


BOI CANH THUONG HIEU VIET NAM
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General Economy: Population
Source: U.S. Central Bureau, International Data Base

60% dan so6 Viét Nam dwdi 25 tudi va sén sang
linh héi nhirng y twdng va quan niém maoi




e SEC Scale
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Sy xuat hién cua tang lop A=US $1,001 +
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Source: TNS VietCyle — 1999-2008 N = 2080Urban

Trén 1/3 ho gia dinh thanh thi hién c‘é thu nhap hon US $590 | thang, trong khi it
hon 10% ho gia dinh khéng du tien mua nhirng san pham cé thwong hiéu




Thu nhép thang cua hd gia dinh thanh thi nam 2008

Ttd -n—

] S S—————

ch

100%
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Phan tang thu nhap than

A1 = VND 20,000,001+ - US $1,200+ = =
A =VND 13,500,001 - 20,000,000 - US $801-1,200 Thu nhap cao 5%

B =VND 6,500,001 - 13,500,000 - US $401 - 800
C =VND 4,500,001 - 6,500,000 - US $276 - 400

D =VND 3,000,001 - 4,500,001 -US $181 -275

E =VND 2,000,001 - 3,000,000 -US $126 -180 A A 0
F =VND 750,000 - 2,000,000 -US$ 45-125 Thu nhap thap 28%



Sw nhén thirc thwong hiéu Viét Nam dang thay déi

“Cdc con t6i sé rat théng minh va
Ion nhanh vi t6i nuéi chung bang
loai stra chat Iu’o’ng tot. Téj cam

~N

/“Téi luén luén chon loai bét giat dat nhat vi
t6i nghi n6é c6 chéat lwong tét nhat va tét cho
quan &o gia dinh téi. Téi cam thay hanh phuc
khi chong t6i néi rang téi la mét ngwoi néi tror

\da’m dang.” )

Source: TNS 2007-2008 FGD’s




Chi s6 wa chudng thwong hiéu Viét Nam
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Nhirng thwong hiéu nay cé sw két hop manh vé nhan thirc
va lién két tich cwc vé&i nguwei tiéu dung Viét Nam
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Source: TNS Viettrade survey
2007



Cac mat hang céng nghé cao — TP.HCM & Ha Noi
DVD
Karaoke

May vi tinh

DTDD

VCD
81.7
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H 2008 B 2004 @ 1999

Vi ngu’c"gi tiéu dung da cap nhat cong nghé cao,
vi vay tat ca moi ngwi ciing phai vay

Source: VietCycle 1999-2008



Str dung nhac dién thoai di déng — Theo quobc gia

—— Using digital MP3 player on phone —4— Using AM/FM radio on phone = ¢ = Nett - Using mobile music

Co héi I&n cho Radio & Viét Nam théng qua
dién thoai di dong

Source: TNS 2007 GTI



Tan suat str dung tin nhan — Theo quodc gia
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Co héi thj trwong tin nhan rat khéng 16 & can dwoc khai thac

Source: TNS 2007 GTI



Sy xam nhap Internet tai gia

40 -

Trong 9 nam, sw xam nhap internet tai gia tang lén tréen 1000%,
m¢ ra thi treoong méi & dai 16 thong tin & Viét Nam

Source: TNS VietCyle — 1999-2008 — HCMC & Hanoi



Méi trwdrng bén 1é & Chéu A - 2007

W Traditional Trade

Il Modern Trade

Thwong mai truyén thong  Thwong mai hién dai

thwong mai hién dai dang phat trién va vi vay
ban nén ¢cé mat & cac trung tam thwong mai




GDP & anh hwdng cia lam phat déi
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v&i thu nhap sau thué

%

Source: Vietnam Economic Times — KINH TE 2007-2008
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Lam phat Iam giam thu nhap sau thué




Ngwi Viét dbi pho lam phét nhw thé nao
(theo thu nhap)

6
. 57
Mua it hon 60
72
Tri hoan mua cac mat hang Ié&n va 49
dat dé du chi tiéu khi lam phat
Chuyén sang nhan hiéu ré hon
Dung mét phan tiét kiém dé chi tra
cho cac mat hang gia cao hon
. o 7 = Total = Class AB
Chi mua cai téi muon va khéng 8
quan tam dén gia ca 8 m ClassCD = Class EF
6

Hau hét ngwoi tieu dung mua it hon dé déi phé v&i lam phat & tri
hoan mua cac mat hang lé&n

