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Helping you make better choices

Richard Burrage is the Managing Director of Cimigo, a market
research and consulting firm founded 20 years ago.

 Richard a UK national has resided in Vietham with his three
children since 1997.

« Cimigo have been helping clients make better commercial and
marketing choices for 20 years.

 |If you want to know more, just drop us a note at
ask@cimigo.com.

* You can download this presentation at www.cimigo.com.
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Vietham In focus
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US$364 billion US$3,691 Internet economy  Retail sales goods 64 million 70.4 million
GDP 2.58% growth GDP/capita US$21 billion & services US$200 users users
5.8% of GDP billion -8.5% decline

2021 progress | despite COVID

> [

97% smartphone US$1.31 billion 1,050 new vehicles 10,440 new 70% banked
national all advertising per day*. -3% decline apartments national
adults 15+ HCMC, HN, DN adults 18+

-44% decline

Sources: 2021 data points. GSO, Global Demographics, Cimigo surveys, Savills, Media estimates post discounts, SBV, We Are Social, *VAMA, TC Motors, VinFast both; passenger and commercial unit sales.



Vietnam is the 4t largest economy in SE Asia Clmlgo O_

In absolute size Vietham has now surpassed Singapore and Malaysia

2020 USS$ GDP per capita

Countries < US$12,000
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Population millions

Sources: Note Vietham changed GDP calculation in Q4 2019, increasing GDP significantly. 2020 data points. National GSO equivalents, IMF, Trading Economics.
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A long journey ahead to reach developed economies

2020 US$ GDP per capita
Countries > US$25,000
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i South Korea 31,910
30,000 Taiwan 25,642 ‘
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Population millions

Sources: Note Vietham changed GDP calculation in Q4 2019, increasing GDP significantly. 2020 data points. National GSO equivalents, IMF, Trading Economics.
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ECONOMIC PERFORMANCE
VS. 2020

& US$ 337 bn

. Exports goods 2021

2 2.6% 1 4.8% -8.5%

.I.I.l.l. GDP YoY growth Industrial production Retail sales goods
YoY growth and services YoY growth t

§%a 59 5 9 101.84 5» USS 19.74bn g USS 332 bn

OMON® December 2021 2021 YoY consumer 2021 YTD foreign direct 227% Imports goods 2021
manufacturing purchasing price index $-2%  investment disbursement ;
managers index

0
2022 GDP growth forecast 6 5 70
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Manufacturing contributes near Y2 of GDP

« Manufacturers are optimistic that output will expand over the coming year. Shipping and labour shortages
continue to hamper operations.

Vietnam Purchasing Managers Index
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Source: IHS Markit >50 = improvement since previous month




Vietnam leads on global trade interconnectivity C'm'go D _

* Free trade agreements abound. Vietnam leads the charts on global trade interconnectivity. Vietnam global
interconnectivity in 2021 was 184%.

* Up from 154% in 2020.

 Interconnected global trade is defined as imports plus exports as a % of GDP.

« Minimum monthly wages today in Saigon are US$191, just 62% of the minimum in Guangzhou at US$308.
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Vietnam is the 4th largest economy in SE Asia.
The most interconnected trading nation globally.
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Impacting export capacity: Shipping container costs up massively

« The average composite
index of the WCI, Drewry World Container Index - 10 Mar 22 (US$/40ft)
assessed by Drewry for 12,000
year-to-date, is
US$9,180 per 40ft
container. 10,000

* |In March 2020 it was 8.000
under US$2,000.
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Source: https://www.drewry.co.uk/supply-chain-advisors/supply-chain-expertise/world-container-index-assessed-by-drewry




2020
1.6 million
less
jobs

2020 Cimigo
estimate that
household
Incomes
dropped 12%

Covid in 2021 a much harder impact than in 2020

2021
4.1 million
less
jobs

2021 Cimigo
estimate that
household
Incomes
dropped 38%
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Vietnamese are very philanthropic

* 50% of residents in HCMC and Hanoi gave donations
during 2021.

* The majority (83%) donated more than twice in the past
12 months and money is the most popular form of
contribution.

« 8in 10 donors contributed to Covid-19 support in past 12

months and 46% increased charitable giving during Covid.

« The average value per cash donation was US$64 and of
food and other gifts US$48.

