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Alcoholic Drinks () Growth (") Historic (o) Sise o Dﬁ?ﬂﬁgﬁg?g
Beer () Growth () Historic
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Premixes
L= s
spirits Tl XEER—ERETHA Select... v
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RATTLAWine 404 5 538 % /)
){_:-':T__E‘ “Wine »

Alcoholic Drinks — June 2013 Overview of New Product
Launches
Opinion | 05 Jul 2013

Irish Whiskey the most dynamic spirits
category in 2012

_ A This monthly summary highlights the most interestin
' | .:::i':rs:j:::;d-rakls oroduct |au.:chv.?s - .J:'rne,gwilfi . fu:.u:us. on the directiui China to account for over half of global
Alcohalic Drinks !‘.he E|CE!|"|D|IC drinks industry is taking in terms of volume growth
innovative developments,
French revolution: Cola flavoured wine Champagne is reﬂecting the peaks and
One of the most infamous oxymorons plaguing the trﬂthS of Western economies

wine industry is the apparent gap between perceptions, research and actual purchasing patterns,

) ; Load More ¥
especially when it comes down to the dry to sweet flavour spectrum.

The anomaly, still surprisingly overlooked by the majority of wine producers, is that while consumers
participating in surveys overwhelmingly suggest that they prefer drier styles, they tend to opt for
sweeter variants when actually visiting the wine aisle. Even more troublingly, consumer perceptions of
what constitutes *dry’ vary from country to country and in most cases directly oppose industry Caspian Beverage Holding AQ in Alcohelic Drinks
definitions or sterectypes. (Kazalkhstan)

Local Company Profile | 14 June 2013

LATEST RESEARCH | Mare =

Continue reading :
Beer in Kazakhstan
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White Spirits (8)
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World (12)

Asia Pacific (44)
Australasia (8)

Eastern Europe (14)

Latin America ()

Middle East and Africa (7)
Morth America (25)
Western Europe (23]
Australia (5)

Belgium (1) W
Brazil (5)

by Statistics

Market Sizes
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Distribution

Pricing

Exports by Country - Value
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El wine in China category Briefing | Jul 2013 | Show details...

El wine in India category Briefing | Mar 2012 | Show details...

El yantai Changyu Pioneer Wine Co Ltd in Alcoholic Drinks (China) Local Company Profile | Jul 2013 | Show details...

El Zhejiang Guyue Longshan Shaoxing Wine Co Ltd in Alcoholic Drinks (China) Local Company Profile | Jul 2013 |
Show details...

[E Pernod Ricard India Pvt Ltd in Alcoholic Drinks (India) Local Company Profile | Mar 2012 | Show details...
B samant Soma Wines Ltd in Alcoholic Drinks (India) Local Company Profile | Mar 2012 | Show details...
Bl uUnited Spirits Ltd in Alcoholic Drinks (India) Local Company Profile | Mar 2012 | Show details...

[El EV versus China: Wine, Solar Panels and a Game of Chicken opinion | Jun 2013 | Show details...

B The Discovery of India(n female drinkers) Opinion | May 2013 | Show details...
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SEARCH TREE RANK COUNT
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(@) Forecast

(1 Historic DASHBOARDS
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Confidence

' Exchange Rates
Exports
External debt Select... -
External debt as % of GDP
Finance

Foreign Direct Investment
(FDI)
Foreign Trade

M cDP Review of Commodity Markets:
A Gross Mational Income te
(GNI)

gl Imports wg 2013

Inflation Countries & Consumers brings you the latest update on the global
MNet Capital Stock commodity markets. In July 2013, global commodity prices of

Powverty energy and metals rose over June 2013, while food and

Trade Balance beverages prices recorded a slight monthly decline. The volatile
. environment for global commeodity prices is expected to continue

in the short term due to the effect of monetary policy from

advanced economies, uncertain global economic growth prospects
and geopolitical tensions in the Middle East impacting energy
prices.

Read more >

Risks and Vulnerabilities: Indonesia
Country Briehing | 27 Aug 2013

Indonesia’s economy is expected to continue to grow strongly despite fears about higher interest rates
and a slowdown in China. The government is raising spending to ease any weakness in the economy
but public debt is low. Banks are healthy and the real estate market is also booming. Indonesia does
not depend on exports but its trade balance is deteriorating amid a surge in imports. Other issues

" ' .- e o ' . ' . o o

WEBINAR

AFRICA RISING:

A NEW ERA OF CONSUMER
MARKET OPPORTUNITY

REGISTER NOW

DID YOU KNOW?

