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CLICK THE LINKS BELOW TO READ OUR FULL SUITE OF GLOBAL DIGITAL REPORTS
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IMPORTANT NOTES ON COMPARING DATA

The findings published in this report use the
latest data available at the time of production.
This may include revised figures for historical
data points that were not available when we
produced previous reports in the Global Digital
Reports series. From time to time, we may also
change the data sources that we use to inform
specific data points, and we may also change
how we calculate certain values. Similarly, our
data partners may change the ways in which
they source, calculate, or report the data that
they share with us. As a result, findings published
in this report may not correlate with findings
published in our previous reports, especially
where such findings represent change over time
(e.g. annual growth). Where we report figures
for change over time, such figures will use the
latest available data, so we recommend using

the values published in this report, rather
than trying to recalculate such values using data
from previous reports. When we're aware of the
potential for historical mismatches, we include
a note on comparability in the footnotes of
each relevant slide. Where we include such
advisories, or where we report values for change
over time as “[N/A]", the most recent data do
not correlate with the equivalent data point(s)
published in previous reports, so we strongly
advise readers not to compare these figures
with equivalents published in previous reports. In
particular, the social media platforms featured in
this report regularly revise the figures that they
report for advertising reach, and this may result
in the latest numbers appearing to be lower than
the values for the same data points published in

our previous reports. However, these revisions

do not necessarily imply any change in the
active use of these platforms, and should not
be interpreted as such. Furthermore, in addition
to changes in data sources and calculations,
please note that the figures we publish for “social
media user identities” may not represent unique
individuals. This is because some individuals
may manage multiple social media accounts,
and because some social media accounts may
represent ‘non-human’ entities (e.g. businesses,
animals, music groups, etc.). As a result, the
figures we publish for social media user identities
may exceed the figures that we publish for total
population or for individuals using the internet,
but such anomalies do not represent mistakes.
For more information, please read our nofes
on data variance, mismatches, and curiosities:
https://datareportal.com/notes-on-data.
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GLOBAL DIGITAL HEADLINES ﬂv;'agr

OVERVIEW OF THE ADOPTION AND USE OF CONNECTED DEVICES AND SERVICES “

NOTE: SIGNIFICANT REVISIONS TO SOURCE DATA MEAM THAT FIGURES SHOWM HERE ARE WOT COMPARABLE WITH FREVIOUS REPORTS. SEE THE IMPORTAMNT MNOTES AT THE START OF THIS REPORT FOR DETAILS. GLOBAL OVERVIEW

TOTAL CELLULAR MOBILE INDIVIDUALS USING SOCIAL MEDIA
POPULATION CONNECTIONS THE INTERNET USER IDENTITIES

8.20 8.78 5.56 5.24

BILLION BILLION BILLION BILLION

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-OMN-YEAR CHANGE YEAR-ON-YEAR CHANGE

+0.9% +2.2% +2.5% +4.1%

+70 MILLION +190 MILLION +136 MILLION +206 MILLION

URBAMNISATION TOTAL vs. POPULATION TOTAL vs. POPULATION TOTAL vs. POPULATION

58.1% 107 % YAV 63.9%

SOURCES: UM ; GOVERMMENT AUTHORITIES; GSAA INTELLIGEMCE; ITU; EURDSTAT, CHIMIC; KAMTAR & LAMAL PLATFORM RESOURCES; O-CDH; BETA RESEARCH CEMTER; KEPIOS AMALYSIS. ADVISORY: SOCIAL we
MEDIA USER IDENTITIES MAY NOT REPRESEMT UINIGIUE INDIVIDUALS. COMPARABILUITY: 5OURCE CHAMNGES AMND BASE REVISIOMS. FIGURES ARE NOT COMPARABLE WITH FREVIOUS REPORTS. GLOBAL DATASETS are (O) IUI I
MY USE DIFFEREMT SOURCES vs, COUNTRY AMD REGIOMAL DATA, 50 SUMS MAY NOT MATCH. IMPORTANT: MEGATIVE VALUES MAY INDICATE SOURCE DATA CORRECTIONS, AND MAY NOT REPRESEMNT oc' I e tWﬂtE‘r

DECREASES I THE RELEVAMT METRIC. WHERE YEAR-OM-YEAR CHAMGE 15 *[M/4]", COMPARISOMS WITH HISTORICAL DATA WILL PRODUCE IMACCURATE RESULTS. PLEASE SEE MOTES OM DATA, s Iu




MOBILE CONNECTIVITY

CELLULAR MOBILE CONNECTIONS COMPARED WITH TOTAL POPULATION
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SOUTHERN
AMERICA
M MCE; EURDSTAT RT

INTERNET ADOPTION

INDIVIDUALS USING THE INTERNET AS A PERCENTAGE OF TOTAL POPULATION
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SOURCES: KEPIOS AMALYSIS; COMPAL
IHIGLUE IMDIVIDUALS, NOTES: DO

SOCIAL MEDIA USE vs. TOTAL POPULATION

SOCIAL MEDIA USER IDENTITIES AS A PERCENTAGE OF THE TOTAL POPULATION (NOTE: USER IDENTITIES MAY NOT REPRESENT UNIQUE INDIVIDUALS)
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EXPLORE OUR FLAGSHIP DIGITAL 2025 REPORTS

s

DIGITAL 2025 DIGITAL 2025

GLOBAL OVERVIEW REPORT LOCAL COUNTRY HEADLINES REPORT
CLICK HERE TO READ OUR FLAGSHIP DIGITAL CLICK HERE TO READ OUR DIGITAL 2025
2025 GLOBAL OVERVIEW REPORT, PACKED LOCAL COUNTRY HEADLINES REPORT, WITH
WITH ALL THE NUMBERS YOU NEED TO MAKE ESSENTIAL STATS FOR DIGITAL ADOPTION

SENSE OF THE CURRENT STATE OF DIGITAL IN EVERY COUNTRY AROUND THE WORLD
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VIETNAM

TOTAL
POPULATION

OVERVIEW OF THE ADOPTION AND USE OF CONMNECTED DEVICES AND SERVICES

MOTE: SIGNIFICANT REVISIOMS TO SOURCE DATA MEAM THAT FIGURES 5k

CELLULAR MOBILE
CONNECTIONS

101

MILLION

YEAR-ON-YEAR CHANGE

+0.6%

+625 THOUSAND

URBANISATION

40.5%

127

MILLION

YEAR-ON-YEAR CHANGE

+1.8%

+2.2 MILLION

TOTAL vs. POPULATION

126%

1M HERE ARE MNOT COMPARABLE \WITH PREVIOUS REPORTS. SEE THE IMPORTANT MOTES AT THE START OF THIS REPOR

INDIVIDUALS USING
THE INTERNET

*

FOR DETAILS. VIETMAM

SOCIAL MEDIA
USER IDENTITIES

79.8

MILLION

YEAR-OMN-YEAR CHANGE

+0.3%

+223 THOUSAND

TOTAL vs. POPULATION

78.8%

COH; BETA RESEARCH CEMTER; KERIOS AMALYSIS. ADVISORY: SOCIAL

76.2

MILLION

YEAR-ON-YEAR CHANGE

+4.8%

+3.5 MILLION

TOTAL vs. POPULATION

75.2%

SOURCES: LN GOVERMMEMNT AUTHORITIES; GSMA IMTELLIGEMC L EUROETAT, CHMIC; KANTAR & LAMAL FLATFORM RESOURCES; O
o MEDIA LUSER IDENTITIES MAY NOT REPRESEMNT UMNIQUE INDIVIDUALS, COMPARABIUTY: SOURCE CHANGES AMD BASE REVISIO FIGURES ARE NOT COMPARABLE WITH PREVIOUS REPORTS. GLOBAL DATASETS

WAY USE DIFFEREMT SOURCES ws, COUMTRY AMD REGIOMAL DATA, 50 SUMS MAY MOT MATCH. IMPORTANT: MEGATIVE VALUES MAY IMDICATE 30OURCE DATA CORRECTIOMS, AMD MAY NOT REPRESEMT
DECREASES IN THE RELEVANT METRIC. WHERE YEAR-ON-YEAR CHANGE IS “[N/A]", COMPARISCNS WITH HISTORICAL DATA WILL PRODUCE INACCURATE RESULTS. PLEASE SEE NOTES ON DATA
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THE LIVEABLE WEB
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Explore the trends:
THINKFORWARD.WEARESOCIAL.COM




PARTMER COMNTENT

COD Meltwater

How marketers planned their
2025 social media budgets

Decreased their budge_ts

6%

Didn't know

18%

nnnnnnnnnnnnnnnnnnnnnnn

36.5%

of respon dents

Kept their budgets
the same

39.5%

planned to increase their

social budgets in 2025

We asked over 1,000 marketing
professionals around the world about
the ins and outs of their strategies and
workflows. See how yours measure up.

State of Social
Media 2025
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POPULATION ESSENTIALS *

DEMOGRAPHICS AND OTHER KEY INDICATORS

VIETNAM
TOTAL FEMALE MALE YEAR-ON-YEAR CHANGE MEDIAN AGE OF
POPULATION POPULATION POPULATION IN TOTAL POPULATION THE POPULATION

101 51.0% 49.0% +0.6% 33.4

MILLION +625 THOUSAND
URBAN POPULATION DENSITY OVERALL LITERACY FEMALE LITERACY MALE LITERACY
POPULATION (PEOPLE PER KM?) (ADULTS AGED 15+) (ADULTS AGED 15+) (ADULTS AGED 15+)

40.5% 95.0% 97.0%

we
SOURCES: EEPICS ARALYSIS: UMITED MATIONS: LCAL GOVERMMERMT AUTHORITIES: WORLD BAREK: LIMESC O: ClA WORLD FACTROOE: QUR WORLD 1M DATA: INDEXMUMNDE EMCEMA. ALL VALLES REFLECT THE
| ATEST AVAILABLE DATA, BUT VALUES MAY NOT ALL BE FROM THE SAME PERICD. are, (0) MEltWG ter

social



POPULATION OVER TIME *

TOTAL POPULATION AND YEAR-ON-YEAR CHANGE
VIETHAM

101 M 101 M

934m  946M  957M  J6IN

‘ +0.9%
JAN JAN JAN

2015 2016 2017 ED]E 2019

92.3M

2020

SOURCES: LIMITED MATIC \l : KERIOYS ARALYSIS. MOTE: WHERE LETTERS ARE SHOWM MEXT TO FIGURES ABOWVE BARS, * < "EP\I TES THOUSAMDS 1;'.': P." =123,000), “M" D E\C MILLIOME (EG. *1.23 M°
= 1,230,000], AMD “B" DEMOT :-I-I. OMS [EG 1,23 B = 1,230,000,000]. WHERE MO LETTER |5 PRESEMT, VALUES ARE : M AS TS EﬂMFﬁ;RﬂEIUT‘I" BASE BEV I:- IS, FIGLIEES Ni.‘-' COERELATE WITH
(ALLIES PLIBLISHED IN QLR WICUS REPORTS.



AGE DISTRIBUTION OF THE POPULATION

THE NUMBER OF PEQPLE IN EACH AGE GROUP, AND THE AGE GROUP'S ASSOCIATED SHARE OF THE TOTAL POPULATION

WVIETHAM
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&.8% 7.5% 8.5% 73 6.4% 6.4% 8.0% 8.5% 7.9% &.6% (- 5.5% 5.0% 3.9% 2.6% 1.5% 0.8% 0.5% 0.2% <0.1% <0.1%
AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE
0-4 5-9 10-14 15-1%9 20-24 25.29 30-34 35-39 A0-44 45-49 50-54 55.59 s0-64 55-49 70-74 75-79 BD-84 B5-89 20-94 Q5.0 100+
SOURCES: EXTRAPOLATIONS OF DATA PUBLISHED BY THE UMITED MATIONS AMD LOCAL GOVERMMERNT AUTHORITIES. NMOTES: PERCEMTAGE VALUES BELOWY EACH BAR REPRESEMT THE RESFECTIVE AGE GROUP'S
SHARE OF THE TOTAL POPULATION, WHERE LETTERS ARE SHOW'N MEXT TO FIGURES ARCWE BARS, K™ DEMOTES THOUSARDS (EG. "123 KY = 123,000), "M"™ DEMOTES MILLIOMS (EAG, "1.23 M" = 1,230,000), ARD
° "B DEMOTES BILLIOMS | \B.G.71.23 B" = 1,230,000,00 ;]l WHERE MO LETTER |5 PRESEMT, WALLES ARE SHOWM AS 15, COMPARABILITY: BASE REVISIOMS. FIGURES MAY NOT CORRELATE WITH VALUES PUBLISHED 1M are (0) MEItWﬂter
QLR FREVIOUS REPORTS. soc



WORLD BANK INDICATORS FOR FINANCIAL DEVELOPMENT, ACCESS TO ESSENTIAL SERVICES, AMD DEVICE OWMNERSHIP

GROSS DOMESTIC GROSS DOMESTIC GROSS DOMESTIC GROSS DOMESTIC PRODUCT
PRODUCT (CURRENT PRODUCT (PPP; CURRENT PRODUCT PER CAPITA PER CAPITA (PPP: CURRENT
U.S. DOLLARS) INTERNATIONAL DOLLARS) [CURRENT U.S. DOLLARS) INTERNATIONAL DOLLARS)

$468 $1.63 $4,649 $16.2

BILLION TRILLION THOUSAND
PERCENTAGE OF THE PERCENTAGE OF THE PERCENTAGE OF THE PERCENTAGE OF THE
POPULATION EARNING LESS POPULATION USING AT LEAST POPULATION USING AT LEAST POPULATION WITH
THAN $3.65 (2017, PPP) PER DAY ~ BASIC DRINKING WATER SERVICES BASIC SANITATION SERVICES ACCESS TO ELECTRICITY

4.2% 98.0% 92.2% 100%

BEMCHMARE. "BASIC DRIMEIMNG WATER™ PERCEMTAGE OF THE TOTAL POPLILATION THAT DRIMKS WATER FROM AR IMPROVED SOLURCE, PROVIDED COLLECTICH TIME 15 MOT MORE THAR 30 MIMUTES FOR
A ROUMD TRIP “BASIC SANITATION®: PERCEMTAGE OF THE TOTAL POPULATION USIMNG IMPROVED SARITATION FACILITIES THAT ARE MOT SHARED WITH OTHER HOUSEHOLDS, COMPARABILITY: FIGURES LIS

LATEST PUBLISHED VALUES UP TO 2024; DATA MAY MOT ALL BE FROM THE 5AME YEAR. VALUE FOR MOBILE PHOME OWMNERSHIP MAY MOT MATCH WALUES SHOWM ELSEWHERE IM THIS REPCRT

0 SOURCES: IMF; WORLD BAMNE (BOTH LATEST PUBLISHED DATA UP T 2024). DEFINITIONS: “33.45 (2017, PPPY": REFLECTS LOCAL "PURCHASIMG POWER PARITY", BASED OMN THE WORLD BAME'S 2017 EXCHAMGE

FINANCIAL AND DEVELOPMENTAL INDICATORS

*

VIETHAM

NET NATIONAL
INCOME PER CAPITA
(CURRENT U.S. DOLLARS)

$2,992

PERCENTAGE OF THE
POPULATION THAT OWNS
A MOBILE PHONE [ANY TYPE)

95.7%

we
are,

socia

<OD Meltwater



MEDIA & DEVICES



DEVICE OWNERSHIP *

PERCENTAGE OF INTERNET USERS AGED 16+ WHO OWN EACH KIND OF DEVICE
VIETNAM

MOBILE PHONE (ANY) 99.2%

SMARTPHONE

99.2%

LAPTOP OR DESKTOP COMPUTER 57.0%

SMART TV 53.0%

32.5%
31.7%

SMARTWATCH 28.2%

SMART HOME DEVICE 19.3%
o T

B 5.2% VIRTUAL REALITY DEVICE

- 4.7% E-READER

we
SOURCE: GWI [Q3 2024]. MOTE: WHITE BARS IDEMTIFY THE USE OF A COMBIMATION OF DEVICES THAT ARE ALSC SHOWM IMDIVIDUALLY O THIS CHART, FOR EXAMPLE, "MOBILE PHOME (AMY)" REPRESERTS
e CWHERSHIP OF A “SMARTPHOME" AMD / OR A "FEATURE PHOME". COMPARABIUTY: CHAMGES [N AUDENCE COMPOSITION AMD SURVEY METHODOLOGY. SEE MOTES OM DATA gggiul (O) MEItWﬂter



MEDIA USE

THE PERCENTAGE OF INTERMNET USERS AGED 16+ WHO CONSUME EACH MEDIA TYPE

VIETMAM

INTERNET: MOBILE PHONE 99.0%

SOCIAL MEDIA 97.5%

INTERNET: LAPTOP, DESKTOP, OR TABLET 92.3%

TV: LINEAR OR BROADCAST 89.3%

TV: STREAMING OR ONLINE 87.3%

PRESS: ONLINE 83.1%

GAMES CONSOLE 74.5%

PRESS: PHYSICAL PRINT 713.0%

PODCASTS 70.6%

RADIO: BROADCAST 67.1%

MUSIC STREAMING 63.9%

OM THE TIME THAT PECPLE SAY THEY SPEND CONSUMING EACH MEDIA TYPE, AND MAY DIFFER FROM SIMILAR DATA POINTS SHOWN ELSEWHERE IN THIS REPORT THAT REFLECT OTHER BEHAVIOURS SUCH AS are,

USE OF DEVICES TO ACCESS THE INTERNET social <OD> Meltwater

e SOURCE: GWI Q)3 2024) COMPARABILITY: CHANGES N AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA. POTENTIAL MISMATCHES: THE VALUES SHOWM HERE ARE BASED




DAILY TIME SPENT WITH MEDIA *

THE AVERAGE AMOUNT OF TIME (IN HOURS AND MINUTES) THAT INTERNET USERS AGED 16+ SPEND WITH EACH MEDIUM OR DEVICE EACH DAY

VIETHAM

INTERNET (TOTAL) 6H 05M

INTERNET: MOBILE PHONE 3H 20M

INTERNET: LAPTOP, DESKTOP, OR TABLET 7H 45M

20 4
2H oo

1 290
Somisconsott - R

03K

H o2

SOURCE: GWI (3 2024). MOTES: PEOPLE MAY COMSUME DIFFERENT MEDIA COMCURRENTLY, AND SOME MEDIA SHOWN IM THIS CHART MAY APPEAR I MORE THAM OMNE BAR. FOR EXAMPLE, “SOC1A we
AEDIA" APPEARS AS & STANDAIOMNE MEDIUM, BUT IT 15 ALSO & COMPOMNENT OF "INTERMET” TIME. WHITE BARS IDENTIFY THE USE OF A COMBIMATION OF MEDLA OR DEVICES THAT ARE ALSD SHOWN
e IDIVIDUALLY ON THIS CHART, FOR EXAMPLE, “TV [TOTAL|" COMBINES THE VALUES FOR “TV: IMEAR OR BROADCAST AMD “TV: STREAMIMG OR ONUMNE". COMPARABILITY: CHANGES IM ALDIEMCE are, (0) MEItWﬂter
OMPOSITION AND SURVEY METHODOLOGY, SEE NOTES ON DATA social



MOBILE CONNECTIVITY *

USE OF MOBILE PHONES AND DEVICES THAT CONMNECT TO CELLULAR NETWORKS
VIETMAM

NUMBER OF CELLULAR NUMBER OF CELLULAR MOBILE YEAR-ON-YEAR CHANGE SHARE OF CELLULAR MOBILE
MOBILE CONNECTIONS CONNECTIONS COMPARED IN THE NUMBER OF CELLULAR CONNECTIONS THAT ARE
(EXCLUDING 1OT) WITH TOTAL POPULATION MOBILE CONNECTIONS BROADBAND (3G, 4G, 5G)

127 126% +1.8% 100%

MILLION +2.2 MILLION

SURES we
[GURES FOR POPULATION DUE TO MULTIPLE COMMECTIONS ANMD COMMECTED DEVICES PER PERSON, COMPARABILITY: BASE CHANGES, VERSIONS OF THIS CHART PUBLISHED IM SOME OF OUR PREVIOUS ﬂre. (O) MEItWﬂter

SOURCE: GSMA INTELLIGEMCE. MOTES: TOTAL CELLULAR COMNMECTIONS INCLUDE DEVICES OTHER THAM MOBILE PHOMES, BUT EXCIUDE CELLULAR 10T COMMECTIONS. FIGURES MAY SIGMIFICAMTLY EXCEED
REPORTS FEATURED CELLULAR COMMECTION AGURES THAT IMCLUDED CELLULAR 1OT COMMECTIOMNS. FIGURES SHOW M HERE DO MOT IMCLUDE CELLULAR 1OT COMMECTIONS 500'“'