Source: Cimigo Philanthropy in Vietham, December 2021, amongst 600 consumers in HCMC and Hanoi aged 16-44 years.
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Donated in past 12 months (%)

mYes
No 50

] Total
Cash donation amount

in past 12 months (%) Base 220
Average amount (dong) 1,492 696
Most frequent value 100,001 to 200,000
1 to 100,000

100,001 to 200,000
200,001 to 500,000
500,001 - 1 million dong
Over 1 million - 5 million dong
Over 5 million - 10 million dong B
Over 10 million
Spendng fo e
Average amount (dong) 1,117 207
clothes, books, ™o, ¢ sequent value 500,001 - 1 mil
and other gifts
to donate (%) 110100000 [N
100,001 to 200,000
200,001 to 500,000 23
500,001 - 1 million dong
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Petrol price rises will exert pressure on consumer confidence

* Consumers feel raising petrol Vietnam's gasoline prices
prices fast and this hits consumer e
confidence.

30k

» Raising transport costs will trickle
down to the majority of the basket
included the consumer price index.

27.5k

VND/liter

25k

22.5k

20k
Oct11 Oct26 Nov10 Nov25 Decl10 Dec?25 Janl1l Jan21 Feb11 Feb21 Mar1l Marll
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Ukraine invasion: impact on Viethamese economy

« Supply chain disruptions and increased costs for grain,
fertiliser and fuel.

* Inflation pressure will likely push Vietnam’s CPI to 4.5% in
2022.

* 646,524 inbound Russian tourists visited Vietnam in 2019. The
6th largest source after China, S Korea, Japan, Taiwan and
US.

« China’s travel restrictions will have a far greater impact on
an inbound tourism recovery (5,806,425 in 2019).

* Russian and Ukrainian trade with Vietnam represents 1.1% of
Vietnam’s total international trade.

» Direct investments from Russia and Ukraine are negligible at
0.3% of total foreign investment.
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Confidence is the biggest barrier to growth

Full vaccination

v

Inter-provincial
travel

/

Income security

Work place (’) Consumer confidence 30% above all 9 If lock down
hygiene and A time low in Sept 2021. repeated. -
safety || But 30% lower than in 2019.

N

Medical costs and
Income protection
if infected. 7~

Home office
flexibility

Back to school




Domestic consumer demand shrank in 2020 and 2021
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Outbound Out of home Domestic Eating out of Spa and
travel entertainment travel home beauty services

D

Shrank in 2020 and 2021
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Apartments Two-wheeler Home Fashion Devices Home
appliances furnishing




Domestic consumer demand accelerated in 2020 and 2021
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Retail sales of goods and services. Goods have bounced back.

Retail sales of goods and services
Index September 2019 = 100
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Source: General Statistics Office, estimate for February.
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Retail sales of services expected to edge back by September 2022

Retail sales: goods vs. services
Index September 2019 = 100
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Cimigo ©»

Back on growth trajectory in 2" half of 2022

Consumer dynamism and economic growth will rebound unabated by mid-2022.

* There will be GDP growth of approximately 6.5% in 2022.
« GDP growth in 2021 was just 2.58%. This is the lowest level since 1986 which recorded 2.3%.
* Less than 2020 which recorded 2.9%.
 In sharp contrast to the 7.0% achieved in 2019.

« Sales of retail goods have already bounced back above the 2019 level (and will quickly recover beyond the
2020 level) and continue a growth trajectory.

« Sales of retail services will edge back by September 2022. 2021 retail service sales remained 32% below
the 2019 level. Cimigo expects these to have recovered by September 2022 and be back on a growth
trajectory.
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Consuming class 44% of all households

12,314,505 a household income above US$473 (VND10,000,000) per month, they are classified as ABCD economic

class.
2021 economic class household distribution
27,678,555 households in Vietham
14,000,000 50%
43% .
12,000,000 . ’
40%
10,000,000 35%
8,000,000 24% 1D R0 2 395,400 30%

e 25%
2,541
6,000,000 171,100 513,300 14% - 055 205 . 20%
) 5,
4,000,000 " \ 13% 15%
: 1,882,100 10%
2,000,000 2% — 4% 2,853,510
— e 1,902,340

5%

L]
i 0%
US$1184 and From US$947to From US$710to From US$473to From US$236 to Below US$236
above below 1184 below 947 below 710 below 473
A B C D E F
mm Urban Rural ===Total %

Source: GSO, Cimigo
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Change in wealth over past 4 years

2017 2021

2 billionaires. 6 billionaires. Up 200%.

