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CONSUMER BEHAVIOUR IN VIETNAM

Home life: at home activities

Weekly at home activities
n= 1,032

% of respondents

Watch TV shows/movies (on

87%
TV,computer,phone,other device) %

Browse online 84%

Cleaning and other domestic

chores 78%

Socialise with family or

. . 68%
roommates who live with me ?

Exercise 66%

Connect with friends/family

virtually 25%

Shop online 43%

Work from home 37%

Study 32%

Entertain friends and family who

do not live with me 28%

Source: Euromonitor International Lifestyles Survey 2020
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Home life: at home activities by age

Weekly at home activities
n=1,057

% of respondents by age

80%

60%

40%

20%

0

e

(]

15-19 20-29 30-39 40-49 50-59 60+
[ | Study [ | Cleaning and other domestic chores
M Browse online B work from home
. Watch TV shows/movies (on TV,computer,phone,other device) . Exercise
M socialise with family or roommates who live with me M cntertain friends and family who do not live with me
B connect with friends/family virtually [ | Shop online

Source: Euromonitor International Lifestyles Survey 2020
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Eating habits

Frequency of consumption by meal type
nh= 1,057

% of respondents (At least weekly)

Home cooked or baked 79%

Reheat or prepare a ready

64%
meal
Order food for takeaway
or pick up ready-made 63%
food

Order food for home

delivery 4%

Eat at a restaurant 38%

Source: Euromonitor International Lifestyles Survey 2020
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Eating habits by age

Weekly consumption by meal type
n=1,057

% of respondents by age (At least weekly)

15-19 20-29 30-39 40-49 50-59 60+
80%
60%
40%
20% II I I I
0% I
B Home cooked or baked B order food for home delivery
M Rreheat or prepare a ready meal B Eat ot a restaurant

B order food for takeaway or pick up ready-made food

Source: Euromonitor International Lifestyles Survey 2020
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Eating habits: meals and snacking habits (weekday)

Eating Habhits: Meals and snacking habits (Weekday)

h=1,054
% of respondents % of respondents by age
15-19 20-29 30-39 40-49 50-59
Breakfast 79%
80%
Lunch 77%
60%
Dinner 77%
40%
Afternoon
snack a2%
20%
Morning snack 41% I
0%
Evening/ B sreakfast B Afternoon snack
post-dinner 359% B Lunch [ | Morning snack
snack M pinner [ | Evening/post-dinner snack

Source: Euromonitor International Lifestyles Survey 2020
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Eating habits: meals and snacking habits (weekend)

Eating Habits: Meals and snacking habits (Weekend)

n= 1,054
% of respondents % of respondents by age
15-19 20-29 30-39 40-49 50-59
Lunch 48%
60%
Dinner 46% 50%
Evening/ 40%
post-dinner
snack
30%
Breakfast 20%
10%
Morning snack 39%
0%
M Lunch M Breakfast
Aﬁernooz 38% . Dinner . Morning snack
snac
[ | Evening/post-dinner snack B Afternoon snack

Source: Euromonitor International Lifestyles Survey 2020
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Eating habits: when and where

Eating and snacking habits
n=1,057

% of respondents

54%

| eat meals at the same time each
day

| typically eat snacks at home 46%

| typically eat snacks while | am at 41%

work

I look for snacks that are easy to 40%

take with me

| often snack during the day in 20%

between meals

28%

My typical mealtimes vary and
depend on my schedule

| typically eat snacks when I am
on-the-go

21%

Source: Euromonitor International Lifestyles Survey 2020
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Eating habits: when and where by age

Eating and snacking habits
n= 1,057

% of respondents by age

15-19 20-29 30-39 40-49 50-59 60+
60%
50%
40%
30%
20%
N II I I
0%

H typically eat snacks at home B | often snack during the day in between meals

[ | My typical mealtimes vary and depend on my schedule H typically eat snacks when | am on-the-go

B | cat meals at the same time each day H typically eat snacks while | am at work

