7

VietPoll
Company Ltd

February / March 2014

Vietnam Young Consumer
ConfidenceReport

The consumer anfidencelevel remains very strong among the young consumers of Vietnam. During the March Survey
VietPoll canvassed the views of over 400 young adults across the main urban cEhietaam The results show that confidence
decreased slightly compared to January dvetall it remains very high at 108 points.

That youngViethameseconsumers have

strong confidence level is good news for
economy with a growth rate of 5%gr the
first quarter of 2014. This is a rather healt
growth rate, one which many countri
would envy,but it is down from 6% from
the previous quarter at the end of 2013.

Every month in our survey we asioung
consumersa number of questions abo
their views ofthe national economyrheir
responseillustrates how perceptive youn
people are awt the economy.Young
people understanithe economy is not grea
buttheyareoptimistic about their future an
that of the national economy

Young consumers are by nature optimist
yet theyare of the opiniorthat the current
economic situation i®nly average At the
same time they believe that the national

economyis in better shape tha? months THE TAKE AWAY

ago andoverwhelminglythey expect thai
the economy will continue to improve o
the next year.

There are some differences in of opinic
most noticeaby young consumers with
university degree and those fror
households withhigher income have &
significantly more positive expectatio
about the economy for the next 12 mont
As expected this correlation betwe:
household income and educatiomlitates
that for young Vietnamese a tertia
degree opens the doors to the job marke

Indeed most respondents are qu
optimistic about their career and incor
prospects for thenext year, leading to i
direct positive impact on the living
standards oftteir families.
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The Young ConsumeZonfidence is on very
healthy levels with a score @b8overall

The national economy is in average shape,
butconsumers say it isnproving.

The overalloutlook for the next 12 months
is very positive with consumers expecting
more jobs and higher incomes.

The Cost of gpceriesis the biggest concern
for young consumers followed closely by
transport costs.

Young consumers love coffee and they
select which coffee shops to visit based
mainly on the price anche coffee quality
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THE SCORE

Consumer Confidence Level
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Jan FebMar
V The overall confidence score decreased
1.5 points from its preTet level of 109.5
to 1(8.
The main difference ithelower future
score down from its prioliday high of
115 pointsn Januaryto 1.6 points in
the Feb/Mar survey.
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The consumer confidence level decreased slightly from 109.5 in January to 108 in tt
survey. In part this is an expected result as we should anticipate some degoséhofiday
blues afterTet. The Lunar New year break is the longest and most significant holiday il

Vietnamese calendar .

Recently

a isd like thenSolar:

New Year or Christm&b6they askd. We described &t as a combination of all main holiday
in the western calendar, put together Christmas, New Year and Easter, and then we can

understand the importaeof Tet.

Current & Future Scores for Féar
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Overallconsumer confidence scores among key
demographic variables
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Gender Age Income ducétion
Mal Fem <25 >25 Over Under Uni  No
yrs yrs 15m 15m Uni
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RESPONDENT PROFILE

Our respondent profile for the month is Nguyen Thi Thu Thuy, a Business Administr
student from Hanoi. Now in her®3year of University, Thuy is keenlyaware of the
sl owdown of t he |l amanbticleanabobut tleficuoen tbenegonody is nc
growing as fast as we need and | worr'
Her views on the economy are perhaps a bit pessinaistibe economy grew 5% for th
first quarter of 2014but none the lesi is avalid view as it reflects the slowdown in th
economy. 8 e stheyesonoiy is not gopdt is in stagnationand many people are

0
IO (363 looking for jobbut her e ar en 6 tmeetthecdenppid j obs t o

AN

Thuy comes from Phu Xuyemrmoim what used to be known as Hay Province, now part of the Hanoi Municipality. Her mott
works making handicrafts, bith uy dnees ier BetpShe does some shift work ak&C restaurantor 6-7 hours each time
and earns enough tive while shestudies.As she looks forward tber future she wonders if she will work in an area relatet
her Major, d have taken part in many workshops, buhg@s are nofgreatso| might have to work in the food or entertainme
industry for a bit longed .

Similar to many young people her agbe dreams of travelling and seeing the world, but she would like to see her own ¢
f i rlsvould liké totravel with my friends to the mountain areas of Vietham and experience life in a differént way St
enjoys coffee with friends, buttftats s omet hi ng she can only afford a coupl
shop at her school ; i t ¢ the @aceslikefandl cansaffomdfd.e nt s and t o her

THE NATIONAL ECONOMY

To be young means bei ng o p tydungiViethamese comstimers ean lsetdestriBedrt6@sof young w e
consumerslescribe the current state of the economy as average, but at the same time respondents think that the economy is in t
shape than 12 months ago and more importantly they have a positive outlook for tymanext

A majority of young consumers consider the current state of the Vietna
economy to be average, yet the overall outlook remains positive with only a
small numbenf respondents having a negative view.