Source: TNS — Gallup — 2008 Voice of the People Survey



Anh hwdng ciia lam phat dbéi véi viéc chi tiéu
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Nhirng ngw®i c6 thu nhap cao dang chi tiéu nhiéu hon,
nhwng nhirng ngwei cé thu nhap trung binh & thap
chi tiéu it hon nhiéu

FMCG Trends % value Changes — Source: TNS Worldpanel Asia



Téng chi phi & Tiét kiém — TP.HCM & Ha Néoi
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Tiét kiém tiép tuc giam xudng, cho thay sw tw tin trong
tiéu dung cua ngwei Viét néi chung

Source: TNS VietCycle — 1999-2008



Tém tat bdi canh thwong hiéu Viét Nam

- Pé xay dwng thwong hiéu trong thoi ky kinh té suy
thoai, ban can hieu nang lwc cua ngweoi tiéu dung...

v X

— Tré — Lam phat lam giam strc mua
— Tang I&p trung lwu dé thi — Tang I&p trung Iwu / thap hon
— Cac thanh phan kinh té phy muaithon B

— Khét vong — Ngurng chi tiéu cho viéc mua

cac vat dung Ién

— Sw cong nhan xa hoi % . rea 2
' g e ' — Chuyén sang nhan hiéu ré hon

— Cac mat hang cong nghé cao A LA g
— Radio & internet (ré & dang tang tru’o’ng) Tiet kim it hon

— Thwong mai hién dai cho phan phoi ré NQ’ gl_a han
hon — |t tw tin hon

* Vi thé, Iam thé nao ban tan dung thj trwéng ctia minh trong thoi ky
kinh té suy thoai?



Céc san pham mé&i rat quan trong dé duy tri
sirc manh & sy tang trwéng

*  50% s tang trwdng doanh sb tiéu dung t&r ndm 1997 = san pham maoi

« Céc nha san xuét tin rang 75% s tang trwdng cho dén nam 2017 = cac nhan
hi€éu ma&i

tgno = Nnam ngoal

« 5% cac san pham FMCG dang trwng bay duoc dua
gg n,ll!;amy

uén?’ Booz, Alle

cemnmmeme Oy thé V& Viét Nam ==eseee-

N R B Nguon: TNS World Panel
* 5,000 san pham FMCG m¢i dwece tung ra vao nam



10 nhén hiéu phat trién nhanh nhét ndm 2007

17.0%

f‘:l__.l. 'm 11.4%

10.3%

Khong Vinamilk Trang Sting Maggi C2 Twister Vinh Hue Chinsu Aji-Ngon
do Tien (Pepsi) (Pepsi)

Bon trong mwei nhan higu phat trién nhanh nhat nam 2007 la
cta Viét Nam va 7 nhan hiéu dwoc tung ra cach day chwa day 3 nam

Source: TNS Worldpanel — 2007 (urban only)



10 nhén hiéu phét trién nhanh nhét nim 2008

22%

10% 10%

Gillette Wonderfarm Pulppy (HandC2 (RTD Tea) Vinamilk Sting (Energy Gift (Glass Maggi(Soy Trang Tien Cholimex
(Razor) (Vegtable Towel) (Drinking Drink) cleaner) sauce) (lce Cream) (Ketchup
juice) Yoghurt) Tomato)

Cho dén thoi diem nay nam 2008, bon trong so nhivpng nhan hiéu phat trién
nhanh nhat la cua Viét Nam va 8 nhan hiéu dwoc tung ra trong vong 36
thang qua

Source: TNS Worldpanel — 2008 (uban only)



Nhirng vi dy vé két hop Nang lyc Iy tri va Nang
lye thi treong

Nang lwc thi triwo'ng
Sw tap trung duy
nhat doi véi viéc bao
dam phan phoi khap
moi noi trén thé gi&i

Nang lwc thi triwdng
Lién tuc déi m&i
quang cao dé giir
thwong hiéu lién
quan dén méi thé hé
tiéu dung tré

.t_"""

Microsoft®

Cong tac s&m véi
nhirng nha san xuat
may tinh dé cai dat
phan mém trwéec rat
hiéu qua da danh bai

Thwong hiéu nwéc

giai khat sé 1 thé
gioi

Ning lwc thj treong |

! ! > e :,‘i!h’_

Nang lwec ly tri
Tao ra hinh anh “sw
Iwa chon bat buéc”
cho Microsoft déi v&i
ngwei tiéu dung

Thwong hiéu phan

mém s6 1 thé gii



http://www.microsoft.nl/




Mai lién két gitra chién lwge kinh doanh
va chién lvoc thwong hiéu

Chién lwoec Kinh doanh

Mo hinh kinh doanh kha thi
M6 hinh Igii nhuan kha thi

| |

Pieu hanh
Hoach dinh (vd truyén théng

Lo trinh, tiép thi, ké hoach héa,...