B | 100k for snacks that are easy to take with me

Source: Euromonitor International Lifestyles Survey 2020
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Working life

Important work-related factors
n=1,056

% of respondents

To earn a high salary

To have a job that allows for 36%

a strong work- life balance

To have job security 32%

Work for a company that
takes ethical/social
responsibilities seriously

30%

To work for a good manager 30%

To have responsibility and 24%
challenging work
home
company

Source: Euromonitor International Lifestyles Survey 2020

48%
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Working life by age

Important work-related factors
n=1,056

% of respondents by age

15-19 20-29 30-39 40-49 50-59 60+
50%
40%
30%
20%
) III I I I I
0%

M t0eamna high salary B 16 be able to work from home

B 1o work for a company that takes ethical and social responsibil.. M 1o havea job security

M ohavea job that allows for a strong work or life balance B 1o work close to home

B 1o work for a good manager B 1o work for a successful company

M 1o have responsibility and challenging work

Source: Euromonitor International Lifestyles Survey 2020
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Leisure habits

Frequency of leisure activities
n=1,057

% of respondents

Socialise with friends

. 8%
online
Socialise with friends in 8%
person
Take a day trip 20% 12%
Go shopping for leisure 20% 11% 3%
Take a class or attend a 13% 11%
lecture
Go to the cinema 12% 17% 4%
Take a virtual cIass/attgnd 10% 3% 16%
a lecture online
Volunteer 9% 26% 30% 6%
Go to a sporting event 8% 24% 30% 9%
Go to a museum or art 8% 18% 27% 379% 10%
gallery
Go to a concert or to the 2% 19% 28% 31% 13%
theatre
B At least weekly M once every few months Never
M 13 times a month Rarely

Source: Euromonitor International Lifestyles Survey 2020
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Leisure habits by gender

Frequency of leisure activities
n=1,057

% of respondents by age (At least monthly)

Female

70%
60%
50%
40%
30%
20%

10%

0%
B socialise with friends in person
B socialise with friends online
B Takea day trip
Mo shopping for leisure

Source: Euromonitor International Lifestyles Survey 2020

. Go to the cinema

. Take a class or attend a lecture

. Take a virtual class/attend a lecture online
. Volunteer

Male

. Go to a sporting event

M Go to a museum or art gallery

. Go to a concert or to the theatre
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Leisure: vacations

Number of domestic and overseas trips in the previous 12 months
n= 1,057
% of respondents

% of respondents by age
15-19 20-29

30-39 40-49 50-59 60+

40%
4+ trips
IS%
20%
I7%
take this 0% |
. “i VvV VM VvV VvV Ve Vv wu wv vi Vv UV VvV M VvV M VvV wn vV u wv
type of trip 0O 0o 0o o o0 o o0 o0 o0 o o 0O o 0o o o o9 0o o9 o o9 oo
5 5|5 5|5 EEEEEE 555 55|55 E5EEEEEE
40% I R TR R AR R T R S R I S Y R
- YA TS A T A TS B T e e U IS

B Number of domestic personal trips B Number of international personal trips

Source: Euromonitor International Lifestyles Survey 2020
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Leisure: travel companions

Typical vacation/holiday travel companions
n=1,057

% of respondents

Partner or spouse 67%

My children 54%

My parents 35%

Friends 30%

My siblings 26%

18%

Other family members

| typically travel alone 3%

Source: Euromonitor International Lifestyles Survey 2020
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Leisure: travel companions by age

Typical vacation/holiday travel companions
n= 1,057

% of respondents by age
15-19 20-29 30-39 40-49 50-59 60+

[ | My parents M rriends M rartner or spouse m, typically travel alone
M other family members [ | My siblings [ | My children

80%

70%

60%

50%

40%

30%

20%

10%

0%

Source: Euromonitor International Lifestyles Survey 2020
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Health: exercise habits

