHTE NAM 2019-2020

VIETNAM REPORT PROFITABILITY TRENDS TN ECON OMBLCSSELTORS 2019-2020

-\.'-"- '



Bia 2

NUGC CHUA KHOANG THIEN NHIEN
O -
VIVAN T

 MLIOEC CHUA KHO: I
'Il'l__

GIUP TIEU HOA VA BOIBO

.
.-r.. .5
=

O




DOANH NGHIEP TU GIGI THIEU

: |

VINHOMES

—

[HE g

— -

HARMONY

Vinhomes Riverside — The Harmony
Fhing phai tiung L khoi b i B ven Binhc bset e, B mdi B

D Rieng mot, T
ang cap Song

"X phis photing chit chdi
A i €50 HS G
Ridne coi Exina Ha NG

Adar khong otan thidn dodng”

H &1 i
18001221

Wik BT RINTTRE - THE ish R0y Dwiid




DOANH NGHIEP TU GIGI THIEU

’ E-Banking Techcombank
Yéu $ tirng khoanh khac

» Mién phi moi giao dich chuyén tién trong va ngoai
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* Giao dich 24/7 moi lic, moi noi
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HE THONG SIEU THI BIEN MAY MEDIAMART
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Nhom hang lau bén, dién may, dién lanh, vang bac...
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Sacombank JCB Ultimate hoi tu nhidu dac quyen thuong hang marg dén nhing trai nghiém song dinh cao.

1! ' » Hoéan 10— 15% chi tiéu dn udng vao cudi tudn
+ Hoan 0,5% chi tidu 8n wing cc ngay con lai va 1t ca chi tigu khic

=2 :
« Tang 1 mdn déc quyén tal cic nha hang cao cdp:

Chivoda Sushi, Makoto. ..
« U ddi dién 15% tai hon 100 nha hang trén todn quic

L
- Mién phifuu d3i d5c bidt
tai nhidu sin Golf trong nude & &4 Nhat Ban

-

+Tang géi bao hiém dén 11,4 ty dong

« Mi&n phi 50t dyng phang chir VIP 3l nhigu san bay
Trong NUsc va guoc 1é

- _‘
« Han miic tin dyung 16l thiéu 300 triéu ddng
« MU sdm trd gop 0% mol lde mol nod

Didu kign md thi-
Thu nhip tdi thidu 80 tridu dbng/thing hode linh hoat theo cac chinh sich cip the khde cla Sacombank
{0 tide kidm tai Sacombank, co thé tin dung ngan bing khde, 1a chi doanh nghiép, mua bdo hiém nhdn tho. ..)
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CHICILON MEDIA

The Most Effective Media
Platform In Vietnam

Chicilon Media |a dgnovi hang déw tien phang trong finh vyc khai thac phat trign kénh truyén
thdng thang mdy Tanh

Thanh l3p tif nam 2006, che 380 nay Chicilon a8 xdy dung duac mang [Ud kénh truyidn thing phi
song guy dzo sinh heatola ngudikem |an nhat tal Viet Nam. :

CAC KENH TRUYEN THONG CHINH
Kénh Thang may toa nha - Kénh 5an bay - Kénh Siéu thi

Quang cdo dugc phat trén hé thong hon 21.000 thiat b dupc fip dat trén toanquoc, dua doanh
nghiép tiép cin hon 38 trido [Edt ¥em cia nhdam dol toong ngudl tiéu: ding chihic trong xd o
MG Ay,

Mo nay, Chicilon cundg cag dich sy truvdn thong et hen fitdasnh nghlen rong nuoevl qudc
t&, gép phin quan trong gitp doanh nghiép ddasatppham, thiang hieu dén vdl ngudi Héu dang
miygEtieuTopg x8 hii,

CHICILON MEDIA: ——

- Doanh nghiép tiéu bidu vl quyln fgl ngudl tiéu ding (2018);

- Doanh nghlép Thuong HigWmanhkbu vuc ASEAN (2017);
-Top 500 Doanh nghidp In,'.lﬂlhlln Iﬁt nhit Vigt Nam 2018, 2019;
«Top'500 Doanh nghlép ting uiing nhanh nhit Viét Nam 2019...
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Hé thong kénh truyén thong
Chicilon Media

KENH THANG MAY TOA NHA

Phua séng hon 75% thi phan kénh thang may toa nha tai
Viét Nam, véi thiét bi Tivi va Poster lap dat tai hon 2100
toa nha chung cu va van phong hang trung va cao cap
tai cac thanh ph6 16n: TP H6 Chi Minh, Ha N6i, Da Nang...
- Thiét bi Tivi: Dugc lap dat tai khu vuc sanh chs thang
may, st dung man hinh c6 kich thuéc 27 — 42 inch, tan
sudt phat séng lién tuc 60 lan / ngay.

- Thiét bi Poster: Pugc lap dat bén trong thang may, s
dung thiét bi man hinh LED siéu méng, kich thuéc 27
inch, hinh anh quang cao hién thi lién tuc 360 lan / ngay.

KENH SAN BAY

Phui séng tai cac san bay I6n trén toan quéc, hinh thanh nén
mang luai kénh truyén théng san bay I6n nhat tai Viét Nam.
- Kénh Tivi va Poster san bay: Vi hon 600 thiét bi Tivi va
Poster 55 inch tai 14/22 san bay toan qudc, lap dat tai cac
khu vuc tap trung luu lugng nguai dong, phl séng toan
b6 hanh trinh bay ctia hanh khach.

- Lénh LED Ién: 19 man hinh LED kich thudc 16n, téng
dién tich man hinh'lén t6i'400m2 dugc l3p dadt & nhing
vi tri hanh khach bat buéc phai di qua tai 7 san bay trong
diém cha Viet Nam.

KENH SIEU THI |

Pham vi pht séng réng khap tai hon 50 siéu thi trén 25
tinh thanh toan quég, thiét bi quang céo duoc lap dat tai
cac khu'vucléidichinh, khuvuc gian hang san pham, khu
vuc thu ngan..., tiép can déi tugng ngudi tiéu dung quyét
dinh chi tiéu gia'dinh trong toani#eé qua trinh mua sam.
Manvhinh LED siéu mong 55 inch véi hinh hinh anh sac nét,
mau sac hién thi chan thuc thu hat anh nhin ngui xerr:
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DOJI TOWER

KIET TAC KIEN TRUC GIUA LONG HA NOI
SO 5 LE DUAN, QUAN BA BINH

TRUNG TAM VANG BAC DA QUY & TRANG SUC
LON NHAT VIET NAM

HOTLIMED BR0D 1168 # Wiy TRANGSUC DO LYK

% DOJI pd

TAP EFCAM WAMG BAL BA QUY DO
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AEC Cong dong kinh té€ ASEAN / ASEAN Economic Community

ASEAN Cong ddng Kinh t& ASEAN / ASEAN Economic Community

B2B Hinh thirc kinh doanh, budn ban gitta doanh nghiép va doanh nghiép / Business to Business

B2C Hinh thic giao dich gitfta doanh nghiép va ngudi ti€u ding qua cac phuaong tién dién tur /
Business to Customer

c2c Hinh thirc thuong mai dién tr gilra nhitng ngudi ti€u dung vai ngudi tiéu dung / Consumer
to Consumer

CAGR Téc do tdng trudng kép hang nam / Compounded Annual Growth rate

CEO Giam doc diéu hanh / Chief Executive Officer

CPTPP Hiép dinh DGi tadc Toan dién va Tién bo Xuyén Thai Binh Dudng / Comprehensive and
Progressive Agreement for Trans-Pacific Partnership

DNA Ma gen cla doanh nghiép / Gene code of the business

EPS Ldi nhuan (thu nhap) trén mdi cd phiéu / Earning Per Share

EVFTA Hiép dinh thuong mai tu do Viét Nam-EU / The European-Vietnam Free Trade Agreement

EVIPA Hiép dinh bao hd dau tu do Viét Nam-EU / The EU-Vietnam Investment Protection Agreement

FDI Pau tu truc ti€p nudc ngoai / Foreign Direct Investment

FMCG Hang tiéu dung nhanh / Fast Moving Consumer Goods

GDP T6ng san pham quéc ndi / Gross Domestic Products

LNST Lgi nhuan sau thué / Profit after tax

LNTT Lgi nhuan trugc thué€ / Profit before tax

MAC Tang I6p trung luu va giau cé / Middle and affluent class

M&A Mua ban va Sap nhap / Mergers and Acquisitions

NSLD Nang suat lao dong / Labor Productivity

ODA HO trg Phét trién Chinh thic / Official Development Assistance

PMI Chi s6 Quan ly Thu mua / Purchasing Managers Index

TW Trung udng / Central

VECOM Hiép hoi Thuong mai dién tur Vit Nam / Vietnam E-Commerce Association

WTO T8 chifc Thuong mai Thé gidi / World Trade Organization

YoY Tang trudng trong thai gian so vdi clng ki trudc do / Year-over-Year
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BVH TAP BOAN BAO VIET
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GAS TONG CONG TY KHI VIET NAM - CTCP
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VRE CONG TY CO PHAN VINCOM RETAIL
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LOT NOI DAU

nhan mdc tdng trudng trién vong dat 6,98% so véi cling ky, 1a mitc tdng cao nhét

trong 9 ndm trd lai day. Di cling véi tdng trudng kinh t& vi md 6n dinh, chi s niém tin
tiéu duing ctia Viét Nam dlrng vi tri thir ba lac quan nhat toan ciu (theo Nielsen). D& ton tai va
phét trién bén viing, van dé téng kha nang sinh I5i chinh 13 muc tiéu ca ban va tat y&u cua cac
hoat dong kinh doanh ma moi doanh nghiép déu hudng dén. Trong nhitng nam gan day, su
phét trién manh mé cla toan cau hda va su bt 8n dén tir nén kinh t€ Thé giGi dit ra cang
nhiéu thach thirc cho cac doanh nghiép Viét khi Viét Nam dang trd thanh diém dén dau tu hap
dan cta cac doanh nghiép nudc ngoadi. Biéu nay dit ra bai todn I6n cho cdng dong doanh
nghiép trong nudc dé vira cé thé bat kip xu hudng thi trudng, canh tranh véi cac d6i tha giau
kinh nghiém, vlra gilt vitng dugc vi thé va vugt ngudng tang trudng Igi nhuan bén viing.

M udi thang dau ndm 2019, nén kinh t& Viét Nam dudc coi la mét “diém sang” khi ghi

birng trudc boi canh do, Vietnam Report da nghién clru va xuat ban cuén Bao cao song ngir
Vietnam Earnings Insight 2019 nhan su kién cong b6 Bang xép hang Top 500 doanh
nghiép Igi nhuén tét nhat nam 2019 — PROFIT500. Bén canh nhiing nhan xét, danh gia vé tinh
hinh hoat déng kinh doanh ctia doanh nghiép Viét trong thai gian qua tir cac chuyén gia kinh
t&; &n phdm Vietnam Earnings Insight con dua ra nhitng phan tich chuyén siu, du béo vé
mot s6 nganh tiéu biéu ¢ tiém ndng tang trudng I0i nhuén trong giai doan tdi. Dac biét, véi
muc dich hd trg cong déng doanh nghiép Viét Nam trén hanh trinh vuon minh ra bién 16n,
Vietnam Report cling da ti€n hanh diéu tra y kién phan hoi tir cdc doanh nghiép dat két qua
hoat ddng kinh doanh xu&t sdc nham tim hiéu yéu t& &nh hudng dén kha ning ting trudng
Igi nhuan doanh nghiép cling nhitng dinh hudng sinh IGi trong tuang lai.

Ban bién tap Vietnam Report hy vong rdng, cu6n Bao cao Vietnam Earnings Insight 2019
vGi chl dé “Cac xu huéng Igi nhuan theo nganh kinh té nam 2019-2020", xuat ban
thang 11/2019, sé la tai liéu tham khao hitu ich cho cdng déng doanh nghiép Viét Nam ndi
riéng va toan thé ddc gia ndi chung.

Ban bién tap cling xin guri I5i cdm on chén thanh tdi cac Nha tai trg: Cong Ty CP Hang Tiéu
Dung Masan, Céng Ty TNHH San Xudt Thuong Mai Tan Quang Minh, Céng Ty CP Dich Vu
Thuong Mai Téng Hop Vincommerce, Céng Ty CP Quang Cdo Truyén Théng Thién Hy Long
Viét Nam, Cong Ty CP Dich Vu Hang Khdng Sén Bay Tan Son Nhat da dong hanh clng ching
toi d&€ xut ban thanh céng cudn Béo cdo nay.

Rt mong nhan dugc y ki€én dong gép va nhan xét clia Quy vi d€ Bdo cdo ngay cang hoan
thién hon.

Tran trong cam on,

Vii Pang Vinh
Téng Giam ddc — Vietnam Report
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FOREWORD

when recorded a promising growth rate of 6.98% year on year, a 9-year high. Along with

the stable macro-economy, the Vietnam consumer confidence index in quarter III of
2019 was also high, making Vietham emerge as the third most optimistic country in the world
by Nielsen. To be successful and sustainable development, increasing profitability issues is a
critical determinant of a company’s long-term survivability, which is the primary goal of every
business. In recent year, the rapid globalization and the instability of the world economy poses
more and more challenges for Vietnamese enterprises as Vietnam becomes an appealing
investment destination for foreign firms. Vietnamese enterprises now have to solve the prob-
lem of how to keep pace with market trends, compete with experienced competitors while
maintaining their position and surpassing sustainable profit growth.

For the first ten months of 2019, the Vietnam economy was considered a “bright spot”

Under these contexts, Vietnam Report has researched and published the bilingual Vietnam
Earnings Insight Report 2019 on the occasion of announcing Top 500 Most Profitable
Companies in 2019 — PROFIT500. Besides assessments, comments on the business perform-
ance of Vietnamese enterprises in recent years from leading economic; Vietnham Earnings
Insight also provides in-depth analysis and forecasts on some key industries with high poten-
tials for profit growth in the coming period. Moreover, to support Vietnamese business per-
formance in recent years to understand the factors that affect the profitability of the compa-
ny together with profitability direction in the future.

Vietnam Report’s Editorial Board hopes that Vietnam Earnings Insight Report 2019 titled,
“Profitability Trends in Economic Sectors 2019-2020", published in November 2018 will
be a useful reference for the Viethamese business community as well as for all audiences.

We would like to give thanks to all Sponsors: Masan Consumer Corporation, Tan Quang Minh
Manufacture And Trading Co., Ltd, Vincommerce JSC, Chicilon Media, Southern Airports
Services JSC for the cooperation in publishing this report successfully.

We hope to receive your comments and feedback to perfect the report.

Yours sincerely,

Vu Dang Vinh
CEO of Vietnam Report JSC
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TONG QUAN
KINH TE VIET NAM
10 THANG PAU NAM 2019
(INFOGRAPHIC)

OVERVIEW
VIETNAM ECONOMY
THE FIRST 10 MONTHS OF 2019
(INFOGRAPHIC)

=7THUCHIEN: BO PHAN NGHIEN CU'U VIETNAM REPORT / MADE BY: VIETNAM REPORT RESEARCH DIVISION

Ngudn: Téng Cuc Théng Ké
Source: General Statistics Office
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GOC NHIN CONG PONG DOANH NGHIEP PROFIT500:

THACH THUC

VA XU HUGNG TANG KHA NANG
SINH LOT NAM 2019

VIEW OF ENTERPRISES IN PROFIT500 RANKING:
CHALLENGES AND TRENDS FOR
INCREASED PROFITABILITY IN 2019

Z7VIETNAM REPORT / VIETNAM REPORT

rong khudn khd cdng b8 Bang xép hang
TProfitSOO, Vietnam Report da ti€n hanh nghién

clu khao sat cac doanh nghiép dat Igi nhuan tot
nham tng hdp nhitng danh gid ctia doanh nghiép vé
tinh hinh hoat dong kinh doanh trong thdi gian qua.
Bai viét tap trung phan tich nhiing yéu t6 anh hudng
dén kha nang tang truang Igi nhuan clia doanh nghiép
cung nhiing dinh hudng sinh IGi trong giai doan tdi.

KET QUA KINH DOANH KHOT SAC VA NIEM TIN
DOANH NGHIEP VE MOI TRUONG KINH DOANH

Theo két qua khao sat, phan I&n cac doanh nghiép
déu danh gid hoat dong san xuat kinh doanh tang Ién
trong 3 quy dau ndm va thé hién thai dd tich cuc ddi
vGi doanh thu va Igi nhudn sau thué (LNST) véi mic
tang trudng du bao trong 12 thang téi lan lugt la 82%
va 79%.

Profit500 Ranking, Vietham Report has surveyed

enterprises with good profits to summarize the
assessment of enterprises about the business opera-
tion over the past time. The paper focuses on analyz-
ing the factors affecting the profitability of enterprises
as well as the profitability directions in the coming
period.

In the framework of the announcement of

IMPROVED BUSINESS PERFORMANCE AND ENTER-
PRISES’ CONFIDENCE IN BUSINESS ENVIRONMENT

According to the survey results, most enterprises
rated that their production and business activities
increased for the first 3 quarters of 2019 and showed
a positive attitude towards revenue and profit after tax
with the growths forecasted for the next 12 months of
82% and 79%, respectively.
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Trong bGi canh cudc chién tranh thuong mai My -
Trung dién bién ngay cang khé Iudng, cdng théng dia
chinh tri leo thang & Vinh Ba Tu, nguy cd Brexit khong
c6 thda thuan d3 tao nén su sut giam dang k& vé niém
tin kinh doanh va tam ly thi truGng kinh t€ thé gidi
ndm 2019. Trai lai, két qua tang trudng GDP 9 thang
dau nam 2019 cda nudc ta dat 6,98% (mUc tang cao
nhéat ctia 9 thang trong 9 ndm gén day) khang dinh két
qua kinh doanh thuc su’ khdi sac.

banh gia vé mdi trudng dau tu, kinh doanh tai Viét
Nam trong 3 quy dau nédm 2019, vé cd ban cac doanh
nghiép déu cho rang & mdc thuén Igi. Mot diém dang ghi
nhan la khia canh Quan ly kinh té€ vi mo, kha nang Tiép
can von va Hé thong thué da dugc cai thién ro rét véi
hon 85% doanh nghiép nhan dinh tir t6t dén rat tot.
Nhitng van dé vé Mdi truGng phap ly va Hiéu qua cla
dich vu hanh chinh da dugc cac doanh nghiép danh gia
cao hon so vdi nam 2018. Trong khi dd, ba linh vuc c6
ty Ié danh gid kém, chura nhan dugc su hai long tir doanh
nghiép la Cd sd ha tang (30%), Hiéu qua dich vu hanh
chinh (29,8%) va Ti€p can dat dai (27,8%) (Hinh 1).

Bén canh nhitng tin hiéu tich cuc trong 9 thang

In the context of the increasingly unpredictable
US-China trade war, geopolitical tensions escalating
in the Persian gulf, the possibility of no deal for
Brexit, there has been a significant decline in busi-
ness confidence and world economic market psychol-
ogy in 2019. In contrast, Vietham’s GDP growth rate
for the first 9 months of 2019 was 6.98%, a 9-year
high, which really confirms the improved business
performance.

In terms of the investment and business environ-
ment in Vietnam for the first 3 quarters of 2019, basi-
cally, all enterprises think that it is at a favorable
level. One noteworthy point is that the macroeco-
nomic management, capital access and tax system
have been significantly improved with more than
85% of enterprises rating them as “good and excel-
lent”. The issues on the legal environment and the
efficiency of administrative services have been rated
higher by enterprises compared to 2018. Meanwhile,
the three areas with poor rating and dissatisfaction
from enterprises are Infrastructure (30%), Efficiency
of administrative services (29.8%) and Access to
land (27.8%) (Figure 1).

Hinh 1: DANH GIA CUA DOANH NGHIEP VE MOI TRUONG DAU TU, KINH DOANH 2019 (PON VI: %)

Figure 1: ENTERPRISES’ ASSESSMENT ABOUT INVESMENT AND BUSINESS ENVIRONMENT IN 2019 (UNIT: %)

Tiép can von / Access to capital

(o'sdhatang/ Infrastructure

Tiép can dat dai / Access to land

Hiéu qua ctia dich vu hanh chinh / Efficiency of administrative services

Khé nang tiép can ngoai té / Access to foreign curency

~ Quan Iy kinh té vimd (kiém ché lam phat, diéu hanhty gid ...) /
Macroeconomic management (curbing inflation, managing exchange rates, etc.)

Cacyéu t6 lién quan dén lao dong / Factors related to labor market
Mai trudng phap ly / Requlatory environment

Hé thong thué va quan Iy thué / Taxation and tax administration

Tiép can thong tin, vén ban phap ludt, ké hoach ctia nha nudc lién quan /
Access to information, legal documents, government plans related to the business

0% 20% 40% 60% 80% 100%

Il Rat 6t/ Very good [ T6t/ Good Kém / Poor

Nguon: Vietnam Report, Khao sat cac doanh nghiép thang 09/2019
Source: Vietnam Report, Enterprise Survey conducted in September 2019
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dau nam 2019, cac doanh nghiép con phai déi mat vdi
nhiéu thach thdc I6n. Blng tUr géc nhin cla cac
chuyén gia kinh t€, ap Iuc vé lam phat, ngan hang TW
tang Iai suat, rang budc hanh lang k¥ thuat trong xudt
kh&u, thué chdng ban pha gia va anh huéng dia chinh
tri d3 dat ra rat nhiéu rao can doi vdi hoat dong kinh
doanh cutia doanh nghiép.

Theo Téng cuc Théng k&, 9 thang dau ndm 2019,
s0 lugng doanh nghiép thanh Iap mdi pha va ky luc véi
102.274 doanh nghiép (tang 5,9% so vd&i cung ky
2018); Trong khi dd, c6 61.573 doanh nghiép rut lui
khdi thi trudng (tang 0,7% so vdi cung ky 2018).
Trung binh mdi thang, ti 1& doanh nghiép rat lui khoi
thi trudng bang 47,4% doanh nghiép gia nhap va tai
gia nhap thi trudng. S6 von dang ky binh quan moi
doanh nghiép tang manh, dat 12,6 ty dong, day la
mUc cao nhat trong nhitng nam tré lai day; Du bao
Viét Nam sé ¢ mét thi truGng nhon nhip véi sirc khoe
t6t han clia cac doanh nghiép mdi ra nhap thi trudng.

“THU TUC HANH CHiINH PHUC TAP” VUON LEN
TRO THANH RAO CAN LON NHAT

Trudc slic ép canh tranh ngay cang cao, nhiéu
doanh nghiép phan hoi Tha tuc hanh chinh la thach
thirc I6n nhat anh hudng dén hiéu qua hoat dong cla
doanh nghiép trong nam 2019 (vdi ti Ié phan hoi cao
nhat: 55,6%). K& dén, Tang trudng nén kinh t€ khong
on dinh ti€p tuc chiém th hang cao trong mdi ban
tam clia cac doanh nghiép véi 52,4% phan hoi. Ba
khia canh cu8i cling nam trong top 5 rao can lan lugt
thudc vé N&i lo tdng ganh ndng thué, Bién dong ty gia
va Kho tiép can ngudn von vdi tan suat va cudng do
trung binh trén 30%, day la nhitng nhdm co tac déng
déang k€ tdi tinh hinh san xudt, kinh doanh clia doanh
nghiép (Hinh 2).

Trén thyc t€, trong nhitng nam vira qua, Chinh
phu da rat quyét liét trong viéc don gian hda tha tuc
hanh chinh nham tao mdi trudng kinh doanh thong
thoang cho nguGi dan va cac doanh nghiép véi 542
diéu kién dugc slra ddi, 771 diéu kién dugc bai bo va
111 diéu kién dudc thay thé (Theo Téng cuc Théng
ké). Tuy nhién, nhiéu chuyén gia kinh t€ danh gia két
qua cai cach tha tuc hanh chinh cla Viét Nam con

Besides the positive signals for the first 9 months
of 2019, enterprises also faced many great challenges.
From the perspective of economic experts, pressures
from inflation, the central bank’s raised interest rates,
binding technical corridors in exports, anti-dumping
duties and geopolitical influence have erected a lot of
barriers to business operations of enterprises.

According to the General Statistics Office, for the
first 9 months of 2019, the number of newly-estab-
lished enterprises broke a record with 102,274, up by
5.9% year on year while there were 61,573 enterpris-
es withdrawing from the market, up by 0.7% year on
year. On average, the share/proportion of enterprises
withdrawing from the market per month accounted for
47.4% of enterprises entering and re-entering the
market. The average registered capital per enterprise
increased sharply to VND 12.6 billion, the highest in
recent years. Vietnam is forecasted to have a bullish
market with the better health of newly-established
enterprises.

“COMPLICATED ADMINISTRATIVE PROCE-
DURE” BECOMES THE BIGGEST BARRIER

Given the increasing competition, as responded by
many enterprises, Administrative procedure is the
biggest challenge affecting the performance of enter-
prises in 2019 (with the highest response rate:
55.6%); followed by Unstable economic growth that
continues to rank high in the enterprises’ concern with
52.4% responded. The last 3 aspects of the top 5 bar-
riers belong to Concerns about increasing tax burden,
Volatile exchange rate and Difficult access to capital
sources with the average frequency and intensity of
over 30%, these barriers significantly affect the pro-
duction and business of enterprises (Figure 2).

In reality, in recent years, the Government has
drastically simplified administrative procedures to cre-
ate an open business environment for people and
businesses with 542 conditions amended, 771 condi-
tions abolished and 111 conditions replaced (accord-
ing to the General Statistics Office). However, accord-
ing to many economic experts, the administrative pro-
cedure reform in Vietnam is rated to be still slow, not
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cham, chua di vao thuc tién va hiéu qua cit giam van
con la van dé dugc dat ra.

HIEU QUA PHAN BO CHI PHi VA NGUON VON
TUONG DOI CAO, PONG DEU

Nhin chung danh gia vé hiéu qua phan b8 ngudn
vén nham thu lai Igi nhuén tét thi k&t qua phan bé
tugng déi dong déu xét trén 10 tiéu chi. Mrc chénh
l&ch giita tiéu chi phan b8 cao nhat (Tai chinh) vaéi
nhdm phan bé thap nhat (Logistics) rai vao mirc chap
nhan dugc la 25% (Hinh 3).

yet put into practice and the effectiveness of the
reduced administrative procedures remains an issue.

QUITE HIGH AND EVEN EFFICIENCY OF COST
AND CAPITAL ALLOCATION

In general, when assessing the efficiency of capi-
tal allocation in order to get a good profit, the results
of capital allocation are relatively even based on 10
criteria. The difference between the highest allocation
criterion (Finance) and the lowest allocation criterion
(Logistics) is at an acceptable level of 25% (Figure 3).

Hinh 2: TOP 5 RAO CAN, THACH THUC CHINH ANH HUONG DEN TIEM NANG TANG TRUONG DOANH NGHIEP
TRONG NAM 2019 VA NUA DAU NAM 2020 THEO NHAN DINH CUA DOANH NGHIEP (PON VI: %)

Figure 2: TOP 5 BARRIERS, THREATS AFFECTING THE GROWTH POTENTIAL OF ENTERPRISES IN 2019 AND THE
FIRST HALF OF 2020 ACCORDING TO ASSESSMENT OF ENTERPRISES (UNIT: %)

55,6%

Tha tuc hanh chinh phiic tap /
Complex administrative procedures

52,4%
Tang trudng kinh t& khdng 6n dinh /
Unstable economic growth

36,5%
Bién ddng ty gid hoi dodi /
Volatile exchange rate

TOP5

Top 5 Rao can, thach thic
anh hudng dén hoat dong
SXKD ctia doanh nghiép /
Top 5 barriers, threats
affecting the production
activities of the enterprise

39,7%
Ganh nang vé thué tang /
Tax burden

30,2%
Khd khan trong ti€p cén vén /
Access to affordable capital

Nguon: Vietnam Report, Khao sat cac doanh nghiép thang 09/2019
Source: Vietnam Report, Enterprise Survey conducted in September 2019
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Bén canh d6, phan bd vé Nhan su va Cong nghé
thoéng tin gan nhu dat 100% hiéu qua khi dat trong
bGi canh hoi nhap sau réng va cudc cach mang cong
nghé 4.0 dang ngay cang lan nhanh thi day la hai
nguoén lyc dam bao tang trudng doanh thu va Igi
nhuan bén virng, tranh sy lac hau va cham budc
cla cac doanh nghiép Viét Nam. Trong HOi nghi
Vietnam CEO Summit 2019 v@i chu dé “Chién lugc
dan dau trong chuyén ddi va cd hdi clia cac doanh
nghiép Viét Nam”, TS. David Bray — Giam doc diéu
hanh People-Centered Internet danh gia Igi thé cua
Viét Nam hién nay chinh la thgi ki dan sé vang va
sy tdng trudng cd sd ha tang Internet ngay cang
phat trién.

Mang Logistics m&c du dugc phan bd dau tu
nhung hiéu qua thu lai thuc sy’ chua cao va tham chi
b t6i 17,6% doanh nghiép khéng phan bd cho mang
nay. Tuong ty Logistics, mang Kénh phan phéi gan
nhu c6 cung ti 1€ danh gid, so vdi cung ki nam 2018,
hiéu qua con cé phan giam st (khoang 4,4%). Theo
danh gia cta nhiéu chuyén gia, bd quy trinh hoat dong
Logistics va kénh phan phdi nudc ta con yéu, cac
doanh nghiép Viét Nam can co su nghién clru nghiém

Besides, the allocation of Human Resources and
Information Technology is almost completely effective
in the context of the in-depth integration and the
widespread of the fourth industrial revolution because
these are two resources to ensure the sustainable
profit and revenue growth, avoiding the backward and
slow steps of Vietnamese enterprises. In the Vietnam
CEO Summit 2019 with the topic “Leading strategies in
transformation and opportunities of Viethnamese enter-
prises”, Dr. David Bray - CEO of People-Centered
Internet assessed Vietnam’s advantages as the period
of golden population and the growth of Internet infra-
structure.

