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ELECTRONICS AND APPLIANCE SPECIALIST
RETAILERS IN VIETNAM

HEADLINES

e Electronics and appliance specialist retailerseacts 30% current value growth in 2010
e The channel remains quite fragmented with manypeddent small retailers
e Mobile World Co Ltd becomes the market leader ia@Followed by Nguyen Kim Trading JSC

e Electronics and appliance specialist retailerxpeeted to see a constant value CAGR of 8% over the
forecast period

TRENDS

e Electronics and appliances specialist retailersagised faster expansion in 2010 thanks to the rapid
development of technology. Consumers, especiallyhg had high interest in new high-tech products.
Some of them bought new technology products suchaddsle phones, laptop computers or televisions to
reveal their social status and to reflect theispeal style. As a result, the market environment of
electronics and appliances specialist retailersicoed to experience robust growth during the nevie
period. In 2010, electronics and appliances spstsailecorded total sales revenue of VND25 trilkoa
30% rise.

e Interm of selling space and number of outletss¢hgrowth rates were also higher in 2010 compar¢iaiet
previous year. During 2010, the total number ofaiatgrew at 2%, reaching 2,555 outlets, whilsttthal
selling space increased at 8%, registering apprabdin 1,150,000 sq m. The average selling space per
outlet was increasing as many new stores opendubigger shopping space to have more products on
display.

¢ Regarding competitive environment, electronics appliances specialist retailers witnessed the
consolidation trend during the review period. Hertbhe value share of small players decreased
dramatically from 52% share to 34% share in 201és(ite the declining share, small players still
accounted for the highest share in electronicsagupdiances specialist market.

e In 2010, Mobile World Co Ltd was successful in agging Nguyen Kim Trading JSC, thanks to its rapid
growth of number of outlets. Mobile World Co Ltdesjalised in mobile phones, laptops and phone
accessories. Therefore, it did not require thedagjling space for product displays like NguyemKi
Trading JSC did. As a result, it was easier for MW/ orld to establish stronger presence by indrepthe
number of outlets. The higher demand for mobilengsoand laptops also contributed to the success of
Mobile World. During 2010, Mobile World register88% value share, which was equivalent to
VND®6,950 billion. Nguyen Kim Trading JSC held thecend position with 27% value share, recording
VNDG,250 billion.

¢ Inthe review period, Mobile World was also theyglathat enjoyed the biggest increase in sharekthto
its good strategies. Mobile World was one of thstfplayers that leveraged internet retailing ae n
modern retail formats to sell mobile phones. Presfip, mobile phones were normally sold through $mal
private stores with limited product portfolios. Mawer, consumers normally encountered bad exp&senc
with the warranty process. Those small privateestovere not responsible for warranty services; they
usually left consumers to deal with the repair @bf mobile phone manufacturers. Sometimes gpair
centres rejected consumers’ warranties of theidyets, as their products were not registered with
manufacturers at the time they were purchased.

e As aresult, when Mobile World introduced a newdkaf format — the “mobile phone supermarket”
equipped with professional staffs and good custaaerice — the company was in charge of the warrant
process. Consumers could bring their phones to M&orld. The company would run quick checks for
their phones, and it might fix phones for their s@mers if they had only small problems. Otherwiise,
company would tell consumers the addresses okfbaircentres of the mobile phone manufacturers, so
that they could bring them there for repair. THedarvice provided by Mobile World — from friendly
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consulting to aftersales service — helped the compagain consumers’ trust as well as generaigoba
reputation for Mobile World.

e During the review period, Mobile World strengthenisdretailing areas in laptops with a lot of prdions
and discounts for its consumers. More importaflgpile World also cooperated with manufacturers to
organise marketing and public relations eventsteir new products. For example, Mobile World
collaborated with HTC to launch a lucky draw fonsamers who purchased the new product HTC
Wildfire in 2010 at Mobile World outlets. This stegy not only promoted a new product for the mobile
phone manufacturer but also created a good braagdrfor Mobile World.

e Both Ben Thanh Marketing Co and FPT Corp lost sira2910 due to their limited marketing activities.
Ben Thanh Marketing Co seemed to have difficultioiwking for new outlets to expand its network
coverage. Its Best Carings brand only distributesipcts of high quality from popular manufactursush
as Pioneer, Philips, Mitsubishi and National. Hertseconsumer base was more limited comparedsto it
direct competitors, such as Nguyen Kim Trading JS&.FPT Corp, the failure was due to its business
strategy, which tried to cover too many fields. iBesmobile phones and computer retailing, the campa
also invested in education and training, softwaogmmming, telecommunications and financial sawic
The broad business operation, without a properdocaused difficulties for FPT to establish a stdivhnd
image in consumers’ minds.