In Q3 2013, Gree is expected to see
the biggest g-o-¢ increase in Western
Europe in consgumer confidence

Luxembourg had the highest FDI
Intensity lgvel in the world in 2012

By 2020, the BRICS will account for
24.2 of total global GDP in real terms

ﬂATEST RESEARCH | More = \

Risks and Yulnerabilities: United Arab Emirates
Country Briefing | 22 August 2013

Risks and Vulnerabilities: China
Country Briefing | 15 August 2013
African Economic Growth Lays Foundations for Potential

Consumer Market Boon
Datagraphic | 05 August 2013

Curge in Asia Pacific Free Trade Agreements is Crucial to J
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n ares i ) ) o
T 1. Soft Drinks: Euromonitor from trade sources/national statistics
Distribution
Pricing

Flavours Category Definitions

Off-trade vs On-trade
Products by Ingredient

Soft Drinks
This is the aggregation of the following categories; Carbonates, Fruit/vegetable juice, Bottled water,
Functional drinks, Concentrates, RTD tea, RTD coffee and Asian speciality drinks.
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Asian Speciality Drinks in China

Cateqory Briefing | 10 Apr 2013

HEADLINES

Asian speciality drinks qains 8% in total volume terms to reach 15 billion [itres in 2012
Boaming growth is driven by new launches in 2012

Other Asian speciality drinks witnesses the strongest off-trade volume growth

The average unit price of Asian speaiality drinks increases by 4% in 2012

Ting Hain International Group leads the category in 2012 with a 21% off-trade value share, but
Jiaduobao leads off-trade value share at 17%

Asian speciality drinks 1s projected to see a 10% CAGR. in volume terms over the forecast period

TRENDS

Over the review period, Asian speciality drinks were recognised for their health benefits and
experienced strong arowth in both volume and valug terms, The rise of the health and wellness trend ir
China was one key driver of growth in Asian speciality drinks throughout the review period as these
beverages are considered to be a healthier alternative to ather types of soft drinks, Besides, the fierce
competition within Chinese herbal tea was another drver of growth in this category,

Asian Juice drinks has expenienced booming arowth, boosted by follow-up [aunches of a variety of new
products from leading market players such as Ting Hsin International Group and President Enterprises
(China) Investment Co Ltd, Other Asian speciality drink categones, such as Asian still RTD tea and
cereal/pulse-based drinks, witnessed slower growth rate duning 2012, Qut-of-fashion brand image as
well as few new product developments resulted in lower growth performance,

(ther Asian speciality drinks, mainly dus to its comparatively small consumer base, registered the
highest total volume growth in 2012 at 15%, Other Asian speciality drinks are becoming a preferred
choice of drinks by consumers as many overweight consumers have switched from dairy products to

Y I L ' S Ny [ SO S | R R S . A—— A S LT '
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Beijing Huiyuan Beverage &
Food Group Corp in Soft
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Coca-Cola China Ltd in Soft
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Guangdong Jiaduobao
Beverage & Food Co Ltd in
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Hangzhou Wahaha Group in
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President Enterprises
(China) Investment Co Ltd
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Ting Hsin International
Group in Soft Drinks
(China)
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Chart 1 Ease of Doing Business Ranking 2012-2013

TRANSLATION }" ﬂ @ M? a Ranking out of 183 countries for 2012 and 185 countries for 2013
Resolving INSOvency I —————
Ch La v H . . e Enforcing Contracts
wose a Language Business Environment: China Traing Acroes Borders S
() Espafio Country Brigfing | 27 Aug 2013 Prutec::;qrngv::ﬁ: ——
X Getting Cred e —
() Portugues Despite a moderation in the pace of economic growth, Ching's economy remains highly competitive, e
Pycckui backed by its large consumer market with rising incames, fast-growing infrastructure and increasing Dealing with ConStCtion P ermits
0 T o , , Starting a Business e ——
_— focus on innovation, The business environment, however, continues to be hampered by corruption, red Ease of Doing Business
Of tape, ambiguous regulations and high taxes. As China's labour costs are rising and productivity growth 01020 S0 s s k7|rn|g B 1o OSSO R 1S
0 ht slows, the country faces growing competition from regional countries in attracting investments, " Doing Business2012 @ Doing Business 2013
0% EXECUTIVE SUMMARY
Ly
0 v Ching's business environment continues to be affected by a lack of reforms, high levels of bureaucracy
Apply and prevalent corruption. The country ranked 915t out of 185 countries in the World Bank's Ease of E::;‘d:y:mdmg Aicross Borders Time and Cost to Import/ Export: 2012
Translation appears on the Doing Business 2013 report, ahead of India (132nd) but behind South Africa (35th); 245 1,200
far right side of the page. S S ) 260
Machine translation powered by n Although certain restrictions still exist in China's trade and foreign direct investment (FDI) regulations, s . 1,000 R
WorldLinga. the country was the world's second largest FDI recipient in 2012 with a total inflow of RMB764 billion § o ]
(58121 billion). Foreign investars continue to be attracted by China's fast-growing, huge domestic | 2
) market and rapid infrastructure development, FOI intensity levels, however, are declining and stood at % :Z s 0 %
E E E
1.5% of total GDP in 2012, compared to 2.4% in 2007; E . w2
= s ~
Related Articles Y n Ching's tax system remains complex, while the high tax level has been a burden for businesses, 00 =
According to Doing Business 2013, China's total tax rate as & percentage of tatal profits for businesses 195 - p—— 0
Mare Related Items 2 operating in China was 63.7%, much higher than the East Asia & Paciic average of 34.5%;
mTime to export (days) uTime to import (days)