MEDIA & DEVICES



CELLULAR MOBILE CONNECTIONS OVER TIME *

NUMBER OF CELLULAR MOBILE CONNECTIONS OVER TIME

VIETMAM

L 134 M
e 128 M 125 M 126 M 126 M 127 M 127 M

| ' ' ' ' ' +'5 ' l

JAN APR JUL JUL JAN
2023 2023 2023 2023 2024 2024 2024 2025

SOURCE: G5MA IMTELLUIGEMCE. NOTES: EXC I I AR SONMECT {'.‘-I\I 'HERE LETTERS ARE SHOWY M MNEXT TO FIGLURES ABOVE BARS “"K” DENOTES 'II AMDS [EG “123 K" = I}'.'i :.}l'."iﬁ'_'. " we
JERIOTES MILLICOMS [EG. “1.23 MY = 1,230 -.:L.'-'Z'f .-'lNI " N I BILLIDMS {EG. “1.23 B = I_3':5:.',_L.'-'Z"'Z_f;:.'Jl.':' WHERE MO LETTER 15 PRESEMT, WALLIES ARE SHOWY I CGMPARJLBILITY "HAMGES. SEI ure ( ) M I
i anre. i O) Meltwater



DEVICE OWNERSHIP f r

INTERNET USERS AGED 16+

GLOBAL OVERVIEW

MOBILE PHONE (ANY) 98.0%

SMARTPHONE

97.8%

LAPTOP OR DESKTOP COMPUTER 58.3%

SMART TV 48.2%

s2.4%

SMART WRIST DEVICE (ANY) 31.3%

258

SMART HOME DEVICE 17.4%

16.3%
29%

01%

- 6.5% FEATURE PHONE

- 4.7% VIRTUAL REALITY DEVICE

. SUUFCE.G L v s NOTE.. : IE". COMPARABILITY: M M A A ) | y v f NOTES OM DATA, gggiul (0) MEItWGter



INTERNET USE



OVERVIEW OF INTERNET USE *

ESSENTIAL INDICATORS OF INTERNET ADOPTION AND USE
VIETNAM

INDIVIDUALS USING INDIVIDUALS USING THE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE IN
THE INTERNET INTERNET vs. POPULATION IN TOTAL INTERNET USERS INTERNET USERS vs. POPULATION

79.8 78.8% +0.3% -0.3%

MILLION +223 THOUSAND -27 BPS

INDEXED SHARE OF GLOBAL INTERNET PERCENTAGE OF INTERNET USERS AVERAGE DAILY TIME SPENT YEAR-ON-YEAR CHANGE IN DAILY
USERS vs. GLOBAL POPULATION SHARE ACCESSING VIA MOBILE PHONES USING THE INTERNET TIME SPENT USING THE INTERNET

116.1

-3.5%

-13 MINS

SOURCES: KEPIOS AMALYSIS; ITU; GSMA IMTELLIGEMCE; ELROSTAT, GOOGLE'S ADVERTISIMNG RESOURCES, CHMI ARTAR & laMAl, GOVERMMEMNT RESOURCES; UNITED MNATIORS. TIME SPENT AMD MOBILE we

SHARE DATA FROM GWI (23 2024) NOTES: PERCENTAGE CHAMNGE FIGURES SHOW RELATIVE YEAR-OMN-YEAR CHANGE, “BPS” FIGURES REPEESEMT BASIS POIMTS, AMD SHOW ABSOLUTE YEAR-OM-YEAR

e CHAMGE COMPARABILITY: SOURCE AMD BASE CHAMGES, ALL FIGURES USE THE LATEST AVAILABLE DATA, BUT SOME SOURCES DO MOT PUBLISH REGULAR UPDATES, 50O FIGURES MAY UNDER-EEPRESEMT uref (0) MEItwuter
ACTUAL LISE, 5EE MOTES OM DATA Snclul



INTERNET USE OVER TIME (YOY) *

NUMBER OF INDIVIDUALS USING THE INTERNET, AND YEAR-ON-YEAR CHANGE
VIETNAM

781 M 79.1M 79.6 M 798 M

131 M

55.0M

495M '

JAN JAN JAN JAN

| + c +6.8% +0.6%
2015 2016 2017 2018 2019

SOURCES: KEPIOS AMALYSIS; ITU; GSMA INTELLGENCE; EURCSTAT, GOOGLE'S ADVERTISING RESOURCES; CHMIC; KAMTAR & LAMAL GOVERMMEMT RESC
SHOWR REXT TO FIGURES ABOVE BARS, "K™ DEMOTES THOUSARMDS [EG. "123 K 23,000), “M" DENOTES MILLIONS {EG i Al
WHERE MO LETTER |5 PRESEMT, WALLES ARE SHOWM AS 15, COMPARABILITY: 5OURCE AMD BASE CHAMGES. ALL FIGURES USE T ! ]
JPDATES, 50 FIGURES FOR RECEMT PERICDS MAY LINDER-REPRESENT ACTUAL USE, SEE NOTES O DATA

41.5M

2024 2025

are, . <O>Mel
SDCiﬂl eltwater



INTERNET ADOPTION RATE OVER TIME (YOY) *

NUMBER OF INDIVIDUALS USING THE INTERNET AS A PERCENTAGE OF TOTAL POPULATION, AND YEAR-ON-YEAR RELATIVE CHANGE
VIETNAM

78.6% 79.1% 79.1% 78.8%

14.2%
| | | |
| +0.6% -0.02%
JAN

JAN JAN
2020 2021 2022 2023 2024 2025

JAN
2015

SOURCES: KEPIOS ANALYSIS; ITU, GSMA IMTELLIGEMCE; ELUROSTAT GOOGLE'S ADVERTISIMG RESOURCES; CRMI ARTAR & [AMAL GOVERMMENT RESOURCES; UMITED MATIORNS. NOTES: PERCENTAGES we
I T WHITE CIRCLES SHOW THE RELATIVE CHAMGE IM IMTERMET ADOPTION v, THE PREVIOUS PERICD {1LE. AR INCREASE OF 20% FROM A STARTING VALUE OF S0% WOULD EQUAL 60%, MOT 70%)
o COMPARABILITY: SOURCE AMD BASE CHAMNGES. ALL FIGURES WSET LATEST AVAILABLE DATA, BUT SOME SQURCES DO MOT PUBLISH REGULAR UPDATES, 30 FIGURES FOR RECENT PERIODS MAY URDER ure (0) MEItWﬂter

REPRESENT ACTUAL ADOPTION. SEE NOTES QN DATA SDCIuI



INTERNET USER PERSPECTIVES *

INTERNET USER NUMBERS PUBLISHED BY DIFFERENT SOURCES
VIETNAM

INTERNET USERS: INTERNET USERS: INTERNET USERS:
KEPIOS v CIA WORLD FACTBOOK

79.8 A 75.0

MILLION MILLION MILLION

vs. POPULATION vs. POPULATION vs. POPULATION

78.8% 78.1% 74.0%

Cowe
POPULATICON TO DERIVE WALUES FOR “va, POPULATION®, KEPIOS CAPS INTERMET ADOPTION AT 9% OF THE TOTAL POPULATION, COMPARABILITY: POTENTIAL MISMATCHES. IMTERMET LISER FIGLRES GYUCTED ure (o) MEItWﬂter

SOURCES: A5 STATED ABOVE EACH ICON. NOTES: WHERE SOURCES PUBLISH INTERMET ADCPFTION AS A PERCEMTAGE (I.E. PEMETRATION), WE COMPARE THE LATEST PUBLISHED ADOPTION RATES WITH THE
e ATEST FIGURES FOR POPLLATION TO DERIVE ABSOLUTE USER MUMBERS. WHERE SOURCES PUBLISH ABSOLUTE USER MUMBERS, WE COMPARE THESE ABSOLUTE USER FIGURES WITH THE LATEST FIGURES FOIF
-
EL3EVYHERE IM THIS REFORT USE DATA FROM MULTIFLE SOURCES, IMCLLUDING SOURCES MOT FEATURED QM THIS SLIDE 5“C|ﬂ|



DAILY TIME SPENT USING THE INTERNET *

AMOUNT OF TIME THAT INTERNET USERS AGED 16+ SPEND USING THE IMTERNET EACH DAY

VIETHAM

DAILY TIME SPENT USING THE TIME SPENT USING THE TIME SPENT USING THE INTERNET MOBILE'S SHARE OF TOTAL
INTERNET ACROSS ALL DEVICES INTERNET ON MOBILE PHONES ON COMPUTERS AND TABLETS DAILY INTERNET TIME

6HOSM 3H20M 2HA45M 54.9%

we
e SOURCE: G\W| (@3 2024) COMPARABILITY; CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA are, (0) Meltwqter

social



MAIN REASONS FOR USING THE INTERNET *

PRIMARY REASONS WHY INTERMNET USERS AGED 16+ USE THE INTERNET

VIETMAM

STAYING IN TOUCH WITH FRIENDS AND FAMILY 69.0%

FINDING INFORMATION 66.7%

KEEPING UP TO DATE WITH NEWS AND EVENTS R

WATCHING VIDEOS, TV SHOWS OR MOVIES 56.2%

ACCESSING AND LISTENING TO MUSIC 50.4%

FILLING UP SPARE TIME AND GENERAL BROWSING 48.3%

RESEARCHING HEALTH ISSUES AND HEALTHCARE PRODUCTS 46.4%

FINDING NEW IDEAS OR INSPIRATION 45.0%

RESEARCHING PRODUCTS AND BRANDS 42.8%

3015
38.64
38.4%
361%
R :; 5

34.5%

we
e SOURCE: GW| (@3 2024) COMPARABILITY: CHANGES IM AUDIENCE COMPOSITION AMD SURVEY METHODOLOGY. SEE MOTES ON DATA, are, (0) MEItWﬂter
social



DEVICES USED TO ACCESS THE INTERNET *

PERCENTAGE OF INTERMNET USERS AGED 16+ WHO USE EACH KIND OF DEVICE TO ACCESS THE INTERMET

VIETMAM
MOBILE PHONE [ANY) 97.7%
SMARTPHONE 95.4%
LAPTOP OR DESKTOP (ANY) 60.1%
PERSONAL LAPTOP OR DESKTOP 51.0%

TABLET DEVICE 30.2%

WORK LAPTOP OR DESKTOP 28.2%

CONNECTED TELEVISION 27.1%

12.8% SMART HOME DEVICE

- 5.6% VIRTUAL REALITY DEVICE
- 5.1% GAMESCONSOLE
- 4.5% FEATURE PHONE

. we
SOURCE: GWI (33 2024] NOTE: WHITE BARS IDENTIFY . MEINATION OF DY AT ARE ALSO SHOWN INDIVIDUALLY ON THS CHART FOR EXAMPLE, "MOBILE PHONE HOWS Tl are.
e | PTYY IE" AN . IE". COMPARABILITY: CHAN N VEY b IOTES ON DATA sooidl <O MEItWUter



INTERNET CONNECTION SPEEDS *

MEDIAMN SPEEDS AND LATENCY FOR MOBILE AND FIXED INTERNET CONNECTIONS
VIETNAM

MEDIAN SPEED OF YEAR-ON-YEAR CHANGE IN MEDIAN SPEED OF YEAR-ON-YEAR CHANGE IN
MOBILE INTERNET MEDIAN SPEED OF MOBILE FIXED INTERNET MEDIAN SPEED OF FIXED
CONNECTIONS INTERNET CONNECTIONS CONNECTIONS INTERNET CONNECTIONS

DOWNLOAD (MBPS) A DOWNLOAD : DOWNLOAD (MBPS) A DOWNLOAD

75.72 +609% 153.99 +46.6%

UPLOAD (MBPS) A UPLOAD UPLOAD (MBPS) A UFLOAD

23.23 +191%  127.84 +26.7%

LATENCY [MS) A LATENCY LATENCY {MS) A LATENCY

21 -8.7% 3 0%

SOURCE: OOKLA. NOTES: FIGURES REPRESENT MEDIAN DOWMLOAD AND UPLOAD SPEEDS IN MEGABITS PER SECOND, AND MEDIAM CONMNECTION LATEMCY IN MILLSECOMDS, FOR THE THREE-MONTH we
PERICD ENDING IN NOVEMBER 2024, VALUES DENOTED BY “A" SHOW YEAR-ON-YEAR CHANGE. GUIDAMCE: A NEGATIVE VALUE FOR YEAR-OMN-YEAR CHANGE IN LATENCY REPRESEMNTS AN IMPROVEMEMT, ar ( )I""l I
BECALSE LOWER LATEMCY SHOULD RESULT IM FASTER COMTENT DELIVERY. COMPARABILITY: STARTING IN MAY 2024, VALUES REPRESENT ROLUNG QUARTERLY AVERAGES. FRIOR TO MAY 2024, VALUES Sﬂgiul o € twqter

REPRESENTED SIMNGLE-MOMTH AVERAGES




MOBILE INTERNET CONNECTION SPEEDS (QOQ) *

MEDIAN DOWNLOAD SPEEDS FOR MOBILE INTERNET CONNECTIONS (IN MBPS)

VIETMAM

15.72

5695
51.65

o 5099
14.26 47.08 47.06

+6‘° ' 004'4-9"

APR JUL JAN
2023 2023 2023 2024

39.59

JAN
2023

sxes= CHAMGE IN SOURCE REPORTING METHODOLOGY -==s=mssmsrerereass

APR
2024

JuL e oct e JAN

2024 2024 2025

: we
SOURCE: OOKLA. NOTES: FIGURES REPRESENT MEDIAN DOWNLOAD SPEEDS (IM MEGABITS PER SECOND). PERCENTAGE CHANGE VALUES SHOWN IN THE WHITE CIRCLES REPRESENT THE CHAMGE BETWEEM
e STATED PERIODS. COMPARABILITY: STARTING IN MAY 2024, VALUES REPRESENT ROLLING QUARTERLY AVERAGES. PRIOR TO MAY 2024, VALUES REPRESENTED SINGLE-MONTH AVERAGES gorec|u| (0) MEItWﬂter



FIXED INTERNET CONNECTION SPEEDS (QOQ) *

MEDIAN DOWNLOAD SPEEDS FOR FIXED INTERNET CONNECTIONS (IN MBPS)

VIETMAM

151.69 153.99

[VAWA,

105.04 107.25
91.60 93.31 93.11

APR JUL JAN APR
2023 2023 2023 2024 2024

80.27

JAN
2023

=== CHAMGE IN SOURCE REPORTING METHODOLOGY r=ssxssasasnsases

JuL e ocT e JAN

2024 2024 2025

SGURCE” WA NOTES.”-_ RES REFRESEMT MEDIAL HOWLOCIAD SPEEDS I mA > & % PER SECOMD). PERCEMTAGE ¢ AR WA ES SHOWE 1M THE W TE CIRCLES REPRESEMT TI { AR BETWEER

we
e STATED PERIODS. COMPARABILITY: STARTING IN MAY 2024, VALUES REPRESENT ROLLING QUARTERLY AVERAGES. PRIOR TO MAY 2024, VALUES REPRESENTED SINGLE-MONTH AVERAGES e . ggglﬂl (0) MEItWﬂter




SHARE OF WEB TRAFFIC BY DEVICE *

PERCENTAGE OF TOTAL WEB PAGES SERVED TO WEB BROWSERS RUNNING ON EACH KIND OF DEVICE

WIETMNAM

MOBILE LAPTOP AND TABLET OTHER
PHONES DESKTOP COMPUTERS DEVICES DEVICES

83.31% 15.09% 1.60% 0%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
-1.3% +6.9% +11.1% 0%
-114 BPS +98 BPS +16 BPS [UNCHANGED]

we
MOT F0%). “BPS* VALUES REPRESEMT BASIS POINTS, AMD INDICATE THE ABSOLUTE CHAMGE. FIGURES MAY MOT SUM TO 100% DUE TO ROUNDIMNG. WHERE VALUES SHOW AS “+A°, THE GROWTH VALUE DOES are (o) MEItWﬂter

SOURCE: STATCOUMTER. MOTES: FIGLRES REPRESEMT THE MUMBER OF WEB PAGES SERVED TO BROWSERS RUMMIMG O EACH TYPE OF DEVICE COMPARED WITH THE TOTAL MUMBER OF WEB PAGES SERVED
e O BROWSERS RUNNING QM AMNY DEVICE IM DECEMBER 2024, PERCENTAGE CHAMGE WALUES REPRESEMT RELATIVE CHAMGE (LE. AM INCREASE OF 20% FROM A STARTING VALUE OF S0% WOULD EGUAL &60%
-
MNOT FT IM THE AVAILABLE SPACE. THIS IS TYPICALLY DUE TO CALCULATIONS IMVOLIVIMG GROWTH FROM A STARTIMG POIMT OF ZERD OR NEAR ZERC SGCIuI




MOBILE’S SHARE OF WEB TRAFFIC (YOY) *

SHARE OF TOTAL WEB TRAFFIC (PERCENTAGE OF WEB PAGE REQUESTS) ORIGINATING FROM WEB BROWSERS RUNNING ON MOBILE PHOMNES
VIETNAM

B5.74%  B44s%  g331%

51.10%
40.13%
34.16%
24.40% 24.05%
17.43% ' ' 16.03% IG 23%
+4DD e e +680
DEC

DEC DEC DEC DEC
2021 2022 2023 2024

o SOURCE: STATCO FE NOTES: | IRES REPR JUMBER OF WEB P# 2 WEB BROWSERS P ) 4 M OMPARED WIT ., F WEB PAG we (O)M I
VER BROWSERS RUNNING ON ANY DEVICE, PERCENTAGE CHANGE VALUES IN THE WHITE CIRCLES REPRESENT RELATIVE CHANIGE 1. AN INCREASE OF 20% FROM A STARTING VALUE OF 50 WOU are,
. . socidl eltwater



SHARE OF MOBILE WEB TRAFFIC BY MOBILE OS *

PERCENTAGE OF WEB PAGE REQUESTS ORIGINATING FROM MOBILE HANDSETS RUNNING EACH MOBILE OPERATING SYSTEM IN DECEMBER 2024

VIETMAM

I 0.50% SsAMSUNG

0.01% BLACKBERRY OS

0.03% OTHERS

SOURCE: STATCOUMNTER. MOTES: FIGURES REPRESEMT T MUMBER OF WEB PAGES SERVED TO BROWSERS OM MOBILE PHOMES RUNMNING EACH OPERATIMG SYSTEM COMPARED WITH OTAL MUMBER OF we
o ] } " - o b I':.'- 1. BRY ’ f‘.. M DEC | .'-Z xl'.x: | 3 I.-' ‘...-"-.‘J':':\- REFER QLY TO HII',':I ol | 5 RURRIMNG QOPERATIMG SYSTEMS DEVELOPED BY SAMSUNG [E.G. BADA AMD TIZEM) ure (0) Meltwuter

O MOT INCLUDE 5AMSUMNG DEVICES RUMMIMNG AMDROID, FIGURES MAY MOT SLIM ',HI | JE T ROUMDIMG SGCi‘uI



SHARE OF WEB TRAFFIC BY BROWSER

PERCENTAGE OF TOTAL WEB PAGES SERVED TO EACH BRAND OF WEB BROWSER RUNNING ON ANY DEVICE

VIETMAM

62.90%

25.23%

- 409% coccoc
- 3.35% SAMSUNG INTERNET
. 1.87% uCBROWSER

I 1.16% EDGE

I 0.70% oOPERA

I 0.70% OTHERS

e SOURCIE . .:. :..T: } NDTESI: H,} | I?'.. i _,,_I.I . II.I.I“ . |_+_ “. i II . I (VEL EACH BROWYSER A RCEMTACE C Py [ 0 T WEB B yERS RUMMIL I 1ML gggiul (o) MEItwuter



TOP TYPES OF WEBSITES VISITED AND APPS USED *

PERCENTAGE OF INTERNET USERS AGED 16+ WHO HAVE VISITED OR USED EACH KIND OF DIGITAL PROPERTY IN THE PAST MONTH
VIETNAM

CHAT AND MESSAGING 05.8%

SOCIAL NETWORKS 95.7%

87.8%

SEARCH ENGINES OR WEB PORTALS 87.1%

SHOPPING, AUCTIONS, OR CLASSIFIEDS 82.3%

MAPS, PARKING, OR LOCATION-BASED SERVICES 60.5%

ENTERTAINMENT 55.2%

MOBILITY SERVICES (E.G. RIDE-HAILING, BIKE HIRE) 53.1%

51.4%
1
K ¢ 7%

4
K ¢ 3

9%

32.5%

o CHANGED I\ GWI' 04 2023 SURVEY, SO VALUES ARE NOT COMPARABLE WITH VALUES UBLSHED INPREVIOUS REPORTS 1+ e CUSTORERRTORTGRITT € are. | <O>Meltwater