270 ultra high net worth (>30 US$ million). 1,228 Ultra high net worth (>30 US$ million). Up 355%.
21,998 millionaires. 69,895 millionaires. Up 218%.

1,236,015 households =>USD1,000 1,530,577 households =>USD1,000

monthly income. monthly income. Up 24%.

7,963,609 households US$500-US$999 9,603,248 households US$500-US$999

monthly income. monthly income. Up 21%.

Diaspora remittances US$15 billion. Diaspora remittances US$18 billion. Up 20%.
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Middle-class acceleration.
Migration and lower birth rates mean households
are smaller and slightly wealthier.




Demographic shifts in
Vietham




Hanoi Cimigo D )
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Changing demographic structures

% B

0-14 years and Rural 50+ and Urban

Source: GSO, Global Demographics, Cimigo




Rapid urbanisation drives efficiency and ultra convenience

The rural population
commenced a decline
in 2017.

Rural household sizes
in falls from 4.6 in 2008
to 3.6 in 2021.

Urban provides ultra
convenience but
stressed infrastructure
and pollution.

Source: GSO, Global Demographics, Cimigo
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Rural versus urban profile in 000s
120,000,000 Increasingly urban, rural decline
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80,000,000
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Rapid urbanisation provides challenges,
but high efficiency and convenience.
The rural population is shrinking fast.




Demographic dividend — low dependency ratio

96% men (20 — 64 years) work 88% women (20 — 64 years) 59% is the working population
work as a % of the total in 2021

« Highest % of working population in region. It significantly lowers dependency ratios at just 0.7 per employed person.
This gives GDP a huge boost. Urban working adults have on average 1.67 sources of income.

Source: GSO, Global Demographics, Cimigo
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More women work in Vietnam than anywhere else in the region.
Vietnam enjoys a huge demographic dividend
owing to low dependency ratios on earners.
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Decelerating birth rates, under 14s and pester power

The demographic that drives

much of mums purchase

behaviour has commenced a

slow decline. 100,000

Age profile in 000s
Silver is golden going forward

24% ot
The birth rate has declined 80,000
from 75 in 2008 to 46 in 2020
(rate per 000 females aged 60,000

15 to 49).

40,000

23%

Vietnam’s youth has provided 20,000 20

an unrivalled dynamism. 229 17%

2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030 2031 2032 2033 2034 2035 2036

We now need to consider
rr_laklng bettel’_ choices for the All 0-14 All 14-29 mAIl 30-49 All 50+
silver generation.

Source: GSO, Global Demographics, Cimigo
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Silver generation is fastest growing age segment going forward

Age profile of 50+ years in 000s
25% in 2021 and 36% in 2036

40,000
35,000 3% 2.9 million
30,000 7.8 million
25,000
20,000 11.3 million
15,000
10,000
14%
5,000 12% 14.6 million

2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030 2031 2032 2033 2034 2035 2036

All 50-59 year olds Al 60-69 year olds BAIl 70-79 year olds All 80 + year olds




Silver generation are the ideal segment; time rich, asset heavy with Cimigo D )
high disposable income

The silver generation’s disposable income and
desire to enjoy life provide ample opportunities for
travel, fashion and beauty services.

The silver generation wants to prepare for any

emergency and their future rather than for their
offspring as most marketers assume. Financial
services have yet to fully explore their potential.

Health is the top concern and health related
expenditure accounts for 13% of their income.
Reaching retirement, seniors have more spare
time to take care of their health.

Beyond visiting doctors and consuming medicine,
the silver generation gives credence to a healthier
lifestyle (including exercise, eating habits,
supplements) beyond health checks.
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A staggering drop in the birth rate
and an aging population will take hold in the 2030s.
Elderly dependents will become a key challenge in 2040s.
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Health concerns increase significantly after 65 years old. Blood

pressure disease rise the fastest.

Health concerns (%)

\

65 years old and above

\

§

Age 50-54 Age 55-59

Source: Cimigo Silver Generation 2021

Age 60-64

Age 65-69

Age 70-74

Age 75-79
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—Blood pressure disease

—Bone and joint disease

—=S|eep disorder
Heart diseases

——Digestive diseases

—\/estibular disorder

——Alzheimer/ Memory loss/ Memory
impairment

Diabetes

— Kidney stones and urinary disease







Shopper dynamics Cimigo ©»

Most conduct a daily shop for fresh groceries.
» Refrigerators largely for fresh foods, beverages and sauces.