#Cost to export (USS per container) #Cost to import (USS per container)

China's innovation capacity has improved significantly, as reflected by a nsing number of patent grants.
Total spending on research and development (R&D) activities peaked at RMB1.0 trillion (US$162 billion)
in 2012, equivalent to 2.0% of total GOP in the year. China is alsa the world's [argest
telecammunications market in terms of subscription numbers;
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China in 2030: The Future Demographic

Future Demographics | 22 May 2012

View full screen as PDF
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CHINA N 2030

Summary

Papulation; 1,39 bilion
Median age: 47.5 years
Life expectancy: 77.1 years

Population Age Shift: 2010-2030
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20,000

H
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Population by Ethnicity. 2030

[ &% %

Analysis
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LbBE ) ? @ Population past, present and future

Age Structure of the Population at a Glance: 1980-2030

(Each dot represents a single-year age proup)

* In 2030, the population of China will reach 1.39
billion, an increase of 4.5% from 2010, Growth

‘0o will be mainly driven by huge increases in the
533 number of those aged 60 and over. The
455 population of this age group will rise by nearly
450 255 million in 2010-2030 — an increase of
15358 128%. This group will account for 32.5% of total
1418 population by 2030
fi vt s }iﬂ * Those aged 57-G7 years of age, as dencted by
1333 the large area of red on the heat chart, will be
LAY the most populous age group in 2030, This
?;gﬂ group will number more than 274 million in
238 2030 and represent 10.7% of total population
LI . The number of people aged 0-49 years will fall
by over 212 million or 22.2% in 2010-2030.
Meanwhile, the population aged 52-55 years
Fastest-growing Major Year will drop by 8.3 million or 10.2%
Cities: 2010-2030 : e Frmmratana * Papulation trends in China will be driven by
1. Dengguan snge  18ling birth rates and an increasing numbsr of
2. Shenzhen r elderly population in 2010-2030. The number of
3 cmngm e deaths will overtake live births in 2028 causing

" population to decline for the first time.
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Brand Company name (GBO) 2008 ¥ 2009 ¥ 2010 ¥ 2011 ¥

Walmart

Wal-Mart Stores Inc

o™ Carrefour  Carrefour SA

Om Tesco ' Tesco Plc

O Auchan Auchan Group SA ‘ g% ,/fi'- j—k_m m‘% §[J ,/fi'- j—kﬁmu ,f‘%-" ‘E‘
o™ E Leclerc | E Leclerc

™ Asda Wal-Mart Stores Inc

o™ Kaufland Schwarz Beteiligungs

GmbH

EFBNBIA R

o Best Buy Best Buy Co Inc
R Media Markt/Saturn Metro AG
O ih Apple Apple Inc = > = YE. 3
o Yamada Denki Yamada Denki Co Ltd £ HB‘Z_\‘ H Fﬁl%*ﬁ Hj jﬁé Bﬁg%%lﬁ
o Suning Suning Appliance Co Ltd
o™ Gome GOME Electrical Appliances
. Holding Ltd
R FEAR BB A7) R
o Home Depot Home Depot Inc, The
R IKEA Inter Tkea Systems BV
o Lowe's Lowes-Manhattan Pty Ltd
o™ Leroy Merlin Adeo Groupe
O 1h Bed Bath & Beyond Bed Bath & Beyond Inc j:jz é”ﬁég%;ﬁiﬁ ’ %—?ﬁ’%’ﬂz*ﬁﬁ
o Obi Tengelmann Group, The
o Castorama Kingfisher Plc
o Menards Menards Inc
o Bauhaus Bauhaus GmbH & Co KG

o B T ERRBUCEMT A IRIE A, I B RIUOR SRS IRE R

il
op
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Chinese Soft Drinks Retailing Turns To E-Commerce

Internet retailing showed a strong growth trend in the Chinese soft drinks market between 2005 and
2010. On-line sales rose by 72% between 2009 and 2010 alone, although internet retailing still
accounted for less than 1% of total soft drinks sales in volume terms in 2010.

Because of the increasingly hectic lifestyles in cities, Chinese people are looking for more convenient
purchasing methods, spurring a boom in business-to-consumer (B2C) websites. Websites like
www.yihaodian.com and www.womai.com specialise in food and beverage sales. Some other B2C
websites which previously focused on selling electronics products, such as www.360buy.com, have now
started to sell soft drinks, In zddition to convenience, the lower prices of the soft drinks sold on-line in
comparison to store-based outlets has helped make this purchasing option attractive.

