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Helping you make better choices

« Richard Burrage is the founder of and board advisor to
Cimigo, a market research and consulting firm founded 20
years ago.

 Richard a UK national has resided in Vietham with his three
children since 1997.

« Cimigo have been helping clients make better commercial and
marketing choices for 20 years.

 |If you want to know more, just drop us a note at
ask@cimigo.com.

* You can download this presentation at www.cimigo.com.



http://www.cimigo.com/
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What will fuel Vietham'’s growth over the next decade?




Nine reasons that Vietham will prosper in the next decade

Working age population, high labour participation and a low dependency ratio.
GDP growth averaged 5.9% over the past ten years.

Manufacturing gains. Increased investment and ever more sophisticated.
Retail goods and services consumption rises unabated.

Domestic tourism replenishes the international void.

In 2022 the internet economy reached US$23 hillion.

Rising household affluence.

Financial ecosystems enable e-commerce, e-payments and entrepreneurs.
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Political stability and formidable geopolitical management.
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Which explanation for Viethams rapid growth enables all else?




1. Working age population, high labour participation and a low
dependency ratio
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Vietnam’s population structure

* A big workforce. The working _ _
population is 62% of the total in WOfklngsF;OO/Plllﬁo? ‘Idtfuctuzeti_ﬂget_i 22 (;2364 years
2022. Half of the working population o OT total population in

Is aged 20 to 39 years.

* A high female participation in the
workforce. 88% amongst females
20 to 64. Just 40% in Indonesia and
25% in India do the same.

« Ayoung workforce. 51% in 2022

are between 20 and 39 years. R &
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Lo All 20-39 year olds  mAll 40+ year olds
» A cheap workforce. 2023 minimum

monthly wages in Saigon are
US$200, just 60% of the minimum
in Guangzhou at US$332.
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The true demographic dividend is a low dependency ratio

96% men (20 — 64 years) work 88% women (20 — 64 years) The working population
work IS 62% of the total in 2022

« Highest % of working population in region. It significantly lowers dependency ratios to just 0.7 per employed person.
This gives GDP a huge boost. Urban working adults have on average 1.67 sources of income.

Source: GSO, Global Demographics, Cimigo
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More women work in Vietnam than anywhere else in the region.
Vietnam enjoys a huge demographic dividend
owing to the low dependency ratios on earners.
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Changing demographic structures

% B

0-14 years and Rural 50+ and Urban

Source: GSO, Global Demographics, Cimigo
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Rapid urbanisation drives efficiency and ultra convenience

The_rural population commenced a Population strata profile in 000s
decline in 2017. Increased urbanisation

100,000

Rural household sizes fell from 4.6

in 2008 to 3.6 in 2022. 80,000

60,000

Urban provides ultra convenience 40,000
but stresses infrastructure and

. 20,000
worsens pollution.

m Urban population  mRural population

Source: GSO, Global Demographics, Cimigo
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Rapid urbanisation provides challenges,
but high efficiency and convenience.
The rural population is shrinking fast.
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Decelerating birth rates, under 14s and pester power

The demographic that drives
much of mums purchase
behaviour has commenced a

Age profile in 000s
Silver is golden going forward

slow decline.
100,000
36%
The average number of 80,000 26%
children born to a woman
over her lifetime was 2.5 in 60,000
2000 and is 1.6 in 2020.
40,000
. , . 21
Vietnam’s youth has provided * 20%
an unrivalled dynamism. 20,000
21% 17%
We now need to Consider 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030 2031 2032 2033 2034 2035 2036
making better choices for the
silver generation. All 0-14 All 14-29 BAIl 30-49 All 50+

Source: GSO, Global Demographics, World Bank, Cimigo
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Silver generation is fastest growing age segment going forward

Age profile of 50+ years in 000s
Silver is golden going forward

40,000 36% of population
35,000

30,000 26% of population
25,000
20,000
15,000
10,000

5,000

2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030 2031 2032 2033 2034 2035 2036

All 80 + year olds mAll 70-79 year olds T All 60-69 year olds All 50-59 year olds




Silver generation are the ideal segment; time rich, asset heavy with Cimigo D )
high disposable income

« The silver generation’s disposable income and
desire to enjoy life provide ample opportunities for
travel, fashion and beauty services.