Regarding Logistics, despite the allocated invest-
ment, the efficiency has not been high and even up to
17.6% of enterprises have not allocated to the seg-
ment. Similar to Logistics, the Distribution Channel has
almost the same assessment rate and in comparison
with the same period of 2018, the efficiency is also
somewhat reduced (about 4.4%). According to many
experts, Vietnam'’s logistics process and distribution
channels are still weak, Viethamese enterprises need
serious and practical researches to be able to improve

Hinh 3: DANH GIA CUA DN VE HIEU QUA PHAN BB CHI PHI VA NGUON VON CUA DOANH NGHIEP NHAM THU LAI LOT

NHUAN NAM 2019 (DON VI: %)

Figure 3: ENTERPRISES’ ASSESSMENT ABOUT EFFICIENCY OF COST AND CAPITAL ALLOCATION OF ENTERPRISES TO

GET PROFITS IN 2019 (UNIT: %)

Logistics / Logistics

Kénh phan phai / Distribution channels

Ngudn cung ting / Supply chain

R&D (Nghién c(tu va phat trién) / Research and Development

(dng nghé thong tin / Information Technology

Sales, marketing, quang cdo, PR / Sales, marketing, advertisement, PR
(Co's6 vat chat / Infrastructure facilities

Dich vu khéc hang, cong cong / Public and customer service

Nhan su'/ Human resources

Tai chinh / Finance

0% 10%

Il Khong phan bd /
Not allocated

I Phanbé, hibu qué thip /
Allocated, low efficiency
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Phén b, hiéu qué cao /
Allocated, high efficiency

Phén bg, hiéu qué trung binh /
Allocated, average efficiency

Ngudn: Vietnam Report, Khdo sat cdc doanh nghiép thang 09/2019
Source: Vietnam Report, Enterprise Survey conducted in September 2019
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tlc va thuc t€ d€ cd thé cai thién va gt hai nhiing
thanh qua phong phl dang tiém &n tir hai mang nay
bdng cach quan ly chdt ché dich vu va quy trinh phan
b8 san pham.

GIAI POAN 2019-2020: TOP 3 CHIEN LUQC
TANG TRUONG 10T NHUAN & DOANH THU
TRONG TAM CUA DOANH NGHIEP

Tang trudng doanh thu ban hang ti€p tuc la chién
ludc chu chét dugc cac doanh nghiép Iua chon dé ting
trudng Igi nhudn trong ndm nay. Mét diém déng chd
y la chién lugc Ung dung cong nghé-ki thuat cao da
chi€ém vi thé th(r 2 thay cho viéc Giam chi phi véi ti 1€
chénh Iéch chi 1,3%. Bén canh Top 3 chién Iugc nham
muc tiéu tdi uu hda Igi nhuan trong 12 thang tdi, nhiéu
doanh nghiép tap trung vao muc tiéu Phat trién ngudn
nhan lyc chat lugng cao tao tién dé cho tang trudng
Igi nhuan bén viing (Hinh 4).

Da6i vGi chién lugc tang trudng doanh thu trong 12
thang tdi, hai muc tiéu mdi nhon clia doanh nghiép la
Tang nang suat lao dong clia nhan vién va Tim kiém
nhom khach hang mdi, qua d6 gian ti€p Tim kiém, md&
rong thi truGng kinh doanh vdi ti 1é€ phan hoi trung
binh 70%. Qua ban vdi 66,7% doanh nghiép Iua chon
can nhic Cit gidm chi phi gian tiép dé dat hiéu qua
trong két qua kinh doanh. (Hinh 5)

Viéc ki két cac hiép dinh I6n nhu Hiép dinh DAi
tac Toan dién va Tién bd xuyén Thai Binh Dudng
(CPTPP), Hiép dinh thuogng mai tu do Viét Nam-EU
(EVFTA), Hiép dinh bao hd dau tu do Viét Nam-EU
(EVIPA) d& dua dién bién thi trudng Viét Nam sdi
déng han bao gig hét. “Miéng banh” thi trudng da
nganh dudc phan chia cho ca nhitng d6i thd ngoai
giau tiém luc dan dén xu hudng tim kiém thi phan
ngoai nudc va md rong thj trudng xudt khiu quéc
té ctia nhirng doanh nghiép dau nganh Viét Nam
ngay cang phat trién trong qué trinh hdi nhap kinh
t&. Dai dién c6 thé k& dén nhu su tich cuc cula
Vingroup trong viéc bat tay véi cac 6ng I6n trén thé
giGi d€ gidi thiéu san phadm dién thoai théng minh,
xe hoi mang thuang hiéu Viét; San phdm sita mang
thuang hiéu Vinamilk ngay cang lan sau, phu séng
tai cac hé théng ban Ié cla thi truéng Trung Qudc;
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and gain the best achievements hidden in these two
segments by strictly managing the service and product
allocation process.

2019-2020: TOP 3 KEY PROFIT & REVENUE
GROWTH STRATEGIES OF ENTERPRISES

Sales growth continues to be the key strategy
selected by enterprises for the profit growth this year.
One noteworthy point is that the strategy of High tech-
nology application has taken the second position
instead of Cost reduction with a proportion difference
of only 1.3%. In addition to the Top 3 strategies that
aim to optimize profitability over the next 12 months,
many enterprises focus on the goal of Developing
high-quality human resources to pave the way for sus-
tainable profit growth (Figure 4).

For the revenue growth strategy in the next 12
months, two key goals of enterprises are to increase
Labor productivity of employees and Find new cus-
tomers, thereby indirectly Seeking and expanding
business markets with an average response rate of
70%. For the cost reduction strategy, 66.7% of enter-
prises chose Indirect cost reduction to achieve the
good business performance. (Figure 5)

The signing of major agreements such as the
Comprehensive and Progressive Agreement for
Trans-Pacific Partnership (CPTPP), the EU-Vietnam
Free Trade Agreement (EVFTA) and the Europe-
Vietnam Investment Protection Agreement (EVIPA)
has made Vietnamese market more bullish than ever.
The “pie” of the multidisciplinary market is evenly
divided to powerful foreign rivals, so the tendency to
seek foreign market share and expand the interna-
tional export market of Vietnam'’s leading enterprises
in the economic integration is increasingly develop-
ing. Representatives that can be mentioned are the
activeness of Vingroup in shaking hands with the
world’s big companies to introduce Vietnamese-
branded smartphones and cars; Vinamilk’s dairy
products’ increasingly encroach and coverage in
retail systems of the Chinese market; or Viettel and
VNPT'’s expansion of their Internet network in Laos,
Cambodia, Hong Kong, etc.
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Hinh 4: CHIEN LUOC TANG TRUONG LOT NHUAN TRONG TAM CUA CAC DOANH NGHIEP TRONG 12 THANG TOI (PON VI: %)
Figure 4: KEY PROFIT GROWTH STRATEGIES OF ENTERPRISES IN THE NEXT 12 MONTHS (UNIT: %)

Tang doanh thu ban hang / Increase sales revenue 82.5%

Ung dung cdng nghé-Ki thudt cao / Apply new technology

Giam chi phi / Reduce cost

Phat trién nguén nhan luc chat lugng cao / Develop skilled labour

D3i mdi t6 chic, co's6 ha tang / Invest into organization and infrastructure
Tién hanh M&A, hop tac, lién doanh / Execute M&A, JV or alliance

Dau tu PR, quéng cdo / Invest into PR and advertisement

Dau tu tréch nhiém xa hdi / Invest insocial responsibility

Dau tu'tang trudng dinh hudng hitu co / Invest into organic growth

Khdc/ Other

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0% 70.0% 80.0% 90.0%

Ngudn: Vietnam Report, Khao sat cac doanh nghiép thang 09/2019
Source: Vietnam Report, Enterprise Survey conducted in September 2019

Hinh 5: CHIEN LUOC TANG TRUONG DOANH THU TRONG TAM CUA CAC DOANH NGHIEP TRONG 12 THANG TOI (DON VI: %)
Figure 5: KEY REVENUE GROWTH STRATEGIES OF ENTERPRISES IN THE NEXT 12 MONTHS (UNIT: %)

Tang nang sudt lao dong clia nhan vién / Increase productivity of staff 7%

Tim kiém nhom khach hang mdi / Find new customers 0%
Phét trién dong san pham mdi / Develop new product lines

Tim kiém th truong mdi / Find new markets

Tang cudng dich vu khach hang / Improve customer service

Tang cuong gidi thiéu hang héa, dich vu bén 18 / Improve retail displays

Tang cutng giam gid, khuyén mai hang héa, dich vu / Inprove price discount, promotions
Tang gid san pham hang héa, dich vu / Increase prices products/services

Khéc/ Others

Khdng thuc hién chién lugc nao ca / Do notimplement any strategy

0%  10% 20% 30% 40% 50% 60% 70%  80%

Ngudn: Vietnam Report, Khao sat cac doanh nghiép thang 09/2019
Source: Vietnam Report, Enterprise Survey conducted in September 2019
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Hinh 6: TOP 6 NGANH CO TIEM NANG TANG TRUONG GIAI DOAN 2020 — 2025 (PON VI: %)
Figure 6: TOP 6 INDUSTRIES WITH HIGH GROWTH POTENTIAL IN THE 2020-2025 PERIOD (UNIT: %)
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| 1’]' Source: Vietnam Report, Enterprise
Survey conducted in September 2019

Hinh 7: MUC TIEU CUA DOANH NGHIEP KHI AU TU VAO CONG NGHE (BON VI: %)
Figure 7: GOALS OF ENTERPRISES WHEN INVESTING IN TECHNOLOGY (UNIT: %)

L ' Tiét kiém chi phi va dat hiéu qua hoat dong 78.7%
70.5%
(] . e .
Gia tang nang sudt va su gan két nhan vién vdi to chi

L Increase productivity and employe
s 54.1%
';:t;..:' M rong kha nang thu hit, it chan khach hang 50 8%
! Expand the ability to attract and retain customers °
. - 44.3%

Ngubn: Vietnam Report, Khao sat cac
doanh nghiép thang 09/2019

Source: Vietnam Report, Enterprise
Survey conducted in September 2019
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hay nhu Viettel, VNPT d@ md& rong mang IugGi
Internet tai Lao, Campuchia, Hongkong...

DAU TU CONG NGHE TIEP TUC DAN DAU XU HUONG

Theo két qua nghién clu doc lap cua Vietnam
Report V& nhitng nganh cé tiém nadng tang truang Igi
nhuan cao trong giai doan tdi, trong 3 ndm lién ti€p tir
nam 2017, cong nghé tiép tuc dat top dau trong nhiing
nganh ki vong ctia doanh nghiép vdi ti 1€ phan hoi la
20,2%. K& dén, dong vi tri th{r 2 thudc vé nhdm nganh
Xay dung/Bat dong san va Ban I (clung chiém ti 1€
14,9%). Trong bang xép hang Profit500, diing dau Top
10 nganh ¢4 Igi nhuan trudc thué (LNTT) binh quan I6n
nhat Viét Nam 13 nganh Vién thong, Tin hoc va Cong
nghé. Mac du nhém nganh nay chi chiém 3,6% nhung
day van ludn 13 nganh téng trudng tiém nang vdi chi s6
lgi nhuén tng trudng 6n dinh (Hinh 6).

Hién nay, cudc cach mang cong nghé dang dién ra
vO clng sbi dong trén toan thé gigi. Tai HGi nghi
Vietnam CEO Summit cling do Vietnam Report t& chiic
vao thang 8 vira qua vé& chl dé Chién lugc chuyén dbi
s6 cho doanh nghiép Viét, cac lanh dao doanh nghiép
I6n va cdc chuyén gia trong linh vuc chuyén ddi s6
thdng nhéat quan diém rang Viét Nam sé trg thanh trung
tam tai nguyén dan dau vé nhiéu mét trong x& hoi —
trung tAm tai nguyén cho Céng nghé Thé gidi. D& ddn
dau xu hudng, cac doanh nghiép Viét Nam da cd nhitng
muc tiéu ro rang khi dau tu vao cdng nghé, day la mot
tin hiéu vO cung dang mimng. Ghi nhan cla Vietham
Report, c6 78,7% doanh nghiép ap dung cong nghé vdi
muc dich Tiét kiém chi phi va dat hiéu qua hoat dong;
70,5% mong mudn sé& Tang cudng vi thé canh tranh va
xay dung thi phan; va 57,4% hy vong sé Gia tang ndng
sudt va su’ gan k&t nhan vién véi t8 chiic (Hinh 7).

Nén tang cdng nghé va chuyén déi s6 da tao ra
mdt san chai binh ddng cho nhiéu hinh thic doanh
nghiép khac nhau.

Hy vong, véi nhitng két qua nghién clu tir Vietnam
Report sé gop phan gilp cac doanh nghiép co6 cai nhin
toan canh vé xu hudng kinh doanh 2019-2020.1

INVESMENT IN TECHNOLOLY REMAINS THE
LEADING TREND

According to the research independently conduct-
ed by Vietnam Report on industries with high potential
for profit growth in the coming period, 3 consecutive
years from 2017, technology continues to be the top
expected industry of enterprises with a response rate
of 20.2%; followed by Construction/Real Estate and
Retail industry (accounting for 14.9%). In the
Profit500 rankings, the leader in the Top 10 industries
with the highest average profit before tax in Vietham
is Telecommunications, Informatics and Technology.
Although this industry accounts for only 3.6%, it is
always a potential growth industry with a stable
growth profit index (Figure 6).

Currently, the technological revolution is
extremely bullish worldwide. At the Vietham CEO
Summit 2019 held by Vietnam Report in August 2019
with the topic “Digital transformation strategy for
Vietnamese enterprises”, the leaders of large enter-
prises and experts in the digital transformation also
shared the view that Vietham would become a lead-
ing resource center in many aspects of the society -
a resource center for the World Technology. To grasp
the trend, Vietnamese enterprises have had clear
goals when investing in technology, which is an
extremely encouraging signal. As noted by Vietnam
Report, 78.7% of the enterprises applied technology
to with the purpose of Saving costs and achieving
operational efficiency; 70.5% expected to Strengthen
competitive position and develop market share; and
57.4% expected to Increase labor productivity and
engagement of employees with the organization
(Figure 7).

The technology and digital transformation have
created a fair playing ground for various types of
enterprises.

It is hoped that the research results from Vietnam

Report will help enterprises have a comprehensive
view of business trends in the 2019-2020 period.®
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c6 nhitng budc khdi sidc dang ghi nhén trong

bGi canh nén kinh t€ khu vuc va thé gidi cd xu
hudng tang trudng cham lai véi cac yéu to rui ro va
thach thirc ngay cang gia téng.

Chl’n thang dau nam 2019 nén kinh t€ Viét Nam

I. TONG QUAN THI TRUONG VIET NAM 9
THANG PAU NAM 2019

Theo T8ng cuc Théng k&, tdng trudng kinh t& 9
thang nam 2019 dat 6,98% so vdi cing ky nam 2018,
mUrc tdng cao nhat trong vong 9 nam trd lai day (giai
doan 2011-2019). Cac ngudn thong tin dang gia tir cac
t6 chirc qudc t& nhu Ngan hang thé gidi cling danh gia
kha lac quan vé trién vong ting trudng kinh t& Viét
Nam trong nam 2020 vdi mic tdng du bao dat khoang
6,6-6,8%. Nhin chung, nén kinh té Viét Nam dugc coi
la mot “diém sang” khi duy tri t6c dd tdng trudng kinh
t& cao ma van gilf dugc nén tang kinh t& vi md on dinh
V@i ty |€ lam phat chua dén 3% (mU(c thap nhat trong
3 ndm 2017-2019). Hon nita, ty gid hdi doai cling 6n
dinh trong bdi canh thang du thuong mai tang tich cuc
dugc xem la thanh tich rat dang ghi nhan cta Chinh
phu trong viéc diéu hanh nén kinh t€. Cac van dé kinh
t€ xa hoi khac cling dugc danh gia & mdc kha quan,
tinh trang thiéu viéc lam dang dudc cai thién va én
dinh xa hoi dugc duy tri.

Viéc nén kinh té€ Viét Nam dat t6c do tang trudng
cao rat dang ghi nhan trong boi canh: (i) Bén ngoai,
cdng thang thuang mai gilra hai nén kinh té€ hang dau
My-Trung Qudc ciing nhu tinh trang tri tré thuong mai
toan cau; (ii) Bén trong, chiu cac tac dong tiéu cuc cla
bién d&i khi hau va dich t& Ign Chau Phi.

my made remarkable progresses in the context
that the regional and world economy tended to
slow down with increasing risks and challenges.

For the first 9 months of 2019, Vietnam’s econo-

I. OVERVIEW OF VIETNAM MARKET FOR THE
FIRST 9 MONTHS OF 2019

According to the General Statistics Office, for the
first 9 months of 2019, Vietnam’s economic growth
was 6.98% compared to the same period of 2018, a
9-year high (2011-2019). Valuable sources of informa-
tion from international organizations such as the World
Bank also assessed the quite optimistic prospect for
Vietnam’s economic growth in 2020 with a forecasted
growth of about 6.6-6.8%. In general, Vietnam’s
economy was considered a “bright spot” when main-
taining a high economic growth rate as well as main-
taining a stable macro-economy with an inflation rate
of less than 3% (the lowest level in three years, 2017-
2019). Moreover, the exchange rate was also stable in
the context of a positive trade surplus which is consid-
ered a remarkable achievement of the Government in
managing the economy. Other socio-economic issues
were also assessed at a positive level, the underem-
ployment was being improved and social stability was
maintained.

The fact that Vietnam’s economy has achieved a
high growth rate is remarkable in the context of: (i)
Trade tensions between the two leading economies,
the US and China economies as well as the global
trade stagnation; (ii) Negative impacts of climate
change and African swine fever.
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Trién vong du dia téng trudng clia nén kinh t& Viét
Nam van duy tri danh gia kha quan véi: (i) Nén tang
vi tri dia ly thuén Igi, chinh tri 8n dinh, dan sb tré va
néng dong, do thi hda manh mé, ha tang vién thong
va cdng nghé théng tin tot; (ii) Viét Nam dang la “dia
chi” thuan Igi cho nhiéu tap doan da qudc gia dich
chuyén dén dé 1ap co sG san xuit nham tranh “con
bao” tir cudc chién tranh thuong mai My-Trung Quéc;
(iii) Cac nha dau tu qudc t€ véi cac cam két mé clra
thi trudng, x6a bd rao can thuong mai sé tao cg hoi
cho mot s6 nganh nghé tang trudng trong thdi gian
tdi. Tuy nhién, song hanh vé&i cac thuan Igi thi cac
nganh nghé cua Viét Nam cling d6i mat vdi khong it
nhitng rui ro, thach thirc.

II. SU CHUYEN MINH CUA NHUNG NHOM
NGANH TRIEN VONG

Trong bGi canh kinh té€ thé gidi bién dong, mot so
nhdm nganh kinh t€ Viét Nam cé tiém ndng tdng
trudng cao vdi nhiéu Igi thé phat trién tuy nhién ban
than cac nhdm nganh nay cling phai doi mat vdi
nhitng rui ro nhat dinh. Nén tang chung cla kinh té
Viét Nam dang chuyén bién manh mé& sang xu hudng
tiéu dung thong minh véi mic s6ng ngudi dan ngay
cang cao, thuan Igi cho bat dong san, ban lé, thuc
phdm, san phdm ndng nghiép cdng nghé cao phat
trién. Khi mdc séng clia ngudi dan dugc nang 1&n, kinh
t€ du lich ndi dia (va lan tdéa ca tur khach du lich quoc
t&) cling chiém mat vi tri quan trong trong phat trién
kinh té.

A. NGANH BAT DONG SAN

1. XU HUONG TANG TRUONG CUA NGANH BAT
PONG SAN

Nganh Bat dong san dugc hudng Igi nhiéu nhat tur
xu hudng tang trudng kinh t€ cla Viét Nam. Tang
truang kinh té kéo theo thu nhap ngudi dan dugc cai
thién d& dan dén “su bung nd” v& nhu cau nha & trong
nhifng nam qua. TU¢ maot thi trudng bat dong san chi
phat trién tap trung tai vai thanh phd I6n nhu TP.HCM
va Ha Nai thi nay thi trudng bat ddng san da phat trién
né ro, lan rong ra nhiéu dia phudng khac nhu Da
N&ng, Quang Ninh, Thanh Hda, Can Thd, Binh Dudng,
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The growth prospect for Vietnam’s economy is still
positive because of reasons as follows: (i) Vietham has
a favorable geographical location, stable politics,
young and dynamic population, strong urbanization,
and good telecommunications and information tech-
nology infrastructure; (ii) Vietnam is a favorable
“address” for many multinational corporations to move
to set up production facilities to avoid a “storm” from
the US-China trade war; (iii) International investors
with commitments to open markets and remove trade
barriers will create opportunities for a number of
industries to grow in the future. However, besides the
advantages, Vietnam'’s industries also face many risks
and challenges.

II. TRANSFORMATION OF PROSFECTIVE
INDUSTRIES

In the context of the volatile world economy, some
economic sectors of Vietnam have a high growth
potential with many development advantages but
these sectors themselves face certain risks. The com-
mon foundation of the Vietnamese economy is strong-
ly changing to the smart consumer trend with increas-
ing living standards of the people that is favorable for
the development of real estate, retail, food and high-
tech agro-products. As the living standards of the peo-
ple are raised, the domestic tourism economy (and
even international tourism) also plays an important
role in the economic development.

A. REAL ESTATE
1. GROWTH TREND OF REAL ESTATE

The real estate industry has been most benefitted
from Vietnam’s economic growth trend. Economic
growth coupled with improved people’s income has led
to a "boom” in housing demand over the years. From
a real estate market developed only in a few big cities
like Ho Chi Minh City and Hanoi, the real estate mar-
ket has grown, spreading to many other localities such
as Da Nang, Quang Ninh, Thanh Hoa, Can Tho, Binh
Duong, Dong Nai, etc. The need to improve housing
quality is always proportional to the growth rate of per
capita income. The psychology of “live and work in
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Dong Nai... Nhu cdu nang cao chat lugng nha & ludn
ty Ié thuan véi toc do tang cua thu nhap binh quan
dau ngudi. Tam ly “an cu lac nghiép” clia ngugi dan
Viét Nam noéi chung da dat thi trudng bat dong san
Viét Nam thanh mét trong nhitng trung tdm thu hat
von, lao dong cta nén kinh té.

Toc d6 thu hat FDI cua nudc ta ngay cang cao.
Dong vén tai chinh dich chuyén sang céc thi trudng
ma&i néi nhu' Viét Nam tao diéu kién tdng trudng blung
né clia nganh du lich. Trén nén tang do, thi trudng béat
dong san trong thdi gian t&i sé con ti€p tuc tang
trudng manh véi cac loai hinh nd r6 nhu bat dong san
cdng nghiép, bat dong san cho thué, bat dong san du
lich, bat dong san nghi duGng... Chi trong vong 10
nam qua, xudt hién hang loat doanh nghép thudc
nhom hoat déng kinh doanh bat dong san cé quy mé
von 1én dén hang ty USD nhu Vingroup, Novaland,
Sungroup, FLC 1a minh chi*ng cho thay tiém ndng phat
trién cla nganh bat ddng san trong dai han.

Dudi tac dong tiéu cuc tir xu hudng bat 6n cla nén
kinh t€ thé gidi nhitng ndm qua, thi trudng bat dong
san Viét Nam mdc du cé nhitng budc tién dang ghi
nhdn nhung ciing dong thai d6i mat vdi nhiéu kho
khan va thach thc. Mat bang gid bat dong san ndi
chung da tang vot Ién 50%, cb nai ca 100% va tham
chi 200% chi trong vong vai nam trong khi murc tang
trudng kinh té€ chi khoang gan 7%/nam, muc tang thu
nhap binh quan dau ngudi cling chi 8 mirc 7-8%/nam.
RG rang mirc tang gia bat dong san da vugt qua xa toc
dod tang trudng thu nhap binh quan dau ngugi. Do do,
xét vé trién vong nganh, bat déng san van dudc gidi
phan tich danh gia kha than trong trong giai doan nay
vi nhitng rti ro mang tinh ngdn han. Céac loai hinh bat
ddng san thuong mai cé thé bi anh hudng do cac van
dé vé phép ly, xay dung du n, quy hoach van con 4ch
tdc, mat bang 13i sudt cho vay du bdo tdng va xu
hudng siét chat tin dung doi véi cac doanh nghiép kinh
doanh bat dong san. Thai gian qua, thi truGng bat
doéng san nhin chung thudc nhom phi san xuat vat
chat va dudng nhu bat dau cé su' han ché ti€p can tin
dung tir hé thdng ngan hang.

Tai diém cubi quy I ndm 2019, rui ro bit dau ting.
Trén thi truGng chiing khoan da cé gan 100 doanh

peace and contentment” of the Vietnamese in general
has made Vietnam's real estate market one of the cen-
ters attracting capital and labor of the economy.

The speed of FDI attraction of our country is
increasing. Financial capital flows poured into emerg-
ing markets like Vietnam facilitate the booming growth
of the tourism industry. On that basis, the real estate
market in the coming time will continue growing
strongly with various types such as industrial real
estate, real estate for rent, tourism real estate, resort
real estate, etc. Over the past only 10 years, there has
been a series of enterprises operating in real estate
business with a capital scale of billions of dollars such
as Vingroup, Novaland, Sungroup, FLC, proving the
development potential of the real estate industry in
the long term.

Given the negative impact of the instability trend of
the world economy in recent years, Vietham's real
estate market has faced many difficulties and chal-
lenges despite making remarkable progresses. estate,
in general, skyrocketed 50%, 100% and even 200% in
some places in just a few years while the economic
growth was only about 7%/year, the growth rate of
per capital income was only 7-8%/year. Clearly, the
growth in real estate prices has far exceeded the
growth rate of per capita income. Therefore, in terms
of the industry prospect, the real estate is still
assessed quite carefully by analysts in this period
because of short-term risks. Types of commercial real
estate may be affected by legal issues, congested
project construction and planning, lending interest
rates forecasted to increase and credit tightening ten-
dency for real estate enterprises. Over the past few
years, the real estate market has generally been in the
non-productive economic sector and seems to have
begun to have a limited access to credit from the
banking system.

In late quarter I of 2019, the risk began to
increase. In the stock market, there were nearly 100
enterprises doing real-estate business with an invento-
ry value of over VND 1,000 billion. Typically, the high
inventory value is very common in real estate enter-
prises because the specific feature of this industry is
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nghiép kinh doanh vdi gia tri hang ton kho trén 1.000
ty dong. Thong thudng, gia tri hang ton kho I8n rat
hay xuat hién & cac doanh nghiép nganh bat dong san
do dac thu riéng vé nganh nghé nay la doanh thu phu
thudc nhiéu vao chu ky ban hang kéo dai dén vai nam.
Trong s6 40 doanh nghiép dang cd ton kho I6n nhat
thi truGng thi cd tdi 20 doanh nghiép bat dong san bi
liét ké vao nhdm co ty I€é gia tri hang ton kho cao véi
gia tri hang ton kho clia mdi doanh nghiép déu trén
2.000 ty dong (Hinh 8). Tén kho tang cao trong bdi
canh 1ai suat ngan hang bién dong gay nén nhirng
dién bién dang lo ngai cho su phét trién thi trudng bat
dbng san trong ngan han. Tén kho cao minh chitng
rang gid ca thi trudng da bi “bom” 1&n vugt qua siic
mua thuc ctia nén kinh t& vao thdi diém hién tai. Tinh
hinh nay kéo dai s& dan dén mét cudc “thao chay”
trong tuong lai, trudc khi thi trudng 6n dinh va tdng
trudng trd lai trong dai han.

that the revenue depends on the sales cycle lasting up
to several years. Of the 40 enterprises with the largest
inventories in the market, up to 20 real estate enter-
prises were listed in the group with a high inventory
value in which the inventory value of each enterprise
is over VND 2,000 billion (Figure 8). High inventories
in the context of volatile bank interest rates caused
quite concerned changes for the development of the
real estate market in the short term. High inventories
demonstrated that market prices were “pumped” to
exceed the actual purchasing power of the economy at
the time. The lasting situation will lead to a “run” in
the future before the market stabilizes and grows back
in the long term.

State budget revenue from real estate decreased
by more than 60% for the first 7 months of 2019
because the real estate market growth slowed down,

Hinh 8: NHOM 20 DOANH NGHIEP CO TON KHO BAT DONG SAN LON NHAT QUY 1/2019
Figure 8: 20 REAL ESTATE ENTERPRISES WITH THE HIGHEST INVENTORIES IN QUARTER I OF 2019
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Ngudn thu ngan sach tir bat dong san giam han
60% trong bay thang dau nam 2019. Nguyén nhéan
gay ra tur viéc thi bat dong san tang trudng cham lai,
sut giam ngudn cung du’ an, ngudn cung san pham
nha da dién ra tai nhiéu nai trong thdi gian qua. Trong
sau thang dau ndm 2019, toan bé thi trudng bat dong
san co su sut giam 34% vé quy mo, su sut giam vé
ngudn cung dy an bat dong san chi€m 29%, va sut
gidm nguodn cung can ho dua ra thi truGng chi€ém
34%. Mac du giao dich bat dong san dang giam manh
nhung madt gia lai khong giam cho thay mot van dé
“bat thudng” cla thi trudng.