Imported drinks on the rise

The growth of internet retailing has contributed to sales of premium and imported soft drinks, Because
of the narrow distribution networks across China, premium products and imported products are often
difficult to find in store-based channels. However, these kinds of products are readily available on B2C
websites, because there is not the problem of niche products occupying valuable shelf space on B2C
websites, and such products provide high profit margins for the website owners. For example, the
premium fruit juice Lohas is widely distributed on COFCO's B2C website Womai. Similarly, imported
bottled water brands, such as Evian and Perrier, are listed on the website of Yihaodian. Internet
retailing thus provides consumers with a convenient way to purchase premium and imported soft
drinks.

B2C websites are not just a sales channel for soft drinks but also provide an exhibition platform for new
launches. More manufacturers are choosing to launch their new products simultaneously in store-based
outlets and on B2C websites, because many young people are less likely to go to supermarkets and
hypermarkets than they are to visit B2C websites. Hence, new launches have a greater possibility of
being noticed through B2C websites.

Proliferation of web-based retailing ahead

Internet retailing of soft drinks is expected to continue to see strong growth through 2015, Through
their growing experience of B2C websites, consumers have become more convinced of the security and
product quality of goods purchased through internet retailing.

In December 2010, one of the leading Chinese B2C websites, www.dangdang.com, was listed on the

New York Stock Exchange, which is likely to lead to even fiercer competition among existing B2C
websites, and more B2C websites are expected to appear. Although soft drinks are unlikely to become

CHANNEL FORMATS
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WAL-MART STORES INC IN RETAILING (WORLD)

STRATEGIC EVALUATION

Key company facts

= \Wal-Mart managed to increase its share of global  Wal-Mart Stores Inc INTE R I KEA SYST E MS BV IN RETAI LI N G (WORL D)

retail in 2012 thanks to a decent performance in Headquarters: Us|nternationalism key to |kea success
the US and sustained growth in emerging Regional Gle

markets. lts largest competitor Carrefour is in the involvement:

middle of a recovery plan which caused sales Hyl= Sweden, nominally the company's domestic market, fell in importance for Ikea over the review period, with

growth to falter, propelling Seven & | to the Category clul sales from the market generating 6% of global values in 2012 compared to 7% in 2007. lkea's domestic
world's second largest retailer’s spot. involvement: dis' sales have been in decline since 2009, as its limited number of stores (17 in 2012, compared to 122 outlets

= In the US, Wal-Mart managed to re-establish int€ for its rival Jysk) meant reduced consumer footfall during a period when petrol prices rose and consumer
itself as a value retailer and go back to what it World retailing value , , reluctance to spend grew.

gg:iscze“i provide low prices for the larg CARRE FO U R SA I N RETAI Ll N G (WORL D) npany's strategy, although this is hardly a

1avia in 1973, and Germany has been its
= Revenue rose by 5% in financial year 2 compETITIVE POSITIONING easingly helped by lkea's franchising

;Imost QS$470 biIIion.and was again dr Carrefour's sales growth hit by domestic woes and divestments vith franchises in Africa and the Middle
international sales which accounted for ar, Egypt and Oman over the forecast
sales versus 28% in 2011. Countries su

Brazil and China have offset the slump | « Carrefour's sales growth globally over the 2007-2012 period was largely driven by expansion in major
developed markets such as the UK. emerging markets, most notably in Argentina, Brazil and China, which partly offset stagnation in France and
= Operating income increased by 4.7% in Italy. However, the divestments of activities in some key emerging markets, including Thailand, undermined 20%
versus 4% only the year before. Profit Carrefour's performance, alongside the disposal of Dia, which reduced its global reach, particularly in
stable at 6%, thus reflecting the relative Spain. This resulted in Carrefour being outperformed by both Tesco and Wal-Mart throughout the whole

ture and Homewares Stores

15%

0% €
B =
’ o
of the group’s Everyday Low Cost strate ~ Period. Retailing: Leading Companies vs Global Market % Y-o-Y Growth 2007-2012 % 5
(EDLC) and better capital allocation. 5 0% 3
w0 5%
§ o ; -10%
& 40 c 2011 2012
g o ) . — ' ' e . ‘eden sales - USS million rsp
® A \/ S T
-4.0
8.0 B
2007 2008 2009 2010 2011 2012
= Retailing e Carrefour SA e TeSCO PlC = \\al-Mart Stores Inc
A: In 2009, Carrefour’s sales B: In 2011, Carrefour’s sales C: In 2012, slowdown in its
expressed in US$ terms are hit by  decline strongly due to the sale of  domestic market and Southern
the recession impacting global its Dia discounter division, and are  Europe undermine Carrefour’s
retailing. This also affects Tesco, hit by a weak performance in large performance. More divestments
while Wal-Mart's sales remain Western European markets. Tesco in emerging markets completed in
robust, its low-price positioning and Wal-Mart see more resilient 2013, notably in Colombia, will

making it more recession-proof. domestic sales. further reduce its global sales.
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4. Industry, Infrastructure and Environment
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_ Households with an Annual Disposable Income Over US$1,000 (Current)
. Population and Homes

[] th Hanoi (Vietnam)
. Consumer Trends and Lifestyles r o
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7.Technology, Communications and Media (Vietnam)
[] th Nam Dinh (Vietnam)
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Vietnam: Country Profile
Country Profile | 07 Jun 2013

The pace of economic growth will accelerate modestly in 2013 but remain below historical trends. The Ease of Doing Business ranking in F7 economies: 2011 — 2012

mediocre performance reflects falling productivity and the slow pace of reforms in state-owned
companies and banks. Vietnam's debt level is regarded as moderate but the risks would be much
greater if the bad debts of state-owned enterprises were taken into account. & master plan to create a
bad-debt management company and resclve banks” bad debt has been approved.