» The silver generation wants to prepare for any
emergency and their future rather than for their
offspring as most marketers assume. Financial
services have yet to fully explore their potential.

» Health is the top concern and health related
expenditure accounts for 13% of their income.
Reaching retirement, seniors have more spare

time to take care of their health. T /---—

p——
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/

« Beyond visiting doctors and consuming medicine, ;,,'..:j
the silver generation gives credence to a healthier &

lifestyle (including exercise, eating habits,
supplements) beyond health checks.
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Health concerns increase significantly after 65 years old. Blood

pressure disease rise the fastest.

Health concerns (%)

\

65 years old and above

\

§

Age 50-54 Age 55-59

Source: Cimigo Silver Generation 2021

Age 60-64

Age 65-69

Age 70-74

Age 75-79
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—Blood pressure disease

—Bone and joint disease

—=S|eep disorder
Heart diseases

—Digestive diseases

—=\/estibular disorder

= Alzheimer/ Memory loss/ Memory
impairment

Diabetes

— Kidney stones and urinary disease
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When will Vietnam’s demographic advantage fade?
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In 2036 the demographic advantage will be lost

Age profile in 000s Working population structure aged 20 to 64 years

100,000

36%

80,000 26%

60,000
40,000
20,000
21% 17%
> o A QAN D © NI 1] ©
2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030 2031 2032 2033 2034 2035 2036 @.{L@,{b@.\ fﬁ)\bq,d\ q?,\ @\‘b@@@m q‘Pr" @'ﬂb@‘fb@'b r],@f)q,@' qsg{} @fﬁbq’@? f]s"b f]S’n') @.—,;Lqp.-gb q?(‘b q,&b @"b
All 0-14 DAl 14-29 WAl 30-49 All 50+

[MAIl 20-39 year olds  m All 40+ year olds
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A staggering drop in the birth rate
and an aging population will take hold in the 2030s.
Elderly dependents will become a key challenge in 2040s.







Vietnam per capita GDP in 2021 was US$3,790 Cimigo ©»

China, India and Thailand declined in 2021

2021 US$ GDP per capita
Countries <US$13,000

13,000
12,000
11,000
10,000
9,000
8,000
7000 | @ Thailand $7,182

6,000

@ Malaysa $12,347

China $10,291

Vietnam $3,790 India $1,947

5,000
4000 . . Indoneisa $4,147

3,000
2,000 Philippines $3,614

1,000

GDP USS$ per cpaita

Myanmar $1,403

- 100 200 300 400 500 600 700 800 900 1,0001,1001,2001,3001,4001,5001,600
Population millions

Sources: Note Vietham changed GDP calculation in Q4 2019, increasing GDP significantly. 2021 data points. National GSO equivalents, World Bank, Trading Economics.
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98.95million  ysg406 billion ~ US$4,104 US$23 billion Retail sales goods ~ 74.1million  66.2 million
GDP 8.02% growth GDP/capita internet economy & services US$242 users users
5.7% of GDP billion +19.8% increase
79% internet 97% smartphone US$1.47 billion 375,877 new passenger 27 528 new 70% banked
national national all advertising car sales ’ -
. apartments national
all adults 15+ 3,003,000 new motorbike HCMC, HN, DN adults 18+

sales

Sources: 2022 data points. GSO, Global Demographics, Cimigo surveys, Savills, Media estimates post discounts, SBV, MCI , We Are Social, VAMA, TC Motors, VinFast, VAMM.



2022

ECONOMIC PERFORMANCE
VS. 2021

A2 8% d 7.7% 8%
428 7.7 19.8

ji USS 372 bn

GDP YoY growth Industrial production Retail sales goods and Exports goods 2022
YoY growth services YoY growth LAl
A US$361bn 8 103.15 ge- USS 22.4 bn &, 46.4
S oods 2022 . 6 : She i
£9% Mports Goous 207 2022 YoY consumer " YTD foreign direct investment omeme December 2021 manufacturing
price index #13% disbursement purchasing managers index

0
2023 GDP growth forecast 6.3 0
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Jlll Vietnam’s business confidence fell in October 2022

Expectations toward business conditions
in the next 12 months (%)

