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1 The Food and Beverage Market Entry Handbook:
Vietnam

This Handbook is intended to act as a reference for those agri-food producers planning for, or
in the process of entering, the Viethamese market. This Handbook provides step-by-step
guides on entering the agri-food market in Vietnam including relevant information such as
analysis of the Vietnamese market for different product categories, market access and
market entry procedures, IP protection, referrals to professional buyers and a
signposting and referral system providing useful contacts and ways to penetrate the
Vietnamese market.

1.1 How to use this handbook

Depending on your stage of market entry, company profile, and product range, different
sections within this handbook will be helpful to a different extent for your business strategies.

For those wishing to learn more about the Viethamese food and beverage market in general,
section 2 provides a general country overview; section 3 provides and overview of the agri-
food market; and section 4 an overview on market entry. These latter two sections contain
information on: the food and beverage market, market access procedures, customs
procedures, SPS and labelling requirements, intellectual property protection, including the
status of geographical indications. The information contained within these sections is of a
general nature and so may not be relevant for those in the more advanced stages of market
entry.

If you want to find out more information relevant for your product, then check out the Market
Snapshots for Selected Products (section 5). This content illustrates the market situation,
market access procedures, SPS requirements etc. specific for this product or product
category. This information will provide more industry specific information to consider as part
of any market entry or market expansion strategies.

If you already have decided that the Viethamese market is where you want to be, but you need
some support, then the Support Services Directory can point you in the right direction.
Contact information for a service provider, business facilitation support organisation, or from
a business contact, could help put you in touch with the right parties who can help you to build
your brand in the Vietnamese market.
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2 Country introduction and overview

Capital:
Population:
Area:

Major language:

Major religions:
Buddhism (~10%).

Life expectancy:
Currency:

GDP growth:
Exports:
Imports:

Main exports:

Main imports:

Labour force:

Main industries:

Political structure:

Unemployment rate:

Hanoi
100 million (2023)
310,100 km?

Single party socialist republic (general secretary as de facto party
and country leader; president as head of state)

Vietnamese

Folk religion or no religion (~75%); Catholicism (~10%) Mahayana

72 years (men); 79 (women) 75.5 Years overall

Vietnamese dong (VND) (EUR 1= 27 000 VND-2023 Average)
4.9% (2023)

93.8% of GDP (2022)

90% of GDP (2022)

Electrical machinery (42%); Machinery including computers
(11%); Footwear (7%), Clothing and accessories (4%), Knit
Clothing and accessories (4%)

Electrical machinery (35%); Machinery including computers (9%);
Plastics (5%), Mineral fuels including oils (5%), Iron and Steel
(4%)

1.6% (2023)
76% (2023)

Agriculture: 11% of GDP
Industry: 37% of GDP
Services: 52% of GDP

Average household income (2023): 10 195 EUR
Household expenditure on food and beverages (2023): 2 658 EUR
Food and beverage market size (2023): 74 bn EUR

SourcesEuromonitor International: Economies and Consumers4;208F; UN, World Bank; WHO, ECB. * Goods only listed
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2.1 Country overview: Vietnam at a glance

2.1.1 Past economic and political trends

9 Vietnam has a long history, though recent history starts with the French colonial era in
the second half of the 19" century.

1 Following the declaration of independence of the Democratic Republic of Vietham in
1945, three decades of conflict followed. The country became two countries in 1955,
before reunification in 1975.

9 Economic integration following reunification proved challenging. A programme of
economic reforms was introduced in 1986, and these transformed the country.

1 The country remains a single party socialist republic, with the current general
secretary, T6 L4, assuming his position during August 2024.

The history of Vietnam spans thousands of years, with various dynasties and empires
overseeing its development at different times. However, modern Vietnamese history is often
considered to have begun in the second half of the 19th century, during the French colonial
era. France gradually established control over Vietham, shaping its political, economic, and
cultural landscape.

Throughout this period, there was strong resistance to colonial rule. On September 2, 1945,
following the end of World War Il, H Chi Minh, leader of the Viet Minh (Viethamese
Communists), declared the independence of the Democratic Republic of Vietham in the
northern part of present-day Vietnam.

After the First Indochina War, the Geneva Accords temporarily divided Vietnam into northern
and southern regions, with plans for elections in 1956. However, the elections were not held,
and instead, mNm Jeadarofnttte sdbth, proclaimed the establishment of the
Republic of Vietnam, effectively creating two separate states. The growing political differences
between North and South Vietnam, combined with Cold War dynamics, led to increased
tensions. These eventually escalated into a prolonged conflict that involved significant
international intervention. The conflict concluded in 1975 with the fall of Saigon, after which
the country was reunified under a single government in 1976.

In the years following reunification, Vietham adopted centralised economic policies, but the
country faced economic challenges throughout the 1980s. In response, the government
introduced the nAi Mpi (Renovation) reforms in 1986. These reforms shifted the country
toward a socialist-orientated market economy, encouraging private businesses, reducing price
controls, and attracting foreign investment. These changes led to rapid economic
diversification, although urban areas benefitted more than rural regions, resulting in increased
income inequality.

During the 1997 East Asian financial crisis, Vietham was less severely affected compared to
neighbouring countries. In the early 2000s, Vietnam continued its transformation, signing a
bilateral trade agreement with the United States in 2000. This helped the country evolve into
a major manufacturing and export hub. Vietnam's accession to the World Trade Organisation
(WTO) in 2007 further integrated it into
had reached 90 million, and the country adopted a new constitution that same year.

Vietnam remains a one-party socialist republic, with Té Lam becoming the general secretary
of the communist party on August 3rd, 2024, following the death of long-standing general
secretary Nguy, n Phu Tr ng.

11

t

he



Vietnam i MARKET ENTRY HANDBOOK

2.1.2 Current economic situation and mid-term outlook

1 During a period of economic upheaval globally due to the COVID-19 pandemic, the
Vietnamese economy remained resilient and continued to record growth.

9 The continuing urbanisation of the economy has emerged as a key driver of growth in
the country in recent years as the major urban centres of the country rapidly expand
in population and market size.

1 Key growth areas within the Vietnamese economy further include the rise of E-
commerce, Fintech, IT services, Renewable Energy and Tourism.

1 Going forward, it is expected that Vietnam will grow faster than neighbouring
economies, at a predicted growth rate of 4-6% between 2024 and 2028. Vietham is
further predicted to emerge as one of the global top 30 largest economies by GDP by
2050.

The economy of Vietnam has managed to remain resilient across the period between 2020
and 2024, a period in which the country faced COVID-19. During the COVID-19 pandemic,
Vietnam's strict public health measures allowed for quick containment of the virus, helping the
economy to rebound faster than anticipated. By the second half of 2021, the economy began
recovering, especially as global demand for electronics, textiles, and other major Viethamese
exports surged.

The government provided financial support packages for businesses and individuals, which
helped mitigate the impact of the pandemic on domestic consumption. Vietnam overall
sustained positive economic growth in a region where the majority of national economies
contracted during the pandemic.

Urbanisation continues to be a key driver of growth, particularly within the cities of Hanoi, Da

Nang, and Ho Chi Minh City, as these cities have seen their populations rise substantially in

recent years. Currently, the majority of the population continues to live in rural areas, with

Vietnam having one of the lower rates of urbanisation in Southeast Asia; although this is slowly
shifting, particularly as younger Vietnamese <ci't
urban areas.

Key growth areas within the Viethamese economy post-COVID-19 include the rise of e-
commerce, fintech, and IT services, with Vietham emerging as one of the largest e-commerce
markets in Southeast Asia in recent years. Tourism has also begun to recover following a
virtual ban on tourism during COVID-19. Finally, renewable energy production and
development in Vietham has expanded rapidly in recent years, which has seen the country
emerge as one of the largest renewable energy markets in the region.

Currently, the economy of Vietham has a total GDP of around EUR 386 billion* which ranks
the country cur r e'lardest ecansmytbynGDP.vGrowth rdtéssre 8xpected
to remain around the 4-6% region between 2024 and 2028. It is very likely that Vietham will
be well established within the world8s top 30 ec

! Social-Economic situation in the fourth quarter and 2023, General Statistics Office of Vietnam, available at
https://www.gso.gov.vn/en/data-and-statistics/2024/02/socio-economic-situation-in-the-fourth-quarter-and-
2023/#:~:text=GDP%20scale%20at%20current%20prices,160%20USD%20compared%20t0%202022.

2 The Long View, How will the global economic order change by 2050?, PWC, available at https://www.pwc.com/gx/en/world-
2050/assets/pwc-the-world-in-2050-full-report-feb-2017. pdf

12
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Figure 2-1: Real GDP Growth and Per Capita GDP in Vietnam: 2010-2028

Note: Data for 204-2028is forecast. GDP per capita are in cons@023prices.

Source: Euromonitor International: Economies and Consumerg; 202

2.1.3 Populations trends

9 The population surpassed 100 million around April 2023 and is likely to peak at around
109 million by 2050 before beginning to decline.

1 Vietnam has an abnormally high percentage of the population that lives in rural areas,
although the urban population is expected to account for the majority of the population
by around 2040.

9 Vietnam is ethnically homogenous with around 85% of the population identifying as
ethnic Viethamese (Kinh). Ethnic Tay, Thais and Hmong communities stand as the
largest ethnic minority communities.

9 The current period between 2024 and 2040 will see the percentage of the population
between the ages of 18 and 65 peak, with this segment of the population being the
most economically active; after 2040, the population will continue to age rapidly.

The population of Vietnam today is recorded at just over 100 million, with Vietham breaking
100 million citizens around April 2023. Vietham stands as one of the most populous nations
in Southeast Asia, ahead of Thailand, Myanmar, and Malaysia but behind Indonesia and the
Philippines. Total fertility rates in Vietnam, as seen in the wider region in general, have fallen
sharply in recent decades, which is a common trait found in economies experiencing rapid
economic growth. Currently, the fertility rate of Vietham is around 1.9 births per woman, below
the generally accepted population replacement rate of 2.1 live births per woman. Due to this,
the population of Vietnam is expected to see a slowdown in total growth, with a predicted peak
of around 109 million anticipated by 2050 before the population begins to decline. The
population is also expected to age significantly over the coming decades.

Vietnam has an abnormally low level of urbanisation compared to other nations in the region
and also relative to the size of the economy; for example, the current percentage of the
population living in an urban area is just under 40%. In other Southeast Asian nations of similar
economic development over past decades, it tends to be higher, for example, Thailand (53%),

13
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Indonesia (58%), and Malaysia (78%). Urbanisation, however, has been picking up
significantly in recent years, with many major urban centres such as Ho Chi Minh City and
Hanoi seeing their populations double in size since the year 2000. It is overall predicted that
the percentage of the population living in an urban area will surpass rural areas around the
year 2040, although this is subject to numerous variables.®

Ethnically, the country is quite homogenous, with around 85% of the population identifying as
ethnically Vietnamese (or Kinh). Ethnic Tay, Thai, and Hmong communities stand as the
largest ethnic minority communities; however, these groups are very small within the total
population and account for around 1-2% of the population, respectively.

The current period between 2024 and 2040 will see the percentage of the population between
the ages of 18 and 65 peak, with this segment of the population being the most economically
active. After 2040, the population will continue to rapidly age, with the percentage of citizens
over the age of 65 being around a third of the population. This will bring with it major economic
and consumer changes that will have to be considered for producers seeking to enter the
Vietnamese market for the long term.

Figure 2-2: Age Pyramid in 2021 and 2040 in Vietnam

a0+

o oo
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1,000 500 500 1,000
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Source: Euromonitor International: Economies and Consumerg; 202

Tourism in Vietnam

Tourism in Vietham has made a strong comeback in 2023 following the challenges posed by

the COVID-19 pandemi c. As one of Sout heast Agi

Vietnam has attracted millions of visitors. Around 12.6 million tourists visited Vietham in 2023*
Vietnam is also one of the more popular destinations for EU citizens seeking to visit or retire
in Asia. Tourists from the EU often seek out imported EU food and beverage products which
helps to sustain demand for these products in Vietham. sites such as Ha Long Bay, the
historic Hanoi Old Quarter, and the bustling streets of Ho Chi Minh City continue to be major

hubs for tourism and will often have food service sector outlets that cater to European tastes.

8 Urbanization in Vietnam, Open Development Vietnam, available at

https://vietnam.opendevelopmentmekong.net/topics/urbanization-in-vietham/

4

Number of international tourist arrivals (ITA) in Vietnam, 2023, Statista, available at
https://www.statista.com/statistics/981987/vietham-number-international-tourist-
arrivals/#:~:text=In%20total%2C%20the%20country%20received,from%20the%20COVID%2D19%20pandemic.
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2.2 Geography and key markets

Vietnam is located on the east of the Indochinese peninsula, in the region commonly referred

to as Southeast Asia. Vietnam has an extensive coastline, stretching about 3 450 kilometres.

To the northeast, Vietham borders the Gulf of Tonkin, a body of water that separates Vietnam

from southern China. To the east and sout heast,
China Sea (referred to as the East Sea in Vietnam), and to the southwest of Vietnam is the

Gulf of Thailand. Vietnam also shares a land border with three other nations; to the north,

Vietnam shares a 1297-kilometre-long border with China. To the west, Vietham shares a
2161-kilometre-long border with Laos, making it the longest land border Vietnam shares with

any country. Also, to the west and southwest, Vietnam shares an 1158-kilometre-long border

with Cambodia. With a total land areaof 3101 00 k m2, the country ranks ¢
largest nation by land area and the 19th largest nation by land area within Asia.

2.2.1 Overview of urban markets

Vietnambs urban markets are primarily concentr at
the north and Ho Chi Minh City in the south, with around 1 500 km between the two cities. Ho

Chi Minh City, the largest urban centre, is home to approximately 9 million people, with its

wider metropolitan area extending the population to over 13 million. The city serves as the

economic powerhouse of the country, driving much of Vietham's manufacturing, trade, and

finance sectors. Hanoi, the capital, houses around 8 million residents and serves as the

political and cultural core, heavily influencing national policies and economic decisions.

Vietnambébs urbanisation is rapidly increas
living in cities, a figure that continues to rise as rural populations migrate to urban areas in
search of employment and better living standards. While Ho Chi Minh City and Hanoi are the
dominant urban centres accounting for around half the urban population, other significant
cities include Da Nang on the central coast, which is a growing industrial and tourism hub, and
Can Tho, the largest city in the Mekong Delta, known for its agricultural production and trade
networks.

ng, Ww

The Vietnamese government often groups the various provinces and municipalities into three
regions: Northern Vietnam, Central Vietham, and Southern Vietnam. These regions can be
further subdivided into eight subregions: Northeast Vietham, Northwest Vietnam, the Red
River Delta, the North Central Coast, the South-Central Coast, the Central Highlands,
Southeast Vietnam, and the Mekong River Delta. Vietham is further divided into 58 provinces
and 5 centrally governed cities (Hanoi, Ho Chi Minh City, Da Nang, Hai Phong, and Can Tho).
Urban markets are spread across the country, but the southern region around Ho Chi Minh
City and the Red River Delta surrounding Hanoi host by far the largest concentrations of
population and economic activity. Additionally, coastal cities such as Hai Phong and Nha
Trang play important roles in both industrial output and tourism, attracting both local and
international investors. The central highland cities, suchas BubnMa Thu, t  a n ddt, thdughL
less densely populated, are emerging as important markets, particularly in the agricultural and
food processing sectors.

Vietnam's urban markets are not only centres for commerce but also gateways for international
trade, bol stered by the countryés strategic | oc
China Sea. The development of infrastructure and transport networks in and around these
urban areasiskeytosuppor ti ng Vietnambés continued economic
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Figure 2-3: Administrative divisions in Vietnam and their populations
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Region | Sub-Region | Province Capital City Population
Bac Ninh Bac Ninh 1.4 million
Ha Nam Phu Ly 985 000
HaN, i Hanoi 8.5 million
HIi D€hng HIi D€hng 2.3 million
. H[i Phong H[i Phong 2 million
Rl Ry (Dl H€eng Y°n H€ng Y°n 1.2 million
Na m nim Na m nim 2.4 million
Ninh Binh Ninh Binh 1.2 million
Thai Binh Thai Binh 2.4 million
Vonh PhYc | VinhYen 1.5 million
Bde Giang Bdg Giang 1.9 million
Bde KUn Bde Kn 326 500
Northern Vietnam Cao B3ng Cao B3ng 547 000
Ha Giang Ha Giang 892 000
Northeast Ldhg Shn Lhg Shn 802 000
Pha Th Viet Tri 1.5 million
Qulng Ninh Ha Long 1.4 million
Thai Nguyén Thai Nguyén 1.3 million
Tuyén Quang Tuyén Quang 815 000
ninBién n i n Bién Phu 635 000
Hoa Binh Hoa Binh 875 000
Northwest Lgi Ché}u erli Chéu 482 000
Lao Cai Lao Cai 781 000
Shn La Shn La 1.3 million
Yén Béi Yén Béi 847 000
H™ Tonh H™ Tonh 1.5 million
Ngh An Vinh 4.4 million
North Central Qulng Binh Dong Hoi 918 700
Coast Qulng Tr Dong Ha 754 000
Thanh Héa Thanh Héa 4.7 million
Th a Thién-HuJ] Hue 1.1 million
B3 nhh n Quy Nhodn | 25milion
Binh Thudn Phan Thiet 1.7 million
n “N/g n- Jin 1.2 million
) Khéanh Hoa Nha Trang 1.5 million
Central Vietnam South Central Ninh Thudn Phan Rangi Thap | 801 000
Coast 5
Cham
Phu Yén Tuy Hoa 1.1 million
Qulng Nam Tam Ky 2 million
Qulng Ngai Qulng Ngai 1.7 million
n dic Ldig Buon Ma Thuot 2.4 million
ndk Nong Gia Nghia 770 000
Central Highlands | Gia Lai Pleiku 1.7 million
Kon Tum Kon Tum 680 000
L©m ng Da Lat 1.7 million
BaRaVli ng T1]BaRa 1.4 million
B3 nh D+¥®hn gl ThuDau Mot 2.8 million
B:nh ®&he€e Dong Xoai 1.2 million
Southeast n_ ng Nai Bien Hoa 3.3 million
Thanh ph” H Chi | Ho Chi Minh City 9.4 million
Minh
Tay Ninh Tay Ninh 1.2 million
Southern Vietnam An Giang Long Xuyen City 1.9 million
B/jn Tre B/jn Tre 1.7 million
BYc Liéu BYc Liéu 1.1 million
Mekong River Ca Mau Ca Mau 1.6 million
Delta Cfn Thh Cfn Thh 1.5 million
Don Thap Cao Lanh 1.8 million
Hdu Giang Vi Thanh 1 million
Kién Giang Rach Gia 2.3 million
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Long An Tan An 1.7 million
S-c Trtng |S-c Trtng 1.7 million
Tith Giang My Tho 1.9 million
Tra Vinh Tra Vinh 1.4 million
Vonh Long |[Vonh Long 1.3 million

Source: Agra CEAS based on various

Vietnam operates as a one-party socialist republic under the control of the Communist Party
of Vietnam (CPV), which holds ultimate authority over all state functions. The CPV oversees
the executive, legislative, and judicial branches, with key decisions made by the Politburo and
Central Committee. The National Assembly, though nominally elected, is controlled by the
CPV and serves to approve laws and policies set by the party. The President acts as head of
state, while the Prime Minister manages government affairs.

Figure 2-4 Political Structure of Vietnam

Communist Party of
Vietnam

The General Secretary w

Agra CEAS based on various
2.2.2 Snapshots of important markets

A large percentage of the Vietnamese population resides in and around the Ho Chi Minh City
metropolitan area, making it the key market for exporters in the south of the country. Nearby

cities like Ving T u and Bi°n H,a are also

5

activity. Additionall y, J/ndaaedNhaTnangaelprime batonsa |

for tourists and retirees, with Nha Trang standing out as particularly interesting. Though HuJ]
is smaller and not typically a focus market, it may be worth considering for some exporters
due to its historical and cultural significance. In the northern region, Hanoi is the major market,
with only a few other cities like Hai Phong and Ha Long showing potential for certain exporters.
It is additionally worth mentioning that the majority of the Vietnamese population continues to
live in rural areas. Against this background, the most promising opportunities for EU exporters
exist within the following focus markets:

1 Ho Chi Minh City
1 Hanoi

18
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1 Da Nang
1 Nbha Trang
1 Haiphong

Other cities of possible consideration beyond the five key markets identified above include

Can Tho and Thu Dubc
hotspots such as Hoi An and Ha Long.

Figure 2-5: Location of focus markets

Haiphong

Da Nang

Nha Trang

Ho Chi Minh City

Source: Agra CEAS
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H® Chi Minh City

SAIGON - TP. HO CHi MINH

Key facts:
Total GDP (2023): EUR 60 bn

Real GDP growth (2023): 7.5%
Population: ~ 9m

H Ch2 Minh City, formerly known as Saigon,
primary business and financial hub. With roots dating back to the 4th century AD, the city still
bears visible traces of French colonial influence in some areas. Today, it is widely recognised
as a city on the path to becoming a global megacity. The city contributes over a fifth of
Vi etnambs GDP, despite accounting for | ess
continues to play a significant role in its development, although Ho Chi Minh City has also
become a major entrepreneurial centre.

As the economic heart of the country, the city experiences a daily population surge as workers
from surrounding provinces commute to its bustling urban centre. Migration from rural areas
continues to drive its year-on-year population growth. Foreign residents have also become a
significant part of the city's fabric, with an estimated 70 000 expatriates now living in the
metropolitan area. The population is younger and wealthier than the national average, with
GDP per capita more than double the country's overall figure. This economic growth has
expanded the middle and upper classes, creating a strong demand for high-end goods and
services.

The citybés culinary | andscape reflects its
Thao Dien in District 2 remains a hotspot for upmarket Western restaurants and cafes, popular
with both expatriates and locals. H Ch2 Mi nh Cityés gover nme
ambitious devel opment plans with the goa
envisioned as a central hub and economic powerhouse, focussing on technology,
telecommunications, healthcare, culture, and education, while neighbouring provinces will
specialise in industries like food processing and construction.

Sources: Ho-Chi Minh City, Vietnam Tourism, available at https://vietham.travel/places-to-go/southern-
vietham/ho-chi-minh-city, Vibrant Ho-Chi Minh City, Visthcmc, available at https://www.visithcmc.vn/en/page/ve-
thanh-pho-ho-chi-minh, Ho-Chi Minh City at a glance, University of Economics, Ho-Chi Minh City, available at
https://ueh.edu.vn/en/outreach/ho-chi-minh-city-at-a-glance/
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Hanoi

Key facts:
Total GDP (2023): EUR 48 bn

Real GDP growth (2023): 6.2%
Population: ~8.5m

Hanoi, which sits on the banks of the Red River, is the capital of Vietham. Throughout most of
its history since the 11th century, it has acted as a capital, including as the capital of French
Indochina during colonial rule, resulting in an impact on the city that can still be seen in the
citybés architecture today. As the capital
a notable centre for other economic activity, though it is generally second in importance to Ho
Chi Minh City for business. Agriculture has historically been important for the city. While other
sectors have become more important than the agricultural sector in recent years, there have
also been agricultural reforms with modern techniques being adopted. Recently, various
industrial parks have opened in order to house multinational corporations. Indeed, the city has
become a foreign direct investment (FDI) hotspot.

The population of Hanoi continues to grow due to rural-to-urban migration, with many people
moving to the city for better economic opportunities. Its younger, highly educated workforce is
a key driver of the city's innovation and
per capita is above the national average, although income levels and living standards are
more diverse.

Hanoi 6s street food scene and traditional
city has also seen an influx of international restaurants and cafes, especially in the more
affluent areas like Tay Ho and Ba Dinh districts. The city's infrastructure is expanding rapidly,
with ongoing projects aimed at improving transportation, such as the metro system and road
networks, to accommodate its growing population and economic activity.

Sources: Hanoi, Vietham Tourism, available at https://www.viethamtourism.org.vn/travel-quide/list-of-cities-in-
vietham/hanoi.html, Hanoi Summary, Britannica, available at https://www.britannica.com/summary/Hanoi,
Overview of Hanoi city, Colours of Vietham, available at https://www.coloursofvietham.com/overview-of-hanoi-

city-vietnam/
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Haiphong

Key facts:
Total GDP (2023): EUR 10.7 bn

Real GDP growth (2023): 12.3%
Population: ~2m

Hai Phong, often called the "Port City," is one of the largest cities in northern Vietnam and
serves as a significant industrial and maritime hub. While not as widely visited as Hanoi or Ho
Chi Minh City, it plays a crucial role in the country's economy due to its port and industrial
zones.

Tourist interest in Hai Phong is growing due to its proximity to Cat Ba Island and Lan Ha Bay,
which are known for their natural beauty and serve as alternatives to the more crowded Ha
Long Bay. The city itself is also known for its French colonial architecture, temples, and
traditional Vietnamese lifestyle, making it an interesting, though less mainstream, destination
for visitors exploring northern Vietnam.

Ha i Phong is one of Vietnamés | eading ind
i ndustry, manufacturing, and |l ogi sti cs.
electronics, automotive components, machinery, textiles, and shipbuilding. Hai Phong is the
centre of Vietnambés shipbuilding industry,
The LG Electronics plant i n Hai Phong i s
electronics for both domestic consumption and export.

Sources: Overview of Hai Phong City, Hai Phong Economic Zone Authority, available at
https://www.heza.gov.vn/en/tong-guan-ve-thanh-pho-hai-phong-
2/#:~:text=Hai%20Phong%20is%20an%20important,Northern%20coastal%20region., Quick guide to Haiphong,
Wander-lush, available at https://wander-lush.org/photo-quide-colonial-haiphong-vietnam/
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Nha Trang

”.».ﬂ

© %

N TRENG

s
AN l" Wil

Key facts:
Total GDP (2023 estimated): EUR 3.9 bn.

Real GDP growth (2023 estimated): 8.3%.
Population: 422 000

Nha Trang, located along the southern coast of Vietham, is a major urban centre known for its
coast al economy and tourism industry. The
leading beach destinations, attracting visitors with its long stretches of sandy beaches, clear
waters, and nearby islands. The tourism sector is a key component of Nha Trang's economy,
with numerous resorts, hotels, and entertainment facilities catering to both domestic and
international travellers.

Nha Trangdés infrastructure is modernising
public services, further solidifying its role as a regional hub in southern Vietnam. The
combination of its tourism appeal, growing industrial base, and improving infrastructure makes
Nha Trang an important city in Vietham's economic landscape.

Going forward, the city will likely remain one of the top destinations to visit in Vietham, which
further makes the city and region surrounding the city a potential focus market for EU food

and beverage exporters.

