ecision L




Content

Who are Gen Z?

PROFILE
CHARACTERISTICS

Gen Z in the Out of Home market

THEIR MARKET SHARE
THEIR CONSUMPTION BEHAVIOR

How to capture Gen Z

MOBILE MARKETING

GIVE THEM POSITIVE EXPERIENCES AND RECEIVE
BETTER REVIEWS

FACILITATE SHAREABLE MOMENTS
USE GEN Z AS SNACKING OCCASION FILLERS
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Gen Z just entered the labor market

Gen Z:
People born between 2002 and 1994 (15 - 23 years old)

GenY:
People born between 1993 and 1981 (24 — 32 years old)

Gen X+:
People born before 1981 (33 years old and above)



The definitive
truth about
Gen Z that sets
it apart:
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Born in a digital world with full
access to information

Digital vs. physical is a very
blurred line
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...and its spending on food and
beverages is surprisingly high

POPULATION

892,443

OUT OF HOME SPENDING
PER MONTH
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Gen Z grew up in a generally healthy economy

4%
3%
2%
1%

0%
1986 1988 1990 19482 1994 1996 1998 2000 2002 2004 2006 2008 2010 2012

Source: World Bank



We have been tracking
it carefully since 2015
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Source: D'. ision Lap|& OMD research, Sep 2015.
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Key findings:

- Digital native but physically awkward
 Mobile is a must
»  Social media conscious

« Smart and in the know


http://www.decisionlab.co/download-material-genzilla-vietnam
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Gen Z is eating out more and more

Q3 2016 — Q2 2017

ANNUAL VISITS PER CAPITA

n=4,735

Source: Aggregate Foodservice Monitor data from Q2 2016 to Q3 2017
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Q4 2016 — Q3 2017

ANNUAL VISITS PER CAPITA

n = 4,498



\|

— ..

==X Decision Lab
7“4\

As a result, their contribution to the
market increased substantially

VISITS IN Q3 2016 VISITS IN Q3 2017
OUT OF TOTAL OOH - (91 MILLION VISITS) OUT OF TOTAL OOH - (133 MILLION VISITS)
n=4,735 n = 4,498

Source: Aggregate Foodservice Monitor data from Q2 2016 to Q3 2017
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And its behavior is shaping the winners
and losers in the market

0.3% 13%
)
0.2% 20%
11% HOTEL CANTEEN
7%
Olterrs 1% CONVENIENCE STORE 2% 30% HeAdlEs °

2=9%
(0)
ez 0.5% 1% 18% |||]I|||‘ S /0 18%
BAR/CLUB " FINE DINING FAST CASUAL — I QUICK SERVICE STREET FOOD
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54.0%

m GenZ Others
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Source: Aggregate Foodservice Monitor data from Q2 2016 to Q2 2017 n=3314
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The Gen Zs are
early adopters
of new foods

Shops specialize in Vietnamese and
Bakery are more popular amongst
Gen Z.

Gen Z also love to explore shops
with foreign specialization.
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Their thirst is crunched by tea and milk while
leaving coffee and alcohol to the older generations

Servings per capita
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Tea
Beer/Cider
Juice
Smoothies

Energy Drinks
Drinking Yoghurt

m GenZ Others

Source: Aggregate Foodservice Monitor data from Q2 2016 to Q2 2017 n=3314
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Indeed, this generation is accountable
for the boom in bubble tea!

GEN Z: SERVING RATE = OTHERS: SERVING RATE =

6% 1%
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While leaving coffee shops to suffer

COFFEE SHOPS BUBBLE TEA SHOPS
VISITS IN Q2 2016 VISITS IN Q2 2017
OUT OF TOTAL OOH - (91 MILLION VISITS) OUT OF TOTAL OOH -(133 MILLION VISITS)

Source: Aggregate Foodservice Monitor data from Q2 2016 to Q3 2017 (n=19,089)
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The mobile phone is
Gen Z’s lifeline




Mobile is the first choice when
interacting with brands
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45 -54 15 - 24

Smartphone

~
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Computer/ Laptop
Tablet/ iPad

35 -44 25-34

Q16. When it comes to researching information about brands / products that you want to buy, which of the following
devices do you use the most?

Source: The Four Cs of Mobile Marketing Report, Decision Lab, 2016
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What they do online, they do
on their mobile

Activities done on mobile phone (%)

Listen to music 12%
Surfing web

Search on the Internet
%
13%
o

Social media

Message/ text someone

Play games -
Watch video clips

Read news/ magazines 11%

More than once per day M Once a day

Q22: How often do you do the following on your mobile phone itself? (n=710)




positive consumer
experience |
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Besides being skeptical about the internet, Gen Z’s .
tendency to shop around make them develop high

standards of evaluating F&B outlets

% of visits — Q3 2017 Gen Z are more picky
about places they would
50% recommend, while other

generations are more

o 40%
o 9 .
40% 37% lenient.
21% 32% 32%
B GenZ
20% Others
10%
0% T

Detractors Passive Promoters

Source: Aggregate Foodservice Monitor data from Q2 2016 to Q2 2017 n = 3314
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Be careful as they are always online
and communicating

< il www.foody.vn/ho-chi-minh/whisk-cheese-tea-phan-xich-long (4] :b

inbox (10) - nhp@decisi... Gen Z section - FINALFI... Untitied Page | MRC Intro Page Blog Post | Back home t... Updated slides - nhp@d... Long: céc dja difm Whis... Long & TP. HCM | Foody...