9

25 42
56
Worsen
88 _
Remain the same
70 )
B mprove
April June August October December

CEO Pulse




Il Economic headwinds dampen business confidence in Vietnam C|mlg° D_

Level of risk for business in 2023 by factors (%)

Consumer price inflation 17 24 TN
Rising costs of borrowing 1719 T - R

Economic slowdown in US 13 28 . e0 ]
Lack of credit quotas and credit availability from banks 24 21 . 55
Recent arrests and pressure on the Vietnamese property sector 16 29
Vietnam dong currency depreciation 12 34
Economic slowdown in Eurcpe 10 38
Supply chain interruptions 18 30
Energy cost inflation 10 39
Recent performance in the Vietham stock market 28 33
Russian invasion of Ukraine 33 35
Economic slowdown in China 28 40
Low risk 'Neutral ®m High risk

CEO Pulse




3. Manufacturing gains.Increased FDI and ever more

sophisticated production
(manufacturing account for 25% of GDP)




Cimigo ©»

Manufacturing seeks to mitigate overreliance on China

» The risks of overreliance on China were realised as the zero Covid approach locked down the country. Big
brands and their suppliers are expanding production in Vietnam to serve export markets beyond China.

» However, their suppliers are rarely Viethamese companies. Moving beyond an assembly line towards
greater value-added production is challenging. Key barriers include managerial staffing shortages, inferior
infrastructure impacting logistic costs and decision apathy causing licensing delays.

(I@ m @ LG

KOMATSU

SHARP

<ak>HANWA

Lenovo

@ xizomi (Nintendo)




Vietnam leads on global trade interconnectivity C'm'go D _

* Free trade agreements abound. Vietnam leads the charts on global trade interconnectivity. Vietnam’s
global interconnectivity in 2022 was 180%.

» Interconnected global trade is defined as imports plus exports expressed as a % of GDP.

Minimum monthly wages today in Saigon are US$200, just 60% of the minimum in Guangzhou at US$332.

ASEAN - Australia/New

Zealand Vietnam - EAEU CPTPP
ASEAN - China Vietnam - Chile AEC RCEP
Vietnam +{Japan l
WTO Vietnam - Hong Kong EVFT.
ASEAN - Japarn

ASEAN - Korea ASEAN - India Vietnam - Korea
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Il \anufacturing slowed in Q4 2022, but growth returned in February

Renewed rises in output, new orders and employment.

Supplier lead times shorten for the second month running. 51 = 2

VIETNAM
Cost inflation at an eight-month high. MANUFACTURING PMI

FEB ‘23

Conducted by Cimigo and compiled by S&P Global.

Manufacturing PMI
Sep‘22-Feb 23
sa, »*50 = improvement

55

50 -

45 -



https://www.cimigo.com/en/trends/
https://ihsmarkit.com/index.html
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Il Positive signals for exports being less strained in the year ahead

Business expectations

Future Business confidence continued to Future Output Index 727
Dutput Index StFEﬂgth enin February, rising for the »50 = growth expected over next 12 months Feb ‘23
Sep '22-Feb'23 third month running to the highest since 85 7
e - growth expected September 2022. Optimism was also above 801
75 the series average. Improving market :; |
70 demand and higher new orders were among a5 |
65 - the factors leading to positive expectations, 50 |
22 with the reopening of the economy in 5 |
= Mainland China also a factor set to support 50 -
45 growth. 45 |

2 13 14 15 "6 "7 M8 "9 20 21 22 ‘23
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Vietnam is the most interconnected trading nation globally.




4. Retail goods and services consumption rises unabated
(retail goods and services account for 55% of GDP)

}'? \

\1
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Il Consumer demand for retail goods and services is strong

Retail sales of goods and services

6,000,000 VND billion 5,679,876 25%
5,059,800
5 000.000 4,940,403 4,739,738 20%
000, 4,416,621 1,204,021
4,000,000 3,935,189 1,062,900 15%
o ‘-"“’-m- 10%
3,000,000 -
5%
2 000.000 . 396,900 4,475 855
3,329 049 o 0%
1,000,000 _50
5 /0
} -10%
2017 2018 2019 2020 2021 2022
B Retail goods sales Tourism, hospitality, services

\ Sales in 2022 grew 15% over 2019 }

|




Shopper dynamics Cimigo ©»

Most conduct a daily shop for fresh groceries.
» Refrigerators largely for fresh foods, beverages and sauces.