Frequency of exercise by type
n= 949

% of respondents

Run or jog

Walk or hike for exercise 4%

Practice yoga 20%

Cycle or ride a bike 14% 4%

Take a group fitness class 9% 13%

Participate in team sports LA 15%

Participate in intensive physical 2%

1
activities 250

Participate in other individual sports EE8 21% 15% 23%

B Aimost every day M 12 times a month Never

. 1-2 times a week . Less than once a month

Source: Euromonitor International Lifestyles Survey 2020
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Health: exercise habits by age

Frequency of exercise by type
n= 949

% of respondents by age (At least weekly)

15-19 20-29 30-39 40-49 50-59 60+
80%
70%
60%
50%
40%
30%
20%
0%
[ | Cycle or ride a bike B Walk or hike for exercise
. Run or jog . Participate in intensive physical activities
. Participate in team sports . Practice yoga
M rake a group fitness class [ | Participate in other individual sports

Source: Euromonitor International Lifestyles Survey 2020
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Health: dietary restrictions

Dietary choices and restrictions
n=1,057

% of respondents

64%

I look for healthy ingredients in food and beverages

| closely read the nutrition labels of food and beverages 62%

| actively monitor what | eat in order to manage my weight 52%

| keep track of the calories in the food that | eat 46%

| am on a diet trying to lose weight 22%

I do not typically eat meat/fish, but will consume it occasionally 14%

I am allergic or intolerant to certain foods 14%

| am a vegetarian 8%

| am a vegan 7%

| am diabetic

D
ES

Source: Euromonitor International Lifestyles Survey 2020



http://www.euromonitor.com/
http://www.euromonitor.com/

CONSUMER BEHAVIOUR IN VIETNAM

Health: dietary restrictions by age

Dietary choices and restrictions
n= 1,057

% of respondents by age

15-19 20-29 30-39

70%

60%

B | 100k for healthy ingredients in food and beverages

[ closely read the nutrition labels of food and beverages

[ actively monitor what | eat in order to manage my weight
[ keep track of the calories in the food that | eat

B | 2 on a diet trying to lose weight

Source: Euromonitor International Lifestyles Survey 2020

40-49 50-59

50%

40%

30%

20%

0 e A
" IR Ik T Is

M | donot typically eat meat/fish, but will consume it occasionally
M allergic or intolerant to certain foods

. | am a vegetarian

. | am a vegan

B | o diabetic

60+
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Ethical life: green behaviours and activism

Environmental and sustainable habits
n= 800

% of respondents

Reduce plastics use 56%

Use sustainable packaging 46%

Recycle items 42%

Reduce food waste 41%

Use less energy/use more energy

efficient products a1%

Reduce my carbon emissions by driving

38
less/using public transportation %

Repair broken items, rather than

. 35%
replacing

Buy sustainably-produced items 34%

Buy products and services from

purpose-driven brands/companies 34%

Reduce meat consumption 32%

Source: Euromonitor International Lifestyles Survey 2020
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Ethical life: green behaviours and activism by age

Environmental and sustainable habits
n= 800

% of respondents by age

15-19 20-29 30-39 40-49 50-59 60+
60%
50%
40%
30%
20%
10%
0%
M Reduce plastics use B Reduce food waste [ | Buy products and services from purpos..

M use less energy/use more energy efficie.. M Reduce my carbon emissions by driving .. [ | Buy sustainably-produced items

[ | Recycle items [ | Repair broken items, rather than replaci..
M use sustainable packaging M Reduce meat consumption

Source: Euromonitor International Lifestyles Survey 2020
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Ethical: involvement in political and social issues

Activities in political and social issues
n= 546

% of respondents

Donate to non-profits/charities

43
supporting causes that | value %
Buy from brands that support
. e 42%

social/ political issues that | value

Vote in elections 40%
Share my opinion on social/political
. . 38%
issues on media

Buy products based on brands/co's

social/political beliefs 37%

Contact my local government

representatives 29%

Boycott brands/co's that don’t

share my social/political beliefs 29%

29%

Donate to political campaigns

Participate in rallies and protests 24%

Source: Euromonitor International Lifestyles Survey 2020
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Ethical: involvement in political and social issues by age