WEBSITE VISITS VISITORS TIME PAGES WEBSITE VISITS VISITORS TIME PAGES
IMONTHLY AVE]  IMONTHIY AVE]  PER VISIT PER VISIT IMONTHLY AVE]  (MONTHIY avE]  PER VISIT PER VISIT

01 GOOGLECOM 1.57 B 84.0 M 11M 075 7.99 11 DANTRI.COMVN 64.8 M 10.9 M 12M 245 4.95
02 YOUTUBE.COM 337 M 229 M 21M 185 12.45 12 GOOGLECOMYN 597 M 750M SM 508 5.45
03 FACEBOOK.COM 424 M 242 M 16M 4835 24.3%9 13 BAOMOLCOM 582M 149 M M O35 5.4%
04 SHOPEEVM 171 M 548 M AM 475 5.80 14 THUVIENPHAPLUATVM 525M 254 M 6M 285 291
05 VNEXPRESS.NET 129 M 17.6 M 4M 525 4.68 15 TIKTOK.COM 51.0M @74M 10M 155 11.92
06 ZALOME 108 M 18.9 M 6M 255 4.85 16 TUOITREVN 47.8 M 13.1 M 2ZM 565 2.54
07 CHATGPT.COM 101 M 100M AM 545 3.66 17 VIETNAMMNETVM 41.6 M 13.3 M 1M 585 2.99
08 TRUYENQGTO.COM 88.7 M 4.49 M 20M 595 2.24 18 TRUYENFULLIO J9.1 M 1.80 M 26M 455 @72
09 VIETIACK.COM 750M 169 M 9OM 395 3.93 19 YAHOO.COM 379M 401 M 8M 045 4.58
10 24H.COMNYN 649 M B.64 M 9M 575 4.42 20 WIKIPEDIA.ORG 379M 11.2M 3M 315 283
SOURCE: SIMILARWEE. RAMEING AMD VALUES BASED OM TRAFFIC BETWEEN 01 SEPTEMBER AMD 30 MNOVEMBER 2024, NOTES: VALUES IM THE "UNIGUE VISITORS" COLUMM REPRESEMT T MUMBER O we
1 ICT IDENTITIES” ACCESSING EACH 5l SUT MAY MOT REPRESENT UMNIGUE INDIVIDUALS, AS SQME PEQPLE MAY LISE MULTIFLE DEVICES OR BROWSERS. VALUES FOR “TOTAL VISITS® ARD “UMNICILUE
VISITORS® REFRESEMT MOMNTHLY AVERAGES, FIGURES EMDIMNG IM " I BILLIOMS; FIGURES ERMDIMNG IM “p" ARE 1M MILLICME; FIGURES EMDING IM "K™ ARE I THOUSAMNDS, TIME SHOWM IN MINUTES AMD uref (0) MEItWﬂter
SECORDS. ADVISORY: SOME SITES FEATURED IT 5 RA I MTAIN ADULT COMTEMT, VIRUSES, MALWARE, OR OFFENSIVE CONTEMT. READERS SHOULR AVOID VISITING UNKMOWHN DOMAINS SOC|UI

TOP WEBSITES: SIMILARWEB RANKING

SIMILARWEB'S RANKING OF THE MOST VISITED WEBSITES, BASED ON WEBSITE TRAFFIC BETWEEN O1 SEPTEMBER AND 30 NOVEMBER 2024

TOTAL UNIQUE AVERAGE AVERAGE TOTAL UNIQUE AVERAGE

*

VIETMAM

AVERAGE




01 GOOGLECOM 1.61B 80.5M 12M 395 5.04 11 TRUYENFULLIO 63.2M 3.14M 38M 075 713
02 YOUTUBE.COM O7M 53.8M 22M 145 6.65 12 COCCOC.COM 53.9M 3.00M 15M 265 3.02
03 FACEBOOK.COM 388M J8.5M 20M 315 11.06 13 TIKTOK.COM 31.0M 14.8M 14M 405 10.78
04 VMNEXPRESS.MNET 121M 15.4M 10M 105 275 14 KENH14VMN 49.8M 7.53M M 215 234
05 SHOPEEVM a1.7M 24.5M 1TM 155 4.22 15 VIETIACK.COM 49 40 9.35M 14M 055 3.29
06 GOOGLECOMNVN 80.4M 8.09M BM 215 4,12 16  WIKIPEDIA.ORG 48.2M 15.6M 9M 245 233
07  ZALOME 797M 21.4M 14M 125 2.26 17 THEGIOIDIDOMNG.COM 48.2M 18.1M BM 205 224
08 24H.COMVN 74.6M 8.4TM 12M 065 272 18 TUOITREVN 44.3M 8.39M M 225 2.02
09 CHATGPT.COM 73.7M 8.25M 7M 455 2.52 19 MSN.COM 40.6M 1.54M 21M 375 4,10
10 DANTRL.COMNN 69 2M 231M 16M 405 271 20 THUVIENPHAPLUATVN 40.2M 13.4M 32M 0BS 277
SGU.RCE:.. ARLISE I..I 1L | 5 R 2 ._”.._; IC ALl \ , ...‘. :. F. 2024, NOTE: .— JES \ Il '.|. \ ) | | PRES I \I ' I i JEMTITIES — a3ING ; AC we
o T 1o L o Ayt S0u T A T s o s o o s on QS COD Meltwater

TOP WEBSITES: SEMRUSH RANKING

SEMRUSH'S RANKING OF THE MOST VISITED WEBSITES, BASED ON WEBSITE TRAFFIC IN NOVEMBER 2024

AVERAGE
TIME
PER VISIT

AVERAGE
PAGES
PER VISIT

AVERAGE
TIME
PER VISIT

TOTAL
VISITS

[RACIMTHLY AVE)

UNIQUE
VISITORS

[MOMTHLY AVE)

TOTAL
VISITS

[MEMTHLY AVE.]

UNIQUE
VISITORS

{MOMTHLY AVE)

WEBSITE

WEBSITE

*

VIETHAM

AVERAGE
PAGES
PER VISIT




APP RANKING: MONTHLY ACTIVE USERS *

MOBILE APPS AND GAMES RANKED BY AVERAGE MONTHLY ACTIVE USERS BETWEEN 01 SEPTEMBER 2024 AND 30 NOVEMBER 2024
VIETNAM

01 FACEBOOCK META 01  ARENA OF VALOR SEA
02 ZALO WNG 02 FREEFIRE SEA
03 YOUTUBE GOOGLE 03 ROBLOX ROBLOX
04  FACEBOOK MESSEMNGER META 04  PUBG MOBILE TENCENT
05 TIKTOK BYTEDANCE 05 MINECRAFT POCKET EDITION MICROSOFT
06 GOOGLE GOOGLE 06  TALKING TOM GOLD RUN JINKE CULTURE - QUTHITY/
07 CHROME BROWSER GOOGLE 07  PLAY TOGETHER HAEGIN
08 SHOPEE SEA 08 CHESSCOM CHESS.COM
09 GOOGLE PLAY SERVICES GOOGLE 09  SUPREME DUELIST STICKMAN NERON'S BROTHER
10  GOOGLE MAPS GOOGLE 10  CANDY CRUSH SAGA ACTIVISION BLIZZARD

o SEURCE I ~=;..I:_-.1' RANK I\ 1D N?\Tisl ¥ I & YOUTUR |}|1||+I -J'..-.* S e . | R g:rueziul (O)MEItwuter



#

o1

02

03

04

05

06

a7

08

09

10

MOBILE APP

ZALO

MB BANK

TIKTOK

THREADS

VNEID

SHOPEE

FACEBOOK

TIKTOK NOTES

CHATGPT

CAPCUT

COMPANY

VNG
MB BANK
BYTEDANCE

META

TRUNG TAM DU LIEU
QUOC GIA VE DAN CU

SEA

META
BYTEDANCE
OPENA|

BYTEDANCE

e SOURCE: DATA Al [A SEMS0ER TOWER COMPARY]. NOTES: RANEINGS BASED OM COMBINED LISER AL
30 MNOVEMBER 2024

APP RANKING: DOWNLOADS

RANKING OF MOBILE APPS AND MOBILE GAMES BY TOTAL NUMBER OF DOWNLOADS BETWEEN 01 SEPTEMBER 2024 AND 30 NOVEMBER 2024

*

VIETMAM

# MOBILE GAME COMPANY

o1

02

03

04

05

06

a7

08

09

10

FREE FIRE

ARENA OF VALOR

ANNOYING PUZZLE GAME

TALKING TOM GOLD RUN

ROBLOX - VNG

OFFLINE GAMES - NO WIFI GAMES
MINI GAMES: CALM & RELAX

PLAY TOGETHER

DAU TRUONG LOKAPALA VTC GAME

X-SAMKOK

R 2024 ARND

SEA

SEA

GPLAY JSC

JINKE CULTURE - OQUTFIT/

VNG

JINDOBLU

ONESOFT

HAEGIN

VTC

4399

we
are <OD Meltwater

social



APP RANKING: CONSUMER SPEND *

RANKING OF MOBILE APPS AND MOBILE GAMES BY TOTAL COMNSUMER SPEND BETWEEN O1 SEPTEMBER 2024 AND 30 NOVEMBER 2024
VIETNAM

01 TIKTOK BYTEDANCE 01  COINMASTER MOON ACTIVE
02 TELEGRAM TELEGRAM 02  ARENA OF VALOR SEA
03 YOUTUBE GOOGLE 03  FREEFIRE SEA
04 CAPCUT BYTEDANCE 04  CANDY CRUSH SAGA ACTIVISION BLIZZARD
05 GOOGLEONE GOOGLE 05  RISE OF KINGDOMS LILITH
06 VIEON DZONES HUB 06  X-SAMKOK 4399
07  WEPLAY WEJOY 07 PUBGMOBILE TENCENT
08 ZALO VNG 08 ZOMBIE WAVES FUN FORMULA
09 TINDER MATCH GROUP 09 LEAGUE OF LEGENDS: WILD RIFT TENCENT
10  CHATGPT OPENA| 10 BANCAWVUI - LE HOISAN CA CONG TY TNHH GAME VIET

o SGIURCEI I:-Z 2024 '.I' *lf y I' FE \\I.:DTFSF 3 .I." ='..".\ J .\. }.'-' P .J}... JI=:-.':I J Fl 5, Al .‘-. I I +I I I} } I L ”Z I RCE I ML 'I.ZIII A ."-I'.I -. .':I'.I'.. - g;gi‘ul (0) MEItWﬂter



ACCESSING ONLINE INFORMATION *

PERCENTAGE OF INTERNET USERS AGED 16+ WHO ENGAGE IN EACH KIND OF ONLINE ACTIVITY
VIETNAM

USE A SEARCH ENGINE (E.G. GOOGILE, USE VOICE ASSISTANTS (E.G. SIRI, GOOGLE VISIT SOCIAL NETWORKS TO LOOK FOR
BING, DUCKDUCKGO) EACH MONTH ASSISTANT) TO FIND INFORMATION EACH WEEK INFORMATION ABOUT BRANDS AND PRODUCTS

87.1% 20.7% 60.6%

USE IMAGE SEARCH TOOLS (E.G. GOOGLE LENS, SCAN A QR CODE ON A USE ONLINE TOOLS TO TRAMNSLATE TEXT
PINTEREST LENS) ON MOBILE EACH MONTH MOBILE PHONE EACH MONTH INTO DIFFERENT LANGUAGES EACH WEEK

34.0% 58.3% 34.5%

we
SOURCE: G\W| (23 2024] COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AMD SURVEY METHODOLOGY. SEE MOTES OM DATA are, (o) Meltwqter
o social



SHARE OF SEARCH ENGINE REFERRALS *

PERCENTAGE OF TOTAL WEB TRAFFIC REFERRED BY SEARCH ENGINES THAT ORIGINATED FROM EACH SEARCH SERVICE

VIETMAM

94.88%

- 398% coccoc

I 0.54% BING

I[]AB% YAHOO!
‘0_05% DUCKDUCKGO
0.02% YANDEX
0.01% BAIDU

‘ 0.04% OTHERS

o S‘OJI..IRCEI\l - .I? NﬂITEEII b:} I ‘ \I:: .::...# ::} ;::. :;,_I: I,‘_x__-__l_l. I:}:LI DRI 3 A EA E -E A5 A PERCEM E AL PAG IE FE L5 QORI 3 FRC g;giul (o) MEItwuter



TOP GOOGLE SEARCHES %

GIUERIES WITH THE GREATEST VOLUME OF GOOGLE SEARCH ACTIVITY BETWEEN 01 JANUARY 2024 AND 31 DECEMBER 2024

VIETHAM
01 PHM 100 11 GOOGLE 25
02 XOSG6 ga 12 XOSOMENBAC 25
3 LDiCH B2 13 GGHCH 22
04 XSMEB 36 14 FACEBOOK 18
05  XSMN 36 15 X0 SO HOM MAY 16
06 GG 35 16 FB 15
07 XO SO MEN NAM 34 17 DICH 14
08  THOITET 31 18 VN 13
09 YOUTUBE 28 19 SXMB 13
0 LKH 26 20 SO X0 11

SOURCE: SO0 . : CIM SEARC ; : . F HE!TI.‘.: 1 i -..-' . : ks . ALIER we
B L e ool gD et




ONLINE SHOPPING



ACCOUNT WITH A
FIRAMCIAL INATITUTIOMN

56.1%

FEMALE
52.5% 59.9%

MADE A DIGITAL
PAYMEMT [PAST YEAR)

42.0%

FEMALE rAALE
40.3% 43.8%

e SOURCE: W K. HOTES: MWE FRGLIR

CREDIT CARD
OWMERSHIP

5.6%

FEMALE MALE
4.0% 1.3%

MADE A PURCHASE USING A MORBILE
PHOME CR THE IMTERMET {PAST YEAR)

40.4%

o
FEMALE MALE
42.1% 38.5%

FINANCIAL INCLUSION FACTORS

PERCENTAGE OF THE TOTAL POPULATION AGED 15+ THAT OWNS OR USES EACH PROCDUCT OR SERVICE

DEBIT CARD
OWMERSHIF

48.9%

FEMALE MALE
45.5% 52.4%

LSED A MOBILE PHOME OR THE
INTERMET TO SEMD MOMEY [PAST YEAR)

31.6%

FERAALE MALE
29.9% 33.4%

VIETHAM

MOBILE MONEY ACCOUNT
[EG. MPESA, GCASH]

16.5%

FEMALE MALE
14.7% 18.3%

USED A MOBILE PHOME OR THE
IMTERMNET TO PAY BILLS [PAST YEAR]

25.0%

FEMALE MALE
24.5% 25.6%
we

: m;..;;;..'um are,
s <O> Meltwater



WEEKLY ONLINE SHOPPING ACTIVITIES *

PERCENTAGE OF IMTERMET USERS AGED 14+ WHO ENGAGE IM SELECTED ECOMMERCE ACTIVITIES EACH WEEK

VIETHAM
PURCHASED A PRODUCT CORDERED GROCERIES BOUGHT A SECOND-HAND USED AN ONLINE PRICE USED A BUY NOW,
OR SERVICE OMNLIMNE VIA AN OMLUNE STORE ITEM VIA AN ONLINE STORE COMPARISOM SERVICE PAY LATER SERVICE

60.6% 24.7% 13.4% 24.5% 12.3%

we
SOURCE: SV (03 2024) COMPARABILITY: CHANGI | COMPOSITION AMND SURY Laleta T SOTES OM DATA are, r
e iql <O>Meltwate



OVERVIEW OF CONSUMER GOODS ECOMMERCE *

HEADLIMES FOR THE ADOPTION AMD USE QOF CONSUMER GOODS ECOMMERCE (B2C ONLY)

VIETHAM
MNUMBER OF PECPLE ESTIMATED TOTAL AVERAGE AMMNUAL SHARE OF 2024 CON3IUMER 2024 ONMNLUME PURCHASES vs.

PURCHASING COMNSUMER ANMNUAL SPEND ON REVEMNUE PER COMSUMER GO0ODS ECOMMERCE SPEND TOTAL CONSUMER GOODS
GOODS VIA ONLNE OMLUMNE CONSUMER GOODS GOODS ECOMMERCE ATTRIBUTABLE TO PURCHASES PURCHASE VALUE ACROSS
CHANMELS IN 2024 PURCHASES [USD, 2024) SHOPPER {USD, 2024} MADE Via MOBILE PHOMNES AlLL RETAIL CTHANMELS

27.0 $139 $499 551%  7.6%

MILLION BILLION
YEAR-OM-YEAR CHANGE YEAR-OM-YEAR CHAMNGE YEAR-OMN-YEAR CHAMGE YEAR-OM-YEAR CHANGE YEAR-ON-YEAR CHANGE
+7.6% (+1.9 MILLION]) +15.0% (+51.8 BILLION] +5.8% (+$27.20) +2.0% (+109 BPS) +7.0% (+50 BPS)
SOURCE: STATISTA 144 © NOTES: MER GOCDS” INCLUD : ER \RE: BEVER, TWARE STOIR o " . . we

SGMIFHCART B 3 . 2 B i | AL { MO CLIMPARABLE W ENICHES m.ul



ECOMMERCE: CONSUMER GOODS CATEGORIES *

ESTIMATED ANMUAL SPEND IN EACH COMNSUMER GOODS ECOMMERCE CATEGORY [B2C OMLY U5 DOLLARS, FULL-YEAR 2024)

VIETHAM

ELECTRONICS 83178

52.82B

51.088
950N

i

-

sonn

SS90 M

_ $3B0 M OVER-THE-COUNTER PHARMACEUTICALS
_ $330 M PHYSICAL MEDIA

B $90.0M evewear

SOURCE TR MOTES: & S N B - . - L S . ' we
FUYSICAL MEDIA’ CATEGORY SOES NOT INCLUDE DIGTAL DOWNIOADS R STREAMING. Ty 5 EREvISK R CATECLORY DEFINTION CHANGES. IGURES 4 are. = <O>Meltwater
e HYSCALIEL i .. COMPARABILITY: SIGHIFICANT MABICHR MNOT ial



ONLINE PURCHASE DRIVERS *

PERCENTAGE OF IMTERMET USERS AGED 14+ WHO SAY EACH FACTOR WOULD ENCOURAGE THEM TO COMPLETE AN ONLINE PURCHASE
VIETHAM

FREE DELIVERY 52.6%

CUSTOMER REVIEWS 39.3%

COUPOMNS AND DISCOUNTS 38.6%

EASY RETURNS POLICY 34.2%

CASH ON DELIVERY 31.8%

SIMPLE ONLINE CHECKOUT N.1%

SOCIAL LIKES & COMMENTS 29.5%

ECO-FRIENDLY CREDENTIALS 21.7%

0%
12.5%
1281

137%

7%

1204

025

we
SOURCE: SV (03 2024) COMPARABILITY: CHANGI | COMPOSITION AMND SURY Laleta T SOTES OM DATA are, r
e iql <O>Meltwate



TOP GOOGLE SHOPPING SEARCHES *

SHOPPING GILUERIES WITH THE GREATEST YOLUME OF GOQGLE SEARCH ACTIVITY BETWEEN O1 JANUARY 2024 AND 31 DECEMBER 2024

VIETHAM
01 IPHONE 100 1 XEDAP 35
02 DICH 92 12 OPFPO 33
03 SAMSUNG &1 13 GGDICH 33
04 GRY BS 14 SHOPEE 29
05 BONGHO 58 15 MAY TiNH 28
06  DIEN THOA 49 16 GOOGLE 27
07 SACH 45 17 LEGOD 26
08 GG 39 18 NIKE 25
09 GAME 38 19 REDMI 23
10 XEMAY i 20 LAPTCH 23

!EII.JI.I:!: #l . | o : iy '. : ..'-' MOTES: & L, O : F ] we
HORSIN GUERIES ARE AS FUBUISHED | 8 15" T ENABIE READERS TO IDEN - e AR e Ho el s ety
O Lo are. | <O>Meltwater

ADVISORY: ; FEES DYMAMIC SAMPLING, 50 ; I MAY WA i o : Feg | ¥ 1al




ONLINE GROCERY SHOPPING OVERVIEW *

HEADLIMES FOR THE ADOPTION AMD USE OF ONLINE GROCERY ORDERING AND DELIVERY SERVICES

VIETHAM
NUMBER OF PEOPLE YEAR-ON-YEAR CHANGE TOTAL ANMNUAL VALUE YEAR-OMN-YEAR CHANGE AVERAGE ANMNUAL SPEND
ORDERING GROCERIES IN THE NUMBER OF PEOPLE OF ONUNE GROCERY IN MARKET WVALUE: ONLINE PER USER: ONLINE GROCERY
VIA OMLUMNE PLATFORMS BUYING GROCERIES OMNLINE ORDERS (USD, 2024 GROCERY ORDERS ORDERS {USD, 2024)