« Many live in multi generation homes, one of the adult females will typically shop.
* Most have well established relationships with neighbourhood vendors and traditional stores.

« Mum will self-sacrifice for child.
» She is ready to pay a premium for high quality and nutrition for children.

» Price knowledge and sensitivity is high.
« But cash outlay matters, so small pack formats work well.

« Promotions are common and appreciated.

» Premiumisation trends were strong until 2019, buy scaled back given impact of Covid and as of 2022 have
still not fully recovered.
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Country of origin matters less than in the past

International no longer equates to better.
« Think Masan, Vinamilk and VinFast.

Australia perceived for natural, high quality food and beverages.
 New Zealand, Holland and Ireland carry similar perceptions.

Singapore encompasses aspired future city scape and lifestyle.

Many Chinese and Thai brands in market in value for money segment.

Quality electronics typically S. Korean and Japanese. Both have strong soft cultural power.

Asian conglomerates buy into local brands and retail chains.
« Thailand, S Korea and Japan have the biggest investments.
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Modern trade accounted for 26% of retail goods sales in 2022

Retail sales contribution %
and # of modern self service stores

ooy, 0-4% 0.7% 1.1% 1.9% 2.8% 4.7% 7.7% 3% 16000
00% 9,000
800% 8,000
~ 0% 7,000
60% 6,000
500 5,000
40% LR 82% 81% 80% 4,000
30% =4 3,000
20% = 2,000
10% R 2,100 2,700 1,000

0% ]

2015 2016 2017 2018 2019 2020 2021 2022

mm Tradtional trade o Modern trade i E-Commerce === \lodern outlets
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Many closures of modern formats in 2022, net gain just 5%

 Modern trade’s contribution to retail Retail sales contribution %
sales has moved from 15% in 2005 to and # of modern self service stores
26% in 2022. 0.4% 0.7% 1.1% 1.9% 2.8% 4.7% 7.7% 7.3%
100% 10,000
90% 9,000
80% 8,000
. ) 70% 7,000
Store c,to.unts over 2021: 600/2 6.000
 Minimarket shrank -20% 50% 5,000
_ 40% 4,000
 Convenience flat 30% 3,000
0 20% 2,000
« Supermarket grew +25% 10% 1,000
° 0] 0% -
Pharmacy grew +48% 2015 2016 2017 2018 2019 2020 2021 2022
mmm Tradtional trade mm Modern trade E-Commerce == Modern outlets

« The pandemic helped e-commerce in
2021 with 60% sales growth. 2022 saw only a 5% increase (vs 20% in 2021 of which BHX 61%)
. : - Most extensive closures were at Bach Hoa Xanh -418
;I(-)r\:\?e?hﬁg\igi/:?l?est;?l iglzezslzrew Most expansive was FPT Long Chau +483 (60% of new pharmacies)

by US$1 billion.

« Online shopping will surpass the
modern trade share of sales in A TG
2028. LONG CHAU
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Digital and modern trade expansion makes in-roads into
provincial towns and rural households.
The experience economy If flying.




Nearly half shopped online in the past one month, more amongst Cimigo D )
females and in urban areas

Online shopping penetration in past 1 month (%)
Across gender, age groups and strata

Gender Age groups Strata
55
47 46 47 47
I | I I I
Total Male Female 16-19 years 20-24 years 25-29 years Urban Rural
Base 768 388 380 199 295 274 354 414

Source: 2021 Cimigo digital generation national survey amongst 1,500 consumers aged 16-29 years
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Shopee dominates e-commerce

Online shopping platforms used in past month (%)

\

'ifacebookq 32%

~N

@ Lozada 32% TiKI  16%

é Shopee 69%

Source: 2021 Cimigo digital generation national survey amongst 1,500 consumers aged 16-29 years
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Online shopping will surpass the modern trade share of sales in 2028.