¢ In electronics and appliance specialist retaileash company was positioned differently and had a
different strategy. For instance, Nguyen Kim pasi#id itself as the electronics and home appliances
supermarket for everyone. Therefore, it possess@derange of products so that every consumerdcoul
come to an outlet when they need to buy electranethome appliance products. In term of strategy,
Nguyen Kim has managed to build strategic partrigssivith many suppliers such as Samsung, Sony and
Panasonic to give consumers better discounts ardgtions than its competitors.

e |n 2010, Hop Nhat Co Ltd introduced its first Wondaiy outlet in June 2010 in the large selling spat
over 6,800 sq m, which made it the largest cemtrelectronics and home appliances in Viethamaet th
time it opened. Wonder Buy offered almost 70,00@dpcts from the leading manufacturers such as Sony,
Toshiba, Samsung, LG, Panasonic, Sanyo, JVC arudr&liex with the total investment of VND hundreds
of billions. The entrance of Wonder Buy createdgtoer competition for big players in the market,lsas
Nguyen Kim and Mobile World.

e Over the forecast period, it is expected that thetenics and appliance specialist retailers cbbhwwil
continue to record good growth. The constant vRIAGR over the 2010-2015 forecast period is estithate
to be 8%. The penetration of the major players dgugim, Mobile World and Ben Thanh Marketing will
continue to stimulate growth. The rise of othemlaetail brands, such as Vien Thong A, Cho Lon
Supermarket and Ideas, will accelerate the highetegf competition in the market. Cho Lon Superraark
and Vien Thong A are expected to become two ohthagr leaders in the forecast period thanks ta thei
fast expansion.

e Give the more intense competition in the forecastaa, major players will focus on building thenabd
images to maintain their consumer base as wetl appeal to new consumers. Promotions will be thsam
marketing activity that major players will expléit increase their value share, as consumers ate [yite-
conscious. Furthermore, other players will folldwe fead of Nguyen Kim and Mobile World to develop
strategic partners, as they see the great befrefitsstrategic partners after the success of thesganies.

CHANNEL FORMATS

Chart 1 Electronics and Appliance Specialist Retailers: Nguyen Kim in Ho Chi Minh City
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Chart 2 Electronics and Appliance Specialist Retailers: Mobile World in Ho Chi Minh City
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CHANNEL DATA

Table 1 Electronics and Appliance Specialist Retailers: Value Sales, Outlets and Selling Space
2005-2010
2005 2006 2007 2008 2009 2010
Value sales VND billion 11,944.8 12,900.4 14,448.5 15,893.3 17,641.6 22,934.1
Outlets 2,300.0 2,350.0 2,400.0 2,450.0 2,495.0 2,555.0
Selling Space '000 sq m 807.4 856.5 916.4 985.2 1,061.0 1,145.9
Source: Euromonitor International from official statistics, trade associations, trade press, company research, trade

interviews, trade sources

Table 2 Electronics and Appliance Specialist Retailers: Value Sales, Outlets and Selling Space:
% Growth 2005-2010

% growth

2009/10 2005-10 CAGR 2005/10 TOTAL
Value sales VND billion 30.0 13.9 92.0
Outlets 24 2.1 11.1
Selling Space '000 sq m 8.0 7.3 41.9
Source: Euromonitor International from official statistics, trade associations, trade press, company research, trade

interviews, trade sources

Table 3 Electronics and Appliance Specialist Retailers Company Shares by Value 2006-2010

% retail value rsp excl sales tax

Company 2006 2007 2008 2009 2010
Mobile World Co Ltd 1.7 4.9 13.4 15.6 30.3
Nguyen Kim Trading JSC 155 18.7 20.4 23.0 27.3
Ben Thanh Marketing Co 5.2 5.0 5.1 6.2 5.2
FPT Corp - 0.4 2.6 2.5 2.0