14.6 +12.5% $1.77 +273% $121

MILLION +1.62 MILLION BILLION +$380 MILLION

SOURCE: STATISTA MAF : NOTES: DO & : €501 RE AND HOUSEHO : AMERCE, AND IAEAL RECIFE I . we
e ASES POINTS, / ATE A LAMGE, COMPARABILITY: BASE ARD CATEGORY DEFMITION CHAMGES. FIGURES ARE MO COMIARABLE W _ AERTS social (0) M'EltWﬂtE



FLUIGSHTS

$5.08

BILLION

YEAR-OM-YEAR CHAMGE

+10.2% (+$470 MILLION)

HOTELS

$935

MILLION

YEAR-ON-YEAR CHANGE
+7.9% (+$68 MILLION)

TEAIMS

$154

MILLION

YEAR-OMNYEAR CHAMGE
+8.6% (+312 MILLION])

PACKAGE HOLIDAYS

$759

MILLION

YEAR-OM-YEAR CHAMGE
+11.0% (+5$75 MILLION)

ONLINE TRAVEL AND TOURISM

ANMNUAL ORLME SPEND ON TRAVEL AMND TOURISM SERVICES (U5, DOLLARS, FULL-YEAR 2024

CAR REMTALS

$419

MILLION

YEAR-OM.YEAR CHAMGE
+7.3% (+528 MILLION)

VACATION REMTALS

$199
MILLION
YEAR-OM-YEAR CHAMGE
+7.3% [+514 MILLION)

VIETHAM

LOMNG-DISTAMCE BUSES

$165

MILLION

YEAR-OM-YEAR CHAMGE
+9.2% (+314 MILLION)

CRUISES

$1.20

MILLION

YEAR-OM-YEAR CHANGE
+11.3% (+5122 THOUSAND)

HARIMNG, RIDE-HAIURMG, OF CHAURFELIR ZERYICES, COMPARSEIMTY: BA5E AN CATEGORY DERAMITHRIN CHAMGES, FESUIRES ARE BMOT CLAMPARABLE WITH PREVHILS REFCIRTS

SOURCE: STATISTA KMARKET IMSIGHTE. NOTES: ORIl IS LUDES PLFCHASES rADE VA ONUNE CHARMMELS FIGRLIREES REPRESERT ESTIMATES ©OF FLLL-YEAR REVERLIES FOR 2024 I LS EHLARS, AR we
COMPARISCMS WITH EGLINALENT VALUES FOR THE PREVICLS CALENDAR YEAR. VALUES DO NOT INCIUDE REVENUIES ASSOHCIATED WITH PUBLIC TRAMSPORT, MOM-COMMERCLAL FLIGHTS, FERRIES, TAMS, RIDE are, | (0) M'EltWﬂtEr



ONLINE RIDE-HAILING OVERVIEW *

HEADLIMES FOR THE ADOPTION AMD USE QOF OMNLINE RIDE-HAILING SERVICES
VIETHAM

NUMBER OF PEQOPLE YEAR-OMN-YEAR CHANGE [N TOTAL ANMNNUAL VALUE OF YEAR-OMN-YEAR CHANGE IN  AVERAGE ANMNUAL VALUE PER
USING ONUNE RIDE- THE NUMBER OF ONLMNE ONLUMNE RIDE-HAILNG MARKET VALUE: ONLIME RIDE-  USER: ONLUMNE RIDE-HAILNG
HAILING SERVICES RIDE-HAIUNG SERVICE USERS BOOKINGS (USD, 2024) HAILING BOOKINGS BOOKINGS (USD, 2024)

28.1 +74% $1.73 +8.8% $61.54

MILLION +1.94 MILLION BILLION +$140 MILLION

SOURCE: STATISTA FMARKET IMNSIGHTS. MOTES: I THIS COMTEET, “RIDE-HAILMG® EMCOMPASSES Of-DERMAMD TR AMSPOETAT IOM FACIUTATED Wia MOBILE APPS AMD OHLUME FLATFORMS. YALUES INCLUDE we
THE BCHIKIMNG CF RIDES I PRIVATE VEHICLES (E43. LABEK, LYFT, (38A8) AMND TEADITIOMAL TAX! SERYICES, CAMLY IMCLURES BOIKIMGS THAT ARE MADE WIE OMLUMNE SERVEES. HGLUIRES KEPRESEMT EXTIMATES
o FOR FULL-YEAR 2024, YALUES ARE B LS. DOHLARS. PERCEMTAGE CHARMCE WALLUES ARE RELATIVE |LE. AR INCREASE OFF 20X FEOM A STAITING WALLE OF 505 WDULD BQUAL 6%, MNOT 0% "BFS" WallIES nsnraciul (0) M'EltWﬂt'Er

ek Ul ki 4 =L LS AR L 1" REE . o LR
FEPRESENT BASIS POORTS, AMD IMDICATE ARSOLUTE CHARGE COMPARABILUTT: BASE AMD CATEGORY DEFIFITION CHARGES FIGLIRES ARE ROT CORPARAELE 'WATH PREVIENLS REPOER



DIGITAL FINANCE



USE OF ONLINE FINANCIAL SERVICES *

PERCEMTAGE OF IMTERMET USERS AGED 14+ WHO OWN OR USE EACH KIND OF DIGITAL FINAMNCIAL SERVICE

VIETHAM

USE A BANKING, INVESTMENT, USE A MOBILE PAYMENT OWN ANY FORM
OR INSURANCE WEBSITE OR SERVICE (E.G. APPLE PAY, OF CRYPTOCURRENCY
MOBILE APP EACH MONTH SAMSUNG PAY] EACH MONTH (E.G. BITCOIN, ETHER)

25.2% 24.0% 16.0%

we
SOURCE: CW1 (03 2074} COMPARABILITY: CHAMGES IM AUDIENCE COMPOSITION AND SURVEY METHODCUOGY,. SEE MOTES Of DATA are, (o) ME|twutEl'
e social




OVERVIEW OF CONSUMER DIGITAL PAYMENTS *

HEADLIMES FOR THE ADOPTION AMD USE OF DIGITALLY ENABLED PAYMENT SERVICES BY END COMNSUMERS

VIETHAM

MUMBER OF YEAR-ON-YEAR CHANGE TOTAL ANMNUAL VALUE YEAR-ON-YEAR CHANGE AVERAGE ANNUAL VALUE
PEOPLE MAKING IN THE NUMBER OF PECPLE OF DIGITAL PAYMENT IN THE VALUE OF DIGITAL OF DIGITAL PAYMENTS
DIGITAL PAYMENTS MAKING DIGITAL PAYMENTS  TRANSACTIONS (USD, 2024) PAYMENT TRANSACTIONS PER USER {USD, 2024}

366 +9.7% $32.2 +15.6% $880

MILLION +3.24 MILLION BILLION +$4.35 BILLION

SURCE STATISTa MARKET INSIGHIS NOREE: -IGHALATMENTS" NCUIDEMOBLE PO, AYUENTS £ BATMENTS VA AFWE ¥l OF SAMSUNG 1, 0 ECE, AND K2C DK we
o ASES POINTS. J ATE AB ME COMPARABILITY: H ( CYMEARABLE WITH PREYICILS social (0) MEItWﬂtE




ONLINE HEALTH & FITNESS



DIGITAL HEALTH, FITNESS, AND WELLBEING *

PERCENTAGE OF IMTERMET USERS AGED 14+ THAT MAKE USE OF CONNECTED HEALTH, FITMESS, AND WELLBEING DEVICES AMND SERVICES

VIETHAM
USE A DIGITAL HEALTH CHECK HEALTH USE ONLINE RESOURCES OWN A OWN A SMART
OR FITNESS WEBSITE OR SYMPTOMS ONLINE TO IDENTIFY TREATMENTS SMARTWATCH WRISTBAND
MOBILE APP EACH MOMNTH EACH WEEK FOR EVERYDAY AILMENTS {E.G. APPLE WATCH] (E.G. FITBIT)

29.0% 2110% 86.7% 28.2% 11.8%

we
SOURCE: SV (03 2024) COMPARABILITY: CHANGI | COMPOSITION AMND SURY Laleta T SOTES OM DATA are, r
e iql <O>Meltwate



DIGITAL HEALTH TREATMENT & CARE OVERVIEW *

HEADLIMES FOR THE ADOPTION AMD USE OF DIGITALLY ENABLED HEALTHCARE TREATMENTS AND CARE

VIETHAM
NUMBER OF PEOPLE YEAR-OM-YEAR CHAMNGE TOTAL ANMNUAL VALUE OF THE YEAR-OMN-YEAR CHAMGE IN AVERAGE AMNUAL VALUE

USING DIGITAL HEALTH IN USERS OF DIGITAL DIGITAL HEALTH TREATMEMT & MARKET VALUE: DIGITAL HEALTH PER LUSER: DIGITAL HEALTH
TREATMENT & CARE HEALTH TREATMENT & CARE CARE MARKET (USD, 2024) TREATMENT & CARE MARKET TREATMENT & CARE (USD, 2024)

10.5 +6.0% $594 +169% $56.39

MILLION +600 THOUSAND MILLION +$85.8 MILLION

A A ey e N e e we
o i e : PERCONTAGE CHaNe ' VALIES SHOW ABS - COMPARABILITY: EASE AT CATECOR gﬂgiul <O> Meltwater



ONLINE DOCTOR CONSULTATIONS OVERVIEW *

HEADLIMES FOR THE ADOPTION AND USE OF ONLINE DOCTOR CONSULTATION SERVICES

VIETHAM
NUMBER OF PEOPLE YEAR-OMN-YEAR CHAMNGE IN TOTAL ANNUAL VALUE YEAR-OM-YEAR CHAMNGE AVERAGE AMMNUALVALUE

USING ONLUNE DOCTOR USERS OF ONLUNE DOCTOR OF OMLMNE DOCTOR IN MARKET VALLIE: OMNLIMNE PER USEE: ONLIME DOCTOR

CONSULTATION SERVICES COMNSULTATION SERVICES COMNSULTATIOMS {USD, 2024) DOCTOR CONSULTATIONS CONSULTATIONS (USD, 2024)

2.24 +5.2% $42.4 +14.2% $18.93

MILLION +110 THOUSAND MILLION +$5.26 MILLION

BOUUTE CHAMGE. COMPARARIUTY: EASE AMD CATEGORY DOAMITION SHAMGES. FESLIRES ARE BOT COMPARABLE WITH PREVICUS REFORTS

SOURCE: STATISTA RMARKET IMSICGHTE. NOTES: IMNCILIRES TELEMEDICINE AL OTHER DIGITal TOOLE THAT B ASLE PATIERTS TO CORSULT WITH DOCTORS REMOTELY FICPLIRES REFRESEMT ESTIRAATES FCIR FLIIL- wa'
FEAS T02d, ArD COMPARISOMS TO EQIUIVALEMT YALUES FOR THE PREVICHUS CALEMDAR YEAR. FIMAMCIAL WALUES ARE IM LS. DOLLARS. FERCENTAGE CHAMGE VALUES ARE RELATIY BPS WALLIES SHICWY ur’E' I (0) MEItwuter



DIGITAL FITNESS & WELL-BEING OVERVIEW *

HEADLIMES FOR THE ADOPTION AMD USE OF DIGITAL FITNESS & WELL-BEING DEVICES AND SERVICES

VIETHAM
NMUMBER OF PEOPLE USING YEAR-OM-YEAR CHAMNGE TOTAL ANMUAL VALUE OF YEAR-OMN-YEARE CHAMGE AVERAGE AMNUAL VALUE

DIGITAL FITNESS & WELL- IM THE MUMBER OF DIGITAL THE DIGITAL FITMESS & WELL- IN MARKET VALUE: DIGITAL PER USER: DIGITAL FITNESS &
BEIMNCG DEVICES AND SERVICES FITMESS & WELL-BEING USERS BEING MARKET (USD, 2024) FITNESS & WELL-BEING MARKET WELL-BEING (USD, 2024)

14.8 +12.8% $290 +19.2% $19.62

MILLION +1.68 MILLION MILLION +$46.6 MILLION

!EIIJ.II:!'. :-T'.'I':T-'.' . - .Hﬂ'l'!.!: 4l : : . : D/ F MG WRIEST-WEAR e 1 i\ F '. ; - LITE ; we
e & PRANCIALYALVES {§oec IRCRILRASES. i SEmes T SSTRIATES MO8 PLILYRAR 224 ANDCOMPABONS T B LT AL ol are. | <O>Meltwate



SMART HOME



MNUMBER OF HOMES WITH
SMART HOME DEVICES

3.64

MILLION

YEAR-OMYEAR CHAMGE
+15.2% (+480 THOUSAND)

VALUE OF SMART HOME
SECURITY DEVICE MARKET

$48.8

MILLION

YEAR-DM-YEARE CTHAMGE
+19.7% (+58.0 MILLION)

o SOURCE: STATISTA MARKET IMSIEHTS, MOTES: 50T M

FLOMPARABILITY: BASE CHARMCE E HOTES O DALA

TOTAL ANMNUAL VALUE OF THE
SMART HOME DEVICES MARKET

$329
MILLION

YEAR-OMN-YEAR CHAMGE
+19.1% (+$53 MILLION}

YWALLE OF SMART HOME
EMTERTAIMMERNT DEVICE MARKET

$35.3

MILLION

YEAR-OM-YEAR CHAMGE
+12.4% (+53.9 MILLION)

F

SMART HOME MARKET OVERVIEW

VALUE OF THE MARKET FOR SMART HOME DEVICES {5, DOLLARS)

VALLIE OF SMART HOME
APPLIAMCES MARKET

$165
MILLION

YEAR-OMN-YEAR CHAMGE
+18.,2% (+$25 MILLION)

YALUE OF SMART HOME
COMFORT & LIGHTIMG MARKET

$15.2

MILLION

YEAR-OM-YEAR CHANGE
+22.1% (+52.8 MILLION)

*

VIETHAM

YALUE OF SMART HOME CONTROL
& CONMECTIVITY DEVICE MARKET

$51.6
MILLION

YEAR-OM-YEAR CHAMGE
+27.2% (+$11 MILLION]

VALUE OF SMART HOME
EMERGY MAMAGEMEMT MARKET

$12.5

MILLION

YEAR-OMN-YEAR CHAMGE
+14.7% [+51.6 MILLION)

E;EH <O> Meltwater



PEMETRATION OF
SMAET HOME DEVICES

15.4%

YEAR-OMN-YEAR CHANGE
+13.7% (+185 BPS)

ARPU: SMART HOME
SECURITY DEVICES

$23.78

YEAR-OM-YEAR CHANGE
-0.1% {-50.03)

e SOURCE: STATISTA RE MOTES: F

ARPL: SPEMD OM ALL
SMART HOME DEVYICES

$90.22

YEAR-OM-YEAR CHAMGE
+3.2% (+52.82)

ARPU: SMART HOME
EMTERTAIMMEMNT DEVICES

$17.00

YEAR-CM-YEAR CHAMGE
-5.1% (-50.91)

COMPARARILITY:

ARPL) SMART
HOME APPLIAMCES

$93.80

YEAR-OMN-YEAR CHANGE
-2.9% (-52.81)

ARPL: SMART HOME
COMFPORT & LIGHTING

$6.97

YEAR-ON-YEAR CHAMNGE
+0.3% (+50.02)

AVERAGE ANNUAL REVENUE PER SMART HOME *

AVERAGE ANMUAL SPEND ON SMART HOME DEVICES PER SMART HOME {LULS. DOLLARS)

VIETHAM

ARPU: SMART HOME CONTROL
& COMMNECTIMITY DEVICES

$36.18

YEAR-OM-YEAR CHANGE
+3.7% (+51.29)

ARPU: SMART HOME
EMERGY MAMNAGEMERT

YA

YEAR-OM-YEAR CHANGE
-8.3% (-$0.65)

E;EH <O> Meltwater



ENTERTAINMENT



PERCENTAGE OF INTERMET
USERS WHO WATCH ANY
KIMD OF TY EACH MOMNTH

98.2%

INTERMET USERS WHO STREAM
TV COMNTEMT va. INTERMNET USERS
WHO WATCH ANY KIND OF TV

98.0%

SOURCE: W (03 2024 COMPARABILITY: THAMGES (B AL

w THE PR |_.\,.'..'|'_|':|.

LHA ki THE BES-E5-11VE

YEAR-OM-YEAR CHAMGE
IN INTERMET USERS WHO
WATCH ANY KIMD OF TY

+1.2%

+120 BPS

DAILY TIME SPENT WATCHING
TV COMNTEMNT 5TREAMED
OVER THE INTERMET

1H O3M

EMCE COMPOSITION AMD SURYEY METHODOLOGY, 3
O PR EASE CIF s PRGN & S AR TIMID: Wl Lis Ok SENG

TV CONSUMPTION AND STREAMING

EXPLORING THE TV VIEWING BEHAVIOURS OF INTERMET USERS AGED 14+

DAILY TIME THAT
INTERMET USERS SPEND
WATCHIMNG AMY KIMD OF TY

2H O3M

YEAR-OM-YEAR CHAMNGE IN
DAILY TIME SPENT WATCHING
STREAMING TV COMTEMT

-11.2%

-8 MINS

TAGE CHAMGE YALLIES

SHIOMW THE RELATIVE

HALD BN &0, MOT A% “BPST MALLIES SHOW AR50

£ LHAMGE

*

VIETHAM

YEAR-OM-YEAR CHAMGE IM
DAILY TV VIEWIMNG TIME [ALL
FORMS OF CONTENT DELIVERY)

-12.5%

-18 MINS

TIME SPEMT WATCHING
STREAMING TV CONTENT AS A
PERCEMTAGE OF TOTAL TY TIME

51.5%

'?-':EH <O> Meltwater



MOST STREAMED CONTENT ON NETFLIX

FLIXPATROL'S RANKING CF THE MOST STREAMED CONTENT ON NETFLIX BETWEEM O1 JANUARY AND 31 DECEMBER 2024 -

VIETHAM

MOST STREAMED MOVIES MOST STREAMED TV SHOWS
o1 kAl 100 o GZUEEN OF TEARS 100
02  MINIOMSE: THE RISE OF GRU - 65 02 LOVE NEXT DOOR _a 72
0.3 20OMG OF THE 3OUTH =T EK] DEMOCN SLAYER: KIMETSW MO YAIBA oy
04 MO MORE BETS 42 04 KAUUKNO. B 59
05  BADLAMND HUMTERS 37 05 DOCTOR SLUMP 55
06 HOWTO MAKE MILLIONS BEFORE GRANDMA DIES 31 06 GYEONGSEOMNG CREATURE 56
0 ON THE DRIMEIMG TABLE UMDEE THE PLAMMIMG TAEBLE 29 07 50O LEVELING 53
0B  MA DA: THE DROWNING SPIRIT 28 08  MISS NIGHT AND DAY 52
0%  FACE OFF & THE TICKET OF DESTIMY 25 02 EMILY IM PARIS 49
10 THE LAST WIFE 27 10 DAM DA DAN 46

SOURCE: FLNPATRCGL. SEE AIXPATROIL COn. INETES: THE SAME DOMTENT ptaY HANE [HFFEREST TITLES i DIFFERENT COOLIMTRIES, RAMEINGS BASEDR QM FINPATRCH S ARMALYSIS GF VIEWI MG S TITY

we
BETWEEM (1 LAMLARY AMD 31 DECEMBER 2024, "IMNDEX" WALLIES COMPARE THE FLINPATECH “POIMTS" WaLUE FOR EACH TITLE TO THE FLXRATROL "POHRTS ™ WALLIE OF THE TOP-RAMKED TITLE IN EACH PLATFORM'S are, (0) ME'tWﬂtEl'
social

RAREING




TYPES OF ONLINE VIDEO CONTENT WATCHED -

PERCENTAGE OF INTERNET USERS AGED 16+ WHO WATCH EACH KIND OF VIDEO CONTENT VIA THE INTERNET EACH WEEK

VIETNAM

MUSIC VIDEO 59.2%

VIDEO LIVESTREAM 42.0%

PRODUCT REVIEW VIDEO 36.8%

SPORTS MATCH OR COMMENTARY 34.4%

TUTORIAL OR HOW-TO VIDEO 30.1%

GAMING VIDEO ARY

SPORTS CLIP OR HIGHLIGHTS VIDEO 29.2%

COMEDY, MEME, OR VIRAL VIDEO 26.2%

EDUCATIONAL VIDEO 24.3%

INFLUENCER VIDEOS AND VLOGS 19.0%

we
° SOURCE: GWI (Q3 2024). COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA. are, | <O> Meltwater
socia



ONLINE AUDIO *

PERCENTAGE OF INTERNET USERS AGED 16+ WHO CONSUME EACH KIND OF AUDIO CONTENT VIA THE INTERNET EACH WEEK

VIETNAM

WATCH OR LISTEN TO LISTEN TO MUSIC LISTEN TO ONLINE RADIO LISTEN TO LISTEN TO
ONLINE MUSIC VIDEOS STREAMING SERVICES SHOWS OR STATIONS PODCASTS AUDIO BOOKS

59.2% 37.6% 14.8% 22.2% 20.9%

we
° SOURCE: GWI (@3 2024). COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA. are, | O Meltwater
sSocCia



DEVICES USED TO PLAY VIDEO GAMES *

PERCENTAGE OF INTERNET USERS AGED 16+ WHO PLAY VIDEO GAMES ON EACH KIND OF DEVICE

VIETNAM

ANY DEVICE 90.7%

SMARTPHONE 85.7%

LAPTOP OR DESKTOP 39.3%

21.7%

HAND-HELD GAMING DEVICE 17.1%

11.5%

- 5.4% VIRTUAL REALITY HEADSET

51% MEDIA STREAMING DEVICE

we

e SOURCE: GWI (Q3 2024). COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA are, | {O) Meltwater
socCla



DIGITAL CONTENT PURCHASES

PERCENTAGE OF INTERNET USERS AGED 16+ WHO PAY FOR EACH TYPE OF DIGITAL CONTENT EACH MONTH

VIETNAM

MOBILE APP 30.8%

MOVIE OR TV STREAMING SERVICE 299%

MUSIC DOWNLOAD 29.4%

MOBILE GAME 24.8%

MUSIC STREAMING SERVICE 23.2%

E-BOOK 13.4%

NEWS SERVICE 13.2%

a1
a1
1

004

o84

ONLINE MAGAZINE SUBSCRIPTION 8.3%

DATING SERVICE 6.3%

W
e SOURCE: GWI| (@3 2024). COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES OM DATA. are.