5. Domestic tourism replenishes the international void
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Domestic tourism replenishes the international void

International versus domestic tourists

100%
100%
100,000,000 101,300,00 90%
80%
80,000,000 70%
60%
60,000,000
50%
40%
40,000,000
30%
20,000,000 20%
10%
- 0%

2017 2018 2019 2020 2021 2022

mmm |nternational tourists i Domestic tourists =0—-9% of domestic tourists

Source: Vietnam National Authority for Tourism (VNAT)
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Ubiquitous digital access equates to more transformation, innovation and
digital experiences.




Glued to screens for 6H 23M per day Cimigo @»

The two most common activities are:

TV/Video
Edutainment

Social

= ﬂ
0e®
St

2h32m 2h39m
(any device) (any delivery/device)

Source: We Are Social 2023




Digital transformation, digital economy now at US$23 billion

@ D E [

US$23 billion 9% 60% 18% 13%
Internet economy Online travel Online Ads, media, games Ride hailing and
5.7% of GDP shopping food delivery

US$3 billon in 2015 at 1.7% of GDP.

Source: GSO, Temasek, Bain, Google, Cimigo
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Internet economy at US$23 billion shifts consumer priorities and journeys.
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Facebook, YouTube, Zalo and Tiktok dominate

Social media platform used in past 1 week (%)

Total Urban Rural
Base 788 353 435
Facebook € I - L g7 I s
YouTube I /2 D e
zalo (= GG 5 o I 62
Tikrok [ I 52 I s I s
Instagram @ B 4.5 sources Y 4.6 sources Y 4.5 sources
on average on average on average
zing Z M 23 _ 21 I 23
Telegram €) MM 16 most people 14 o 18
= use 3
Nhaccuatui I 12 platforms 18 12
TV content apps o B 11 (44%) D NE 10
News media apps E B 11 12 10

Source: 2021 Cimigo digital generation national survey amongst 1,500 consumers aged 16-29 years
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Vietnam'’s digital society and media are bringing the worldview
across urban and rural society even closer.
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Change in wealth over past 5 years

2017 2022

2 billionaires. 7 billionaires. Up 250%.

270 ultra high net worth (>30 US$ million). 1,416 Ultra high net worth (>30 US$ million). Up 424%.
21,998 millionaires. 79,672 millionaires. Up 262%.

1,236,015 households =>USD1,000 5,914,003 households =>USD1,000

monthly income. monthly income. Up 378%.

7,963,609 households US$500-US$999 13,261,027 households US$500-US$999

monthly income. monthly income. Up 67%.

Diaspora remittances US$15 billion. Diaspora remittances US$19 billion. Up 27%.

Sources: 2022 data points. Knight Frank, Forbes, SBV, Cimigo.
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Consuming ABCD class are 56% of all households

15,386,852 households have an income above US$ 644 (VND 15,000,000) per month. These households are classified
as ABCD economic class. This equates to 54,749,213 people.

2022 economic class household distribution
27,575,624 households in Viethnam

8,000,000 27% 30%
7,000,000 249, 5504
6,000,000
5,000,000 5 144 088 20%
4’000’000 S2A8 880 - T
, , 15%
121,834 609,168 3,808,430
3,000,000
10%
2,000,000
0 5%
1,000,000 2% 4%
) ] I 0%
US$1,717 and From US$ 1,288to0 FromUS$ 858 to From US$ 644 to From US$ 429 to Below US$ 429
above below 1,717 below 1,288 below 858 below 644
A B C D E F
mm Urban Rural ===Total %

Source: GSO, Cimigo
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Middle-class acceleration.
Migration and lower birth rates means that households
are smaller and wealthier.




HEALTHY
FOOD AND BEVERAGE
NEEDS IN VIETNAM

Download at www.cimigo.com
or ask@cimigo.com
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Price is the key challenge to maintaining health diets

» Health consciousness is becoming more visible in how Viethnamese consumers select foods in daily life.
Attention is given to more nutritional foods and changes in their cooking styles to support a healthy diet.

* There is an emerging trend for brown or red rice which is perceived to have more nutrition and to better
control cholesterol.

» Besides consumers’ efforts to use healthy ingredients, consumers claim to have changed their cooking
styles such as; reducing fried dishes (52%), adding more vegetables or fibre (47%) and reducing sugar in
dishes (41%).