« Many live in multi generation homes, one of the adult females will typically shop.
« Most have well established relationships with neighbourhood vendors and traditional stores.

« Mum will self-sacrifice for child.
» She is ready to pay a premium for high quality and nutrition for children.

* Price knowledge and sensitivity is high.
« But cash outlay matters, so small pack formats work well.

« Promotions are common and appreciated.

* Premiumisation trends were strong until 2019, buy temporarily scaled back given impact of Covid.
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Country of origin matters less than in the past

International no longer equates to better.
« Think Masan, Vinamilk and VinFast.

Australia perceived for natural, high quality food and beverages.
* New Zealand, Holland and Ireland carry similar perceptions.

Singapore encompasses aspired future city scape and lifestyle.

Many Chinese and Thai brands in market in value for money segment.

Quality electronics typically S. Korean and Japanese. Both have strong soft cultural power.

Asian conglomerates buy into local brands and retail chains.
« Thailand, S Korea and Japan have the biggest investments.




Rise of modern formats — Bach Hoa Xanh

« Bach Hoa Xanh launched in 2015
and now has 2,147 mini markets
with average monthly sales of
USD55,000 per store.

» The The Gioi Di Dong holding group
has 4,871 stores across it brands in
2021.

/’
" ’} g,‘f.

» They provide ready access for a
listing fee.

» Market entry and testing has
become viable through modern and
online channels delivering 24% of
retail sales.

Bach Hoa Xanh launched in 2015 and now have 2,147 mini markets with average monthly sales of
« All without the sales and distribution USD55,000.
investment required to service the
traditional trade.

Source: GSO, Cimigo
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E-commerce sales grew by 60% in 2021

* Online shopping will surpass modern Retail sales contribution %
trade share of sales in 2028. and # of modern self service stores
100% 0.4% 0.7% 1.1% 1.9% 2.8% 4.7% 7.9%
0% 8,586 9,001
- E-commerce has reached a tipping 80% o
point with consumer trust now granted. .’ 6,001
50% 5,001
40% 4,001
.- . 30% 3,001
« E-commerce logistics and delivery 20% 2,001
times improving exponentially into 18; 1’001
%
rural areas. 2015 2016 2017 2018 2019 2020 2021

mmmm Tradtional trade s Modern trade E-Commerce  ==®==NModern outlets

« Bach Hoa Xuan (mini market format)

expanding into small towns and rural 20% increase in modern trade outlets @
areas. Bach Hoa Xanh accounts for 61% of new outlets

 Modern trade’s contribution to retail
sales has moved from 15% in 2005 to
24% in 2021.
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Digital and modern trade expansion makes in-roads into
provincial towns and rural households.
The experience economy Iif flying.




Nearly half shopped online in the past one month, more amongst Cimigo D )
females and in urban areas

Online shopping penetration in past 1 month (%)
Across gender, age groups and strata

Gender Age groups Strata
55
47 46 47 47
I | I I I
Total Male Female 16-19 years 20-24 years 25-29 years Urban Rural
Base 768 388 380 199 295 274 354 414

Source: 2021 Cimigo digital generation national survey amongst 1,500 consumers aged 16-29 years
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Shopee dominates e-commerce

Online shopping platforms used in past month (%)

\

'ifacebookq 32%

~N

W Lozada 32% TiKI  16%

é Shopee 69%

Source: 2021 Cimigo digital generation national survey amongst 1,500 consumers aged 16-29 years
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Online shopping will surpass the modern trade share of sales in 2028.




Reaching Vietnamese
consumers
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Glued to screens for 6H 38M per day Cimigo ©»

TV/Video
Edutainment

Social

i
-
>

2h28m 2h46m
(any device) (any delivery/device)

Source: We Are Social 2021




Digital transformation, digital economy now at US$21 billion

@ D E [

2021 Internet economy % 62% 19% 11%
US$21 billion Online travel Online Ads, media, games Ride hailing and
5.8% of GDP shopping food delivery

US$3 billon in 2015 at 1.7% of GDP. | USD$15 billion in 2020 at 4.3% of GDP.