KEY POINTS

= Real GDP should grow by 5.4% in 2013, up from 5.0% in 2012. This is still below historical trends. The
mediocre performance reflects falling productivity and the slow pace of reforms in state-owned
companies and banks. Domestic demand is also constrained by a slump in bank lending.

= In 2013, the government approved a master plan to create a bad-debt management company and
resolve banks’ bad debt. The situation improved after the central bank injected a substantial sum into
several of the smaller banks but recapitalisation could eventually total billions of dollars. Policy makers
are slow to address the problem.

» Inflation was 9.3% in 2012, As a result, the government was forced to scale down spending rapidly.
Credit, has been severely curbed and subsidies reduced. Inflation should fall to 8.0% in 2013.

= Total public debt amounted to 52.3% of GDP in 2012. Generally, Vietnam's debt level is regarded as
moderate but the risks would be much greater if the bad debts of state-owned enterprises were taken
into account.

Argentina
Egypt
Indonesia
Mexico
South Africa
Turkey
Wietnam

Imports and Exports
20

Major export destinations

Doing Business 2012 Doing Business 2011 Change in Rank

M EXEESMER

12 Share (%) Major import sources 2012 Share (%)

Asia-Pacific
Europe

Morth America

© Euromonitor International Africa and the Middle East '|:|:'| = MNorth America

Australasia

Other countries

Asia Pacific
Europe

Other countries

Africa and the Middle East %

Latin America
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Vietnam's economy grew at an average of about 7% per year duning the 1990s but slowed slghtly in
N the 2000s. Growth was mainly driven by inefficient state-owned enterprises - a powerful force which,
>$ﬁﬁﬂ§ﬂ&$ until recently, accounted for around 40% of GDP.

Banking turmoil and the failure of several large businesses led to even slower rates of growth in recent
> q&}\ ( ﬂsm‘imq&)\ﬁﬂEZ'( I ~ fﬁﬁ@& ~ ﬁ%u%ﬁ% ) years. To reignite the economy, the government boosted public spending significantly. The support
went mainly to exporters and small and medium-sized enterpnses. However, one conseguence of all

> _{ﬁ ﬁm%*ﬂﬁ&;j: this spending was a rapid rise in inflation. Policy makers were ultimately forced to adopt a package of

monetary and fiscal tightening measures. These policies - along with weaknesses in domestic demand -
slowed the pace of growth.

Economic progress is uneven. Ho Chi Minh City alone accounts for 179 of national output, 30% of

- =00 =008 “00s =00 01t el foreign investment and 40% of exports - far in excess of its 9% share of population. Poverty has
I{::Ia":'" 8.8 224 70 92 188 93 nonetheless fallen dramatically.
change)
Exchange 16,105.13 16,302.02 17,063.30 18,608.07 20,498.95 20,628.00 Foreign Trade
LE;Z,:‘FEF Foreign trade has been the main driver of economic growth for at least a decade. In 2012, exports
Lending 112 158 101 131 170 127  accounted for 81.6% of GDP, up from 68.8% in 2008. Exports (in dollars) grew by 20.2% in 2012.
:;Z - o o s oo o - Exports of miscellaneous manufactures made up 34.8% of the total in 2012, Exports of food and live
o ’ ’ ’ ’ ’ " animals accounted for another 18.5%. Vietnam's export markets are rather diverse with the USA taking
growth) 17.0% while the EU and Japan accounted for 18.9% and 12.0% respectively in 2012,
GDP 1,143,720,000.0 | 1,485,040,000.0 1,658,330,000.0 1,980,910,000.0 2,535,000,000.0  2,920,438,202.0 . ) ) o
(nationa Trade with mainland China was boosted by a free-trade agreement between the Association of
CL'_IFIT_EHC? Southeast Asian Nations and Beijing which took effect in January 2010. In 2012, Vietnam should
—— complete negotiations for the Trans-Pacific Partnership (TPP) and free trade agreements (FTA) with
GDP (US$ 71,015.9 91,095.5 97,190.5 106,448.7 123,664.9 140,216.9
millions) South Korea and the EU.
PDZJ ation, 85,4797 86,426.5 87,374.8 86,320.2 83,2611 90.153-4  The current account surplus was 7.3% of GDP in 2012, The surplus should widen to 7.7% in 2013.
mid-year
Birth rate 17.1 17.0 16.9 16.7 16.4 16.1 Economic Pmsﬂem
(per "000) Real GDP should grow by 5.4% in 2013, up from 5.0% in 2012. This is still below historical trends. The
?;Eartbﬂgau_f =2 2 =2 =2 =2 *2  mediecre performance reflects falling productivity and the slow pace of reforms in state-owned
Mo of : 19,150.7 15,4792 19,8115 20,145.0 20,486.5 20,8329 companies and banks. Domestic demand is also constrained by a slump in bank lending.
r.z;'?)holcs Inflation was 9.3% in 2012, As a result, the government was forced to scale down spending rapidly.
— 48,561.4 62,685.1 56,543.0 71,970.0 95,222.0 11a,426.0  Credit, has been severely curbed and subsidies reduced. Inflation should fall to 8.0% in 2013. However,
exports the central bank has cut interest rates eight times since 2012 to help the feeble econhomy. The moves
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Growth of Wage per Hour in Manufacturing and Productivity in Selected Asian Pacific
Countries: 2006-2011