Sources: Nha Trang Travel, VinPearl, available at https://vinpearl.com/en/nha-trang-everything-you-need-to-
know-about-this-beautiful-coastal-city, Nha Trang, Vietham Tourism, available at https://vietham.travel/places-to-
go/central-vietnam/nha-trang
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Key facts:
Total GDP (estimated): EUR 5.3bn

Real GDP growth (estimated): 5.7%.
Population: 1.2m

DaNwmg is one of Vi et nagndwhg dtiesysgategitally docakd on the
central coast. Known for its modern infrastructure, coastal beauty, and proximity to UNESCO
Worl d Heritage sites | i Kngis &key hulAfor toariand trabfey an®
economic development.

As one of Vietnambs t o fingattoactymillens oféhtermatidnal sitorso
annually, which makes it particularly interesting for EU exporters of food and beverages to
Vietnam as many tourists, particularly from the West, may seek out premium foods while
visiting Vietnam.

While it may not have the same level of international recognition as Hanoi or Ho Chi Minh City,
n" JNg plays a vital role in the countryos
infrastructure.

t est

on, n-

ns, n

econor

Sources: Da Nang, Vietham: An A-Z guide for first time travellers, Vinpearl, available at
https://vinpearl.com/en/da-nang-vietnam-an-a-to-z-quide-for-first-time-travelers, Da Nang, Vietnam Tourism,
available at https://vietnam.travel/places-to-go/central-vietham/da-nang
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2.3 Domestic agricultural production and regions

Domestic agricultural production in Vietnam plays a crucial role in the country's economy,

culture, and food security. Agriculture employs a significant portion of the population,
especially in rural areas, and contributes to a
its share has declined as the economy diversifies into industrial and service sectors.

Vietnam is known for producing a wide variety of agricultural products, with rice being the most

significant crop. The country is one of the wor
high-quality varieties like jasmine and fragrant rice. The Mek ong Del t a, known as
bowl 6 of Vietnam, and the Red River Delta are ke

Other important crops include:

1 Coffee: Vietnam is the second-largest coffee producer globally, known especially for
its robusta beans.

1 Rubber: The country is also one of the largest exporters of natural rubber.
9 Fruits: Tropical fruits such as dragon fruit, lychee, mango, durian, and rambutan are
increasingly popular in both domestic markets and for export.
i Pepper: Vietnam is the worldds | argest producer
i Tea: Tea is another significant product, with green tea and oolong tea gaining

popularity in global markets.

A large portion of the agricultural production sector of Vietham continues to be carried out by
smallholder farms, although modern large-scale farms are increasingly common within the
vicinity of major urban centres.®

The Vietnamese food processing sector has rapidly expanded in recent years as demand for
convenience or ready-to-eat (RTE) foods has grown rapidly in the country. The food
processing industry of Vietnam is estimated to be valued at around EUR 67 billion.® It is
estimated that around 7 500 food processing facilities are also located in Vietnam. Dairy
products, processed meats, baked goods, and edible oils are the main processed food and
beverage products produced in the country. Vietnam continues to be reliant on the importation
of certain inputs for its food processing sector, such as wheat, temperate-climate fruits, and
soybeans.

As Vietnam is a country with various climates, topographies, and population densities,
production varies across the nation. A breakdown of production by each region of the country
is provided below:

1 Northern Vietnam: Known for rice production in the Red River Delta and tea, maize,
and cassava in the highlands.

1 Central Vietham: Central Highlands focus on coffee, rubber, and pepper, while the
coastal regions are key for sugarcane, maize, and seafood.

1 Southern Vietnam: The Mekong Delta is Vietnam's agricultural powerhouse,
producing rice, fruits, and seafood, while the Southeast region specializes in rubber,
cashews, and livestock.

5 Vietnam FAIRS Country Report Annual, USDA, available at
https://apps.fas.usda.gov/newgainapi/api/Report/DownloadReportByFileName?fileName=FAIRS%20Country%20Report%20An
nual_Hanoi_Vietnam_VM2024-0010.pdf

6 Food Processing Ingredients Annual, USDA, available at
https://apps.fas.usda.gov/newgainapi/api/Report/DownloadReportByFileName?fileName=Food%20Processing%20Ingredients
%20Annual_Ho0%20Chi%20Minh%20City Vietham VM2024-0005
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A further breakdown by administrative division is presented below. Figure 2-6 provides a
simple visual overview of the most common products by province.

1 Northeast: The region primarily produces tea, maize, cassava, and various fruits like
plums and peaches. Due to its large, forested areas, it is also known for forestry
products. Buffaloes and poultry are also commonly raised here.
1 Red River Delta: Rice is the dominant crop, as this region is one of the most fertile
and productive in Vietnam due to the alluvial soil from the Red River. Other important
crops include maize, vegetables, and peanuts.
1 Northwest: Rice (especially terraced rice fields), maize, and cassava are the key
crops. The region also grows tea and coffee in certain areas.
1 North Central Coast: Rice, maize, and peanuts are the primary crops, but the region
also produces sugarcane and sweet potatoes.
1 South Central Coast: Rice, maize, cassava, and peanuts are produced here. The
coastal areas also focus on salt production and fishing.
1 Central Highlands: Cof f ee ( edklpde),cubleed, ttaypepper, amd fruit trees
are the primary agricultural product s. Thi s
world-renowned coffee.
1 Southeast: Rubber, coffee, and cashew nuts are prominent. The region also grows
rice and fruit trees like durian, rambutan, and longan.
1 Mekong RiverDelta: The region is Vietnamdés rice bowl
the country's rice. It also grows fruit like coconuts, mangoes, durian, and citrus fruits.
Sugarcane and maize are also grown here.’

“Vietnamobs Agricul tural Sect or ; Viekhans Briefing, 8Svhilable ati hitps:/FvenedetnaP+ oduct i on
briefing.com/news/vietnam-agricultural-products.html/

26


https://www.vietnam-briefing.com/news/vietnam-agricultural-products.html/
https://www.vietnam-briefing.com/news/vietnam-agricultural-products.html/

Vietnam i MARKET ENTRY HANDBOOK

Figure 2-6 Agricultural products commonly associated with the provinces of Vietnam
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3 Introduction to the food and beverage market and
consumers

3.1 Overview of the food and beverage market and demand
for imported products

3.1.1 F&B market summary

Vietnam's food and beverage industry plays a crucial role in the country's economy, driven by
abundant agricultural resources and rising domestic demand. With about 22% of its land
classified as arable and a year-round growing season, Vietham excels in the production of key
staples such as rice, maize, coffee, and pork. However, despite its agricultural strengths, the
country faces shortages in areas like dairy and meat (non-pork meats in particular). This is
primarily due to labour-intensive farming methods and the small size of farms, particularly in
rural areas around the river deltas, where many farms cover less than one hectare.

The food and beverage processing industry is a
contributing approximately 15% to the countryos
impressive growth, with an annual increase of around 9%, driven by rising domestic
consumption and expanding export markets. As mentioned in section 2.3 the Vietnamese food

processing industry is estimated to be valued at around EUR 67 billion. In addition,
approximately 7 500 food processing facilities are located in Vietnam. The processed food

and beverage sector employs around 1.6 million workers, which shows its importance to the

national employment landscape.®

In 2023, Vietnam was home to approximately 317 000 restaurants and cafes. Ho Chi Minh

City dominated the country's food and beverage market, holding about 28% share. Hanoi

followed with approximately 23%, while Binh Duong, located near Ho Chi Minh City, ranked

third. Danang came in fourth, accounting for just over 4% of the market. Key domestic players

in Vietnambés food and beverage industry include
Group, and Masan MeatLife. Major international companies operating in Vietham include

Unilever, Nestlé, Coca-Cola, PepsiCo, and Heineken.®

The industry's growth is further bolstered by increasing urbanisation and higher disposable

i ncomes, which have fuelled demand for processe
and beverage sector has also attracted significant international investment, with global

companies seeking to capitalise on the country's growing market. For instance, Suntory

Pepsi Cobs EUR 35 misduthdrnoMetnaamxhgllights ithe sectar's1 growth

potential and the increasing interest from foreign investors.*°

Despite its successes, the industry faces challenges such as the need for modernisation,
technological upgrades, and stricter food safety regulations to keep up with international
standards. However, these challenges present opportunities for further investment and

8 USDA (2024). Vietnam: Food Processing Ingredients Annual, available online at: https:/fas.usda.gov/data/vietnam-food-
processing-ingredients-annual

®The Shiv(2024).Vi et namdés Food an davdlable enlina at:éttps:/fihd-she.tomiyietnams-food-and-beverage-
industry/

10 GMI Research (2023). Vietnam Food and Beverage market, available online at: https://www.gmiresearch.com/report/vietnam-
food-and-beverage-market/
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i nnovati on, positioning Vietnambés food and beve
domestic and global markets.!

3.1.2 International trade in F&B

Vietnam has become a key player in the global food and beverage export market, thanks to

its strategic location, robust agricultural sector, and favourable conditions for investment. In

2022, the country exported around EUR 36 billion worth of agricultural goods, with seafood,

cof fee, and rice as its top exports. Vietnam sup
while seafood exports alone generated just under EUR 10 billion. The rise in processed food

exports further underscores the country's growing importance in international trade.

Key markets for Vietnambébs food and beverage ex|]
Thailand, Argentina, and Brazil as shown in Figure 3-1. The country mainly exports seafood,
coffee, fruits and vegetables, rice, pepper, and tea.

At the same time, Vietham imports a range of food products from countries such as the United
States, China, Japan, South Korea, and the Philippines. Common imports include cashew
nuts, corn, soybeans, animal fats, dairy products, wheat, and processed foods like pastries
and cereal products. While Vietham is a leading exporter of seafood, it also imports seafood.
Fruits and vegetables play a dual role as both significant exports and imports.*2

Figure 3-1 Food products exports and imports of Vietham T main countries

Exports Imports

= United States = China
Japan South Korea Argentina = United States Brazil
= Philippines = Rest of the world = Thailand = China = Rest of the world

Source: WITS Portal - World Integrated Trade Solution (2021).

The agri-food trade between Vietham and the EU is characterised by a trade imbalance, with
Vietnam exporting more agri-food products to the EU than it imports. As a result, the EU faces
a trade deficit in this area. In recent data, the EU's agri-food exports to Vietham were valued
at around EUR 1.32 billion, while its imports from Vietnam reached approximately EUR 3.21
billion (Figure 3-2).

11 Vietnam Briefing (2022). Vi et namés Food & Beverage |Industry: Mar ket, Trends,
available online at: https://www.vietham-briefing.com/news/vietnams-food-and-beverage-industry-market-trends-demographics-
consumer-preferences.html/

2The Shiv(2024).Vi et namdés Food an davdllable enlinaa: attpd:/ithe-shis.¢com/yietnams-food-and-beverage-
industry/
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Vietnam's primary agri-food exports to the EU include coffee, tea, cocoa, and spices, as well
as fruits, nuts, and prepared fruit and vegetable products. Additional exports include cereal
preparations, mixed food ingredients, cereals, and various animal products. On the other
hand, the EU's exports to Vietham consist of other animal products, dairy products, pig meat,
cereals, and mixed food preparations. The EU also supplies Vietnam with poultry, eggs, pet
food, and forage crops.

This trade relationship is likely to continue to expand further with the implementation of the
EU-Vietnam Free Trade Agreement (EVFTA), which aims to enhance opportunities for both
exports and imports in the coming years.

Figure 3-2: Structure of EU agri-food trade with Vietnam, 2013 to 2023
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Source: European Commission: g&gnd trade statistical factsheet, European Unigiietnam (2024). Based on Eurostat
COMEXT data.

As observed in Figure 3-3, notable exports from the EU to Vietnam in 2023 were, in terms of
value:

1 Other animal products - 15% of all exports by value
91 Dairy products - 14%
1 Pigmeati 11%

Exports of dairy to Vietnam have grown particularly quickly between 2019 and 2023 (which
partly coincides with the implementation of the EU-Vietham FTA).
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Figure 3-3: Top EU agri-food exports to Vietnam in 2023

Qther animal products;
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i
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Source: Europea@ommission: agifiood trade statistical factsheet, European UnipWietnam (2024). Based on Eurostat
COMEXT data

3.1.3 The market for imported F&B

The following product categories stand out in the market for imported food and beverage
products in Vietnam:

1 Dairy products: EU dairy products such as milk powder, infant formula, cheese,
butter, and even yoghurt are popular in Vietnam due to their high quality, strict safety
standards, and nutritional value. As Vietnam's middle class grows and adopts more
Western dietary habits, the demand for premium imported dairy products has
increased. Additionally, local dairy production is limited, particularly for products like
cheese and butter, further driving the need for imports.

1 Pigmeat: Pigmeat from the EU is imported to Vietnam primarily also due to its
perceived high quality and safety standards, which are appealing to Vietnamese
consumers. The demand for pork remains strong in Vietnam, but local production has
faced challenges, including disease outbreaks and insufficient supply to meet
consumer needs. As a result, imports help bridge the gap, ensuring a steady
availability of pork products.

1 Food preparations: The EU exports a variety of food preparations to Vietnam. These
items are popular due to their convenience, catering to the busy lifestyles of urban
consumers. Additionally, the growing interest in international cuisine among
Vietnamese consumers drives demand for these products, making them an appealing
choice in the market.

1 Alcoholic beverages: Popular imports include wine and beer, which are favoured for
their quality and variety. The rising middle class and changing consumer preferences
have led to a greater appreciation for premium alcoholic products, particularly among
younger, urban populations. Additionally, high-quality wine is often associated with
social status and sophistication, making it desirable for special occasions and
celebrations. As international travel and exposure to global brands increase,
Vietnamese consumers are more inclined to explore and enjoy imported alcoholic
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beverages, further driving demand in this segment, though the special consumption
tax on alcoholic beverages does provide some headwinds to this trend (see section
4.3.4).

The products listed above have benefitted from tariff phasing out under the EU Vietnam FTA
and will continue to do so, as indeed have (and will) many imported agri food products. To
provide some examples:

1 Cheese. Tariffs were originally up to 10%; it is now either tariff-free or 1.6%, with the
phasing out to zero over five years from entry into force (one remaining) to be
completed.

1 Pigmeat. Originally up to 25%; now between 5.6 and 12.5% with phasing out to zero
over nine years (five remaining) to be completed.

1 Wine. Originally 50%, now generally 18.7%, with phasing out to zero over seven years
(three remaining) to be completed.

9 Olive oil. Originally up to 20%, now it is tariff free with the phasing out over three years
already completed.

More information on tariffs can also be found in the corresponding product snapshots (section
5).

3.2 Growth Drivers and Trends

As per Figure 3-4, the three key drivers of the Viethamese market at present are as follows:

1 Growing disposable income: The rising disposable income of Vietham's expanding
middle class is reshaping the food and beverage industry. With income levels projected
to increase by around 3-9% annually (depending on the situation), consumers are now
spending more on premium and convenient food products. About 60% of households
are forecast to earn more than EUR 4 500 per year by 2027. This is driving demand
for processed foods and higher-quality ingredients, such as dairy and meat. The
increase in disposable income is not only changing dietary habits but also encouraging
innovation and diversity within the market.*?

1 Rapid urbanisation: Vi et n apacéds urbéanesatian, with around 40% of its
population now living in cities as of right now and a forecast continuous growth of
around25-3% annually, is another i mportant
growth. Consumers in cities are driving demand for easy-to-prepare meals, packaged
goods, and beverages, as their busy lifestyles favour convenience. The rise of modern
retail outlets and supermarkets has also contributed to a shift in consumer preferences.
Additionally, urban consumers, particularly the younger generation, are more exposed
to global food trends, which has further fuelled the market's expansion through diverse
product offerings.

1 International investment and trade agreements: Vietnam's food and beverage
market has seen substantial growth due to international investments and trade
agreements, such as the EU-Viethnam Free Trade Agreement (EVFTA). These
partnerships not only open up export opportunities for local products but also make it

13 In Corp (2024). Food & Beverage Industry in Vietnam: Market Overview and Investment Opportunities, available online at:
https://vietnam.incorp.asia/food-beverage-industry-in-
vietnam/#:~:text=Industry%20analysts%2C%20including%20Mordor%20Intelligence,size%200f%20US%24678%20million

14 Open Development Vietnam (2024). Urbanization in Vietnam: available online at:
https://vietnam.opendevelopmentmekong.net/topics/urbanization-in-
vietnam/#:~:text=Urbanization%20has%20played%20a%20vital,by%20concentrating%20people%2C%20skills%2C%20and;
Retail Asia (2024). Vietnam's middle class eyes higher disposable income by 2027, available online at:
https://retailasia.com/videos/viethams-middle-class-eyes-higher-disposable-income-2027
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easier for imported food products to enter the Vietnamese market. Foreign investments
have helped modernise the local food industry by introducing global standards and
advanced technologies, leading to improved food quality and safety. This favourable
trade environment enables a broader number of imported food products and consumer

goods to reach Vietnamese consumers. As

to grow, benefiting both local and imported products.*®

Figure 3-4: Growth drivers and trends i the Viethamese food and beverage market

Drivers

- Growing disposable
income
- Rapid urbanisation
- International
Investment and Trade
Agreements

Trends

- Snacking and convenience
foods
- Blending cultures and
international tastes
- Digitalisation and €
commerce

Demand for
imported
products

Source: Agra CEAS based on European Commission agri-food factsheet; USDA GAIN reports, Euromonitor
International and various (see footnotes).

The main trends at present of relevance to imported food products are as follows:

1

Snacking and convenience foods: As lifestyles in Vietnam become more fast-paced,
there is a rising demand for convenience foods and snacks. Busy professionals and
families, particularly in urban areas, are turning to quick, easy-to-consume options
such as packaged snacks, frozen meals, and other ready-to-eat products. These items
cater to the need for fast meals without the hassle of preparation. Companies have
responded by offering a wider variety of products that fit into modern, on-the-go
lifestyles. This growing preference for convenience reflects changes in daily routines,
with consumers seeking meals that save time without compromising on taste or
quality.®

Blending cultures and global taste: In Vietnam, particularly in cities, there is a
growing interest in global cuisines and flavours. As more people travel, use social
media, and explore international trends, they are trying out new foods from around the

15 Vietnam Briefing (2024).Vi et namd s

briefing.com/doing-business-quide/vietham/why-vietham/vietham-s-international-free-trade-and-tax-agreements

16 Government of Canada (2023). Sector Trend Analysis i Packaged food trends in Vietnam, available online at:
https://agriculture.canada.ca/en/international-trade/market-intelligence/reports/sector-trend-analysis-packaged-food-trends-

vietnam
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world. Korean, Japanese, Italian, and American dishes for example are popular, with
items like cheese, pasta, sauces, and spices being used more commonly today. This
trend is leading to a unique fusion, where imported ingredients are being combined
with loc a | cooking, creating fresh, i nnovat
culture. As part of this, there is a segment of the society that is also more focused on
health aspects of the food they eati a trend which indeed can be seen in various parts
of the world and has increasingly come to Vietnam.

Digitalisation and e-commerce: The food and beverage market in Vietnam is quickly
adapting to the rise of e-commerce, with more people opting to buy food and drinks
online. The convenience of shopping via digital platforms has made it easier for
consumers to access everything from everyday groceries to speciality products. The
expansion of food delivery services also contributes to this trend, catering to the
growing demand for convenience in urban areas. As digital infrastructure improves and
online shopping becomes more accessible, businesses are increasingly investing in e-
commerce to reach a broader customer base. This shift is transforming the way food
and beverages are purchased, with online sales expected to continue growing in the
future.’

3.3 Consumer profiles and preferences

3.3.1

Consumer profiles

Against the drivers and trends set out in section 3.2 above, certain elements should be borne
in mind when considering the consumers to address in Vietham. Most notably:

T

Youthful population: Vietham's demographics are characterised by a youthful
population. Around 67% of the population is of working age, and with a median age of
around 32 years, the workforce is relatively young, fuelling economic growth and

development. The working populaton i s dri ving the countryos

most purchasing and decision-making power regarding consumer spending. However,
as life expectancy rises and birth rates decline, the population is gradually ageing,
which could strain social services and healthcare systems in the future.!®

Urban/rural divide: Vietnam's urban-rural divide is pronounced, with rapid economic
development primarily benefiting urban areas, particularly cities like Hanoi and Ho Chi
Minh City. These cities have seen significant infrastructure development, job creation,
and access to modern amenities, driving economic prosperity. In contrast, rural areas,
which still house around 60% of Vietham's population, are often less developed and
more dependent on agriculture. Limited access to education, healthcare, and
technological resources in rural regions has contributed to a contrast in living standards
and opportunities.*®

Difference in social classes: Vi et namdéds economy has tr
planned system to a market-oriented one. The emergence of a wealthy upper class,
particularly in urban areas, contrasts with the lower-income groups, many of whom still

7 Vietcetera (2023). Tr ansf or mi ng Vi et namés FOGomohercg TréndsiReshapiggeDiniBg; available onBne
at:https://vietcetera.com/en/transforming-viethams-food-beverage-scene-3-e-commerce-trends-reshaping-dining

18 Liao, Rui. (2024). Research on Vietnams Demographic Dividend Period. Communications in Humanities Research. 34. 128-
133. 10.54254/2753-7064/34/20240125.

19 OpenDevelopmentVietnam (2024). Urbanization in Vietnam, available online at:
https://vietham.opendevelopmentmekong.net/topics/urbanization-in-

vietnam/#:~:text=Nationwide%2C%20there%20were%2037.4%20million,global%20trends%20(Figure%203).
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live in rural regions or are engaged in manual labour as mentioned above. The middle
class is expanding but remains smaller compared to more developed countries; the
middle class and above is currently estimated to be between 10 and 15% of the
population at present, but is forecast to grow rapidly and reach over 25% by 2030.
Income inequality is particularly visible in lifestyle differences, access to education, and
property ownership, with wealthier individuals often benefiting from better services and
opportunities. Efforts to reduce this disparity through policies aimed at poverty
reduction and inclusive growth continue, but challenges persist.?°

In Vietnam, consumer behaviour has evolved significantly due to rapid economic growth, rising
incomes, and cultural shifts. The following are the main overarching types of consumers that
stand out in Vietham:#!

9 Traditional consumers: Traditional consumers in Vietham, predominantly from older
generations, reside mostly in rural or semi-urban regions. Their consumption patterns
are deeply rooted in long-standing practices, often prioritising affordability, familiarity,
and practicality over newer or luxury products. They tend to favour local brands and
shop at traditional outlets, relying on trusted relationships with local vendors. Their
purchasing choices can be shaped by word-of-mouth recommendations and the
opinions of family and community members. For this group, personal trust and proven
reliability in products often outweigh the appeal of modern, global brands. As a result
of this and previously mentioned characteristics, this consumer group is not ideal to be
targeted by EU producers.

1 Modern urban consumers: Modern urban consumers, typically younger and more
affluent, are concentrated in Vietnam's largest cities, including Ho Chi Minh City and
Hanoi. These individuals often have higher education levels and middle to upper-class
incomes, and their purchasing behaviour reflects an emphasis on convenience,
guality, and brand recognition. They frequently shop in modern retail environments
such as supermarkets, shopping malls, and online platforms. They tend to be
influenced by global trends, marketing campaigns, and social media. These
consumers also tend to seek innovation and are more open to international products.
Their focus extends beyond the product itself to include the overall shopping
experience, which often drives their preferences.

1 Tech-savvy consumers: Tech-savvy consumers, also primarily from younger
generations like Millennials and Gen Z, are characterised by their high level of digital
proficiency. They regularly engage with e-commerce platforms, preferring the
convenience of online shopping and cashless transactions. This group values speed,
efficiency, and personalised service, often favouring apps and social media as
shopping channels. Their purchasing decisions are heavily influenced by online
reviews, product ratings, and influencer recommendations, which guide them toward
the best deals and highest-rated items. This consumer segment reflects Vietnam's
increasing embrace of digital commerce and its focus on technology-driven
convenience.

1 Conscious consumers: Conscious consumers are a growing segment, particularly
among Millennials and Gen Z, and an awareness of environmental and social issues
characterises them. This group prioritises eco-friendly, sustainable brands and is more
selective in their purchasing choices, often opting for fewer but higher-quality products
that align with their ethical values. They are drawn to organic, natural, and
environmentally responsible products, and global sustainability movements and

2 Retail Asia (2024). Vietnam's middle class eyes higher disposable income by 2027, online available at:
https://retailasia.com/videos/viethams-middle-class-eyes-higher-disposable-income-2027

21 Euromonitor International: economies and consumers (2024); Kadence (2024). The Evolution of the Vietnamese Consumer in
2024, available online at: https://www.kadence.com/the-evolution-of-the-viethamese-consumer-in-2024/

35


https://retailasia.com/videos/vietnams-middle-class-eyes-higher-disposable-income-2027
https://www.kadence.com/the-evolution-of-the-vietnamese-consumer-in-2024/

Vietnam i MARKET ENTRY HANDBOOK

concerns about health and wellness influence their decisions. These consumers tend
to be mindful of their environmental impact and are willing to invest in products that
support their commitment to sustainability and health.

3.3.2 Cultural Sensitivities and Other Considerations
National pride

Vietnamese national pride is deeply rooted in the nation's long history of resilience and
independence. Having endured centuries of foreign occupation, colonisation, and conflict,
including the Vietnam War, the country has maintained a strong sense of unity and
determination. This pride is tied to the nation's cultural heritage and hard-won sovereignty.
Many Vietnamese people see their ability to overcome adversity as a defining trait. While
history is a source of pride, discussions around sensitive political topics, such as the Vietnam
War or territorial disputes, should be approached cautiously to avoid offending others.

Saving face

The concept of "saving face" is a key aspect of Viethamese culture, emphasising the

i mportance of preserving onebds dignity and avoi
professional settings, direct confrontation, criticism, or anger can cause someone to "lose

face," potentially harming relationships or causing distress. Handling disagreements privately,

with tact and respectful language, is essential to maintaining harmony. This cultural value

promotes indirect communication and mutual respect, intending to ensure that interactions are
considerate and pres®rve everyoneds dignity.

Religion and beliefs

Vietnam has a rich and diverse religious landscape, blending Buddhism, Catholicism, and
traditional folk religions, alongside smaller groups of for example Hindus and Muslims. Many
people practice a mix of spiritual beliefs, with reverence for ancestors playing a central role in
everyday life. It is common for followers of monotheistic religions, such as Catholicism or
Islam, to also participate in traditional spiritual activities. Temples and pagodas serve as
sacred spaces for honouring ancestors and seeking spiritual guidance. Visitors should be
mindful of local customs, wearing modest clothing, behaving quietly, and following practices
like removing shoes and refraining from touching sacred objects.??

Superstition and symbolism

Symbolism is integral to Viethamese culture, influencing daily life through numbers, animals,
and colours. Many numbers carry symbolic meanings - some bringing good fortune and others
bad luck. For example, the number "4" is avoided because it sounds like "death" in
Vietnamese, while "8" is considered lucky and signifies prosperity. Animals and colours also
have cultural significance, often thought to bring luck or protection (for colours, see below).