Nganh bat dong san ciing van ¢ cac co hdi tot.
Dua trén bGi canh kinh té€ Viét Nam c6 nén tang vi md
tot cling su’ phat trién cla thij trudng chitng khodn thi
viéc huy dong vén tir cac ngudn khac nhau nham phat
trién hé théng doanh nghiép kha lac quan. Do dd, du
¢6 tram I&ng trong nhitng thang qua nhung thi trudng
bat déng san van chua “déng béng” nhu mot s6 y kién
lo ngai. Nhin chung, nhu cdu nha & luén la mot trong
nhitng nhu cdu thiét yéu nén trong th&i diém thi
trudng thuén I6i nhu cdu d&u tu bung né han; Trai lai,
tai thdi diém khé khdn thi nhu cdu dau tu sé giam
xubng, tuy nhién, nhu cau nha & van ludn &n dinh. Su
du thira vé ngudn cung bat dong san dugc du bao co
thé xay ra trong vong vai ndm tdi trong bdi canh kinh
t& thé& gidi dang dién bién rat phuc tap.

2. PHAN TicH swoT

Trong phan nay ching téi sé st dung ky thuat phan
tich SWOT nhdm lam r& thém nhiing cc hdi, thach thirc,
clia nganh cling nhu nhin rd cac diém manh, diém yéu
hién nay cla cac doanh nghié€p trong nganh.

2.1. Piém manh

Thir nhat: Thé manh c6t [0i cla thi trudng bat
dong san Viét Nam la nhu cau Ién, si'c mua tot,
thanh khoan cao. BGi canh thu nhap dau ngudi da
tang lén gan 3.000 USD/nam tao Iuvc cau mdi cho
toan bo thi trudng.

Thar hai: Toc d6 do thi hda ngay cang tang véi
trung binh m&i ndm c6 khoang 1 triéu ngudi Viét Nam

the project supply and the supply of housing products
have decreased in many places over the past time. For
the first 6 months of 2019, the entire real estate mar-
ket saw a 34-percent decrease in size, a 29-percent
increase in the supply of real estate projects and a 34-
pecent decrease in the supply of apartments launched
into the market. Although the real estate transactions
are falling sharply, the price level has not been revised
down, indicating an “abnormal” issue of the market.

The real estate industry also has good opportuni-
ties. Based on the context of Vietnam’s economy hav-
ing a good macro foundation and the development of
the stock market, the mobilization of capital from var-
ious sources to develop the enterprise system is quite
optimistic. Therefore, despite having remained bearish
over the past months, the real estate market has not
“frozen” as some concerned ideas. In general, the
housing demand is always one of the essential needs,
so when the market is favorable, the investment
demand will be stronger; in contrast, at a difficult
time, the investment demand will decrease, but the
housing demand is always stable. The real estate
oversupply is forecasted to occur in the next few years
in the context of the complicated changes in the world
economy.

2. SWOT ANALYSIS

In this part, we will use the SWOT analysis to fur-
ther clarify the opportunities and threats of the indus-
try as well as to understand the current strengths and
weaknesses of enterprises in the industry.

2.1. Strengths

Firstly, the core strength of Vietnam’s real estate
market is great demand, good purchasing power and
high liquidity. That the per capita income has
increased to nearly USD 3,000/year creates a new
demand for the whole market.

Secondly, the urbanization rate is increasing with
an average of 1 million Vietnamese annually moving
from rural areas to urban areas, leading to a very huge
housing demand in the medium and long term.
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di chuyén tlr ndng thén ra thanh thi dan téi nhu cau
vé nha @ trong trung han va dai han la rat 16n.

Thar ba: Dan s6 tré, ngudn nhan luc Viét Nam doi
dao s& kéo theo su bung nd nhu cau nha 4§ tai tat ca
cac phan khtc trong giai doan sau nay.

Thidr tu: Su 6n dinh chinh tri va quy dat d&€ phat
trién nha & van con kha da dang. Quy dinh cho phép
ngudi nudc ngoai sé hitu bat dong san nha & da thu
hat mét lugng cau tir cac ngudn dau tu' nudc ngoai
quan tam.

2.2. biém yéu

Thir nhéat: Su thay déi lién tuc ctia khung khé
chinh sach, cac quy dinh, quy trinh phirc tap lam giam
tinh h&p dan cia moi trudng kinh doanh. Hé théng
van ban phap quy vé bat dong san hién con phirc tap
va chong chéo lam can tré vai tro diéu tiét thi trudng.

Thar hai: Nguon von tai chinh cla nganh con han
ché, thi truGng chimng khoan kho khan trong huy dong
von, viéc han ché cac ngudn von tin dung vao bat dong
san trd thanh cac yéu t6 khién nhiéu nha dau tu lo ngai.

Tha ba: Hé thong quy hoach sir dung dat con
nhiéu bat cap, khau giadi phong mat bang gap nhiéu
kho khan do khung gia dén bu chénh Iéch nhiéu so véi
gié thi trudng. Tinh trang quy hoach treo vin con phd
bién tai nhiéu do thi.

Thi tur: Hién tugng Itra dao trén thi truGng ngay
cang tinh vi véi cac thu doan mdi da gay lo ngai cho
tam ly cac nha dau tu. Cac cg quan chlic nang cham
trong viéc minh bach thong tin lam lan truy&n nhiéu
tin don that thiét giam uy tin clia doanh nghiép.

2.3. Co héi

Thar nhat: Cg cau dan so tré, lao dong tré véi xu
hudng song hién dai tré thanh mét co hoi gilp bat
ddng san Viét Nam phat trién manh mé han trong
thap ky tdi.

Thdr hai: Vai nam gan day, tai cac thanh phd I6n
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Thirdly, young population and abundant human
resources of Vietnam will lead to a boom in housing
demand in all segments in the later period.

Fourthly, Vietnam has political stability and quite
abundant land fund for housing development. The
regulation that allows foreigners to own residential
real estate has attracted a certain demand from for-
eign investors.

2.2. Weaknesses

Firstly, the constant change of complex policy
frameworks, regulations and processes reduce the
attractiveness of the business environment. The sys-
tem of legal documents on real estate is still compli-
cated and overlapped, hindering the role of market
regulation.

Secondly, the financial resources of the industry
are limited, the stock market faces difficulties in mobi-
lizing capital, and the credit capital sources in real
estate is limited, which worries many investors.

Thirdly, the land use planning system is still inad-
equate, the site clearance faces many difficulties due
to the high gap between the compensation price
frame and the market price. Suspended planning is
still common in many urban areas.

Fourth: The phenomenon of fraud in the mar-
ket is more and more sophisticated with new tricks
that have worried investors. Relevant authorities
are slow in information transparency, resulting in a
spread of many rumors, reducing the reputation of
enterprises.

2.3. Opportunities

Firstly, the young population structure, young
labor with modern living trends become an opportuni-
ty, helping Vietnam’s real estate to grow stronger in
the next decade.

Secondly, in recent years, in big cities such as Ho
Chi Minh City, land fund has not been abundant, forc-
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nhu TP.HCM, quy dat da khong con nhiéu budc cac
doanh nghiép tim dén cac khu vuc lan can nhu Binh
Duang, Phan Thiét, Ba Ria Viing Tau, tao cd hdi phat
trién tai cac vung dat mdi véi nhidu tiém ndng va
nhiéu Igi thé phat trién.

Thdr ba: Cac doanh nghiép nudc ngoai dang xam
nhap thi truGng bat dong san Viét Nam vdi nhiéu dy
an da dang, tao cg hdi cho thj trudng phat trién & mot
tam cao mdi.

Thir tur: C3 quan chiic ndng ndi long cac quy dinh
cho phép nguGi nudc ngoai sd hitu bat dong san nha
& tao cd hoi cho thi truGng bat dong san Viét Nam tiép
tuc tang trudng trong thai gian téi.

2.4. Thach thirc

Thdr nhat: Ngudn cung han ché, muc gia tang cao
kéo theo Iugng giao dich trong nira dau nam 2019 suy
yéu. Thi trudng dang ¢ su’ “nhiéu loan” trong viéc
minh bach thong tin phap ly du an, uy tin chu dau tu
cling nhu phudng thirc thuc hién cam ké&t d& giam
thi€u rui ro khi dau tu vao loai hinh bat ddng san.

Thdr hai: Co s ha tang ngay cang qua tai tai cac
thanh phd 16n, thi€u su’ két noi véi cac tinh da lam cac
tién ich xung quanh du an rat kho thuc hién nhu cam
két. Nhiéu dy an di vao hoat dong nhung cac céng trinh
céng cdng theo kém trong quang co ban hang van
chua ¢6 (vi du: dudng sdt trén cao chdm tién dd kéo
dai) da lam giam chat lugng cudc song tai cac du an.

Thir ba: Viéc chay dua theo tang trudng cua thi
truGng, mot s6 chu dau tu bat chdp mdé ban du an
trong khi chua hoan thién phap ly, chua cé gidy phép
xay dung. Tham chi, Igi dung thi truGng tang trudng,
nhiéu ch dau tu con 18p “du an ma” dé Ilra dao huy
dong von khach hang.

Thar tu: Trong khi thi truGng ngay cang “bdo
hoa”, su canh tranh gia tang, viéc duy tri cling nhu mé
rong thi trudng doi hoi cac san phdm chét lugng cao
vugt tréi phai lién tuc dugc tung ra va mudn lam dugc
diéu nay thi phai c6 mot hé thdng cac nha thau uy tin
trong nganh.

ing enterprises to find nearby areas such as Binh
Duong, Phan Thiet and Ba Ria Vung Tau, facilitating
the development in new areas with many potentials
and development advantages.

Thirdly, foreign enterprises are penetrating
Vietnam’s real estate market with various projects,
facilitating the market development at a new level.

Fourthly, the relevant authorities loosen the reg-
ulations allowing foreigners to own residential real
estate to create opportunities for Vietnam'’s real estate
market to continue growing in the future.

2.4. Threats

Firstly, limited supply, high prices led to fewer
transactions for the first half of 2019. The market is
having “turbulence” in the project legal information
transparency, prestige of the employers as well as the
method of making commitments to minimize risks
when investing in real estate.

Secondly, the increasingly overloaded infra-
structure in big cities, lack of connectivity with
provinces have made it difficult for utilities around
the project to be carried out as committed. Many
projects have been put into operation but the public
works attached to sales advertising have not been
available (for example, the elevated railway has a
delayed progress) which has reduced the living qual-
ity at the projects.

Thirdly, due to the race of market growth, some
investors opened for sales of the project despite
incomplete legal procedures and no construction per-
mit. Taking advantage of the growth market, many
employers even set up “ghost projects” to cheat to
mobilize customers’ capital.

Fourthly, while the market is increasingly “satu-
rated” and competition is increasing, maintaining and
expanding the market require outstanding high-quali-
ty products to be constantly launched and in order to
do this, it is required to have a system of reputable
contractors in the industry.
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3. DU BAO THI TRUONG BAT DPONG SAN

Véi téng dién tich 1anh thd khoang 330.000 km?2,
thi trudng bat dong san Viét Nam dugc du kién udc
dat 21 ti USD nam 2021, mdi chi chiém 0,1% quy mo
thi trudng bat dong san toan cau. Bén canh do, Ngan
hang Thé gidi du bao tang trudng kinh té cla Viét
Nam sé vao khoang 6,6% trong nam 2020. Dong v6n
FDI vao Viét Nam van tiép tuc tdng 1én tao cac diéu
kién t6t dé thi trudng bat dong san clia Viét Nam van
ti€p tuc tang trudng trong trung va dai han. Tuy
nhién, trong ngdn han, thi truGng bat dong san Viét
Nam s& cé nhiing “rung lac” nhat dinh nham thiét lap
cac mat bang gid mdi phl hgp hon. Trong ndm 2019
va mot vai nam ti€p, cac bién dong thi trudng la cach
dé& thanh loc mang Iugi doanh nghiép, loai bd cac
doanh nghiép y&u kém nham thic day thi trudng phat
trién bén vitng han trong giai doan tai.

B. NGANH BAN LE HIEN PAI

1. XU HUONG TANG TRUONG CUA NGANH BAN
LE HIEN PAI

Trong mot thap ky trd lai day, nganh ban I& hién
dai clia Viét Nam dang trong thdi ky phét trién manh
mé ca vé sO lugng cling nhu chat lugng phuc vu. T6c
dod tang trudng nganh ban Ié dot ng6t tang manh véi
s0 lugng siéu thi, trung tdm thuong mai, cra hang tién
Igi tang vot theo tirng nam, lan rong ra nhiéu tinh
thanh trén dia ban ca nudc chi trong vai nam trd lai
day. Vao nam 2010 trén thi truGng ca nudc mdi co
khoang 500 siéu thi va gan 100 trung tam thuong mai
thi dén nam 2017 da lén tdi 957 siéu thi, 189 trung
tam thudng mai, hang nghin clra hang tién Igi va
chuyén doanh hoat dong theo md hinh chudi dang
phat trién “nhay vot” & cac thanh phé 16n nhu TP.HCM
va Ha Noi.

Mac du vay, doanh thu linh vuc ban 1é hién dai cla
Viét Nam dat khoang 25% tong mirc ban lé trong khi
dé Philippines (33%), Thai Lan (34%), Malaysia
(60%) va Singapore (90%). Nhu vay, ty 1€ bao phu
clia hé thdng ban 1@ hién dai tai Viét Nam van dang &
mrc thap hon nhiéu nudc trong khu vuc Dong Nam A.
TGOc do d6 thi hda cla Viét Nam ngay cang tang Ién va
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3. FORECAST ON THE REAL ESTATE MARKET

With a total land area of about 330,000 km2,
Vietnam'’s real estate market is expected to reach US$
21 billion in 2021, accounting for only 0.1% of the
global real estate market size. In addition, as forecast-
ed by the World Bank, Vietnam’s economic growth will
be about 6.6% in 2020. FDI inflows into Vietnam con-
tinue to increase, facilitating the constant growth of
Vietnam'’s real estate market in the medium and long
term. However, in the short term, Vietnam's real
estate market will have certain “shakes” in order to
establish new more appropriate price levels. In 2019
and the next few years, market fluctuations are a way
to purify business networks, eliminating weak enter-
prises to promote a more sustainable market develop-
ment in the coming time.

B. MODERN RETAIL INDUSTRY

1. GROWTH TREND OF MODERN RETAIL
INDUSTRY

Over the past decade, Vietnam’s modern retail
industry has strongly developed in both quantity and
quality of service. The growth rate of the retail indus-
try has dramatically increased in which the number of
supermarkets, shopping centers and convenience
stores has surged year by year, spreading to many
provinces and cities across the country over the past
few years only. In 2010, there were only 500 super-
markets and nearly 100 shopping centers nationwide
but in 2017, there were up to 957 supermarkets, 189
shopping centers; and thousands of convenient and
specialized stores operating in the chain model are
growing sharply in big cities such as Ho Chi Minh City
and Hanoi.

However, Vietnam’s modern retail sales accounts
for about 25% of total retail sales while the figure for
the Philippines is 33%, the figure for Thailand is 34%,
the figure for Malaysia is 60% and the figure for
Singapore is 90%. Therefore, the coverage rate of the
modern retail system in Vietnam is still lower than
many Southeast Asian countries. The rate of urbaniza-
tion of Vietnam is increasing and urban population
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dén cu do thi chiém ty trong ngay cang Ién trong téng
dan s6. Cu thé, tinh trung binh, néu cr 100.000 dan
can co 1 siéu thi ¢d I6n hodc 1 trung tam thugng mai,
10.000 dén can 1 siéu thi ¢ trung binh, hoac 1.000
dan can 1-3 clra hang tién Igi thi s6 lugng cac siéu thi,
clra hang tién Igi tai Viét Nam con rat xa méi c6 thé
dap (ng nhu cau ctia nganh ban Ié hién dai. Day chinh
la thdi co thuén Igi d€ cac doanh nghiép ban & dang
kinh doanh trén thi truéng Viét Nam tién hanh cac
hoat dong md rong thi phan, maé rong dia ban kinh
doanh. Lgi th& khac v& ngudn hang, su' am hiéu van
hoa tiéu dung cling nhu tinh uva chudng ngay cang cao
V@i cac thuang hiéu Viét. Cac doanh nghiép ban Ié cua
Viét Nam dang diing trudc rat nhiéu co hdi to I16n dé
phét trién trong thdi gian t6i (Hinh 9).

Theo déanh gia cua 8 chiic ESP Capital vé tinh hinh
dau tu “mao hiém” vao startup dugc t6 chiic nay cdng
bd, chi tinh riéng trong sau thang dau nam 2019, cac
startup nganh ban & tai thi trudng Viét Nam da kéu goi
dugc so tién 1én dén 89 triéu USD. Nhu vay, chi trong
6 thang dau nam 2019 muc goi von thanh cong cho linh
vuc ban Ié hién dai da dat gan 90% gia tri von dau tu
ma cac startup da goi thanh cong trong ca nam 2018.

accounts for an increasing proportion out of the total
population. Specifically, on average, if every 100,000
people need a big-sized supermarket or a shopping
center, every 10,000 people needs a medium-sized
supermarket, or every 1,000 people need 1-3 conven-
ience stores, the number of supermarkets and conven-
ience stores in Vietnam is too little to meet the needs
of modern retail. This is a good opportunity for retail
companies in Vietnam to expand market share and
expand business areas. With other advantages in
terms of the supply of goods, understanding of con-
sumer culture as well as increasing popularity with
Vietnamese brands. Vietnam'’s retail companies have a
lot of great opportunities for development in the com-
ing time (Figure 9).

According to the assessment about the venture
capital in startups announced by ESP Capital, for the
first 6 months of 2019, retail startups in Vietham mar-
ket called for an amount of up to USD 89 million. Thus,
for the first 6 months of 2019, the level of successful
funding for modern retail was nearly 90% of the
investment capital that startups successfully called for
in 2018 as a whole.

Hinh 9: QUY MO THI TRUONG BAN LE VIET NAM (PON VI: TI USD)
Figure 9: VIETNAM’S RETAIL MARKET SIZE (UNIT: BILLION USD)

2015 2016 2017

122

Ngudn: Economist Intelligence Unit

2018 Source: Economist Intelligence Unit
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Han nita, doanh thu ban Ié ghi nhan co su gia tang
G hau hét cac dia ban trén ca nudc nhung muc tang
truéng manh nhat thudc vé khu vuc TP.HCM va Ha
NoGi. Trong dd, sO lugng siéu thi tai thi trudng TP.HCM
va Ha NGi déu c6 murc tang trudng dat khoang 10%
50 Véi cling ky ndm 2018. Tinh tai thdi diém hién tai,
thi truong Viét Nam cd han 8.000 khu chg truyén
thdng, 2,2 triéu ho kinh doanh ban Ié va hon 3.000
clra hang tién Igi trai rong trén khap dia ban ca nudc
dat mUc tang gap déi so vGi hai nam vé trudc. Trong
vai nam trd lai day, clra hang tién Igi dang la kénh ban
|& hién dai phat trién nhanh, sau réng, phd bién d6i véi
ngudi tiéu dung (dac biét: nhdm ngudi tiéu dung tré).
Mdc du vay, trude su’ canh tranh ngay cang khdc liét
trén thi trudng cla cac vung do thi I6n, chi phi kinh
doanh tdng cao lam cho nhiéu doanh nghiép giam Igi
nhuan trong bdi canh nhu cdu ngdn han & khu vuc
thanh thi cling dang dan tr& nén bao hoa (Hinh 10).

Thi truGng ban 1é hién dai & cac viing ndng thon
dang 1a “manh dat” day tiém nang dé& cac doanh nghiép
ban Ié hién dai phat trién vdi loi thé ctia khu vuc ndng
thon chiém dién tich gan 80% ca nudc véi han 70% s6
dan Viét Nam. Bén canh do, do su két ndi ha tang ngay

Moreover, retail sales saw an increase in most
areas of the country but the highest growth was seen
in Ho Chi Minh City and Hanoi. In particular, the
number of supermarkets in both Ho Chi Minh City
and Hanoi markets increased by about 10% year on
year. To date, Vietnam has had more than 8,000 tra-
ditional markets, 2.2 million retailers and more than
3,000 convenience stores across the country, a dou-
ble compared to two years ago. Over the past few
years, convenience stores have been a fast-growing,
extensive and popular retail channel for consumers
(especially young consumers). However, due to the
increasingly fierce competition in the market of large
urban areas, rising business costs lead to lower prof-
its to many enterprises in the context that the short-
term demand in urban areas gradually becomes sat-
urated (Figure 10).

The modern retail market in rural areas is a poten-
tial “land” for the development of modern retail com-
panies with the advantage that rural areas account for
nearly 80% of the country area with more than 70%
of Vietnam'’s population. In addition, due to the better
infrastructure connectivity and the expanded business

Hinh 10: DOANH THU NGANH BAN LE HIEN DAI TRONG TONG DOANH THU BAN LE TAI MOT SO QUOC GIA (BON VI: %)
Figure 10: REVENUE PROPORTION OF MODERN RETAIL INDUSTRY OUT OF TOTAL RETAIL SALES IN SOME COUNTRIES (UNIT: %)

64%

Viét Nam /
Vietnam

Indonesia /
Indonesia

Philippines /
Philippines

Ngudn: Hiép hoi Ban Ié Viét Nam
Source: Association of Vietnam Retailers
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cang t6t va cd hdi phat trién kinh doanh dugc lan réng
nén sic mua cta khu vyc thi truGng nong thon dang
tang Ién v3i nhu cdu mua sdm téng vot.

Trong tuong lai, véi tim nadng tang trudng manh
mé, thi trudng ban lé Viét Nam van sé& tiép tuc thu hit
ngay cang nhiéu nha dau tu trong va ngoai nudc. Vai
hang loat cac tén tudi I6n gdp mat trén thj trudng ban
[&¢ hién dai nhu Vingroup, Thé giGi di dong, Hapro,
Saigon Co.op Mart, Big C, Mega martket, Aeon Mall,
Lotte... da cho thdy su canh tranh cua thi trudng ban
lé cling van dang trong giai doan mdi b&t dau. Nhidu
doanh nghiép nudc ngoai cling da dan quen vdi van
hda kinh doanh cla thi trudng Viét Nam va ndm bat
dugc thi hi€u, thdi quen clia cong dong ngudi tiéu
dung Viét nén cling diéu chinh chién Iugc kinh doanh
ngay cang phu hop dé gia ting kha ning canh tranh
véi cac doanh nghiép trong nudc.

Theo nhan dinh tur phia cong ty Niesel Viét Nam,
cac loai hinh nhu ban hang da kénh, két hgp gilra
online trén nén tang Internet va cac kénh giao hang
nhanh cling nhu cac kénh offline truyén théng cling
van 13 cac xu thé chi dao va trd thanh dinh hudng I8n
cho céc doanh nghiép ban lé tiép tuc phat trién kinh
doanh trong tuong lai. Thém nira, sy tac déng cua lan
séng cong nghé 4.0 thong qua mang xa hoi dén thi
hi€u nguGi tiéu dung budc cac doanh nghiép ban Ié
phai lién tuc thay d6i, ndng cdp mang Iudi néu mudn
ton tai trong moi trudng canh tranh ngay cang khdc
liét nay.

2. PHAN TICH SwWoOT
2.1. Piém manh

Thdr nhat: Thi truGng ban 1é Viét Nam cd nhiéu tiém
nang phat trién manh dua trén nén tang quy md dan s6
I&n (han 96 triéu nguGi theo s liéu mdi nhat ném 2019),
€0 cAu dan sb tré (60% dan s& & dd tudi 18-50), cac hd
gia dinh tré co 16i s6ng hién dai ngay cang nhiéu vdi téc
do6 do thi hoa cao. Nganh ban Ié hién dai cta Viét Nam
s& ngdy cang phét trién trong thdi gian tai.

Thdr hai: Kinh t€ tang trudng, thu nhap binh quan
dau ngudi tang Ién, chi tiéu ho gia dinh tdng trung

opportunities, the purchasing power of the rural mar-
ket is increasing with the soared shopping demand.

In the future, given the strong growth potential,
Vietnam’s retail market will continue to attract more
and more domestic and foreign investors. The pres-
ence of a series of big names in the modern retail mar-
ket such as Vingroup, Mobile World, Hapro, Saigon
Co.op Mart, Big C, Mega market, Aeon Mall, , etc. has
shown the competition in the retail market is still in the
early stage. Many foreign companies have also
become familiar with the business culture of the
Vietnamese market and have grasped the tastes and
habits of the Vietnamese consumer community, so
they have also adjusted their business strategies to be
more and more suitable to increase the competitive-
ness with domestic ones.

According to Niesel Vietnam, types such as multi-
channel sales, combining online on the Internet plat-
form and fast-delivery channels as well as traditional
offline channels remain the main trends and become a
big orientation for retail companies to continue devel-
oping their business in the future. In addition, the
impact of the wave of technology 4.0 through social
networks on consumer tastes forces retail companies
to constantly change and upgrade the network if they
want to survive in the increasingly fierce competitive
environment.

2. SWOT ANALYSIS
2.1. Strengths

Firstly, Vietnam's retail market has great potential
to thrive based on a large population size (more than
96 million according to the latest date in 2019), young
population structure (60% of the population is aged
about 18-50), increasingly higher young households
with modern lifestyle and high urbanization. The mod-
ern retail industry of Vietnam will be increasingly
developed in the coming time.

Secondly, Vietnam has an economic growth, an

increased per capita income, an annual growth of
10.5% in average household spending and a strong
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binh 10,5%/ndm va ty |€ gia tdng manh mé cua tang
I6p trung luu (tUr 8 triéu ngudi nam 2019 du bao sé 1én
dén 1én 44 triéu ngudi trong nam 2022).

Thar ba: Trén thi truGng xuat hién cac xu hudng
san xuét, kinh doanh, tiéu dung cac san pham chéat
lugng cd ngudn goc rd rang vdi cac chuang trinh cham
séc khach hang tao niém tin cho ngudi tiéu dung gép
phan phét trién nganh ban I& hién dai.

2.2. Piém yéu

Thir nhat: Chi phi thué mdt bang kinh doanh tai
Viét Nam dang trén da téng (ddc biét tai cac do thi Ién
nhu TP.HCM va Ha NGi) da lam cac doanh nghiép ban
I& gdp nhiéu kho khan do suat dau tu cao nhung thu
hoi ngay cang cham. Quy hoach mang Iugi cac do thi
vé tinh chua rd rang nén doanh nghiép ban Ié gdp
nhiéu khé khan khi t6c d6 ma réng mat bang bi chdm
do chi phi thué téng cao.

Thar hai: Tinh trang quan ly nganh ban & hién dai
néi riéng va ban 1& ndi chung dang dugc “tha ndi” tai
nhiéu dia phuang. Chua cé quy hoach phat trién cu
thé dan dén canh tranh khdng binh déng, hodc ndi thi
tap trung qué nhiéu diém ban, nai thi lai thua véng.
Thiéu quy hoach dan dén cac doanh nghiép trién khai
k& hoach kinh doanh bi thu dong.

Thdr ba: Thi truGng ban Ié hién dai dang trong giai
doan dau phat trién nén chua thuc su ¢d Igi thé canh
tranh thi truGng so véi cac kénh truyén thong. Cac
bién phap ti€p thi cho cac loai hinh kinh doanh nay
chua lan rong dén cac tang I6p dan cu va tao thanh
“lan séng” ti€u dung mdi bén ving.

Thar tu: Chua tao tinh két nGi chat ché gilta hé
thong doanh nghiép ban 1é hién dai vdi cac nganh
hang san xuat trong nugc. TUr dd, cac hé théng ban Ié
hién dai dang dan bién thanh cac kénh phan phoi
hang hda nhap khau tir nudc ngoai. Piéu nay gay han
ché tinh tich cuc cta cac kénh ban Ié hién dai.

2.3. CG héi
Thd' nhat: Thi trudng ban 1é cd d6 ma I6n, gan
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growth in the middle class (the middle class is fore-
casted upward from 8 million people in 2019 to 44 mil-
lion people in 2022).

Thirdly, in the market, there are trends in produc-
tion, business and consumption of quality products
with clear origins with customer care programs that
create consumer confidence, contributing to the devel-
opment of the modern retail industry.

2.2. Weaknesses

Firstly, the costs of renting business premises in
Vietnam is on an increase (especially in big cities like
Ho Chi Minh City and Hanoi), which has caused diffi-
culties for retail companies due to high investment but
slow capital recovery. The network planning of satel-
lite cities is not clear, so retail companies face many
difficulties when the expansion speed of business
premises is slowed down due to rising rental costs.

Secondly, the management of modern retail
industry in particular and retail industry, in general is
being “floated” in many localities. There is no specific
development plan leading to unfair competition, or
uneven presence of points of sales. The lack of plan-
ning causes enterprises to passively implement busi-
ness plans.

Thirdly, the modern retail market is in the early
development stage, so it does not really have a com-
petitive advantage compared to traditional channels.
The marketing measures for these business types
have not spread to the population classes and created
a new “wave” of sustainable consumption.

Fourthly, there has not been a strong connection
between the modern retail business system and the
domestic manufacturing industries. Therefore, modern
retail systems are gradually turning into distribution
channels for imported goods. This limits the positive-
ness of modern retail channels.

2.3. Opportunities

Firstly, the retail market has a large openness
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nhu hoan toan sau khi Viét Nam gia nhdp T6 chiic
thugng mai thé gidi (WTO). biéu nay cho thdy nganh
ban I& hién dai la mét trong nhitng nganh cd cd hdi
dudc quéc t€ hdéa cao trong nén kinh té€ Viét Nam.
Nganh ban |é hién dai cling dong thdi la nganh cé cg
hoi I16n trong viéc m& clra thi truGng véi sirc cau dén
tur khach du lich nudc ngoai, chuyén gia nudc ngoai.

Thd hai: Cac hiép dinh déi tac thugng mai xuyén
Thai Binh Duang (CPTPP), hiép dinh thuong mai tu do
vGi EU (EVFTA), ciing nhu Cong dong kinh t€ ASEAN
(AEC) dang ngay cang md ra trién vong to Ién cho thi
trudng dich vu, dau tu, phan phdi hang hoda. Qua do,
cac hiép dinh nay cling gép phan day manh thu hat
dau tu cla doanh nghiép FDI vao nganh ban Ié hién
dai & Viét Nam.