« 26% followed some form of diet in the past one year. Dietary approaches include eating more fruit and
vegetables (47%), reduced snacking (43%), increased fibre (41%) and more vitamins and minerals (40%).

« Beverages are not given the same level of health consciousness, as consumers seek enjoyment and
pleasure from beverages. Consumers want to satisfy themselves with refreshing drinks such as coffee, soft
drinks or bubble tea.

Source: 2022 Cimigo’s Healthy food and beverage needs in Vietnam study. 1,200 consumers in 4 key cities



Supplements added to healthy regimes

 In addition to healthy eating, consumers seek out health
supplements to support their health and prevent long-
term diseases, namely; multivitamins, traditional health
remedies, minerals and collagen supplements.

» Consistently, consumers expect to strengthen resistance
(62%), immunity (53%), support bone and joint strength
(44%), digestion (40%) and brain development (38%).

» For females, beauty benefits are strongly anticipated to
provide for anti-ageing (47%) and skin and hair support
(48%).

Source: 2022 Cimigo’s Healthy food and beverage needs in Vietnam study. 1,200 consumers in 4 key cities
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Supplements use in the past one month

Any types of supplements

o I

Multi-vitamin supplement tablets

= I

Traditional health remedies
7 D

Minerals (e.g. calcium, magnesium, and zinc)
o D

Collagen supplement (tablets/ powder/ drinks)

o

Hormones balance suppléments (e.g Bao Xuan)

™ I
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Traditional remedies remain entrenched In habits

] . o . o ) ] Traditional health remedies used in the past one month
« Using traditional medicinal remedies is ingrained in

Vietnamese culture. Animals and plants which are o 27) o
believed to have a strong impact on curing and healing Sirds nest 07 Spirulina

specific allments are well known to consumers. N\
33% Cordyceps 249  Tuber fleece flower

* These are used in raw form or as ingredients added to N\
wider supplements. 32%

Saffron 22% Ganoderma
» Bird’s Nest is the most well-known traditional ingredient 32% Black garlic 21%)  Medicinal alcohol
and is often cooked on its own or mixed with other
ingredients. Cordyceps, saffron and black garlic are also \ .
common. 30% Ginseng 11% velvet antler
\ ™
« Manufacturers increasingly use traditional remedies to 30%8  Royal jelly 8% | Beargal
provide compelling proof points in their foods, beverages .
and supplements. \
27% Pickled garlic 5% Rhino horns

Source: 2022 Cimigo’s Healthy food and beverage needs in Vietnam study. 1,200 consumers in 4 key cities




8. Financial ecosystems enable e-commerce, e-payments and
entrepreneurs




Financial
services monitor

2,000 consumers nationally
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Opportunities in retail banking

« 70% of Viethamese adults were Usage incidence and dendrogram
banked in 2022. (Average linkage between groups)

Payment account — 100%
« But immense opportunities for up-

selling credit products to improve Asset insurance — 4%

retail banking profitability. Group 4: Asset,

Car insurance — 4% . .
business Insurance,

13% o . hoss heure
(Net) Business insurance — 4% tsrgdcingncaron
- Digital transformation will continue to Stock/bond trading — 5% insurance and car
change the shape of retail banking. Car loan — 3% loan.
Group 3: Secured
. s g . and unsecured loan,
* Improving customers’ digital business loan.
experience and the ecosystem of house loan.
digital products and services is key to
future success. Group 2: Health
and life insurance.
Term deposit — 23%
53% ) | Group 1: Term
(Net) Mobile app — 22% deposit, mobile app
Source: 2022 Cimigo financial services monitor, a national Credit card — 24% and credit card.

survey amongst 2,200 consumers.