22 The Lighthouse (2024).Counsel | i ng | n a ,&vailableenlirfe atches:/lighthbuseaentes.ca/counselling-in-a-
save-face-
culture/#:~:text=This%20means%20moderating%20your%20emoations,revealing%20your%20innermost%20hurts%20and

2 Open Development Vietnam (2023). Overview of Religions in Vietnam, available online at:
https://vietham.opendevelopmentmekong.net/topics/overview-of-religions-in-vietnam/; Anywhere (2024). Religion in Vietnam,
available online at: https://www.anywhere.com/vietnam/travel-quide/religion
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Being mindful of these beliefs is important, both for communication and for any marketing
considerations.?

Traditional cuisine and the local palate

Food is central to Vietnamese culture and is often shared in a communal, family-style manner
to encourage bonding. Vietnamese cuisine is renowned for its fresh ingredients and balance
of flavours, blending sweet, salty, sour, and spicy elements. Common ingredients include fresh
herbs, rice, noodles, pork, seafood, and vegetables, often enhanced with fish sauce, soy
sauce, and/or lime. Regional culinary differences are significant: northern dishes like phu are
more subtl e, whil e c e nasblaboHUY, erndnta bebsgicier. lo the ,
south, flavours are sweeter, with coconut milk often used in dishes like banh xéo. Across all
regions, meals emphasise balance and harmony, fostering a shared dining experience.?®

Regional differences

Vietnam's geographical structure and cultural diversity result in distinct regional differences,
primarily across its three main regions: the North, Central, and South. Each region has its own
unique characteristics in terms of climate, landscape, cuisine, and lifestyle. The North,
including Hanoi, experiences four distinct seasonsd spring, summer, fall, and winterd

creating a varied climate that influences its agricultural products and local customs. In
contrast, the South, home to H Chi Minh City, has a tropical monsoon climate with only two
main seasons: the rainy season and the dry season. These climatic differences significantly
affect daily life, from the types of crops grown to the timing of holidays and festivals. Moreover,
due to the country's elongated shape, the distances between major cities can be vast, such
as the over 1 000 km between Hanoi and H Chi Minh City. As a result, businesses entering
the Vietnamese market often find it more effective to initially target one specific region rather
than attempting to reach the entire country at once. The cultural nuances, local preferences,
and even accents vary greatly, making regional understanding key to success.?®

Colours

In Vietnam, like in other parts of the region, colours carry significant cultural meanings. Each
colour is linked to particular emotions, values, or beliefs, and these associations can influence
how people perceive products or packaging.

Red is widely associated with luck, joy, and prosperity, making it a popular colour for
celebrations, particularly during the Lunar New Year. Yellow symbolises wealth, nobility, and
good fortune, often seen in important ceremonies or items of status. Orange is also tied to
luck and evokes the warmth of family and community.

Green represents nature, growth, and hope, while blue conveys calmness, stability, and
tranquillity. Purple is linked to spirituality, nobility, and elegance, reflecting a more profound

2 Vinpearl (2024).Vietnamese lucky numbers: Explore the cultural significance behind digits, available online at:
https://vinpearl.com/en/vietnamese-lucky-numbers-the-meanings-behind-them

% package Tours (2023). North or South Vietnam: which region to choose for your trip?, available online at:
https://parfumdautomne.fr/en/north-or-south-vietnam-which-region-to-choose-for-your-
trip/#.~:text=some%20major%20differences.-
,Regional%20differences%20in%20flavors%20and%20ingredients,and%20pork%20in%20the%20North; 1ziTour (2024).
Vietham North vs South: What is The Difference?, available online at: https://izitour.com/en/blog/north-vs-south-
vietnam?srsltid=AfmBOopfex3TvIXFAGTIALoLbDeyNBBvflyByRxset9ker6 D9338yks

% 1ziTour (2024). Vietnam North vs South: What is The Difference?, available online at: https://izitour.com/en/blog/north-vs-south-
vietnam?srsltid=AfmBOopfex3TvIXFAGTIALoLbDeyNBBvfJyByRxset9ker6 D9338yks
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sense of meaning or sophistication. Pink is typically connected to romance, love, and
femininity.

Brown stands for stability and foundation, a solid, grounding presence, while black is
traditionally associated with death and darkness. Conversely, white symbolises purity,
innocence, and honesty.

These colour associations can vary depending on the context, yet they provide a useful guide
for understanding how colours are viewed in Viethamese culture. When designing product
packaging for the Vietnamese market, it is important to consider these meanings, particularly
if the product is intended for gifting or special occasions. Local insight is often helpful,
particularly for products with colours like green, which is popular for food packaging but may
carry specific connotations based on the product type. Additionally, in Vietnamese feng shui,
colours are associated with different elements and energies, adding another layer of
significance to colour choices.?”

Gift giving

Gift giving in Vietnam is a significant aspect of social and business interactions, often seen as
an expression of gratitude, respect, or appreciation. It is common practice during special
occasions like birthdays, anniversaries, and festivals, particularly during TYt, the Vietnamese
New Year. When invited to someone's home, bringing a small gift, such as luxury fruits,
sweets, incense, or wine, is considered polite. Vietnamese people pay close attention to the
symbolism behind gifts; for instance, items associated with bad luck, like handkerchiefs or
sharp objects, are avoided as they symbolise separation. Similarly, the colour of gift packaging
holds importance, with bright colours like red or yellow, symbolising good fortune while black
packaging, associated with funerals, is considered inappropriate. Regardless of when the gift
is opened, expressing sincere thanks is always appreciated, reflecting the importance of gift
giving in fostering strong relationships in Vietnamese culture.?®

Celebrations and festivals

The most important celebrations in Vietnam are:?®

1 Lunar New Year - T/}t (first day of the first month of the lunar calendar i usually
January or February). Vi et namdés biggest festival focused

1 Lim Festival (12th or 13th day of the first lunar month). A celebration of spring that
highlights the culture of the Red River Delta.

1 HuJ] Festival & HuJ] Craft Village Festival (held over a week from late April to early
May). Showcasing history and traditional crafts in HuJ] with live performances.

1 Hung Kings Temple Festival (8th to 11th day of the third lunar month) Honours
Vietnam's first king in lunar April with lantern releases and ceremonies.

1 XJJn X6 Ph" n Festival (4th lunar month i between April and May). A ritual to call for
rain through a variety of songs and offerings.

I Ghost Festival or Wandering Souls Day (15th day of the 7th lunar month i August
or September): Ancestors are honoured with offerings at their graves.

27 vinwonders (2023). Colors in Vietnamese: Insights into different expressions and significances, available online at:
https://vinwonders.com/en/news/colors-in-viethamese-insights-into-different-expressions/

2 World Business (2024), Gift giving, available online at: https://www.atozworldbusiness.com/vietnam/gift-giving.html; VLstudies
(2021). Vietnamese Culture: Gift and Giving Gift Custom in Vietnam, available online at: https://vistudies.com/viethamese-culture-
gift-and-giving-gift-custom-in-vietnam/

2 Vietnam Timeless Charm (2024). Top 10 festivals and holidays in Vietnam, available online at: https://vietham.travel/things-to-
do/top-festivals-vietham
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1 Independence Day (September 2). Vietnam's 1945 independence with parades and
fireworks.
1 Mid-Autumn Festival (15th day of the 8th lunar month i September or October).
Centred around children, lanterns, toys, and lion dances.
1 Oo6c Om Béc (14th day of the 10th lunar month - December). Thanking the moon god
for the yeards harvest, as wel | as feasting,
T New Year (@acembar 81%). Vietham celebrates both the Lunar New Year and
the Gregorian New Year.

Cultural symbols

Vietnam's cultural symbols are deeply rooted in its history, spirituality, and social life, often
seen in art, literature, and architecture. Each symbol carries a unique meaning and reflects
the values of the nation.

Lotus Flower (Hoa Sen)

The lotus flower stands for purity, resilience, and spiritual enlightenment. It flourishes
beautifully despite growing in muddy waters, symbolising the ability to rise above hardship
while staying pure. In Buddhism, it represents detachment from material desires and is also
Vietnam's national flower, often found in its art and architecture.

Dragon (R’ ng)

The dragon, a mythical creature, symbolises power, prosperity, and protection. It is linked to

royalty and strength, with Vietnamese people traditionally believing they descend from the
DragonKing(Lc Long Qu®©n) and the Fairy Queen (Au Ch)
temples and palaces, symbolising good fortune, rain, and agricultural success.

Turtle (Rua)

The turtle is associated with longevity, wisdom, and stability. It holds special meaning in
Vietnamese folklore, particularly the legend of King L& L i and Hoan Ki/Jm Lake, where a giant
turtle is said to have returned a magical sword, symbolising the nation's strength and
independence. Turtles are often depicted in temples and pagodas, reflecting their protective
qualities.

Bamboo (Cay Tre)

Bamboo embodies resilience, flexibility, and unity. It grows in clusters, representing the
strength of community and the Vietnamese spirit of solidarity. Its flexibility symbolises
adaptability in tough times, and bamboo is widely used in daily life, from construction to crafts.
It is also a recurring symbol in proverbs and folk tales.

Stork (Con C0)

The stork represents hard work, endurance, and the rural life of Vietnamese farmers. Often
associated with women, particularly mothers, the stork embodies care, sustenance, and
perseverance through hardship. Storks are a common motif in folk songs, poetry, and art,
reflecting the Vietnamese people's agricultural roots and hardworking spirit.°

% Vietnam  (2024). Vietnamese symbols  throughout 4000 vyears history, available online at:
https://qualuuniemvn.com/en/news/vietnam-traditional-culture/viethamese-symbols-throughout-4000-years-history-20.html
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4 Market access and entry

This section provides details on the necessary requirements for entry into the Viethamese
market, outlining existing market access restrictions and explaining procedures. A summary
of market access and entry is presented in section 4.1, in the form of a SWOT analysis.

4.1 Summary SWOT analysi

S

A Increasing levels of urbanisation and

growing income levels are resulting in

increasing demand for imported
products.

A Despite high agricultural production,
structural shortages exist in various
categories in which the EU is strong.

A Historical French influence in the country
means there is familiarity with some
European style products.

A Population has passed 100 million,
making it one of the more populous
markets in the region.

A EU and Member States have been very
active in promotion policy for EU agri-
food products.

A EVFTA offers various opportunities:
customs duties on many food and
beverage products are either being

removed or have already been
removed; and 169 Gls are protected.

A Linked to growing incomes and
urbanisation, there is increasing

interest in processed foods (including
notably snacking and convenience).

A sShifts in distribution channels offer
opportunities for imported products i
there is a long term move towards
modern retailing channels, and more
recently towards e-commerce.

A Potential long term opportunities among
a large young population that is
adopting  different  consumption
habits from their predecessors as a
result of them growing up in a very

Strong agricultural production, albeit
mainly focused on certain products.
Population is majority rural, with this
segment much less likely to consume
imported food and beverages.
Furthermore, the geography of the
country i long and thin, with the two
largest markets at each end, effectively
creates two entirely separate major
urban markets.

Traditional local cuisine is strong,
which has a notable impact on the
palette, limiting consumption of some
imported products.

Administrative procedures can be
burdensome, and knowledge of English
among the broader population is
relatively low.

OPPORTUNITIES (+) THREATS (-)

A Food safety legislation is strict and
import procedures can be lengthy due
to the various requirements in place; plus
standards sometimes lack a scientific
basis and/or contradict those from
international standard setting
organisations.

Vietham has multiple FTAs with other
countries, meaning that various
competitors have attractive trading
terms as well. The US, Australia and
New Zealand in particular stand out as
threats.

Furthermore, Japan and South Korea
often set the cultural trends in the
country, puling demand away from
some European style products.

Strong domestic competitors in some
sectors (e.g. Vinamilk in dairy).
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different and more open country. This | A The media landscape, including
segment is also expected to fuel the advertising, is strictly controlled; in view
growth of the middle class and above, of this, other methods of boosting sales
which is forecast to constitute over ¥4 of are important, plus the presence of the
the population by 2030. product on the shelf is key.

4.2 Food and beverage legislation and regulations

Requirements for imports remain quite extensive in Vietham; and the regulatory landscape
does periodically change, with some changes discussed between ministries for several years
before being effected. A local partner may be able to help with navigating some of the
challenges, though they will be dependent on good documentary collaboration from the
exporter.

4.2.1 Import requirements/restrictions, customs procedures and
documentation

The general documentation requirements for shipments to Vietham are set out in Table 4-1
below. A summary of specific requirements by food and beverage type covered in this
handbook is set out in Table 4-2. As a general rule, documents on the exporter side can be in
English, but those on the importer side must be in Viethamese. Some important notes to
complement or further expand on the details provided in the table are provided below.

9 Customs procedures are managed through an electronic system called the Vietnam
Automated Cargo and Port Consolidated System (VNACCS). This system, the use of
which generally falls upon the importer, can be found at the following link:
https://www.customs.gov.vn/index.jsp?pageld=6&cid=1188.

1 Thereis a self-declaration system in place for pre-packaged processed foods; with this
declaration to be made in advance of import. This is to clarify: quality specifications of
the product; labelling information; product shelf-life; and other technical information.

9 Exporters should note that under Viethamese customs law, operators should keep
relevant records for a period of five years so that they are able to produce them in the
case of a request.

1 Food safety law defined three categories of products in relation to inspection:

o Simplified inspection: Goods in this category are exempted from inspection
of paper documents and actual inspection.

o Ordinary inspection: Goods in this category will be subject to document
inspection, as indicated in Table 4-1 and Table 4-2. If they are deemed up to
standard, the shipment can be cleared immediately. If not, the importer may be
guestioned for additional documents. Physical inspection may occur in the case
of concerns from customs.

0 Strict inspection: Goods in this category will be subject to inspection of
original documents (see Table 4-1 and Table 4-2) and actual shipments; with
document inspection occurring first. If customs detect errors in the declaration,
such as inaccurate weight or type of goods, the case is likely to be handled
based on the degree of severity.

i Historically, depending on the type of foodstuffs to be imported into Vietham, the
products may be subject to a State Quality Inspection; with a variety of foodstuffs, such
as pre-packaged processed foodstuffs, food additives, health supplements, etc., being
exempt from such state inspections when a Product Declaration for Foodstuffs is
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presented. However, a review of the State Quality Inspection has been ongoing since
2021, and hence, there may be changes in the near future.

Table 4-1: General requirements for goods exported to Vietnam (including F&B)

Description

To be prepared

Language

by

Air Way bill A document containing the details of the | Carrier (or his | Usually EN
transportation of products by air and proving | agent)
the transport contract between the consignor
and the carrier's company. One Air Waynbill
may be used for multiple product
transhipments.

Bill of Lading A document containing the details of the | Carrier (or his | Usually EN
international transportation of products by | agent)
sea.

Manifest (for | A document notifying the authorities of the | Freight forwarder | EN or VT

aircraft or | arrival of a vessel/an aircraft and summarising | (or his agent)

vessels) the goods loaded therein.

Insurance A document proving that a contract for the | Insurance EN/NVT

Certificate insurance of the goods has been signed. It | company of the
may be required for customs clearance. importer/exporter

Rail Wayhbill A document containing the details of the | Carrier (or his | Usually EN
international transportation of goods by rail. agent)

Commercial Contains the details of the transaction. To | Exporter EN

Invoice submit electronically.

Customs import | Official form for customs clearance; also | Importer VT

declaration contains information required for assessment
of dutiable value.

Packing List A document containing the details of the | Exporter Normally
shipment and serving as a basis for the EN
treatment of goods by customs.

Declaration of | A document containing all information for the | Importer VT

Dutiable Value assessment of the dutiable value of a
shipment. It is required for customs clearance
for goods subject to valuation based on their
transaction value.

Certificate of | A document confirming the preferential or | Exporter EN

preferential or | non-preferential origin of the goods to be

non-preferential imported. The former is generally needed;

origin the latter is not always necessary but may be
requested by customs or the importer if there
are doubts about the origin.

Source: European Commission Access2Markets database.
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Table 4-2: specific requirements for F&B products imported into Vietnam

Name and description

Certificate of statement of product standards. A
document certifying that foodstuffs comply with the
relevant product quality standards. The document is
to be applied for by the importer at the Ministry of
Health, Department of Food Inspection.

Fresh meat
(spirits, wine,
beer)
Olive oil
Chocolate
confectionery
Processed
Biscuits
Processed
Baby food

Product declaration for foodstuffs. A document
confirming that foodstuffs have been declared with
the Vietnamese authorities and are therefore exempt
from state inspections. To be prepared by importer.

Table of standards applied in the facility. A
document certifying that relevant quality standards
for foodstuffs are being
facility. To be prepared by the importer.

Certificate of hygiene and safety inspection of
food establishments. A document certifying that
establishments handling high-risk foodstuffs* have
been subjected to an inspection and found to be
compliant with the Viethamese food hygiene and
safety standards. To be applied for by the importer at
an inspection body authorised by the Ministry of
Health.

Certificate of food safety and hygiene standards.
A document certifying that high-risk foodstuffs*
comply with the Viethamese hygiene and safety
standards. The document is to be prepared by the
importer in Vietnamese.

State Quality Inspection of Imported Goods.
Quality inspection at the customs office of entry. The
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Ministry of Industry and Trade (MOIT) is responsible
for the inspection.

Free sale certificate. Confirms that the goods to be
imported are freely sold in the country of export.

Certificate of good manufacturing practice.
Confirming that the manufacturing site complies with
GMP requirements.

Quarantine registration. A document proving that
an importer has registered for quarantine at the
customs office of entry. To be applied for by the
importer.

Veterinary health certificate for animal products.
Issued by authorities of the country of export,
translation into English or Vietnamese is required.

Import permit for endangered species. Permits the
import of certain wildlife products, notably those
subject to CITES.

Quarantine certificate for animal products. A
document certifying that certain animal products
have been subjected to quarantine and that their
importation has been permitted.

Phytosanitary certificate. Issued by authorities of
the country of export, translation into English or
Viethamese is required.

Certificate of fumigation. Document certifying that
fumigation has been conducted in accordance with
Viethamese quarantine requirements. May be issued
by country of export, but translation into EN or VT

is required.

Phytosanitary import permit for goods subject to
pest risk analysis. A document, to be completed in
Vietnamese, permitting the import of plants and plant
products subject to pest risk analysis. The permit is
to be applied for by the importer at the Ministry of
Agriculture, Plant Quarantine Division.
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Quarantine certificate for plant products.
Confirmed goods have been inspected at the border
and are free of pests.

Registration of new plant varieties; testing of new ?
seeds. All are only required if import is intended for
plant propagation. See Access2Market for more

information.
Declaration of Conformity. A document confirming 2204
that products and goods capable of causing 2208

unsafety, conform to the applied Viethamese
standards. The document is to be prepared by the
producer in any language; a Vietnamese translation
is recommendable.

2204

Import Licence for Alcoholic Beverages. A 2208

document confirming that its bearer is authorised to
import and deal in alcoholic beverages.

Letter of Authorisation. A document proving that
Vietnamese importers have been appointed as
distributors of certain goods by the foreign exporter.

Source: Agra CEAS based on Access2Market

* High risk foodstuffs, as defined in previous legislation from the early 2000s which has not been subsequently updated, include: meat, milk, eggs, (and preparations of these
three categories); ice cream; edible ice; functional foods; preparations for immediate eating; and fruit and vegetables for immediate eating

- required for the category ? only required for the category in specific cases, consult Access2Market for more data
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4.2.2 Food safety and other food certification requirements
Key overarching legislation
The Law on Food Safety 55/2010/QH12 (link to version on FAO website) is the overarching

food safety law in Vietnam. It entered into force in 2011 (and may be subject to revision in
2025, as noted below). This act provides for:

rights and obligations of those involved in assuring food safety;

conditions for assuring the safety of foods i not only during food production, but also
during transport and import/export;

food labelling and the advertising of food,;

food testing;

food safety risk analysis;

prevention of food safety incidents;

food safety information, education and communication;

responsibilities of state management of food safety.

=A =4 =48 -8 -9 = =4

In accordance with this law, all imported foods and substances used in foods (including e.g.,
additives), as well as tools and materials (such as packaging), are to be subject to import
inspection, with three categories of food inspection defined:

1. Strict Inspection
2. Ordinary Inspection
3. Simplified Inspection

The law on food safety is implemented through a variety of decrees and circulars. Chief among
these for imported food is Decree 15/2018-ND-CP. This decree includes requirements for
the registration of processed and packaged food, with a self-declaration procedure in force for
pre-packaged processed foods. It also streamlines and harmonises inspection methods for
imports.

It should be noted that Vietham has strong penalties for violations relating to food production,
trade and import. These are covered by Decree 115/2018 (link in Viethamese). Notable areas
to be aware of are: the use of expired ingredients and products; the use of banned substances;
and unclarity about the origin of materials and products.

The Vietnam Government has a fairly long standing intention to reform food safety and
gquarantine inspection, with the first steps towards this taken in 2021 and decrees to modify
parts of Decree 15/2018-ND-CP subsequently (and notified to the WTO). However, as of mid-
2024, there is no indication that this process has concluded, with extensive discussions
between the different ministries involved apparently still ongoing. The Vietnamese
Government has also initiated a review of the wider Food Safety Law, giving responsibility for
leading this review to the Ministry of Health in 2023; this review is expected to run until 2025,
meaning that the emergence of a new law in 2026 and entry into force in 2027 are possibilities.
In summary, while the overarching legislative framework outlined above remains in place at
the time of writing, there are indications that changes may occur in the coming year or two.
One of the most notable rumoured changes is the compulsory registration of food products
(and possibly exporters as well). However, it is too early to say if this will ultimately be required.
If the main food safety law is updated / replaced, it is likely that various sub-law regulations
will also be updated or introduced.
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Authorities

Depending on the type of product, the following bodies are responsible for implementing Law
55/2010/HQ12:3!

1 Ministry of Health (MOH): This ministry has overarching responsibility for food safety
management and is responsible for any foods not listed under the other ministries,
including functional foods. Effectively, it is responsible for most pre-packed and
processed food products, micronutrients, and food additives.

1 Ministry of Agriculture and Rural Development (MARD): This ministry is
responsible for agricultural products. Notably, this includes but is not limited to: cereal;
meat and products thereof, including e.g. smoked, cured and canned meat; fish, fruit
and vegetables including some processed ones; eggs; and raw milk. The Department
of Animal Health (DAH) is responsible for animal products and Plant Product
Department (PPD) is in charge of plant products.

1 Ministry of Industry and Trade (MOIT): This ministry is responsible for higher-risk
foodstuffs, such as alcoholic beverages, processed milk, edible oil, flour/starch,
confectionery, etc.

Food additives
Circular 24/2019 of the MoH (link in Vietnamese; also available here), most recently amended

by Circular 17/2023, regulates the additives which are permitted and their usage. Annex 2A,
more specifically contains the list of permitted additives.

Key points to retain are:

1 Vietnam adopts the use of additives in food in accordance with Codex General
Standard for Food Additives (GSFA) STAN 192-1995.

9 Historically, there were some minor challenges with additives used in wine that were
not adopted according to Codex standards. The 2018 circular does allow the use of
some additives in wine that are not on the codex list (as well as some additives for
certain other products including dairy and processed meat); though it is worth
thoroughly checking the details in Appendix 2B of the circular if an additive not on the
codex list is to be used.

9 Additives on the list can only be used for the prescribed food items within the limits
stated.

With regards to flavourings, the aforementioned Circular 17/2023 extended the list of permitted
flavours, effectively covering those used in foods in the EU.

Pesticides and other contaminants

Circular 50/2016/TT-BYT, containing an updated list of maximum residue levels (MRLS) for
pesticides in food was published in December 2016, and entered into force in July 2017. This
circular updated and supplemented the previous list of MRLs for some 205 compounds in a
variety of food products. It should be noted that a few substances are not registered for use
in Vietham; and that, in some cases, MRLs are different from those in the EU.

A review of Circular 50/2016 and pesticide MRLs was announced in 2023, and as of mid-2024
this process remained ongoing with interagency consultations occurring before any possible
amendment.

31 Full lists of products by ministry can be found in Annexes I, Ill and IV of Decree 15/2018-ND-CP.
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With regards to other contaminants:

1 Mycotoxin contamination limits are set out in National Technical Regulation (NTR) 8-
1:2011; though a review of this NTR has been recently initiated.

1 Heavy metal contamination limits (for arsenic, cadmium, lead, mercury, methyl

mercury, and zinc) are set out in NTR 8-2:2011.

Microbiological contamination limits are set out in NTR 8-3:2012.

MRLs for veterinary drugs are set out in Circular 24/2013. These are generally in line

with Codex MRLs.

= =4

Specific technical regulations

There are various technical regulations for certain food products that set out standards and
limits. Many of these relate to products not specifically covered in section 5 of this handbook
(e.g. special medical products, fortified food, mineral water); while some relate to specific
aspects of food more broadly (e.g. radiation contamination, melamine cross contamination
and specific aspects of certain food additives). Baby food is a notable category in this
handbook covered by specific technical regulations. A brief overview of the relevant technical
regulations will be provided in the corresponding parts of section 5, where relevant. As a
general comment, there can be some challenges with the alignment of Viethamese Standards
with international ones i this most notably happens when new international (e.g. Codex)
standards are released. Still, Viethamese standards have not been updated (the updating and
codification process can take time in Vietham).

Department of Food Safety and Hygiene i legislation website

The Department of Food Safety and Hygiene has a web page, in Viethamese, with food
safety legislation. This can be found at the following link:

http://antoanthucphamlamdong.gov.vn/van-ban/chi-dao-dieu-hanh

4.2.3 Labelling Requirements

Decree 43/2017/ND-CP (link in Vietnamese) regulates the labelling of foodstuffs. It is
supplemented by MOST Circular 5/2019 and Decree 111/2021. According to these pieces of
legislation, labels of food and foodstuffs must bear the following information:

1 Product name.

1 Name of the person and the organisation responsible for the product (both
manufacturer and importer of imported goods).

T Country of origin (using one of the ter ms:
countryo,; Aorigino,; Amade byo,; or Aproduct
identified, the location of the final stage of production should be indicated by using the
ter ms: fassembled in/ato; Abottl ed i n/ at o;
in/ato or fAlabelled in/ato.

In addition, as a general rule, the following must also be included:

Ingredients or ingredient quantities (for foodstuffs), in order of quantity.
Product quantity.

Production date (DD-MM-YY format).

Expiration or use by date (DD-MM-YY format).

Instructions for use and storage (for foodstuffs).

Recommendations or warnings on food safety, if applicable.

=A =4 =8 -4 a9
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For the names of ingredients which are shown at the top of a label to draw attention to a
product, the quantity of the corresponding ingredient must be indicated.