Thar ba: Doanh nghiép ban Ié Viét Nam dang co
nhitng cd hoi hoc hoi kinh nghiém vé quan ly va st
dung von, quan tri lao dong tir qua trinh hoi nhap qudc
t&, co hoi trong viéc hop tac phat trién sau khi gia
nhap cac chudi cung (ing ctia nhiéu tap doan I16n trén
thé gidi tao cd hdi cho nhitng doanh nghiép trong
nudc vuon |én trong giai doan tdi.

2.4. Thach thirc

Tha nhat: Thong qua viéc thuc hién cac cam
két md clra thi trudng dich vu, dau tu, phan phai,
bai bd cac rao can thugng mai, cac tap doan ban lé
hung manh tir nudc ngoai dang tim cach tham nhéap
thi trudng Viét Nam. Cac thuagng hiéu I8n hién dién
s€ tao nén ap luc canh tranh gay gt trén thi trudng
noi dia.

Thir hai: Tinh trang canh tranh khong lanh manh
trén thj trudng ndi dia da dan dén nhiéu vu viéc tiéu
cuc trong gian lan xuat x hang hoa, lap IG vé chat
lugng hang hda gay tam ly lo ngai cho ngugi tiéu dung
tao thach thdtc cho cac hé théng ban 1é hién dai mudn
dlng virng trén thi trudng.

Thir ba: Cac doanh nghiép phai thich nghi véi thay
ddi &p dung cdng nghé tiéu dung mdi dé€ phu hap Vi
thoi quen tiéu dung hién dai cua thi trudng nhu: dau
tu phat trién mang IuGi clra hang 16n, san pham tot,

that is almost completely open after Vietnam joined
the World Trade Organization (WTO). This shows that
the modern retail industry is one of the sectors with
high internationalization opportunities in Vietnam'’s
economy. The modern retail industry also has a great
opportunity to open the market thanks to the demand
from foreign tourists and foreign experts.

Secondly, the Comprehensive and Progressive
Agreement for Trans-Pacific Partnership (CPTPP), the
European Union Vietnam Free Trade Agreement
(EVFTA) as well as the ASEAN Economic Community
(AEC) are increasingly opening up great prospects for
the service market, investment, and distribution of
goods. Thereby, these agreements also contribute to
promoting investment attraction of FDI enterprises in
the modern retail industry in Vietnam.

Thirdly, Vietnam’s retail companies are having
opportunities to learn experiences about capital man-
agement and use, labor management from the inter-
national integration, opportunities in the development
cooperation after joining the supply chains of many
large corporations in the world, which facilitates
domestic enterprises to rise up in the coming time.

2.4. Threats

Firstly, through the implementation of commit-
ments to open markets for services, investment, distri-
bution and abolish trade barriers, powerful retail cor-
porations from abroad are seeking to enter the
Vietnamese market. The presence of the big brands
present will create a fierce competitive pressure in the
domestic market.

Secondly, the unfair competition in the domestic
market has led to many negative cases in goods origin
fraud, unclearness about the quality of goods, causing
anxiety for consumers, challenging the modern retail
systems that want to stand firm in the market.

Thirdly, enterprises must adapt to the changes to
apply new consumer technology to suit the modern
consumption habits of the market such as investing in
developing a large store network, good products, rea-
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gia ca phu hgp va xay dung dich vu giao hang tién Igi
cho ngudi tiéu dung.

3. DU BAO THI TRUO'NG BAN LE

Nhin chung nganh ban I hién dai ti€p tuc xu hudng
tang trudng manh trong thdi gian tdi. Tuy nhién, qua
trinh phat trién cla nganh s& cd su phan hda trong
hoat dong cuia cac doanh nghiép. Cu thé, dudi stic ép
canh tranh thi cac doanh nghiép cé chi phi hoat dong
G muc cao hon trung binh nganh sé dan “tut lai” phia
sau trong khi cac doanh nghiép c6 mat bang chi phi
hoat dong thap sé ngay cang lan luét. Thi truGng ban
|& hién dai dang cd su dan xen thi phan sé dan hinh
thanh cac doanh nghiép 16n mang tinh chi phdi, dan
dat thi trudng. Co hoi tham gia vao thj trudng ban 1é
rét I6n nhung sy bdo hoa ngan han sé xay ra cuc bd
do s6 lugng clra hang m& mdi dang qua nhanh tai mot
s6 dia phuong trong khi stfc mua clia ngudi tiéu dung
chua thé téng tuong (ing. Nganh ban Ié hién dai vap
phai su' canh tranh v8i mo hinh chg truyén thong va
tiém tap hda truyén théng. Mac du vay, tinh hinh hoat
dong cua nganh ban Ié hién dai dugc danh gia tucng
ddi kha quan trong tuang lai véi b6i canh kinh té vi mo
Viét Nam dang ngay cang tich cuc.

C. NGANH SAN XUAT SAN PHAM NONG NGHIEP
UNG DUNG CONG NGHE CAO

1. XU HUONG TANG TRUONG CUA NGANH SAN
XUAT THUC PHAM

X3 hoi Viét Nam dang c6 su’ chuy&n minh trong viéc
huéng dén tiéu dung thuc phdm, san pham sach an
toan c6 ngudn gbc xuat x(r r6 rang. Thai gian qua, cac
€0 quan chiic ndng dang chu trong thlic ddy tang trudng
kinh t€ gan lién véi cac chinh sach bao vé méi trudng.
Su’ cdng thang thuong mai gitta hai nén kinh t€ hang
dau My-Trung Qudc, su dinh tré thugng mai clia mét s
kénh thuong mai quéc t&, bién ddi khi hau, dich bénh
trong chan nudi gia slc, gia cam tac dong dén nganh
san xudt san phdm ndng nghiép (hg dung céng nghé
cao. BGi canh hoi nhap tang thém co hoi cho nganh san
xuét san pham ndng nghiép cdng nghé cao va an toan
chét lugng canh tranh khong nhitng phuc vu thi trudng
trong nudc ma con hudng dén viéc xuét khau.

62

sonable prices and developing convenient delivery
service for consumers.

3. FORECAST ON THE RETAIL MARKET

In general, the modern retail industry is forecast-
ed to keep growing strongly in the coming time.
However, the development of the industry will have a
differentiation in the operation of enterprises.
Specifically, under the competitive pressure, enterpris-
es with operating costs higher than the industry aver-
age will gradually “lag behind” while those with low
operating costs will increasingly dominate the market.
The modern retail market with a mix of market share
will gradually form large enterprises that dominate and
lead the market. There is a great opportunity to enter
the retail market but the short-term saturation will
occur locally because the number of new stores is
increasing too sharply in some localities while con-
sumer purchasing power has not been increased cor-
respondingly. The modern retail industry has to com-
pete with the traditional market model and traditional
grocery stores. However, the performance of the mod-
ern retail industry is assessed to be relatively opti-
mistic in the future in the context that Vietnam’s
macro-economy is increasingly positive.

C. HIGH-TECH APPLICATION AGRICULTURE
INDUSTRY

1. GROWTH TREND OF HIGH-TECH APPLICA-
TION AGRICULTURE INDUSTRY

Vietnamese society is changing towards the con-
sumption of safe and clean food, products with clear
origin. In recent years, relevant authorities are
focusing on promoting the economic growth associ-
ated with environmental protection policies. The US-
China trade tensions, the trade stagnation of some
international trade channels, climate change, and
epidemics in livestock and poultry farming have
impacted on the hi-tech agro-product manufactur-
ing. The integration adds opportunities for the
industry to produce high-tech, safe agro-products
with competitive quality not only for the domestic
market but also for exports.
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Trong thdi gian tdi, cac doanh nghiép san xuat san
phdm ndng nghiép cdng nghé cao s& dan trg thanh
mot diém sang vdi nang sudt, nang luc canh tranh
vugt troi va chat lugng san phdm c6 slic canh tranh
cao. Thdi gian qua xuat hién rat nhiéu mo hinh san
xudt rau sach thu hdt nhiéu doanh nghiép trong va
ngoai nudc, cac nha tai trg von ODA quan tam. Nhiéu
cong ty, tap doan I6n da dau tu manh mé vao phat
trién san phdm ndng nghiép céng nghé cao nhu
Hoang Anh Gia Lai, TH Truemilk, Vinamilk, TruGng
Hai, DABACO,... d3 phat trién cac quy trinh san xuat
chan nudi ap dung cong nghé cao, hinh thanh nhiéu
chudi san xudt-cung (ing vdi su lién két tir khau san
xudt dén khau cung Ung ra thi truGng (Hinh 11).

Bén canh do, vdi Igi thé ctia mot qudc gia cd nganh
néng nghiép kha I6n, viéc (’ng dung trién khai manh
mé& cac kY thudt san xudt mdi d6i v6i cic san pham
nhu rau ci qua, bo sita, la, Ign, ga.... d@ md ra
nhitng hudng di méi cho nén kinh t€. Chinh sach thuc
day viéc uu tién dung hang Viét cling dugc phat déng
tao stfc mua I6n cho mat hang néng nghiép rng dung
cong nghé cao trong thdi gian qua nhung nganh nay

In the coming time, enterprises producing hi-tech
agro-products will gradually become a bright spot with
outstanding productivity, competitive quality of prod-
ucts. Recently, many clean vegetable production mod-
els have attracted a lot of domestic and foreign enter-
prises, and ODA sponsors. Many large companies and
corporations having much invested in developing hi-
tech agro-products such as Hoang Anh Gia Lai, TH
Truemilk, Vinamilk, Truong Hai, DABACO, etc. have
developed high-tech farming manufacturing process-
es, forming many production-supply chains with the
link from the production stage to the supply stage to
the market (Figure 11).

In addition, given the advantage of a country with
a sizable agricultural industry, the application of new
production techniques for products such as vegeta-
bles, milk cows, rice, hogs, chickens, etc. has opened
up new directions for the economy. The policy to pro-
mote the priority of using Viethamese goods has also
been launched, creating great purchasing power for
high-tech agro-products in recent years but the indus-
try still has great potential for development. High-tech

Hinh 11: TANG TRUONG NGANH NONG-LAM-THUY SAN GIAI DOAN 2012-2018 (PON VI: %)
Figure 11: GROWTH OF AGRO-FORESTRY-FISHERIES IN THE 2012-2018 PERIOD (UNIT: %)
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van con nhiéu tiém néng phét trién. Hang néng nghiép
Ung dung céng nghé cao dang dan di vao cac siéu thi,
clfa hang tién Igi trén thij truGng. Nhin chung, thdi gian
qua ty lé hang Viét tai cac siéu thi van dugc duy tri &
muc cao trén 80%, ty I€ hang Viét tai cac hé siéu thi
nudc ngoai chiém khoang 65%, ty |€ hang Viét tai cac
chg truyén thong, clra hang tién Igi chiém ty € tir 60%
trg I1én.

2. PHAN TiCH swoT
2.1. Piém manh

Thda' nhat: Viét Nam c6 mot truyén thong lau dgi
trong phat trién ndng nghiép, cd mdt khu vuc néng
thon va ty 1€ dan s6 song & néng thon kha 16n. Diéu
nay gilip nganh san xuat san phdm néng nghiép cong
nghé cao c6 mdi trudng thuan Igi d€ ti€p tuc phat trién
trong giai doan tdi.

Thar hai: NguGi ndng dan Viét Nam néi chung va
cac doanh nghiép nbng nghiép ndi riéng déu kha
nhanh nhay trong viéc chuyén d8i cung céach san xuat
kinh doanh tao thanh diém manh trong viéc chuyén
d6i san xuét cac san pham ndng nghiép dat tiéu chuén
chat lugng cao v@i san xudt an toan VietGap hoac
GlobalGAP.

Thir ba: Viét Nam da c6 hé thong cac trudng dai
hoc, vién nghién ctu vé ndng nghié€p kha quy mé gitp
cho viéc hinh thanh mot nén kinh t€ san xuat san
phdm ndng nghiép céng nghé cao trong thdi gian tdi.

2.2. biém yéu

Thdr nhat: Dién tich canh tac con nhd 1é, manh
mun, tap trung 8 mot s6 vung, chd yéu hién tai san
xudt van 13 cac ho gia dinh, chua xdy dung dudc hé
thdng cac doanh nghiép san xudt san phdm néng
nghiép cong nghé cao. Nhin chung, c6 téi han 60%
doanh nghiép cho rang ti€p can dat dai Ia rao can I6n
nhat trong viéc dau tu vao san xudt san phdm ndng
nghiép cong nghé cao.

Thir hai: Cac cong nghé ap dung dé san xuat san
phdm ndng nghiép cdng nghé cao da phan 1a cong

64

agro-products are gradually entering supermarkets
and convenience stores in the market. In general, the
proportion of Viethnamese goods in supermarkets has
been maintained at a high level of over 80%, the pro-
portion of Vietnamese goods in foreign supermarkets
accounts for 65%, the proportion of Vietnamese
goods in traditional markets and convenience stores
accounts for 60% or more.

2. SWOT ANALYSIS
2.1. Strengths

Firstly, Vietnam has a long tradition of agricultur-
al development, a rural area, and a large proportion of
the rural population. This helps the production of high-
tech agro-products have a favorable environment to
continue developing in the coming period.

Secondly, Vietnamese farmers in general and
agricultural enterprises in particular are quite agile to
change the way of production and business, creating
a strength in transforming the production of high-qual-
ity standard agro-products products with the safe pro-
duction processes like VietGap or GlobalGAP.

Thirdly, Vietnam has a quite large system of uni-
versities and research institutes on agriculture, which
helps to form an economy producing hi-tech agro-
products in the future.

2.2. Weaknesses

Firstly, the farming area is still small, scattered,
concentrated in some areas, there is mainly house-
hold-scale production, a system of enterprises produc-
ing high-tech agro-products has not been developed
yet. In general, more than 60% of enterprises say the
land access is the biggest barrier to the investment in
high-tech agricultural production.

Secondly, technologies applied to produce hi-tech
agro-products are mostly imported, depending on the
foreign supplies. Enterprises (as well as farmers) in
general still find it hard to regularly access information
on technology, markets and trade.
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nghé ngoai nhap, phu thudc vao ngudn cung cap nudc
ngoai. Cac doanh nghiép (cling nhu hé néng dan) nhin
chung van rét khd tiép can dudc thong tin cong nghé,
thi truGng, thuong mai mét cach thudng xuyén.

Thir ba: Co sd ha tang phuc vu san xudt san
phdm ndng nghiép céng nghé cao nhu mang Iudi giao
thong, thay Igi, ha tang ndng nghiép chua dugc dau
tu, phat trién ddng muc lam ting chi phi san xuét, chi
phi vin chuyén, bao quan san pham ndng nghiép
céng nghé cao.

2.3. C0 héi

Thdr nhat: Trong giai doan hién nay, viéc ap dung
cac san xuét san pham ndng nghiép céng nghé cao tai
Viét Nam dang cé co hdi I6n trién khai vi rat nhiéu cac
doi tac tién tién vé nganh dang xam nhap vao thi
trudng Viét Nam.

Thd hai: Viéc tham gia cac hiép dinh thugng mai
tu’ do va theo tiéu chuan cao nhu’ CPTPP va EVFTA d3
tao cd hdi cho nganh ndng nghiép thay ddi vé can ban
viéc san xuat, trong dé hudng manh dén san xuat san
phdm ndng nghiép cdng nghé cao dat chudn san xudt
an toan VietGap, GlobalGAP khong chi dap Ung tiéu
diing ma codn phuc vu xuét khau.

Thar ba: Ca ché chinh sach cta Nha nudc cling
d3c biét coi trong, tao diéu kién, co ché dé phat trién
cac khu, viing va doanh nghiép néng nghiép Urng dung
cdng nghé cao. Céc chinh sach uu dai, hd trg phat
trién néng nghiép cong nghé cao da gitp thu hat mét
s tap doan, cong ty dau tu vao noéng nghiép cong
nghé cao nhu Vingroup, NutiFood, Dalat Hasfarm...

2.4. Thach thirc

Thd’ nhat: Dau tu vao nganh san xudt san pham
nong nghiép cong nghé cao khong phai la mot cudc
chai “ngdn han” ma doi hoi cac doanh nghiép phai co
sy’ gan két 1au dai vdi nganh trd thanh mét thach thirc
I6n trong bdi canh ty suét sinh ISi ciia nganh van chua
dap Ung ky vong clia nha dau tu.

Thir hai: San phdm ndng nghiép (tng dung cbng

Thirdly, infrastructure for manufacturing high-
tech agro-products such as transport networks, irriga-
tion systems, and agricultural infrastructure has not
been properly invested and developed, thereby,
increasing production costs, transportation costs, and
preservation costs for high-tech agro-products.

2.3. Opportunities

Firstly, the production of high-tech agro-products
in Vietnam has a great opportunity to be implemented
because many advanced partners in the industry are
penetrating into the Vietnamese market.

Secondly, the participation in free trade agree-
ments with high standards such as the Comprehensive
and Progressive Agreement for Trans-Pacific
Partnership (CPTPP) and the European Union Vietnam
Free Trade Agreement (EVFTA) has created opportu-
nities for the agricultural industry to substantially
change the product with a strong emphasis on the
production of high-tech agro-products meeting stan-
dards such as VietGap and GlobalGAP that not only
satisfies the domestic consumption but also serves
exports.

Thirdly, the State’s mechanisms and policies also
attach special importance to, creating conditions and
mechanisms for developing agricultural zones, regions
and enterprises with high-tech application. Incentive
policies, supporting the development of high-tech agri-
culture have helped attract a number of corporations
and companies to invest in high-tech agriculture such
as Vingroup, NutiFood, Dalat Hasfarm, etc.

2.4. Threats

Firstly, the investment in the hi-tech agro-product
manufacturing industry is not a “short-term” game but
requires enterprises to have a long-term commitment
to the industry which becomes a big threat in the con-
text that the industry’s profitability has not yet met
investors’ expectation.

Secondly, hi-tech agro-products have not really
had a firm foothold in the domestic and export mar-
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nghé cao van chua thuc su cd chd ditng vitng chéc
trén thi trudng tiéu thu trong nudc va xuét khau. Quy
trinh san xuét chua thuc su' tao chuyén bién manh mé
dén nhan thic cla ngudi tiéu dung vé su khac biét
chét lugng san pham.

Thdr ba: Thi trudng xuét khau thiéu tinh &n dinh
bén viing, chinh sach rao can vé chat lugng lién tuc
thay d6i, thong tin thi trudng quéc t& chua kip thoi
phé bién téi nha san xuét.

3. DU BAO THI TRUONG SAN XUAT THUC PHAM

Thdi gian qua, t6c do tang trudng khu vuc ndng
nghiép kha kha quan vdi su cai thién ca vé nang suat
cling nhu chat lugng, hiéu qua san xuat khéng ngling
dugc nang cao. Hién nay, Viét Nam dang diing thar 15
trén thé gidi vGi 10 nhdm mat hang nong, lam, thay
san ¢ kim ngach xudt khdu trén 1 ty dé la My, trong
dd c6 6 mat hang c6 kim ngach trén 3 ty d6 la My. Mac
du vay, s6 doanh nghiép dau tu trong linh vuc néng
nghiép ('ng dung céng nghé cao van chi chiém khoang
8% t6ng s& doanh nghiép trén cd nudc. Tuy nhién,
tiém nang phat trién clia nganh néng nghiép (ing dung
cong nghé cao tai Viét Nam la rat I6n. Nganh nay sé
phét trién thanh mét hé sinh thai cac doanh nghiép
san xuat kinh doanh véi tiém Iluc hang dau khu vuc
Dong Nam A trong tudgng lai. Du’ béo trong thap ky tdi,
nganh san xuét san pham ndng nghiép ('ng dung cong
nghé cao cla Viét Nam s€ trg thanh mot nganh mang
lai ngudn thu dot bién trong bGi canh nhu cau ndng
san sach clia thé gidi khdng ngirng tang cao.

D. NGANH SAN XUAT THUC PHAM

1. XU HUONG TANG TRUONG CUA NGANH SAN
XUAT THUC PHAM

Tiém néng cho linh vuc thuong mai thuc phdm
cling tang Ién nhanh cung véi toc do cai thién thu
nhap clia ngudi dan. Khi thu nhap tang Ién, ngudi dan
s€ cai thién ndi & va dinh duBng. Dan s6 tré thj trudng
rong 16n, nganh du lich phét trién manh mé dan dén
chi tiéu clia ngudi tiéu dung cho thuc phdm néi chung
cling tang manh. Thi trudng da thu hat nhiéu nha dau
tu’ trong va ngoai nudc quan tam dau tu, hop tac, ma
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kets. The manufacturing process has not really made
a dramatic change to consumers’ perception of differ-
ences in product quality.

Thirdly, the export market lacks sustainable sta-
bility, policies on quality barriers are constantly chang-
ing, and the international market information has not
been timely disseminated to manufacturers.

3. FORECAST ON THE HIGH-TECH APPLICATION
AGRICULTURE INDUSTRY

Over the past time, the growth rate of the agricul-
tural industry has been quite positive with the
improvement in both productivity and quality, and the
constantly improved production. Currently, Vietnam
ranks 15th in the world with 10 groups of agricultural,
forestry and fishery products having an export value of
more than USD 1 billion in which 6 items have an
export value of USD over USD 3 billion. However, the
number of enterprises investing in hi-tech agriculture
still accounts for only 8% of the total number of enter-
prises nationwide. The development potential of hi-
tech agriculture in Vietnam is very huge. This industry
will develop into an ecosystem of manufacturing
enterprises with the leading potential in the Southeast
Asia in the future. It is forecasted that in the next
decade, Vietnam'’s hi-tech agro-product manufacturing
will become an industry that brings in a soared rev-
enue in the context of the world’s increasing demand
for clean agro-products.

D. FOOD MANUFACTURING INDUSTRY

1. GROWTH TREND OF FOOD MANUFACTURING
INDUSTRY

The potential for the food trade has also increased
rapidly along with the income growth rate of the peo-
ple. When the income increases, people will improve
their shelter and nutrition. The young population,
large market and growing tourism industry have led to
the increase in consumer spending on food in general.
The market has attracted many domestic and foreign
investors who are interested in investing, cooperating,
expanding the production and business such as
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rong linh vyc san xudt kinh doanh nhu Masan, Thanh
Thanh Cong, Kido, Pan Group, FMCG gilp tao ra mot
thi trudng thuc phdm sbi ddng, canh tranh & nhiéu
phan khc, cac chudi gia tri thit heo-bo-ga...

Bén canh d4, thuc phdm hién dang 1& nganh hang
chiém ty & cao nhat trong cd cau chi tiéu hang thang
clia ngudi tiéu dung Viét Nam, udc khoang 35% murc
chi tiéu. N8m 2018, néu téng doanh thu bén Ié hang
hoa udc dat trén 3,3 triéu ty dong thi doanh thu ban Ié
cac mit hang thuc phdm va dd udng da chiém khoang
12,3%. Riéng tai thi trudng TP.HCM, trong t6ng doanh
thu dich vu ban lé dat gan 700.000 ty dong, cac mat
hang thuc phdm va dd udng chiém 17%. Bén canh su
phét trién khdng ngling clia nganh du lich va mang IuGi
ban lé tai Viét Nam déng vai trd cho su phét trién cla
nganh thuc pham khi ma nhu cau cao hon cho cac phan
khtc thuc phdm cao cap dugc dap (g véi su san co
clia cac dong san pham thuc phadm chét lugng cao
thong qua cac kénh thuang mai hién dai. Co hoi dau tu
cho nganh ché bién thuc phdm clia Viét Nam van con
kha 16n trong bdi canh nganh thuc phdm chiém 15%
GDP va toc dd tang trudng moi ndm khoang 7%. Mt
khac, trong nhitng ndm qua thi thuc pham 1& mét trong
10 san phadm dudc giao dich truc tuyén qua mang
Internet nhiéu nhat tai Viét Nam.

2. PHAN TICH SwWoOT
2.1. Piém manh

Thdr nhat: Viét Nam la mot trong nhiing nha xudt
khdu gao, ca phé, hat tiéu va hat diéu I6n nhét thé
giGi. Vi ngudn nguyén liéu thuc phdm phong phd,
khdi lugng 16n, gid ré, nganh ch& bién thuc pham
trong nuGc c6 moét diém manh dic biét.

Thir hai: Thu nhap ngay cang tang ctia ngudi dan,
thi trudng rong I6n vdi gan 100 triéu dan va nganh du
lich dang phat trién manh sé& tdng cudng chi tiéu cla
ngudi tiéu diing cho thuc phdm va dd udng tai Viét Nam

Thir ba: Hiép dinh thugng mai tu do gan day sé
ti€p tuc cai thién kha nang ti€p can thi trudng quoc té
cho cac san phdm thuc phdm cla Viét Nam do xu
hudng day manh hdi nhap. Bén canh do, diém manh

Masan, Thanh Thanh Cong, Kido, Pan Group and
FMCG, helping create a bullish and competitive food
market in many segments, the value chains of pork-
beef-chicken, etc.

In addition, food is currently the item having the
highest proportion in the monthly expenditure struc-
ture of Vietnamese consumers with an estimate of
about 35%. In 2018, total retail sales of consumer
goods were estimated at over VND 3.3 million billion in
which retail sales of food and beverage products
accounted for about 12.3%. In Ho Chi Minh City alone,
total retail sales of consumer goods and services was
nearly VND 700,000 billion in which retail sales of food
and beverage products accounted for 17%. Moreover,
the continuous development of the tourism industry
and the retail network in Vietnam plays an important
role for the development of the food industry when
the higher demand for premium food segments is met
with the available lines of high-quality food products
through modern trade channels. There is a quite great
investment opportunity for Vietham'’s food processing
industry in the context that the food industry accounts
for 15% of GDP and has an annual growth rate of 7%.
On the other hand, over the past years, food has been
one of the top 10 food products traded online via
Internet in Vietnam.

2. SWOT ANALYSIS
2.1. Strengths

Firstly, Vietnam is one of the world’s largest
exporters of rice, coffee, pepper and cashew. With a
variety of food materials, large supply, and cheap
prices, the domestic food processing industry has a
special strength.

Secondly, the increasingly higher income of the
people, the large market of nearly 100 million people
and the fast growing tourism industry will increase
consumer spending on food and beverages in
Vietnam.

Thirdly, the recent free trade agreement will con-
tinue improving access to international markets for
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cla Viét Nam 1a hau nhu khong co bat c xung dot
thuong mai vé&i doi tac nao.

Thd tu: VGi ngudn lao dong doi dao, chi phi lao
dong thap tao diéu kién cho cac doanh nghiép giam
cac chi phi san xudt d& cé kha ndng canh tranh cao tir
viéc cdt giam gia thanh san pham.

2.2. biém yéu

Thir nhat: Quy mo san xuat con manh mun, nho 1é
vGi ngudn von con han ché so véi cac tap doan thuc phdm
nudc ngoai, can cd thdi gian thi méi khac phuc dugc.

Thdr hai: Nang luc trinh d6 quan ly nhin chung con
nhiéu han ché& vi Viét Nam méi chuyén ddi theo md
hinh kinh t€ thi truGng vai chuc nam qua.

Thar ba: Viét Nam co ngudn nguyén liéu phong
phtd nhung hé théng cung cdp nguyén li€éu con thu
cdng va nhd 1&. Bén canh do, tinh hinh & nhiém méi
trudng dién bién phirc tap 1am gidm uy tin san pham
thuc pham cua Viét Nam.

Thar tu: Chua dap 'ng dugc hét nhitng cam két
cla cac hiép dinh thugng mai tu do vé mat ky thuat,
yéu ciu an toan vé sinh thuc phdm vé san pham xuét
khdu nén chua thé ddy manh san xut, xay dung
thugng hiéu manh trong thdi gian tdi.

2.3. C0 héi

Tha' nhat: Véi sy phong phi ngudn nguyén li€u
clia san phdm ndng nghiép thuén Igi cho viéc cung
(rng ché bién thuc phdm. Viét Nam dang dudc xem 13
mot trong 5 “gid” thuc phdm cua thé gidi.

Thir hai: Cac san pham thuc phdm ché bién cla
Viét Nam ngay cang dudc thé gidi biét dén va ua
chudng sau khi nhiéu doanh nghiép dd nd luc xay
dung thuong hiéu hang Viét Nam xu&t khau.

Thdr ba: Ngudi tiéu dung Viét Nam dang co xu
hudng quan tdm téi danh muc san phdm thuc phdm
tot cho stc khoe. Nhu cau da dang vé cac chdng loai
thuc pham ché bién chat lugng cao 13 yéu t6 hap dan
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Vietnam’s food products due to the trend of accelerat-
ing integration. Besides, Vietnam’s strength is that
Vietnam hardly has trade conflicts with partners.

Fourthly, Vietnam has abundant labor resources
and low labor costs, facilitating enterprises to reduce
production costs to be highly competitive thanks to the
lower product cost.

2.2. Weaknesses

Firstly, production scale is still fragmented and
small with limited capital compared to foreign food
corporations. It takes time to overcome the weakness.

Secondly, management capacity in general is still
limited because Vietnam has been transformed into a
market economy model over the past few decades.

Thirdly, Vietnam has a plentiful source of raw
materials but the material supply system is still small
and manual. In addition, the complicated environmen-
tal pollution has reduced the reputation of Vietham’s
food products.

Fourthly, Vietham has not met all commitments
of free trade agreements in terms of technique, food
safety and hygiene requirements for exported prod-
ucts, so it has not been able to boost production and
develop strong brands in the coming time.

2.3. Opportunities

Firstly, with the abundant raw material supply of
agro-products, making it convenient for the supply
and processing of food, Vietnam is considered as one
of the world’s 5 “food baskets”.