Real Average Annual Change %

mProductivity  m=Wage per Hour in Manufacturing

Thailand
South Korea
Fhilippines
Malaysia
Japan
Indonesia
India

China

-5.0 0.0 5.0 10.0 15.0 20.0 25.0
Average annualchange 2006-2011, %

Ease of doing business rank (out of 185)

Starting a Business
Cost (% of GNI per capita)

Time (days)

Dealing with construction permits
Time (days)
Cost (% of GNI per capita)

Getting Electricity
Time (days)

Cost (% of income per capita)

Employing workers
Minimum wage for a 19-year old worker or an apprentice (US$/month)
Ratio of minimum wage to average value added per worker

Standard workday in manufactuning (hours)

Tax rate

Total tax rate (% profit)

Labour tax and contributions (% of commercial profits)
Time (hours per year)

VAT (%)

Exporting

95

8.7
34

110
67.3

115
1,588.30

64.5
0.43

34.5
22,6

872
10,0
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Chart 7 Employment by Industry 2011

® Community, Education, Health, Sodial, Personal and
Public Services, Defence

= Construction

® Electricty, Gas and Water Supply

® Finance, Insurance, Real Estate and Business
Services

® Manufacturing

B Wining and Quarrying

= Transport, Storage and Communications

" Trade, MotorVehicles and Personal and Household

‘Goods Repair, Hotels and Restaurants
® lUndeined Secors

% of total

Chart 2 Global Competitiveness Index in Selected Countries 2012-2013

Ranking out 144 countnes
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a0
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Ranking Out of 144 Courtries

Chart 3 FDI Intensity and FDI Flows 2006-2011
Us% billion / % of GOP
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Change View 2007 ¥ 2008 ¥ 2009 ¥ 2010 ¥ 2011 ¥ 2012 ¥
Vietnam
il Airline Freight Traffic - mn 258.% 255.8 311.5 427.2 512.4 555.9
tonne-kilometres
th Container Ships - '000 82.0 59.0 109.5 124.7 124.4 170.6
gross tons
Bl Goods Carried by Rail - 9.1 8.5 8.2 7.9 7.2 6.5
mn tonnes
th Length of Public Railway 3,147.0 3,147.0 2,347.0 2,347.0 2,347.0 2,347.0
Network Operated -
Kilometres
th Goods Carried by Road - 403.4 455.9 513.8 587.0 663.9 726.4
mn tonnes
th National Highways - 13,554.0  14,611.0 15,065.0 15,370.0 16,043.0 16,880.0
Kilometres

e Secondary Regional Roads | 31,575.0  32,119.0 36,2250  35550.0  37,986.0  40,052.0

- Kilometres
th Km Travelled by Air - 146.7 183.4 18%.6 241.4 267.3 282.1
Kilometres per capita
th Km Travelled by Rail - 54.8 53.1 47.6 45.8 51.5 53.2

Kilometres per capita

Total investment in transport infrastructure projects involving private participation in low

and middle income countries in Asia: 2004-2008

W East Asiad Pacific mSouth Asia

12.0

10.0 98 a7

2.0

USS billion

USg billion 2004 2005 2006 2007 2008

5.5
i 5.8
44
4.0
13 L&
20 .1_2 13
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Regional Focus: Investments in transport infrastructures

expected to grow in Asia Pacific
Article | 06 Jul 2010

Disparities among countries in the Asia Pacific region are highlighted by the availability of transport
infrastructures. The quality and density of transport infrastructures directly impacts trade performance,
and benefits both businesses and consumers. Many countries, particularly China, India and the ASEAN
countries have announced plans to significantly increase transpeort infrastructures over the period 2010-
2020.