For all uses (including online shopping), e-wallet establishes CimigO‘ D
high penetration, consistently across urban and rural

39% amongst
banked adults

Source: 2021 Cimigo financial services
monitor national survey amongst 1,500
banked consumers aged 18-55 years

E-wallet penetration 16 to 29 year olds in past 1 month (%)

Total Urban Rural

Base 377 193 184

Source: 2021 Cimigo digital generation national survey amongst 1,500 consumers aged 16-29 years




Cash on delivery is still the most common payment method CimigO‘ D
for online shopping, followed by bank transfer

Payment method used most often for online shopping (%)
Base on who shop online N =377

>

m E-wallet

Bank transfer

m Cash on delivery

Source: 2021 Cimigo digital generation national survey amongst 1,500 consumers aged 16-29 years




Momo lead the market with 51% share, followed by
ShopeePay

E-wallet brands used most often (%)
Base on who use e-wallets in past month N =249

Social distancing may limit usage of
Moca/GrabPay

Moca/Grab Others*, 16%
Pay, 2%

Bankplus,
< 4%

ZaloPay,

Zalo 11%

ShopeePay,

Source: 2021 Cimigo digital generation national survey amongst 1,500 consumers aged 16-29 years
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Other e-wallet*
(1-2% share for each)

VIMO
VTPay / ViettelPay
Payoo
eDong / ECPay
Vi Viét
VTC Pay
WePay
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Keeping up with the Nguyen’s with consumer finance

US$67 billion

l l ' NPL increase to 11% in 2021

Up just 1% over 2020

18% of GDP

I" 40% of retail goods sales

Buy now pay later (BNPL)

reaches US$496 million in 2021
(vs. 207 million in 2020)

Source: MoF, Fiingroup, Business Wire
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Financial inclusion is near-universal and
digital payment supremacy is nigh.




A fintech battleground

E-wallets / Digital payments

* Vietnam drew US$2.6 billion in
funding through 233 private deals 8 M9  (GGpoy Esceerey

in 2021.
Paysss K smartPay  VNPAY*  \finiD
. - napasy} BOKMVN  (DNesstemer  ZRPAY
* An estimated US$1.3 billionwas
raised to fund fintech in 2021. @ wiow 200N @fnfon  OPoyoneer

« With valuations of US$1 billion or
more there were four unicorns at

Personal finance / Investment

the end 2021’ t’ FINSO ‘thoy I interoan g Finbase
rmt:§§" wy Mooeylover  cQinfina ”:m ¢* anfin
1. Sky Mavis (gaming - Axie Infinity)
eKYC / Credit scoring
2. Momo (e-wallet)
rweld <P weesow 3 tnstingsocia
3. VNPAY (e-wallet) |
] E3 VNPT eKYC i wyperverce  [EEIbank.vi
4. Vinagame (Zalo and much more) ~ === & H _—
fo, W™ AlmesoFt  QCrecify APA

Source: Techinasia
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Digital lending
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Digital banking
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Insurance tech
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Developers and engineers in

« Gaps exasperated by mismatch
of graduate skills and business
requirements.

« Data scientist is the fastest
growing role.

Source: TOPDev Vietham IT Market Report 2022

short supply Clmlgo‘a

DEVELOPERS/ IT STUDENTS
IT ENGINEERS GRADUATE ANNUALLY
IN SOFTWARE INDUSTRY (SOFTWARE MAJOR)

480,000 57,000

(") Based on 2019 report from MOET with estimated growth rate in annual general
universities/ colleges enrollment quotas.

IT PERSONNELS DEMAND IN VIETNAM 2018 - 2024
(SOFTWARE INDUSTRY ONLY)
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Looking ahead for Vietham
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Nine reasons that Vietham will prosper in the next decade

Working age population, high labour participation and a low dependency ratio.
GDP growth averaged 5.9% over the past ten years.

Manufacturing gains. Increased investment and ever more sophisticated.
Retail goods and services consumption rises unabated.

Domestic tourism replenishes the international void.

In 2022 the internet economy reached US$23 hillion.

Rising household affluence.

Financial ecosystems enable e-commerce, e-payments and entrepreneurs.

© 00 N O O s~ 0DdhPRE

Political stability and formidable geopolitical management.
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VIETNAM
RETAIL BANKING 2022
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Vietnam PMI January 2023 Vietnam retail banking 2022 report
Download report Download report
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Tet 2023 Vietnamese consumer outlook

Download report
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@ Richard Burrage @ Dec 15,2022

HEALTHY
FOOD AND BEVERAGE
NEEDS IN VIETNAM

| FER

Healthy food and beverage Vietnam report

Download report

@ Richard Burrage @ Mar 02,2022

Vietnam's
2022 economic outiook

Vietnam Economic Outlook 2022

Download report
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The Voice of Customer
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