Ll <{OD> Meltwater



DIGITAL MEDIA SPEND *

FULL-YEAR 2024 SPEND ON DIGITAL MEDIA SUBSCRIPTIONS AND DOWNLOADS (IN U.S. DOLLARS)
VIETNAM

TOTAL VIDEO GAMES VIDEO-ON-DEMAND EPUBLISHING DIGITAL MUSIC

$921] $457 $367 $35.6 $62.0
MILLION MILLION MILLION MILLION MILLION

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+12.6% (+$103 MILLION) +12.0% (+$49 MILLION) +14.3% (+$46 MILLION) +7.2% (+$2.4 MILLION) +9.8% (+$5.6 MILLION)

YEAR. INCLUDES CONTENT DOWNLOADS AND SUBSCRIPTIONS TO STREAMING SERVICES AND ONLINE PUBLISHERS. DOES NOT INCLUDE PHYSICAL MEDIA OR USER-GENERATED CONTENT. COMPARABILITY: are, (O) Meltwater

SOURCE: STATISTA MARKET INSIGHTS. NOTES: FIGURES REPRESENT ESTIMATES FOR FULL-YEAR SPEMND IN 2024 IN U.S. DOLLARS, AND COMPARISONS WITH EQUIVALENT VALUES FOR THE PREVIOUS CALENDAR
BASE AND CATEGORY DEFINITION CHANGES. FIGURES ARE NOT COMPARABLE WITH PREVIOUS REPORTS soc‘al



DIGITAL MEDIA ARPU *

AVERAGE FULL-YEAR 2024 SPEND (IN U.S. DOLLARS) PER ONLINE PURCHASER OF DIGITAL MEDIA SUBSCRIPTIONS AND DOWNLOADS
VIETNAM

TOTAL VIDEO GAMES VIDEO-ON-DEMAND EPUBLISHING DIGITAL MUSIC

$38.09 $88.78 S$15.17 $6.85 $6.40

PER SHOPPER, PER YEAR PER SHOPPER, PER YEAR PER SHOPPER, PER YEAR PER SHOPPER, PER YEAR PER SHOPPER, PER YEAR
YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+7.5% (+$2.66) +6.3% (+$5.28) +9.1% (+$1.27) +2.2% (+$0.15) +7.2% (+$0.43)

COMPARISONS WITH EQUIVALENT VALUES FOR THE PREVIOUS CALENDAR YEAR. INCLUDES CONTENT DOWNLOADS AND SUBSCRIPTIONS TO STREAMING SERVICES AND OMLINE PUBLISHERS. DOES NOT uree
NCLUDE PHYSICAL MEDIA OR USER-GEMNERATED CONTENT. ADVISORY: FIGURES FOR INDIVIDUAL FORMATS MAY EXCEED THE VALUE FOR “TOTAL" DUE TO THE DIFFERENT NUMBER OF SHOPPERS IN EACH . I (0) Meltwqter
CATEGORY. COMPARABILITY: BASE AND CATEGORY DEFINITION CHANGES. FIGURES ARE NOT COMPARABLE WITH PREVIOUS REPORTS. SOC'G

° SOURCE: STATISTA MARKET INSIGHTS. NOTES: FIGURES REPRESENT ESTIMATES FOR AVERAGE FULL-YEAR ONLINE SPEND (IN U.S. DOLLARS) PER OMNLINE PURCHASER OF EACH MEDIA TYPE IN 2024, AND



SOCIAL MEDIA USE



OVERVIEW OF SOCIAL MEDIA USE *

HEADLINES FOR SOCIAL MEDIA ADOPTION AND USE (NOTE: USER IDENTITIES MAY NOT REPRESENT UNIQUE INDIVIDUALS)

VIETNAM

NUMBER OF SOCIAL QUARTER-ON-QUARTER CHANGE =~ YEAR-ON-YEAR CHANGE IN AVERAGE DAILY TIME SPENT AVERAGE NUMBER OF SOCIAL
MEDIA USER IDENTITIES IN SOCIAL MEDIA USER IDENTITIES ~ SOCIAL MEDIA USER IDENTITIES USING SOCIAL MEDIA PLATFORMS USED EACH MONTH

76.2 +3.4% +4.8% 2H 14M /.1

MILLION +2.5 MILLION +3.5 MILLION YOY: -7.1% (-10 MINS) YOY: +7.6% (+0.5)
SOCIAL MEDIA SOCIAL MEDIA USER SOCIAL MEDIA USER FEMALE SOCIAL MEDIA USER MALE SOCIAL MEDIA USER
USER IDENTITIES vs. IDENTITIES AGED 18+ vs. IDENTITIES vs. INDIVIDUALS IDENTITIES vs. TOTAL SOCIAL IDENTITIES vs. TOTAL SOCIAL

TOTAL POPULATION POPULATION AGED 18+ USING THE INTERNET MEDIA USER IDENTITIES MEDIA USER IDENTITIES

75.2% 103.5% 95.4% 51.2% 48.8%

RESOURCES; N\J bETH RESEARC —| _ENTER; C (_)H U.N.; GWI (Q3 2024). NOTES:
N ACTUAL SO MEDIA USE. AVERAGE '\J MBER OF PLATI }I~“" INCLUDE

SOURCES KEPIOS ANALYSIS; C \Ps

RENDS OVER TIME ‘\il':'\J(“.‘-'HEPI-!'C' AT _ \ SES | ( DATA
MA T\f T REPRESENT UNIQUE INDIVIDUA .C SONS WITH POPUL/ TI( N AND INTE *I\I:T USERS "E" _EED 1007 .l:Ti DLJ | y
REPORTING PERIODS, AND DIFFERENC ‘.I-I I Il\( =NSUS COUNTS AND RESIDENT POPULATIONS COMPARABlLITY SOURCE

T, “[BASE REVISIONS]' I\_)I ATES THAT VALUES FOR

YOUTUBE SOC 4 US b & e
E_ ADVISORY: A__,IE'P'“ el L.\ are, <{OD Meltwater

\KE ACCOUNTS, USER AGE MISST/

S BASE REVISIONS. SEE NOTES ON DATA SOClﬂI




SOCIAL MEDIA USE OVER TIME (QOQ) *

NUMBER OF SOCIAL MEDIA USER IDENTITIES, AND QUARTERLY RATE OF CHANGE (NOTE: USER IDENTITIES MAY NOT REPRESENT UNIQUE INDIVIDUALS)

VIETNAM

78.6M
75.6M 769 M 75.3M 7.6 M 237N 76.2M
72.7M :
| ' l ' ' '
+‘| .80/0 '
JAN APR JUL ocCT JAN APR JUL ocCT
2023 2023 2023 2023 2024 2024 2024 2024

SOURCES: KEPIOS £

s

we
gggial <{OD> Meltwater

PRESENT, WVALUES ARE SHOWN
SEE NOTES ON DATA




DEMOGRAPHIC PROFILE: META'S ADULT AUDIENCE

SHARE OF COMBINED, DEDUPLICATED AD REACH FOR USERS AGED 18+ ACROSS FACEBOOK, INSTAGRAM, AND MESSENGER, BY AGE AND GENDER

VIETNAM

14.6%

14.1% 14.2%

12.3%
10.3% 10.8%
6.3% 6.2
3.8%
. . . .

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE
18 - 24 25-34 35 - 44 45 - 54 55 - 64 65+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

SOURCES: META'S ADVERTISING RESOURCES; KEPIOS ANALYSIS. MOTES: VALUES USE MIDPQINTS OF PUBLISHED RANGES. NOTE: META'S ADVERTISING TOOLS NO LONGER PROVIDE DEMOGRAPHIC DATA e
FOR USERS BELOW THE AGE OF 18, SO WHILE THERE MAY BE ACTIVE USERS OF THE COMPANY"S PLATFORMS BELOW THIS AGE, THESE USERS NO LONGER APPEAR IN THE COMPANY'S POTENTIAL AD REACH

e DATA. GENDER DATA ARE ONLY AVAILABLE FOR “FEMALE" AND “MALE". ADVISORY: VALUES MAY NOT MATCH SHARE OF TOTAL ACTIVE USER BASE. USER AGE MISSTATEMENTS MAY DISTORT SOURCE DATA. are (0) Meltwater
COMPARABILITY: SOURCE DATA INCONSISTENCIES MAY MEAN THAT VALUES SHOWN HERE DO NOT CORRELATE WITH VALUES SHOWN ELSEWHERE IN THIS REPORT. BASE REVISIONS. SEE NOTES ON DATA. SOC'GI



MAIN REASONS FOR USING SOCIAL MEDIA *

PRIMARY REASONS WHY SOCIAL MEDIA USERS AGED 16+ USE SOCIAL MEDIA PLATFORMS

VIETNAM

KEEPING IN TOUCH WITH FRIENDS AND FAMILY 59.2%

READING NEWS STORIES 47.8%

FINDING PRODUCTS TO PURCHASE 35.5%

WATCHING LIVE STREAMS 34.8%

FINDING CONTENT (E.G. ARTICLES, VIDEOS) 33.2%

SEEING WHAT’S BEING TALKED ABOUT 32.3%

SEEING CONTENT FROM YOUR FAVOURITE BRANDS 30.3%

FINDING INSPIRATION FOR THINGS TO DO AND BUY 30.0%

2925
28.7%
28.5%
1%
26.6%

257%

25.4%

SOURCE: GWI (Q3 2024). NOTE: FIGURES REPRESENT THE SHARE OF INTERNET USERS AGED 16+ WHO REPORT USING AT LEAST ONE SOCIAL MEDIA PLATFORM OR MESSENGER SERVICE IN THE PAST MONTH. e
o COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA. ure. (0) Meltwqter

social



MOST USED SOCIAL MEDIA PLATFORMS *

PERCENTAGE OF INTERNET USERS AGED 16+ WHO USE EACH PLATFORM EACH MONTH

NOTE: YOUTUBE IS NOT OFFERED AS AN ANSWER OPTION FOR THIS QUESTION IN GWI'S SURVEY, SO IT WILL NOT APPEAR IN THIS RANKING VIETNAM

FACEBOOK 89.6%

86.6%

TIKTOK 80.9%

80.1%

INSTAGRAM 53.7%

36.5%

I 1.5
22.0%

| messace LW

14.4%

| HReaps R

131%

I 11.5%

I 10.0%

9.5%

we
SOURCE: GWI| (Q3 2024). FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16+ SEE GWI.COM. NOTE: YOUTURBE |15 NOT OFFERED AS AN ANSWER OPTION FOR THIS
e S e are. . <{O>Meltwater
social



FAVOURITE SOCIAL MEDIA PLATFORMS *

PERCENTAGE OF ACTIVE SOCIAL MEDIA USERS AGED 16+ WHO SAY THAT EACH OPTION IS THEIR “FAVOURITE” SOCIAL MEDIA PLATFORM

NOTE: YOUTUBE IS NOT AVAILABLE AS AN ANSWER OPTION IN THE SURVEY QUESTION THAT INFORMS THIS CHART Al

FACEBOOK 32.5%

TIKTOK 21.7%
19.1%

B 1.2% TELEGRAM
B 1.0% Discorp

B 0.8% PINTEREST
B 0.4% wHatsapp
B 0.3% mEessace
B 0.3% repDiT

B 0.3% skvpe

B 0.3% THREADS
§0.2% une

INTERMET USERS AGED 16+ WHO HAVE USED AT LEAST OMNE SOCIAL MEDIA PLATFORM IN THE PAST MONTH. SURVEY RESPOMNDENTS COULD CHOOSE FROM

- we
88 T SHOWN ON THIS CHART, SO V JM TO 100%. YOUTUBE IS NOT AVAILABLE AS AN ANSWER FOR THIS QUESTION IN GWI'S SURVEY. COMPARABILITY: CHANGES IN are
. ETHODOLOGY. SEE NOTES ON DATA sociul (0) Meltwqter




SOCIAL MEDIA APPS: AVERAGE TIME PER USER *

AVERAGE TIME PER MONTH THAT ACTIVE USERS SPENT USING EACH PLATFORM'S ANDROID APP IN NOVEMBER 2024

VIETNAM

TIKTOK 41H 45M
25H 21M

YOUTUBE

FACEBOOK 20H 48M

- 9H 13M  INSTAGRAM

- 1H 19M  PINTEREST

- 1H17M REDDIT

B OH 54M LN
B 0H 48M  snapcHaT
I OH I5M LINKEDIN

SOURCE: DATA. Al -« SENSOR TOWER COM :-"_'-"-.I\."Tr:l, MNOTE: ONLY INCLUDES DATA FOR A SELECTION OF THE WORLD'S MOST USED SOCIAL MEDIA APPS. FIGURES REPRESENT AYERAGE TIME SPENT [ZN HOURS we
AND MINUTES) PER USER. PER MONTH USING EACH PLATFORM'S MOBILE APP ON ANDROID PHOMES IN NOVEMBER 2024 arei (0) MEItWO ter
social



SOCIAL MEDIA APPS: AVERAGE MONTHLY SESSIONS [y

AVERAGE NUMBER OF TIMES THAT ACTIVE USERS OF EACH PLATFORM'’S ANDROID APP OPEN THE RESPECTIVE APP EACH MONTH
VIETNAM

TIKTOK 395.3

345.9

FACEBOOK 3429

WHATSAPP 201.6

YOUTUBE 175.3

TELEGRAM 975

INSTAGRAM 79.2

REDDIT 46.]
PINTEREST 304
SNAPCHAT 38.7

ENSOR TOWER COMPANY). NOTE: ONLY INCLUDES DATA FOR A SELECTION OF THE WORLD'S MOST USED SOCIAL MEDIA APPS. "ACTIVE USERS” DENOTE USERS WHO OPEN THE

we
RM'S A GIVEN CALENDAR MONTH. FIGURES REPRESENT THE AVERAGE NUMBER OF TIMES THAT ACTIVE USERS OF THE RESPECTIVE are, <O Meltwater
)ROID APP OPENED THAT APP EACH MOMNTH IN NOVEMBER 2024 soc'ul



USE OF SOCIAL MEDIA FOR BRAND RESEARCH *

PERCENTAGE OF INTERNET USERS AGED 16+ WHO USE EACH SOCIAL MEDIA CHANNEL TO FIND INFORMATION ABOUT BRANDS AND PRODUCTS

VIETNAM
ANY KIND OF SOCIAL MEDIA 84.3%
SOCIAL NETWORKS 60.6%
18.5% MESSAGING AND LIVE CHAT SERVICES
18.3% QUESTION & ANSWER SITES (E.G. QUORA)
FORUMS AND MESSAGE BOARDS 18.2%
15.6% VLOGS (BLOGS IN A VIDEO FORMAT)
11.2% ONLINE PINBOARDS (E.G. PINTEREST)
10.7% MICRO-BLOGS (E.G. X)
o COMPARABEITY: CHANGES IN AUDIENCE COMPOSTION AND SURVEY METHODOIOGY SEENOTES ONDATA, Do creniNEs SHOWHORIFS CHER é%ial <O> Meltwater



SOCIAL MEDIA ACCOUNT TYPES FOLLOWED *

PERCENTAGE OF SOCIAL MEDIA USERS AGED 16+ WHO FOLLOW EACH TYPE OF ACCOUNT ON SOCIAL MEDIA

VIETNAM

FRIENDS, FAMILY, OR OTHER PEOPLE YOU KNOW 48.2%

ENTERTAINMENT, MEMES, OR PARODY ACCOUNTS 28.7%

ACTORS, COMEDIANS, OR OTHER PERFORMERS 28.5%

BANDS, SINGERS, OR OTHER MUSICIANS 27.5%

TV SHOWS OR CHANNELS 24.7%

COMPANIES AND BRANDS YOU PURCHASE FROM 24.5%

COMPANIES RELEVANT TO YOUR WORK 23.6%

COMPANIES AND BRANDS YOU’RE CONSIDERING PURCHASING FROM 23.2%

4
3%
0%
20.6%
20.0%
180%

8%

we
COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA. l gggial (O) Meltwoter

o SOURCE: G\WI (@3 2024). NOTE: ONLY INCLUDES INTERMNET USERS AGED 16+ WHO HAVE USED AT LEAST ONE SOCIAL MEDIA PLATFORM IN THE PAST MONTH, COMPARABILITY: CHANGES IN AUDIENCE



WEB TRAFFIC REFERRALS FROM SOCIAL MEDIA *

SHARE OF WEB TRAFFIC ARRIVING ON THIRD-PARTY WEBSITES VIA CLICKS OR TAPS ON LINKS PUBLISHED IN SOCIAL MEDIA PLATFORMS (ANY DEVICE)

VIETNAM

FACEBOOK 55.56%

YOUTUBE 18.75%

PINTEREST 7.78%

INSTAGRAM 6.61%

6.60%

- 2.67% REDDIT
. 1.83% LINKEDIN

0.20% OTHERS

SOURCE: STATCOL RAFFIC F : RMS. DATA ARE ONLY AVAILABLE FOR A SELECTION OF PLATFORMS, AND PERCENTAGES REFLECT SHARE OF we
AT ey : WEB TR ARTY WEBSITES VIA CLICKS OR TAPS ON LINKS PUBLISHED ON EACH PLATFORM AS A PERCENTAGEOF TOTAL  CIIF@, (O) Me'twater
WEB TRAFFIC ARRIVING g Pl ES MAY MNOT SUM TO 100% DUE TO ROUNDING soc‘ql



FACEBOOK'S SHARE OF SOCIAL MEDIA REFERRALS *

WEB TRAFFIC REFERRED BY FACEBOOK AS A PERCENTAGE OF WEB TRAFFIC REFERRED BY SOCIAL MEDIA PLATFORMS (ANY DEVICE)
VIETNAM

90.91%
81.53%
13.37% 73.51%

07.61%
68.92%
64.46% 67.09% :
55.56%
51.09%
' 4I8% l
DEC DEC DEC DEC DEC

2014 2015 201 6 2017 2018 2019 2020 2021 2022 2023 2024

SOURCE: STATCOUNTER. NOTES: DATA ARE ONLY AVAILABLE FOR A SELECTION OF PLATFORMS, AND PERCENTAGES REFLECT FACEBOOK'S SHARE OF AVAILABLE PLATFORMS ONLY. FIGURES REPRESEMNT THE e
SHARE OF WEB TRAFFIC ARRIVING OM THIRD-PARTY WEBSITES VIA CLICKS OR TAPS ON LINKS PUBLISHED ON FACEBOQOK AS A PERCEMNTAGE OF TOTAL WEB PAGE TRAFFIC ARRIVING FROM T AVAILABLE are (0) M I
SELECTION OF SOCIAL MEDIA PLATFORMS IN DECEMBER 2024 SOCIGI e twqter