Key points

®» The quality and density of transport infrastructures is greatly unequal in the Asia Pacific region. Coastal
China, Japan and South Korea benefit from world-class infrastructures while Central, South and
Southeast Asia, as well as inland China, lack efficient road and railway networks;

»  Successful subregional initiatives, such as the Greater Mekong Subregion, have contributed to
improving transport infrastructures between Asian countries. However, connectivity between the
different subregions is weak, particularly between MNortheast Asia and Southeast Asia;

» Regional connectivity can significantly boost foreign trade and economic growth by reducing trading
costs and shortening journey lengths. Better transport infrastructures directly impact businesses and
consumers as it increases business profits and reduces the price of goods for consumers;

= Transport infrastructures can also impact foreign direct investments. Inefficient infrastructures can

dicrniirana inuectare tn ralnrate nraductinn farcilitiee nutcide nf Fractal areac cinea air and cea
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Shift in household structures towards smaller households hold b]f T in Sel d EMEs: 2011

There is a growing trend towards smaller households away from the traditional extended family

households in EMEs: % of total households
= Between 2001 and 2011, the average number of occupants per household dropped across EMEs from A00%;
4,1 in 2001 to 3.8 in 2011. Better standards of living and rising disposable income are encouraging the 90%
young population in these economies to live on their own, away from the traditional extended families;
: 80%
= Other factors contributing towards the rise in smaller households in EMEs include urbanisation, the %
increase in female employment and delays in marriage and childbirth in order to focus on education and E 0%
careers. For example, the average number of children per household in EMEs dropped from 1.4 in 2001 g 0%
to 1.1 in 2011, The average birth rate per 1,000 inhabitants in EMEs dropped to 16.8 in 2011 from 18.8 g
in 2001; = 50%
. . ™
= The number of one-person and two-person households in EMEs grew by 32.6% and 33.3% respectively = 40%
between 2001 and 2011 to reach 96.6 million households and 182 million households respectively by % 30%
the end of the period. In comparison, three-person and four-person households in EMEs increased by =
20.1% and 14.7% respectively during the period and reached 242 million households and 228 million 20%
households respectively in 2011; 10%
= Couples with children accounted for the largest share of households in EMEs, at 48.2% in 2011. 0%
However, this share has been declining steadily from 49.73: in 2001. On the other hand, the share of Brazil China India IndonesiaF'hiIippines Russia UAE Ukraine
single-person and couples without children households in EMEs has increased from 8.2% and 13.0% of
total households respectively in 2001 to 5.7% and 14.2% of total households respectively in 2011. mOthers L Slngle -Parent Faml'Y L] CUUDIE With Children
B Couple Without Children ®Single Person
Change View o 2007 ¥ 2008 ¥ 2009 ¥ 2010 ¥ 2011 ¥ 2012 ¥
Vietnam
th Households by Number of 8,000.7 8,143.3 8,287.4 §,433.2 8,580.7 8,729.7
Rooms [1] - 000
1h Households by Number of 5,777.4 5,881.5 5,986.6 6,092.9 6,200.5 6,309.1
Rooms [2] - "000
e Households by Number of 2,738.2 2,783.8 2,829.9 2,876.7 2,924.1 2,572.0
Rooms [3] - 000
1h Households by Number of 1,439.4 1,465.1 1,491.0 1,517.2 1,543.8 1,570.6
Rooms [4] - "000
MATASTFTS Possession of Air Conditioner - 3.8 4.4 6.2 8.0 8.9 5.5
% of households
B i¥heTy Possession of Cable TV - % of 4.2 6.8 10.7 12.7 14.5 15.9
households
hATASFTS Possession of Cooker - % of 83.3 84.2 84.9 85.7 86.4 87.0
households
hATASTFTS Possession of Microwave Oven 14.5 16.0 17.1 18.5 13.7 20.9
- % of households
hATALTFTS Possession of Refrigerator - % 27.2 315 36.5 41.5 46.1 50.0
of households
MATASTFTS Possession of Washing 11.2 13.1 16.0 18.8 21.1 22.5