© Euromonitor International Page 4



Electronics and Appliance Specialist Retailers Vietnam

G T Co Ltd 0.6 0.7 0.8 0.8 15

Others 77.0 70.2 57.7 51.9 33.7

Total 100.0 100.0 100.0 100.0 100.0

Source: Euromonitor International from official statistics, trade associations, trade press, company research, trade
interviews, trade sources

Table 4 Electronics and Appliance Specialist Retailers Brand Shares by Value 2007-2010

% retail value rsp excl sales tax

Brand Company 2007 2008 2009 2010

Mobile world Mobile World Co Ltd 4.9 13.4 15.6 30.3

Nguyenkim - Saigon Nguyen Kim Trading JSC 18.7 20.4 23.0 27.3

Shopping Center

Best Carings Ben Thanh Marketing Co 5.0 51 6.2 5.2

FPT Shop FPT Corp - - 25 2.0

Gia Thanh Trading G T Co Ltd 0.7 0.8 0.8 15

FPTIIN] FPT Corp 0.4 2.6 - -

Carings Ben Thanh Marketing Co - - - -

Others 70.2 57.7 51.9 33.7

Total 100.0 100.0 100.0 100.0

Source: Euromonitor International from official statistics, trade associations, trade press, company research, trade
interviews, trade sources

Table 5 Electronics and Appliance Specialist Retailers Brand Shares by Outlets 2007-2010

sites/outlets

Company 2007 2008 2009 2010
Mobile world Mobile World Co Ltd 19.0 28.0 23.0 56.0
FPT Shop FPT Corp - - 8.0 8.0
Nguyenkim - Saigon Nguyen Kim Trading JSC 2.0 3.0 4.0 6.0

Shopping Center
Best Carings Ben Thanh Marketing Co 2.0 3.0 4.0 4.0
Gia Thanh Trading G TCo Ltd 1.0 1.0 1.0 2.0
FPTIIN] FPT Corp 9.0 8.0 - -
Carings Ben Thanh Marketing Co - - - -
Others Others 2,367.0 2,407.0 2,455.0 2,479.0
Total Total 2,400.0 2,450.0 2,495.0 2,555.0
Source: Euromonitor International from official statistics, trade associations, trade press, company research, trade
interviews, trade sources

Table 6 Electronics and Appliance Specialist Retailers Brand Shares by Selling Space 2007-2010

surface area '000 sq m

Company 2007 2008 2009 2010

Nguyenkim - Saigon Nguyen Kim Trading JSC 8.0 104 15.0 24.4
Shopping Center

Mobile world Mobile World Co Ltd 4.8 6.6 5.2 12.5
Best Carings Ben Thanh Marketing Co 45 7.0 9.6 9.6
FPT Shop FPT Corp - - 25 25
Gia Thanh Trading G T Co Ltd 0.8 0.8 0.8 1.6
FPT[IN] FPT Corp 2.7 25 - -
Carings Ben Thanh Marketing Co - - - -
Others Others 895.6 957.9 1,027.9 1,095.3
Total Total 916.4 985.2 1,061.0 1,145.9
Source: Euromonitor International from official statistics, trade associations, trade press, company research, trade

interviews, trade sources
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Table 7 Electronics and Appliance Specialist Retailers Forecasts: Value Sales, Outlets and
Selling Space 2010-2015

2010 2011 2012 2013 2014 2015
Value sales VND billion 22,934.1 25,227.5 27,497.9 29,560.3 31,481.7 33,370.6
Outlets 2,555.0 2,635.0 2,725.0 2,835.0 2,955.0 3,085.0
Selling Space '000 sq m 1,145.9 1,231.9 1,320.5 1,413.0 1,509.1 1,607.2
Source: Euromonitor International from trade associations, trade press, company research, trade interviews, trade
sources
Table 8 Electronics and Appliance Specialist Retailers Forecasts: Value Sales, Outlets and

Selling Space: % Growth 2010-2015

% growth

2014/15 2010-15 CAGR 2010/15 TOTAL
Value sales VND billion 6.0 7.8 455
Outlets 4.4 3.8 20.7
Selling Space '000 sq m 6.5 7.0 40.3
Source: Euromonitor International from trade associations, trade press, company research, trade interviews, trade

sources
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