YOUTUBE



YOUTUBE: ADVERTISING AUDIENCE OVERVIEW e

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON YOUTUBE

NOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS VIETNAM
TOTAL POTENTIAL REACH YOUTUBE AD REACH YOUTUBE AD REACH QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE IN
OF ADS ON YOUTUBE vs. TOTAL POPULATION vs. TOTAL INTERNET USERS IN REPORTED YOUTUBE AD REACH REPORTED YOUTUBE AD REACH

62.3 61.5% 78.0% 0% -1.1%

MILLION [UNCHANGED] -700 THOUSAND

SHARE: FEMALE YOUTUBE SHARE: MALE YOUTUBE ADOPTION: OVERALL YOUTUBE ADOPTION: FEMALE YOUTUBE ADOPTION: MALE YOUTUBE
AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. FEMALE AD REACH AGED 18+ vs. MALE
YOUTUBE AD REACH AGED 18+ YOUTUBE AD REACH AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+

48.5% 51.5% 72.6% 67.7% 77.9%

SOURCES: GOOGLE'S ADVERTISING RESOURCES; KEPIOS ANALYSIS. NOTES: AGE AND GENDER DATA ARE ONLY AVAILABLE FOR “FEMALE" AND “MALE" USERS AGED 18+ SOURCE DATA FOR REACH BY GENDER we
MAY NOT SUM TO PUBLISHED TOTAL, SO FIGURES FOR ADOPTION BY GENDER MAY NOT CORRELATE WITH FIGURES FOR OVERALL ADOPTION. ADVISORY: REACH MAY NOT REPRESENT UNIQUE INDIVIDUALS

e OR MATCH THE TOTAL ACTIVE USER BASE. VALUES COMPARING REACH WITH POPULATION AND INTERMNET USERS MAY EXCEED 100% DUE TO USER AGE MISSTATEMEMNTS, DUPLICATE AMD FAKE ACCOUNTS, arel (0) MEItWQter
DIFFERING RESEARCH DATES, AND CHANGES IN RESIDENT POPULATIONS. COMPARABILITY: BASE REVISIONS. VALUES FOR CHANGE OVER TIME MAY BE DISTORTED. SEE NOTES ON DATA SOCIGI



YOUTUBE: REPORTED ADVERTISING REACH *

TOTAL POTENTIAL AUDIENCE REACH OF ADS ON YOUTUBE, AND CHANGE IN REPORTED REACH OVER TIME

NOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS VIETNAM

63.0M 63.0 M 63.0 M 63.0M 63.0 M 63.0M 63.0M 62.3 M 62.3M

JAN APR JUL ocCT JAN APR JUL
2023 2023 2023 2023 2024 2024 2024 2024

TES THOUSANDS, “M ;?L\. HES NS, AND “B

_" LR ABC RS 'rf-;.?:_ (= . ) e
ESEN 5 REPRESENT UNII( COMPARABILITY:.“.
E NOTES ON DATA) J \ H SOClGl

SOURCES: GOOC DVERTISING RESOURCES; KEPIOS A
DENOTES BILLI | ; it ey




YOUTUBE: ADVERTISING AUDIENCE PROFILE

SHARE OF YOUTUBE'S ADVERTISING AUDIENCE BY AGE GROUP AND GENDER

MNOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA OMN THIS CHART WITH PREVIOUS REPORTS

VIETNAM

1% 11.3%

10.6% 10.8%
6.8%
6.2% I

1.8%

4.3% 4-6%
I I ] .

1.4%

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE
18-24 25-34 35-44 45 - 54 55 -64 65+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

SOURCES: GOOGLE'S ADVERTISING RESOURCES; KEPIOS ANALYSIS. NOTES: AGE AND GENDER DATA ARE ONLY AVAILABLE FOR “FEMALE" AND “MALE" USERS AGED 18+, BUT GOOGLE'S RESOURCES ALSO
o PUBLISH A VALUE FOR TOTAL AUDIENCE. VALUES SHOWN HERE REPRESENT SHARE OF TOTAL AUDIENCE, SO WILL NOT SUM TO 100%. ADVISORY: VALUES MAY NOT MATCH SHARE OF TOTAL ACTIVE USER BASE.

we
USER AGE MISSTATEMENTS MAY DISTORT SOURCE DATA. COMPARABILITY: SOURCE DATA INCONSISTENCIES MAY MEAN THAT VALUES SHOWN HERE DO NOT CORRELATE WITH VALUES SHOWMN ELSEWHERE are (0) MEItWﬂter
IN THIS REPORT. BASE REVISIONS. SEE NOTES ON DATA.,

social



TOP YOUTUBE SEARCHES *

QUERIES WITH THE GREATEST VOLUME OF YOUTUBE SEARCH ACTIVITY BETWEEN 01 JANUARY 2024 AND 31 DECEMBER 2024

VIETNAM
01  KARAOKE 100 11 NHAC REMIX 17
02 NHAC 89 12 TIKTOK 17
03 PHIM 74 13 AN 15
04 CON 65 14 ANIME 13
05 REMIX 58 15 NHAC KARAOKE 12
06  REVIEW PHIM 25 16 CONVIT 10
07 MA 24 17 BAIHAT 10
08 NHAC 24 18 CANHAC 9
09 DORAEMON 19 19 CONAN 9
10 XOSO 18 20  KARAOKE REMIX 9

ON YOUTUBE BETWEEN 01
E SHOWN "AS IS”, TO El

NTIAL CHANGES IN HO

, we
AN SHOWS RELA CH VOLUMES FOR EACH QUERY ¢ D WITH THE SEARCH VC OF THE s
A S MAY VARY DEPENDING ON WHEN THE TOOL IS ACCESSED, EVEN FOR THE SAME TIME PERIOCD. SOCIGI




FACEBOOK



FACEBOOK: ADVERTISING AUDIENCE OVERVIEW e

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON FACEBOOK

INOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS VIETNAM
TOTAL POTENTIAL REACH FACEBOOK AD REACH FACEBOOK AD REACH QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE IN
OF ADS ON FACEBOOK vs. TOTAL POPULATION vs. TOTAL INTERNET USERS IN REPORTED FACEBOOK AD REACH REPORTED FACEBOOK AD REACH

76.2 75.2% 95.4% +3.4% +4.8%

MILLION +2.50 MILLION +3.50 MILLION

SHARE: FEMALE FACEBOOK SHARE: MALE FACEBOOK ADOPTION: OVERALL FACEBOOK ADOPTION: FEMALE FACEBOOK ADOPTION: MALE FACEBOOK
AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. FEMALE AD REACH AGED 18+ vs. MALE
FACEBOOK AD REACH AGED 18+ FACEBOOK AD REACH AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+

51.2% 48.8% 103.5% 100.9% 104.2%
® (o ° (o] ° (o] ° (o] ° (o]
UES BASED OMN MIDPOINTS OF PUBLISHED RANGES. GENDER DATA ONLY AVAILABLE FOR “FEMALE” AND “MAL

SOURCES: META'S ADVERTISING RESOURCES; KEPIOS ANALYSIS. NOTES: VAL
@ FOR REACH BY GENDER MAY NOT SUM TO PUBLISHED TOTAL, SO FIGURES FOR A

E”. SOURCE DATA
FTIOM BY GENDER MAY NOT CORRELATE WITH FIGURES FOR OVERALL ADCPTION. ADVISORY: REACH MAY NOT REPRESEMNT

we
RING REACH WITH POPULATION AMND INTERMET USERS MAY EXCEED 100% DUE TO USER AGE MISSTATEMENTS, DUPLICATE AMND qre .ul (0) MEItwqter

POPULATIONS. COMPARABILITY: BASE REVISIONS. VALUES FOR CHANGE OVER TIME MAY BE DISTORTED. SEE NOTES OM DATA soc.

UNIQUE INDIVIDUALS OR MATCH THE TOTAL ACTIVE USER BASE. VALUES CC
FAKE ACCOUNTS, DIFFERING RESEARCH DATES, AND CHAMNGES IN RESIDEMNT




FACEBOOK: REPORTED ADVERTISING REACH e

TOTAL POTENTIAL AUDIENCE REACH OF ADS ON FACEBOOK, AND CHANGE IN REPORTED REACH OVER TIME
NOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS VIETNAM

78.6 M
75.6 M 765 M 75.3M 74.6 M 137 M 76.2M

' | ' I

ocT
2023

.|. '/

APR JUL
2023 2023

JAN
2023

SOURCES: META'S ADVERTISING RESOURCES; KEPIOS AR
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FACEBOOK: ADVERTISING AUDIENCE PROFILE

SHARE OF FACEBOOK'S ADULT ADVERTISING AUDIENCE AGED 18+ BY AGE GROUP AND GENDER

MNOTE: FLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS

VIETNAM

14.6%

T 14.1%
12.5%
105% _109%
6.4% 6.1%
38 36%
. . 1.8% 2.0%
]

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE
18 - 24 25 - 34 35-44 45 - 54 55 - 64 65+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

SOURCES: META'S ADVERTISING RESOURCES; KEPIOS ANALYSIS. NOTES: VALUES USE MIDPOINTS OF PUBLISHED RANGES. NOTE: META'S ADVERTISING TOOLS NO LONGER PROVIDE DEMOGRAPHIC DATA
@ FOR USERS BELOW THE AGE OF 18, 5O WHILE THERE MAY BE ACTIVE USERS OF THE COMPANY*S PLATFORMS BELOW THIS AGE, THESE USERS MO LONGER APPEAR IN THE COMPANY'S POTENTIAL AD REACH
G

DATA. GENDER DATA ARE ONLY AVAILABLE FOR “FEMALE” AND “MALE". ADVISORY: VALUES MAY NOT MATCH SHARE OF TOTAL ACTIVE USER BASE. USER AGE MISSTATEMENTS MAY DISTORT SOURCE DATA. are . (O) MEIthter
COMPARABILITY: SOURCE DATA INCOMNSISTENCIES MAY MEAN THAT VALUES SHOWM HERE DO NMOT CORRELATE WITH VALUES SHOWN ELSEWHERE IN THIS REPORT. BASE REVISIONS. SEE NOTES OMN DATA soclal



FACEBOOK ENGAGEMENT RATES: LOCOWISE *

FACEBOOK PAGE POST ENGAGEMENTS AS A PERCENTAGE OF TOTAL PAGE FANS, AS REPORTED BY LOCOWISE
VIETNAM

AVERAGE FACEBOOK PAGE AVERAGE FACEBOOK PAGE AVERAGE FACEBOOK PAGE AVERAGE FACEBOOK PAGE AVERAGE FACEBOOK PAGE
POST ENGAGEMENTS vs. POST ENGAGEMENTS vs. POST ENGAGEMENTS vs. POST ENGAGEMENTS vs. POST ENGAGEMENTS vs.
PAGE FANS: ALL POST TYPES PAGE FANS: PHOTO POSTS PAGE FANS: VIDEO POSTS PAGE FANS: LINK POSTS PAGE FANS: STATUS POSTS

0.03% 0.10% 0.05% 0.004% 0.01%

@ SOURCE: LOCOWISE. FIGURES REPRESENT AVERAGES FOR THE PERIOD BETWEEMN 01 SEPTEMBER AND 30 NOVEMBER 2024. NOTES: PERCENTAGES COMPARE THE COMBINED TOTAL OF REACTIONS,

we
COMMENTS, AND SHARES WITH THE TOTAL NUMBER OF PAGE FANS. FIGURES ARE AVERAGES BASED ON A WIDE VARIETY OF DIFFERENT KINDS OF PAGE, WITH DIFFERENT AUDIENCE SIZES, IN VARIOUS are (0) M I
GEOGRAPHIES sociul eltwater



INSTAGRAM



INSTAGRAM: ADVERTISING AUDIENCE OVERVIEW *

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON INSTAGRAM

INOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS VIETNAM
TOTAL POTENTIAL REACH INSTAGRAM AD REACH INSTAGRAM AD REACH QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE IN
OF ADS ON INSTAGRAM vs. TOTAL POPULATION vs. TOTAL INTERNET USERS IN REPORTED INSTAGRAM AD REACH  REPORTED INSTAGRAM AD REACH

10.6 10.4% 13.2% +2.4% -3.2%

MILLION +250 THOUSAND -350 THOUSAND

SHARE: FEMALE INSTAGRAM SHARE: MALE INSTAGRAM ADOPTION: OVERALL INSTAGRAM ADOPTION: FEMALE INSTAGRAM ADOPTION: MALE INSTAGRAM
AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. FEMALE AD REACH AGED 18+ vs. MALE
INSTAGRAM AD REACH AGED 18+ INSTAGRAM AD REACH AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+

YRV 42.2% 14.2% 15.9% 12.6%

SOURCES: META'S ADVERTISING RESOURCES; KEPIOS AMNALYSIS. NOTES: VALUES BASED ON MIDPOINTS OF PUBLISHED RANGES. GENDER DATA ONLY AVAILABLE FOR “FEMALE” AND “MALE". SOURCE DATA
@ FOR REACH BY GENDER MAY NOT SUM TO PUBLISHED TOTAL, SO FIGURES FOR ADOF

FTIOM BY GENDER MAY NOT CORRELATE WITH FIGURES FOR OVERALL ADCPTION. ADVISORY: REACH MAY NOT REPRESEMNT

we
RING REACH WITH POPULATION AMND INTERMET USERS MAY EXCEED 100% DUE TO USER AGE MISSTATEMENTS, DUPLICATE AMND qre .ul (0) MEItwq ter

POPULATIONS. COMPARABILITY: BASE REVISIONS. VALUES FOR CHANGE OVER TIME MAY BE DISTORTED. SEE NOTES OM DATA soc.

UNIQUE INDIVIDUALS OR MATCH THE TOTAL ACTIVE USER BASE. VALUES CC
FAKE ACCOUNTS, DIFFERING RESEARCH DATES, AND CHAMNGES IN RESIDEMNT




INSTAGRAM: REPORTED ADVERTISING REACH *

TOTAL POTENTIAL AUDIENCE REACH OF ADS ON INSTAGRAM, AND CHANGE IN REPORTED REACH OVER TIME
NOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS VIETNAM

(VAR
1.5M 11.6 M

JAN
2023

SOURCES: META'S ADVERTISING RESOURCES; KEPICS AR
THOUSAMNDS “123 K" = 123,C M” DENOTES

IS. ADVISORY: REACH FIGURES MAY NOT REPRESEN
REVISIOMNS AMD CORRECTIONS MAY RE MNC

JAN
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INSTAGRAM: ADVERTISING AUDIENCE PROFILE

SHARE OF INSTAGRAM’S ADULT ADVERTISING AUDIENCE AGED 18+ BY AGE GROUP AND GENDER

MNOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS

34.2%

FEMALE

22.8%

MALE

17.6%

14.7%

4.0% 3.3%

1.2% 1.1%
I

0.3% 0.4%

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE
18 — 24 25-34 35-44 45 - 54 55-64
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

SOURCES: META'S ADV
FOR USERS BELOW THE

ERTISING RESOURCES; KEPIOS ANALYSIS. NOTES: VALUES USE MIDPOINTS OF PUBLISHED RANGES. NOTE: META'S ADVERTISING TOOLS NO LONGER PROVIDE DEMOGRAPHIC DATA

A

AGE OF 18, SO WHILE THERE MAY BE ACTIVE USERS OF THE COMPANY'S PLATFORMS BELOW THIS AGE, THESE USERS NO LOMNGER APPEAR IN THE COMPANY'S POTENTIAL AD REACH a ee
DATA. GENDER DATA ARE OMLY AVAILABLE FOR “FEMALE” AND “MALE". ADVISORY: VALUES MAY NOT MATCH SHARE OF TOTAL ACTIVE USER BASE. USER AGE MISSTATEMENTS MAY DISTORT SOURCE DATA. r .
COMPARABILITY: SOURCE DATA INCOMSISTENCIES MAY MEAN THAT VALUES SHOWM HERE DO NOT CORRELATE WITH VALUES SHOWN ELSEWHERE IN THIS REPORT. BASE REVISIONS. SEE MOTES OMN DATA SOCI

*

VIETNAM

0.2%

FEMALE

65+
YEARS OLD

0.3%
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al <OD> Meltwater



TIKTOK



GUIDANCE ON TRENDS IN TIKTOK DATA

Our analysis of the potential advertising reach data published in TikTok's own tools
has identified some unusual trends over recent months, and the figures for some
geographies have seen large and unexpected declines. However, our analysis of third-
party data indicates that there has been no equivalent decline in actual platform
use during the same time period. As a result, we believe that the declines in TikTok's
published ad reach data are likely due to “source corrections” — potentially involving
the removal of duplicate accounts, false accounts, and accounts that engage in
inauthentic behaviour — and / or a change in the company’s reporting methodology.
Consequently, readers should not interpret any decline in reported TikTok ad reach as
being representative of any change in actual TikTok use. However, we've included the

platform’s published figures “as is”, to enable readers to form their own judgements.



TIKTOK: ADVERTISING AUDIENCE OVERVIEW *

THE POTENTIAL AUDIENCE AGED 18+ THAT MARKETERS CAN REACH WITH ADS ON TIKTOK

INOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS VIETNAM
TOTAL POTENTIAL REACH TIKTOK AD REACH TIKTOK AD REACH QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE IN
OF ADS ON TIKTOK vs. TOTAL POPULATION vs. TOTAL INTERNET USERS IN REPORTED TIKTOK AD REACH REPORTED TIKTOK AD REACH

40.9 40.3% 51.2% -40.9% -39.7%

MILLION -28.3 MILLION -26.9 MILLION

SHARE: FEMALE TIKTOK AD SHARE: MALE TIKTOK AD ADOPTION: OVERALL TIKTOK ADOPTION: FEMALE TIKTOK ADOPTION: MALE TIKTOK
REACH AGED 18+ vs. OVERALL REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. FEMALE AD REACH AGED 18+ vs. MALE
TIKTOK AD REACH AGED 18+ TIKTOK AD REACH AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+

48.7 % 51.3% 35.6% 52.1% 99.3%

SOURCES: TIKTOK'S ADVERTISING RESOURCES; KEPIOS ANALYSIS. NOTES: REACH DATA ARE ONLY AVAILABLE FOR “FEMALE” AND “MALE” USERS AGED 18+. VALUES REFLECT MIDPOINTS OF PUBLISHED RANGES
o SOURCE DATA FOR REACH BY GENDER MAY NOT SUM TO PUBLISHED TOTAL, SO FIGURES FOR ADOPTION BY GENDER MAY NOT CORRELATE WITH OVERALL ADCPTION. ADVISORY: REACH MAY NOT REPRESENT

UNIQUE INDIVIDUALS OR MATCH THE TOTAL ACTIVE USER BASE. VALUES COMPARING REACH WITH POPULATION AMND INTERMET USERS MAY EXCEED 100% DUE TO USER AGE MISSTATEMENTS, DUPLICATE AMND qrei I (O) MEIth ter
ACCOUNTS, DIFFERING RESEARCH DATES, AMD CHANGES IN RESIDENT POPULATIONS. COMPARABILITY: BASE REVISIOMNS. VALUES FOR CHANGE QOVER TIME s u

MAY BE DISTORTED. SEE NOTES ON DATA oc.