Activities in political and social issues
n= 546

% of respondents by age

60%

50%

40%

30%

20%

10%

0

=®

(]

15-19 20-29 30-39 40-49 50-59 0+
M ponate to political campaigns B contact my local government representatives
B share my opinion on social/political issues on media [ | Buy products based on brands/co's social/political beliefs

B bonate to non-profits/charities supporting causes that | value M Attend community meetings
B vote in elections [ | Boycott brands/co's that don’t share my social/political beliefs
[ | Buy from brands that support social/ political issues that | value [ | Participate in rallies and protests

Source: Euromonitor International Lifestyles Survey 2020
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Shopping: frequency

Frequency of shopping for various products/items
n= 1,057

% of respondents

4%

Groceries and household essentials

Beauty, personal, and health care

. 5%
items

Apparel, footwear, and personal

. 4%
accessories

Travel purchases 8%

Consumer electronics or appliances 4%

M At jeast weekly M 12 timesa year
B 1-3 times a month [ | Rarely
M once every few months Never

Source: Euromonitor International Lifestyles Survey 2020
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Shopping: frequency by age

Frequency of shopping for various products/items
n=1,057

% of respondents by age (At least monthly)

15-19 20-29 30-39 40-49 50-59 60+
80%
60%
40%
20% I I
0%
[ | Apparel, footwear, and personal accessories B consumer electronics or appliances
B Groceries and household essentials M ravel purchases

[ | Beauty, personal, and health care items

Source: Euromonitor International Lifestyles Survey 2020
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Shopping: research and compare channels

Channels used to research and compare products over the past year
n= 1,057

% of respondents

In store/in person On computer or tablet On smartphone

Food for Takeawgy or 329
Delivery

Large Consumer Electronics

Online Downloads 20%

Small Consumer Electronics 49%

TiCkEtS -

Toys, Games, Movies 22%

Source: Euromonitor International Lifestyles Survey 2020

Did not research this product

10%

6%

14%

5%

15%

21%
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Shopping: research and compare channels by age

Channels used to research and compare products over the past year
n=1,057

% of respondents
15-19 20-29 30-39 40-49 50-59 60+

In store/in person

Food for On computer or tablet -
Takeaway or
Delivery On smartphone 37% 529,

Did not research this product 19% 10% 7% %0 11% 17%

In store/in person 34% -

On computer or tablet
Large Consumer

Electronics
On smartphone 36%
Did not research this product 7%
In store/in person 17%
Online
Downloads
On smartphone 48% 57%

Did not research this product 21% 11% 13% 15% 15% 18%

Source: Euromonitor International Lifestyles Survey 2020
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Shopping: research and compare channels by age (cont.)

Channels used to research and compare products over the past year
n=1,057

% of respondents

15-19 20-29 30-39 40-49 50-59 60+

In store/in person

On computer or tablet
Small Consumer

Electronics
On smartphone
Did not research this product 14% 6% 1% 3% 4% 6%
In store/in person
On computer or tablet
Tickets

On smartphone
Did not research this product
In store/in person

On computer or tablet
Toys, Games,

Movies
On smartphone

Did not research this product

Source: Euromonitor International Lifestyles Survey 2020



http://www.euromonitor.com/
http://www.euromonitor.com/

CONSUMER BEHAVIOUR IN VIETNAM

Shopping: purchase channels

Product purchase channels over the past year
n=1,057

% of respondents

In store/in person On computer or tablet On smartphone Did not purchase this product

o Takeaw'ay " o
Delivery
Large Consumer Electronics 6%
Small Consumer Electronics 4%
TiCkEtS 15%

Toys, Games, Movies 22% 33%

Online Downloads

Source: Euromonitor International Lifestyles Survey 2020
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Shopping: purchase channels by age

Product purchase channels over the past year
n=1,057

% of respondents

In store/in person

Food for On computer or tablet
Takeaway or
Delivery On smartphone

Did not purchase this product
In store/in person

On computer or tablet
Large Consumer

Electronics
On smartphone

Did not purchase this product 13% 7%

In store/in person 20% 15%

i on comPUter or tablet
Online
Downloads
On smartphone 42% 56%

Did not purchase this product 19% 12%

Source: Euromonitor International Lifestyles Survey 2020
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Shopping: purchase channels by age (cont.)