hine - % of household
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Change View v 2007 ¥ 2008 ¥ 2009 ¥ 2010 ¥ 2011 ¥ 2012 ¥
Houzehioidslothy s Ss) DisposabielTpcomeiOvegl sy SUL (Constant) The Share of Discretionary Spending in Asia Pacific and Selected Countries: 2000 and 2010
g™ Vietnam 18,291.5  18,729.5 19,0527  19,430.0  19,723.4  20,036.2
0 Ho Chi Minh City 1,607.8 1,710.1 1,822.2 1,933.2 2,052.6 2,166.9 % of total consumer expenditure
(Vietnam)
0 ™ Nam Dinh (Vietnam) 66.8 70.3 72.4 74.4 75.7 78.3 m2010 w2000
(i L Vung Tau (Vietnam) 67.4 71.6 77.1 82.1 86.2 91.6 )
_ . Vietnam
Households with an Annual Disposable Income Over US$750 (Constant)
il -
O Vietnam 17,486.8  18,033.3  18,350.5  18,779.3  19,051.2  19,352.7 Thailand
o Ho Chi Minh City 1,598.8 1,701.0 1,807.8 1,917.6 2,034.9 2,147.7
Wietnam) South Korea
L Nam Dinh (Vietnam) 62.2 66.3 68.1 70.7 72.1 74.7
g Vung Tau (Vietnam) 64.8 69.2 74.6 79.7 83.8 89.1 Indonesia
Households with an Annual Disposable Income Over US$1,000 (Constant)
o™ Vietnam 16,538.7  17,208.0  17,518.9 18,0117  18,268.0  18,563.2 Indiz
(m B Ho Chi Minh City 1,585.5 1,687.5 1,787.7 1,895.8 2,010.3 2,121.0 .
(Vietnam) China
o™ Nam Dinh (Vietnam) 56.4 61.1 63.1 66.2 67.6 70.3 ) .
- AsiaPacific
g w Vung Tau (Vietnam) 61.6 66.2 71.5 76.8 80.7 85.9
T T T T T
20.0 30.0 40.0 50.0 &0.0 70.0 30.0
Chart 3 Selected Income Bands by Age 2011 % of toral expenditure
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Vietnam
= ; i § Men and women
D ' Population: National Estimates 85,007.4 85,551.9 86,501.2 87,848.4 88,752.0 89,730.3
at January 1st
N Age Pyral Total ion in 2030 i 68 in 2030
o Population Aged 30: 1,377.0 1,394.3 1,438.7 1,499.3 1,555.6 1,612.2 mid in 2012 and 2030 mikons . b ezt
January 1st Age group o e
20
O Population Aged 31: 1,373.1 1,373.7 1,391.8 1,436.2 1,496.2 1,552.7
January 1st Mnmo«?opuwouwmoao 8 | F
| th Population Aged 32: 1,366.5 1,370.0 1,371.2 1,38%.4 1,433.3 1,453.4 2!3 375
January 1st 29.9 394
] Bk Population by Educational 23,468.9 24,3381 25,259.5 26,1187  25,902.1 27,580.8 Share of Population: 2030
Attainment [Secondary] - o7 503
] & Population by Educational 4,186.7 4,352.0 4,512.2 4,567.0 4,807.1 4,946.9

Attainment [Higher] : 0 , i i s
. . G50 713 475 238 0 0 238 475 713 950 Axpeciancy Gep
O Bl Population by Educational 7,529.4 7,641.6 7,754.8 7,860.8 7,942.8 8,032.4 ¥ d 000 Male vs. Fermale; 1980-2030; yoars

Attainment [No Education]

w—ales 2012w Fermales 2012 —— 2030 o
& Population by Marital Status 39,336.8  40,694.4 42,0816  43,038.2  43,988.8  44,931.5 =
[Marr\ed] Source: from natonal stassscaUN J
o™ Population by Marital Status 786.3 865.1 946.5 1,006.4 1,069.6 1,135.4
[Divorced]
o™ Population by Marital Status 3,922.7 4,034.2 4,148.1 4,245.2 4,344.6 4,445.9
[Widowed]
o™ Population by Marital Status 40,856.8  40,298.9  39,712.9 | 39,554.6  39,387.7 |  39,217.0
[Single]
] B Urban Population 24,193.1| 25,012.6 | 25847.4 VIETMAM IN 2030
] g Rural Population 50,614.3 60,93%.3  51,053.8 Key f|nd|ngs

= In 2030, the population of Vietnam will reach 101.5 million, an increase of 13.1% from 2012.

= In 2030 Vietnam will be the 16% largest country in the world

= Vietnam's population is ageing whilst its birth and fertility rates are falling.

= Population growth will be driven by huge increases in the population aged 60-79 years which will increase
by 9.7 million people or 144% in 2012-2030.

= In contrast with the growth in total population, the number of women of childbearing age (15-49 years) will
fall by 1.1% between 2012 and 2030. In 2012 57 .4% of the female population were of childbearing age but
by 2030 this proportion will fall to 50.4%.

= Vietnam’s ethnicity is fairly homogenous, with 85 6% of the population being ethnic Vietnamese in 2012,
this will fall to 85.3% in 2030.

= Vietnam is predominantly rural. In 2012 68.3% of the population lived in rural areas and by 2030 55.8% of
the population will live in a rural setting.
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Summary

Population Statisties: 2030 Population by Ethnieity: 2030

N R % share of total population
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Growth of Top 10 Cities
'000; 2012/2030; % share of urban pop.

Ho Chi Minh City 22.9%

Population Age Shift: 2012/2030
‘000, by age
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Rural and Urban Population in
Vietnam in 2030

BUrban
W Rural

Rural and Urban Fopulation in Asia
Pacific 2030

B Urban

B Rural

HE N,

VIETHAM IN 2030

Cities

Growth of Top 10 Cities

i| ‘006, 2012/2050; % share of urban pop.
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Hanoi 10.0%
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Source: Evromonitor Intemational from national statizics
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For questions or concerns, please contact:
Cathay Song

Cathay.song@euromonitor.com.cn


mailto:ahuan.huang@euromonitor.com.cn