Secondly, Vietnam’s processed food products are
becoming more and more popular and preferred
around the world after many enterprises have made
efforts to develop Vietnam’s export goods brand.

Thirdly, Viethamese consumers tend to pay atten-
tion to the list of healthy food products. Diverse
demand for high-quality processed foods is an attrac-
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dé thu hit nha dau tu ngoai tham gia vao thi trudng
trong thdi gian tdi.

2.4. Thach thirc

Thir nhat: Cac nha san xudt phai tuan tht nguyén
tdc chat lugng va an toan trong thuc phdm vi mét s6
doanh nghiép da bi thi trudng “tdy chay” trong thoi
gian qua dan dén tinh hinh kinh doanh giam st
nghiém trong.

Thdr hai: Ddy manh xay dung thuong hiéu, thay
ddi mau ma, bao bi tdng cudng quang ba nhdm thu
hdt ngudi tiéu dung han. Néu khéng ddy manh thuc
hién cac linh vuc nay, nguy cd mat thi truGng vao tay
cac cong ty nudc ngoai s€ xay ra.

Thdar ba: Vi thi truGng ngay cang khd tinh hon,
doanh nghiép phai quan tam dén chat Iugng, xuat & rd
rang, san pham tu nhién an toan cho stic khoe thi mdi
dugc ngudi tiéu ding quan tam tin tudng, gan bd lau dai.

Thir tur: Phai téng cuding thuc hién cac giai phap dbi
mdi cong nghé, &ing dung cac hé thdng quan ly, cong cu
cai tién ndng sudt chat lugng tién tién d& nang cao chat
lugng san pham, giam chi phi san xuét, ning suét lao
dong va kha ndng canh tranh trén thi trudng.

3. DU BAO THI TRUO'NG SAN XUAT THUC PHAM

Trong nhiing ndm qua, Viét Nam luén dugc danh
gia 13 mot trong nhitng qudc gia dan dau thé gidi vé
xuét khdu néng 14m thiy san. Bén canh mét thi trudng
ndi dia dang phat trién manh vdi siic cau I8n, cac san
pham thuc phdm cla Viét Nam d3 xuét khiu dén hon
100 qudc gia, viing lanh thé véi su' da dang vé ching
loai va chat lugng ngay cang dugc nang cao. Nhitng
nam s3p tdi nganh ché bién thuc phdm clia Viét Nam
s€ hoa nhap vao tién trinh hoi nhap qudc té clia ca nén
kinh té& thong qua cac hiép dinh thuong mai tu do. Day
I didu kién thudn Igi d&€ cac doanh nghiép trong
nganh san xuét thuc pham dé dang hon trong viéc md
rong thi trudng va nang cao san lugng, thi phan xuat
khdu. Nhu vdy, nganh san xuét thuc phdm cla Viét
Nam sé trd thanh mot trong nhitng nganh cé tiém
nang tang trudng cao trong tuang lai. |

tive factor to attract foreign investors to participate in
the market in the next time.

2.4. Threats

Firstly, manufacturers must adhere to the princi-
ple of quality and safety in food because some enter-
prises have been “boycotted” by the market in recent
years, leading to a serious business situation.

Secondly, it is recommended to promote brand-
ing, change models, packaging to promote advertising
to attract more consumers. If these fields are not pro-
moted, the risk of losing market to foreign companies
will occur.

Thirdly, with the increasingly prissy market,
enterprises must pay attention to quality, clear origin,
natural products that are safe for health to be trusted
and used by consumers with long-term commitment.

Fourthly, it is necessary to strengthen the imple-
mentation of technological innovation solutions, appli-
cation of management systems and advanced quality
productivity improvement tools to improve product
quality, reduce production costs and improve labor
productivity as well as competitiveness in the market.

3. FORECAST ON THE FOOD MANUFACTURING
MARKET

Over the past years, Vietham has always been
ranked as one of the world leaders in agriculture,
forestry and fishery exports. In addition to a thriving
domestic market with great demand, Vietnam'’s food
products have been exported to more than 100 coun-
tries and territories with increasingly diverse types and
quality. In the coming years, Vietnam'’s food process-
ing industry will join the international integration of
the whole economy through free trade agreements.
This is a favorable condition for enterprises in the food
manufacturing industry to more easily expand markets
and improve output and export market share.
Therefore, Vietnam'’s food manufacturing industry will
become one of the industries with high growth poten-
tial in the future.®
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I. TIEM NANG TANG TRUOGONG LOTI NHUAN
NGANH THUC PHAM — P UONG — BAN LE 2019

Kinh t& vi mé 6n dinh — Piém tua virng chai
cho su tang truwéng nganh Tiéu diung (Thuc
pham, D6 udng) — Ban lé. Liiy k& 9 thang dau ndm
2019, nén kinh t& Viét Nam van ghi nhan mc téng
trudng lac quan trudc nhiéu suy doan sé cd su’ sut
manh trudc dé (dat 6,98%-muc tang cao nhat cua 9
thang trong 9 nam gan nhat). Tang trudng GDP ghi
nhan muc ky luc ciing véi viéc chi s6 PMI van duy tri
trén mdc 50 diém trong bdi canh kinh t& th& gidi c6
phan khong thuan Igi (Chién tranh thugng mai, cang
thang dia chinh tri). Xu hudng téng trudng cham lai
dang la mot diém sang cua Viét Nam so véi khu vuc
Chau A néi chung va Béng Nam A ndi riéng. Pong luc
chinh clia tang trudng kinh té€ 9 thang ndm nay dén tur
nganh céng nghiép ché bién, ché tao (tdng 11,37%)
va cac nganh dich vu thi trudng (Ban budn va ban lé
tang 8,31%; hoat dong tai chinh, ngan hang va bao
hiém ting 8,19%). Muc tiéu tdng trudng 6,9%-7,0%
trong nam 2019 danh gia la kha thi va vdi tinh hinh
kinh t& vi md 6n dinh s& trd thanh diém tua vitng chéc
cho tdng trudng nganh tiéu dung-nganh vén ciing gan
lién dén tGc do tang trudng kinh té.

Theo d6, GDP binh quan dau ngusi 2018 dat
khoang 2.540 USD, tang 155 USD so véi 2017 va 325
USD so vaGi 2016. Chi tiéu tiéu dung Viét Nam nam
2018 udc dat khoang 181 ty USD va dugc du bao sé
ti€p tuc tang trudng manh trong cac nam tdi.

Chi s6 niém tin tiéu dung giit mirc lac quan
thic day ting trudng tiéu dung dic biét & cac
nganh thu'c pham d6 udéng, san pham cao cép va
may mac. Chi s6 niém tin tiéu dung Q2/2018 ctia nudc
ta dat 120 diém phan trém, ndm trong top 3 nudc lac

I. PROFIT GROWTH POTENTIAL OF FOOD -
BEVERAGE — RETAIL INDUSTRY IN 2019

Stable macroeconomics - A strong fulcrum
for the growth of the consumer industry (Food
and Beverage) — Retail industry. For the first 9
months of 2019, Vietnam’s economy still recorded an
optimistic growth despite many forecasts about the
sharp economic downturn (reaching 6.98%, a 9-year
high). GDP growth hit a record level along with the
Purchasing Managers’ Index (PMI) remained above 50
points in the context of the unfavorable world econo-
my (trade war and geopolitical tensions). The slowing
growth trend is a bright spot in Viethnam compared to
Asia in general and Southeast Asia in particular. The
main drivers of the economic growth for the first 9
months of this year came from processing and manu-
facturing industries (up by 11.37%) and market serv-
ices (Wholesale and retail grew by 8.31%; finance,
banking and insurance grew by 8.19%). The econom-
ic growth target of 6.9-7.0% in 2019 is considered fea-
sible and the stable macroeconomy will become a solid
fulcrum for growth of the consumer industry that is
also closely linked to economic growth.

Accordingly, GDP per capita in 2018 was about
USD 2,540, up by USD 155 from 2017 and up by USD
325 from 2016. Vietnam’s consumption spending in
2018 was estimated at USD 181 billion and is forecast-
ed to continue growing sharply in the coming years.

Consumer confidence index remains opti-
mistic, promoting consumer growth, especially
in food-beverage, luxury products and apparel.
Vietnam’s consumer confidence index in the second
quarter of 2018 was 120 percentage points, making
Vietnam listed in the top 3 most optimistic countries
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quan nhat toan cau, duy tri da tang tir mdc 58,4% so
véi cling ky ndm 2017 (Hinh 12). Téng thu nhap binh
quan mdi gia dinh n&m 2023 dugdc du béo tang trudng
42%, dat 6.566 USD tir mic 4.621 USD nam 2019 theo
udc tinh cla Fitch Solutions. Cling véi d8, t8ng chi tiéu
trung binh ctia mdi ho gia dinh n3m 2022 du kién dat
198,2 ty USD, tang 50% tir mirc 132 ty USD nam 2018.
V@i (1) Chi s6 niém tin ti€u dung duy tri mic lac quan,
(2) Téng thu nhép va chi tiéu cac hd gia dinh ting
trudng manh, Viét Nam dudc danh gia la mot trong cac
thi truSng tiéu dung hdp dan va hira hen nhat & khu
vuc Chau A-Thai Binh Dudng cling véi mét s§ qudc gia
I6n khac nhu An D6, Trung Quéc.

Riéng vé chi sO tiéu dung, trong Q1/2019, Viét
Nam d3 vuct qua Indonesia d& vuon |&n dat thir hang
3 vé chi s6 niém tin tiéu dung trén thé gidi, ding sau
Philippines va An Do, dat 129 diém phan trdm, cao

globally, maintaining a year-on-year growth from
58.4% (Figure 12). The total average income per fam-
ily in 2023 is forecasted upward by 42% to USD 6,566
from USD 4,621 in 2019, according to Fitch Solutions.
Furthermore, the total average expenditure per house-
hold in 2022 is expected at USD 198.2 billion, up by
50% from USD 132 billion in 2018. With factors as fol-
lows: (1) The consumer confidence index remains
optimistic; (2) The total household income and expen-
diture grow sharply, Vietnam is considered as one of
the most attractive and promising consumer markets
in the Asia-Pacific region in addition to several other
big countries such as India and China.

Regarding the consumer index alone, for the first
quarter of 2019, Vietnam surpassed Indonesia to rank
3rd in the world consumer confidence index after the
Philippines and India with 129 percentage points, up

Hinh 12: CHI SO NIEM TIN NGUOT TIEU DUNG VIET NAM
Figure 12: CONSUMER CONFIDENCE INDEX OF VIETNAM
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hon 12pp so vdi trung binh khu vuc. Sy tdng trudng
manh mé nay dén tir (1) Tac dong cua su lac quan doi
vGi cg hoi viéc lam va tai chinh ca nhan, cling nhu (2)
M(rc d6 san sang chi tiéu ctia ngudi Viét Nam, dic biét
ddi véi cac san phdm céng nghé mdi va cac géi bao
hiém y té.

Hudng Igi tir (1) Co cau dan s6 vang, (2) Ty
Ié d6 thi hoa cao va (3) Su gia tang nhanh chdong
cua tang Iép trung Iuu, tang truéng ban Ié nam
2023 du kién dat 173 ty USD, ting 61% tir mirc
108 ty USD nam 2018, theo Euromonitor
International.

Viét Nam dang trai qua thdi ky co cau dan s6
vang, chiém 69% téng dan s8 (Dan s6 cd kha ning lao
ddng tir 15 dén 64 tudi). Tinh dén 1/4/2019, tdng dan
s6 Viét Nam dang dat khoang 96,2 triéu nguGi, diing
th(r 3 khu vuc Béng Nam A, vdi ty Ié tdng dan s6 binh
quan giai doan 2009-2019 dat 1,14%/nam. Vdi hai dac
diém vang cla dan s6 Viét Nam 1a (1) Quy md thi
trudng I6n dudc cau thanh tir s6 lugng dan cu 16n va
(2) Lira tudi trung binh clia nhém ngudi tré chiém ty
trong cao nhat trong thap dan so sé la yéu t6 kich thich
nhu cdu va mic d6 mua sam trong b&i canh thu nhap
ngudi dan cai thién rd nét. Theo du bao cua
Euromonitor International, dén ndm 2030, Viét Nam sé
la qubc gia dirng thr 16 trén thé gigi vé quy mo dan
s8, udc tinh khoang 106 triéu ngudi, d6 tudi trung binh
du kién dat 37 tudi. Tuy nhién, Viét Nam ciing dang d6i
dién vdi xu hudng gia hda dan s6 nhanh, du kién nam
2030, 12,4% dan s6 Viét Nam s& c6 muc tudi 16n hon
65 tudi, va la nhdém cé téc dd tdng trudng dan s6
nhanh nhat véi han 130% trong giai doan 2018-2030.
Do d6, cac nhdom doanh nghiép can tan dung t6t diéu
kién vé co cdu dd tudi dé xac dinh rd nhém déi tuong
khach hang chinh va diéu chinh chién lugc kinh doanh
phu hgp véi xu hudng trén thong qua mét so tiéu chi:
(1) Pua thém céc gia tri cho san pham (chét lugng, trai
nghiém, su tién Igi), (2) Nhu cau, lgi ich va gia tri cta
san pham, (3) Tap trung vao siic khoe va chét lugng
cubc song va (4) Cai tién cong nghé.

Ty Ié do thi héa con thap va dang tang
nhanh. Liiy ké hét nam 2018, ty Ié do thi hda dat mdc
cao khoang 38%, tang tir mirc 28,5% tir ném 2017 véi

by 12 percentage points compared to the regional
average. This strong growth was due to reasons as
follows (1) Optimism about job opportunities and per-
sonal finance, and (2) The readiness of the
Vietnamese to spend, especially on new technology
products and health insurance packages.

Being benefitted from (1) Golden population
structure, (2) High urbanization rate and (3)
The rapid growth of the middle class, retail
growth in 2023 is projected at US$ 173 billion,
up by 61% from USD 108 billion in 2018,
according to Euromonitor International.

Vietnam is undergoing a period of golden pop-
ulation structure, accounting for 69% of the total
population (The working population aged about 15-64).
As of April 1, 2019, Vietnam's total population was about
96.2 million people, ranking 3rd in Southeast Asia with
an average population growth rate in the 2009-2019
period of 1.14%/year. With two golden characteristics of
the Vietnamese population, (1) The large market size
made up from high population and (2) The average age
of the young people accounting for the highest propor-
tion in the population pyramid. This will be a factor stim-
ulating demand and purchasing power in the context
that the people’s income is clearly improved. According
to Euromonitor International, it is forecasted that by
2030, Vietnam will rank 16th in the world in terms of
population size with about 106 million people and the
average age of about 37. However, Vietnam is also fac-
ing a rapid population aging trend, which is expected
that by 2030, 12.4% of Vietnam’s population will be
older than 65 years old and this group will have the high-
est population growth rate of more than 130% in the
2018-2030 period. Therefore, business groups need to
make good use of age structure conditions to identify
the main target customer groups and adjust business
strategies in accordance with the above trend through a
number of criteria: (1) Add values to the product (qual-
ity, experience, convenience); (2) Demand, benefits and
value of the product; (3) Focus on health and quality of
life and (4) Technology improvement.

The urbanization rate is still low and is
increasing rapidly. By the end of 2018, the urban-
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mUrc tang trung binh khoang gan 1%/nam. Nam 2019,
Viét Nam dat muc tiéu dat ty 1€ d6 thi hda cham mdc
40%. Tuy nhién, néu so véi cac nudc trong khu vuc,
ty I& do thi hda cla Viét Nam con kha thap so véi cac
nudc Chau A-Thai Binh Duong nhu Han Qudc
(81,5%), Maylaysia (75,5%), Trung Quobc (58%),
Indonesia (54,7%), Thai Lan (49,2%), Philippines
(46,7%) (Hinh 13). Ty |& d6 thi héa con thdp va du
kién con ti€p tuc tang nhanh sé gilp kich thich nhu
cau tiéu dung mua sdm cla cac I6p ngudi dan vira gia
nhéap thanh thi. Theo udc tinh clia Euromonitor, ty Ié
do thi hoa ciia Viét Nam dén ndm 2030 udc tinh dat
57% téng dan s8. Thi trudng ngudi tiéu dung db thi
cla Viét Nam dén ndm 2030 du kién dat 46 ty ngudi
va téng muc chi tiéu udc dat 169 ty USD, tuong ducng
véi 93,3% tBng murc chi tiéu tiéu ding ca nudc ndm
2018. Tuy nhién, mirc do danh gia stc cau tiéu dung
vling ndng thdn van duy tri vai trd quan trong, du béo
dén nam 2030, quy mo thi truGng ndng thon udc dat

ization rate was high at about 38%, up from 28.5% of
2017 with an average growth of nearly 1%/year. In
2019, Vietnam aims to reach the 40-percent urbaniza-
tion rate. However, in comparison with other countries
in the region, Vietnam’s urbanization rate is still quite
low compared to other countries in Asia-Pacific region
such as Korea (Republic) (81.5%), Malaysia (75.5%),
China (58%), Indonesia (54.7%), Thailand (49.2%)
and the Philippines (46.7%) (Figure 13). The urban-
ization rate is still low and it is expected to continue
increasing rapidly, which will help stimulate the shop-
ping consumption demand of people who have just
entered the city. According to Euromonitor, Vietnam’s
urbanization rate is estimated at 57% of the total pop-
ulation by 2030. By 2030, Vietnam'’s urban consumer
market is expected to reach 46 billion people and the
total expenditure is estimated at USD 169 billion,
accounting for 93.3% of the country’s total consumer
spending in 2018. However, the rural consumption

Hinh 13: TY LE DO THI HOA KHU VUC DONG NAM A (PON VI: %)
Figure 13: URBANIZATION RATE IN SOUTHEAST ASIA (UNIT: %)
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khoang 61 triéu ngudi, tuong ducng 173 ty USD, theo
du bdo clia Euromonitor.

Su' gia tang nhanh choéng ctia tang Iép trung
lwvu. Theo dinh nghia cla Boston Consulting Group,
tang I6p thu nhap trung binh va giau c¢é (Middle and
affluent class — MAC) la nhitng ai cé thu nhap ho gia
dinh 16n hon 660 USD. Ty 1&8 MAC/ Téng dan sb cla
Viét Nam nam 2017 dang & muc thap so véi cac nudc
trong khu vuc Dong Nam A, tuy nhién tdc do ting
trudng binh quan CAGR lai dang & mic cao nhat dat
5,5% (Hinh 14). Theo do, du bao cho thay ty Ié MAC
sé chiém dén 45% va ty |é tang IGp trung luu trén dan
sO sé tang Ién mic 16% dén ndam 2030. Theo dé, su
gia tdng manh mé clia nhém tang I6p trung luu sé kéo
theo st cau tiéu dung tdng manh trén nhiéu khia
canh. Ngoai ra, su’ tang trudng tang I8p trung luu sé
tao ra cac thdi quen va xu hudng tiéu dung chinh bao
gom: (Bang 1)

49% ho gia dinh sé cé thu nhap thudng
xuyén dat mirc 5.000-15.000 USD vao nam
2030, ting 33,9% so vGi nam 2018 dua trén

demand is still assessed to play an important role and
it is forecasted that by 2030, the scale of the rural
market will be about 61 million people, equivalent to
USD 173 billion, according to Euromonitor’s forecast.

The rapid rise of the middle class. According to
the definition of Boston Consulting Group, the middle
and affluent class (MAC) consists of those with a
house hold income greater than USD 660. The propor-
tion of MAC/total population of Vietnam in 2017 was
low compared to other countries in Southeast Asia, but
compound annual growth rate (CAGR) was the highest
with 5.5% (Figure 14). Accordingly, it is forecasted
that by 2030, the MAC will account for 45% and the
proportion of the middle class out of the total popula-
tion will grow to 16%. Therefore, the rapid rise of the
middle class will lead to a sharp increase in demand in
many aspects. In addition, the middle-class growth
will create key consumer habits and trends as follows:
(Table 1)

49% of households are forecasted to have a
regular income of about USD 5,000-15,000 by

Hinh 14: DU BAO TOC PO TANG TRUONG BINH QUAN MACS GIAI DOAN 2017-2030 (PON VI: %)
Figure 14: FORECAST ON THE AVERAGE GROWTH RATE OF MACS IN THE 2017-2030 PERIOD (UNIT: %)
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nghién clfu cta Euromonitor. Cac nhdom mdt hang
khong thiét yéu la nhém nganh hang dugc tang I6p
trung luu ti€u thu nhiéu hon trudc dé. Ty trong chi
tiéu theo nganh hang san phadm cua ting I8p trung luu
chll yéu dén tir Thuc phdm va Db udng khéng con
chiém dén khoang 37% téng chi tiéu va con s& nay
dugc du phong tang lén khoang 42% nam 2030. Xu
huéng mong muédn trdi nghiém nhiéu san phdm co
tinh cao cdp hon cd thé gilp cac doanh nghiép cai
thién bién Igi nhuan gdp so véi cac san phdm binh dan
trudc do. Nhiéu doanh nghiép hién tai cling hudng tdi
nghién cltu va phat trién cac san phdm cao cip cé tinh
chat “organic” nhu Vinamilk (Stra Organic — cac loai
sifa hat), Masan (Wake 247 — Mi an lién Kokomi),
Sabeco (Tai dinh vi thuong hiéu Bia Sai Gon — thay d6i
mau ma vo chai) (Hinh 15).

II. XU HUONG THUONG MAI PIEN TU BUNG NO

Tong gia tri ban Ié nganh Viét Nam ghi nhan
mirc téing trudng nhanh nhat khu vuc Chau A, dat
6,5% so véi cting ky. Nganh ban 1& Viét Nam van ghi
nhan mic téng trudng trén 5% k& tir ndm 2014, day

2030, up by 33.9% from 2018 based on
Euromonitor’s research. The non-essential items will
be the ones consumed by the middle class more than
before. The expenditure proportion of by product cat-
egory of the middle class (mainly from Food and Non-
Alcoholic Beverages) is forecasted to account for
about 37% of total expenditure and this figure is
expected to grow to about 42% in 2030. The trend for
experiencing more advanced products may help enter-
prises improve their gross profit margin compared to
the previous popular products. Many enterprises are
also focusing on researching and developing high-
quality “organic” products such as Vinamilk (Organic
milk - nut milk), Masan (Wake 247 - Kokomi instant
noodles), Sabeco (Re-positioned Sai Gon Beer brand -
changed bottle design) (Figure 15).

II. TREND OF THE BOOMING E-COMMERCE

The total retail sales of Vietham’'s e-com-
merce experienced the fastest growth in Asia
when growing by 6.5% compared to the same
period last year. Vietham’s retail industry has

Bang 1: DAC TINH — XU HUONG TIEU DUNG

Table 1: CHARACTERISTIC — TREND OF CONSUMER HABITS

STT/ Pac tinh — Xu hudng / Ghi chi /
No. Characteristic — Trend Note
1 Lua chon san pham cao cap /
Select high-end products
2 Nang cao chat lugng cudc song /

Improve living quality

3 (i tién cach thiic mua sam /
Improve the way of shopping

4 Trdi nghiém nhiéu hon /
Experience more

5 Su két ndi khach hang /
Customer connectivity

Su da dang véi nhiéu phan khic san pham tit thap dén cao cdp nham dép (ing nhu cu ngui tiéu dung /
Various product segments from low-end products to high-end products to meet consumer needs

Tim ki€m uu tién chat lugng va gia tri san phdm: Dac biét Ia cac thuong hiéu xa xi, cng nghe tién tién, chat
lugng ddc biét / Search and priority of production quality and value: Especially luxury brands, advanced
technology, special quality.

Nguoi tiéu dung 6 thé mua dugc san phdm théng qua nhiéu kénh mua hang (platform) — phuong tién ky
thugt s6, online — thuang mai dién t&r/ Consumers can purchase products through many platforms — digital
media, online - e-commerce

Gia tang su trdi nghiém san pham tai cta hang, omnichannel, cac su kién dac biét trong ctia hang /
Increased in-store product experience, omnichannel and in-store special events

Str dung phuong tién ky thuat s6, online, thuong mai dién td @€ nghién ctiu tim hi€u san phdm mot céch
thudn tién, don gian dé dang danh gia san pham hon trudc khi mua sdm / Use of digital media, online,
e-commerce to research and find out products in a convenient and simple way to more easily evaluate
products before shopping

Ngudn: Euromonitor International
Sources: Euromonitor International
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dugc danh gid la mirc tdng trudng cao trong bdi canh
cac nén kinh t€ khac dang cé dau hiéu tang trudng cham
lai. Theo udc tinh, téng gia tri ban lé ndm 2018 udc dat
khoang 112 triéu USD, tang tir mirc 100 triéu USD nam
2016. Liiy k& 9 thang 2019, nganh bén 1 Viét Nam van
duy tri tdng trudng 6n dinh hai con s dat 2,76 ty dong,
tang 12,6% so vdi cing ky ndm ngoai, trong dé nganh
hang Iuong thuc & thuc phdm téng 15,4%.

Xu huéng thuong mai dién tir bung né va du
kién sé cat canh bay cao. Theo nghién cltu khao sat
clia Nielsen, ¢ ba tiéu chudn chung chi rd sy tdng
trudng manh cta thuong mai dién t&r doi véi nganh
FMCG bao gom (1) D tudi trung binh dudi 37 tudi, (2)
Ty 1é nguGi tiéu dung két nGi tang trudng I6n han
5,3%/nam va (3) Ty Ié pht sdng kénh ban hang hién
dai <78%. Viét Nam hién tai hoan toan dap Ung dugc
cac chi tiéu trén bao gém (1) Dd tudi trung binh hién
tai khoang 31 tudi, (2) Ty |é ngudi tiéu dung két néi
tang trudng I6n dat khoang 5,7%/nam va (3) Ty 1€
phu séng kénh ban hang hién dai khoang 10%. S0 liéu
trén con cho thay tiém nadng to Ién tir xu hudng “bung
né” thuong mai dién ta.

recorded a growth rate of over 5% since 2014, which
is considered as a high growth rate in the context of
other economies show signs of slowing growth. Total
retail sales in 2018 were estimated at about USD 112
million, up from USD 100 million of 2016. For the first
9 months of 2019, Vietnam'’s retail industry still main-
tained a stable two-digit growth, reaching at VND 2.76
billion, up by 12.6% year on year in which retail sales
of food & foodstuff industry grew by 15.4%.

E-commerce tends to boom and is expected to
take off. According to a survey conducted by Nielsen,
there are three general criteria that indicate the strong
growth of e-commerce for the Fast-Moving Consumer
Goods industry, including (1) The average age is under
37, (2) The proportion of consumers connected grows by
over 5.3%/year and (3) Modern sales channel coverage
is <78%. Vietnam fully meets the above criteria thanks
to factors as follows: (1) The average age is about 31;
(2) The proportion of consumers connected grows by
about 5.7%/year and (3) Modern sales channel coverage
is about 10%. The above data also shows a great poten-
tial from the trend of “booming” e-commerce.

Hinh 15: CO CAU NGUOT TIEU DUNG VIET NAM 2017-2030 (PON VI: %)
Figure 15: CONSUMER STRUCTURE OF VIETNAM IN THE 2017-2030 PERIOD (UNIT: %)
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Viét Nam la nudc cd van hda va thdoi quen tiéu
duing tuang dsi gidng Trung Quéc, do vay su troi day
cla thugng mai dién tr (Ecommerce) tai Trung Quoc
cho thdy xu hudng clia nganh ban Ié Viét Nam trong
tuong lai. Thém vao do, “cai chét” cia mo hinh ban lé
truyén théng tai My ggi y cho chudi dich chuyén tai
Viét Nam sé& bat dau tir cdc mé hinh truyén théng ban
lé -> Md hinh chudi ctra hang hién dai -> Thuong mai
Dién tur.

Hién tai Viét Nam dang trong giai doan
chuyén dan tir mé hinh ban lé truyén théng
(chg truyén théng) sang mé hinh chudi cira
hang hién dai va thuong mai dién tir é khu vu'c
thanh thi. Theo khao sat cua IMF Market Place, ty 1€
clia mo6 hinh ban Ié truyén thong tai Viét Nam chi€ém
dén 74% ty trong doanh thu ban I&, ding th( hai va
ba lan lugt la kénh ban 1é hién dai (22%) va online
(4%) nam 2017. Tuy nhién, t6c do tang trudng mang
ban 1é hién dai (+14,2% yoy) da ghi nhan mic nhanh
han tang trudng ban 1é truyén thong (+3,8% yoy) tir
nam 2017.

Viéc tang nhanh ctia nhém kénh ban Ié hién
dai dudc thé hién rd rét qua su ting trudng
nhanh chéng vé quy mé va mat do cac loai chudi
cira hang tién Igi (Vinmart, Bach Héa Xanh,
CoopFood, Satrafood, Circle K, GS25,
MiniMart....) va kénh siéu thi (BigC, Vinmart+)
(Hinh 16). Thi trudng nong thon van dugc danh gié 1a
manh dat “mau ma” chua dugc khai pha vdi ty |é chg
truyén théng chiém tan suat I6n. Theo théng ké cla
Infocus, c6 dén 42% ngudi dugc khao sat tai nong
thon co tan suat di chg nhiéu hon 7 lan/tuan va
khoang 34% cé tan sudt tir 3 dén 6 lan, trong khi dé
tan suat con s nhiéu han 7 [an/tuan tai thanh thi chi
chiém 26%. Xu hudng chinh ctia cac chudi ban 12 ciing
dang dan phat trién ra khu vuc ngoai thanh nhu Binh
Tan, Tan Phu, Quan 9, Thia Blc, Héc Mon va céc tinh
lan can. D& ddy nhanh md rong chudi ban I& ¢ hai
phuang thilic chinh bao gdm (1) Thau tdm sap nhap
cac chudi ban 1& y&u hon va (2) Tim ra cong thiic
thanh cong trong viéc lua chon cac tiéu chi va mo hinh
md& clfa hang.

