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MMA PURPOSE
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WHO 
The People We Serve

Prime Audience: Chief Marketers
By helping Marketers do Mobile better, everyone wins. MMA membership represents Marketers, Agency, Media and Technology Enablers from 
across the globe.

WHY 
Our Reason for Being
Mission:To accelerate the transformation and innovation of marketing through mobile, driving business growth with closer and stronger
consumer engagement.

WHAT 
Our Strategic Priorities

Cultivating 
Inspiration

Building Capability 
for Success

Aimed at the Chief Marketer; 
guiding best practices and 

driving innovation

Fostering know-how and 
confidence within the Chief 

Marketer's organization

Demonstrating 
Measurement and Impact

Proving the effectiveness and 
impact of mobile through 

research providing tangible ROI 
measurement and other data

Advocacy 

Working with partners and 
our members to protect the 
mobile marketing industry



MMA: RESHAPING THE FUTURE OF MOBILE MARKETING

SMoX
.

Mobile ROI Research

30+ MMA Events

Spread across 20 
Countries 

SMARTIES

Awarding Best in Class 
Mobile Campaigns

Industry Working 
Groups 

Driving the Future of 
Marketing & Mobile

CEO & CMO
Summit 

Annual Mobile Think 
Tank

Guidelines & 
Best Practices 

Viewability, Location, 
Native

MM25 Marketer 
Peer Group

Tackling Core Issues for 
Marketers

Shared 
Knowledge of 

800+ Members 
Entire Mobile Ecosystem 

Worldwide

1,000+ Mobile 
Case Studies

Inspiring Creative
Innovation

Marketing Attribution 
Think Tank

To Rethink 
Mrktg Org

Marketer Brand 
Safety Council

Brand Safety Council



UPCOMING WEBINARS 

https://www.mmaglobal.com/webinars

May 26 – Covid 19 Impact on Consumer and Business Sentiment in Vietnam (Vietnam)

May 26 – Facebook : Social Commerce: The Next Normal?

May 27 - McKinsey : Covid19 Perspectives &  implications for consumer &  retail

May 28 - Swiggy & Zeotap Fireside chat: unpack customer intelligence

May 29 – Winning Tet 2021 post-pandemic (Vietnam) 

May 29 - There Is No Playbook For This…… Creativity & Content

June 5 - Next-Gen Creator Marketing: Influencing At Scale & New Audience Post Crisis (Vietnam)

June 5 - There Is No Playbook For This…… Digitisation & Consumption 

https://www.mmaglobal.com/webinars


MMA PROGRAMS & INITIATIVES
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Enroll by emailing committees@mmaglobal.com

Currency 
Measurement

Internet of 
Things

Location Mobile 
Games

Mobile 
Messaging

Mobile Native 
Advertising

Mobile 
Programmatic

Mobile Shopper 
Marketing

Mobile 
Video

Privacy

Our programs and working groups consist of executives who discuss key issues for a specific industry segment, technology or 
business issue. The programs and working groups meet on an ongoing basis to develop and execute industry initiatives that reflect 
the needs of their initiative area and membership.

mailto:committees@mmaglobal.com


MANAGING YOUR QUESTIONS 

Share the Insights

#MMAWeb



Moderator/Host

Phan Bich Tam
Country Manager
Mobile Marketing Association 
Vietnam, Myanmar & 
Cambodia

Speakers
Rajiv Lamba
Global Managing Director
SurveySensum

Rohit Dadwal
Managing Director
Mobile Marketing Association 
APAC
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SurveySensum Research Coverage - Vietnam

Sample Size: 66 B2B Respondents

Sectors Covered: FMCG, Telcom, e commerce, Media, 
Auto, Insurance, Banking, Manufacturing

Roles: CEO, VP, Directors, Senior Managers & Junior 
Managers

Department: Marketing, Sales, Research, Media, 
Innovation, Finance & Product Development

Consumer Survey - Vietnam
Sample Size: 600

Method: Online Survey across Vietnam

Areas Covered: Hanoi, Hai Phong, Da Nang, Nha Trang, 
HCMC, Can Tho, Northern Provinces, Central Provinces, 
South Provinces

Monthly Household Income: 20 Million VND +, 6.5 mullion –
20 million VND, Less than 6.5 million VND

Gender: Males & Females

Age: 15+

Length of Interview: 15 minutes

FW Timeline: 28 April– 4th May FW Timeline: 1st – 20th April

Business Survey - Vietnam



Methodology01 02

03 04

Mobile online survey

Target Audiences
Adults 15+, nationwide

Male & Female (50% : 50%)

Sample achieved: 265

Data collection
The survey was distributed via 
an ad banner to a significant 
audience base of Zalo 
ecosystem (90% of Vietnam 
internet users) across sites 
including Zalo, Baomoi, Zing 
News, Zing MP3 and Zing TV. 

28 Apr - 4 May 2020

Fieldwork time

Fieldwork Partner For Vietnam Consumer Survey
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In addition to our research, this document summarizes 
findings from various data sources and reports
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Our Agenda

1. Consumer Sentiment

2. Manufacturer Sentiment

3. Impact on Consumption Behaviour

4. Impact on Media Habits

5. How Brands are responding

6. Opportunities Ahead
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CONSUMER SENTIMENT 
IN VIETNAM

1
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Consumers in Vietnam are less 
worried compared to rest of APAC

9%

22% 24%

46%

3%

36%

25%

36%

0%

28%
34%

39%

Q: How concerned are you regrading  coronavirus having an impact?