Source: GSO, Temasek, Bain, Google, Cimigo
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Internet economy at US$21 billion shifts consumer priorities.
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Facebook, YouTube, Zalo and Tiktok dominate

Social media platform used in past 1 week (%)

Total Urban Rural
Base 788 353 435
Facebook € I - L g7 I s
YouTube I /2 D e
zalo (= GG 5 o I e2
Tikrok [ I 52 I s I s
Instagram @ B 4.5 sources Y 4.6 sources Y 4.5 sources
on average on average on average
zing Z M 23 _ 21 I 23
Telegram €) M 16 most people 14 o 18
= use 3
Nhaccuatui I 12 platforms 18 12
TV content apps o B 11 (44%) NE 10
News media apps E B 11 12 10

Source: 2021 Cimigo digital generation national survey amongst 1,500 consumers aged 16-29 years
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Vietnam’s digital society and media are bringing the worldview
of the digital generation (aged 16-29)
across urban and rural society even closer.




Growth In financial inclusion




Financial
services monitor

2,000 consumers nationally



Top 10 bank brands in 2021 Clmlgo 0

Band power index
Combines how they behave and how they feel towards banks

<
o
o
o
@

TECHCOMBANK €9

Q Uletcpmlﬁ?]k

Sacombank

ACB

¥ VPBank

Ngan Hang Viét Nam Thinh Virgng

[“JAGRIBANK

Q Vlethc:lnke

¢ TPBank

Vi chiing t6i hiéu ban

Néang gid tri cude séng

Source: 2022 Cimigo financial services monitor national survey amongst N=2,050 banked consumers aged 18-55 years
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Dendrogram — average linkage (between groups)

Relationship amongst banking products

* 70% of Viethamese adults are banked in 2021.

Life insurance
» The illustrated dendrogram indicates the usage of Health insurance
the financial services split into 3 groups: Car insurance _
- Group 1: Using debit, credit card, and saving Stock/bond trading
books. Asset insurance
E-wallet, internet banking on mobile Car loan
app and websites, payment account. Business insurance
« Group 3: Stock or bond trading, loan, and Business loan
Insurance services. Household loan
Consumer unsecured loan
* 42% of bank account holders use debit cards, the Consumer secured loan
most common service amongst Vietnamese, but Payment account
there is much room for cross-selling services. Mobile banking
Website banking
E — wallet _
Credit card

Saving booking
Debit

Source: 2022 Cimigo financial services monitor national survey amongst N=2,050 banked consumers aged 18-55 years




A fintech battleground

E-wallets / Digital payments

* An estimated US$1.3 billion was

raised to fund fintech in 2021. MS mMOca  GGpay B Shopechoy @
Paydo® Apgm SmartPey’  YNPAYS WD
* With valuations of US$1 billion or g moum O
more there were four unicornsat
the end 2021; s bl @hifsi O
Sky Mavis (gaming - Axie Infinity) /
Personal finance / Investment
Momo (e-wallet)
ririnso @ Finhay M interoan 4l Finbase

VNPAY (e-wallet)
Vinagame (Zalo and much more)

(111} . n
FAnREIgE" g Mooeylovwer  CQinfina ® ¢ onfin

> WD E

eKYC / Credit scoring

el <P weesow B tnstingsocia

AA LY

DT & r M har )
E.V.:‘J.}:”‘Y” e Mrvrervence  @ElJbank
QYL =" AlMesorr  QCredil APA

Source: Techinasia
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Digital lending
tima ® (88 G€okuokv FECREDIT
cojeff  PFiin  HomeEcreoir  movi

Digital banking

SN CARE ftimo

Insurance tech

OrPopoyo  insow (D OPES

ST “medici

QLIVES PasarPolis

BNPL

> wowme! ree<pay © okuiaky =undiin

EASVG P (© paviater atome A

HOME CREDIT  JUedivo  movi FECREDIT




For all uses (including online shopping), e-wallet establishes CimigO‘ D
high penetration, consistently across urban and rural

39% amongst
banked adults

Source: 2021 Cimigo financial services
monitor national survey amongst 1,500
banked consumers aged 18-55 years

E-wallet penetration in past 1 month (%)

Total Urban Rural

Base 377 193 184

Source: 2021 Cimigo digital generation national survey amongst 1,500 consumers aged 16-29 years




Cash on delivery is still the most common payment method CimigO‘ D
for online shopping, followed by bank transfer

Payment method used most often for online shopping (%)
Base on who shop online N =377

>

m E-wallet

Bank transfer

m Cash on delivery

Source: 2021 Cimigo digital generation national survey amongst 1,500 consumers aged 16-29 years




Momo lead the market with 51% share, followed by
ShopeePay

E-wallet brands used most often (%)
Base on who use e-wallets in past month N =249

Social distancing may limit usage of
Moca/GrabPay

Moca/Grab Others*, 16%
Pay, 2%

Bankplus,
< 4%

ZaloPay,
Zalo 11%

ShopeePay,

Source: 2021 Cimigo digital generation national survey amongst 1,500 consumers aged 16-29 years
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Other e-wallet*
(1-2% share for each)

VIMO
VTPay / ViettelPay
Payoo
eDong / ECPay
Vi Viét
VTC Pay
WePay




Momo

« Momo’s e-wallet launched in 2010 is now a unicorn with
a valuation of US$2.3 billion in Vietnam ((December
2021).