Xu huéng tang trudng online va thuong mai
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Vietnam is a country having similar consumption
culture and habits with China, so the rise of E-com-
merce in China shows the trend of Vietnam's retail
industry in the future. In addition, the “death” of the
traditional retail model in the US suggests that the
shifting chain in Vietnam will start from the traditional
retail models to modern store chain models and then
to e-commerce.

Currently, Vietnam is gradually transform-
ing from a traditional retail model (traditional
market) to a modern store chain and e-com-
merce in urban areas. According to a survey con-
ducted by IMF Market Place, retail sales of the tradi-
tional retail model in Vietnam accounted for 74%, fol-
lowed by the modern retail channel (22%) and online
channel (4%) in 2017. However, the growth rate of
the modern retail segment (+14.2% year on year)
was faster than the traditional retail segment (+ 3.8%
year on year) in 2017.

The sharp increase of the modern retail
channel is clearly reflected by the rapid growth
in scale and density of convenience store chains
(Vinmart, Bach Hoa Xanh, CoopFood, Satrafood,
Circle K, GS25, MiniMart, etc.) and supermarket
channel (BigC, Vinmart+) (Figure 16). The rural
market is still considered as a “fertile” land that has
not been explored with a large proportion of tradition-
al markets. According to Infocus, up to 42% of sur-
veyed people in rural areas go to the market more
than 7 times a week and about 34% do about 3-6
times a week while the frequency of more than 7
times a week in urban areas accounts for only 26%.
The main trend of retail chains is that they are also
gradually developing to suburban areas such as Binh
Tan, Tan Phu, District 9, Thu Duc, Hoc Mon and neigh-
boring provinces. To accelerate the expansion of the
retail chain, there are two main methods including (1)
Merger and Acquisition of weaker retail chains and (2)
Finding success formula in choosing criteria and mod-
els of opening stores.

The trend of online shopping and e-com-
merce growth is strongly supported by factors
as follows: (1) the inevitable shift of shopping
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dién tir duwdgc hau thudn manh mé tir cac yéu té
(1) Su chuyén dich tat yéu cua xu huéng mua
hang huéng téi tinh tién Igi va (2) D6 pho cap
internet va mang 3G & 4G & Viét Nam ngay
cang gia tang. Theo du bdo cla IMF Market Place,
cac kénh mua sam hién dai s& chiém dén 31% ty
trong cac kénh mua sdm trong tuong lai, theo sau do
[an Iugt la online v6i 27% va smartphone la 25%,
phan con lai 1a 17% dén tir cac cach khac (Truyén
théng) (Hinh 17).

Do phd cap Internet va Dién thoai di déng
van con thap. Tinh dén thang 1/2019, d6 phd cap
Internet cla Viét Nam dat 66%, tudng dudng 66
triéu ngudi va dd phd cdp dién thoai théng minh
(smartphone) dat trén mdc 70%. Trong do, c6 dén
143 triéu thué bao dang ky s dung dién thoai so vdi
va 65 triéu nguGi da dugc phu séng 3G & 4G trén
tdng quy md 97 triéu dan s6. Vi ty 1&é phS cap
Internet va smartphone van con kha thdp, BSC ky
vong ty trong nay sé gia tang nhanh va la bé phéng
cho tang trudng kénh online va thuong mai dién tlr
trong tuong lai (Hinh 18).

trend towards convenience and (2) Increasing
Internet and 3G & 4G network popularity in
Vietnam. As forecasted by the IMF Market Place,
modern shopping channels will account for 31% of the
future shopping channels, followed by online shopping
(27%) and smartphones (25%); and the rest of 17%
is for other channels (traditional channel) (Figure 17).

Internet and Mobile popularity are still low.
As of January 2019, Vietnam'’s Internet popularity was
66%, equivalent to 66 million people and the popular-
ity of smartphones was over 70%. Specifically, there
were up to 143 million subscribers registered to use
the phone compared to the total population of 97 mil-
lion people and 65 million people out of the total pop-
ulation of 97 million people had 3G & 4G coverage.
With a quite low rate of Internet and smartphone pop-
ularity, BSC expects this proportion to increase sharply
and serve as a launching platform for the online and
e-commerce growth in the future (Figure 18).

II1. NOTICEABLE NEWS OF FOOD-BEVERAGE-
RETAIL INDUSRY FOR THE FIRST HALF OF 2019

Hinh 16: SO LUONG CUA HANG HIEN DAI
Figure 16: NUMBER OF MODERN STORES

1,800

1,700

1,600

1,400

1,200

1,000

800

600

400

200

0

Vinmart+
BHX

Coop Foods
Cirde K
Satra Food
Family Mart
B's Mart
Shop&Go
Minishop
Zakkamrt

G525
7 Eleven

Ngudn: Téng hop
Source: Adapted by Vietnam Report

79



BAO CAO VIETNAM EARNINGS INSIGHT 2019

Hinh 17: XU HUONG MUA SAM THONG QUA CAC KENH (PON VI: %)
Figure 17: CONSUMER TREND BY SHOPPING PLATFORM (UNIT: %)
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Hinh 18: Ti LE PHO CAP UNG DUNG CONG NGHE CAO
Figure 18: RATE OF HI-TECH APPLICATION POPULARITY
Téng dan s6 /Total population
-96,9 triéu nguoi / 96.9 million people
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III. PIEM TIN NGANH THUC PHAM-DPO UONG-
BAN LE NUA PAU NAM 2019

Piém tin nganh thuc phdm — db uéng — ban
Ié nira dau nam 2019. (1) 9 thang dau nam 2019,
T6ng mdc ban Ié hang hda va doanh thu dich vu tiéu
dung udc tinh dat 3.634,8 nghin ty dong (+11,6%
yoy); (2) Dich ta Ign chau Phi (ASF) anh hudng Ién
t&i nganh thirc an chdn nudi trong 6 thang dau nam
2019; (4) Thi trudng FMCG & khu vuc Thanh thi va
Néng thon Viét Nam déu tién trién kha quan tir 6-
8% trong 7 thang dau ndm 2019. (3) Viét Nam ding
dau vé téc doé tang trudng san lugng ti€éu dung
FMCG so Véi cac khu vuc Chau A-Thai Binh Dudng.

Nganh FMCG chirng kién su phuc hoi manh
mé tur Q4/2018. Theo nghién cltu cla Kantar
WorldPanel, Ity k€ 7 thang dau nam 2019, toan thi
trudng ghi nhan mdc tang t6t theo gia tri (+6,5% yoy)
va khéi lugng (+3,6% yoy) tai thanh thi. Trong khi do,
thi truGng ndng thon lai ghi nhdan mdc tdng trudng an
tugng han vdi gia tri (+8,6% yoy) va khéi lugng
(+5,5% yoy). Trong do6, nganh Sita va san pham tur
stra tang lan lugt 7,6% yoy va 13% yoy V€ gia tri theo
thanh phé va nong thén, tugng tu nganh FMCG cling
ghi nhan mic tang lan Ilugt 6,5% yoy va 8,6% yoy
theo thanh phé va néng thon.

Chat lugng Igi nhuan nganh thuc pham d6
udng dudc cai thién dan tir nam 2017 chu yéu
nhg vao viéc tiét giam chi phi ban hang trong boi

Noticeable news of the food, beverage and
retail industry for the first half of 2019. (1) For the
first 9 months of 2019, total retail sales of consumer
goods and services were estimated at VND 3,634.8 tril-
lion (+11.6 year on year); (2) African swine fever (ASF)
had a great influence on the animal feed industry for the
first 6 months of 2019; (3) Vietnam ranked first in Fast-
Moving Consumer Goods (FMCG) consumption com-
pared to other Asia-Pacific regions; and (4) the FMCG
market in both urban and rural areas in Vietnam grew by
about 6-8% for the first 7 months of 2019.

The FMCG market recovered strongly in quar-
ter IV of 2018. According to a research from Kantar
WorldPanel, for the first 7 months of 2019, the whole
FMCG market experienced a good year-on-year growth
of 6.5% in value and 3.6% in volume in the urban area.
Of the figure, Dairy and dairy products in the urban and
rural areas grew by 7.6% and 13% in value year on
year, respectively. Similarly, Fast-Moving Consumer
Goods in urban and rural areas also experienced a year-
on-year value growth of 6.5% and 8.6%, respectively.

Earnings quality of the food and beverage
industry has gradually improved since 2017
mainly due to the reduction in selling expenses in
the context that the industry growth tends to
slow down from the previous period. Normally, the
largest expense items in the cost structure of the food
and beverage industry are mainly (1) Expenses for
product promotion, display and introduction, (2)
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canh tang truéng nganh cé xu hudng cham lai so
V@i giai doan trudc d6. Thong thudng cac khoan muc
chi phi I6n nhat trong cd cau chi phi ban hang déi vdi
nganh thuc phdm va d6 udng chu yéu 1a (1) Chi phi
khuy&n mai, trung bay, gidi thiéu san pham, (2) Chi phi
quang cao va nghién c(u thi trudng. Trong bGi canh thi
truGng dan bdo hoa han, cac doanh nghiép I6n sé co
chién lugc giam thiéu tiét kiém nhdm cac chi phi nay,
tuy nhién du dia d& giam cac loai hinh chi phi trén dugc
cho réng khong nhiéu do day van 1a 2 nhdm chi phi
quyét dinh &nh hudng dén viéc tung ra cac san pham,
tdng dd nhan dién thuong hiéu gidp thic ddy doanh
thu, do d6 bai toan can déi gilra viéc danh dai tiét kiém
chi phi hay téc do tang trudng doanh thu la viéc cac
doanh nghiép phai rat can nhac (Hinh 19).

Theo thong ké cua cong ty chirng khoan BSC,
nganh tiéu dung c6 137 doanh nghiép da c6 bao
cao tai chinh ban nién véi két qua chua that su

Expenses for advertising and market research. In the
context that the market becomes more saturated, large
enterprises will have a strategy to minimize these
expenses but the space to reduce these types of costs
is considered not much because these are still two deci-
sive cost groups, affecting the launch of products,
increasing brand awareness to boost sales, so the prob-
lem of balancing cost savings or revenue growth is that
the enterprises should be very considerate (Figure 19).

According to statistics of BSC, 137 enterpris-
es in the consumer industry released semi-
annual financial statements whose results were
not really positive as expected due to African
swine fever.

For the first half of 2019, total net revenue of the
consumer industry was VND 278,632 billion (+10.09%
year on year) and gross profit was VND 59,662 billion

Hinh 19: CHAT LUONG LOT NHUAN NGANH THUC PHAM-DO UONG (PON VI: %)
Figure 19: EARNINGS QUALITY OF THE FOOD AND BEVERAGE INDUSTRY (UNIT: %)
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kha quan nhu ky vong do anh hudéng tir dich ta
Ion Chau Phi.

Liy k& ntra dau ndm 2019, tdng doanh thu thuan
nganh tiéu dung dat 278.632 ty dong (+10,09% yoy)
va Igi nhuan gop dat 59.662 ty dong (+5,8% yoy),
bién Igi nhuan gbp giam 0,9% xudng muc 21,4% chd
yéu do nhém F&B giam 1,9% yoy. LNST trong n(fa
dau ndm cua toan nganh dat 21.071 ty dong (-7,3%
yoy), néu loai Igi nhuan bat thudng 1.477 ty cia MSN
vao nam 2018 va 104 ty clia VCH trong 2019 thi LNST
giam con 1,33% yoy (Hinh 20).

Nganh F&B Igi nhuan sau thué nganh giam
12,4% do (1) Bién gop giam 1,9% yoy va (2)
Loi nhuan bat thudng tai chinh cia MSN. Téng
doanh thu thuan dat 162.451,8 ty dong (+11,3%%
yoy) chiém 60% téng nganh trong dé 3 doanh nghiép
I&n nhat 1a VNM, MSN va SAB da dat doanh thu 63.623

(+5.8% year on year), gross profit margin declined by
0.9% to 21.4% mainly due to the year-on-year 1.9-
percent decrease of the food and beverage industry.
Profit after tax of the whole industry for the first half
of the year was VND 21,071 billion (-7.3% year on
year), and if excluding MSN’s extraordinary profit of
VND 1,477 billion in 2018 and VCH’s extraordinary
profit of VND 104 billion in 2019, the profit after tax
would drop by 1.33% year on year (Figure 20).

For the food and beverage industry, profit
after tax decreased by 12.4% due to (1) a year-
on-year 1.9-percent gross profit margin and (2)
extraordinary profit of MSN. Total net revenue was
VND 162,451.8 billion (+11.3% year on year), account-
ing for 60% of the total industry in which the three
largest enterprises, namely VNM, MSN and SAB,
achieved a net revenue of VND 63,623 billion (+5.6%
year on year). Gross profit of the industry was VND

Hinh 20: TANG TRUONG DOANH THU-LOT NHUAN NGANH THUC PHAM-PO UONG (PON VI: %)
Figure 20: REVENUE-PROFIT GROWTH OF FOOD-BEVERAGE INDUSTRY (UNIT: %)
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ty dong (+5,6% vyoy). Lgi nhuan gop nganh dat
40,879 ty dong (+3,4% yoy) Vvéi bién Igi nhuan gbp
dat 25,16% thap haon 1,9% so véi cung ky (BLNG
2018 dat 27,1%) cht yéu la do cd phiéu MSN véi bién
Igi nhuan gop giam 2,4% vé 29,5% do anh hudng cla
dich ta Ign chau Phi khién cho mang thdc an chan nuoi
kho khan va MCH giam 3,7% bién gop vé 42% do thay
ddi chinh séach chiét khdu thuong mai & san phdm mi
g6i. Ldi nhun sau thué& hop nhat nganh thuc phdm do
udng sau khi loai trr (1) Chi phi tai chinh & MSN va (2)
Nhém doanh nghiép HAGL dat 21.358 ty dong
(4+9,93% yoy). M6t s6 doanh nghiép I&n ghi nhan tang
trudng Igi nhuan t6t nhu VNM (+6% yoy), SAB (+15%
yoy), MSN (+13% sau khi trir Igi nhuan bat thudng),
SBT (+10% yoy), WSB (+24% yoy) (Hinh 21).

TOc d6 tang trudng Igi nhuan cla nhom ban é
nam 2018 c6 phan suy giam nhe chd yéu do cac chi
phi lién quan dén ban hang. Tuong dong véi nhom
thuc phdm dd udng, nhdm nganh ban Ié cling ghi
nhan mic tang trudng Igi nhuan tucong doi tot, tuy
nhién bién Igi nhudn rong nam 2018 thu hep lai tir
3,2% ndm 2017 xubng con 2,8% do d&y manh chi phi
marketing quang cdo khi cac doanh nghiép day manh
ma rdng cac chudi ban 1&. Véi viéc ddy manh ma rong
vé quy md, trong tuang lai ty suét Igi nhun cé thé it
nhiéu cai thién lai nhd vao cai thién bién Igi nhuan dua
trén nén tang chiét khau dua trén quy mo I6n.

IV. DU BAO TANG TRUONG THUC PHAM-PO
UONG-BAN LE GIAI POAN 2019-2020

Nganh ban lé ti€p tuc duy tri da tang truéng
12%-13% trong nra dau nam 2019: Riéng
nganh ban lé c6 tdng doanh thu dat 116.181 ty dong
(+8,4% yoy) chiém 40% t6ng nganh trong dé 3
doanh nghiép 16n nhat I8 MWG, FRT va PNJ cé téng
doanh thu dat 67.369 ty dong (+13% yoy). Lgi nhuan
gbp nganh nira dau nam 2019 dat 118.784 ty dong
(+11% vyoy) véi bién gop dat 16,2% cai thién nhe
0,4% so vGi cung ky. Lgi nhuan sau thué dat 5.200 ty
dong (+12,7% yoy) nhG dong gop chu yéu ¢ MWG
(LNST 6 thang 2019 = 2.120,7 ty +37,7% yoy) va PNJ
(LNST 6 thang 2019 dat 597,9 ty +15,7% yoy).

Poi véi nganh F&B giai doan 6 thang cudi
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40,879 billion (+3.4% vyear on year) and gross profit
margin was 25.16%, down by 1.9% year on year (gross
profit margin in 2018 was 27.1%) mainly because
MSN’s gross profit margin decreased by 2.4% to 29.5%
due to the African swine fever, challenging the animal
feed industry and MCH's gross profit margin decreased
by 3.7% to 42% due to changes in commercial discount
policy on instant noodle products. Consolidated net
profit after tax of food and beverage industry, after
deducting (1) Financial expenses of MSN and (2) HAGL
enterprise group, was VND 21,358 billion (+9.93% year
on year). Some large enterprises experiencing a good
profit growth were VNM (+6% year on year), SAB
(+15% vyear on year) and MSN (+13% year on year
after deducting extraordinary profits), SBT (+10% year
on year) and WSB (+24% year on year) (Figure 21).

The profit growth of the retail industry in 2018
decreased slightly mainly due to the cost of sales. Like
the food and beverage industry, the retail industry also
experienced a relatively good profit growth but the net
profit margin in 2018 decreased from 3.2% in 2017 to
2.8% due to the higher advertising marketing costs as
enterprises accelerated the expansion of retail chains.
With the expansion of scale, in the future, the profit mar-
gin may be more or less improved thanks to the higher
profit margin based on a large-scale discount platform.

IV. FORECAST ON THE FOOD-BEVERAGE-
RETAIL GROWTH IN THE 2019-2020 PERIOD

The retail industry continued growing by 12-
139% for the first half of 2019: Particularly, the retail
industry had a total revenue of VND 116,181 billion
(+8.4% year on year), accounting for 40% of the total
revenue in which top 3 enterprises, MWG, FRT and PNJ
had a total revenue of VND 67,369 billion (+13% year
on year). Gross profit of the industry for the first half of
2019 was VND 18,784 billion (+11% year on year) with
a gross margin of 16.2%, a year-on-year slight increase
of 0.4%. Profit after tax was VND 5,200 billion (+12.7%
year on year) thanks to the main contribution of MWG
(for the first 6 months of 2019, profit after tax was VND
2,120.7 billion (+37.7% year on year)) and PNJ (for the
first 6 months of 2019, the profit after tax was VND
597.9 billion (+15.7% year on year)).
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Hinh 21: KET QUA KINH DOANH MOT SO NGANH

Figure 21: CONSUMER TREND BY SHOPPING PLATFORM
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nam 2019 — 2020, mot s yéu td ¢ thé anh hudng
dén tang trudng doanh thu Igi nhuan cta nganh trong
giai doan ntra cuGi 2019-2020 bao gém (1) Tinh hinh
dich bénh van chua suy gidm va (2) Trung Quéc van
chua mé cira xudt khau chinh ngach cho néng san Viét
Nam. Toc do tang trudng du bdo sé dao dong dinh
11%-12%. trong nam 2020.

POi véi nganh tiéu dung ban 1é, nra cu6i nam
2019 va ndm 2020 s& t&ng trudng 6n dinh duy tri trén
10% ddi v8i nhdm san pham thiét y&u tuy nhién sé
gidam nhe & nhdm san pham cao cip va xa xi do thu
nhap ngudi dan & ndng thon bi anh hudng khi nganh
ndng nghiép van con nhiéu khé khén va hién 70% luc
lugng lao dong & nudc ta cha yéu tap trung & khu vuc
nong thon. Ching tbi ky vong nganh ban lé sé ti€p tuc
kha quan véi t6c d6 tang trudng trén 2 con s6 nhd
stc tiéu thu san pham thiét yéu van ting trudng 6n
dinh 11%- 12%.1
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Regarding the food and beverage industry
for the last 6 months of 2019-2020, a number of
factors that can affect the revenue growth of the
industry in the second half of 2019-2020 include (1)
African swine fever has not been alleviated and (2)
China has not opened an official export market for
Vietnam’s agro-products yet. The growth rate is fore-
casted at about 9-12% in 2020.

Regarding the retail and consumer industry,
for the second half of 2019 and 2020, the industry will
grow steadily with a growth rate of 10% for essential
products but will slightly decrease for high-end and lux-
ury products because the income of the rural population
is affected when the agricultural industry is still facing
many difficulties and 70% of the labor force in our coun-
try is mainly concentrated in rural areas. We expect the
retail industry will continue to be positive with a double-
digit growth rate thanks to the stable consumption
growth of about 11-12% of essential products.®
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RETAIL IN VIETNAM:

NAVIGATING THE DIGITAL RETAIL LANDSCAPE

7 DELOITTE VIET NAM / DELOITTE VIETNAM

Gi tang I8p trung lvu dang tang trudng manh
Vmé nhat khu vuc Béng Nam A, Viét Nam dang

chirng kién tGc d6 tang trudng phi thuGng trong
[inh vurc ban 1é. Xu hudng nay du kién sé tiép tuc trong
thdi gian tdi do cd cdu dan so tuagng doi tré va hanh
vi chi tiéu cao ctia ngudi tiéu dung. Su’ phét trién cla
thuong mai dién tir va cac kénh ban lé ky thuat so tai
Viét Nam la mét trong nhitng xu hudng hang dau
dang luu y. Du ki€n, dén nam 2025, quy mo thi truGng
thuong mai dién tr Vit Nam sé ding th( hai trong
khu vuc Dong Nam A, chi x&p sau Indonesia.

Bai viét nay tim hiéu cac ddng luc tdng trudng clia

[inh vuc ban Ié tai Viét Nam nhin nhan mot s6 yéu to

ith the fastest-growing middle class in
WSoutheast Asia, Vietnam has been experi-

encing phenomenal growth rates in its retail
sector. This trend looks set to continue into the
future, given its relatively young population demo-
graphics and robust consumer spending behaviours.
Indeed, the rise of e-commerce and digital retail
channels in Vietnam is one of the top trends to watch:
by 2025, Vietnam’s e-commerce market size is
expected to be the second only to Indonesia in the
Southeast Asia region.

In this article, we explore the drivers of growth in
Vietnam's retail sector and take a look at some of the
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cu thé cla birc tranh thi trudng ban Ié Viét Nam trong
b6i canh mdi. Cu thé, ching tdi xem xét su ting
trudng clia cac kénh ban hang hién dai & Viét Nam,
bao gom cac trung tdm thuang mai, cac clra hang tién
Igi va cac nén tang ky thuat s6. DuGi day la mot s6 két
qua tir cudc khdo sat nganh ban lé mdi nhat cua
Deloitte Viét Nam dugc thuc hién trén gan 700 ho gia
dinh & hai thanh pho I6n la Ha N6i va TP. HO Chi Minh
vao cu6i nam 2018:

Tha nhat: M3c du c6 tiém n&ng phat trién 16n,
nhung mc d6 canh tranh trong nganh ban lé Viét
Nam rat khdc liét. Trén hau hét cac hinh thic ban Ié
khac nhau nhu cac trung tam thuong mai, cac clra
hang tién Igi va cac chudi clra hang dién tl, ching ta
dang chiing kién mot cudc canh tranh gianh thi phan
khéc liét tir cac dai gia ban & trong va ngoai nudc dé
nhanh chdng még rong thi trudng. Khi mua sdm truc
tuyén bt dau xuét hién tai Viét Nam, mot hoat déng
tudng tu cling dién ra trén cac nén tang ky thuat sd,
ndi ma nhiing ngudi tham gia thi trudng dang cd gang
xay dung quy mo trong bGi canh ngay cang cé nhiing
ddi tha mdi xuat hién trén thi trudng.

Thir hai: B3t chap su gia tang cla cac kénh kinh
doanh k thuat s8, cac kénh truyén théng van tiép tuc
thong tri thi trudng ban 1é tai Viét Nam. D4i véi cac
doanh nghiép, diéu nay nhan manh tam quan trong cla
viéc phét trién cac chién ludc ban hang da kénh va tap
trung vao nhu cau ctia khach hang dé diéu chinh trai
nghiém nguGi tiéu dung tréd nén mach lac va thong
su6t, tich hgp ca hanh trinh ti€u dung truc tuyén va
ngoai tuyén trén tat ca cac diém tiép xtc cla ho.

Cudi cung: Cac cong ty ban Ié cling sé can giai
quyét mot s6 van dé trd ngai trong qua trinh mua sdm
truc tuyén, chdng han nhu cdc mdi quan tam lién quan
dén thanh toan va bao mat dif liéu, sang tao ra nhiing
hinh thirc trdi nghiém tiéu dung khac biét, trong boi
canh mdi clia nganh ban Ié ky thuat so nay.

I. PONG LUC TANG TRUONG
Trong nhitng nam gan day, Viét Nam da va dang
chiing kién su tang trudng nhanh chdng clia nganh

ban lé. Trong khoang nhitng néam 2013-2018, nganh

88

defining features of its new retail landscape. In partic-
ular, we examine the rise of Modern Trade channels in
Vietnam, including commercial centres, convenience
stores, and digital platforms. Later, we also highlight
some of the findings from Deloitte’s latest retail sur-
vey, which was conducted across nearly 700 house-
holds in the two metropolitan cities of Hanoi and Ho
Chi Minh City in late 2018.

Firstly: Although Vietnam’s retail sector holds
immense potential for growth, the level of competi-
tion is intense. Across different retail formats, such
as commercial centres, convenience stores and elec-
tronics chain stores, we are witnessing domestic and
foreign retail giants engaged in a battle for domi-
nance as they embark on aggressive expansion
strategies. As online shopping begins to take off in
Vietnam, a similar story is also playing out across
digital platforms, where players are attempting to
build scale amidst the proliferation of new players in
the market.

Secondly: Despite the rise of digital channels,
physical channels continue to dominate the retail
scene in Vietnam. For companies, this underscores
the importance of developing omni-channel strate-
gies, and the need for them to curate coherent and
seamless consumer experiences that integrate both
online and offline consumer journeys across all their
touchpoints.

Finally: Companies will also need to address sev-
eral impediments that remain for online shopping,
such as concerns relating to payments and data
security, and find innovative ways to provide a differ-
entiated consumer experience in this new digital
retail landscape.

I. DRIVERS OF GROWTH

In recent years, Viethnam has been experiencing
rapid retail growth. From 2013-2018, the retail sector
recorded a compound annual growth rate (CAGR) of
10.97%. Total retail revenue is also expected to reach
USD 180 billion by 2020, which would represent an
increase of 26.6% from 2018 (Figure 22). With the
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ban 1é ghi nhan toc do tang trudng kép hang nam dat
10,97%. Téng doanh thu ban & du kién dat 180 ty
USD vao ndm 2020, tugng ducgng mdc tang 26,6%
k& tir ndm 2018 (Hinh 22). V6i dong v6n dau tu
manh mé vao linh vuc nay, thi truGng ban lé dugc ky
vong sé& con bt pha han nifa trong tuang lai sap tdi
(Hinh 23).

1. Nhirng xu hudéng dau tu:

PE thic ddy su tdng trudng clia nganh ban 1€ Viét
Nam, Chinh phu d& dua ra mdt s6 quy dinh mdi dé thu
hiat dau tu va tédng cudng mai lién két gilta cac doanh
nghiép dia phuong va thi trudng toan cau (Hinh 24).

2. Cac xu hudng tiéu dung:

Nganh ban Ié Viét Nam dang dugc hudng Igi tir
su’ phét trién nhanh chéng cua tang I8p trung luu tai
Pong Nam A - dan s6 du kién sé dat 33 triéu ngudi
vao nam 2020, tang tir 12 triéu vao nam 2012. Su gia
t&ng murc d6 giau cé clia tang I6p nay dang thic day
su’ tdng trudng chi tiéu va su’ phat trién cla nganh
ban lé.

influx of investments into the sector, it is poised to wit-
ness further growth in the near future (Figure 23).

1. Investment trends

To promote the growth of Vietnam’s retail sector,
the government has introduced a number of new reg-
ulations to attract investments and enhance the link-
ages between local enterprises and global markets
(Figure 24).

2. Consumption trends

Vietnam'’s retail sector is benefiting from the rise of
the fastest-growing middle class in Southeast Asia — its
middle-class population is expected to reach 33 million
by 2020, up from 12 million in 2012 — whose growing
affluence is driving increasing expenditures.

At the same time, it also possesses a relatively
young population, with 40% of its population below
the age of 24. With their greater propensity for digital
technology, many of these younger consumers are
driving the rapid expansion of Vietnam'’s e-commerce

Hinh 22: DOANH THU VA TOC O TANG TRUONG CUA THI TRUONG BAN LE VIET NAM (2013-2020) (PON VI: %)
Figure 22: RETAIL REVENUE AND GROWTH IN VIETNAM (2013-2020) (UNIT: %)
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Bén canh dd, Viét Nam cling s& hitu dan s6 tucng
ddi tré, véi 40% dan s6 dudi 24 tudi. VGi xu hudng cdng
nghé ki thuét s phat trién, nhitng ngudi tiéu dung tré
tudi nay dang thlc day su tdng trudng manh mé cla thi
truGng thuang mai dién tir Viét Nam, khi ho danh nhiéu
thdi gian mua sdm trén cac thiét bi dién tir clia ho hon
S0 vdi viéc mua sdm tai cac clra hang truyén thdng.

Xép th(r 6 trén toan cau vé doanh thu nam 2018,
thi trudng thucng mai dién tor Viét Nam da san sang
dé chiing kién su' tdng trudng hon nita. Hién tai,
doanh s6 ban hang truc tuyén tir doanh nghiép dén
khach hang chiém ty & khiém tdn 3,6% trén tong
doanh s0 ban Ié trén toan qudc. Tuy nhién, con sd nay
du kién sé tdng vot 1én 5% vao ndm 2020, véi téng
gia tri 13 10 ty USD (Hinh 25).

market, as they spend more time shopping on their
digital devices than in physical stores.