Product purchase channels over the past year
n=1,057

% of respondents

In store/in person 43%

On computer or tablet 58%

IIm
(=]
=

Small Consumer

Electronics
On smartphone 47%
Did not purchase this product 13% 6% 3% 3% 2% 3%
In store/in person
On computer or tablet
Tickets

On smartphone
Did not purchase this product
In store/in person

On computer or tablet
Toys, Games,

Movies
On smartphone

Did not purchase this product

Source: Euromonitor International Lifestyles Survey 2020
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Technology: mobile phone activities

Technology: Frequency of mobile phone activities
n=931

% of respondents

Visit or update social networking sites

Watch TV/video

Use a communication or messaging

app

4%

Upload/share photos or videos

Play games

7%

Take a photo or video

B Aimost every day

. 1-2 times a month Never
. 1-2 times a week

. Less than once a month

Source: Euromonitor International Lifestyles Survey 2020
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Technology: mobile phone activities by age

Technology: Frequency of mobile phone activities

n=931
% of respondents by age (Almost every day)

15-19 20-29

70%

60%

50%

40%

30%

20%

10%

0

x

M visit or update social networking sites
B watch TV/video

Source: Euromonitor International Lifestyles Survey 2020

30-39 40-49

B use a communication or messaging app

[ | Play games

50-59

[ | Upload/share photos or videos
M rakea photo or video

60+
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Technology: services accessed on a mobile phone

Frequency of other mobile phone activities
n=931

% of respondents

Listen to music stored on device 23%

Use a banking service 15%

Stream music online 15%

Use an app to track my health or fitness 15%
Make an in-store mobile payment 12%

Remotely monitor or control home appliances 12%

Use inbuilt GPS navigation/positioning/maps 10%

Compare prices while in store 10%

Buy an item or service ¥4
Order food and drink online for takeaway S

Read reviews &2 33%

Order/book a ride-sharing service 34 31% 19%
B Aimost every day B Less than once a month
B 12 times a week Never

. 1-2 times a month

Source: Euromonitor International Lifestyles Survey 2020


http://www.euromonitor.com/
http://www.euromonitor.com/

CONSUMER BEHAVIOUR IN VIETNAM

Technology: services accessed on a mobile phone by age

Frequency of other mobile phone activities
n=931

% of respondents by age (More often than once a month)

15-19 20-29 30-39

80%

B Listen to music stored on device

M stream music online

[ | Buy an item or service

B use inbuilt GPs navigation/positioning/maps
[ | Compare prices while in store

M e banking service

Source: Euromonitor International Lifestyles Survey 2020

40-49 50-59

60%

40%

) ||||II
0%

B order food and drink online for takeaway
M Rread reviews

M usean app to track my health or fitness
B nake an in-store mobile payment

[ | Order/book a ride-sharing service

[ | Remotely monitor or control home appliances
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Experience more...

This research from Euromonitor International is part of a global
strategic intelligence system that offers a complete picture of the
commercial environment. Also available from Euromonitor
International:

Global Briefings
Timely, relevant insight published every month on the state of the market,
emerging trends and pressing industry issues.

Interactive Statistical Database
Complete market analysis at a level of detail beyond any other source.
Market sizes, market shares, distribution channels and forecasts.

Strategy Briefings
Executive debate on the global trends changing the consumer markets of
the future.

Global Company Profiles
The competitive positioning and strategic direction of leading companies
including uniquely sector-specific sales and share data.

Country Market Insight Reports

The key drivers influencing the industry in each country; comprehensive
coverage of supply-side and demand trends and how they shape future
outlook.
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