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TOUCH POINT

This whitepaper is based on the findings conducted from

OVietnam Touch Pointdé 2020 by Gr
and oUnderstanding The Usage and
Video Watching in Vietnamoé by Kal

OVietnam Touch Pointdé is a Groupl
syndicated research survey which explores how consumers

interact with media, enabling marketers to recognize differences

In media consumption among current consumers and potential
consumers to figure out better approaching solutions for their

own brands. The study covers urban and rural areas of 30

secondary provinces and cities representing Vietnam

nationwide, with more than 60% national population.

oOUnderstanding The Usage and At t
Wat chi ng i n b¥spokd resaancid studysconducted by

Kantar exclusively for Facebook, which delves into the

behaviors of online video heavy users across the country.
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The study traverses across 30 provinces,

in which we learn how 13 major media touch points
play their role I n a consume
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THE AUTHORS

Findings in this whitepaper were conducted by the researchers at GroupM and Kantar, who have 25 years of
collective experience in media and consumer research. This report is in partnership with Facebook.
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GETTING STARTED

Decoding the old myths to uncover hidden 900/ S pin
potential for business 0 E: X

of the rural population has access to the internet.

Fueled by a young population and a rising middle-class Most of the internet users are between 15 to 34

demographic, Vietnam has seen tremendous growth and . )
development within recent years. Internet penetration is years old. Consumers .are equipped with more
spreading beyond urban hubs and smartphone usage is devices to access the internet than ever. Rural
becoming a default. As almost two third of the population Vietnamese access the internet daily and most of
lives in secondary provinces, the rural is the next source of them spend an average to two to three hours.
growth.

Indeed, as Vietnam Touch Point demonstrates, digital media
consumption has already surpassed that of traditional !
channels. Hence, it is more crucial than ever for brands to 9 2 % 6
grasp the big picture and recognize the most up-to-date

trends in rural Vietham to gain deeper insights of the target

mar ket and win consumersdé min of rural household owns at least a smartphone,
opening an incredible potential to reach

This report taps into the rapidly emerging market with huge consumers via this channel. Internet usage in

potential for grOWth with the guide of our media deep-dive on Vietnam is predominanﬂy mobile based as a |arge

every media touch point by cracking the biggest myths in share of the population lives in rural areas where

Rural Vietnam. mobile internet is more accessible.

Source: Vietham Touch Point 2020, GroupM Knowledge Vietnam.
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Rural as The Next

Source of Growth
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RURAL CONSUMERS
ACCOUNT FOR 63% OF
POPULATION & 60% GDP

The first important reason why Rural Vietnam
represents such a big opportunity is the sheer
number of people that currently reside in rural
areas.

Today, there are 63 million people living in rural
areas, representing two thirds of the population.

Those account for 60% of GDP with plenty of
agriculture, forestry and fishing taking place.

Source: GSO Vietnam and Kantar Worldpanel - Mini census 2020