Thwc hién
Bén trong (vd truyén théng,
hanh vi thwong hiéu, van héa

Bén ngoai (vd méi quan hé
vé&i khach hang)

=

=

Khach hang

Nhan vién

Chién lwoc thwong hiéu

Uy tin, niém
tin

So v&i déi tha



Mo hinh kinh doanh

Tang trweong hiru co

Hoach dinh chién lwoc tir trén xudng

. Xay dwng danh muc thwong hiéu hop ly, tap trung vao
nwédc dong binh: tdng mirc nhan biét, doanh sb va dinh qié

- Chién luoc canh tranh dya trén cach tiép can ngudn lvc  Phat trien kinh doanh

«  Tiép thj va xuc tién ban «  Quan hé S& hivu
*  Sirc manh phan phdi *  Quan hé DPéi tac

N ) i 3 Quan hé Thij trwong
Giam chi phi

*  Thuec hién chién lwoc phi ha dé gidm gia so sanh trén thi

trrona muc tiéu Boi twong hiru quan

- )

Tao ra dan nag tidn mat

*  Quan ly dong tién mat chat ché



Muc tiéu:

>
>

Xac dinh pham vi

Xac dinh cac phan doan
khach hang bén trong
doanh nghiép

Phat trién ban sac van
hoa bén trong
Phat trién 16 trinh thuc

hién chi tiét trong 18
thang

Tao ra cac kich ban
trien vong

Xay dwng Thwc hién
Nén tang Thay doi van hoa
» Dao tao tap huén » Pao tao toan bd hé
thdng nhan vién cac
y TO chirc cac khda dao don vi trwe thudc

tao tap huan ] .
o ' ) Sw dung cong cu truyén
» Xac dinh cac phwong tien ™ Thang, gido duc, khuyén
then chot de thwe hien CL - khich @& hidu hon vé TH

» Lich trinh va wu tién

: » Diéu phdi do lwéng hiéu
trien khai

qua cla ké hoach
» Banh gid nhu cauclia  » Tién hanh nhirng diéu
toan b6 hé thong Chinh va cai tién can thiét






Chién lwvgc khac biét hoa
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WHEN THE WORLD ZIGS, ZAG.

Differentiate or Die — Jack Trout.



T hinh anh dén ban sac thwong hiéu

Muc tiéu khat vong cua TH;

Lién twéng ao wée ciia khach hang Ban sac
o c6 18 c6 dworc sau khi tiéu dung san TH
;I'H vagia pham va trai nghiém véi TH.
ri
khach hang

Pinh vi
TH

o
@
o

o

c
«©
c
l__

Tagline

-]
L

bat né’n tang dwa TH dich chuyén theo dinh hwéng
ban sac TH vé&i cac gia tri khac biét, ly tinh va uy tin
véi khach hang

Nhan thirc hién tai vé TH

Hom nay Twong



Tw xac nhan......... |
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Phan tram

L. % —
X.0n
e ol
26.554 |
1L 2233 | [17 7]
1E.35% ]
3.41%
20 %
L.Jes= T 1 | T T
Fhang 3&nh gin K& TB kcr 1B [ Tét
Panh gia tim nhin DN
Descriptive Statistics
N Minimum | Maximum Mean Std. Devation
Bus Vision 249 .00 20.00 13.0281 5.12772
Valid N (listwise) 249
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Phan tram
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Danh gia v& Chi&n [ire Doanh nghisp

Descriptive Statistics

N Minimum

Maximum

Mean

Std. Dewviation

Bus Strategy
Valid N (listwise)

249 .00
249

20.00

13.3173

5.07363
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Phin triam
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Dénh gl v& gla ] ebe 18l
Descriptive Statistics
N Minimum | Maximum Mean Std. Deviation
Core Value 249 .00 20.00 12.6265 5.07296
Valid N (listwise) 249
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Phan tram
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Danh gia ke hoach phat trign ngué’m nhian e

Descriptive Statistics

N Minimum | Maximum Mean Std. Deviation

HR Plan 249 .00 20.00 12.6586 4.82098
Valid N (listwise) 249
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Phan tram