FAKE



TIKTOK: REPORTED ADVERTISING REACH e

TOTAL POTENTIAL AUDIENCE REACH OF ADS ON TIKTOK, AND CHANGE IN REPORTED REACH OVER TIME
NOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS VIETNAM

677 M 69.7M 69.2M

' ' |

S OF PUBLISHED RANGES. V
ADVISORY: ki

~ECEDTA IR & Ad A
CERTAIMN AD FORMATS MAY IM

62.6 M

499 M 50.6 M

' ' 44‘8M '
+40% +8.2%

JAN APR JUL ocT
2023 2023 2023 2023

SOURCES: TIKTOK'S ADVERTISING RESOURCES; KEPIOS AMNALYSIS
DENOTES MILIONS, AND “B" DENOTES BILLIONS = NO LETTER IS Pf
\SE. COMPARABILITY: IN ADDITION TO SES IN /
SUCH ADIUSTMEMNTS MAY SIGMNIFICANTLY DISTORT VALUE: CHANGE

we
N SOME COUNTRIES. SEE l\.‘(:‘lis ;JN[DA'A SOC|GI (0) Meltwqter



TIKTOK: ADVERTISING AUDIENCE PROFILE

SHARE OF TIKTOK'S ADULT ADVERTISING AUDIENCE AGED 18+ BY AGE GROUP AND GENDER
INOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS VIETNAM

16.9%

16.0%

| I I

12.3% 127%

4.0%  4.0%

6.0%
5.2% I

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE
18 - 24 25-34 35-44 45 - 54 5 hk
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

we
RANGES. ADVISORY: VALUES MAY NOT MATCH SHARE OF TOTAL ACTIVE USER BASE. USER AGE MISSTATEMENTS MAY DISTORT SOURCE DATA. COMPARABILITY: SOURCE DATA INCONSISTENCIES MAY MEAN are, (O) Meltwqter

SOURCES: TIKTOK'S ADVERTISING RESOURCES; KEPIOS AMNALYSIS. NOTES: REACH DATA ARE ONLY AVAILABLE FOR “FEMALE* AND “MALE" USERS AGED 18+ YALUES BASED ON MIDPOINTS OF PUBLISHED
THAT VALUES SHOWN HERE DO NOT CORRELATE WITH VALUES SHOWN ELSEWHERE IN THIS REPORT. BASE REVISIONS, SEE NOTES OMN DATA. SOClal



LINKEDIN



LINKEDIN: ADVERTISING AUDIENCE OVERVIEW *

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON LINKEDIN

INOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS VIETNAM
TOTAL POTENTIAL REACH LINKEDIN AD REACH LINKEDIN AD REACH QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE IN
OF ADS ON LINKEDIN vs. TOTAL POPULATION vs. TOTAL INTERNET USERS IN REPORTED LINKEDIN AD REACH REPORTED LINKEDIN AD REACH

8.90 8.8% 11.1% +3.5% +18.7%

MILLION +300 THOUSAND +1.4 MILLION

SHARE: FEMALE LINKEDIN SHARE: MALE LINKEDIN ADOPTION: OVERALL LINKEDIN ADOPTION: FEMALE LINKEDIN ADOPTION: MALE LINKEDIN
AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. FEMALE AD REACH AGED 18+ vs. MALE
LINKEDIN AD REACH AGED 18+ LINKEDIN AD REACH AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+

50.0% 50.0% 12.1% 6.5% 7.1%

OR MATCH THE TOTAL ACTIVE USER BASE. VALUES COMPARING REACH WITH POPULATION AMND INTERMET USERS MAY

SOURCES: LINKEDIN'S ADVERTISING RESOURCES; KEPIOS AMNALYSIS. NOTES: VALUES REFLECT TOTAL REGISTERED “MEMBERS”, SO ARE NOT COMPARABLE WITH OTHER PLATFORMS IN THIS REPORT. GEMDER
e DIFFERING RESEARCH DATES, AND CHANGES IN RESIDENT POPULATIONS. COMPARABILITY: BASE REVISIONS. VALUES FOR CHANGE OVER TIME MAY BE DISTORTED. SEE NOTES ON DATA, socl

DATA ARE ONLY AVAILABLE FOR “FEMALE” AND “MALE”. FIGURES FOR ADOPTION BY GENDER MAY NOT CORRELATE WITH OVERALL ADOPTION. ADVISORY: REACH MAY NOT REPRESENT UNIQUE INDIVIDUALS wee l
100% DUE TO USER AGE MISSTATEMENTS, DUPLICATE AND FAKE ACCOUNTS ar -ul (0) Me tWCltel‘



LINKEDIN: REPORTED ADVERTISING REACH

TOTAL POTENTIAL AUDIENCE REACH OF ADS ON LINKEDIN, AND CHANGE IN REPORTED REACH OVER TIME

NOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING |

JATA ON THIS CHART WITH PREVIOUS REPORTS VIETNAM

8.60 M 80 M

JAN

JAN
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SOURCES: LINKEDIN'S ADVERTISING RESOURCES; KEPIOS Al

ERED MEMBERS, 5O ARE MC | I
e we
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FIC E. COMPARABILITY: I ADD ajic VIBERS, SOURCE DATA
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LINKEDIN: ADVERTISING AUDIENCE PROFILE

SHARE OF LINKEDIN'S ADVERTISING AUDIENCE BY AGE GROUP AND GENDER
INOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS VIETNAM

235%  23.5%

05%  21.5%
4.7% 4.9%

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE
18 - 24 25-34 KY: ok
YEARS OLD YEARS OLD YEARS OLD YEARS OLD

we
USER BASE. USER AGE MISSTATEMENTS MAY DISTORT SOURCE DATA. COMPARABILITY: SOURCE DATA INCONSISTENCIES MAY MEAN THAT VALUES SHOWMN HERE DO NOT CORRELATE WITH VALUES SHOWMN are . (O) Meltwqter

SOURCES: LINKEDIN'S ADVERTISING RESOURCES; KEPIOS ANALYSIS. NOTES: GENDER DATA ARE ONLY AVAILABLE FOR “FEMALE" AND “MALE". ADVISORY: VALUES MAY NOT MATCH SHARE OF TOTAL ACTIVE
ELSEVWHERE IN THIS REPORT. BASE REVISIOMNS. SEE NOTES ON DATA. soclal



MESSENGER



MESSENGER: ADVERTISING AUDIENCE OVERVIEW e

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON MESSENGER

INOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS VIETNAM
TOTAL POTENTIAL REACH MESSENGER AD REACH MESSENGER AD REACH QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE IN
OF ADS ON MESSENGER vs. TOTAL POPULATION vs. TOTAL INTERNET USERS IN REPORTED MESSENGER AD REACH  REPORTED MESSENGER AD REACH

55.9 55.2% 70.0% +1.9% +2.6%

MILLION +1.05 MILLION +1.40 MILLION
SHARE: FEMALE MESSENGER SHARE: MALE MESSENGER ADOPTION: OVERALL MESSENGER ~ ADOPTION: FEMALE MESSENGER ADOPTION: MALE MESSENGER
AD REACH AGED 18+ vs. OVERALL ~ AD REACH AGED 18+vs. OVERALL ~ AD REACH AGED 18+ vs. OVERALL ~ AD REACH AGED 18+ vs. FEMALE AD REACH AGED 18+ vs. MALE
MESSENGER AD REACH AGED 18+  MESSENGER AD REACH AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+

51.8% 48.2% 76.0% 75.2% 75.7%

we
JSER AGE MISE PLIX I qrel (0) MEIthter
MIE ‘;' BE Z}ilﬂl{)?\‘:li D. SEE NOTES ON DATA SOC'GI



MESSENGER: REPORTED ADVERTISING REACH *

TOTAL POTENTIAL AUDIENCE REACH OF ADS ON MESSENGER, AND CHANGE IN REPORTED REACH OVER TIME
NOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS VIETNAM

577 M 58.5M 59.0M

52.7 M '
+0.9%

JAN APR JUL
2023 2023 2023

SOURCES: META'S ADVERTISING RESOURCES; KEPIOS AR
DENOTES MILIONS, AND “B" DENOTES BILLIONS

\SE. COMPARABILITY: IN ADDITION 1
SUCH ADIUSTMENTS MAY SIGNIFICANTLY DISTORT W

54.5M 3.7 M 55.7 M 10N 559 M

SES IN REPORTED REACH, Al

niNGFuL cHances InreporteD REacH A OINE. . K@D Meltwater
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MESSENGER: ADVERTISING AUDIENCE PROFILE

SHARE OF MESSENGER’S ADULT ADVERTISING AUDIENCE AGED 18+ BY AGE GROUP AND GENDER

MNOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS

VIETNAM

15.2%

14.5%
12.3%
11.5% 11.5% 11.3%
6.9%
6.2%
4.0%
3.3%

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE
18 - 24 25 - 34 35-44 45 - 54 55 - 64 65+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

SOURCES: META'S ADVERTISING RESOURCES; KEPIOS ANALYSIS. NOTES: VALUES USE MIDPOINTS OF PUBLISHED RANGES. NOTE: META'S ADVERTISING TOOLS NO LONGER PROVIDE DEMOGRAPHIC DATA
@ FOR USERS BELOW THE AGE OF 18, 5O WHILE THERE MAY BE ACTIVE USERS OF THE COMPANY*S PLATFORMS BELOW THIS AGE, THESE USERS MO LONGER APPEAR IN THE COMPANY'S POTEMNTIAL AD REACH
G

DATA. GENDER DATA ARE ONLY AVAILABLE FOR “FEMALE" AND “MALE". ADVISORY: VALUES MAY NOT MATCH SHARE OF TOTAL ACTIVE USER BASE. USER AGE MISSTATEMENTS MAY DISTORT SOURCE DATA. are . (O) MEIthter
COMPARABILITY: SOURCE DATA INCOMSISTENCIES MAY MEAN THAT VALUES SHOWM HERE DO NOT CORRELATE WITH VALUES SHOWN ELSEWHERE IN THIS REPORT. BASE REVISIONS. SEE MOTES OMN DATA soclal






X: ADVERTISING AUDIENCE OVERVIEW *

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON X (TWITTER)

MOTE: PLEASE READ THE IMPORTAMT MOTES OMN COMPARIMG DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON o CHART WITH PREVIOLUS REPORT: YIETNAM

TOTAL POTENTIAL X AD REACH vs. X AD REACH vs. QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE
REACH OF ADS ON X TOTAL FOPULATION TOTAL INTERMNET USERS IN REFORTED X AD REACH IN REFORTED X AD REACH

6.29 6.2% 7.9% -16.1% +12.6%

MILLION -1.20 MILLION +706 THOUSAND

SHARE: FEMALE X AD REACH SHARE: MALE X AD REACH ADOPTION: OVERALL X AD ADOPTION: FEMALE X AD ADOPTION: MALE X AD
AGED 18+ vs. OVERALL AGED 18+ vs. OVERALL REACH AGED 18+ vs. OVERALL REACH AGED 18+ vs. FEMALE REACH AGED 18+ vs. MALE
X AD REACH AGED 18+ X AD REACH AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+

34.0% 66.0% 8.4% 11.6%

5 KEPIOS AMALYSIS. NOTES: VALUES USE MIDPOINTS OF PUBLISHED RAMNGES. GEMDER DATA OMLY AVAILABLE FOR "FEMALE" ARMD "MALE". REACH BY GEMDER MAY MO

SOURCES: x'S Al SOURCES; . JF A Y we
@ CORRELATE WITH OVERALL ADC ADVISORY: FREQLENT AMOMALIES IM SOURCE DATA, REACH FIGLRES MAY MOT REFRESENT UNIGUE INDIVIDUALS OR MATCH THE TOTAL ACTIVE LISER BASE. VALLIES Cll'e

0 NG REACH WITH POPULATIC ITERMET USERS MAY EXCEED 100% DUE TO LSER AGE MISSTATEMEMTS, DUPLICATE AND FAKE ACCOUMTS, NOM-IMDIVIDUAL ACCOUMTS (E.G, BUSIMESSES .

MUSIC BANDS IFFERIMG RESEARCH DATES, AMD CHAMGES 1M RESIDENT POPULATIONS. COMPARABILITY: BASE REVISIOMNS, VALUES FOR CHAMGE OVER TIME MAY BE DISTORTED, SEE MOTES OM DATA Soclﬂ

<O> Meltwater




X: REPORTED ADVERTISING REACH *

TOTAL POTENTIAL AUDIENCE REACH OF ADS ON X, AND CHANGE IN REPORTED REACH OVER TIME

MOTE: PLEASE READ MPORTANT NCTES ON COMPARIMNG DATA AT THE START OF THIS REPOR ORE COMPARING DATA O THIS CHART WITH PREVICUS REPOR VIETNAM

J44M TA9M

6.29 M
590 M

= IMPROBABLE TREMDS IN SOURCE DATA -----=rememereeenns

» SIGNIFICANT ANOMALIES IN SOURCE DATA, w==eeevnerrernrnraraas
= SIGNIFICANT ANOMALIES IN SCURCE DATA -voeererrrsnsmnrnrenes
= SIGNIFICANT ANOMALIES IN SOURCE DATA --voeerrrersnsmsrnrenes
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SOURCES: X'5 ADWE SIMG RESOURCES; KEPIOS ARALYSIS. NOTES: VALUES USE MIDPOINTS OF PUBLISHED RAMGES. WHERE TERS A SHOWM MEXT TO B MLLIES, “KY DEMOTES THOUSAMDS, "M we

DEMICTES MILL 15, AMD "B DEMCTES BILL 15. WHERE WO LETTER 15 PRESEMT, VALLES ARE Si Wi AS ADVISORY: =MNIFICARMT ANOMALES I[N SOURCE DATA  REA FIGLUEES M MOT REPRESENT

@ T e e P o Tt el e L e e S ot e 1 are, ., OO Meltwater
THE AVAILABILITY OF DATA BY | ATICOM ME RESLILT I MEATR 1 ‘HaM 5 I REPORTED REACH NMHICH MAY S (- ORET VALLUES FOR CHAMI VER TIME. SEE NOTES O™ DATA soc.al



X: ADVERTISING AUDIENCE PROFILE

SHARE OF X'S ADVERTISING AUDIENCE BY AGE GROUP AND GENDER

MNOTE: PLEASE READ THE IMPORTANT MOTES O COMPARIMNG DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA OR THIS CHART WITH PREVIOLS REPORTS VIETHAM

26.4%
24.3%

13.0%

12.8%

1.6%
0.9%
l I —

12.0%

0.6% 0.8%
e
FEMALE MALE FEMALE MALE FEMALE MALE FEMALE FEMALE MALE
13-17 18 - 24 25 - 34 35-4? 50+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

SUM TO 100% DUE TO INCONSISTENCIES IN SOURCE DATA, ADVISORY: SIGNIFICANT ANOMALIES IN SOURCE DATA. VALUES MAY NOT MATCH SHARE OF TOTAL ACTIVE USER BASE. COMPARABILITY: SOURCE  CIIF@, O Meltwater

SDUREEE X'5 ADVERTISIMG RESOURCES; KEPIOS AMALYSIS. MOTES: VALUES BASED OR MIDPOIMTS OF PUBLISHED RAMGES. GEMDER DATA ARE OMLY AVAILABLE FOR "FEMALE" AMD "MALE". VALUES MAY MOT
I}-l"-.l.-‘\ INCOMSISTENCIES MAY MEAMN THAT VALUES SHOWMN HERE DO NOT CORRELATE WITH YALUES SHOWMN ELSEWHERE IM THIS REPORT. BASE REVISIONS. SEE NOTES OMN DATA soclul



DIGITAL MARKETING



SOURCES OF BRAND DISCOVERY

PERCENTAGE OF INTERNET USERS AGED 16+ WHO DISCOVER NEW BRANDS, PRODUCTS, AND SERVICES VIA EACH CHANNEL OR MEDIUM -
VIETNAM

38.3%

TV ADS 33.8%

CONSUMER REVIEW SITES 30.6%

BRANDS’ SOCIAL POSTS 29.8%

BRAND WEBSITES 29.7%

PRODUCT COMPARISON WEBSITES 28.4%

SOCIAL MEDIA COMMENTS 28.3%

WORD OF MOUTH 28.3%

SOCIAL MEDIA ADS 27.8%

TV SHOWS AND FILMS 27.6%

5%
9%
n1%

0.3

w1

we
SOURCE: GWI [Q3 2024), COMPARABILITY: CHAMGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY, SEE MOTES OM DATA are, (o) Meltwater
sSocCia



MAIN CHANNELS FOR ONLINE BRAND RESEARCH

PERCENTAGE OF INTERMNET USERS AGED 16+ WHO USE EACH CHANNEL AS A PRIMARY SOURCE OF INFORMATION WHEN RESEARCHING BRANDS -

VIETHAM

SOCIAL NETWORKS 60.6%

SEARCH ENGINES LYRY!

CONSUMER REVIEWS 37.7%

MOBILE APPS 36.3%

PRICE COMPARISON SITES 33.6%

PRODUCT & BRAND WEBSITES 33.5%

VIDEO SITES 28.3%

763
n9%
185

18.3%

18.2%

2%

155

1.2%

we
@ SOURCE: GWI (Q3 2024). COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY, SEE NOTES ON DATA are, {OD> Meltwater
socia



ADVERTISING SPEND: TOTAL vs. DIGITAL *

TOTAL AD SPEND ACROSS ALL CHANNELS, WITH DETAIL FOR DIGITAL AD SPEND (U.S. DOLLARS, FULL-YEAR 2024)
VIETNAM

TOTAL AD SPEND YEAR-ON-YEAR DIGITAL AD SPEND YEAR-ON-YEAR DIGITAL AD SPEND
(INCLUDING ONLINE CHANGE IN TOTAL AD (INCLUDING SEARCH CHANGE IN AS A PERCENTAGE
AND OFFLINE CHANNELS) SPEND (ALL CHANNELS) AND SOCIAL MEDIA) DIGITAL AD SPEND OF TOTAL AD SPEND

$2.76 +6.4% $1.43 +11.3% 51.9%

BILLION +$167 MILLION BILLION +$145 MILLION

we
CHAMGES. FIGURES ARE MOT COMPARABLE WITH PREVICUS REPORTS. ADVISORY: THE DEFIMITION OF “DIGITAL ADVERTISING™ USED OM THIS CHART INCLUDES A BROADER VARIETY OF CHANMELS AMD arei (O) Meltwater
ACTIVITIES THAN THE DEFINITION LSED OMN 50OME OTHER CHARTS IM THIS REPORT, 50 VALUES MAY NOT CORRELATE ACROS5 CHARTS soclal

SOURCE: STATISTA MARKET INSIGHTS. NOTES: FIGURES REPRESEMT ESTIMATES FOR FULL-YEAR 2024, AND COMPARISOMS WITH EQUIVALEMNT VALUES FOR THE PREVIOUS CALEMDAR YEAR. FINAMCIAL VALUES
@ ARE IM U5, DOLLARS. PERCENTAGE CHAMGE VALUES ARE RELATIVE (1.E. AM IMCREASE OF 20% FROM A STARTING VALUE OF 50% WOULD EQUAL 60%, NOT 70%). COMPARABILITY: BASE AND DEFINITION



DIGITAL ADVERTISING SPEND *

ANNUAL SPEND ON DIGITAL ADVERTISING BY FORMAT (U.S. DOLLARS, FULL-YEAR 2024)

VIETHAM

ONLINE SEARCH ADS S572 M

IN-APP ADS (AGG.) S450 M

SOCIAL MEDIA ADS (AGG.) $398 M

ONLINE BANNER ADS S370 M

ONLINE VIDEO ADS $256 M

INFLUENCER ADS S87.0 M

- $372M ONLINE CLASSIFIEDS

$209M DIGITAL AUDIO ADS

SOURCE: STATISTA MARET JSIGHTS. NOTES: FIGLRES REPRESEMT ESTIMATES FOR FLU YEAR SPEM M 2024 IM US DOLWLARS. WHITE BARS DEMNOTED BY "|AGG.)" REPRESEMT AGGREGATE WALUES, AMD we

FIGURES INCLUDE COMBINED SUBSETS OF OTHER AD FORMATS ALSC SHOWMN ON THIS CHART. FOR EXAMPLE, “SOCIAL MEDIA® SPEND INCLUDES A SUBSET OF REVENUES ALSO ASSOCIATED WITH ONLINE

@ BANMER ADS AND ONLINE VIDEQ ADS. WHERE LETTERS APPEAR NEXT TO FIGURES, “M"™ DENGTES MILLIONS, “B* DENOTES BILLIONS, AND “T* DENGTES TRILLONS, COMPARABILITY: BASE CHANGES. FIGURES are, (O)MEItWﬂtEf
ARE NOT COMPARABLE WITH PREVIOUS REPORTS soclul



DIGITAL MARKETING: ATTITUDES AND BEHAVIOURS *

ATTITUDES AND BEHAYIOURS RELATING TO DIGITAL MARKETING AMONGST INTERMNET USERS AGED 16+, INCLUDING AVERAGE AD SPEND PER CAPITA

VIETHAM
CONTEXT: AVERAGE DIGITAL AD SPEND FEEL REPRESENTED IN THE RESEARCH BRANDS ONLINE VISIT SOCIAL MEDIA TO LEARN ABOUT
PER INTERNET USER (USD; 2024) ADS THEY SEE AND HEAR BEFORE MAKING A PURCHASE BRANDS AND SEE BRANDS' CONTENT
% 89 9.39
$17.95 14.9% 52.8% 39.3%
VISITED A BRAND'S WEBSITE CLICKED OR TAPPED ON A BANNER AD  CLICKED OR TAPPED ON A SPONSORED ~ DOWNLOADED OR USED A BRANDED
IN THE PAST MONTH ON A WEBSITE IN THE PAST MONTH ~ SOCIAL MEDIA POST IN THE PAST MONTH MOBILE APP IN THE PAST MONTH