Terms along the |ines of fAnot containingo or
does not exist in the product and was not used for the production of materials in the product.
Appendix 1 of Decree 43/2017/ND-CP provides a comprehensive list of labelling requirements
by product class.
Labelling must be provided in Vietnamese, though it is permitted to have the indications in a
foreign language as long as it (a) matches the information in Viethamese and (b) the font size
is not larger than that used for the information in Vietnamese. Secondary labels containing the
necessary information in Vietnamese are permitted.
Nutritional labelling is to become mandatory from January 2026. Requirements were set out
in the MoH Circular 29/2023. In accordance with this circular, the following will have to be
labelled per 100g or 100ml:

1 Energy (in kcal)

1 Protein (in grams)

9 Carbohydrates (in grams)

1 Fat (in grams)

1 Sodium (in mg)
Total sugars must also be included for products with added sugar, and saturated fats must be
included for fried foods.
Certain products will be exempt from the nutritional labelling requirement. Among handbook
products, these include: single ingredient foods; fresh and raw foods plus processed foods
without packaging that are sold directly to the consumer; and alcoholic beverages.
Food additives must be indicated on labels along with either their additive group and/or
international code.
Labels of alcoholic beverages must bear the following details (in Viethamese):

1 product name

1 name of the person and the organisation responsible for the product (both

manufacturer and importer)

1 country of origin

1 quantity

1 ethanol (alcohol) content

9 instructions for storage (in case of wine)

1 expiration date (if any)

1 lot number (if any)
Packaging is regulated by various NTRs (12-1:2011/BYT, 12-2:2011/BYT and 12-
3:2011/BYT). There are increasing sustainability requirements to be aware of. As of 2024, the
mandatory recycling of food and beverage packaging is required by manufacturers or
importers for packaging that has a recyclable value. There is also a roadmap in place to
eliminate the use of single-use plastics, with restrictions entering into force in two waves (2026
for single use plastics in supermarkets, hotels and restaurants; and end of 2030 for the
production and i mport of single use plastics,
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4.2.4 Protection of intellectual property rights, including geographical
Indications (Gls)

IPR protection framework

Vietnam is a member of the WTO and the World Intellectual Property Organization (WIPO).
Consequently, the protection of intellectual property rights is largely in harmony with the
international standards of the Agreement on Trade-Related Aspects of Intellectual Property
Rights (TRIPS Agreement). Furthermore, Vietham is a party to the Madrid Agreement
Concerning the International Registration of Marks (the Madrid System).

Intellectual property is regulated by the 2005 IP Law 50/2005/QH11, as subsequently
amended (most recently in 2022). In order to protect its copyright, a trademark is to be
registered if a company wishes to market a certain product under a specific brand/trade name
in Vietnam. Applicants must submit an application to the National Office of Intellectual Property
of Vietham (NOIP). Trademarks are valid for ten years (after the filing date, with protection
starting on the grant date) and may be subsequently renewed for 10 year terms.

Vietnambs Geographical I ndication (GlI) protectioc
I n accordance with the Law o0nA deagraphicdl mdicatiora | Prop
means a sign which identifies a product as originating from a specific region, locality, territory

or countryo . Similarly, to the EU Gls system, in Viet

that the good in question satisfies the following conditions:

i The product bearing the Gl originates from the area, locality, territory or country
corresponding to such geographical indication;

1 The product bearing the geographical indication has a reputation, quality or
characteristics mainly attributable to geographical conditions of the area, locality,
territory or country corresponding to such geographical indication.

On the contrary, in the following specific cases, protection cannot be provided:

1 Names have become generic names of products in Vietham;

1 Gls of foreign countries where they are not or no longer protected/no longer used,;

1 Gls identical with or similar to a protected mark, where the use of such mark is likely
to cause confusion as to the origin of products;

9 Gls that mislead consumers as to the real origin of products.

Applications for new Gl protection are to be submitted to NOIP. If granted, validity is indefinite.
More information on Gls in Vietnam, including the application procedure, can be found at the
following website of Vietnambdés | P office:

https://www.ipvietnam.qgov.vn/web/english/geographical-indications

The EVFTA includes the protection of some 169 European food and drinks Gls. A full list of
these is available in section 9). There are a handful of Gl terms for which grandfathering rights
under certain conditions or transition periods apply (e.g. Asiago, Fontina, Gorgonzola, Feta,
Champagne.

Nonetheless, it is worth being aware that there have been some enforcement challenges with
the protection of Gls, particularly for certain alcoholic beverages. Certain wines and spirits of
other origins have been found for sale under Gl names; examples include Rioja, Ribera del
Duero, Bordeaux, Cognac and Cotes du Rhéne; Prosciutto di Parma has also suffered similar
challenges. The experience from these cases suggests that there can be difficulties in getting
the authorities to act on cases of misuse of Gls, partly because of a lack of knowledge of IP
issues and Gls, in particular from enforcement authorities; and complainants may be
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pressured to follow a litigation or criminal route, despite the provisions foreseen in the FTA.
There is more information on the issue of IP in the region available fromthe EU6 s |;& Key
well as guides on the issue of IP enforcement by third parties and private lawyers e.g. Rouse.*

4.2.5 Relevant authorities for IPR and GI protection and further
contacts

Intellectual Property Office of Viet Nam (IP Viet Nam)
384-386, Nguyen Trai Street, Thanh Xuan District, Ha Noi City

(844) 3558 8217, (844) 3858 3069

congnghethongtin@noip.gov.vn, viethamipo@noip.gov.vn

https://www.ipvietham.gov.vn/

4.3 International trade

Vietnambs | ocation within a key gl obal freight
international trade a vital component of its economy. Positioned between major markets like

China and ASEAN member states and within the vicinity of major markets like Australia, South

Korea, and Japan, Vietnam plays a vital role in the movement of goods across these regions.

The country's economic growth, driven by foreign investment and a growing manufacturing

sector, has increased its participation in international trade. As Vietnam continues to integrate

into global supply chains, it contributes to the development of regional trade agreements and

the flow of goods in global markets.

4.3.1 Vietnam and foreign trade

The Ministry of Industry and Trade (MOIT) has the primary responsibility for trade policy in
Vietnam. Over the |l ast two decades, Vietnamods t
to support the countryds i ndust rdja@ningtkeaNTOmMNn and
2007, Vietnam has increasingly pursued bilateral and multilateral trade agreements to further

integrate into the global economy. In line with its updated 2021-2030 Socio-Economic
Development Plan, Vietham continues to prioritise trade expansion, particularly through
participation in major regional agreements such as the Comprehensive and Progressive

Agreement for Trans-Pacific Partnership (CPTPP) and the Regional Comprehensive

Economic Partnership (RCEP). The country's strategy remains centred on increasing trade
competitiveness, enhancing supply chain integration, and attracting foreign investment.

4.3.2 Key trade agreements, present and future

Vietnam has continued to support trade liberalisation in recent years, as evidenced by several

trade agreements concluded over the past two decades. Following the signing of the Bilateral

Trade Agreement with the US in 2001, which laid the groundworkforVi et namdés | ater ac
to the WTO in 2007, the country has actively engaged in expanding its trade network.

32 No responsibility or liability is accepted by the authors for these third party links or the information contained within them.
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Table 4-3:
countries/regions

Chronol ogi cal i st of Vi

et namods

tradel/ e

Partner/s Type of agreement Entry into force

China (a) gomprehensive Economic Cooperation 2005
greement

Korea (a) gomprehensive Economic Cooperation 2007
greement

Japan Economic Partnership Agreement 2009

Australia, New Zealand (a) Free Trade Agreement 2010

india Comprehensive Economic Cooperation 2010

Agreement

Chile Free Trade Agreement 2012

Republic of Korea Free Trade Agreement 2015

Armenia, Belarus, Russia,

Kazakhstan, Kyrgyz Free Trade Agreement 2016

Republic

Australia, Brunei

DEWUEEEIET, (SENERE, i, Comprehensive and Progressive

Japan, Malaysia, Mexico, e . 2018

Agreement for Trans-Pacific Partnership

New Zealand, Peru,

Singapore

Hong Kong Free Trade Agreement 2019

European Union Free Trade Agreement 2020

United Kingdom Free Trade Agreement 2020

Regional Comprehensive

Economic Partnership

(RCEP) (Australia, Brunei,

Cambodia, China, Japan, Free Trade Agreement 2022

Laos, Malaysia, Myanmar,

New Zealand, Philippines,

Singapore, South Korea,

Thailand, Vietnam)

Israel Free Trade Agreement 2023

(@) Signed under the ASEAN umbrella.

Source: Agra CEAS

In recent years, Vietnam has been a participant in numerous free trade agreements (FTAS),
including high-profile deals like the Comprehensive and Progressive Agreement for Trans-
Pacific Partnership (CPTPP) and the EU-Vietham Free Trade Agreement (EVFTA).
Additionally, Vietnam is a member of the Regional Comprehensive Economic Partnership
(RCEP), further demonstrating its commitment to trade liberalisation.

Going forward, Vietnam continues to negotiate and explore potential future free trade
agreements with third-country partners, which currently include:

1 Gulf Co-operation Council (GCC)

T Mercosur
1 EFTA
T Kuwait
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Figure 4-5: Vietnam and international trade agreements.
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4.3.3 EU Vietnam FTA

After seven years of negotiations, the EU and Vietnam signed the EU-Vietnam Free Trade
Agreement (EVFTA) and an Investment Protection Agreement (IPA) on 30 June 2019. The
EVFTA was ratified by the European Parliament in February 2020 and officially entered into
force on 1 August 2020. The agreement marks a significant step in deepening trade relations
between the EU and Vietnam by promoting liberalisation in goods, services, and investments.

As of 2024, EU exports to Vietham in many sectors have been fully liberalised or are in the
process of phased tariff elimination.

The EU-Vietnam Free Trade Agreement (EVFTA) continues to significantly reduce non-tariff
barriers to trade with Vietnam. Additionally, the agreement includes a chapter on sanitary and
phytosanitary measures, making it easier to trade plant and animal products between the two
regions. The agreement foresees the recognition of the EU as a single entity for the purpose
of authorising EU animal and plant imports.

Under the EVFTA, 169 well-known European food and drink geographical indications (Gls)
are protected from imitation on the Vietnamese market, benefiting European farmers and
small businesses that produce these traditional products. Notable Gls receiving protection
include:

9 Alcoholic beverages: Grappa, Vinho Verde, La Mancha wine, Miinchener Bier,
Swedish Vodka.

1 Processed meats: Jamoén de Teruel, Prosciutto di Parma, Canard a foie gras du Sud-
Ouest.

1 Dairy products: Comté, Feta, Queso Manchego, Gorgonzola.

For some GIS, special arrangements were necessary. For instance, the local sparkling wine
"sham bahn" led to a transition period of 10 years before full protection of the "Champagne"
Gl is enforced. Additionally, certain cheese products, such as Asiago, Feta, Fontina, and
Gorgonzola, include clauses allowing producers who had been using these names in Vietnam
in good faith before 2017 to continue doing so.
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4.3.4 WTO disputes and other trade barriers

Despite the enactment of the EU-Vietham Free Trade Agreement in 2020, several issues
continue to impact the total free trade liberalisation of food and beverages between the EU
and Vietnam. These barriers include:

1 Market access procedures for animal products: There continues to be a long list of
pending applications (more than 50) from several Member States for the export of
animal products to Vietnam including: poultry, pork, beef meat, dairy products and
eggs. Many of these applications were submitted in 2015-2016, and Vietnamese
authorities are reportedly making slow progress. There has, however been some
success worth noting; this includes:

In 2020, Vietnam opened its market to egg products and poultry meat from Belgium.
In 2021, Ireland obtained market access for pork offal.

In 2021, Estonia obtained market access for dairy products.

In 2022, Austria obtained market access for dairy products.

1 Market access procedures for fruits and vegetables: There are many pending
applications from several EU Member States for products such as pears, apples, citrus
fruits, kiwi and grapes. Applications submitted by EU MS are still treated individually
and only one application per Member State is under review at a time (which includes
the Pest Risk Assessment) and increases the risks of undue delays for authorisations.
Vietnam poses problems in order to make the process of authorisation easier by
refusing to accept the concept of the EU as a Single entity (SPS universe) and the EU
must continue to put pressure on Vietnamf or fgr oupi ngo appli
by EU MS or by product). Some applications were submitted in 2014/2015 and remain
pending; though there has been some success, including:

In 2017-18, Belgium obtained market access for pears and apples.

France also obtained market access for potatoes, kiwis and seeds of different
fruits/vegetables.

However, there have been no new market openings since 2019 for any EU member
states for these plant products.

Overall, it is estimated that there are around 70 pending applications for animal and
plant products combined i which reflects the slow pace at which these applications
are processed by the Vietnamese authorities, despite extensive efforts from the EU
and Member States.

1 Restrictions on animals and animal products related to Bovine Spongiform
Encephalopathy (BSE): Vietnam does not allow the importation of all products
deemed risk-free irrespective of BSE country status and does not allow the import of
other products under the conditions laid down for countries with controlled or
undetermined BSE risk. Vietnam did not provide any additional scientific evidence to
support its deviation from the provisions of World Organisation for Animal Health
(WOAH) standards. Furthermore, Vietnam does not recognise the BSE status
assessment made by the WOAH since it requires its own risk assessment. Several EU
Member States face difficulties in exporting beef to Vietnam, while other non-EU
countries with the same OIE risk categorisation status can export beef to Vietnam,
resulting in a clear discrimination vis-a-vis the WTO. This is not in line with the relevant
WOAH standard, which describes safe trade conditions for bovine products regardless
of the BSE risk status of the exporting country. This includes deboned beef under
conditions as described in the WOAH standard. At the same time, Vietnam imports
beef from other trading partners with a similar risk category status as several EU
Member States. In 2015, Vietham allowed exports from France and eliminated the
associated BSE restriction. In 2017, it granted market access to Spanish beef and in
2018 to Belgian and Dutch beef. However, a "born, raised, slaughtered” clause has
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been included in the bilateral veterinary certificates for the majority of MS exporting
beef to Vietham, posing a risk to the functioning of the EU single market.

1 Requirements for 8 digit CN codes during prelisting for animal products, and
sampling for salmonella and e-coli. The EU-Vietnam FTA has a procedure for the
prelisting of establishments exporting livestock products. This had worked well but has
recently been disrupted by a new piece of legislation (Circular 04/2024/TT-BNNPTNT
of 12 June 2024) requiring that an 8 digit CN code is associated to the exporting
establishment during the prelisting process. This is creating difficulties as there are
establishments that export products falling under many different CN codes, including
some broader ones (e.g. 0206 offal and 0210 meat products). Theoretically,
establishments that have already registered / are already prelisted need to be
registered again with the 8 digit CN code, though indications are that this currently
remains a bit of a grey area in practice. While it is understood that a four or six digit
code may be accepted during the pre-listing procedure in some cases, shipments can
still run into problems at the port of entry due to the absence of the corresponding CN
8 code in the prelisting. It has also been reported that the prelisting process itself has
recently taken longer than the 45 days foreseen in certain cases. Furthermore, there
are now requirements for a high percentage of shipments to be sampled for salmonella
and e-coli, and this has been reported to lead to considerable delays at the border in
some cases. Overall, the situation with circular 04 remains somewhat uncertain and
unclear at the time of writing,

1 Special tax consumption tax (SCT) on luxury goods, including all alcoholic
beverages. This is high and there is a current proposal to increase it, which could
effectively offset some of the benefits from the EVTFA phasing out of import duties.
While it should be noted that this affects alcoholic beverages of all origins, it has
different rates at present (65% for beer and spirits over 20% alcohol by volume - abv;
35% for wine and spirits with under 20% abv). As a value added tax it has a higher
impact on high value alcohol in absolute terms (as well as the rate varying somewhat
by alcohol type), with high quality wine and spirits standing out as potentially being
quite strongly affected as a result. Based on the aforementioned recent discussions,
rates could potentially change to 100% for beer and spirits over 20% abv; and 70% for
wine by 2030.

Vietnam is not involved in any WTO disputes relevant to agri-food trade as a respondent.

4.3.5 Summary of key trade barriers and trade related challenges

EU agri-food exporters to Vietham face several key challenges despite the benefits of the EU-
Vietnam Free Trade Agreement (EVFTA). Regulatory complexity remains an issue, as
Vietnam's evolving local rules and inconsistent application of international standards create
hurdles. The large number of certifications requested to import some products and the long
time needed to obtain those certificates may also make the procedure lengthy, particularly for
SMEs. That has particularly been the case for fruits and vegetables and for certain fresh and
processed meats.

While 169 EU geographical indications (Gls) are protected, some products, such as
Champagne and certain cheeses, face delayed protection or exemptions due to existing local
products. Additionally, lengthy customs procedures and border delays, strong competition
from local and regional producers, and logistical challenges like limited cold storage facilities
further complicate market entry; as does the geographical nature of the country itself (long
and thin with the largest markets at opposing ends of the country i see also next section).

Vietnam is further party to several free trade agreements with other major agri-food producers,
many of whom are located closer to Vietham than the EU, such as Australia, China, Japan,
New Zealand, and South Korea. These markets tend to offer agri-food products that target the
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high-end market of Viethamese consumers and offer direct competition to EU agri-food
products in this space.

4.4 Operating in the Vietnamese food and beverage market

4.4.1 Logistical services and transportation infrastructure

Vietnam's logistics challenges for food exporters are shaped by its diverse topography and
infrastructure gaps. The country's long, narrow shape, with extensive coastlines and
mountainous regions, can make transportation complex. The northern regions centred around

Hanoi , and the southern regions, with Ho Chi Mi
economic areas. However, connecting these hubs can be difficult due to the distance and

varying terrain, including mountains and forests in the central regions.

Shipping

Shipping in Vietnam offers several advantages due to its strategic geographic position and
extensive coastline. The country is located along key international shipping routes in
Southeast Asia, making it an ideal hub for maritime trade. Total freight traffic in 2023 was
estimated to be around 24.7 million TEUs.%

Major ports in Vietnam include the ports of Ho Chi Minh City (Cat Lai Port), Hai Phong, Cai
Mep-Thi Vai, Da Nang and Vung Tau.

33 Cargo transport via seaports up 5% in 2023, VNEconomy, available at https://en.vneconomy.vn/cargo-transport-via-seaports-
up-5-in-2023.htm
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Figure 4-6: Major ports and terminals in Vietnam

L’_,__,,,.--« The port of Haiphong

The port of Da Nang

<—— The ports of Cat Lai, Cai Mep-Thi Vai and Vung Tau

Source: Agra CEAS based on World Ports Network

Air freight

Air freight is increasingly important in Vietnam's agricultural and food (agri-food) sector due to
the country's growing export markets, especially in perishable goods like seafood, fruits, and
vegetables. Overall, however, the total use of air freight for the transportation of food and
beverages is small in comparison to road and shipping. The largest airports by cargo freight
handling include:

 Tan Son Nhat International Airport (SGN) - Ho Chi Minh City
91 Noi Bai International Airport (HAN) - Hanoi

1 Da Nang International Airport (DAD) - Da Nang

1 Cam Ranh International Airport (CXR) - Nha Trang

1 Can Tho International Airport (VCA) - Mekong Delta
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Figure 4-7: Main International cargo airports in Vietnam

‘%/ Noi Bai International Airport - Hanoi

Da Nang International Airport - Da Nang

e — Cam Ranh International Airport

«—__ Can Tho International Airport and Tan Son Nhat International
Airport

Source: Agra CEAS based on various

Rail freight

Vietnambs r ai | 7rustB 200 knkat presentli iamdihéneediccounts for only a
very small proportion of freight transport. The Vietnam Railway Corporation is the sole
operator of services in the country. There are plans to further develop the rail network, but at
present, it is generally not interesting due to its small size and slow travel times.3*

34 https://www.netherlandsworldwide.nl/countries/vietnam/doing-business/key-sectors/logistics
https://dica.logcluster.org/display/public/DLCA/2.4+Viet+Nam+Railway+Assessment
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Figure 4-8: Railway network in Vietnam

biMinh City

Source: Agra CEAS based on dica.logcluster.org

Road Freight

Road freight is the most important method of transporting goods in Vietnam, accounting for
around %4 of all freight transport. The road network is extensive i over 250 000 km i however,
under 1/5 of this is paved, and 2/5 can be considered to be in poor condition. The poor
condition of the road network combined with long distances can create challenges with freight
transport.®®

35 https://fnm-vietnam.com/truck-freight-vietnam/ ;

https://www.netherlandsworldwide.nl/countries/vietham/doing-business/key-sectors/logistics
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Waterway freight

Vietnam has an extensive river network. Some 224 river ports take advantage of this.
Waterway transport, therefore, accounts for around 1/5 of freight transport. However, a limited
percentage of the waterway network is under formal management; and transport down
waterways is very dependent on climatic conditions.

4.4.2 Distribution

Vietnam's food and beverage distribution has traditionally been dominated by wet markets and

small independent stores, which have been essent
for decades. However, in recent years, modern retail formats such as supermarkets,
convenience stores, and e-commerce platforms have gained significant traction, particularly

in urban areas like Ho Chi Minh City, Hanoi, and Da Nang as well as within major tourist

hotspots across the country.

Wet markets

Wet markets continue to hold a significant pl ac:¢
although their influence is gradually waning, especially in urban centres. The growing

popularity of supermarkets, hypermarkets, convenience stores, and e-commerce, driven by

efforts to modernize retail infrastructure, has shifted consumer preferences in cities. This shift

is evident in the static number of wet markets, which has remained at approximately 8 500

over the past five years, while the number of supermarkets and convenience stores has

surged.®®

In urban areas, wet markets have become less central to food and drink distribution compared
to modern retail outlets. However, they are still widely favoured overall, particularly due to their
affordability, which remains a significant draw for many consumers. Despite the rise of modern
retail channels, wet markets remain a key option for purchasing food and drink, especially in
non-urban regions.

Supermarkets & hypermarkets

The number of supermarkets and hypermarkets in Vietham has seen significant growth in
recent years and is expected to continue expanding rapidly. The rising popularity of these
retail channels in urban areas is driven by the demand for convenience and a growing focus
on food safety. In Hanoi, there is an ongoing retail modernisation policy aimed at increasing
the number of supermarkets, often at the expense of traditional wet markets.

In recent years, an increasing number of foreign supermarket chains have entered Vietnam
as restrictions on foreign ownership have eased. Large foreign supermarket and hypermarket
chains that are now established in Vietnam include AEON (Japan), Lotte Mart (South Korea),
Emart (South Korea), Big C (Thailand-French origin), and MM Mega Market (Thailand-
German origin). These supermarkets are no longer confined to the large tier 1 cities of Hanoi
and Ho Chi Minh City. They are now established in smaller tier 2 cities across the country and
are increasingly present even in smaller settlements within rural Vietnam.

36 Retail Foods- Vietnam, USDA, available at
https://apps.fas.usda.gov/newgainapi/api/Report/DownloadReportByFileName?fileName=Retail%20Foods_Hanoi_Vietnam V
M2023-0036.pdf
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Domestic chains continue to have a large overall presence in Vietnam and have been at the
forefront of the expansion of supermarkets and hypermarkets that has been occurring over
the past decade. Notable domestic chains include Co.opmart, WinMart, and Nam An Market.

Supermarkets and hypermarkets particularly appeal to middle-income earners due to their
enhanced offering of premium products of a domestic or imported variety; this in turn makes
this channel of food and beverage distribution in Vietnam an important one for EU food and
beverage exporters seeking to establish themselves in the Vietnamese market.

Convenience stores

Convenience stores have continued to rapidly expand in Vietham, despite the pandemic.
Demand for convenience products coupled with the rise in demand for 24/7 retailing
particularly in tourist hotspots has helped to sustain demand for convenience store outlets.
Some of the larger convenience chains in Vietnam currently include: Circle K (460 stores),
GS25 (210 stores), Ministop (185 stores), FamilyMart (160 stores) and 7-Eleven (115 stores)®’
amongst others. The continuous urbanisation of the Vietnamese population further continues
to drive the establishment of convenience stores across Vietnam (as well as that of other
modern retail distribution chains).

E- commerce

The e-commerce market of Vietham continues to expand rapidly, with Lazada, Sendo, Shopee
and Tiki emerging as the largest eCommerce channels now established in Vietham. The
current value of the e-commerce market for food and beverages in Vietham stands at around
EUR 2 billion. Vietham is one of the fastest growing food and beverage e-commerce markets
in Asia, and some estimates suggest that the market may be valued at around EUR 5 billion
by 2030.%8

Hotels, restaurants, and cafés

The food service sector has remained resilient throughout the pandemic and now has largely
recovered, particularly within some of the more touristic regions of Vietham and within the
ever-expanding major urban centres of the country. It is estimated that the total revenue from
the food service sector of Vietham stands at around EUR 22.1 billion®® At present, outlets
offering cuisines from other Asian nations, notably China, Japan, South Korea, and Thailand
stand as the most popular non-domestic food service outlets in Vietnam; with European
themed food service outlets being mainly focused within major urban centres or tourist
hotspots.

4.4.3 Intermediaries
The import partner can vary slightly depending on the channel targeted, and in some cases
the product.

1 Retail: the large scale retailers tend to operate their own import divisions. This includes
chains such as Lotte Mart, Winmart, Co.opmart, AEON, Bach Hoa Xanh and GO

" Overview of Vi et namds convenience store mar ket anfdipsidbapanese p
company.jp/overview-of-viethams-convenience-store-market-and-japanese-participation/

38 Grocery market in Vietnam, ECDB, available at https://ecommercedb.com/markets/vn/food

3 Food Service T Hotel Restaurant Institutional, USDA, available at
https://apps.fas.usda.gov/newgainapi/api/Report/DownloadReportByFileName?fileName=Food%20Service%20-
%20Hotel%20Restaurant%20Institutional Hanoi_Vietnam VM2023-0055.pdf
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(which is active in central Vietnam). There are also some high-end speciality retailers
which may import directly, or may show interest in obtaining certain imported products.
Notable examples are: Nam An Market; Farmers Market; Home Farm; 3Sach Mart;
and Vitamin House. In addition, there are some importer-wholesalers / distributors with
strong connections in the retail industry, including potentially some vertical integration,
as well as connections with the food service industry in some cases. Annam Group /
Annam Fine Food is a strong example of this.

1 Alcoholic beverages: these importers tend to be specialised, and they typically have
strong connections to both the retail and food service industries.

1 Fresh fruit and vegetables: there are a few importers specialised in fruit and
vegetables with connections both to retailers and food processors. Examples include:
Lotte Vina International Co. Ltd. (which is associated with Lotte Mart hypermarkets);
Biovegi Vietnam; Tony Fruit Co., Dang Nhat Company and Nam Chan Trading
Company.

1 Food service: this segment can offer considerable opportunities to EU imports, though
not without challenges. As noted above, some importer-wholesalers have strong links
to food service. Beyond that, there tends to be a fairly high level of fragmentation,
which is indeed reflective of the fragmentation of the underlying industry. The large
fast-food chains such as KFC tend to have their own sourcing arrangements; though
the Golden Gate Group, Redsun and Haidilao Vietham are food service operators
which are understood to be sometimes interested in importing meat for their
operations. With regard to independent food service operators, these are more likely
to source either through cash and carry chains such as MM Mega market; through wet
markets; or in some cases / for some products, through local distributors. Examples of
the latter include: Annam Fine Food; QKAWINE JS; Daloc Wines; Thien Linh FSC;
Vincorp JSC; Binh Minh Group; and Phu & Em Group.