Ranked 6th globally in terms of revenue in 2018,
Vietnam’s e-commerce market is well-poised to wit-
ness further growth. Currently, online Business-to-
Consumer (B2C) sales account for a modest 3.6% of
total retail sales nationwide. This figure, however, is
expected to soar to 5% in 2020, with a total value of
USD 10 billion (Figure 25).

Notably, Consumer-to-Consumer (C2C) or social
commerce channels, are also becoming increasingly
popular. Typically hosted on social media platforms
such as Facebook, Instagram, and Zalo, these plat-
forms offer buyers the ability to interact directly with

Hinh 23: NHONG THONG KE QUAN TRONG CUA NGANH BAN LE VIET NAM
Figure 23: KEY STATISTICS ON VIETNAM'S RETAIL SECTOR

142 tj USD

Doanh so ban 18 nam 2018, ky luc cao
nhat timg c6 / Retail sales in 2018, the
highest ever recorded
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Source: Deloitte Vietnam
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Hinh 24: DONG THOT GIAN CUA CAC QUY PINH
Figure 24: TIMELINE OF REGULATIONS

Lugt Dau tu mdi dugc dua ra nham tao thudn lgi hon
nita cho mdi trudng kinh doanh clia Viét Nam bang
céch néi 16ng cac quy tc nhét dinh cho cac nha dau
tu nudc ngoai / New Law on Investment introduced
to increase the ease of doing business in Vietnam by
relaxing certain rules for foreign investors.

2014

Quyét dinh s6 1563/QD-T0T
dugc ban hanh, phé duyét
ké hoach phat trién thuong
mai dién tt cho giai doan
2016-2020/ Decision
No.1563/QD-TTg was made
to approve the e-commerce
development plan for the
2016-2020 period

2016

Nghi dinh s6 09/2018/ND-CP vé Lugt Thuong mai va Luat Quan Iy
Ngoai thuiong da dugc ban hanh va c6 hiéu luc 6 két hgp mot 6 thay
doi thudn lgi cho céc nha ban Ié thanh Iap hoac mé@ rdng kinh doanh
trong cac Iinh vyic lién quan dén giao dich hang hda cla céc nha déu
tu'va doanh nghiép nudc ngoai / Decree 09/2018/ND-CP on the Law
on Commerce and the Law on Foreign Trade Management was issued
to incorporate several favourable changes for retailers establishing or
expanding their businesses in areas pertaining to the trading of
goods by foreign investors and enterprises

2018

2015

La mgt phan trong cam két
V6i T6 chifc Thuong mai Thé
gidi, Viét Nam chinh thiic
cho phép thanh Iap doanh
nghiép 100% von dau tu
nudc ngoai / As part of its
commitment to the World
Trade Organisation, Vietnam
officially allowed foreign
retailers to establish 100%
owned businesses

2017

54 trong 56 63 tinh thanh

da ban hanh ké hoach phat

trién thuong mai dién ti

cu thé cho giai doan

2016-2020/ 54 out of 63

o o provinces issued their spe-
cific e-commerce develop-
ment plans for the 2016-
2020 period

Quyét dinh dinh s6 1513/QD-TOT dugc ban hanh, phé duyét dé n thiic ddy doanh
nghiép Viét Nam tham gia truc tiép vao hé thdng phan phdi nudc ngoai dén nam 2020
/ Decision No.1513/QD-TTg was made to approve the scheme promoting Vietnamese
enterprises’ direct participation in foreign distribution systems until 2020

Nguén: Deloitte Viét Nam
Source: Deloitte Vietnam

Hinh 25: DOANH SO BAN HANG TRUC TUYEN THEO MO HINH B2C TAI VIET NAM (DPON VI: %)
Figure 25: ONLINE B2C SALES IN VIETNAM (UNIT: %)
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Dang chi y, mé hinh C2C (tir ngudi tiéu dung dén
nguadi tiéu dung) hodc cac kénh thuong mai xa hdi cling
dang ngay cang tré nén phé bién. Cac nén tang truyén
théng xa hdi nhu Facebook, Instagram va Zalo cung cap
cho nguGi mua kha nang tuang tac truc ti€p véi ngudi
ban va chia sé thdng tin, chdng han nhu hinh anh, danh
gia hodc dé xudt vdi nhau trong thdi gian thuc.

Su tang trudng nhanh chéng cla thuong mai dién
tlr tai Viét Nam dua trén nén tang hanh vi mua sdm
ngay cang manh mé clia ngudi tiéu dung Viét Nam.
Nam 2018, chi tiéu cho thugng mai dién tr trung binh
hang ndm cta mét ngudi Viét Nam la 350 USD, gan
gap doi so vdi con s6 186 USD vao nam 2017. Ngoai
ra, ty 18 chuyén ddi truc tuyén (dugc dinh nghia la ty
I& truy cp vao cac trang web truc tuyén dugc chuyén
ddi thanh doanh s6), dang & mlic cao & Viét Nam.
Theo mét khao sat, Viét Nam cdng bé ty 1& chuyén ddi
dat cao nhét trong s8 sau thi trudng Bong Nam A, véi
ty 1& chuyén déi 1a 30%, cao hon so v&i mdc trung
binh cla khu vuc (Hinh 26).

Luu y: Chi s6 chuy&n d6i truc tuyén thé hién hiéu

their sellers, and to share information, such as pho-
tos, reviews or recommendations with one another in
real-time.

Underpinning this rapid e-commerce growth are
the Vietnamese consumer’s robust spending behav-
iours. In 2018, the average annual spending for an
online shopper in Vietham was USD 350, nearly dou-
ble the figure of USD 186 in 2017. In addition, online
conversion rates, broadly defined as the proportion
of visits to online websites that have been converted
to sales, are high in Vietnam. According to one sur-
vey, Vietnam posted the highest conversion rates
amongst six Southeast Asia markets, with a conver-
sion rate that was 30% higher than the regional
average (Figure 26).

Furthermore, the Vietnamese consumer is
becoming accustomed to online payment solutions.
Currently, 50% of all e-commerce expenditures are
processed through card payments, and the uptake
of new cashless methods is expected to accelerate:

Hinh 26: CHi SO CHUYEN B3I TRUC TUYEN TAI 6 QUOC GIA & DPONG NAM A
Figure 26: ONLINE CONVERSION INDEX ACROSS SIX MARKETS IN SOUTHEAST ASIA
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qua cla thi trudng lién quan dén ty 1& chuyén ddi
trung binh chung trén tat ca 6 thi trudng, dugc chi
dinh gia tri tham chiéu la 1.

Han nita, ngudi tiéu dung Viét Nam dang dan quen
V@i cac giai phap thanh toan truc tuyén. Hién tai, 50%
tdng chi phi thuong mai dién tir dugc x{r ly théng qua
thanh toan thé va duy kién cac phuaong thirc khong dung
tién mat mai sé con gia tang. Cac udc tinh cho thay
thanh todn bang vi dién tr s& chiém 28% téng doanh
s6 thugng mai dién tlr tai Viet Nam vao nam 2019.

II. BOI CANH MOT CUA NGANH BAN LE

Tai Viét Nam, thi truGng ban 1é ti€p tuc bi chi phdi
bdi cac kénh thuong mai truyén théng, chdng han nhu
clra hang kinh doanh trén phg, vén dugc coi la mot
phan quan trong ctia cong dong va cudc song hang
ngay, dac biét la & khu vuc ndng thon vdi ty I€ Ién dén
90% toan thi truGng. Ngay ca & khu vuc thanh thi, noi
cd cac kénh ban hang hién dai, thi cac clra hang
truyén thdng van tiép tuc chiém dén 50% toan thi
truGng (Hinh 27).

estimates suggest that e-wallet payments will make
up 28% of the total e-commerce sales in Vietnam in
2019.

Note: The online conversion index represents a
market’s performance relative to the overall average
conversion rate across all six markets, which has been
assigned a reference value of 1.

II. THE NEW RETAIL LANDSCAPE

In Vietnam, the retail landscape continues to be
dominated by Traditional Trade channels, such as
street shops, which are a vital part of the community
and everyday life, especially in rural areas, where they
account for 90% of the market. Even in urban areas,
where Modern Trade channels, these channels contin-
ue to account for a significant 50% of the market
(Figure 27).

However, in recent years, there has been an explo-
sion in the number of Modern Trade channels across
Vietnam, with a variety of players offering different

Hinh 27: THI PHAN CUA CAC KENH MUA SAM KHAC NHAU O KHU VUC NONG THON VA THANH THI (PON VI: %)
Figure 27: MARKET SHARE OF DIFFERENT PURCHASING CHANNELS IN RURAL AND URBAN AREAS (UNIT: %)

Khac/ Other

Ngudn: Deloitte Viét Nam
Source: Deloitte Vietham
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Tuy nhién, trong nhiing n@m gan day, da c6 mét
su’ bung né vé s lugng cac kénh ban hang hién dai
trén khap Viét Nam, véi su' tham gia cla nhiéu nha
dau tu da mang dén cho thi trudng cac hinh thirc ban
I& khac nhau. Hién tugng nay dac biét ro rét & hai
thanh phd trong diém la thanh phd HS Chi Minh va Ha
NGi, chiém phan I6n tdng doanh thu bén 1€ [an lugt 13
22% va 11%. Tiép theo la ba thanh phd ndng dong
vGi cac khu céng nghiép Ién, bao gom Binh Dugng,
Dong Nai va Hai Phong, chiém gan 10%.

1. Su tang truéng cua thucng mai hién dai:

Vi sy gia tang clia cac hinh thic ban Ié hién dai tai
Viét Nam, chiing ta c6 thé& nhan thady rd mot s6 thay ddi
dang chl y gan day tai cac trung tdm thuong mai, clra
hang tién Igi, cling nhu' cac nén tang ky thuat s6. Dac biét
TP. H6 Chi Minh da ndi 1én nhu mét khu vuc tap trung dic
biét nhiéu nha ban Ié tai Viét Nam. Vi duy, da co su gia
ting dang k& vé sb lugng siéu thi trong nhitng ndm gan
day tai TP. H6 Chi Minh va hién chiém gan 1/5 tdng s6
siéu thi trén toan quéc (Hinh 28). TP. H6 Chi Minh ciing
€6 s6 lugng trung tam thuong mai nhiéu nhat, vdi s6
lugng clra hang nhiéu gap hai lan so véi Ha NGi (Hinh 29).

2. Cac ctra hang thu'cdng mai

Hién tai, cd gan 200 trung tam thucong mai dudc
diéu hanh bdi ca nha dau tu trong va ngoai nudc trén
khap Viét Nam. Thong thudng, cac trung tdm thuong
mai nay ¢ nhiéu khu vuc chirc nang khac nhau, bao
gdm céc lua chon gidi tri va mua sdm. Cac nha dau tu
chinh trong linh vuc nay bao gém cac tap doan Ién
nhu AEON, Lotte va Vingroup. Dac biét, Vincom, cong
ty kinh doanh trong linh vuc ban Ié cla tap doan
Vingroup, chiém 60% thi phan vé hoat dong ban Ié tai
hai thanh phd I6n la Ha NGi va TP. H6 Chi Minh, chiém
gan 1,2 triéu m2 trong tng dién tich nganh ban lé.

3. Cac ctra hang tién Igi

Cac clra hang tién Igi dang trd thanh d6i thd canh
tranh manh mé va tryc ti€p cla nhiéu kénh Thuong
mai truyén théng, nhu cac clfa hang ban |é quy moé
nhd, vi ching mang dén su gan giii va thuan tién han
cho ngudi tiéu dung.
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retail formats. This phenomenon is especially pro-
nounced in the two key cities of Ho Chi Minh City and
Hanoi, which account for the majority of total retail
sales at 22% and 11% respectively. They are followed
by three dynamic cities with large industrial parks —
Binh Duong, Dong Nai and Hai Phong — which togeth-
er account for nearly 10%.

1. The rise of Modern Trade

With the rise of Modern Trade retail formats in
Vietnam, some of the most notable recent develop-
ments can be found in commercial centres, conven-
ience stores, as well as digital platforms. Ho Chi Minh
City, in particular, has emerged as a particular area of
focus for many retail players in Vietnam. For instance,
it has experienced a surge in the number of supermar-
kets in recent years, and now accounts for nearly one-
fifth of the total number of supermarkets nationwide
(Figure 28). It also accounts for themost number of
commercial centres, with nearly two times as many
outlets as Hanoi (Figure 29).

2. Conmercial stores

Currently, there are nearly 200 commercial centres
operated by both domestic and foreign players across
Vietnam. Typically, these commercial centres accom-
modate a variety of different facilities, including enter-
tainment and shopping options, with major players in
this space including conglomerates such as AEON,
Lotte, and Vingroup. In particular Vingroup’s retail
arm, Vincom, accounts for 60% of the market share in
terms of retail floor operations for the two major cities
of Hanoi and Ho Chi Minh City, covering nearly 1.2 mil-
lion square metres of gross retail area.

3. Convenience stores

Convenience stores are becoming strong and
direct competitors of many Traditional Trade channels,
such as mom and pop stores, as they offer consumers
close proximity and greater convenience.

Across Vietnam, the number of convenience
stores have quadrupled since 2012, and minimar-
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Hinh 28: SO LUONG SIEU THI TAI HA NOI VA TP. HO CHI MINH
Figure 28: NUMBER OF SUPERMARKETS IN HANOI AND HO CHI MINH CITY

2014 2015 2016 2017
I Ha Noi / Hanoi [ P H6 Chi Minh / Ho Chi Minh city

Ngubn: Deloitte Viét Nam
Source: Deloitte Vietnam

Hinh 29: SO LUONG TRUNG TAM THUONG MAI TAI HA NOI VA TP. HO CHI MINH
Figure 29: NUMBER OF COMMERCIAL CENTRES IN HANOI AND HO CHI MINH CITY

3]

2013 2014 2015 2016 2017

Ngudn: Deloitte Viét Nam
I Ha Ngi / Hanoi [0 7P HG Chi Minh / Ho Chi Minh city Source: Deloitte Vietnam
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Trén khap ca nudc, sd lugng clra hang tién Igi da
ting gap bén An k& tir ndm 2012 va cac siéu thi nhd
chiém s6 lugng nhiéu nhat trong s6 cac clra hang méi mé
trong chin thang d&u n&m 2018. Su hdp dan cla cc ctra
hang tién Igi khdng chi thu hit sy chl y clia cac nha dau
tu trong nuGc, ma ca cac nha dau tu nudc ngoai, vdi viec
cac clra hang tién Igi dang néi 1&n dudi hinh thic ban 1&
ua thich clia nhiéu nha dau tu' nudc ngoai (Hinh 30).

Cudc chién cua cac ctra hang tién Igi

Theo udc tinh, téc d6 tang trudng clia cac clra hang
tién Igi tai Vit Nam du kién sé& vugt han so vdi nhiéu nén
kinh t€ 1an can, véi téc do tang trudng kép hang nam dat
muc 37,4% trong giai doan 2017-2021 (Hinh 31).

Hién nay, s cac clra hang tién i tai Viét Nam van
6 mUrc tugng doi thap: trong khi cac clra hang tién Igi
thudng chiém khoang 20% thi trudng & cac nén kinh
t€ khac, thi con s6 nay & Viét Nam chua dén 10%. Mat
d6 ctra hang tién Igi & Viét Nam ciing van & muc kha
thap, véi khoang 54.400 ngudi dan Viét Nam mdi co
mot clra hang tién ich trong khi do ty Ié nay & Han
Qudc la 2.100 ngudi va Trung Qudc la 24.900 ngudi.

4. Nén tang ky thuat s6

Song song Vi su phat trién cta cac kénh truyén
thdng, cac nén tang k¥ thudt s6 cling dang ndi 1én tai
thi trudng ban lé Viét Nam véi nhiing dai gia I6n nhu
Adayroi, Lazada, Shopee va Tiki. Tiém ndng tdng
trudng cla thi trudng ban Ié ky thuat s6 Viét Nam
cling da thu hdt su’ chd y clia mot s6 dai gia thuang
mai dién ttr, dién hinh 13 viéc Tap doan Amazon (M)
dat chan vao thi trudng Viét Nam thong qua viéc cung
cap dich vu thugng mai dién tir cho Hiép hoi Thugng
mai dién t&r Viét Nam (VECOM), vdéi 140 doanh nghiép
online thanh vién.

III. TUONG LAI CUA NGANH BAN LE:

Vi su phét trién cla thuong mai dién tir tai Viét
Nam, cac doanh nghiép ban lé dang kham pha nhiéu
cach thirc khdc nhau dé€ tan dung lan séng tang trudng
nay. Tuy nhién, van con mdt s6 van dé vé mat chién
lugc can phai cdn nhac khi ho bét tay vao thuc hién.
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kets accounted for the most-number of store open-
ings in the first nine months of 2018. The attractive-
ness of convenience stores has not only captured
the attention of local players, but also foreign play-
ers, with convenience stores emerging as the pre-
ferred retail format for many foreign retail investors
(Figure 30).

The battle for convenience stores

According to estimates, Vietnam’s growth in con-
venience stores is expected to outperform many of its
neighbouring economies, with a CAGR of 37.4% from
2017-2021 (Figure 31).

Currently, Vietnam possesses a relatively low con-
centration of convenience stores: while convenience
stores typically represent about 20% of the market in
other economies, the figure in Vietnam is less than
10%28. Its ratio of convenience stores to residents is
also lower, at one store for every 54,400 residents. This
is in contrast to markets such as South Korea, where
the figure is one for every 2,100 residents, and China,
where the figure is one for every 24,900 residents.

4. Digital platforms

Amidst the proliferation of physical channels, digi-
tal platforms are also emerging in the retail market,
with players such as Adayroi, Lazada, Shopee, and Tiki
leading the pack. The growth potential of Vietnam’s
digital retail market has also captured the attention of
several e-commerce giants, with Amazon launching an
initiative with the Vietnam e-Commerce Association to
provide e-commerce services to a group of 140 local
businesses.

III. LOOKING AHEAD

With the rise of e-commerce in Vietham, compa-
nies are exploring different ways to capitalise on this
wave of growth. There remain, however, several
strategic considerations that they will need to make
when embarking on this endeavour.

Firstly, companies must keep in mind their goals
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Hinh 30: THI PHAN TRONG VA NGOAI NUGC TREN CAC HINH THUC BAN LE KHAC NHAU (2017) (BON VI: %)
Figure 30: DOMESTIC AND FOREIGN MARKET SHARE ACROSS DIFFERENT RETAIL FORMATS (2017) (UNIT: %)

({ra hang tién lgi / 70%
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Nguon: Deloitte Viét Nam
Source: Deloitte Vietnam

Hinh 31: TOC PO TANG TRUONG KEP HANG NAM (CAGR) DOANH SO BAN LE CUA CAC CUA HANG TIEN LOT TRONG
GIAI POAN 2017-2021 (PON VI: %)
Figure 31: CAGR OF RETAIL SALES FOR CONVENIENCE STORES FOR 2017-2021 (UNIT: %)
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Thir nhat, cac doanh nghiép phai duy tri cac muc
tiéu cla ho dé€ phét trién Iau dai, bén viing ngay ca khi
ho theo dudi cac muc tiéu ngdn han. M3c du cd nhiéu
cd hdi phat trién chua dudc khai thac trong khéng gian
thugng mai dién tr clia Viét Nam, nhung su canh tranh
cling rat gay gat va can phai dau tu dé thiét 13p co s6
ha tang va logistics can thiét cho cac hoat dong xay
dung thuang hiéu dudi hinh thirc ti€p thi va quang cdo.

Nhitng van dé néi 1&n gan day ctia mot s6 nén tang
thugng mai dién tlr va s6 lugng nhitng nha dau tu bi
thua 16 & nhithg minh chimg cho mlc db cta thach
thirc nay.

Thir hai, cac doanh nghiép sé can xem xét lam thé
nao dé ho co thé tich hdp cac kénh truyén théng va
cdng nghé ky thuit s6 d& mang lai trai nghiém toan
dién va xuyén sudt cho ngudi tiéu dung. That vay, mot
s6 dai gia ban Ié trong nudc dd bat dau dau tu' vao cac
chién lugc ban hang da kénh, nhu hé sinh thai ban Ié
bao gdbm cac diém cham trén toan bd danh muc cua
cac doanh nghiép ban I&, bao gom trung tdm thucng
mai, siéu thi, clra hang tién Igi va nén tang thuong mai
dién tar.

Cudi cung, cac doanh nghiép sé can tim cach khai
thac hé sinh thai thanh toan dién t&r d& tim hiéu lam
th& nao dé tan dung t6t nhat cac hiéu (ng mang va
gidi phap thanh toan thdng minh d&€ cung cép trai
nghiém khach hang khac biét. Déng thai, ho sé can
dau tu vao thanh toan va bao mat dir liéu, vi viéc thiéu
cac giao dich an toan va bao mat la mét trong nhiing
trd ngai chinh cho mua sdm va thanh toan truc tuyén.

Két ludn, con dudng dan dén thanh cong trong
nganh ban |é ndm & viéc quan ly cac trai nghiém dé thu
hdt va 16i kéo ngudi tiéu dung bang cach két néi véi ho
tai cac diém cham phu hgp, vao ding thdi diém va vdi
théng diép phu hgp. D€ dap (ing sa thich va hanh vi clia
ngudi tiéu dung mot cach nhanh chdng, cac doanh
nghiép s& can phai d6i méi va phan (thg nhanh theo bdi
canh mdi clia nganh ban I ky thuat so tai Viét Nam.®
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for sustainable, long-term development even as they
pursue short-term goals. Although there are many
untapped opportunities for growth within Vietnam’s e-
commerce space, the competition is intense and enor-
mous amounts of investment is often required to
establish the necessary logistics and infrastructure,
and for brand-building activities in the form of market-
ing and advertising.

The recent high-profile closures of several e-
commerce platforms, and the repeated losses of
many other players, is testament to the scale of this
challenge.

Secondly, companies will need to consider how
they can integrate their physical and digital channels
to deliver a holistic and seamless experience for the
consumer. Indeed, several local retail giants in
Vietnam have already begun investing in omni-chan-
nel strategies, such as a retail ecosystem that
encompasses touchpoints across the brand’s entire
portfolio of retail businesses, including commercial
centres, supermarkets, convenience stores, and e-
commerce platforms.

Finally, companies will need to find ways to tap
into digital payment ecosystems to see how they can
best leverage network effects and smart payment
solutions to provide a differentiated customer experi-
ence. At the same time, they will need to invest in pay-
ment and data security, as the lack of secure and safe
transactions is one of the key impediments for online
shopping and payment.

Ultimately, the path to success lies in curating
experiences to engage and entice consumers by con-
necting with them at the right touchpoints, at the right
time, and with the right messaging. To respond to the
rapidly evolving consumer preferences and behav-
iours, companies will need to innovate quickly and
respond swiftly when navigating the digital retail land-
scape in Vietnam.®
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at dugc tang trudng cd Igi nhuan trong moi
'Dtru’c‘jng hoi nhap kinh té€ hién tai la mot thach

thirc. Ky thuét s6 c6 thé déng mét vai trod trong
viéc giai phdng tiém nang cla doanh nghiép-lam cho
cac kénh thuong mai dién tr ciia doanh nghiép co Igi
hon va phat trién cac dé xuét gia tri khach hang, tap
trung vao viéc mang lai két qua t6t han cho khach
hang. Viéc quyét dinh cach tan dung t6i da cac cd hoi
s cd thé phirc tap va ap dao. D6 1a ly do tai sao nhiéu
t6 chlic khdng khdm phd cac co hdi, hodc té hon, ap
dung phuang phap ti€p can chd dai.

Vi vdy, doanh nghiép can lam nhiing gi dé€ dat
dugc thanh cdng? Co ba chia khda dé thanh cong:

o Hiéu biét khach hang va thj trudng ctia doanh nghiép.
e Xac dinh tham vong va tiéu chi thanh cong cuta
doanh nghiép.

chieving profitable growth in the current cli-
Amate is challenging. But digital can play a

role in unleashing your potential-making
your e-commerce channels more profitable and
developing customer value propositions that are
centred on delivering better outcomes for your cus-
tomers. Deciding how to make the most of digital
opportunities can be complex and overwhelming.
That’s why many organisations fail to explore the
opportunities, or worse, apply a wait and see
approach.

So, what does it take to succeed? There are three
keys to success:

e Knowing your customer and market.
e Defining your ambition and success criteria.
¢ Identifying the right path to your end goal.
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e Xac dinh dung 16 trinh dé& dat dudgc muc tiéu cubi
cung cua doanh nghiép.

Doanh nghiép can biét va hiéu rd khach hang cta
minh néu doanh nghiép mudn duy tri long trung thanh
clia khach hang. Doanh nghiép can hiéu biét rd rang
vé thanh cong nao cé y nghia ddi vdi doanh nghiép va
trén cd s& do, Iua chon chién Iuge phu hgp. Diéu nay
s€ lién quan dén mot s6 lua chon khé khan va cac
danh ddi nhung s& gitip doanh nghiép giai phdng toan
bo tiém nang clia minh trong thai dai ky thuat s6.

CACH DOANH NGHIEP HIEU RO KHACH HANG
CUA MINH

Su phét trién clia cdng nghé ky thuét s va di ddng
d3 thay d6i c&n ban DNA clia khach hang. Viéc thay dbi
nhan khdu hoc s& cho thdy con ngudi ky thudt s6 tré
thanh chudn muc trong thap ky tdi. Vi vy, doanh nghiép
nén tu hoi: lam thé ndo d€ doanh nghiép hiéu rd khach
hang hién tai cia minh va lam thé nao doanh nghiép cd
th& phuc vu t6t nhu ciu clia cac nhdm khach hang méi.

Doanh nghiép c6 sin sang dé ton tai, phat trién
va gianh chién thing trong théi dai ky thuat s6?

Thé& hé ki thudt sd dang phat trién-lam cho ki thuét
s0 tra thanh diéu binh thudng mdi trong ca thi trudng B2C
va B2B. Diéu nay tao ra cac van d&, mdi de doa va ca hoi
cho tat ca cac doanh nghiép. Mot Mot diéu rG rang la: viéc
ti€p tuc nhu vy hodc chi ¢ géng hon la chua du.

P& tham gia san choi va gianh thang Igi,
doanh nghiép ngay cang can cé cac mirc do phu
hop ky thuat s6 hon: tang trudng co Igi nhuan doi
héi diéu tét nhat ma ky thuat sd c6 thé mang lai.

Cong nghé ky thudt s da lam thay ddi pham vi, quy
m6 va ti€m nang kinh doanh trong vong thap ky qua. Khi
lam thay d6i nhu vy, né da pha v& cac mé hinh kinh
doanh clia cac t& chiic truyén théng & mirc chua timng
€6 trudc day. Va nd sé khong ding lai & d6. Nhin vé
tuong lai, chiing ta thdy ba lan sdng cd hdi cho cac t&
chiic dé tao ra tdng trudng ¢ Igi nhuén:

Lan séng thar nhat: Cai thién Igi nhuan thuong
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You need to know and understand your cus-
tomers if you are to retain their loyalty. You need a
clear understanding of what success means for you
and, based on that, choose the right strategy. This
will involve some hard choices and trade-offs but
will help you unleash your full potential in the digi-
tal age.

HOW WELL DO YOU KNOW YOUR CUSTOMER?

The growth of digital and mobile technologies has
fundamentally changed the DNA of the customer.
Demographic change will see digital natives becoming
the norm over the next decade. So, you should ask
yourself: how well do you know your current cus-
tomers and how well are you serving the needs of new
customer groups?

Are you ready to survive, grow and win in
the digital age?

The digital generation is growing up — making dig-
ital the new normal in both the B2C and B2B markets.
This creates issues, threats and opportunities for all
businesses. One thing is clear: continuing as is or just
trying harder is unlikely to work.

Increasing degrees of digital fithess are
required to play and win: profitable growth
requires the best that digital can offer

Digital technology has transformed the scope, scale
and potential of business over the last decade. In doing
so, it has disrupted the business models of traditional
organisations at a rate never experienced before. And
it won't stop there. Looking to the future, we see three
waves of opportunity for organisations to generate
profitable growth:

First digital wave: Improve eCommerce prof-
itability with a better customer experience, more com-
pelling propositions, more effective distribution or
smarter pricing.

Second digital wave: Develop propositions
that encourage your customers to share their con-
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Hinh 32: CAC LAN SONG CO HOI TANG TRUONG LOT NHUAN KY THUAT sO
Figure 32: THE DIGITAL WAVES OF PROFITABLE GROWTH OPPORTUNITY

(an téing céc mitc do phu hop ky thudt s d& tham gia san choi va gianh théng lgi / Lan song kj thuat

Increasing degrees of digital fitness are required to play and win 50 tiép t?leo?/ .
PR —— The next

Gia tang cac van dé, moi de doa va co hdi trong nén kinh t€ kj thuat s6 / digital wave?

Increasing issues, threats and opportunities in the digital economy

(dcnhan hiéuhA
e ia mua sém va nhan
Chuoi tiéu thu/ dién ky thuat s

Consumption chain Lan song ky thudt so thirba: — xugt hién / Buying

Nhan dign ky thuat s6 /Third  brands & digital
digital wave: digital identity  identities emerge

1 Dif liéu tiéu thu dugc chia sé
| Vdikhichhangdéchora
Lan s6ng kj thuat so thit hai: | két qua / Consumption data is
Chudi cung cau / Demand chain Tiéu dung 3/ Second digital ,  shared with the customer to
wave: digital consumption enable outcomes

Thay ddi md hinh kinh doanh /
Business model change

Dich vu khach hang / Customer service

Tiép thi / Marketing Thuong mai dién tl dugc st
' e A e dung dé giao dich, quang
Ban hang / Sales @ Lan song ky thudt s6 thit nhat: cdo dudi dang nén tang tiép
T First digital thi va cunEcap dich vu tu
= G e cham soc khach hang /
S Chudi cung iing (cac hoat dong) / eCommerce is used to Tich hap hoat dong lién tuc
=2 Supply chain (operations) | trén toan chudi cung ting,
25 ) . ) ) 1 bao gom cdc nha cung cap
£3 Tich hgp kénh / Channel integration | va doi tac
= o
e Tich hgp chudi cung tng E2E / !
S % E2E supply chain integration |
5o !
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I I N
»
d ® Time

Tang trung 5-10% / Tang truéng 10-20% / Tang truéng 5-10% /

5-10% Growth 10-20% Growth 5-10% Growth

Hiéu qua 5-10% / Hiéu qua 10-20% / Hiéu qua 5-10% /

5-10% Efficiency 10-20% Efficiency 5-10% Efficiency

DGi méi va s trung thanh / DGi méi va s trung thanh / DGi méi va s trung thanh /

Innovation & loyalty Innovation & loyalty Innovation & loyalty

Ngudn: PWC
Source: PWC
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mai dién t&r vdi trai nghiém khach hang t6t hon, cac
dé xudt hap dan han, phan phdi hiéu qua hon hodc
dinh gid thong minh haon.