42.7 % 17.4% 23.7% 15.5%

we
SOURCE: AD SPEMD DATA VIA STATISTA MARKET IMSIGHTS; ALL OTHER VALUES V1A GWI (Q3 2024). NOTE: VALUES FOR AVERAGE DIGITAL AD SPEMD ARE IN UMNITED STATES DOLLARS, AND REPRESEMNT THE TOTAL
@ SPEND ON DIGITAL ADS IN 2024 COMPARED WITH THE TOTAL MUMBER OF INTERNET USERS. COMPARABILITY: CHAMNGES N AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES OM DATA gggiﬂl (0) Meltwater



PROGRAMMATIC ADVERTISING OVERVIEW *

SPEND ON PROGRAMMATIC ADVERTISING AND ITS SHARE OF THE DIGITAL ADVERTISING MARKET

VIETHAM
ANNUAL SPEND ON YEAR-ON-YEAR CHANGE PROGRAMMATIC'S YEAR-ON-YEAR CHANGE IN
PROGRAMMATIC IN PROGRAMMATIC SHARE OF TOTAL DIGITAL PROGRAMMATIC’S SHARE OF
ADVERTISING (USD) ADVERTISING SPEND (USD) ADVERTISING SPEND TOTAL DIGITAL ADVERTISING SPEND

$1.13 +13.7% 78.8% +2.2%

BILLION +$136 MILLION +166 BPS

<OD> Meltwater

SOURCE: STATISTA MARKET INSIGHTS. NOTES: FIGURES REPRESEMT ESTIMATES FOR FULL-YEAR 2024, AMD COMPARISOMS WITH EQUIVALEMT VALUES FOR THE PREVICOUS CALEMDAR YEAR. FIMNAMCIAL VALUES
HDICATE ABSOLUTE CHANGE, COMPARABILITY: BASE CHAMGES, FIGLRES ARE MOT COMPARABLE WITH PREVIOUS REPORTS

we
ARE IM LS, OLWLARS. PERCENTAGE CHAMGE WALUES ARE RELATIVE (I.E. AR IMCREASE OF 20% FROM A STARTING VALUE OF 50% WOULD EQUAL 0%, NOT 70%]. “BPS" VALUES REPRESEMT BASIS POINTS, AMD arel
i socia



IN-APP ADVERTISING OVERVIEW *

SPEND ON ADVERTISING WITHIN MOBILE AND TABLET APPS, AND THE ASSOCIATED SHARE OF THE DIGITAL ADVERTISING MARKET

VIETNAM
ANNUAL SPEND YEAR-ON-YEAR IN-APP ADVERTISING'S YEAR-ON-YEAR CHANGE IN
ON IN-APP CHANGE IN IN-APP SHARE OF TOTAL DIGITAL IN-APP ADVERTISING'S SHARE OF
ADVERTISING (USD) ADVERTISING SPEND (USD) ADVERTISING SPEND TOTAL DIGITAL ADVERTISING SPEND

S450 +12.4% 31.4% +1.0%

MILLION +$49.7 MILLION +32 BPS

@ SOURCE: STATISTA MARKET INSIGHTS. NOTES: FIGURES REPRESENT ESTIMATES FOR FULL-YEAR 2024, AND COMPARISONS WITH EQUIVALENT VALUES FOR THE PREVIOUS CALEMDAR YEAR. FINANCIAL VALUES

we
ARE IN U.S. DOLLARS. PERCENTAGE CHANGE VALUES ARE RELATIVE (L.E. AN INCREASE OF 20% FROM A STARTING VALUE OF 50% WOULD EQUAL 60%, NOT 70%). “BPS” VALUES REPRESENT BASIS POINTS, AND are {¢)] Meltwater

- [ ]
NDICATE ABSOLUTE CHANGE. COMPARABILITY: BASE CHANGES. FIGURES ARE NOT COMPARABLE WITH PREVIOUS REPORTS soclul



SEARCH ADVERTISING OVERVIEW *

SPEND ON ONLINE SEARCH ADVERTISING (IN U.S. DOLLARS) AND ITS SHARE OF THE DIGITAL ADVERTISING MARKET

VIETNAM
ANNUAL SPEND YEAR-ON-YEAR CHANGE ONLINE SEARCH'S SHARE YEAR-ON-YEAR CHANGE IN
ON ONLINE SEARCH IN ONLINE SEARCH OF TOTAL DIGITAL ONLINE SEARCH'S SHARE OF
ADVERTISING (USD) ADVERTISING SPEND ADVERTISING SPEND TOTAL DIGITAL ADVERTISING SPEND

$572 +15.2% 39.9% +3.5%

MILLION +$75.3 MILLION +134 BPS

@ SOURCE: STATISTA MARKET INSIGHTS. NOTES: FIGURES REPRESENT ESTIMATES FOR FULL-YEAR 2024, AND COMPARISONS WITH EQUIVALENT VALUES FOR THE PREVIOUS CALEMDAR YEAR. FINANCIAL VALUES

we
ARE IN U.S. DOLLARS. PERCENTAGE CHANGE VALUES ARE RELATIVE (L.E. AN INCREASE OF 20% FROM A STARTING VALUE OF 50% WOULD EQUAL 60%, NOT 70%). “BPS” VALUES REPRESENT BASIS POINTS, AND are {¢)] Meltwater

- [ ]
NDICATE ABSOLUTE CHANGE. COMPARABILITY: BASE CHANGES. FIGURES ARE NOT COMPARABLE WITH PREVIOUS REPORTS soclul



SOCIAL MEDIA ADVERTISING OVERVIEW *

SPEND ON SOCIAL MEDIA ADVERTISING (IN U.S. DOLLARS) AND ITS SHARE OF THE DIGITAL ADVERTISING MARKET

VIETNAM

ANNUAL SPEND YEAR-ON-YEAR CHANGE SOCIAL MEDIA'S SHARE YEAR-ON-YEAR CHANGE IN
ON SOCIAL MEDIA IN SOCIAL MEDIA OF TOTAL DIGITAL SOCIAL MEDIA'S SHARE OF TOTAL
ADVERTISING (USD) ADVERTISING SPEND ADVERTISING SPEND DIGITAL ADVERTISING SPEND

$398 +12.0% 27.8% +0.6%

MILLION +$42.7 MILLION +18 BPS

SOURCE: STATISTA MARKET INSIGHTS. NOTES: FIGURES REPRESENT ESTIMATES FOR FULL-YEAR 2024, AND COMPARISONS WITH EQUIVALENT VALUES FOR THE PREVIOUS CALEMDAR YEAR. FINANCIAL VALUES we'
ARE IN U.S. DOLLARS. PERCENTAGE CHANGE VALUES ARE RELATIVE (I.E. AN INCREASE OF 20% FROM A STARTING VALUE OF 50% WOULD EQUAL 60%, NOT 70%). “BPS” VALUES REPRESENT BASIS POINTS, AND dre (O) Meltwater

[ ]
NDICATE ABSOLUTE CHANGE. COMPARABILITY: BASE CHANGES. FIGURES ARE MNOT COMPARABLE WITH PREVIOUS REPORTS SOC|GI



INFLUENCER ADVERTISING OVERVIEW *

SPEND ON INFLUENCER ADVERTISING ACTIVITIES (IN U.S. DOLLARS) AND THEIR SHARE OF THE DIGITAL ADVERTISING MARKET

VIETNAM
ANNUAL SPEND YEAR-ON-YEAR INFLUENCER ADVERTISING'S YEAR-ON-YEAR CHANGE IN
ON INFLUENCER CHANGE IN INFLUENCER SHARE OF TOTAL INFLUENCER ADVERTISING'S SHARE
ADVERTISING (USD) ADVERTISING SPEND DIGITAL AD SPEND OF TOTAL DIGITAL AD SPEND

$87.0 +15.6% +3.9%

MILLION +$11.7 MILLION +23 BPS

are. . <O>Mel
il eltwater

SOURCE: STATISTA MARKET INSIGHTS. NOTES: FIGUR ESENT ESTIMATES FOR FULL-YEAR 2024, AND COMPARIS
ARE IN U.5. DOLLARS. FIGURES REPRESENT THE MOMET E PAID DIRECTLY TO INFLUENC OR THEIR AG S, AN
PQOSTS, OR AFFILIATE COMMISSIONS. PERCENTAGE CHANGE VALUES ARE RELATIVE (I.E. AN INCREASE OF 20% FROM A
POINTS, AND INDICATE ABSOLUTE CHANGE. COMPARABILITY: BASE CHANGES. FIGURES ARE NOT COMPARABLE




ONLINE PRIVACY AND SECURITY *

PERSPECTIVES AND ACTIVITIES OF ONLINE ADULTS RELATING TO THEIR ONLINE DATA PRIVACY AND SECURITY

VIETNAM

WORRY ABOUT DECLINE COOKIES USE A TOOL TO BLOCK USE A VIRTUAL PRIVATE
HOW COMPANIES ON WEBSITES ADVERTISEMENTS ON NETWORK (VPN) TO
MIGHT USE THEIR AT LEAST SOME THE INTERNET AT LEAST ACCESS THE INTERNET AT
ONLINE DATA OF THE TIME SOME OF THE TIME LEAST SOME OF THE TIME

25.5% 28.4% 36.0% 29.1%

we

@ SOURCE: GWI (@3 2024). COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA are, | <O Meltwater
socia



MORE INFORMATION




<{OD Meltwater

Break through
the noise
Wi th Mel twa ter Media Intelligence Media Relations Social Listening & Analytics

We use powerful Al to turn billions of

data points into insights you can act on.
Consolidate your tech stack, streamline
your workflows, and make more informed
business decisions. We'll show you how.

\ B\

Cm y] Fag'

Social Media Management Consumer Intelligence Influencer Marketing

IO

Sales Intelligence Data & API Integration




we

are,
social

We are a global socially-led creative agency,
with unrivalled social media and influencer
marketing expertise.

With over 1,200 people in four continents, we deliver a
global perspective to our clients in a time when social
media is shaping culture.

We make ideas worth talking about. We understand social
behaviours within online communities, cultures and
subcultures, spanning the social and gaming landscape.
We build influencer partnerships with impact.

We work with the world’s biggest brands, including adidas,
Samsung, Netflix and Google, to reach the right people in a
strategic, relevant and effective way.

We Are Social is part of Plus Company.

To learn more, visit www.wearesocial.com

&

#withGalaxy 3

.
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TOUR INSTRGRAM POST CAY EECIME A ELO0DDINDR CARD.

WHO WANTS
TO GO TO THE FOUR
SEASONS DRLANDO?
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i

DIGITAL
BRIEFINGS

Interactive briefings that
make it easy to keep track of
digital trends, and identify
how evolving behaviours
will impact future success.

LEARN MORE »

MAKE SENSE OF DIGITAL TRENDS

Kepios helps the world understand what's really happening online.

In addition to producing the Global Digital Reports, we also offer:

2l
A

KEYNOTE
PRESENTATIONS

Custom keynote presentations
that bring the latest digital
trends to life at conferences,
events, and private meetings,
whether online or in person.

LEARN MORE »

Learn more at kepios.com

Ic

ADVISORY
SERVICES

Add our team’s experience
and insight to your decision-
making. Available through
regular, retained advisory, or
ad hoc for one-off sessions.

LEARN MORE »

REPORTS
& CONTENT

We research and produce
white-label content and co-
branded reports that offer
rich insights into what people
everywhere are doing online.

LEARN MORE »

CONSUMER
RESEARCH

Go beyond headlines and
hypotheses to understand
what people are really doing
online, and turn insights into
actionable plans and results.

LEARN MORE »

(X KEPIOS



GWI.
Hey, we're GWI

Every year, we survey over a million people

around the world so businesses can understand 2 50 K profiling points
changing consumer behavior in seconds.

We offer modernized consumer research — 15K .
global, on-demand, and accessible to everyone, + rands

not just data experts. Values, purchase journeys,
media usage, social media habits - we cover it all. 3 B

internet users represnted




How Statista can help your business

What Statista offers to empower businesses to thrive in a data-driven world

X

Data at your
fingertips

Diversity of industries
and topics

Statista bundles statistical data  With a Statista account, users

on 10,000+ topics from over can obtain comprehensive
170 industries. The data comes overviews and conduct
from over 40,000 sources. targeted research - with

minimal time expenditure.

@

Global data on numerous
countries

Statista offers insights and
facts on industries from 200+
countries and territories.
Markets, companies, and
consumers from all over the

world are highlighted.

Explore
our account

solutions here.

&

Reliable and efficient
research basis

Statista has been the market
leader when it comes to
providing business data since
2007. Companies,
universities, schools, and the

media rely on our service.

statista %




GSMA

Shaping the connected future ntelligence

Turning data into intelligence

gsmaintelligence.com

GSMA Intelligence is the definitive source of mobile industry insights, forecasts, and research,
used around the world. Our insights cover every mobile operator, network, and MVNO in every
country worldwide.

What do we do? What topics do we cover?
« Comprehensive Data Our research modules include the following:
Platform + Mobile Operators & Networks
* Insightful Research : e |loT & Enterprise

+« Expert Analysis

+ Bespoke Consulting
* Event Support * Spectrum

+ Spectrum Navigator From automation and gaming, to sustainability,

Platform H private wireless, and regional trends, our team have
expertise in all parts of the wider mobile ecosystem.

Who do we work with?

Actively working with the 1,100+ GSMA members, serving the wider mobile ecosystem:

> & m © @ 3 I

Mobile Network Regulatory Government Financial Cybersecurity OEMs and Technology Consulting
Operators Bodies Departments  Corporations Firms Manufacturers Companies Businesses

+ Digital Consumer
s Fixed, TV & Convergence




O similarweb i 100M+ [ 8M

Provides the most accurate,
comprehensive, and actionable

Digital Data, so every business _! 190 .t 210

can win their market Countries Categories

Search Terms Refreshed Data

Find out more: o
5B s al
P 'm]-'w;i!.-';_' - "
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g 1"- L:\. X

) similarweb



SENMRUSH

Data. Insights. Impact.

empowers businesses to scale by
delivering data revealing market dynamics, emerging
trends, and competitor strategies.

.Irends data enhances growth-focused marketing
strategies that maximize ROl and minimize acquisition

costs.

—» Grow your business with unparalleled global
data covering 95% domains across +190
countries.

—> Stay ahead of rivals with trend forecasting
and benchmarking powered by daily data and
over 7 years of detailed historical analysis.

—> Fuel precise decision-making with 500TB of
raw data collected from 200M real internet

users across 1B daily events.




unlocks insights at every
stage of the customer lifecycle

Supercharge or unearth winning acquisition
and ASO strategies with top class market
evaluation tools.

Boost user playtime or streaming by evaluating
and implementing market leading engagement
features and insights.

Acquisition Engagement

Monetization

Get the full picture with in-app purchase and Utilize world class usage metrics to drill into
advertising revenue metrics that inform your short and long term returning users and learn
own monetization strategies. how to avoid retention crashing pitfalls.




(?) SPEEDTEST OOKLA

Better data.
Better insights.

Better outcomes.
11"‘ million 15"' thousand 55"' billion
daily tests global testing servers tests to date

LVisit ookla.com to learn more ]




socia®hsider Simp[e o
straightforward social
media analytics

<
(@
ol
@
A
as

e Compare performance across channels

e Conduct competitor analysis

e Create social media reports

e Analyze your social media content performance

Start a 14-day FREE trial



ocowise @

The social media analytics
and reporting tool you
need by your side

Claim your free trial

Automate your reporting to save time and money

i OB & &

Brandable Predictive Competitor Fully Social Actionable
reporting metrics benchmarking automated auditing insights




NOTES ON DATA VARIANCE, MISMATCHES, AND CURIOSITIES

Note: This page is a summary of our comprehensive
notes on data variance, potential mismatches,

and curiosities, which you can read in full at
hﬂps://datoreporm|.com/noies—on—dcﬂq.

This report features data from a wide variety of
different sources, including market research agencies,
internet and social media companies, governments,
public bodies, news media, and private individuals, as
well as extrapolations and analysis of that data.

Wherever possible, we've prioritised data sources
that provide broader geographical coverage, in

order to minimise potential variations between data
points, and fo offer more reliable comparison across
countries. However, where we believe that standalone
metrics provide a more reliable reference, we use such

standalone numbers to ensure more accurate reporting.

Please note that some data points may only be
available for a limited selection of countries, so we
may not be able to report the same data in all reports.

From time to time, we may also change the source(s)
that we use to inform specific data points. As a result,
some figures may appear to change in unexpected
ways from one report to another. Wherever we're
aware of these changes, we include details in the

footnotes of each relevant chart, but please use caution
when comparing data from different reports, because
changes to research samples, base data, research
methodologies, and approaches to reporting may
mean that values are not comparable.

Furthermore, due to the differing data collection and
treatment methodologies, and the different periods
during which data have been collected, there may be
significant differences in the reported metrics for similar
data points throughout this report. For example, data
from surveys often varies over time, even if that data
has been collected by the same organisation using the
same approach in each wave of their research.

In particular, reports of internet user numbers vary
considerably between different sources and over time.
In part, this is because there are significant challenges
associated with collecting, analysing, and publishing
internet user data on a regular basis, not least because
research into public internet use necessitates the use of
face-to-face surveys. Different organisations may also
adopt different approaches to sampling the population
for research into internet use, and variations in areas
such as the age range of the survey population, or the
balance between urban and rural respondents, may
play an important role in determining eventual findings.
Note that COVID-19 has limited internet user research.

Prior to our Digital 2021 reports, we included data
sourced from social media platforms’ self-service
advertising tools in our calculations of internet user
numbers, but we no longer include this data in our
internet user figures. This is because the user numbers
reported by social media platforms are typically based
on active user accounts, and may not represent unique
individuals. For example, one person may maintain
more than one active presence (account) on the same
social media platform. Similarly, some accounts may
represent ‘non-human’ entities, including: pets and
animals; historical figures; businesses, causes, groups,
and organisations; places of interest; etc.

As a result, the figures we report for social media users
may exceed internet user numbers. However, while this
may seem counter-intuitive or surprising, such instances
do not represent errors in the data or in our reporting.
Rather, these differences may indicate delays in the
reporting of internet user numbers, or they may indicate
higher instances of individuals managing multiple
social media accounts, or ‘non-human’ social media
accounts.

If you have any questions about specific data

points in these reports, or if you'd like to offer your
organisation’s data for consideration in future reports,
please email our reports team: reports@kepios.com.



DISCLAIMER AND IMPORTANT NOTES

This report has been compiled by Kepios Pte.
Ltd. (“Kepios”) on behalf of We Are Social
Ltd. (“We Are Social”) for informational
purposes only, and relies on data from a
wide variety of sources, including but not
limited to public and private companies,
market research firms, government agencies,

NGOs, and private individuals.

While Kepios and We Are Social strive to
ensure that all data and charts contained in
this report are, as at the time of publishing,
accurate and up-to-date, neither Kepios,
nor We Are Social, nor any of those
organisations’ partners, suppliers, affiliates,
employees, or agents shall be responsible
for any errors or omissions contained in this
report, or for the results obtained from its
use.

All information contained in this report

is provided “as is”, with no guarantee
whatsoever of its accuracy, completeness,
correctness or non-infringement of third-
party rights and without warranty of any
kind, express or implied, including without

limitation, warranties of merchantability or
fitness for any particular purpose.

This report contains data, tables, figures,
maps, flags, analyses and technical notes
that relate to various geographical territories
around the world, however reference to
these territories and any associated elements
(including names and flags) does not imply
the expression of any opinion whatsoever
on the part of Kepios, We Are Social or

any of the featured brands, nor any of those
organisations’ partners, affiliates, suppliers,
employees or agents, concerning the legal
status of any country, territory, city or area
or of its authorities, or concerning the
delimitation of its frontiers or boundaries.

This report is provided with the
understanding that it does not constitute
professional advice or services of any kind
and should therefore not be substituted

for independent investigations, thought or
judgment. Accordingly, neither Kepios, nor
We Are Social, nor any of the brands or
organisations featured or cited herein, nor

any of their partners, affiliates, suppliers,
group companies, employees or agents
shall, to the fullest extent permitted by law,
be liable to you or anyone else for any
direct, indirect, punitive, incidental, special,
consequential, exemplary or similar loss or
damage, or loss or damage of any kind,
suffered by you or anyone else as a result
of any use, action or decision taken by you
or anyone else in any way connected to this
report or the information contained herein,
or the result(s) thereof, even if advised of the
possibility of such loss or damage.

This report may contain references to
third parties, however this report does not
endorse any such third parties or their
products or services, nor is this report
endorsed by or associated with such third
parties.

This report is subject to change without
notice. To ensure that you have the most up-
to-date version of this report, please visit our
reports website at https://datareportal.com/.
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