9 Food processing: the use of imported EU ingredients such as meat and fruit and
vegetables in food processing is very low for reasons of price. Some of the larger
domestic food processing companies such as TH Group, La Cuisina and San Miguel
Pure Foods may occasionally look externally for input sourcing.

1 E-commerce. While cross border e-commerce more broadly does exist, for food and
beverage products it is highly restricted and this is unlikely to change in the near future,
making it an unrealistic channel. Therefore, as a general rule, a local partner offering
import and local fulfilment is required if the e-commerce channel is to be targeted,
particularly given the complexities around compliance / regulation and the local digital
payments ecosystem. While some established importers may offer this option, the e-
commerce market overall for food and beverages remains quite nascent and imported
offerings in these segments are quite limited.

The geography of Vietnam, with the two major markets at each end of the country, creates

some important considerations for exporters. Despite the long distance between the two

markets, it generally makes more sense to find one single import partner for the whole country,

andtorel y on this partnerds internal di stribution
possess. The use of multiple partners i including for the different main markets - can create

challenges with strategy / pricing and conflictwith  many partner sdé TMWéresh for
are only two real exceptions to this. The first is fresh produce, where a more local approach

may be required i but nonetheless, some national partners, particularly in the context of

retailers with import divisions, do exist. The second is alcoholic beverages, where the
fragmented distribution networks may make a regional approach interesting (though once

again, a few importers may be able to offer national coverage). Hanoi is marginally the more

interesting geography for alcoholic beverages, but for all other food products, Ho Chi Mihn

City tends to be the more important market and the hub for the country. That said, if choosing

between the two markets for any reason, the Hanoi market has a slightly lower level of
competition.
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Some considerations when choosing partners are:

1 To validate the credentials of potential partners. Generally, it is preferable to
prioritise importers with substantial industry experience. It is advisable to closely
examine their registration certificates, paying particular attention if the registration year
is recent. It may also be useful to ask detailed questions about their operations, which
can help ensure credibility. It is also a g
business operations, if any. The length of time a business has been active in food
import can be a good further criterion to check.

1 Characteristics of different importers. Historically, there are some food importers
who are also active in various other areas, and as a result the food import business
may be low on the overall priority list; though this tendency has been falling in recent
years. Size is not necessarily an indication of quality 7 whilst large established
importers can have attractive market positions, there are several high quality smaller
importers as well which are particularly well suited to smaller volumes.

1 Use recommendations from credible associations. This may include the more
reputable industry associations in Vietham (e.g. the Vietham Food Association), but
above all, national trade promotion agencies (a list is provided in section 8.3.1).
Further more, Vietnambdbs gover nment has been
relationships in recent years and it may also be useful to pay attention to Vietnam
government-led initiatives as well as events supported by bodies from the country of
export.

1 Consider industry exhibitions, particularly those that receive support from
government agencies and consulates, adding credibility to participating businesses.
Exhibitions can provide a good network opportunity, though one may wish to check the
participant list in advance to ensure the suitability of businesses present. While there
are various fairs in Vietnam (see section 8.4), major regional fairs may also be of
interest.

T For fresh produce, assess the importerds sto
both in terms of capacity and quality. This is particularly important in the case of
branded or high quality products.

1 Accepted volumes may vary by partner. There are no fixed minimum
volumes/values. For fresh/perishable products, it is common for importers to look for a
minimum of 500kg to justify shipping costs. For other products, test shipments in the
50-100kg range may be accepted on the condition that subsequent shipments are
higher (e.g. above 500kg). This is most notably the case with smaller importers focused
on niches. Large importers, however, are more likely to demand shipments in the 2 to
5 tonne range.

Some final tips are:

9 Firstimpressions are important. Importers and agents are likely to initially examine
any product documentation and it is therefore important that it is of good quality.
Overall, first impressions, created both by documentation and personal contact are
key.

9 Face to face meetings are important at the beginning. Furthermore, initial face-to-
face meetings without follow-up visits are likely to have limited success as it is
considered fAcoldod calling or sending offers
Once the relationship is established, it can rely more on phone and email contact.
Nonetheless, maintaining a good relationship is vital to long-term success in Vietnam.

1 Understanding needs and specificities in the initial phase can help. Local partners
can sometimes feel that foreign partners do not take enough time to understand
the specific needs and constraints they face. This may in turn, lead to the initial interest
of potential partners falling as difficulties from the constraints they face emerge, and
the foreign partner does not try to understand them. Discussing these needs and
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constraints may help avoid this. That said, care needs to be taken with the terms of
agreements while respecting the constraints that local partners face. For example,
many partners will be small or medium sized businesses which rely on loans to run
their business, and hence may push for certain payment terms. While respecting the
constraints, caution should be exercised in agreeing to e.g. strongly deferred payment
terms or excessive marketing budgets.

1 Tryto have a good, clear pitch for a product before approaching importers. Just
identifying a product as #Ahigh qualityodo is r
characteristics / selling points are also important. These may plug into certain recent
market trends or consumer segments (see section 3.3 for some examples).

Business Contact Database:
A database of importers, wholesalers, retailers and distributors can be found in section 8.5

N.B. due diligence will have to be performed for any contacts on this database as no
warranty is given as to the standing of these individuals, organisations or firms and no
corresponding responsibility or liability is accepted by the authors.

4.4.4 Business environment

The EU-Vietnam Free Trade Agreement (EVFTA), which came into effect in August 2020,
provides a significant boost for European companies, allowing for greater market access for
EU exporters. Vietham has been for decades, proactively seeking to boost foreign investment
through tools such as free trade agreements and business or industrial investment parks,
which marked a major turn in policy from a previously centrally planned economy to a socialist
market-oriented economy. Foreign investment has remained one of the key drivers of
domestic economic growth in Vietham, and it is likely that the government will continue to keep
the economy open to international investment in the future.

4.4.5 Key operational considerations and challenges: summary

There are, however, still some notable challenges that should be considered, which include:

1 Foreign exchange controls exist, and hence the Viethamese Dong is not freely
convertible. Foreign investors are permitted to transfer abroad profits and income
earned in Vietnam, while capital can be transferred abroad upon liquidation. As
changes to the rules on foreign exchange occur periodically, it is worth checking for
any amendments to the rules.

Generally, all payments and contracts made in Vietham must be in Viethamese Dong.

Vietnambs business culture values hierarchy a

flow from the top, so respect for seniority is important. Vietnamese partners may avoid

direct confrontation to "save face," so negotiations may require patience and indirect
communication.

1 Ports, roads, and warehousing facilities are concentrated around major cities like Ho
Chi Minh City and Hanoi. Plan for potential delays or disruptions in less developed
areas.

1 EU exporters need to be willing to adapt their offerings to meet the cultural preferences,
pricing expectations, and consumption habits of Viethamese consumers. For example,
certain packaging, product sizes, or flavours might need customisation.

9 The cities of Ho Chi Minh (Southern Vietham) and Hanoi (Northern Vietham) are the
key gateways towards penetrating the wider markets of these regions of Vietnam and
should be considered the primary target of attention before expansion into the wider
Vietnamese market.

= =
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While business may be conducted in English, Vietnamese is often preferred. Face-to-face
business meetings are generally considered important.

4.4.6 Other relevant information
Methods of payment in Vietham

Cash payments in Vietnam have declined rapidly in recent years, accelerated by the COVID-
19 pandemic and government encouragement of digital payment adoption. Momo, ZaloPay
and ViettelPay are some of the more common mobile payment apps in Vietnam although Visa
and Mastercard are also accepted, often with a 3-4% service charge.

Vietnamese dong is the only accepted currency in Vietham and despite the aforementioned
fall in popularity, cash payments remain common outside of major urban areas; although the
government has targeted cash-based payments to account for only 10% of transactions in
Vietnam by 2025.4° USD is also generally accepted in major international food service chains
or hotels, although prices in USD tend to be quoted at a higher rate.

Travel from the EU to Vietnam

Visitors from the EU to Vietnam face different visa policies depending on their nationality. For
holders of passports from Denmark, Finland, France, Germany, Italy, Spain, and Sweden,
a period of 45 days visa-free is allowed. A visa will be required for visitors from other EU
member states. Given that Vietnam is prone to changing its visa policies with short notice, it
is strongly advisable to contact the Vietnamese embassy in the corresponding EU Member
State well in advance of any travel to Vietnam to confirm current visa requirements, even if
the country in question currently has visa-free access to Vietnam. They are also likely to
provide the easiest way to obtain the required visa, even though an online e-visa application
system exists (https://immigration.gov.vn/web/guest/home). Various travel agencies offer
services to assist with a special visa on arrival procedure for a fee; however, it is preferable to
confirm current visa requirements with the Vietnamese embassy before engaging such an
agency's services.

Most visitors from the EU will fly to either Hanoi or Ho-Chi Minh airports when arriving in
Vietnam, and direct flights from cities in the EU exist such as Munich-Hanoi (starting October
5th, 2024), Paris-Hanoi, Paris-Ho Chin Minh City, and Frankfurt-Hanoi. Often, flights from
other EU major cities will have a stopover in Singapore or Dubai.

40 payment Methods in Vietnam, NORBT, available at https://norbr.com/library/payworldtour/payment-methods-in-vietnam/
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5 Market Snapshots for Selected Products

This section provides specific information for various food and beverage categories and
products. This information covers three main categories:

1 Consumption: data on the evolution of consumption; consumer profiles and any
notable consumer trends.

9 Offer: domestic production; imports and exports; the competitive landscape; relevant
specific customs procedures/import considerations;

9 Distribution: main distribution channels used; domestic and imported offer.

Furthermore, each category contains a SWOT analysis and a key takeaways message.

Spirits

Chocolate Processed fruit and

confectionery vegetables

Prepared baby food

66



Vietnam i MARKET ENTRY HANDBOOK

5.1 Fresh meat

51.1 SWOT analysis
(+)

A Demand continues to grow across all major | A The Vietnamese consumer places a high

meat product categories, which is further emphasis on the freshness of meat, which

driven by the urbanisation of the population by default favours local producers.

in Vietnam. A Fresh meat is generally purchased
A The EU-Vietnam Free Trade Agreement unpackaged at wet markets, again

has made provisions to allow for tariff-free favouring very local producers.

access to Vietnam for fresh meat producers | A The long distances and need for effective

within a number of years. cold-chain management increase
A Polish and German exports have grown in transportation costs and risks, which may

recent years, particularly for pork. affect the freshness and appeal of the
A The EU6s high producti product upon arrival.

meat are a strength in a market that has
been increasingly concerned by the food

safety of domestic products.
OPPORTUNITIES (+) THREATS (-)

A Vietnamds ri sing amdi A Domestic meat producers and exporters
changing dietary preferences are driving from nearby countries like Australia, New
demand for higher-quality imported meat Zealand, and the U.S. offer strong
products, particularly pork and beef. competition, often at lower prices.

A Strong deficits in beef and poultry | A Vietnamese producers continue to
production mean a high level of imports modernise their production facilities,
required to meet demand. allowing them greater output of fresh meat

A Concerns about bacteria and antibiotic production.
use in domestic meat may favour some | A India holds a strong presence in the beef
imported products, while disease outbreaks market. Australia is carving out a niche in
such as African swine fever have created high quality beef.

temporary shortages and hence short-term
opportunities  for exporters. Branded
products are gaining traction for these
reasons.

51.2 Consumption
Evolution of consumption

Pork meat is by some distance the largest fresh meat category within the Viethamese market,
with a total volume of around 2.9 million metric tonnes in 2023. Pork will remain the largest
product category by a significant margin going forward with a predicted CAGR of 4% between
2024-2028, which will further see pork remain twice the size by volume in the Viethamese
market compared to the second largest product category, which is poultry. Poultry currently
has a total volume of around 1.1 million and is predicted to grow at a CAGR of 4.5% between
2024-2028, which will see it remain the second largest product category. Beef and veal, while
growing significantly in recent years, has a far smaller total volume within the market at around
405 000 metric tonnes. Lamb, mutton, and goat meats will emerge as the fastest-growing
product category between 2024 and 2028 with a predicted CAGR of 8%; however, the total
volume will remain relatively small in comparison to other products (Figure 5-1).
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Figure 5-1: Evolution and forecast of fresh meat market in Vietnam, 2018-2028; total
volume 000 tonnes
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Source: Euromonitor International: Fresh Food, 2024.
Consumers

Consumption of fresh meat in Vietham is notably higher per capita than in other nations in
Sout heast Asia, driven by the high demand
major dishes commonly consumed in Vietnam, such as Bun Cha (pork and noodle dish) and
Thit kho tau (caramelised pork belly). The consumption of pork and other meat products in
Vietnam also has fewer religious and cultural taboos compared to nearby markets such as
Indonesia and Malaysia.

Consumers can be broadly categorised along the following lines:

1 Urban consumers: Those living in the major cities of Hanoi and Ho Chi Minh City in
particular, have greater access to a wider variety of fresh meat products and cuts due
to the presence of modern retail chains that offer great cold-chain storage and the large
populations that allow access to alternative meats (in the context of the Viethamese
market) such as goat meat or veal. Pork remains the preferred meat even within urban
centres, although poultry is also very popular, particularly within food service outlets
that offer alternative dishes to traditional Viethamese cuisine. Urban consumers,
particularly those of a middle-higher income bracket, are the more likely consumer
target for higher quality imported fresh meats, as these consumers in particular will
seek out premium fresh meat products and further have the financial capacity to
purchase them more regularly.*

1 Rural consumers: Rural consumers (which still make up the majority of the
Vietnamese market) are more likely to consider traditional fresh meat products, which
are easier; this tends to be pork and, to a growing but lesser extent, poultry. Beef and

4 The Vietnam urban food consumption and expenditure study, University of Adelaide, available at
https://www.adelaide.edu.au/global-food/ua/media/113/Urban_Consumer_Survey Factsheet 11.pdf
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other fresh meats are far less likely to be consumed in rural areas when compared to
urban areas of the country. It is also common across most parts of rural Vietham for
people to raise their own livestock or be within the vicinity of a wet market that sells
locally produced fresh meats, which lowers the need for imported fresh meat products
into these regions of the country.

9 Tourists and retirees: While a far smaller consumer base, this consumer base stands
as one of the key consumer groups to target for higher quality fresh meat exporters to
Vietnam. Visitors from the EU are estimated to be just over 1 million annually, with
French and German tourists being among the largest groups of visitors from the EU.
Within major tourism hotspots, which include the major cities of Hanoi and Ho Chi Minh
City, it is increasingly common to find food service outlets of EU origin, which includes
Italian restaurants, French restaurants, and German restaurants, which may offer fresh
meats of an EU origin. Vietnam is increasingly also viewed as an attractive location for
retirees, and it is likely this group may grow going into the future as populations across
EU member states continue to age and decide to retire abroad.

While vegetarianism is rising in Vietnam and there is an emerging market for plant based
proteins, the vegetarian population remains quite small at around 1.5m. It skews more towards
females (2/3) and urban dwellers, plus has a slightly higher average age than the population
as a whole. Flexitarians on the other hand are more numerous, accounting for an estimated
15-20% of urban dwellers.

Drivers and method of consumption

Some of the more notable drivers of fresh meat consumption in Vietnam include:

1 Meat-centric cuisine: Viethamese cuisine is heavily centred around meat, particularly
pork, which is used in many traditional dishes. Festivals, family gatherings, and special
events often include meat dishes as a core part of the meal. For instance, during
the Lunar New Year (TYt), pork is prominently featured in b 8 n h ¢ (h traditipnal
rice cake).
1 Risingincomes and urbanisation:As Vi et nambés economy has grov
more people have moved into the middle-income bracket, especially in urban areas.
This growth has led to a shift in dietary habits, with more people consuming meat
regularly. The demand for fresh meat rises with increasing urbanisation as city dwellers
seek out convenience and quality in their food choices. This driver in particular has
allowed for more consumers to routinely seek out premium imported fresh meat
products, such as those exported by the EU. Population growth in recent years has
also been a key driver; however, going forward, this growth is expected to slow down
significantly.
1 Availability:Fr esh meat is readily available in Viet
network of wet markets. These markets are the primary source for many households,
particularly in rural and semi-urban areas. These markets sell freshly butchered meat,
often sourced from local farms, ensuring that consumers can access a variety of fresh
meat cuts daily.

Other key drivers include: the rise in health consciousness, which is particularly relevant for
consumers seeking organic fresh meat products; tourists often seek out traditional
Vietnamese dishes, which incorporate a large amount of various fresh meats as well as dishes
from their countries of origin, which may incorporate meats that are not so common in Vietham
such as goat meat; and finally fresh meat is perceived in Vietham to be a key source of
protein, with the product not having the same cultural or dietary taboos surrounding it
compared to some other markets in the region.
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Regarding methods of consumption, pork is central to Viethamese cuisine and is used in
various cooking methods, from stewing to grilling. Popular pork dishes like tha kho tau
(caramelised pork belly) are regularly made in Viethamese households. Pork is also commonly
used in nem ran (fried spring rolls) and banh cunn (steamed rice rolls with pork fillings),
showing its versatility in the cuisine. Beef, though more expensive, is used in staple dishes
like phu bo (beef noodle soup), and finally, chicken is widely used in dishes like phu ga
(chicken noodle soup) and g © pmg (grilled chicken). Further, street food is a key part of
Vietnamese culture, and grilled meat is a popular street food offering. Skewers of pork (thd
x i ° rpngh beef, and chicken, marinated in a mix of spices and herbs, are grilled fresh and
served with dipping sauces or rice cakes. Finally, there are a number of increasingly popular
fusion cuisine dishes that contain meat 1 most frequently beef, but also in some cases pork
or rarer meats such as mutton. Examples include: pho-inspired beef carpaccio; seared beef
tenderloin with tamarind; Vietnamese beef stew (B0 Kho) with premium cuts; and some
restaurant specific dishes such as caramelized Iberico pork claypot.

Purchase criteria

Consumers seeking out fresh meat products will have broad purchasing criteria. However, the
major ones influencing the fresh meat market of Vietnam include:

9 Freshness: this is one of the most important factors for Viethamese consumers when
buying meat. In wet markets, customers often prefer meat that has been freshly
slaughtered that same day. Consumers will likely look for signs of freshness based on
the meat's colour, texture, and smell; for example, in the case of pork, consumers may
seek out bright pink pork as a sign of freshness. Indeed, it is estimated that around
95% of all meat sold in Vietnam is fresh.

1 Price: is a major purchasing criterion for most Vietnamese households, especially for
the working class and those in rural areas. Pork, being the most affordable meat, is
consumed the most widely. As beef and imported meats are more expensive, they are
consumed less frequently or on special occasions by the majority of consumers.
Lower-middle- and lower-income consumers often seek a balance between price and
quality. They are willing to pay more for trusted or fresher meat but generally seek
affordable cuts that suit their daily meal needs.

1 Hygiene and food safety: in recent years in particular, on the back of African Swine
Fever (ASF) outbreaks in Vietham*? and fears surrounding the quality of fresh meat
sold at wet markets (with formaldehyde being discovered to be used to preserve fresh
meats in some wet markets across the country), there has been increased diligence
from consumers surrounding the hygiene and safety of fresh meats. Supermarket
shoppers tend to look for products with safety certifications, such as HACCP (Hazard
Analysis Critical Control Points) or VietGAP (Viethamese Good Agricultural Practices),
which ensure that the meat has been produced under hygienic conditions. As part of
this trend, branded pork products have been gaining traction due to the trust they can
foster; it is estimated that a bit under 10% of pork sales are now branded, with the
market growing at over 10% per year (well ahead of the broader pork market). Despite
the push on food hygiene and safety, local wet markets still hold a level of trust for
some consumers due to their direct supply from known, often local, farmers.

1 Convenience: urban consumers often prioritise convenience, preferring to shop at
supermarkets or modern grocery stores where they can buy packaged meat in a clean,
air-conditioned environment. Many supermarkets now offer pre-cut or ready-to-cook

42 African Swine fever outbreaks spreading In Vietnam, government says, Reuters, available at
https://www.reuters.com/business/healthcare-pharmaceuticals/african-swine-fever-outbreaks-spreading-vietnam-government-
document-shows-2024-07-15/
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meat options, appealing to busy professionals or families with limited time for meal
preparation.

1 Health and nutritional value: As previously mentioned, fresh meat is often viewed as
a key source of protein in Vietnam, and fresh meats generally do not have the same
cultural or dietary taboos attached to them as seen in other markets. However, health
and nutrition awareness is increasing with more consumers, particularly in urban
areas, choosing leaner meats, such as chicken or lean cuts of pork and beef. The
demand for organic or free-range meat is also growing among health-conscious
consumers who are concerned about the use of hormones or antibiotics in meat
production.

Other notable purchasing criteria include taste, versatility, origin and familiarity.
Recent market trends

The population of Vietham has continued to expand, along with the rise of consumers living in
urban centres, which has been the backbone of growth in the fresh meat market of Vietham
in recent years; however, the rate of population growth is slowing down. The impact of inflation
within the Viethamese market has continued to influence consumers' spending habits. Within
the fresh meat market context, this has impacted niche fresh meats the hardest, such as goat
meats and lamb. Although these products are still growing rapidly in Vietnam overall, inflation
has stunted their growth. Some other recent market trends of note include:

1 E-commerce and digital tech boom: E-commerce has grown rapidly in Vietham in
recent years, accelerated by the pandemic. This in turn has led to the distribution of
fresh meat via major platforms such as Tiki or Lazada and has further allowed for small
producers to reach a wider consumer base. Wet markets selling fresh meat are also
increasingly offering card-based payments following the rise of digital payments in
Vietnam since 2020.

1 Food safety concerns: These have become paramount for Viethamese consumers,
driving demand for meat that is certified, clean and safe. Consumers are increasingly
opting for organic and traceable meat products from reputable suppliers as awareness
of foodborne ilinesses rises. The government has also implemented stricter regulations
and quality control measures to ensure food safety. This has been aided by the rise of
modern grocery retail chains, which generally offer better hygiene standards and
traceability.

1 Growing demand for premium meat products: There is an increasing demand for
high-quality and premium meats, including imported cuts like Wagyu beef or organic
pork. As the middle class grows and purchasing power rises, consumers are more
willing to spend on premium products that offer better taste, texture, and health
benefits. This trend is also influenced by the expanding food service sector, especially
in urban areas.

I African Swine Fever outbreaks (ASF): Vietnam continues to be impacted by
outbreaks of ASF, which have been impacting the fresh meat market of the country for
several recent years. Mass culling of pigs has taken place across various times and
regions of the country, which has further resulted in the price of pork often spiking at
times as the pig population has fallen heavily. The recurrence of ASF threatens food
security, especially for lower-income households that rely on pork as an affordable
protein source. Rising pork prices not only strain household budgets but also push
families to either: reduce meat consumption; opt for lower-quality pork cuts, impacting
nutrition; purchase imported products if they can afford it (with some larger modern
retailers specifically targeting more affluent consumers with imported products); or shift
to other meats. Poultry has been the main beneficiary of the latter trend.
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Freshmeat on retailersd6 shelves in Vietnam
While it is difficult to generalise, in broad terms price ranges for fresh meat are:

I Economy: under VND 200 000 (EUR 7.50) per kg. This includes the vast majority
of chicken and pork.

T Mid-range: between VND 200 000 and 400 000 (EUR 7.50 to 15) per kg. Beef
commonly falls into this price range.

I Premium: above VND 400 000 per kg (EUR 15), with super-premium products
starting at VND 600 000 (EUR 22.50).

Generally, between 10 and 15% of fresh meat on sale in modern retail outlets is imported.
The vast majority of it is from the US, Australia or New Zealand; with very little from the EU
at present.
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Above: an array of frozen imported and branded meat. The packaging stands out and
includes a flag of origin in many cases. Below: a broader fresh meat display in a retailer.
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Imported meats tend to be sold both frozen and chilled. Packaging tends to be important in
making imported meat stand out in a market where consumers, on the whole, prefer freshly
slaughtered local products. For this reason, the use of flags or any permitted certifications
is fairly common on imported meat. Some producers i both domestic and foreign i are also
using QR codes on products, which also help in providing transparency. While formats vary,
it is quite common to find 200g, 300g or 5009 formats for imported meats.

Below: imported chilled products also displaying origin.

Pictures: © Agra CEAS / Euromonitor International, 2024.

51.3 Offer

Domestic production
Domestic production of meat is dominated by pork. Pigs lend themselves well to the traditional

small-scale agricultural system in Vietnam, as they can act as a recycling and inedible waste
disposal system for these farms. On the other hand, beef production in Vietham is severely
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restrained by the lack of grassland in the country and the nature of local cattle breeds - these
are typically small, slow-growing, resulting in lower meat yields. As a result, while there is
almost sufficient domestic production to meet the demand for pork, there are significant
shortfalls in domestic production of bovine meat and poultry relative to overall demand. That
said, there are increasing efforts in cattle breeding in order to strengthen the currently weak
domestic production sector.

Poultry production is the most advanced in terms of modern facilities in Vietnam, with poultry
seeing a healthy rise in demand, particularly as ASF outbreaks continue to occur in Vietnam.
There have also been increased efforts in the area of disease control for poultry. Production
of other meats remains largely niche in Vietnam, even if demand is growing.

Some of the | arger producers within Vietnambés fr
Vissan JSC, and San Ha Co. Ltd.

Imports and exports

Vietnam is a net importer of fresh meat products, with the country in 2023 importing around
451 000 metric tonnes of fresh meat products, compared to exports of around 21 000 metric
tonnes. Total imports have grown rapidly in recent years, with the previously mentioned figure
of 451 000 metric tonnes of imports in 2023, representing a doubling of the 185 000 metric
tonnes imported in 2019. (Figure 5-2). Imports have grown largely due to a combination of
factors, including more major producers having market access to Vietnam, the outbreak of
African Swine Fever within Vietnam, rising incomes, and the expansion of the country's
modern retail sector during this period.
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Figure 5-2: Trade balance (imports and exports) of fresh meat in Vietnam, 2018-22;
volume 000 tonnes
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Source: Trade Map, International Trade Centre - https://www.trademap.org/
Data for CN codes 0201, 0202, 0203, 0204, 0206, 0207.

Vietnamese imports of fresh meat are focused on the importation of poultry meat at a volume
tonnage of 162 000. This represents around a third of all fresh meat products imported into
Vietnam. Other major fresh meats imported by the country include bovine meat (111 000
volume tonnes), pig meat (93 000 tonnes) and offal (far smaller at 84 000 volume tonnes).
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Figure 5-3: Trade balance (imports and exports) of fresh meat in Vietnam, by type, 2022;
volume 000 tonnes
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India has been the largest exporter of fresh meat products to Vietnam in recent years, with the
country exporting around 78 500 tonnes of fresh meat products, mainly bovine meat in 2022.
This is followed by the United States which exported around 75 000 tonnes of fresh meat
products, particularly poultry. Exports from Brazil, the Russian Federation and Korea are also
significant. Germany is the largest exporter of fresh meat products from the EU with a total
export tonnage of 53 000, this is followed by Poland (22 000) (Figure 5-4); the latter leading
the rest of the EU as a bloc, which exported around 51 000 tonnes.
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Figure 5-4: Vietnamese imports of fresh meat by country, 2018-22; volume 000 tonnes
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EU Gl products

No EU fresh meat products are known to be registered as Gls in Vietham, including under the
EU-Vietnam FTA.

