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VIETNAM REMAINS ONE OF THE FASTEST GROWING IN SOUTHEAST ASIA

GDP Q2Ʌ19 
growth vs. YA 6.8
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FMCG MAT Q2Ʌ19 
growth vs. YA
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Å Source: GSO Vietnam. Economist ϥntelligence Unit. Nielsen Quarter by number report Q2Ʌ19
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POSITIVE GDP GROWTH IN 1ST HALF OF 2019 DESPITE SLIGHT 

SLOW-DOWN

Q2ô19 GDP GROWTH LOWER THAN Q2ô18, YET 

HIGHER THAN Q2 FROM 2011 TILL 2017 

Service

Industrial & Construction

Agriculture, Forestry & Fishery

ALL 3 SECTORS PLAY THEIR ROLES

2.2

9.1

6.9

0 5 10

GDPôs Growth YA

Source: GSO Vietnam

KEY HIGHLIGHTS IN 1ST HALF OF 2019

Wholesale & Retail ƶ8.1%
highest contribution to total GDP incremental

Accommodation & Catering 

Service

flourishes with 287Mn. in value, 

ƶ9.8% vs H1ô18

Service

5.1   

6.2   

7.5   7.6   7.4   
6.8   6.9   7.3   

6.8   6.7   

GDP % Growth

Processing ƶ11.2% 

Most growing provinces: Tra

Vinh (Solar & Wind electricity 

production), Thanh Hoa (Nghi

Son Oil Refinery),  

Ha Tinh (Formosa)

Industrial & Construction

Fishery reaches 6.45%

growth - Highest growth 

in the past 9 years

Agriculture
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VERY GOOD GROWTH MOMENTUM OF FMCG WITH NEW 

PEAK IN Q2ô19

Source: Nielsen RA data
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MAT YA MAT TY YTD YA YTD TY Q3'17 Q4'17 Q1'18 Q2'18 Q3'18 Q4'18 Q1'19 Q2'19

Unit Value Growth Volume Change (Weighted Value) Nominal Value Growth

ÇFCMG Growth ïTotal Urban (TT Urban + MT Urban)
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% Respondents say they will spend on this item after necessities

CONSUMER CONFIDENCE INDEX*
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Savings

New clothes

Holidays/vacations

New technology products

OOH entertainment

Home improvements

VIETNAMESE TOP SPENDING AFTER NECESSITY

TOP VIETNAMESE INCREASING CONCERNS

HEALTH
CHILDREN 

EDUCATION
INCREASING 

BILLS

44%
(+2pts vs. Q 2Ʌ18)

13%
(+1pts vs. Q2Ʌ18)

9%
(+2pts vs. Q 2Ʌ18)

ELECTRICITY PRICE INCREASE
Electricity price uplifted 8.36%
in MarɅ19 after 2 years of stability

% Respondents say these are there top 2 biggest concerns

Consumer Confidence Index: Perceptions of local job prospects, Perceptions of state of personal finances over the next 12 mon ths, Perceptions of good/bad time for people to buy the things they 
want and need over the next 12 months. Source: Nielsen Global Survey Consumer Confidence Section
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2015

7%

7%

GEN Z

(15-19 y.o)

MILLENNIALS

(20-49 y.o)

SHARE OF POPULATION

48%

43%

14%

18%

2025

BABY BOOMER

(50-64 y.o)

VIETNAM HAS A YOUNG POPULATION WITH MILLENNIALS DOMINANT & 

GEN Z ARE CONSUMERS OF FUTURE 

Å Seek for greater convenience

Å More going out

Å Open to new things

Å Go premium but value for money

ÅSuper connected with synergy 

between Online & Offline activities 

ÅCare about society issues (social 

responsibility, gender equality, LGBTQ)

ÅStrong POV & KOL influence

Å Seek for delivery services

Å Willing to try Health supplement 

products   
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Source: Statista, Vietnam 2012 - 2022

98.2 Mil
Population in 2022 with 

yearly growth of 1%

+6.2%
GDP growth year on year 

till 2022

USD $3,329
GDP per capita in 2022 

(~60% growth vs. 2015)

+4%
CPI growth year on year 

till 2022

WITH A POSITIVE ECONOMIC OUTLOOK TILL 2022
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