Lan séng thir hai: Phat trién cac dé xuat khuyén
khich khach hang ctia doanh nghiép chia sé dir liéu
tiéu thu clia ho. Bang cach do, doanh nghiép tang long
trung thanh clia khach hang, tang doanh thu va giam
chi phi hoat déng han nira.

sumption data. That way you increase customer loy-
alty, increase revenue and reduce operating costs
even further.

Third digital wave: Act as a trusted fourth party
on behalf of customers to aggregate their digital data,
and to meet their needs through managing relation-
ships with companies offering products and services.
(Figure 22)

Hinh 33: DANH GIA TANG TRUONG KY THUAT s&
Figure 33: DIGITAL GROWTH ASSESSMENT

Hiéu dugc cac hanh vi, nhu cdu va két
qua mong mudn cla khach hang ky
thudt s6 dang phét trién nhanh chong
va téc dong cla chiing dén lgi nhuan va
tang trudng / Understand the rapidly-
evolving digital customers behaviours,
needs & desired outcomes and their
impact on profitability and growth

Biét /
Know

Trang bi cho t6 chic
ctia doanh nghiép
dé bao vé tai san, dir
liéu va danh tiéng
clia doanh nghiép
trudc céc moi de doa
clia thé gidi ky thudt
s6 / Equip your or-
ganisation to protect
your assets, data
and reputation
against the threats
of the digital world

Ap dung cac phuang phap nhanh dé thiét
ke, xay dung va tich hop céc gidi phap
xa hoi, di dong va web cho doanh
nghiép / Adopt agile approaches to
design, build and integrate
enterprisewide social,
mobile and web solutions

Tang toc

Giai doan 1: f)uong (0's¢ cia doanh

ngh|ep nghia La givadoanh nghlep nen duoc

Giai doan 2: (dc ca hdila giva doanh
nghlep can thay ddi d|eu qi?/ 2

Hiéu cach gia tri duoc tao ra trong nén
kinh té ky thudt s6 trong chudi gia tri
va hé sinh thdi ctia doanh nghiép. Xac
dinh md hinh kinh doanh méi doanh
nghiép / Understand how value is
created in the digital economy in your
value chain and ecosystem. Define
your new business model

Xdcdinh /
Define

Thiét ké mo hinh kinh
doanh va hoat dong
mdi clia doanh
nghiép va con dudng
chuyén tiép dé dat
dugc diéu do / Design
your new business
and operating model,

Phét trién /
Evolve

¢)

and the transition
path to get there
Tao thanh /
Create Tao ytuong kinh doanh méi, uom tao

va phat trién theo quy md / Create new
business ideas, their incubation and
development to scale

Giai doan

Ngudn: PWC
Source: PWC

102



CAC XU HUGNG LGOI NHUAN THEO NGANH KINH TE NAM 2019-2020

Lan song thir ba: Hoat dong nhu mot bén thir tw
déng tin ciy thay mét khach hang dé t6ng hdp di liéu
ky thuat s6 cta ho va dap Ung nhu cau cla ho théng
qua quan ly moi quan hé véi cac cong ty cung cap san
pham va dich vu. (Hinh 22)

Doanh nghiép sé can mot chién lugc kinh
doanh cho thdi dai ky thuat s6 - khong phai la
chién Iugc ky thuat s6

Phét trién 6 chiic clia doanh nghiép doi hdi phai dinh
vi lai hoat dong kinh doanh hién tai clia doanh nghiép,
dodng thdi tao ra va xdy dung cac co hdi phat trién ki
thuat s6 clia doanh nghiép. Biéu nay c6 nghia la doanh
nghiép can thic day su hgp tac nhiéu han, d6i méi I6n
hon va dua ra quyét dinh nhanh han so véi nhitng gi
doanh nghiép da timg lam trudc day. Day la thach thirc
cho céc nha 1anh dao. Trong giai doan thay doi nay,
doanh nghiép can bado vé gia tri va danh ti€éng tai san
cling nhu thay d6i cach thiic hoat dong. (Hinh 23)

Tang tiém nang tang truéng co Igi nhuan cho
doanh nghiép, cu thé:

Tang truéng doanh thu co Igi nhuan: (i) Lgi
tirc dau tu c6t 16i; (i) Quan diém da dang mang dén
cai nhin sau sac va su’ bén vitng hon; (i) Tap trung
vao dung co hdi, ding thsi diém, phan anh tham
vong, khau vi rui ro va kha néng clia doanh nghiép.

Tao khach hang trung thanh: (i) Hiéu biét sdu sic
vé nhu cau clia khach hang va cac cg hoi thi trudng, (ii)
Su thay d6i va md hinh hoat ddng dinh hudng xung
quanh khach hang ctia doanh nghiép, (iii) T6 chiic nhanh
nhen cdm nhén va ng pho véi hoan canh thay ddi.

Kiém soat chi phi va tai san doanh nghiép
lién tuc: (i) Hiéu qua cla chudi cung (ng dé t5i uu
héa hang ton kho, (ii) S dung hiéu qua dién toan
dém may va phan mém nhu mét dich vu dé gidm chi
phi von CNTT, (iii) Tang hiéu qua tai san.

Xay dung t6 chirc nhanh nhen: (i) Giam d6 phuc
tap, (i) Nhitng cai tién trong tiéu chudn hda va cach
thdc lam viéc méi, (iii) Thu thap va st dung tot hon tat
ca cac dang dir liéu trong qua trinh ra quyét dinh.m

You will need a business strategy for the
digital age — not a digital strategy

Evolving your organisation requires a reposition-
ing of your existing business, whilst creating and
building your digital growth opportunities. This
means that you need to foster more collaboration,
greater innovation and faster decision-making than
you've ever experienced before. It's challenging for
leaders. During this period of change you need to
protect the value and reputation of your assets as
well as transform the way that your business oper-
ates. You'll need an accelerated programme of
change to make this happen. (Figure 23)

Increasing your profitable growth potential:

Profitable revenue growth: (i) Return on
investment at the core; (ii) Diverse perspectives deliv-
er deeper insight and sustainability; (iii) Focus on the
right opportunity, right moment, reflecting your ambi-
tion, risk appetite and capability.

Creating loyal customers: (i) Deep insight into
customer needs and market opportunities; (ii) Change
and operating model orientated around your cus-
tomer; (iii) Agile organisation that senses and
responds to changing circumstances.

Delivering significant efficiency saving: (i)
Supply chain efficiencies to optimise inventory and
WIP with appropriate sourcing models; (ii) Effective
use of cloud computing and software as a service to
reduce IT capex; (iii) Increased asset efficiency.

Building an agile organization: (i) Reduction in
complexity; (i) Improvements in standardization and
new ways of working; (iii) Better collection and use of
all forms of data in decision-making.®
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BRIDGING THE GAP
BETWEEN A COMPANY'’S STRATEGY
AND OPERATING MODEL
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ac doanh nghiép hiém khi cé thai gian hoan thanh
‘ thiét k& lai t& chiic trudc khi bit dau hoat dong tai

6 chiic tiép theo. Viéc thay dbi & tdc do do cd thé
tao ra su mat két néi gitfa chién Iugec va mo hinh hoat
dong clia cong ty, lam tram trong thém cac van dé hién
cd, tao ra cac phan Ung tuy tién hoac thiéu két ndi va
gay r6i loan t& chic. Cac nd luc thiét k& lai mé hinh hoat
ddng b thé qua muu lugc dé tao ra gia tri thuc su. Thay
vi vach ra méi lién két gitra chién Iugc va t8 chirc, thiét
k& méi cb thé chi don thuan xac nhan nhiing thién kién
va dong luc xa hoi hién c6.(1)

Trong nhitng tinh huéng nhu thé nay, diéu quan
trong doi véi cac nha quan ly 1a lién két chién lugc vdi
td chirc clia cdng ty. Viéc tra 16i bon ciu hdi sé& xac
dinh cac kha nang va trach nhiém giai trinh can thiét
dé& kich hoat mé hinh hoat dong va m& khda chién
lugc ctia doanh nghiép: (1) Doanh nghiép can phai
lam gi d& tao ra gia tri? (2) Doanh nghiép can nhiing
kha ndng déc biét nao dé tao ra gia tri nay? (3) Doanh
nghiép ¢ nhitng kha néng nay & dau? Va (4) Y nghia
mo hinh hoat dong, dac biét la vé trach nhiém giai
trinh va cac chilfc ndng clia doanh nghiép la gi?

Doanh nghiép cin lam gi dé cé thé tao ra gia tri?

Khéng phai tat ca cac cong viéc hodc tat ca cac bd
phan ctia mot t& chlrc déu cé gia tri nhu nhau. Péi véi
bt ky doanh nghiép nhét dinh nao, dé dat dugc chién
luge clia minh, doanh nghiép ludn c6 cac dan vi kinh
doanh, cac budc x{r ly hodc cac dac tinh thuang hiéu
c6 déng gop 16n lao doi vdi viéc tao ra gia tri so Vdi
cac doanh nghiép khac.

organizational redesign before starting the next

one. Change at that pace can create a discon-
nect between a company’s strategy and its operating
model—aggravating existing problems, creating arbi-
trary or disconnected reactions, and breeding organi-
zational confusion. Efforts to redesign the operating
model can be too tactical to create real value. Instead
of drawing out the link between the strategy and
organization, the new design may merely confirm
existing biases and social dynamics.(l)

Companies scarcely have time to complete one

In situations like these, it is critical for managers to
link a company’s strategy to its organization.
Answering four questions will identify the capabilities
and accountabilities required to enable a company’s
operating model and unlock its strategy: (1) What do
we need to be able to do to value? (2) What distinctive
capabilities do we need to create this value? (3) Where
do we have these capabilities today? (4) And what are
the implications for our operating-model design, espe-
cially on accountability and the corporate functions?

What do we need to be able to do to create
value?

Not all work is equally valuable, nor are all parts
of an organization. For any given company to
achieve its strategy, there are always business units,
process steps, or brand attributes that make outsize
contributions to creating value relative to others.
This insight may sound simple, but companies often
don't know precisely what they do that creates the

(1) Chris Bradley, Martin Hint va Seven Smit, Chién luoc vuot ra khoi
Gay khuc con cau: Con nguoi, Xac suat va Cac ca di chuyén lon dé
danh bai Ty 1€ ca cugc, Hoboken, NJ: John Wiley & Sons, 2018.

(1) Chris Bradley, Martin Hirt, and Sven Smit, Strategy Beyond the
Hockey Stick: People, Probabilities, and Big Moves to Beat the Odds,
Hoboken, NJ: John Wiley & Sons, 2018.
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Cac doanh nghiép thuGng khong biét chinh xac
nhitng gi ho lam dé tao ra gid tri cao nhét. Ho hiém khi
ngoi lai d& xac dinh hai hodc ba diéu thuc su’ quan trong
hudng chi 13 viéc 1ap ban dd chudi gia tri v& nganh cta
minh d& xac dinh doanh nghiép can tao khac biét cho
chinh minh & dau. D4 la mot budc quan trong vi nd
quyét dinh khong chi cach thiét k€ mo hinh hoat dong
hiéu qua ma con quyét dinh phan b8 ngudn luc & dau.

Budc dau tién va quan trong nhat trong viéc thiét
k& lai md hinh hoat dong cla cac t6 chic 1a hiéu
nhitng phan cu thé nao cua cdng viéc hodc cac budc
ndo trong chudi gid tri [a quan trong nhat ddi véi viéc
tao ra gia tri. Mot khi doanh nghiép biét diéu do, ho co
thé tién hanh budc tiép theo va bt dau tu duy théng
qua cac kha nang ma doanh nghiép can.

Nhirng kha ning thé ché nao chiing ta can dé
nam bat gia tri nay?

M6t khi doanh nghiép hiéu gia tri tao ra nhiéu nhat
& dau, s& phai xac dinh cac ning luc thé ché& cu thé
ma doanh nghiép can. biéu nay thudng cd nghia la
nam bat cu thé vé nhiing gi doanh nghiép can lam dé&
mang lai gia tri trén cac bd phan quan trong nhat cla
chudi gia tri:

e DGi véi hang hang khong mudn giam chi phi khach
hang, néng luc thé ché 1a cac hoat ddong mat dat
dac biét. Piéu d6 bao gom cac nhan vién tién
tuyén cd chuyén mon ky thuat, k¥ ndng giai quyét
van dé va kién thirc dugc cap nhéat lién tuc - cling
nhu cac ngudn luc va quyén luc - d& ting ty 18
doanh thu may bay.

e D3i v6i t6 chlic mua hang qudc phong, dé la mét
cach ti€p can r6 rang va nhanh chdng dai véi chién
luge dang thiét k€ bao gom cac bén lién quan khac
nhau, chdng han nhu céc k§ su, quan ly chuong
trinh, nha thau va quan ly tai chinh. Nhitng thay
ddi nay giam thiéu viéc thuc hién lai va cac cham
tré gay ton kém trong sudt phan con lai clia dong
thdi gian mua lai.

e P&i vdi cdng ty hang tiéu dung thuc phdm va do
ubng, do la vé viéc quan ly chat ché chi phi cung
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most value. They seldom sit down to identify two or
three things that really matter, let alone to map the
value chain of their industry to identify where the
company needs to differentiate itself. That's a criti-
cal step, since it determines not only how to design
an effective operating model but also where to allo-
cate resources.

The first and most important step in redesigning
their operating models was to understand which spe-
cific parts of the work or steps in the value chain were
most critical to creating value. Once they knew that,
they could proceed to the next step and begin think-
ing through the capabilities they’d need.

What institutional capabilities do we need to
capture this value?

Once a company understands where it creates the
most value, it must identify the specific institutional
competencies it needs. This usually means getting
specific about what it needs to be able to do to deliv-
er on the most important parts of the value chain:

e For the airline that wanted to reduce customer
costs, the institutional competency was exception-
al ground operations. That included frontline
employees with the technical expertise, problem-
solving skills, and continuous-improvement mind-
set—as well as the resources and authority—to
increase plane-turnover rates.

e For the defense-procurement organization, it was
a clear and agile approach to designing strategy
that included diverse stakeholders, such as engi-
neers, program managers, contractors, and finan-
cial managers. These changes minimized costly
delays and rework throughout the rest of the
acquisition timeline.

e For one food and beverage consumer-goods com-
pany, it was about rigorously managing supply and
support-function costs to reinvest in digital capabil-
ities and insight analytics while rethinking the inno-
vation model to rapidly test new products and
scale successful ones.
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{ng va chirc ndng hd trg dé tai dau tu vao céc kha
nang s6 va phan tich sau trong khi xem xét lai mo
hinh d8i mdi d&€ nhanh chdng thir nghiém céc san
phdm mdi va mé rong cac san pham thanh cong.

o DGi vdi cong ty tiép thi, d6 la kha nang xay dung
md&i quan hé lau dai véi cac khach hang I6n, dai
han bang cach cung cép cac gdi san pham, giam
gia va cac dich vu lién quan.

Cac m6 hinh hoat dong hiéu qua khong dugc thiét
k€ d€ lam thda man tat cad moi ngudi; cac cong ty
khdng thé 16n manh & moi linh vuc. Thay vao dé, cac
cdng ty can xac dinh rd ho cd thé thuc su cd Igi thé &
dau dé dat dugc muc tiéu chién lugc ciia minh.

Doanh nghiép c6 nhirng kha nang nay khong,
h6ém nay la gi va é dau?

Day la thdi diém doanh nghiép bdt dau xem xét ki
cang hon dé hiéu liéu cac chirc n&ng va kha ndng ma
doanh nghiép can dé tao ra gia tri c6 dang ton tai -
hay can dugc phat trién khdng. Viéc hiéu dugc liéu co
cac kha ndng thé ché dic biét hay khéng va ching
nam & dau lién quan tdi viéc tra I6i thém mot vai cau
hoi: (i) Nhiing chlic nang va kha nang nao nén thudc
V€ trung tdm doanh nghiép so vdi cac dan vi kinh
doanh? (ii) Ai nén dugc trao quyén dé dua ra quyét
dinh cht chét va quan Iy ngan sach hodc phan bd
ngudn luc? (iii) Cac vai trd quan trong nhét trong to
chirc la gi va doanh nghiép c6 nhitng ngugi gidi nhat
dugc giao ndm gilr cac vai trd d6 hay khdng?

Khi cac cach thdc lam viéc mau le trd thanh mot
ngudn gia tri, cac giam doc diéu hanh trong nhiéu
nganh sé can phai xac dinh rd han cac kha néng mong
mudn nhit da ton tai 6 dau trong cac td chic cla
minh, c& vé mét t6 chirc va dia ly. Trong thé gidi ndng
dong nay, diéu quan trong han nita la 1ap ban do tai
nang dé dinh gia, d&t nhitng ngudi c6 k§ néng va nang
luc phu hgp vao ding cong viéc va nhitng ngudi gidi
nhét ndm gilr nhitng vai trd quan trong nhat. Diéu nay
s& gilp cac gidm ddc diéu hanh dé dang thich nghi
han véi nhitng thay déi vé chién lugc va mé hinh hoat
dbng ciling nhu khac phuc cac khoang céch gitra tinh
trang tuong lai mong mudn va thuc trang hién nay.

e For the marketing firm, it was an ability to build
enduring relationships with large, long-term
clients by providing bundles, discounts, and relat-
ed services.

Effective operating models are not designed to sat-
isfy everyone; companies can't be great at everything.
Instead, they need to clearly identify where they can
really excel in order to achieve their strategic goals.

Do we have these capabilities today—and
where?

Here is where a company begins to look inward to
understand whether the functions and capabilities it
needs to create value currently exist—or need to be
developed. Understanding whether there are distinc-
tive institutional capabilities and where they lie
involves answering a few further questions: Which
functions and capabilities should reside within the cor-
porate center versus within the business units? Who
should be empowered to make key decisions and
manage the budget or allocation of resources? What
are the most critical roles within the organization, and
do we have the best people assigned to those roles?

When executives in the marketing-services compa-
ny looked closely at how their company created value,
they learned that few of their existing account execu-
tives proactively opened doors for their colleagues,
which limited their ability to build enduring, long-term
relationships with their largest customers. In some
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Cach ti€p can cta doanh nghiép d6i vdi trach
nhiém giai trinh 13i 16 d& 1am tram trong thém véan deé:
no6 ghi nhan doanh thu va chi phi cho cac dong dich vu
riéng lé thay vi cho khach hang. biéu dé cliing co cac
silo hoat dong hién c6 va han ché kha nang phuc vu
nhitng khach hang I6n nhat clia cong ty theo mot cach
dugc tich hgp. Néu khong c6 mot dau moi tai khoan
trén tat ca cac dong dich vu, cac giam doc diéu hanh
cap cao thiéu dong luc tai chinh hodc cau truc doi véi
cac dich vu ban chéo gilra cac tai khoan I6n.

Y nghia cta thiét k&€ mé hinh hoat dong cua
doanh nghiép la gi?

Xay dung 16 trinh thi€t k€ mo hinh hoat dong doi hoi
céac doanh nghiép phai uu tién cac diém manh hién cé
va khic phuc cac diém yéu chién ludc béng cach ciu
hinh lai, xdy dung hodc ¢ dudc cac kha ndng mdi dé
dam bao cdng ty cd thé thuc hién cidc muc tiéu chién
luge ciia minh. Trudce khi bat tay vao quy trinh thiét ké
lai m6 hinh hoat dong hoan chinh, cac doanh nghiép
nén néu rd moi y nghia tir danh gia trén va dam bao
thiét ké ciia mé hinh hoat dong phan anh dugc nhitng
y nghia d6. Sau dd, thay ddi cac trach nhiém dé cac
dau mdéi tai khoan cé thdi gian phét trién k§ ndng quan
ly tai khoan va tap trung vao cac nd luc xay dung mdi
quan hé. Cap nhat quy trinh danh gia hiéu suat cua
minh d& khuyén khich cac hoat ddng va két qua phu
hop. Cui cling, tAp hdp cac hoat ddng phat trién kinh
doanh mdi va kha néng phén phdi dy an vén bj phan
tan trong toan t& chic truGc day. Piéu nay cho phép
cac nhdm cong tac trén cac mai quan hé thong nhat véi
cac khach hang doanh thu cao cu thé. Nhiing hanh
ddng nay sé thic day khad ning cung cip cla doanh
nghiép trén chirc nang tao ra gia tri cao nhat cho cong
ty: cung cap cong viéc dy an t6t nhat trong cac dich vu
khac nhau cho cac khach hang I6n nhat.

Cac chuyén gia vé thiét k&€ mo hinh hoat dong tir
Idu da biét tdm quan trong cua viéc lién két mo6 hinh
hoat dong vd@i chién lugc kinh doanh clia doanh
nghiép. Tra 18i b6n cau hoi nay cd thé giai ma sy tang
trudng va lam sang to nhitng gi quan trong trong thiét
k€ mo hinh hoat dong.m
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cases, they lacked a clear understanding of what oth-
ers could do. In other cases, they worried about dam-
age to their own client relationships if their colleagues
recommended services that fell short of expectations.

The company’s approach to profit-and-loss
accountability exacerbated the problem: it booked rev-
enues and costs entirely against individual service
lines, rather than by customer. That reinforced exist-
ing silos of activity and limited the company’s ability to
serve its largest customers in an integrated way.
Without an account lead across all service lines, sen-
ior executives lacked structural or financial motivation
to cross-sell services within large accounts.

What are the implications for our operating-
model design?

Building a road map for operating-model design
requires a company to prioritize existing strengths and
redress strategic weaknesses—by reconfiguring, build-
ing, or acquiring new capabilities to ensure it can
deliver on its strategic goals. Before embarking on the
full operating-model redesign process, a company
should articulate any implications coming out of the
above assessment and ensure that the design of the
operating model reflects them. The company updated
their performance-evaluation process to encourage
the right activities and outcomes. Finally, they brought
together new business-development activities and
project-delivery capabilities, which were previously
scattered throughout the organization. This allowed
teams to collaborate on integrative relationships with
specific, high-revenue clients. These actions would
boost the company’s ability to deliver on the function
that created the most value for the company: deliver-
ing best-in-class project work across its various serv-
ice offerings for the largest clients.

Experts in operating-model design have long
known the importance of aligning a company’s operat-
ing model with its business strategy. Answering these
four questions can unlock growth and provide clarity
to what matters in an operating-model design.®
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BUU DIEN VIET NAM

GIAI PHAP
CHUYEN PHAT

HANG PAU
VIET NAM

V6i mang i céc diém phuc vy réng khap,

cung cép dich vu trén dja ban 63 tinh, thanh phé
trén toan qudc, trai dai dén tan cép xa trén ca nudc
va kinh nghiém cung cép cac djch vy vé Buu chinh
chuyén phat, cac djch vy tai chinh buu chinh.

Buu dién Viét Nam d3 khang dinh dugc uu thé
vugt trdi ctia minh vé ndng luc phuc vy, sén sang
ddp ting cdc yéu cau cua khdach hang trén moi mién
cua dat nudc.

dobeo
N

@

www.vnpost.vn

=l

VIETNAM POST

CAC NGANH NGHE KINH DOANH CHINH

Az

Thiét lap, quan ly, khai thac
va phat trién mang buu
chinh céng céng, cung cap
céc dich vu buu chinh cong
ich theo chién lugc, quy
hoach, k& hoach do co
quan Nha nudc co thédm
quyén phé duyét.

Kinh doanh cac dich vu
buu chinh danh riéng theo
quy dinh cua co quan Nha
nudéc co6 thdm quyén.

BUU BDIEN VIET NAM

Kinh doanh cac nganh,
nghé khac theo quy dinh
clia phap luat.

Kinh doanh cac dich vu
buu chinh, phat hanh bao
chi, chuyén phat trong va
ngoai nudc;

Tham gia cac hoat dong
cung cdp dich vu buu chinh
qudc té va cac dich vu khac
trong khuén khé cac. Piéu
udc quéc té trong linh vuc
buu chinh ma Viét Nam ky
két, gia nhap khi dugc Nha
nudéc cho phép;

GUi ca niém tin
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TONG CONG TY CP DAU TU PHAT TRIEN XAY DUNG
DEVELOPMENT INVESTMENT CONSTRLIACTION 1.5 CORPCRATION

LINH VUC )
HOAT DPONG CHINH

s> Dau tu Phét trién B&t Bong San
= Homes & Lands
¢ Hotels & Resorts

‘éd° P&u tu Tai chinh

Acdd: 265 L8 Hdng Fhondg, phidng 8, Tp. Wing Tau
Tel: (k254 385 9248 | Emai; info@dic.yn | Wiebsite: wiw,dicym
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TULIEM URBAN DEVELOPMENT JOINT STOCK COMPANY

-t VR

s 4
[

ngfsar

Website: lideco.vn | Email: lideco@lideco.vn

Khudojthi[LIDEGCO

Dién thoai: (84 24) 222 14124 | Fax: (84 24) 222 14134
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H

VIETNAM
PROFIT

TOP 500 MOST PROFITABLE COMPANIES

HVC Group Téng thdu thiét bi

vui chai gidi tri hang ddu Viét Nam -
Tu hao TOP 500 Doanh nghiép

loi nhudn tét nhdt Viét Nam 2019
do Vietnam Report binh chon

CONGTY CO PHAN DAU TU VA CONG NGHE HVC
HVC INVESTMENT AND TECHNOLOGY JSC
Tru s&: Tang 8, Thap C - HO Guom Plaza, 102 Tran Ph, P. M9 Lao, Q. Ha Dong, Ha Noi

Tel: 024.3540.2246

Email: info@hvcgroup.net

Web: http://hvcgroup.net

UY TiN - SANG TAO - TRACH NHIEM

(6ng ty 6 phan dau tu va cong nghé HVC (HVC
Group) HVC ty hao la cong ty hang dau thiét ké
ong nghé, cung cap lap ddt cac thiét bi vui choi
giai tri cao cap nhu: Cong vién giai tri, Cong vién
nudc, BE boi, San trugt bang nghé thuét, Thay
cung dai duong,... S6 lugng cac du an, cong trinh
bé bai, cdng vién nudc HVC thuc hién ludn dan
dau cd nudc (vdi hang nghin bé bai I6n nhé, gan
20 cong vién nudc) va nhiéu du an thay cung, san
trugt bang quy mo I6n. Thai gian tdi, HVC Group
sé cung cap cho thi truong thiét bi vui choi gidi tri
Viét Nam nhiing san pham dich vu mdi nhu: Cong

vién tuyét trong nha, tro chei thuc té do VR va
(6ng nghé chiéu phim 360 do.

Bén canh d6, HVC Group dang tiing budc khang
dinh dugc uy tin, chat lugng hang dau trong linh
vuic tong thau co dién M&E tai thi truding Viét Nam
qua hang loat cac du an I6n tir Bac - Trung - Nam
nhu: Vinhomes Ocean Park, Vinhomes Smart City;
Vinhomes Riverside, Vinmart - Vincom Ha Tinh,
The Harmony, Vinpearl Clfa St, Vinhomes Golden
River, Imperia Hai Phong, Vinpearl Nam Hgi An...
HVC Group dugc vinh danh la Top 10 nha thau co
dién uy tin Viét Nam nam 2018.
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PETROV/IETNAM
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S6 18 Puong Lang Ha, Quan Ba Dinh Ha Noi
Tel: (84-4) 3 8252 526 | Fax: (84-4) 3 8265 942

Website: www.pvn.vn
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8510 VIETNAM
RET AL PROFIT
=, ;w'ﬂuﬁnim TCH SHE MOET
= PERHFT T RIRLAT O EP A NS

SOUTHERN AIRPORT SERVICES JOIMT STOCK COMPANY (SASCO)

e s ] : F WWW.SaECO0.COMNVA
Tar Son Mhat International Birport Ward 2., Taom Binh Bist, HEMC
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LA SAN PHAM

CHU LUC cuA

Y THANH PHO HO CHi MINH
NAM 2018 - 2020

“Lén men ty nhién” |
“80 nudc, bo khoang”
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BAN QUYEN:

Ban bao cao ndi bd nay cung cép thong tin phuc vu
cho cac doanh nghiép VNR va cac doi tac, khach
hang cla Vietnam Report.

Coéng ty Vietnam Report gili ban quyén vé néi dung
va thiét k&. Moi sao chép tai ban bao cao nay céan
dudc su déng y clia Vietnam Report.

Thong tin lién hé:

VIETNAM REPORT JSC

Phong 205, Nha E, S6 3 Thanh Cong, Ba Dinh, Ha Noi

Tel: (024) 35160138

Fax: (024) 35140805

Email: info@vietnamreport.net

Website: www.vietnamreport.net.vn
www.vnr500.com.vn
www.profits00.vn
www.fasts500.vn
www.prosperity500.vn
www.toptenvietnam.vn

Phéi hop 16 chirc:

Bao dién ti VietnamNet

@
‘;etnam nef

VIETNAMNET.VN