Main competitors

The competitive landscape varies by meat type:

9 Pork: domestic production dominates the market, and so the main competitors are
large domestic Viethamese companies such as Vissan JSC, CP Vietnam Livestock
Corp, Dabaco Group and Ngoc Ha Co Ltd. However, domestic pork production does
remain largely fragmented due to the small size of farms; and furthermore, has been
recently impacted by outbreaks of African swine fever, providing opportunities for
importers, particularly amongst consumers who have grown to be more conscious of
food safety in recent years.

1 Bovine meat: India is the largest exporter of beef to Vietnam, followed by the US.
Australia has emerged as an important competitor recently, boosted by the elimination
of tariffs on Australian beef. Japan is a further notable niche competitor in the area of
quality beef, with the government making efforts to promote Wagyu beef.
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1 Poultry: Vietnam is dependent on imports of predominantly frozen poultry meat. The
US accounts for roughly half of poultry imports into Vietnam. The remainder of imports
is fragmented, with South Korea, Brazil and EU countries i led by Poland 1 accounting
for most of the rest. Indeed, the use of the latest frozen meat preservation technology
by Polish producers, along with the prioritisation of the market is resulting in a
continued increase in the importance of Polish poultry.

1 Sheep and goat meat: imports are quite small and accounted for almost entirely by
Australia and New Zealand.

Some exporters of meat have been turning their attention to the food service sector of late as
the off-trade channels tend to be dominated by the larger producers/origins identified above.
There are some food service operators (chains) which directly import meat in significant
quantities for use in their outlets.

5.1.4 Specific market entry requirements
Market Access and Entry

The customs procedures for importing foodstuffs are set out in section 4.2.1. A full list of the
general documentary requirements for export is set out in Table 4-1, along with requirements
by product category in Table 4-2. Requirements notably include a quarantine registration,
guarantine certificate for animal products and veterinary health certificate, among many
others.

In order to export meat to Vietnam, the competent authority of the country of export must have
completed a successful application for export of that product from their country; and the
establishment in question must be approved for export (more on this below). As the situation
with applications can change (and furthermore, disease outbreaks may affect access
temporarily 1 see below), it is recommended that the Ministry of Agriculture in the Member
State of origin, or the agricultural attaché at the embassy in Vietnam be consulted in order to
determine whether or not a country is approved for exports of the meat product in question.
They are also likely to be the contact point for the registering of new establishments in the
case approval for a product exists. As a starting point, the following list (in Viethamese) with
a link to approved establishments in each country (which can also give an idea about
authorised products) can be found at the following link:

https://cucthuy.gov.vn/web/quest/danh-sach-cac-doanh-nghiep-cua-22-nuoc-du-dieu-kien-
xuat-khau-thuc-pham-co-nguon-goc-dong-vat-tren-can-vao-viet-nam

Furthermore, for an establishment to export, it must have been recommended by the
competent authority of the country in question and approved by the Vietnamese authorities.
This has been simplified under the EVFTA with the introduction of pre-listing - the approved
competent authority of the country in question twice yearly provides updates to the list of
establishments that comply with the requirements of the Vietnamese authorities, and the
Vietnamese authorities have a set time frame of 45 days to approve these establishments
without prior inspection, or to request extra information; any rejection will have to be justified.
While this pre-listing has worked well, in June 2024, the Viethamese authorities introduced a
requirement to provide CN 8 codes at the time of prelisting (see section 4.3.4), which has
somewhat complicated the previously simple process.

Imported products must comply with Law on Food Safety 55/2010/QH12, as well as all further
food and safety rules, as reported in section 4.2.2; including notably the provisions of Circular
25/2016/TT-BNNPTNT providing for the quarantine of terrestrial animal products, which
includes the quarantine registration and certificates listed in Table 4-2.
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In terms of tariffs, the tariffs that European meat exporters currently face vary across meat
types. Beef, lamb and goat meat are generally duty free (compared to up to a 30% MFN tariff);
pork face tariffs of between 5.6% and 12.5% (compared to up to 25% MFN); offal faces tariffs
of 4 to 5.4% (compared to up to 10% MFN tariffs); and poultry meat up to 21% tariffs
(compared to 40% MFN tariffs). Thanks to the EU-Vietham FTA, duties on most fresh meats
are to be entirely eliminated over periods spanning up to 10 years from when the
Agreement entered into force.

Detailed information on import duties and Rules of Origin and customs procedures
can be consulted on the European Commission website:

Main page 17 select product, country of origin and destination country:

https://trade.ec.europa.eu/access-to-markets/en/home

Example link T poultry category (0207) from Spain to Vietham

https://trade.ec.europa.eu/access-to-
markets/en/search?product=0207&origin=ES&destination=VN

Standards, SPS measures

As noted in section 4.3.4, there are SPS related challenges with restrictions on animals and
animal products related to Bovine Spongiform Encephalopathy (BSE). Vietham has placed
some restrictions on exports of beef, irrespective of BSE country status, hence deviating from
WOAH guidelines. Market access has been provided to some EU Member States for some
products (e.g. France, Spain, Belgium, Netherlands), though exports of some cuts from these
countries can still face challenges.

There are also some challenges and delays with approval procedures for animal products. It
is recommended that this section be consulted for more details.

Viethnam does generally accept the principle of regionalisation for EU exports of animal
products, though the definition of a region is different from the EU; therefore, regionalisation
is often applied by Viethamese authorities to wider provinces, rather than the smaller zones.
This becomes more problematic for EU exports of pork and pig meat products due to the
presence of African Swine fever in some Member states. The EVFTA contains a clause that
regionalisation in line with the OIE (now WOAH) standards and SPS Agreement will be
recognised, and hence this should be the basis for regionalisation in the case of disease
outbreaks.

Labelling

Fresh meat must adhere to the generic labelling requirements, which were described in
section 4.2.3.

5.15 Distribution

The distribution landscape is dominated by two main channels: wet markets and modern retail.
The former, while historically dominant, has declined in popularity substantially in recent years,
with food safety and hygiene concerns playing a major role in this change. While wet markets
remain an important channel in rural areas, modern retailers i who have increasingly
introduced strict quality control measures and in some cases have established sourcing from
centralised slaughterhouses i have rapidly gained importance in urban areas. Independent
specialised food stores are a further notable channel, accounting for an estimated 15% of
fresh meat sales. These are also more likely to stock niche and / or high quality imported
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products (sometimes fresh, sometimes processed). A few examples include: Mercifoods and
Thasofoods. While growing, e-commerce remains very much a niche for fresh meat
distribution.

5.1.6 Challenges for EU products

EU fresh meat exporters to Vietnam continue to face several challenges, including stringent
sanitary and phytosanitary standards that require high levels of compliance, particularly for
meat products; and this is also notably true for obtaining the right to export to Vietnam in the
first place. There is also competition from local producers, who tend to be preferred within
rural areas as consumers often have a long-standing relationship with producers in these
regions. Finally, logistical challenges, such as cold-chain management and long shipping
distances, can affect product freshness and increase costs.

Market Takeaway: Fresh meat

Consumption: The consumption of pork dominates the Viethamese market due toits cultural
association with the cuisine of the country and lower price compared to other fresh meats, although this
has been narrowing slightly as ASF outbreaks continue to impact Vietham. The main consumer groups
for EU exporters to target include urban middle-upper income earners, tourists and the small but
growing consumer group that is seeking alternative organic fresh meat products.

Competition: Domestic production of pork meat dominates this segment, although imports remain
significant. Bovine meat is largely catered to by importers, although India and Australia provide
competition in this sector. Poultry meat is also influenced by importers, but domestic production is
growing. Niche meats such as goat or lamb meat are largely catered to by imported products, with New
Zealand being a significant competitor.

Distribution: Modern retail and wet markets are dominant. The former are more important in urban
areas and are more likely to offer imported products. There are also some specialised independent
retailers.

Challenges: Despite the implementation of the EU-Vietnam FTA, there remain significant restrictions
in place for fresh meat products; chief among which is obtaining market access in the first place.
Competition from various origins including India, the US, Brazil, Russia and South Korea, among others.

Opportunities: Outbreaks of ASF continue to impact the domestic production of pork in Vietnam, which
is the main fresh meat consumed in the country. This has opened a brief window of opportunity for EU
pork exporters as distributors seek alternative sources. Branded products plug into this trend as well.
Demand for premium fresh meat products is growing in the urban areas of Vietham and tourism is also
rebounding, which aids demand for fresh meat in the country.
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5.2.1

5.2 Fresh fruit and vegetables

SWOT analysis

A

Rising incomes are allowing for a wide
segment of the consumer base to afford
imported fresh fruits and vegetables.

vegetables, including unique or exotic items
not commonly grown in Vietham, such as
apples, pears, kiwis, stone fruits, grapes,
citrus fruit and some berries

OPPORTUNITIES (+)

When measured against total imports of
fresh fruit and vegetables, EU exports are
minimal.

A Consumers are increasingly seeking out The perishability of fresh fruits and
alternative, niche, fruit and vegetable vegetables poses logistical challenges for
options. EU exporters, given the long shipping

A The EU produces a wide variety of fruits and distances between Europe and Vietnam.

While some commonly produced EU fruits
like apples and pears have gained
popularity, many lesser-known EU fruits
and vegetables may not be familiar to the
average Viethamese consumer.

THREATS (-)

A The urbanisation of Vietnam and the | A Vietnam has a well-established
expansion of modern retail formats like agricultural sector, and the government
supermarkets and hypermarkets, as well continues to invest in modernising domestic
as independent specialised stores provide production to meet domestic demand.

EU exporters with formalised and scalable While there is a market for premium fruits
distribution channels. and vegetables, many Viethamese

A There is a growing demand for high-quality consumers remain price sensitive.
imported fruits and vegetables in hotels, EU fresh fruits and vegetables face stiff
restaurants, and cafes. competition from other markets such as

A Increasing food safety concerns may lead China, Thailand, and the Philippines.
to increased appreciation for EU fresh fruit Market access and phytosanitary
and vegetables, due to strict EU quality requirements cannot be underestimated;
controls. with particular difficulties for countries to

A Some seasonal opportunities for certain obtain access for new products.
products (e.g. apples) based on the
difference in harvest season compared to
major southern hemisphere suppliers; and
the emergence of niche demand for
speciality products.

5.2.2 Consumption

Evolution of consumption

The fruit market of Vietnam continues to grow rapidly, with the other fruit category being the
largest category with a total volume of around 2.9 million metric tonnes. This category
incorporates some of the more popular fruits in Vietnam, which include durian, mangosteen,
rambutan, and jackfruit. Bananas are the second largest fruit category by total volume at 1.9
million metric tonnes, followed by oranges, tangerines, and mandarins with a total volume of
1.6 million. The next largest fruit categories are of a far smaller yet still significant volume,
which includes pineapples (320 000 metric tonnes), lemons and limes (239 000 metric
tonnes), and apples (169 000 metric). Pears / quinces, plums / sloes, peaches / nectarines,
cherries, kiwi fruit, strawberries, and cranberries/blueberries all have a total volume below 100
000 metric tonnes but stand amongst the fastest-growing fruit products in Vietnam.
Cranberry/blueberries are projected to grow at a CAGR of 9.3% between 2024 and 2028,
followed by cherries with a predicted CAGR of 8.8% over the same period and strawberries
with a predicted CAGR of 8.6% (albeit these products are starting from a very low base, each
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being below 10 000 metric tonnes in volume in recent years in Vietham). The other fruit
category will remain the largest in Vietnam going forward, although it is possible that oranges,
tangerines, and mandarins may surpass bananas by total volume, although both products will

remain

popular (Figure 5-5).

Figure 5-5: Evolution and forecast of fruits market in Vietnam, 2018-2028; total volume
000 tonnes
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million tonnes, and this category incorporates vegetables such as water spinach, or bok choy.
Tomatoes stand as the second largest vegetable category by total volume with a total volume
of 2.8 million tonnes, followed by sweet potatoes (924 000 tonnes), onions (412 000 tonnes),
cassava (323 000 tonnes), potatoes (313 000 tonnes), maize (160 000 tonnes) and other roots
(126 000 tonnes). All vegetable categories are expected to see healthy growth going forward,
with the exception of cassava, which has been rapidly declining in total volume (Figure 5-6).
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Figure 5-6: Evolution and forecast of vegetables market in Vietham, 2018-2028; total
volume 000 tonnes
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Consumers

Per capita, Vietnamese consumers consume around 91 kg of fruit products per year*, which
is slightly above average within the Southeast Asian region. As Vietnam is known for its
production of tropical fruits, these also stand as the more popular fruits in Vietnam, such as
dragon fruit (thanh long), mangosteen (m& n git), and durian (sTu riéng). Fruits are
universally consumed across Viethamese society, which essentially makes every consumer
a target; however, several particular groups stand out:

1 Middle- and upper-income earners: These consumers have easier access to a

variety of both local and imported fruits through supermarkets, grocery stores, and
online delivery platforms. In terms of EU exporters, this consumer group stands as the
main consumer group of note as they are more willing to pay higher prices for premium-
quality fruits or exotic fruits such as blueberries, grapes, and imported apples; plus
more likely to have access to them.

Rural consumers: In rural areas, many households grow their own fruits, particularly
in regions like the Mekong Delta and Central Highlands, where farming is common.
These households often consume seasonal fruits grown locally, such as bananas,
longans, and jackfruit. Rural consumers tend to rely on fresh, homegrown produce
rather than purchasing from markets, especially for daily consumption.

Tourists: International tourists visiting Vietnam are significant consumers of the
country's tropical fruits. Fruits like dragon fruit, mangosteen, and rambutan are
commonly offered in hotels, resorts, and restaurants. Exotic fruits are particularly
appealing to tourists looking to experience local flavours. Many Vietnamese food
service outlets are themed around the distribution of tropical fruits, although some may

43 Fruit consumption per capita, 2021, Our World in Data, available at https://ourworldindata.org/grapher/fruit-consumption-per-

capita
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also offer imported premium fruits aimed at international tourists who are seeking
flavours and foods closer to their diets at home.

In terms of vegetable consumption, Vietnamese consumers consume around 179 kg of
vegetables per capita** which is well above the average for the region with the exception of
China. Vegetables are well established within the culinary scene and culture of Vietham and
appeal to a degree to virtually every consumer in the country. Some of the major consumer
groups for vegetables include:

1 Elderly consumers: Older generations tend to favour traditional Vietnamese
vegetables like taro, water spinach, and bitter melon, which have been staples in their
diets for decades. These consumers value the health benefits of vegetables and often
incorporate them into soups, stir-fries, and medicinal dishes. Vegetables with
perceived health benefits, such as bitter melon (believed to reduce blood sugar), are
especially popular among this group.

1 Urban consumers: As is the case for fruit, these consumers view vegetables as an
integral part of their daily diets. Middle-income and upper income earners tend to buy
from supermarkets or speciality stores where organic and clean-labelled vegetable
products are available. This is the key consumer group for EU vegetable exporters as
they have the financial capacity to purchase imported premium vegetables on a more
regular basis.

1 Health-conscious consumers: As the health and wellness trend grows, many urban
consumers are increasingly focusing on vegetables as a key component of a healthy
diet. Organic and pesticide-free vegetables like kale, chayote, and cabbage are
particularly sought after. This is also a key consumer group for fresh fruits due to an
equal desire for organic and pesticide-free products.

Drivers and method of consumption

Several key factors drive fruit and vegetable consumption. Culinary tradition plays a major
role, as fresh produce is essential in many traditional dishes and local recipes, which include
Pho (Vietnamese noddle soup, which incorporates bean sprouts, cilantro, and onions), Goi
Cuon (spring rolls, which can incorporate lettuce, mint, cucumbers, carrots, or chives), and
Ché Trai Cay (Vietnamese fruit cocktail, which can incorporate a range of fruits such as lychee,
longan, jackfruit, mango, or pineapple). Overall, consumers seek out fresh fruit and vegetables
for their nutritional content, cheap costs, and versatility amongst various dishes. Still, some
other key drivers stand out for the fresh fruit and vegetable market in Vietnam:

1 Risingincomelevels:As Vi et nambs economy continues

to increasing income levels, this has allowed consumers to spend more on a wider
variety of fresh produce, including both domestic and imported fruits and vegetables.
Higher disposable incomes have also shifted some consumer preferences toward
higher-quality produce, including organic and pesticide-free options.

1 Urbanisation: As the population continues to urbanise, the need for convenience in
food preparation has increased. Pre-washed, pre-cut, and ready-to-eat fruits and
vegetables are in higher demand. Urbanisation has also led to increased access to
supermarkets and grocery stores, which offer a wider variety of fresh and packaged
produce.

1 Social media- social media trends continue to emphasise the health benefits of
"superfoods" like kale, spinach, avocado, and sweet potatoes. As a result, vegetables
traditionally less common in Vietnam are gaining popularity. For instance, kale and

4 Vegetable consumption per capita, 2021, Our World in Data, available at https://ourworldindata.org/grapher/vegetable-
consumption-per-capita?time=latest
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chia seeds have become sought-after ingredients due to their high vitamin and nutrient
content. Smoothies, salads, and fruit bowls featuring these "super foods" are now
frequently consumed, especially by health-conscious urbanites.

In relation to methods of consumption, fruits and vegetables are consumed in a variety of ways
that reflect both traditional and modern culinary practices. They are commonly eaten fresh,
particularly fruits like mango, dragon fruit, and lychee. Vegetables such as spinach and bok
choy are often stir-fried or added to soups and broths. Pickling and fermenting vegetables like
mustard greens and carrots is also popular, as is grilling vegetables like eggplant. Many fruits
and vegetables are incorporated into salads, spring rolls, or garnishes for noodles.
Additionally, fruits are frequently featured in desserts, such as sweet soups (che) or served
with yoghurt. The rise of health trends has also led to more raw and organic consumption, with
fruits and vegetables becoming central in smoothie bowls, salads, and healthy snacks.

Purchase criteria

Consumers in Vietnam pay attention to several purchasing criteria when considering the
purchase of either fresh fruit or vegetables. Freshness is a key criterion across several major
product categories, and fruit and vegetables are no exception. Vietnamese consumers often
prefer fruits and vegetables that have recently been harvested. Markets often display produce
that has been picked the same day, and consumers look for vibrant colours, crisp textures,
and the absence of wilting or bruising. Affordability is a crucial factor, particularly for lower-
income households and rural consumers. Local, seasonal fruits and vegetables are generally
cheaper and more widely purchased. However, urban consumers, especially those in higher
income brackets, may pay a premium for organic or imported produce. Concerns over food
safety drive many consumers to seek out certified, pesticide-free, or organic produce.
Consumers in cities are increasingly opting for produce labelled as "safe" (with clear origins
and farming practices) or purchasing from trusted supermarkets, organic stores, or farm-to-
table outlets. This indeed further promotes the importance of geographical origin as a
purchase criterion, as reflected by modern retailers increasingly making the origin of their
produce clear at the point of sale. Seasonal availability also plays a key role, with seasonal
fruits such as lychee, mango, or pineapples often in demand when available.

Recent market trends

There are several key recent market trends that have impacted the fresh fruit and vegetable
market of Vietnam, which includes:

1 The influence of inflation: Inflation continues to impact the economy of Vietnam,
particularly in 2023, which in turn influences the consumer spending habits of
Vietnamese consumers, particularly those of a lower-lower middle-income class. This
as a result has made the market for premium imported fruit and vegetable products
much more concentrated among upper-income, largely urban consumers in recent
years.

1 Increasing competition and product diversity: Imported fruit and vegetables,
despite ongoing inflationary issues in Vietnam, continue to grow their presence in
Vietnam. This is a result Il argely of Vi
tied to a trading agreement with several large-scale producers of fruit and vegetables,
such as New Zealand, Australia, and the US. Viethamese consumers (mainly middle-
upper income earners as a result of inflation) now have greater access to imported fruit
and vegetables than ever before, as well as increasing interest in historically less well
known products such as raspberries and blueberries; and competition within the
imported fruit and vegetable category is increasingly high.

1 Urbanisation and demand for convenience: The continuing urbanisation of the
Vietnamese population is resulting in increasing demand for quick, convenient food
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products, which aid the consumption of fruit and vegetables. Packed vegetables are
becoming increasingly popular in Vietham, particularly in modern grocery outlets. The
use of QR codes has also increased as a sign of authenticity; this is particularly true
for larger branded products. QR codes provide information about the origin, production,
and producers involved in the harvesting and packaging of the vegetable product;
factors which also play to the increased interest of some consumers in food safety and
production methods.

1 Heavy promotion in certain categories. There have been active promotion efforts
by some export partners in recent years, most notably in the area of apples. The
Washington State agricultural secretary made a visit to Vietnam and various retail
outlets in early 2024, with a particular focus on apples during his visit. The New
Zealand Trade and Enterprise Development Agency has invested substantially in
promoting apples and kiwis over recent years. Finally, in late 2023, the French Inter-
Industry Association of Fresh Fruits and Vegetables (Interfel) hosted a high-profile
event in Vietham to spotlight French fresh fruits, again with a strong focus on apples.

1 Shifting retail dynamics and the rise of premium channels. As seen in section
5.2.5, the retail landscape has rapidly evolved, and furthermore there are now some
retailers specifically catering for consumers seeking imported, high-quality produce.

Fruit and vegetables on retailersé shel veg

Fruit and vegetable retail prices vary substantially by product type, but in broad terms, price
ranges are:

I Economy: under VND 60 000 (EUR 2.25) per kg.

I Mid-range: VND 60 000 to 150 000 (EUR 2.25 to 5.65) per kg.
9 Premium: VND 150 000 to 250 000 (EUR 5.65 to 9.40) per kg.
9 Super premium: above VND 250 000 (EUR 9.40) per kg.

It is not uncommon for imported products to retail at double the price of local equivalents,
in the cases that local equivalents indeed exist.

Above: range of vegetables in a retailer, including some imported ones.
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While there are differences by season, it is not uncommon for imported fruit and vegetable
products to account for up to 40% of all products on offer in modern retailers. China (fruit),
Australia (fruit and vegetables), New Zealand (fruit), South Africa (fruit), South Korea (fruit)
and the US (fruit) are the most common origins of imported fruit and vegetables on offer in
these outlets, though a few EU products may be found.

Local fruits and vegetables tend to be sold loose. Imported produce may be sold packaged,
with the packaging used aiming to enhance the premium appeal and making certain
products suitable for gifting. In the case they are sold loose, individual stickers may be
applied to highlight origin and/or variety.

Below: left: fruits in attractive, eye-catching packaging which may be particularly attractive
for gifting purposes. Right: range of imported vegetables.

- ) e PN e e 4 e

In terms of promotion, some retailers offer in store sampling during peak hours to familiarise
consumers with lesser known fruit types. Price promotion may also be used.
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Above: imported apples. Left: loose, with stickers on individual fruits and origin also
indicated on a signboard. Products are also discounted. Right: bagged, with attractive
packaging.

Pictures: © Agra CEAS / Euromonitor International, 2024.

5.2.3 Offer

Domestic production

Vietnam benefits from its favourable geography and climate, which allow for the year-round
cultivation of a wide variety of crops. A bit over 2 million hectares are dedicated to the
cultivation of fruit and vegetables, with each accounting for around 1 million hectares. The
Mekong Delta, often referred to as the country's "fruit basket," is responsible for around 70%

of Vietnam's fruit production. This region produces tropical fruits such as dragon fruit, mango,
rambutan, lychee, durian, and pomelo. Provinces like Tigh Giang, Long An, and BJ/]n Tre are
key areas for these crops. The “memrintcgisknbhing h!| an d ¢
for its more temperate climate, ideal for growing vegetables such as tomatoes, cucumbers,

and lettuce. This region is also emerging as a key area for fruit like passion fruit and avocados.

I n northern provi nc e sandlBdekGiangsfiuihproduation itfoécus&lioa n g ,
temperate and sub-tropical varieties such as plums, oranges, and longans. Within rural areas

of Vietnam, the production of fruit and vegetables tends to revolve around the local community,

with consumers often growing their own fruit and vegetable products.

Overall, the most heavily produced fruits are: bananas (2.5m tonnes); oranges (1.8m tonnes);
Dragon fruit (1.2m tonnes); durian (1.2m tonnes); watermelon (1.1m tonnes) and mangoes
(Im tonnes). The most heavily produced vegetables are: cabbages and similar (1.1m tonnes);
cucumber (0.9m tonnes); tomatoes (0.8m tonnes); and beans (0.5m tonnes). Looking at some
of the more niche vegetables, 0.35m tonnes of onions and 0.34m tonnes of potatoes; 0.18m
tonnes of cauliflower and broccoli; and 0.1m tonnes of bell peppers are produced.
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Some of the larger producers within the Viethamese fruit and vegetable sector include Vietham
National Vegetable, Fruit, and Agricultural Product Co-operation JSC, Dalat GAP Company,
and VinEco Agricultural Investment LLC.

Imports and exports

As observed in Figure 5-7, Vietham is a net exporter of fruit although imports are also
significant. Regarding the trade of fresh vegetables, the country is a net importer. In 2022, the
country imported around EUR 3.3 billion worth of fresh fruit products which is above average
for the previous five-year period, in the same year, the country imported around EUR 1.7 billion
fresh vegetable products. This represented a significant rise in imports compared to previous
years when the figure was around less than EUR 1 billion.

As shown Figure 5-8 Vi et namdés | argest fruit and ve
shallots and garlic and leaks to a value of EUR 470 million; followed by apples, cherries and
peaches to a value of EUR 437 million; citrus fruits to a value of EUR 391 million; grapes to a
value of EUR 295 million; cabbage and cauliflower to a value of EUR 191 million; potatoes to
a value of EUR 121 million; and carrots and turnips to a value of EUR 109 million. While a
massive net exporter of strawberries, it is a net importer of most other major fruit and vegetable

types.
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Figure 5-7: Trade balance (imports and exports) of fruits and vegetables in Vietnam,
2018-22; value EUR million
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Source: Trade Map, International Trade Centre - https://www.trademap.org/
Data for CN code 07 and 08.
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Figure 5-8: Trade balance (imports and exports) of fruit and vegetables by type in
Vietnam, 2022 (value EUR million; selected types only)
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Source: Trade Map, International Trade Centre - https://www.trademap.org/

Note: names for CN codes are abbreviated in most cases.

Only indicated CN codes are presented in these figures. 6 codes for fruit and 7 codes for vegetables are missing,
which is why individual figures do not add up to totals in previous graphs.
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As observed in Figure 5-9, Cambodia is the largest exporter of both fresh fruit and vegetables
to Vietnam, with Cambodia being geographically close to Vietham and having good market
access.