The Current State of The Nation Economy
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Most noticeably, young males under 25 years have a slightly posigve outlook
of the economy. Also noteworthy is that respondents without a tertiary educ
view economy in better shape compared to 12 months ago.

The Economy Compared to 12 Months Ago
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The economy compared to 12 months ago across main demographic variable
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Overwhelmingly young consumers have a positive outlook about the future ¢
Viethnamese economy. This positive view was particularly strong amr
respondents with a tertiary education and in households withriéghes.

The Economy in 12 Months From Now
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The economy in 12 months from now across main demographic variables
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BUSINESS AND EMPLOYMENT

Local businesses are at the heart of the Vietnamese economy and their importance carg
underestimatedlt is small and medium size companies that drive growth and at the momenti &

empl oy about 75% of t he wor kforce. \hatienaln

unemploymenbf about2%, though it is closer to 4% in the main urbemeas. At glance this is as
remarkaby enviable figure, but there aresome concerns especially in the areas of youﬁ
unemployment and informal employment. A recent report from the International Labor Organizy
mentions that unemployment rate of young Vietnamese under the age/edrass up to three timej
higher than the national rate at 5.95% and in urban areas this figure increases to 11% rate

Young people looking at job notice boards.

Despite all these concerns, young consumers remain positive about their employment prospects. Only about 6% of regplondents
that current business conditions are bad and aboutti3ii%that there are plenty of jobs available at the moment.

Current Business Conditions in Local Area Most respondents to this monthoés su
while some 40% believe that doing well or very well.

80%

Currentbusiness conditions across main demographic variables
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Job in Local Area Some 20% of consumers mentioned that there are no jobs available at the m

This figure increases to about 30% among respondentsoage®5 years. Still an
overall figure of 37% thinks that there are plenty of jobs available at the mome

No jobs available
Jobs in local area across main demographic variables
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Job Compared to 12 Months

Less jobs available
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More of jobs available
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Job in 12 Months from Now
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Over 80% of young consumers think that at the moment there are the same o
jobs available compared to 12 months ago. Males and those aged over 25 ye

slightly less optimistic

Jobs compared to 12 months ago across main demographic variables
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Respondents have very high expectations with about 45% expecting that thel
be more jobs available in 12 months from now. Households withihggimes are
significantly more optimistic with almost 60% expecting more jobs

Jobs in 12nonths from now across main demographic variables

Males

Females

|
|

Plenty Not many No jobs

5

|
|

<25yrs

>25yrs

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

No University

University

Plenty Not many No jobs

< 15 million

> 15 million

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

FAMILY FINANCES

In general most respondents see their family living standards to be the same (39%) or betteY¢dbgoronsumers are greatly
optimistic about their family (and personal) income prospects with a clear majority expecting higher salaries in thenoetktsl 2

Family Living Standard Compared to 12 Months Ago
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As expected the most positive group is the high income families where almosit
think they are living better than 12 months ago.

Family Standard of livingcross main demographic variables
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Also nonsurprising that those respondents with a university degree have a t
income now compared to 12 months ago

Income changacross maimlemographic variables
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Family Living Standard in 12 Monthsfrom Now
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Family Income Expectations for Next 12Vlonths
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Expenses Compared to 12 Months Ago
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5
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Purchasing Intentions

Scooter/Car

Young consumers expect better living standards for their families over the
year. Those without a tertiary education have a mad@enate view with only 44%
expecting better living standards in the next year.

Standard of living in next 12 monthsross main demographic variables
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Overwhelmingly young consumers hawe positive outlook about theifuture
income with over 50% mentioning that they and their families would have expe
have higher incomes 12 months fromw.

Income in next 12 montrecross main demographic variables
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The highest increase in the family expenses was the higher price of grocerie
transport Here we see a correlation in income and higher expenses as high ir
households report an almost 75% increase in their grocery shopping expenses

Groceries
Males No University ﬁ
Females University é é i
Decreased Same Increase Decreased Same Increased
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Most noticeably households with an income over 15 millions have hig
purchasing intentions of major household items.

Purchasing intention of a major househitdtin among key demographic variables
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60%
House 40%
! 3 o
0% 20% 40% 60% 80% 208
0%
Mal Fem <25yrs>25yrs Over 15Under 15 Uni  No Uni
m m
Page |5

Prepared by VietPoll Company Ltd i Feb-Mar 2014