Bda Chay.Thanh Ngot, Tron Vi Ngon
vs Knorr Nam Huong MOI

NEW
Kham Pha Dét Ban Dt Giao Hang Lam Dep Du Lich FoodyPOS Giam Gia Strongbow

‘Food[/,.v,‘{' TP.HCM~  Anudng~  Dia diém, mén an, loai hin =Bolc Q = OApps Ppangnhap A& + &4

22K
gt xem
Whisk - Cheese & Tea - Phan Xich Lon 11
Tiém banh - Chau A - Gia dinh, Nhdm hi, Gié - Chinhanh g m
G;
@ ) % 4 7.4 7.4 7.3 7.2 41
Khéng gian  Vitr Chétlwong  Phuc vy Gia ca Binh luan

< 180 Phan Xich Long, M Quan Phu Nhuan, TP. HCM
@ Chwa mé cra09:00 - 22:00
% 39.000d - 220.000d

Trang cht

L. Goi dién thoai M Lwu vao Bo swu tap (164) ® Binh luan @ Hinh anh « Chia sé



Although Gen Z spend a lot of time online, they
don’t trust everything they see on the internet

% of responses

Parents 72%

Experts’ advice 72%

Siblings 66%

Celebrity's comment or testimonials 27%
Comments or feedbacks on Facebook 17%
Online reviews 13%

M Do not trust (%) Trust

Source: Decision Lab & OMD research, Sep 2015 n=710
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Gen Z rather trust their
family members and
experts than online
reviews and social media.
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To win over Gen Z’s trust, businesses
should be more authentic when promote
online and focus on ensuring positive
experience to real consumers
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Gen Z are social
media conscious




Online and offline are blurred
and social media helps you
make real bonding with close
friends

My relationship with people around me
- o
gets better when we stay connected online 60%

| use online social network to expand my
. : . 55%
friend circles-more friends more fun

The first thing | normally do when | am
bored is to look for friends online

47%




Gen Z vs. Other generations

Facebook Messenger Zalo

B GenZ M Other

Q: What are the most important apps on your mobile phone?
Decision Lab Device Study - 2017

Youtube

Instagram

This is also
seen by their
adoption of
more intimate

social media
platforms
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They want to express
themselves and
connect with their
circles
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) \ l ( Gongcha Phan Xich Long mOments Of
@ il friendship

MOST RECENT
< DON CHICKEN Hé Chi Minh

= -

SEE TRANSLATION

‘:‘ B e AR Follow d
DON CHICKEN Ho Chi Minh »

Providing a place with decorations
and space allows Gen Z to hang
out with friends and document
oy Ay their hangout experience.

Qv A

| . = \ 16 likes
O Q 7 N wrigmy e | HOM nai la tha high!!! & B3O
v -
24 likes View all 4 comments
o @nghivv khong bo. Cé Phuadng a

_7 Ua may ndm trdi gap lai, chup hon ca ngan

te“irp hinh ma khéng d(fa nao post |én cho thién ha T S :
biét con chai chung 13 xao?? PHAT DIEN ... more “y .~ Giay shop vua ré vura dep. Ban ghé xem
SEE TRANSLATION nha (3 & & &

SEE TRANSLATION

Follow




( #eatout

67 likes
_ .. C6 mdi vc an thdi ma ciing phai do &

ay  Q %5 0

TOP POSTS

< Kokois

u..-,-"-u-'-':a"""" FO“OW
Kokois »

O QY
155 likes

e o BIMNGH A
#vscocam #ananan #Hanhancaigiclingsiéungon

View all 5 comments
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Sharing
their passion
for food and
discovery

Creative menus and well-crafted
dishes also attract Gen Z to share
pictures of the food or of them
eating.



Hoang Sa/ Truong Sa dispute
Universal education

Gender equality

Animal protection & animal rights
Recycling & environment protection
Woman rights

Robbery

Freedom of speech

Equal rights for all races

Public facilities for the disabled
Cyber crime

Online privacy

Terrorism

N
X

N

Q6: How much do you care about the following causes or happenings? (top 2 boxes)
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But Gen Z is
also very
concerned
with social
issues

Leverage
this to
connect and
create
shareable
moments

34
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Use Gen Z to fil
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Gen Z do not discriminate against any

day part. They eat all the time

32%

15%
11%
7%
4%
GenZ =—e—=CQOthers
Breakfast Morning snack Lunch Afternoon snack Dinner Late night snack

N

133
millions

VISITS OF GEN Z TO
FOODSERVICE OUTLETS
IN Q3 2017

Gen Z eat out a lot throughout
the day, so the difference in
visits % between each occasion
isn't as dramatic compared to
other generations.
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Not only do they eat all the time, they
spend on snacking occasions as much
as main meals

127,284

Gen Z spend more on morning
snack than breakfast, more on
afternoon snack than lunch,
and only slightly less on late
night snack than dinner.

35:550

GenZ =—e=Qthers

Breakfast Morning snack Lunch Afternoon snack Dinner Late night snack

N



Summary
4 DIGITALLY NATIVE
’ AND ALWAYS
MOBILE

LESS ALCOHOL
AND COFFEE.
MORE TEA AND

MILK

CAPTURE GEN Z'S
ATTENTION ON
MOBILE

HIGH VISIT
FREQUENCY

GIVE THEM
POSITIVE
EXPERIENCES AND
RECEIVE BETTER
REVIEWS

MORE SNACKING

FACILITATE
SHAREABLE
MOMENTS
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HARD TO PLEASE
AND VOCAL
ABOUT IT

USE GEN Z TO FILL
LOW TRAFFIC DAY-
PARTS
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Reach out to us

44 FLOOR - BITEXCO FINANCIAL TOWER
2 HAI TRIEU, DISTRICT 1
HO CHI MINH CITY, VIETNAM
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+84 28 3915 1919 | DECISION@DECISIONLAB.CO
WWW.DECISIONLAB.CO