Cote doélvoire (1 v o-asgest@Eepartertolfruiis ® Vietrram, folowed dynthie
US and China. EU exports of fruits are minimal at around EUR 17 million.

Regarding vegetables, Vietnam mainly imports from neighbouring nations, with Myanmar,
China, and Laos being the largest exporters after Cambodia. EU exports of fresh vegetables
came to a total value of EUR 5 million in 2022.

France is the largest EU exporter of fruits to Vietham, mainly exporting apples, pears, and
quinches to a value of EUR 14 million in 2022. Poland also mainly exported these products to
a value of EUR 1.8 million, followed by the Netherlands to a value of EUR 970 000.

Germany is the largest EU exporter of vegetables to Vietnam, mainly exporting potatoes to a
value of EUR 3.3 million, which accounts for the majority of EU vegetable exports as a whole,
with Spain exporting EUR 802 000 worth of onions, shallots, garlic, and leeks to cover most
of the remaining amount of EU vegetable exports.
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Figure 5-9: Viethnamese imports of fruits and vegetables by country, 2018-22; value EUR
million
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Source: Trade Map, International Trade Centre - https://www.trademap.org/
Data for CN codes 07 and 08.

EU Gl products

A handful of EU Gls for fruit and vegetables are protected in Vietnam at present, including
Cz2tricos Valencianos; Prune do6Agen; and Ki wi Lat
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Main competitors

The primary competition for EU producers comes from domestic producers, especially in rural
areas where consumers overwhelmingly prefer local produce and quite often will cultivate their
own fresh fruits or vegetables. Vietham also largely only imports fresh fruit and vegetables
from markets within the region. The market for premium fruit and vegetable products, while
small compared to the wider market as a whole, is very competitive, with imports from the US,
Australia, and New Zealand providing the main competition for EU exporters; though China is
also a notable origin of certain products that the EU is strong in such as apples, grapes and
citrus.

5.2.4 Specific market entry requirements
Market Access and Entry

The customs procedures for importing foodstuffs are set out in section 4.2.1. A full list of the
general documentary requirements for export is set out in Table 4-1, along with requirements
by product category in Table 4-2. Requirements for fresh fruit and vegetables notably include
a phytosanitary certificate, a phytosanitary import permit for goods subject to PRAs, and a
certification of fumigation, among various other requirements.

In order to export fruit and vegetable products to Vietham, the competent authority of the
country of export must have completed a successful application for export of that product from
their country. This process can take a long time; and only one application per Member State
is reviewed at a time. As the situation with market access may change, it is recommended
that the Ministry of Agriculture in the Member State of origin, or the embassy in Vietnam be
contacted in order to determine whether or not a country is approved for exports of the fruit or
vegetable in question. Furthermore, it should be noted that pest mitigation requirements may
vary between protocols (i.e. be different for the same product from different countries). Once
again, the Ministry of Agriculture in the Member State of origin, or the embassy in Vietham
can be contacted to provide more details on any pest mitigation requirements in protocols.

In terms of tariffs, EU vegetables generally currently face tariffs of 0% to 3.3%; this compares
to up to 20% MFN tariffs. Fruit generally face tariffs of 0% to 6.6% at present, compared to up
to 40% MFN tariffs.

Detailed information on import duties and Rules of Origin and customs procedures
can be consulted on the European Commission website:

Main page T select product, country of origin and destination country:
https://trade.ec.europa.eu/access-to-markets/en/home

Example link 1 citrus fruit category (0805) from Spain to Vietnam

https://trade.ec.europa.eu/access-to-
markets/en/search?product=0805&origin=ES&destination=VN

SPS measures, standards

As noted in section 4.3.4, there are SPS related challenges with obtaining market access for
fruit and vegetable products, with little reported progress on pending applications in recent
years. This section can be consulted for more details.

Furthermore, as stated in section 4.2.2, it should be noted that some active substances that
may be used in the EU are not registered for use on produce sold in Vietnam; and the MRLs
for some pesticides in Vietnam are different from those in Europe. As noted in that section,
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Circular 50/2016/TT-BYT, containing an updated list of maximum residue levels (MRLS) for
pesticides in food was published in December 2016, and entered into force in July 2017.

Finally, it should be noted that Vietnam can have strict cold treatment requirements for fruit
and vegetables; though the precise nature of these requirements (e.g. humber of days,
temperature, transit rules) can currently vary depending on the market access protocol in
place.

Labelling

Generic labelling requirements were described in section 4.2.3.

5.25 Distribution

The distribution landscape for fresh fruits and vegetables in Vietnam has been undergoing
significant transformation, driven by urbanisation, evolving consumer preferences, and the
expansion of modern retail formats. While traditional markets once dominated the sector,
supermarkets and hypermarkets have rapidly gained prominence and are now believed to be
the key overall retail channel. More specifically:

1 Supermarkets and hypermarkets combined are estimated to account for around
50% of retail sales by value, with their popularity continuing to grow. These outlets,
which have higher prices than traditional channels, are particularly popular among
urban consumers. The hypermarkets and more gourmet supermarkets are more likely
to sell imported produce; the larger mainstream domestic supermarket chains such as
Co.0p and Winmart on the other hand dedicate at least 75% of their shelf space to
produce from domestic farmers.

1 Traditional markets are estimated to account for around 40% of retail sales. The
number of wet markets has been in decline with the growth of supermarkets; and their
decline can be linked to the combination of increased focus on food safety and the
growth of modern retail. As well as offering local produce, they may also offer low cost
Chinese imports.

1 Independent specialised food stores account for a bit under 10% of fruit and
vegetable retail sales, and often offer a wider range of products than modern retailers.
They can also supply food service channels. Examples include Tieu Phu Nong,
VinCommerce, EB Services, and T&G Global.

1 E-commerce remains very much a niche for fruit and vegetables, accounting for an
estimated 1% of retail sales, though it is growing in popularity.

1 Convenience stores similarly account for a low single digit share of retail fruit and
vegetable sales, due to their product offering being more focused on processed and
ready to eat products.

5.2.6 Challenges for EU products

EU exporters of fresh fruit and vegetables to Vietnam continue to face several challenges.
Phytosanitary regulations are strict, requiring adherence to safety and pesticide residue
standards as well as cold treatment in some cases, which can cause delays or rejection at
ports of entry. Indeed, obtaining market access is a major barrier; while the EU and member
states have expended considerable effort on trying to obtain access for various fruit and
vegetables, the process on the Vietnamese side is very slow, and the limited number of
protocols in place restrict the fruit and vegetables which can be exported (and hence the
potential opportunities which can be taken advantage of).

While the EU-Vietham Free Trade Agreement (EVFTA) reduces some tariffs, others remain
quite high at present, making EU products less competitive compared to cheaper imports from
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neighbouring countries like China and Thailand, though the process of phasing out tariffs

remains ongoing. Addi tionally, Vietnambs cold chai

can pose difficulties in maintaining product freshness. Local consumer preferences,
particularly in rural areas, favour regional produce, which also makes it challenging for EU
exporters to establish a foothold in the market there.

Market Takeaway: Fresh fruit and vegetables

Consumption: Fruit and vegetable consumption per capita is higher in Vietnam than in other regional
markets. This is due to a combination of their incorporation into the local cuisine, rising incomes, and
the high amount of domestic production. For EU exporters, it is key to target middle-higher income
earners in urban areas and, to a lesser extent, tourists.

Competition: The EU faces stiff competition from China, Cambodia, New Zealand, Australia, US and
several other major exporters, with EU exports overall being quite small.

Distribution: Modern retailers have grown rapidly in popularity and now are the largest channel in value
terms, with some imported products offered. Traditional markets tend to offer local and imported
Chinese products. Independent food stores are a growing interesting minority channel.

Challenges: EU products are less competitive compared to some cheaper imports from neighbouring
countries like China and Thailand; plus face more direct competition in some categories from
geographically closer / more accessible countries such as the US, Australia and New Zealand. Market
access can be challenging. Addi ti onally, Vietnamdés cold chai

can pose difficulties in maintaining product freshness which is expected as a key purchasing criterion.

Opportunities: There is growing demand for alternative fruit and vegetable products, coupled with the
continuous growth of the Vietnamese fruit and vegetable market as a whole.

n
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5.3 Dairy

53.1 SWOT analysis

A EU dairy products are recognised for their | A Viethamese consumers, particularly in

stringent safety standards and high rural areas, are highly price-sensitive,
quality, which appeal to making it difficult for premium EU dairy
middle class and affluent consumers in products to compete with more affordable
cities like Ho Chi Minh City and Hanoi local brands like Vinamilk.

A Each major dairy product is expected to | A EU dairy brands are less familiar to the
see sustained growth going forward as average Vietnamese consumer, who tends
consumption of even niche dairy products to favour established domestic brands. This
becomes normalised. results in lower brand loyalty for EU products.

A Vietnam continues to rely on imports of | A Inadequate cold chain logistics in rural
drinking milk products to satisfy domestic areas limits the ability to distribute fresh dairy
demand, with drinking milk products being products like fresh milk and cream.
the largest dairy product by retail value in | A Lagging consumer awareness of many
Vietham. Reliance on imports for butter also dairy products, cheese and butter in

very high in relative terms. particular.
OPPORTUNITIES (+) THREATS (-)

A Urbanisation and higher disposable | A Domestic brands like Vinamilk dominate

incomes, particularly in cities, are driving the market with strong distribution networks,
demand for premium and organic dairy affordable pricing, and deep-rooted brand
products. loyalty.

A Vietnamese consumers are increasingly | A Imports from Australia, New Zealand and
health-conscious, creating demand for to a lesser degree the US continue to be
functional dairy products like lactose-free larger than EU exports, providing significant
milk, probiotic-rich yoghurts, and fortified competition in the market.
milk. A Despite the tariff benefits of the EVFTA, EU

A The growing popularity of Western foods exporters still face complex regulatory
and cuisines, especially in urban centres, is requirements, including strict product
increasing the demand for cheese, cream, labelling and certification processes,
and butter. Among cheese, spreadable which can delay market entry.
processed cheese and mozzarella stand out
in particular.

5.3.2 Consumption
Evolution of consumption

Drinking milk products account for the largest share of dairy products in Vietnam, with the
market worth close to EUR 2.4bn in 2024. Yoghurt and sour milk products stand as the second
largest with a total market worth EUR 1 billion, followed by infant formula (EUR 867 million),
other dairy products (EUR 398 million), plant-based dairy products (EUR 200 million), cheese
(EUR 105 million), and butter and spreads (EUR 45 million). Going forward, the product
category predicted to grow the fastest will be the other dairy category (which includes products
such as condensed milk); this product category is expected to grow by a CAGR of 8.2%
between 2025 and 2028. Yoghurt and sour milk products are also predicted to grow rapidly,
by a CAGR of 8.1% during the same period; despite this, drinking milk products will remain
the most popular in Vietham going forward (Figure 5-10).
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Figure 5-10: Evolution and forecast of dairy market in Vietnam, 2019-2029; retail value,
EUR million
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Consumers
Hi storically, dairy consumption in Vietnam was n

on rice and plant-based foods. Traditionally, dairy products were not a significant part of the
Vietnamese diet. However, during French colonisation in the late 19th and early 20th
centuries, dairy products like condensed milk were introduced, and their usage became
common in beverages like coffee, which continues today. The rapid modernisation of the
economy during the late 1980s and 1990s further expanded the consumption of dairy
products, as foreign products in general became more popular, particularly in urban areas.
Overall, consumers of dairy products can vary depending on the product; a breakdown by
major product category is provided below:

Drinking milk. UHT (ultra-high temperature) milk continues to be the preferred drinking milk
in Vietnam; this is due to its long shelf life and ease of distribution, particularly in rural areas
of the country. Fresh milk is consumed more in urban areas of Vietham as retailers and
consumers have greater access to refrigeration applications. The key consumer groups to
target in this product category include:

1 Children and adolescents. This group is one of the largest consumers of milk, as
milk is seen as crucial for physical growth and bone development. Schools often
incorporate milk programs, and advertising campaigns target parents, emphasising
the importance of calcium and protein for their children's height and strength.
Various fortified and flavouring milk products are specifically marketed to children,
making it easy to integrate milk consumption into their daily routines. Government-
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supported initiatives, like school milk programs, further encourage milk
consumption among children.*®

I Urban middle-class families. The middle-class segment drives demand for
premium milk products as they seek healthier and higher-quality alternatives and
stand as the most likely consumer group to purchase imported drinking milk
products. With rising disposable incomes and increased awareness of nutrition,
urban middle-class families have shifted toward purchasing more fresh and fortified
milk.

1 Health-conscious adults. Among urban adults, there is growing interest in fithess
and wellness, which has increased the demand for milk, particularly low-fat,
skimmed, and lactose-free options. This consumer group values the protein
content in milk for muscle maintenance and recovery, making it a popular post-
workout beverage. Furthermore, lactose-free and plant-based alternatives are
becoming popular among adults who are lactose intolerant (which is the absolute
majority of consumers to some degree) or prefer dairy-free lifestyles.

Yoghurt. Historically, the consumption of yoghurt has been very low in Vietham, with the

product being treatedasani che product untiil recent decades.

urban population in the past two decades has allowed for yoghurt products to gain a strong

foothold in the market (with a total value in 2024 of EUR 1 billion), witht he cat egor yos

digestibility a tailwind in a population which is largely lactose intolerant to some degree.
Domestic companies have rapidly expanded their offering of yoghurt products in recent years,
making the market for yoghurts particularly competitive. Some of the main consumer groups
for yoghurt products in Vietnam include:

1 Adolescents and children. Yoghurt is widely consumed by children and
adolescents in Vietham due to its perceived health benefits. Parents often choose
yoghurt as a convenient and nutritious snack for their children, focusing on its role
in promoting digestive health and bone development. Many yoghurt products on
the market are fortified with calcium and vitamins, making them appealing to
parents. Flavoured and drinkable yoghurts are particularly popular in this group, as
they are easy to consume and come in various attractive flavours.

9 Health-conscious adults. Health-conscious adults are significant consumers of
yoghurt in Vietnam, particularly in urban areas. This demographic values yoghurt
for its low-fat, high-protein content and its benefits for digestion due to the presence
of probiotics. Many consumers in this group prefer natural or Greek-style yoghurts,
which are often marketed for their higher protein content and fewer additives.

1 Middle class urban families. With rising incomes and an increasing focus on
nutrition, urban middle-class families have embraced yoghurt as part of their daily
diet. These families consume a range of yoghurt products, including plain,
flavouring, and functional yoghurts that provide added health benefits like
probiotics. Drinkable yoghurts are also popular for their convenience, fitting into the
busy lifestyles of urban consumers.

Cheese. Cheese consumption in Vietham remains low by international standards and low
even when comparing the Viethamese market to other markets in Southeast Asia. Cheese
has not been historically consumed to a large degree in Vietham but has influenced the market
to a larger degree in recent years, due mainly to urbanisation and the globalisation of national
consumption habits. Therefore, the market for cheese is around EUR 105 million in total retail

4% Initiative launched to ensure enough nutriton for Vietnamese children, Vietnam+, available at
https://en.viethamplus.vn/initiative-launched-to-ensure-enough-nutrition-for-viethamese-children-post291359.vnp
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value, which is far below drinking milk and yoghurt. Still, the market is growing, particularly for
imported cheese. The key consumer groups in this regard include:

T

Children and families. Parents purchase it for its ease of use in lunchboxes or as
a quick snack for kids. Processed cheese spreads, slices, and single-serving
portions are preferred for their convenience. Vietnamese families are also
increasingly incorporating cheese into homemade Western-style dishes such as
pasta, burgers, and grilled sandwiches, influenced by the rising Westernisation of
Vietnamese consumption habits.

Young urban professionals and millennials. This group tends to be the most
exposed to Western food culture through media, travel, and the growing presence
of fast-food chains and international restaurants in major cities. Products that
incorporate cheese, such as pizza, burgers, and sandwiches, are increasingly
popular choices in restaurants and fast-food outlets. Urban areas like Ho Chi Minh
City and Hanoi have seen significant growth in cheese consumption, driven by
these younger, trend-conscious consumers.

Expats and tourists. The expatriate community in Vietnam, particularly in major
cities, has also contributed to the rising demand for cheese. With a continued
affiliation to Western and international foods, expatriates seek out a variety of
cheeses beyond the processed options, including cheddar, brie, gouda, and other
premium imported cheeses. Speciality grocery stores and supermarkets catering
to this demographic have increased the availability of such cheeses, offering a
wider selection of international brands.

Affluent, well-travelled consumers. This niche group is, alongside the previous
group, the most likely to consume premium imported cheeses. In some cases, they
appreciate products that can be used in gourmet dishes and can be consumed
alone.

Finally, the importance of food service for cheese consumption should be borne in mind, with
Western restaurants (both fast food chains and independent ones) being a notable outlet plus
playing an important role in popularising the category.

Butter / spreads. Butter has also been historically not common in Viethamese cuisine, as
consumers have traditionally relied on cooking oils, particularly vegetable oils. However, with
the introduction of Western-style baking and cooking norms in recent years, butter has
gradually become more popular in the country. Some of the key consumer groups in this
product category include:

1

1

Urban middle-class families. As Western cooking and baking become more
popular in urban areas, middle-class families have incorporated butter into their
diets for making pastries, cakes, and other Western-style dishes. These
consumers often prefer imported butter for its higher quality and use it for both
baking and spreading on bread.

Health-conscious consumers. Health-conscious consumers are increasingly
interested in plant-based or low-fat spreads as alternatives to traditional butter and
margarine. Though still niche, this group is growing as awareness of healthier
dietary choices expands in Vietham's urban centres.

Low-income consumers. In lower-income households, margarine and other
spreads are more commonly consumed due to their affordability and longer shelf
life. These products are widely used for cooking, frying, and as a spread for bread,
especially in rural and semi-urban areas where Western-styled butter is less
accessible.

Affluent, well-travelled consumers. As with cheese above, while very much a
niche, this small segment is particularly likely to purchase high quality butter.
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Other dairy. Cream and condensed milk are the main products that are consumed within this
category in the Vietnamese market; with the latter accounting for the vast majority of the other
dairy segment. The products' shelf stability makes them an attractive alternative to fresh milk
for a range of consumers, which includes:

1 Coffee drinkers. Condensed milk is widely used in Vietnam for making the iconic
Caphésma I(V@tnamese iced coffee) and other beverages. Coffee shops, street
vendors, and home consumers heavily rely on condensed milk to create the sweet,
creamy flavour in Viethamese-style coffee, making it a staple product in both urban
and rural areas.

1 Baking enthusiasts. Condensed milk is a key ingredient in many Vietnamese
desserts, such as banh flan (caramel flan) and various other sweets. Home bakers
and dessert makers use condensed milk to add sweetness and texture to their
dishes.

1 Low-income households. Condensed milk is often used as a substitute for fresh
milk in lower-income households due to its affordability and long shelf life. It is used
in cooking, baking, and as a sweetener in beverages, making it a versatile product
for families that may not have regular access to refrigeration or fresh milk.

Drivers and method of consumption

As discussed above, the rise of interest in Western-style consumption habits, convenience
products, versatile products, and products that cater to a rising health and wellness trend
stand as the main drivers of the dairy sector as a whole. A further breakdown is provided
below:

9 Drinking milk: The growth of drinking milk consumption in Vietham is driven by
several key factors. Health awareness campaigns highlight milk's role in providing
essenti al nutrients |ike calcium and protein
which has spurred demand among parents and schools. Government-led initiatives,
such as the nationwide school milk program, further encourage milk consumption to
improve child nutrition. Additionally, urbanisation and rising disposable incomes have
led to increased demand for fresh and fortified milk products among middle-class
families. The elderly population is also a growing consumer base, opting for milk
products fortified with calcium and vitamins to support bone health. UHT milk, favoured
for its long shelf life, remains highly popular, especially in rural areas where
refrigeration is limited.

1 Yoghurt: Yoghurt consumption in Vietham is driven by increasing health awareness,
particularly around its digestive benefits due to probiotics. Rising disposable income
and urbanisation have led to greater demand for a variety of yoghurt products,
including flavourful, drinkable, and functional varieties. Product innovation, such as
additional flavours and offerings by local producers like Vinamilk, has expanded the
market, catering to different consumer preferences. Yoghurt is commonly consumed
as a snack, in breakfast, or as part of desserts and beverages like smoothies. School
nutrition programs further promote its consumption among children.

1 Cheese: Consumption in Vietnam has grown steadily, driven by increasing exposure
to Western food culture, rising incomes, and urbanization. Initially limited to processed
cheese like Laughing Cow, the market has expanded to include a wider variety of
cheeses, such as mozzarella, cheddar, and cream cheese, primarily consumed in
Western-style dishes like pizza, burgers, and sandwiches. Imported cheese continues
to see sales being driven also by the return of tourism to pre-COVID-19 levels in
Vietnam. There is also increasing on-the-go, health orientated consumption of cheese,
particularly by children; and this favours certain single serving cheeses, with Babybel
being one such example.
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1 Butter and spreads: This segment in Vietnam has been driven by several key factors,
including the rise of home baking and Western-style cooking, increased urbanisation,
and higher disposable incomes. Urban middle-class families and home bakers, often
spurred by social media platforms, television shows, and food blogs showcasing
Western recipes, have adopted butter for use in baking and Western dishes. On the
other hand, margarine and other spreads remain popular for general cooking due to
their affordability. The growth of Western fast food and the food service industry has
also contributed to increased butter usage. Although plant-based spreads are
emerging, they remain a niche market. Overall, the shift in dietary habits and exposure
to globalisation trends are the main drivers of butter and spread consumption in the
country.

i Other dairy. Condensed milk has a long history of being widely used in Viethamese
coffee and desserts, valued for its affordability, long shelf life, and ability to replace
fresh milk in various recipes. It is a staple in both rural and urban households, making
it a key dairy product. Indeed, condensed milk has become an essential ingredient in
traditional coffee beverages like ca phé sma Leam, though much less commonly
consumed compared to condensed milk, has seen increasing use in urban areas,
especially in Western-style baking, cooking, and coffee shops where it is used in
desserts and beverages like whipped cream for coffee or cakes. The growth of fast-
food chains and cafes has further fuelled demand for cream products.

Purchase criteria

In line with the general situation for dairy in Vietnam, price and shelf stability are frequent
considerations for consumers of dairy products. Looking more specifically on a product-by-
product basis:

1 Milk. Price remains a key factor, especially for lower-income consumers, who often
opt for affordable UHT milk due to its long shelf life and lack of refrigeration
requirements. Convenience is another important criterion, with UHT milk being
preferred in rural areas where fresh milk is harder to store. Consumers are also
increasingly influenced by health benefits, particularly in urban areas, with a focus on
products that are fortified with vitamins and minerals, such as calcium-rich or low-fat
milk. Product typed whether fresh, UHT, flavouring, or fortifiedd plays a significant role
depending on demographic needs, such as chilc
added nutrients.

1 Yoghurt. Health benefits are a key driver, with consumers prioritising yoghurt's
probiotic content for digestive health, particularly for children and elderly populations.
Flavour variety is important, as consumers prefer a wide range of options, including
fruit-flavoured and plain yoghurts. Price plays a role, especially in choosing between
locally produced and imported yoghurt brands, with affordability being a major
consideration for middle- and lower-income households. Finally, convenience is
crucial, with products like drinkable yoghurts becoming popular for on-the-go
consumption.

1 Cheese. Product type is important, with consumers choosing between processed
cheese, which is more affordable and accessible, and premium unprocessed cheeses
like mozzarella or cheddar for Western-style dishes. Price is an overarching key factor
for most consumers, especially for processed cheese, which is more commonly
consumed due to its affordability compared to imported or artisanal varieties.
Convenience also plays a role, with single-serving cheese portions and easy-to-use
slices appealing to busy families. There are some further nuances by consumer type.
For families with children, variety and playful / easy to use packaging can be attractive.
For the affluent niche, on the other hand, price may be less of a consideration, with the
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cheese type and versatility being more important considerations, plus elegant
packaging being a further attraction if the intended use includes gifting or hosting.

9 Butter and spreads. Price is crucial, particularly for margarine and other spreads,
which are more affordable than butter and thus popular among lower-income
households. Product type matters, with consumers choosing between butter for baking
and cooking and margarine or plant-based spreads for everyday use. Health
considerations are increasingly influencing decisions, especially among health-
conscious consumers who may opt for low-fat or plant-based alternatives. Usage
versatility also plays a role, as spreads and butter are used in a wide range of cooking,
baking, and as bread spreads, making products that serve multiple purposes more
appealing.

9 Other dairy. Price is a significant factor, particularly for condensed milk, which is
commonly used by a broad range of consumers due to its affordability. Versatility is
important, as condensed milk is used in beverages like Viethamese coffee and in
desserts, while cream is mainly used in baking and cooking. Shelf life is crucial for
condensed milk, as it can be stored for long periods without refrigeration, making it
convenient for both urban and rural households. Brand trust also plays a role, with
well-known local brands like Vinamilk dominating the market due to their reliability and
consistent quality.

As an overarching comment, there are indications that television advertisements and in-store
promotions are particularly effective in influencing consumer purchase decisions for dairy;
while digital advertising, though growing, has historically had a lower impact. There have also
been some promotion initiatives by exporters (both individual corporate and foreign industry /
government) in recent years to raise interest in dairy products of a certain origin, with New
Zealand, California and Ireland being examples.

Dairy products on retailersé shelves in
Dairy retail price ranges vary by product. For butter and cheese:

I Economy: VND 100 000 to 200 000 per 500g (EUR 3.75 to 7.50), though this is
mainly local butter or processed cheese (also mainly local).

I Middé range: VND 200 000 to 400 000 (EUR 7.50 to 15) per 500g. Mainstream
imported brands are common in this segment.

I Premium: VND 400 000 to 600 000 (EUR 15 to 22.50) per 5009, with super-
premium above VND 600 000 (EUR 22.50). Products in this segment tend to be
superior quality imported products.

For yoghurt, per 500ml equivalent:

1 Economy: up to 200 000 (EUR 7.50), with many retailing around VND 70 000 (EUR
2.65).

1 Mid-range: VND 200 000 to 400 000 (EUR 7.50 to 15).

9 Premium: above VND 400 000 (above EUR 15).

Milk, which is predominantly local, generally sells for VND 20 000 to 40 000 (EUR 0.75 to
1.50) per litre, though some more mid-range and premium products i including imported
ones can be found in the price range of VND 40 000 to 70 000 (EUR 1.50 to 2.65).

The presence of imported products on offer in modern retailers also varies by product
category. For cheese and butter, the proportion may be as high as the 80% mark. For
yoghurt, between 10 and 30% is more common. It is not uncommon for imported products
to be grouped together, with local products separate but next to them.
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Above: yoghurts in one modern retailer (left); butter selection, including imported butter, in
another retailer. Below: part of the cheese selection of a supermarket focused more on
unprocessed cheese.
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With regards to format and packaging:

9 For butter, flexible aluminium / plastic wrapping is the most common, though thin

walled plastic containers dominate spreads as a whole. 200g is the most common
format for imported products, with some 100g, 125g and 250g formats available as
well. Local products are often 80g.