30 0% —
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50—
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Kh8g Jan- 33 K& “B Aér B Ahé TH
Danh gia k& hoach ngin sach
Descriptive Statistics
N Minimum | Maximum Mean Std. Dewviation
Budget Plan 249 .00 20.00 11.1325 5.69261
Valid N (listwise) 249
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Phan tram
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Danh gia tim nhin thwrorng hidu

Descriptive Statistics

Minimum

Maximum

Mean

Std. Dewviation

Brand Vision
Valid N (listwise)

249
249

.00

20.00

12.3213

4.82195




N A L'

0 FE =

20,0

2.0 H

Phan tram
m
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17776 -
1687 Y
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Jd.Fe T T | T T T
Kheng anh g A K= T e T [FE%] Tir

Danh gid vé l&i hira thireng hiau

Descriptive Statistics

Minimum

Maximum

Mean

Std. Dewviation

Brand Promise
Valid N (listwise)

249
249

.00

20.00

12.8514

4.84414
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Phan tram
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Feh3rg canh qic Kz TE kém Tz Fha Tt
Banh gia dinh vi thweng hisgu
Descriptive Statistics
N Minimum | Maximum Mean Std. Dewviation
Brand
Positioning 249 .00 20.00 12.4819 4.78159
Valid N (listwise) 249




Phan tram
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Banh gia nang lee bao vé thuong hidu

Descriptive Statistics

Minimum

Maximum

Mean

Std. Dewviation

Brand Protection
Valid N (listwise)

249
249

.00

20.00

11.5823

5.04998




Phan tram
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Banh gia xay dwng thweng higu bén trong doanh nghiép

Descriptive Statistics

Minimum

Maximum

Mean

Std. Deviation

Internal branding

Valid N (listwise)

249
249

.00

20.00

12.6265

4.63431
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Phin trém
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Einh gli xdy dyng thweng higu bén ngedl doanh nghlép

Descriptive Statistics

N Minimum | Maximum Mean Std. Dewviation
External
branding 249 .00 30.00 17.4217 6.66137
Valid N (listwise) 249




Phan tram
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Bianh gia chinh sich khuyén khich dai m#i sang tao

Descriptive Statistics

N Minimum | Maximum Mean Std. Deviation

Innovation Policy 249 .00 50.00 | 24.8594 12.57559
Valid N (listwise) 249
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Phén oam
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Danh gld vé& R&D
Descriptive Statistics
N Minimum | Maximum Mean Std. Deviation
R&D 249 .00 30.00 17.5663 8.33598
Valid N (listwise) 249
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Descriptive Statistics

N Minimum | Maximum Mean Std. Deviation
Innovation
Investment 249 .00 30.00 14.5542 9.03923
Valid N (listwise) 249
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Phén tram
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Ahong Jark- ga SEm “Okémr O iha Tat
Banh gid vé d3u tur phat trien nguén nhan lue
Descriptive Statistics
N Minimum | Maximum Mean Std. Deviation
Human Dep
Investment 249 .00 30.00 16.3614 6.76670
Valid N (listwise) 249
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Phan tram
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Dxanh gia WA sang kikn duwrere Ap dung vao thue tian

Descriptive Statistics

Minimum

Maximum

Mean

Std. Deviation

Applied ideas
Valid N (listwise)

249
249

.00

30.00

16.4819

9.07277
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Banh gia vE ap dung ¢ong nghé méi
Descriptive Statistics
_ N Minimum | Maximum Mean Std. Deviation
New Tech 249 .00 30.00 17.5904 7.97228

Valid N (listwise) 249
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Phan tram
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Méi quan hé giira tam nhin DN va chién lwo'c DN
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Méi quan hé giira chién lwoc va thwe hién gia tri cot 16i

20.0% — Chicn lwoc CH
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Gia tri cot 16|



Méi quan hé gitra tdm nhin thwong hiéu va dinh vi thwong hiéu

Binh v thu omig iéu
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Tam nhin thuerng hiéu
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Vietnam Value

Xin chan thanh cam on!

Théng tin chi tiét xin lién hé:
Nguyén Thanh Trung
Thwong trwe Ban Thu ky Chwong trinh Thwong hiéu quéc gia
Cuc Xuc tién Thwong mai — Bé Céng Thwong
Dién thoai: +84.4.9347628 Sb fax: +84.4.9348142

Di ddng: +84.902167174
Email: nttrung@yvietrade.gov.vn
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