v
APRIL ADVERTISING

TRENDS @ TIPS
ON VIETNAM SUGIAL MEDIA

GEEC — SHAREG(LJEARN
11102018










12TH

in the world in the number of internet users



TOTAL POPULATION

96.02

MILLION

URBANISATION

35%

ﬁ KEY FIGURES

DOLO

INTERNET USERS

64.00

MILLION

PENETRATION

67%

SOCIAL MEDIA USERS

55.00

MILLION

PENETRATION

57%

MOBILE USERS

70.03

MILLION

PENETRATION

3%

MOBILE SOCIAL USER

50.00

MILLION

PENETRATION

52%



ACTIVE SOCIAL UNIQUE ACTIVE MOBILE
MEDIA USERS MOBILE USERS SOCIAL USERS

0

+28% +20% +0.1% +22%

+14 MILLION +9 MILLION +79 THOUSAND +9 MILLION

ANNUAL DIGITAL GROWTH



ﬁ KEY FIGURES

MOBILE PHONE LAPTOPOR
(ANY TYPE) PHONE DESKTOP COMPUTER CO MPUTER

O 06 2 &

97% 72% 43% 13%

TELEVISON DEVICE FOR STREAMING
(ANY KIND) INTERNET CONTENT TOTV

®

97 % 5%

DEVICE USAGE



KEY FIGURES

Average Daily Time Spent Average Daily Time Average Daily Tv Viewing Time Average Daily Time
Using The Internet Via Spent Using Social (Broadcast, Streaming And Spent Listening To
Any Device Media Via Any Device Video On Demand) Streaming Music

A

6H52M 2H37M 2H43M 1H21M

TIME SPENT WITHMEDIA



#ew KEY FIGURES

CATEGORY

GOOGLE.COM.VN

GOOGLE.COM SEARCH
VNEXPRESSNET NEWS & MEDIA
ZINGVN SOCIAL
YAHOO.COM NEWS & MEDIA
COCCOC.COM SEARCH
NEWS.ZING.VN NEWS & MEDIA

KENH14.VN

RANKING OF TOP WEBSITES

NEWS & MEDIA

MONTHLY TRAFFIC

375,300,000

323,200,000

73,400,000

61,900,000

41,200,000

37,500,000

32,400,000

32,100,000

TIME PER VISIT

12M 26S

13M 24S

9M 07S

14M 47S

5M 49S

6M 54S

™M 11S

7™M 31S

PAGES PERVISIT



Ajﬁfﬁ% KEY FIGURES

USEASEARCH VISIT ASOCIAL WATCH LOOKFOR PRODUCT
ENGINE NETWORK GAMES VIDEOS INFORMATION
SMARTPHONE: SMARTPHONE: SMARTPHONE: SMARTPHONE: SMARTPHONE:
o o o o o
44% 52% 24% 53% 14%
COMPUTER: COMPUTER: COMPUTER: COMPUTER: COMPUTER:

19% 21% 9% 21% 6%

WEEKLY ONLINE ACTIVITIES



KEY FIGURES

FACEROOK 51741
YoUTUBE SN

FBMESSENGER
ZALO
GooeLE+ [ e
INSTAGRAM SN
TWITTER 4%
SKYPE
VIBER
| SOCIAL NETWORK
LINE B MESSENGER/CHAT APP/VOIP
LINKEDIN [ 48%
PINTEREST [2%

MOST ACTIVE SOCIAL MEDIA PLATFORMS



Ajﬁfﬁ% KEY FIGURES

Total Number Of Annual Change In entage Of entage Of entage Of
Monthly Active Facebook Facebook Users Facebook Profiles Facebook
Facebook Users Via Mobile

GCOUOGOUGE

55.00 +20% 91% 47% 53%

MILLION

FAGEBOOK USAGE ANALYSIS



KEY FIGURES

TOTAL 55,000,000 47% 53%
13-17 7,400,000 7% 7%
18-24 17,000,000 15% 16%
25-34 18,000,000 15% 18%

.FEMALE

. MALE

a7
a1
84 84

35-44 7,300,000 6% %
45 -54 3,100,000 3% 3%
55 -64 1,300,000 1% 1%

65+ 540,000 0.3% 0.7%

B 44 40
33
15 16
o7
. . - .
== N —

13-17 18-24 25-34 35-44 45-54 55-64 65+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

PROFILE OF FAGEBOOK USERS




KEY FIGURES

Average Engagement Average Engagement Average Engagement Average Engagement Average Engagement
Rate For Facebook Rate For Facebook Rate For Facebook Rate For Facebook Rate For Facebook
Page Posts (All Types) Page Video Posts Page Photo Posts Page Link Posts Page Status Posts

€UCEO

4.30% 9.56% 6.29% 5.28% 5.17%

PROFILE OF FAGEBOOK USERS
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Bitis Hunters shoes appeared in 02 10 famous celebrities told people to
Music Videos, sold out right after stop killing dog, but it seemed going
launching. nowhere.



ME CULTURE
|

| want to be difference.

|

Influence on oppinion.

WE CULTURE
|

| want to be like him/her.

|

Influence on style.



Engagement Rate

0% 1% 2% 3% 4% 5% 6% 7% 8% 9% 10%

Celebrities (=1M followers) -

Macro influencers (250k-1M followers) -

Power midde influencers (10k-250k followers) -

Micro influencers (1k-10k followers) —

mEngagementrate mlLike rate = Commentrate Share rate

Choosing the right person to spread out your
product/message on social media is much easier nowaday
with agencies and even online tools to support.




INFLUENGERS/KOL USAGE AND THE "COMMON TRAP”
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But the difficult is to avoid the “common trap” since:
They post daily.

They post ads for multiple brands continously.
Their followers can seperate between a normal
post and a commercial post.

Still, fashion & beauty care are the most active and
effective categories.



Facts: an infamous clothing shop owner can sell more
than 100 orders in one hour livestream, achieving
what she cannot do in her real store for a month.

How can this happen?



REAL, LIKE ME, NOT THAT FANCY BUT RELATE

LOCAL MARKET - TRADITIONAL DRY MARKET
-> THE VIRTUAL EXPERIENCE TO DRY MARKET




D&l séng

1. Appeared as an article/story

B

' " Cai chip gian digp vao Amazon,
Bic con bao hanh, ngudi le ch hoalvn T . . . .
glb sbng duti cbng 20 nln || Apple ching kho gl véi Trung 2. Giving knowledge/tips/general info
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3. Introduce service/product and contact/chat

CAFSF Linkedm Zing.vn



Balance between
being “real”
and
stay “professional”.



-RRILLA MARKE TING,
JTTOMUP STRATEG
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Don’t push your brand on the ads
race just because others are doing
it. Spend efforts to earn your
socCial currency.



Think of your brand as a real person on the internet.

Your style

Your opinions Your story

Your friends/community Your reactions
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