Cheese may be sold prepackaged or loose, depending on the outlet. Flexible plastic
or aluminium are the most common packaging materials for pre-packaged, though
cartons are also popular to an extent. Across the whole cheese market, the 120g
format is most common due to its popularity for processed cheese, with smaller
formats (e.g. 78-80g) also popular. For imported unprocessed cheeses, 100g to
125g (including 120g) are particularly popular formats, with a few 200g or 250g
products also available.

For yoghurts, thin walled plastic containers dominate, and 100g (or multi-packs
thereof i most commonly four packs) are the most common format. 80g and 180g
are the other most popular formats. A few higher quality products may be sold in
500g jars.

In terms of promotion, in some stores, promotional staff may introduce yoghurt and cheese
products to consumers, for example through offering samples or in-store tastings. The use
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of small discounts or free gifts is quite common in the yoghurt segment. There may be
occasional price promotions, most notably seasonal ones (e.g. during the back to school
period, or national holidays).

Above: Left: various imported / non mainstream dairy products grouped together in a
supermarket. Right: part of a cheese section showing the popularity of processed cheese
products.
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Above: part of a dairy section of a gourmet retailer, with milk and yoghurt (left) and cheese
(right).
Pictures: © Agra CEAS / Euromonitor International, 2024.

Recent market trends

Drinking milk: As consumer incomes rise and health awareness continues to grow, there is
an increasing demand for premium, organic, and fortified milk products. Consumers,
particularly in urban areas, are further showing more interest in products that are free from
additives, sourced organically, and fortified with extra nutrients like calcium and vitamin D.
Lactose-free milk has also grown in popularity in recent years. UHT milk continues to largely
dominate the market in Vietnam, although fresh milk, particularly in urban areas, is growing in
popularity. Finally, although still a niche segment, the trend of plant-based milk alternatives,
such as soy and almond milk, is gaining traction, particularly among health-conscious and
environmentally aware consumers.

Yoghurt: Consumers are increasingly drawn to yoghurt for its digestive health benefits,
particularly its probiotic content. There has also been significant growth in the drinkable
yoghurt segment, driven by convenience and the demand for on-the-go, nutritious snacks.
Drinkable yoghurts are popular among younger consumers and busy professionals, offering
portability and health benefits. Premium yoghurt products, including Greek yoghurt and
functional yoghurts with added nutrients like vitamins or probiotics, are gaining traction. This
shift is particularly evident among health-conscious and affluent consumers who prioritise
high-quality, nutrient-dense options.

Cheese: The increasing influence of Western cuisine, particularly in urban areas, has led to
higher demand for cheese varieties like mozzarella, cheddar, and cream cheese, commonly
used in pizzas, burgers, and sandwiches. Spreadable processed cheese remains the
preferred cheese in the Viethamese market. However, there is a growing market for premium
imported cheese of a European artisanal variety, with the rise of more affluent consumers
helping to explain this trend. Mozzarella is another product showing good potential, particularly
in the food service sector, with the segment expected to grow at over 12% in the coming years.
It is not just widely used in Western food service outlets, but increasingly in some Korean
origin street food as well. The use of cheese in home baking has also grown in recent years,
particularly as a result of the COVID-19 pandemic.

Other dairy: Condensed milk has remained a staple product in Vietham in recent years, with
condensed milk further being aided by the re-opening of the food service sector as this product
is often an accompaniment product to coffee, which is popular in Vietnam. There is a slight
shift toward reduced-sugar or low-fat condensed milk products, although traditional varieties
still dominate. Similarly, creams with healthier profiles, such as plant-based or lower-fat
options, are slowly gaining attention, although they remain a niche category.

5.3.3 Offer

Domestic production

Vietnam continues to see a shortfall in milk and drinking milk production relative to the
demand found in the market. It is estimated that domestic milk only meets 40% of the total
demand for milk in Vietnam, with milk production estimated to be a bit over 1m tonnes.*®

4% Domestically produced milk only meets 40% of demand in Vietnam, Tridge, available at
https://www.tridge.com/news/domestically-produced-milk-only-meets-40-of--gixnui; https://vnexpress.net/bel-viet-nam-trien-
khai-su-kien-ho-tro-nguoi-ban-hang-rong-4702910.html
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Vinamilk is the largest product of drinking milk products in Vietham and is one of the few
domestic producers that operates modern facilities across the country. Vinamilk has a market
share of around 38.3% of the drinking milk sector, followed by TH Food Chain JSC (15%) and
Friesland Campina Vietnam (10.2%). The government of Vietnam has signalled its intention
to support the production sector of milk as a whole to address shortfalls in production. In the
meantime, the large domestic players continue to import milk ingredients for some of their
domestic production.

Regarding yoghurt, Vinamilk also dominates the domestic share of the yoghurt market in
Vietnam, with a share of around 60% by retail value. This is further a result of the capacity of
Vinamilk to utilise its modern facilities to produce yoghurts of a wide variety and quality to a
greater degree than competitors in the market at present. While Vietnam still imports certain
premium and specialised yoghurt products, domestic production has been sufficient to meet
most of the market's needs, particularly in mainstream categories. This expansion reflects the
industry's increasing ability to innovate and respond to evolving consumer demands for
healthier, more convenient food products.

Domestic production of cheese remains largely centred around the production of processed
cheese, which is by far the most popular cheese variety in Vietnam. Bel-Vietnam, a subsidiary
of Bel Group-France, is the largest company operating in the cheese sector, with a retalil
market share of around 71.5%. This places the company as the key market influencer, as
alternative producers each have less than 5% market share. While domestic cheese
production has increased, particularly in processed cheese for mass consumption, Vietham
still relies heavily on imports for premium and speciality cheeses such as cheddar, mozzarella,
and powder cheese. Local production is adapting to these trends, with an increasing number
of dairy producers expanding their product lines to include more varieties of cheese. However,
ultimately the market remains largely import-dependent for high-end and artisanal cheeses.

Local production of butter and spreads primarily focuses on meeting domestic demand for
affordable, everyday use products, with Vietham relying on imports from neighbouring markets
such as Australia and New Zealand for premium varieties of these products that are often
used in high-end food service outlets. Indeed, domestic production of butter is estimated to
be negligible (well under 1 000 tonnes). Some of the largest companies in the Viethamese
butter and spread market include Tuong An Vegetable Oil JSC (49% share of the market),
Cain Lan Oils & Fats Industries (8% share of the market), and Lactalis Groupe (7% share of
the market).

Finally, regarding the other dairy sector, the production of condensed milk is by far the main
product produced within this category. Vinamilk dominates the production of condensed milk
in Vietnam, with the company having a share of the retail market of around 85%. For speciality
dairy products such as creme fraiche, coffee whitener, quark, and chilled snacks, Vietham
tends to rely on imports to satisfy the relatively small demand for these products.

Imports and exports

As shown in Figure 5-11, Vietnam is a net importer of dairy products, particularly milk products,
which are popular in Vietham and also experiencing a shortfall in domestic production relative
to total demand. Vietnamese imports of other dairy products tend to revolve around premium
products, niche products that are not produced to scale in the country, and alternative products
such as lactose-free dairy products.
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Figure 5-11: Trade balance (net imports and exports) of dairy in Vietnam, 2018-22; EUR
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CN codes in brackets.

While origins vary by product, New Zealand is an important origin for multiple products. The
country dominates imports of butter and spreads and is among the largest exporters of milk
and cheese. Australia is also a key exporter of dairy products alongside the US. Regarding
EU exports, EU member states are also among the largest exporters, but often to a lower
degree when compared to New Zealand, Australia, and the US (Figure 5-12).

1

For milk/cream unsweetened products, Poland is the third largest exporter, with a
value of EUR 5.7 million; this is followed by France (EUR 4.4 million) and Germany
(EUR 3.1 million).

For milk/cream sweetened products, which are by far the most imported dairy
products into Vietnam, the Netherlands is the largest EU exporter (and 4th largest
globally) with an export value of EUR 18 million, followed by Belgium (EUR 17 million)
and Germany (EUR 16 million). France is also a notable exporter with a value of EUR
14 million.

Imports of buttermilk/curdled milk and cream/yoghurt are small globally, with
Thailand accounting for half of imports. Germany is the largest EU exporter (and 5th
largest globally) with an export value of EUR 1 million. French and Dutch exports stand
at around EUR 600 000, which is minimal relative to the size of the total market.
Whey/natural milk constituent imports are significant from the EU, as the EU
accounts for around a third of exports. Spain is the largest exporter with an export
value of EUR 8.1 million, roughly the same as Poland, which is only slightly behind.
Dutch exports came to a value of EUR 7.8 million, followed by Lithuanian exports to a
value of EUR 4.9 million.

Butter and spread exports from the EU are mainly from France to a value of EUR
4.3 million, with New Zealand accounting for around 90% of all exports to a value of
EUR 52 million.

Finally, cheese and curd exports from the EU are mainly from Germany (EUR 6.5
million, 3rd highest globally), Ireland (EUR 5 million), and France (EUR 4.2 million).
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Figure 5-12: Vietnamese imports of different dairy categories by country, 2018-22; EUR million
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EU GI products

Various dairy Gls T primarily relating to cheese i are protected in Vietham under the EU-Vietham
FTA. A full list can be found in section 9.

Main competitors

Domestic production is picking up, and even though shortfalls in drinking milk production continue
to exist, the government of Vietham has pledged to invest in this sector, which will influence the
need for the country to import these products to the same degree going forward. Vietnam is party
to trade agreements with several large dairy producers, particularly Australia and New Zealand,
which are among the main exporters of premium dairy products to Vietham, a sector that EU
exporters particularly cater to. This, in turn, makes both New Zealand and Australia the main
competitors for EU dairy products in the Viethamese market and, to a lesser degree, the US.

5.34 Specific market entry requirements
Market Access and Entry

The customs procedures for importing foodstuffs are set out in section 4.2.1. A full list of the
general documentary requirements for export is set out in Table 4-1, along with requirements by
product category in Table 4-2. Dairy products are generally subject to quarantine, as a result,
requirements notably include a veterinary health certificate for animal products and a quarantine
certificate for animal products, among various others.

In terms of tariffs, these vary by product. At present:

1 EU milk, cream and buttermilk products (HS codes 0401 to 0403) generally do not face

tariffs, and in the cases they do, these tariffs tend to be 2% or less; this compares to MFN

tariffs of up to 20%

EU whey (HS code 0404) does not face tariffs (and there are also no MFN tariffs)

EU butter (HS code 0405) generally faces tariffs of between 0.8 and 2.5%, compared to

MFN tariffs of up to 15%.

1 EU cheese (HS code 0406) faces tariffs of between 0% and 1.6%, compared to MFN
tariffs of 5% in most cases.

=a =

Under the EU-Vietnam FTA, duties are set to be entirely eliminated over the coming years.

Detailed information on import duties and Rules of Origin and customs procedures
can be consulted on the European Commission website:

Main page T select product, country of origin and destination country:
https://trade.ec.europa.eu/access-to-markets/en/home

Example link i general cheese category (0406) from France to Vietham

https://trade.ec.europa.eu/access-to-
markets/en/search?product=0406&origin=FR&destination=VN
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SPS measures, standards

Various circulars set out the technical regulations for different dairy products.

Product _Circular

Fermented dairy products 41/2010/TT-BYT
Dairy fats 33/2010/TT-BYT
Cheese 32/2010/TT-BYT
Powdered milk products 31/2010/TT-BYT
Liguid milk products 30/2010/TT-BYT

They generally cover: physiochemical and microbial norms; contaminant levels; and testing
methods.

Following the satisfactory resolution of the historical challenge with additives for cheese, no SPS
barriers to dairy were in place; however, following the introduction of circular 04 in mid-2024 (see
section 4.3.4), testing for some pathogens has tightened, meaning that imports may in some
cases face testing challenges. The market is otherwise open to EU imports.

Labelling

Dairy labelling has to follow general label requirements set out in section 4.2.3.

5.3.5 Distribution

Dairy as a whole is dominated by retail sales (Figure 5-13). Small local grocers are the largest
overall sub-channel, accounting for around 69% of sales. This is followed by supermarkets with
a share of 13%, hypermarkets with a share of 6%, and food/drink and tobacco specialists store
with a share of 6%. E-commerce is growing in this sector, however, it currently accounts for
around 0.7% of sales.

However, this overarching picture for dairy masks some differences between products. More
specifically:

91 Drinking milk: distribution relies on small grocery and convenience stores to a greater
extent.

9 Other dairy: small local grocers play a particularly important role, accounting for around
75% of sales. This is largely at the expense of modern retail channels; and is largely
influenced by the distribution of condensed milk.

1 Butter and spreads: Small local grocers account for over half of sales; however modern
retail outlets are significant, with supermarkets accounting for 22% of sales and
hypermarkets accounting for 19% of sales.

1 Cheese: reflecting the more urban and higher income consumer, modern grocery retailers
are very important. Supermarkets account for 34% of sales and hypermarkets account for
14.7% of sales. Still, small local grocers account for 46% of sales, reflecting their
importance in the wider dairy market as a whole. With processed cheeses dominating the
market and hence the offerings of the mainstream channels, the wider selections of
unprocessed cheeses tend to be found in more specialised gourmet retailers such as An
Nam Gourmet and Farmers Market.

1 Yoghurt: Small local grocers account for 60% of sales followed by supermarkets with a
share of 23% and hypermarkets with a share of 8% of sales.
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Figure 5-13: Distribution channel overview of dairy in Vietnam (2024); all dairy products;
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5.3.6 Challenges for EU products

EU dairy exporters face several challenges when entering the Viethamese market, including
strong competition from established local producers like Vinamilk, who dominate with affordable
products and strong brand recognition. Price sensitivity is a significant factor, particularly in rural
areas, making premium EU products less accessible. Regulatory hurdles, despite the EU-
Vietnam Free Trade Agreement, still exist, and cultural preferences for traditional diets further
complicate market entry for EU dairy exporters. Additionally, maintaining cold chain logistics,
especially in rural regions, is a key challenge even for domestic producers. Competition from
other producers of premium dairy products with equal or even greater market access, such as
Australia, New Zealand, and, to a lesser degree, the US, is also a significant challenge in this
market. Finally, the lack of historical awareness of certain categories (butter and cheese most
notably) and the slanting of the cheese sector towards processed products are further challenges.
While this is changing with the popularity of western cuisine, there remains a large segment of
the population, particularly in rural areas, which has never tried butter or cheese; and usage of
these products does currently remain quite closely tied to Western-style dishes.
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Market Takeaway: Dairy

Consumption: Consumption is based largely on the consumption of drinking milk and yoghurts, with other
dairy categories being far smaller but growing rapidly. The key consumer groups for EU exporters include
middle-income urban consumers, tourists and retirees, and health-conscious consumers.

Competition: Competition is mainly from Australia and New Zealand, with brands from these countries
having a significant advantage with regard to market access. Domestic production, particularly from
Vinamilk, is also significant.

Distribution: Small local grocers account for the majority of distribution across each major dairy product
category, though some nuances by category i e.g. for cheese, modern retailers play a greater role.

Challenges: Competition from third countries with trading advantages, the rise of domestic production, and
the need to navigate the complex import regulations of Vietnam stand as the main challenges for EU
producers. As does the difficulty of catering to rural consumers without access to cold-chain storage
applications, and the lack of historical usage of certain products.

Opportunities: Consumption is growing across all major product categoriesd cheese in particulard
combined with increased demand for premium dairy products and those focused on the health trend. Strong
reliance on imported butter.
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5.4 Wine

54.1 SWOT analysis

A The EU-Viethnam Free Trade Agreement
(EVFTA) has significantly reduced tariffs on
European wines (full elimination by 2027),
making them more price-competitive against
non-EU imports over time.

A Domestic wine production is extremely
limited, creating a reliance on imports;
particularly within the market for premium high-
end wines.

A France, Italy and Spain are amongst the
largest exporters of wine to the Viethamese
market.

A Vietnamés expanding
classes, particularly in urban areas like Ho Chi
Minh City and Hanoi, are increasingly
interested in premium and imported wines.

A Peak seasons offer opportunities, with gift
packs and attractive packaging a way of
taking advantage of these.

A The development of wine culture, with more
wine bars, tasting events, and wine-focused
promotions, provides opportunities for EU
exporters to introduce their wines to a broader
audience.

A Each major wine product category is expected
to grow by retail value in Vietnam in
upcoming years with the exception of sparkling
wine.

OPPORTUNITIES (+) THREATS (-)

A EU wines face strong competition from

Wine consumption in Vietnam remains low
compared to other alcoholic beverages, with a
preference for beer and spirits.

EU exporters must navigate complex import
regulations related to certifications,
customs procedures, and labelling
standards, which can increase lead times and
operational costs.

Vietham has strict regulations on alcohol
advertising, which limits the ability of EU wine
exporters to promote their products effectively.
Traditional marketing channels, such as TV
and print media, are restricted.

Chilean and Australian wines, which benefit
from lower prices due to favourable trade
agreements and established market presence.
Many Vietnamese consumers are highly
price-sensitive, often favouring more
affordable wines, which can limit the market for
premium EU options.

Vi et ndoméssic wine industry, centred
around Da Lat, is slowly growing. As local
production improves, particularly in terms of
quality and affordability, it could pose a direct
threat to imported wines.

The Special Consumption Tax, while
impacting all alcoholic beverages, could have
a particularly strong impact on higher quality
wine.

54.2 Consumption

Evolution of consumption

The wine market of Vietham currently stands at a retail value of around EUR 350 million, with this
market growing rapidly in recent years. Still red wine accounts for over half of the total wine market
of Vietnam, with a retail value of EUR 217 million, with the cultural significance of the colour red
helping the perception of the wine during celebrations in particular. The category is followed by
still white wine with a value of EUR 72 million, non-grape wine with a value of EUR 37 million,
and sparkling wine with a value of 31 million. Other wine product categories, such as fortified wine
and non-alcoholic wine remain a very niche market in the country. Every major wine product
category is expected to see significant growth in retail value going forward, which in turn makes
Vietnam an attractive growth market for EU exporters. Non-grape wine is expected to grow at a
CAGR of 16% between 2025 and 2028, with still white wine predicted to grow at a CAGR of 13%

116



Vietnam i MARKET ENTRY HANDBOOK

during the same period. Still red wine is predicted to grow at a CAGR of 12.2% and will remain
significantly the largest wine product category in Vietham going forward (Figure 5-14).

Figure 5-14: Evolution and forecast of wine market in Vietnam, 2018-2028; total value, EUR
million
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Source: Euromonitor International: Alcoholic Drinks, 2024.
Consumers

While wine consumption per capita in Vietnam is far lower than consumption levels across the
EU, the country is quickly emerging as one of the more promising markets in Southeast Asia for
wine products due to rising incomes, the expansion of modern retail outlets with greater access
to imported products, and the lack of societal taboos surrounding alcohol consumption compared
to some other Southeast Asian markets such as Indonesia and Malaysia. It is estimated that a bit
under 30% of the adult population drinks wine occasionally (around 1/3 do not drink alcohol at all,
and the remainder either never or seldom drink wine). As the wine market continues to expand,
these are the key consumer groups emerging that are likely to be of greater interest to EU
exporters:

i The urban middle and upper class. This consumer base represents the affluent,
educated, and globally connected segment of the population. They often have higher
disposable incomes, enabling them to spend on luxury goods and services, including wine.
These consumers are also likely to be frequent travellers or have exposure to international
cultures, which influences their tastes and preferences for wine. Consumers of this overall
segment are most commonly in the age range of 35-45. However, within this overall
segment, there are some interesting sub-segments:

0 Affluent professionals in northern cities. These higher income earners are
more likely to be attracted to full bodied wines, which also communicate status,
with consumption more likely to occur in formal settings or for wine to be offered
as gifts.
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o Socially orientated consumers in southern cities. These are often young adults
who are not yet at the affluent stage and have a more playful approach to wine
consumption i often consuming wine in on-trade venues.

0 Seasoned wine enthusiasts. This consumer group spans both northern and
southern cities, and is characterised by a higher level of knowledge. They may
seek out high end on-trade venues to try new wines.

1 Women. Vietnamese women are consuming more wine, as it is viewed as a more refined
and sophisticated beverage compared to beer or spirits. This shift is particularly noticeable
among women in professional careers, who often drink wine in social settings, such as at
business dinners, networking events, or social gatherings with friends.

9 Tourists. International tourists visiting Vietnam, especially from wine-producing and wine-
consuming regions such as Europe, North America, and Australia, significantly influence
the wine market. Many on-trade outlets located within tourist hubs have increasingly
started to offer imported premium wines to cater to this growing demand.

Drivers and method of consumption

As mentioned, the growth of wine consumption in Vietnam is largely driven by rising disposable
incomes, urbanisation, and changing consumer preferences toward more sophisticated lifestyles.
As Vietnambés economy -andpmer-dassconsumbrs partioularty chlcites
like Ho Chi Minh City and Hanoi, are adopting wine as a status symbol and a reflection of modern,
cosmopolitan living. Globalisation and increased exposure to international food and drink cultures,
along with the influence of expatriates and tourism, have also accelerated the demand for wine.
Additionally, international trade agreements like the EU-Vietnam Free Trade Agreement (EVFTA)
may have contributed to making imported wines more accessible by reducing tariffs (and
ultimately retail prices), further expanding the market. Wine is also increasingly associated with
health-conscious choices and promoted through social media and lifestyle influencers, making it
a trendy choice for young, affluent consumers.

High-end restaurants are increasingly offering wine-pairing menus to complement fine dining
experiences, particularly in cities where international cuisines (and restaurants offering cuisine of
an EU origin) are common. Social drinking at wine bars, tasting events, and corporate gatherings
also play a significant role, where wine is associated with sophistication and networking. Indeed,
tasting events have rapidly increased in recent years and offer potential interesting marketing
opportunities to exporters. Some recent examples include: Winefest in Da Nang; Vinoteca night
at the Intercontinental hotel in Hanoi; and various events organised by Annam Gourmet Market
and Wine Cellar Saigon.

At home, wine is often enjoyed during social gatherings, family dinners, and celebrations like Tet,
where imported wines are frequently given as gifts; indeed, social gatherings at home stand out
as the main form of consumption outside the on-trade. Retail purchases through supermarkets
and speciality wine shops have increased as consumers seek out wines for personal enjoyment
or as prestigious gifts for business partners and friends. Wine consumption is also becoming
integral to festive / celebratory occasions, weddings, and formal events, where sparkling wines
and red wines are particularly favoured. Overall, there is a strong connection between wine
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consumption and the social component in Vietnam.
Purchase criteria

As the wine market continues to expand in Vietham, several key purchasing criteria have emerged
that continue to influence this evolving market. Firstly, for many consumers, especially in the
growing middle and upper classes, price is a crucial factor, as imported wines can be expensive
due to taxes and duties, though trade agreements are gradually lowering costs. Brand recognition
plays an important role, with well-known wine labels from regions in France, Italy, and Australia
being preferred for their perceived quality and prestige. Country of origin is another key factor
related to this, as consumers associate certain countries, especially France due to cultural
reasons, with premium quality and tradition. Thirdly, packaging and presentation, especially when
wine is bought for gifting, influence purchasing decisions, with elegant or recognisable bottles
being preferred for business and festive gifts.

As hinted above, there are some slight regional variations in wine preferences. Premium wines |
full bodied and complex ones in particular - tend to do slightly better in Hanoi and the north, while
southern Vietnam demonstrates an overarching preference for sweeter beverages i in the case
of wine, extending to sweeter and lighter wines. On balance, the southern markets also show a
higher level of openness to newer offerings.

Wi ne on retailersd shelves in Vietnam
Wine retail price ranges are somewhat complex:

i Super-economy: there are products retailing for under VND 100 000 per 750ml (EUR
3.75); this includes around 20% of red wine and 25% of white wine). This segment can
be considered super-economy, and it is rare to find EU products in this price range.

I Economy: the more standard economy segment spans the price range of VND 100
000 (EUR 3.75) to around VND 250 000 or 300 000 (EUR 9.40 or 11.25). This
encapsulates around 40% of red and white wine sales by volume, as well as the majority
of rose.

1 Mid-range: this broadly spans VND 250 000 / 300 000 (EUR 9.40 or 11.25) to VND 500
000 / 600 000 (EUR 18.75 or 22.50) per 750ml bottle. A bit over 20% of red and white
sales by volume fall into this category.

I Premium: above VND 500 000 / 600 000 (EUR 18.75 or 22.50) per 750ml bottle, with
super premium products starting around the VND 1 200 000 (EUR 45) mark.

The vast majority of wine on sale in modern retail outlets is imported i the proportion varies
between 70% and 95% depending on the outlet.
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Above: red wine display in a supermarket, with organisation by brand leading to some mixing
of origins.

Wines either have their own aisle or are generally in a separate area of the store. The first level
of organisation tends to be type / colour; after this, they may or may not be organised by origin.
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OTHERS OLD WORLD:
SPAIN, PORTUGAL, HUNGARY

Above: red wine section with wines organised by origin, and origin indicated.

In terms of format and packaging, 750ml glass bottles dominate, accounting for well over 90%
of all products on offer. Consumers tend t
fonts and ornate logos, with such features communicating a sense of luxury and premium
quality. Minimalist packaging tends to be less attractive to consumers. The communication of
vintage can also be effective, particularly in the premium sectors and upwards.
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Above: feature displays in wine sections. Note the use of outer carton packaging, as well as of
Aroyal 0 designs.

Promotional activities tend to be limited due to legal restrictions i while these apply to alcohol
content over 15%, price promotion is also quite rare for products with alcohol content below
this threshold. Some retailers do offer gift wrapping services for higher end products during
gifting seasons. Promotion outside the mainstream retail arena, e.g. through wine festivals and
tasting events, is more common on balance.
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Above: promotion in a retailer based on gift glasses.

Pictures: © Agra CEAS / Euromonitor International, 2024.

Recent market trends

The wine market continues to expand in Vietnam as the economy continues to allow for an ever-
larger amount of the population to afford imported luxury products such as wine. Inflation has
impacted the overall market for alcoholic beverages; however, as consumers of wine are more
likely to be in the middle- and upper-income class, the role of inflation in the wine market is less
pronounced in comparison to other alcoholic beverages; and partly offset by trade agreements
(see below). Some of the other key recent market trends to consider include:

1 The influence of trade agreements: Trade agreements such as the EU-Vietham Free
Trade Agreement (EVFTA) have profoundly impacted the market by reducing tariffs on
European wines. This has made French, Italian, and Spanish wines more accessible to
Vietnamese consumer s. Similarly, Vietnambds tr e
and Australia have allowed wines from these regions to penetrate the market at
competitive prices. The result has been a more diverse range of wines available at
different price points, which has encouraged more wine exploration and consumption.
1 Increasing interest in affordable wines: With more middle-class consumers entering
the wine market, demand for affordable yet high-quality wines has grown. Consumers are
seeking wines that offer good value, particularly from regions in Chile, Australia, and
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