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B&Company is aJapan origin, full-service market research, business management
consultancy agency.

Modern Consulting Performance
Venture Investment
International Information Platform

We also offer China-based enterprise information service, research and marketing
promotion service.

Our clients can benefit from our region-wide network and business partners in
China, Japan, Thailand, and Vietnam.

B&Company Vietnam was established in 2007, aiming to offer consultancy service
on investment in Vietnam, business management, and to provide clients with
insights into business environment through market research and consultancy
service with effective and feasible solutions for clients’ better portfolio and
success. For the sake of our clients, we also offer a free online information portal
— Vietnam Database — for a thorough overview of Vietnam.
(http://b-company.jp/database/)

B&Company Vietnam Portfolio of Service

General consultancy service on investment and doing business in Vietnam
Research Service: investment research, market research, desk research
service, etc.

Marketing consultancy service
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Consumption trends and survey
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lifestyle focused survey
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Survey on specific topic or
products
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SurveyDesign
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Operation
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Data Input
& Analysis
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e Sample frame design &
analysis

e Interview type

e Interview length

¢ Questionnaire composing
-> logic checking

® Random sampling with
strict rules

e Interviewers training

e Fieldwork check

» Separate reporting lines
for different teams

* Double input

¢ Basic analysis

¢ Advanced & cross
analysis

® Result presentation &
discussion
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Contact Information * JHLFSC

Add: No. 9, Alley 27, Huynh Thuc Khang St., Dong Da Dist., Hanoi
Tel: (84)-4-3776-4177 - Fax: (84)-4-3776-4174
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Portfolio of Service * f&fiid 5 —L X
e Support service to establish company, representative office in Vietham
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e Legal consulting service for Vietnam business
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* QOutsourcing service (book keeping, Personal Income Tax, payroll, SI/HI)
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e Human Resource service (executive search, staff agency, consulting)
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e |T service (developing and selling payroll software)
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e Survey service (consumer survey service, market research)
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Website: http://www.tokyolink.com.vn
Email: ni@tokyolink.com.vn

<Hanoi Office>

Add: R618B, Viglacera Bld., No.2 Hoang Quoc Viet, Hanoi
Tel: (84)-4-3791-4810 - Fax: (84)-4-3791-4811
FIASGEZS[]: (84)-91-2018-298, (84)-98-9674-600 (PHAT)
<Ho Chi Minh City Office>

Add: 6F, Packsimex Building, 52 Dong Du St., Dist.1, HCMC
Tel: (84)-8-3824-4931
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The survey was a bilateral research project carried out by B&Company and
Tokyo Link. The main purpose of this project is to provide insight into Vietnam
market - its consumers’ behaviors, attitudinal trends, lifestyle, and the current
situation of the living standard in Vietnam.

e Survey area: Hanoi & Ho Chi Minh City

e Survey time: May-June 2009

e Survey method: Face-to-face interview

e Respondents: from 20-59 years old, randomly chosen based on analyzed
frame with strict rules (N=200 for each city)
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Sample

Q5: Rate according to what is

Grocery Purchasing Habits - Brand Awareness

Brand awareness varies on different good
categories and regions.

the most important to you when

purchasing stuff like food and
drink (1 is the most important)

Ho Chi Minh City
(N=200 - Unit: %)

Hanoi
(N=200 - Unit: %)
Cover/Package design
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Deliverables

e More than 200 graphs with details and analysis - better evaluation

e Statistic figures are analyzed by gender, age group and location - better
market segmentation

e Original input materials - free and easy for further custom analysis

e Bilingual report - flexible approach

e Cross analysis - better insights
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Report Contents * 1753 £ HH

e Demographic profile * KEAS ¥
- Population structure - Type of accommodation
- Family size - Family members

e Household finances *5¢5i|

- Changes in household income - Monthly water bill
- Changes in personal income - Monthly electricity bill
- Household monthly expenditure - Grocery/Toiletries needs

» Media access * X747

- Media and communication - Monthly mobile phone
awareness communication cost

- Internet usage - Most visited website

- Mobile phone ownership - Most remembered TVCs

- TVCs awareness - Most viewed TV channel

- Printing media usage - Most read contents

Personal consumption trends and lifestyle * {2t
- Traditional trade vs. Modern trade

- Key trigger to purchase (priority ranking)

- Dinner-out trend (frequency/money spent on each person)
- Brand awareness (groceries/toiletries/clothes/accessories...)
- Category shopping behavior (frequency/money spent/...)

- Place of consumption (most often/second most often place)
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¢ Household durable ownership * &
- Durable ownership situation
- Most wanted durable

- Planned-to-buy durable

e Attitudinal trends * PRl REL
- Attitudinal trends towards future economy

- This year vs. Last year/This year vs. 5 years ago
- Saving/Investment trends
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Some key findings * HIZIETAGFE R IEE L

Emerging middle class will drive consumerism
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Wealth polarization and increasing needs for luxury goods
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Increase in mobile phone and internet usage
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Despite the impact of worldwide economic crisis, Vietnamese people are still
optimistic about their future economy
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