« Still not making a profit, but investors keep backing the
customer and transaction acquisition strategy.

» This feature heavy payments app has consumer
promotions, cash transfers, mobile top up, bill payment
and new services such as loans, travel booking and
micro insurance.

* Momo reports in 2021 to have;
« US$17 billion transaction value.
« 31 million users.
* 40,000 business partnerships.
« 150,000 merchants.
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Keeping up with the Nguyen’s with consumer finance

US$67 billion

l l ' NPL increase to 11% in 2021

Up just 1% over 2020

18% of GDP

I" 40% of retail goods sales

Buy now pay later (BNPL)

reaches US$496 million in 2021
(vs. 207 million in 2020)

Source: MoF, Fiingroup, Business Wire
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Financial inclusion is near-universal and
digital payment supremacy is nigh.




1

/

==

x

o=




Cimigo ©»

The speed of change will accelerate through 2030.
Opportunities to leapfrog abound.

Sector-wide tech adoption will continue to leapfrog
the development paths followed by mature markets.
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10 trends accelerating Vietnham’s dynamism

1. Vietnam is the 4™ largest economy in SE Asia. The most interconnected trading nation globally.
2. Middle-class acceleration. Migration and lower birth rates mean households are smaller and slightly wealthier.

3. Rapid urbanisation provides challenges, but high efficiency and convenience. The rural population is shrinking
fast.

4. More women work in Vietnam than anywhere else in the region. Vietnam enjoys a huge demographic dividend
owing to low dependency ratios on earners.

5. A staggering drop in the birth rate and an aging population will take hold in the 2030s. Elderly dependents will
become a key challenge in 2040s.

6. Digital and modern trade expansion makes in-roads into provincial towns and rural households. The experience
economy if flying.

7. Online shopping will surpass the modern trade share of sales in 2028.
8. Internet economy at US$21 billion shifts consumer priorities.

9. Vietnam'’s digital society and media are bringing the worldview of the digital generation (aged 16-29) across
urban and rural society even closer.

10. Financial inclusion is near-universal and digital payment supremacy is nigh.




Share your love for Vietham

 If you have found this presentation helpful, please share your love for Vietham. No
amount is too small, the difference your donation can make for the children we support
has a lifelong impact.

www.justgiving.com/fundraising/richardburrage

* My daughter Jasmine and | will be riding 300km over 3 days from Hue to Phong Nha to
raise money for Saigon Children’s Charity.

« Saigon Children has helped over 300,000 children attend school and built 211 schools in
ten provinces across Vietnam. It is a reputable charity celebrating 30 years in Vietnam in
2022, which | have known personally since 1997.

« Think about that, children who would otherwise miss their education and the opportunities
that this creates for them and their families. Help us keep them in school! The difference
an educated child can make to his or her community by breaking the cycle of poverty is
immense. Imagine the difference we can make, every US$300 (VND7,000,000) raised
pays for one child's education for one year. Just US$25 (VND600,000) takes a child off
the streets and into school for a month.



http://www.justgiving.com/fundraising/richardburrage
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Download at
WWW.CImigo.com

@ richarc Burrage @ Mar 02, 2022 @ cmigo @ maron 202

Vietnam PMI -Tmanufacturing

Vietnam's
2022 economic outiook

Vietnam Economic Outlook 2022 Vietnam PMI February 2022

Download report
Download report

@ cimigo @ Nov 30,2021 @ richard Burrage @ Nov 09,2021

Vietnam 2021 Digital Generation Selling to

Download report
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@ rRichard Burrage @ Feb 23,2022

Philanthropy in Vietnam

Philanthropy in Vietnam

Download report

@ Richard Burrage @ Oct 18,2021
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The Aging Silver Generation of Vietnam

Download report
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The Voice of Customer
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