Source: SurveySensum Internal Study : APAC

India Vietnam Indonesia India Vietnam Indonesia India Vietnam Indonesia India Vietnam Indonesia

I am not 
worried at all

I am not worried 
but somewhat 

cautious

I am somewhat 
worried

I am extremely 
worried

*Key Differences
Upper Income: 29%
Middle Income: 36%
Lower Income: 38%



India Vietnam Indonesia
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Vietnamese consumers are also most 
optimistic for a recovery

3
Average Expected Time for things to get normal

Months
3.2

Months
2
Months

Q: According to you when do you think the coronavirus situation will be over and the country will be normal again?

Source: SurveySensum Internal Study

*Key Differences
Highest Among 25 to 34 y.o. : 3 months
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While Vietnamese consumers have lower level of 
concern compared to APAC, loss of Job is biggest 
concern for Vietnamese consumers. 

48%

63%
58%

51%55%
62%

37% 39%

86% 82% 78%
72%

Me or my family members 
will catch Coronavirus

India Vietnam Indonesia India Vietnam Indonesia India Vietnam Indonesia India Vietnam Indonesia

Me or my family members 
will lose job/ face losses in 

business

There will be shortage of 
essential supplies

I will be Socially Out-
casted if I catch COVID

Source: SurveySensum Internal Study

Highest Among:
25 to 34 y.o.: 68%
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Quiz Time #1

Do you think  COVID-19 impact will fade away and 

situation will normalize in 2 months?

q Yes

q No

Please use Poll Option on your screen to answer.

Proprietary & Confidential
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COVID IMPACT ON 
BUSINESSES IN 
VIETNAM

2
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More than two-third of Business in Vietnam have felt 
disruption due to COVID-19  

54%

76%
70% 69%

India Indonesia Singapore Vietnam

Disruption
In Daily 

Business 
Activities

Q. How has COVID-19 disrupted your organization's day to day activities? Scale (1-5) : T2B

Source: SurveySensum Study on Business Respondents : APAC
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Economic forecast paints a grim picture of days coming 
ahead for Asia. Vietnam is also expected to see stress

Impact of COVID-19 as a % of GDP of Asian Economies
By Asian Development Bank

Source: SurveySensum Study on Business Respondents : APAC

Purchasing Managers Index (PMI) -
Vietnam



22 Q2. How many months do you think it will take to normalize business in terms of revenue and operations due to COVID-19? (SA)

Businesses expect disruption to continue for a long period. 
Vietnamese businesses estimate normalization after 6 months

Expected time for Situation to Normalize

6.5
5.2

6.9
6.2

India Indonesia Singapore Vietnam

Source: SurveySensum Study on Business Respondents : APAC
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Hiring and BTL activities have been the most impacted

53%
48%

30% 28% 25% 25%

8%

Hiring Budgets BTL Media
campaigns (OOH

Activities)

ATL Media
Campaigns on TV/

Radio

Digital Media
Campaigns

Sales Promotion
Budgets

Defer Market
Research Projects

No Significant cuts

Q9. What kind of budget cuts or postponement have your organization taken due to COVID-19? (MA)

Budget Cuts Taken by Organizations 
in Vietnam

Source: SurveySensum Study on Business Respondents : APAC
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Businesses have taken digital & promo route to counter 
COVID-19 impact

47%

31% 28% 25%

5%

Increased digital media
budgets

Increased our sales
promotions budget

Focused more on E-
commerce selling

Changed supply chain to
deliver at consumer door

steps

Increased TV Ads

How businesses are countering 
impact in Vietnam?

Q10. How your organization is coping with COVID-19 disruption to reach consumer in different ways? (MA)

Source: SurveySensum Study on Business Respondents : APAC
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Businesses in Vietnam believe in importance of Online 
Community & Web influencers 

56%

42%
46%

56%

India Indonesia Singapore Vietnam

Online Communities & Web Influencer will 
play a big role in consumer decision journey

Source: SurveySensum Internal Study on Business Respondents : APAC



Quiz Time #2

Do you think Digital Marketing spend will go up in your 
organization in future?

qWill increase 20%
qWill increase by 21% to 40%
qWill Increase 41% or More
qDigital Spends will remain the same
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IMPACT ON CONSUMPTION 
BEHAVIOUR IN VIETNAM3
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85%

69%

56%

40% 37% 34% 30% 29% 26% 25% 24%

Handwash Eating Home 
Cooked Food

Exercise at 
home

Consumption 
of fruits

Consumption 
of vitamins

Stocking up 
food

Drinking 
Water

Eating 
Vegetables

Stocking up 
kids’ food

Stocking up 
water

Consulting 
Doctor

Key Consumption Habits Increasing due to COVID-19
(Percentage of Consumers)

Vietnamese Consumers have shifted to health & hygiene 
focused lifestyle due to COVID-19

Net Impact:
Percentage of Consumers Increasing -

Decreasing

Source: SurveySensum Internal Study

Which of the following activities have been impacted due to Coronavorus? (Doing Less, Almost Same, Doing More)



Heavy Stocking observed in Initial weeks of COVId-19

34%

26% 25%

Stocking up 
food

Stocking up 
kids’ food

Stocking up 
water

Percentage of Consumers 
increasing Stocking

Net Impact:

Percentage of Consumers Increasing -

Decreasing

6%

14%

21%

Q 1 2019 Q 1 2020 COVID Impact
(1st 8 Weeks of COVID-19 

Ending 22 March) 
vs 

Last year Same Period

FMCG Value Change in Urban 4 

Cities

Year on Year Change (%)*

*Source : Kantar 

Homepanel Data

Source: SurveySensum Internal Study

Which of the following activities have been impacted due to Coronavorus? 
(Doing Less, Almost Same, Doing More)
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-70% -66% -59% -58% -57% -52%

-21%

Eating Food 
Outside

Visit to Religious 
Places

Public 
Transportation

Visit to Gyms/ Sports 
Hubs

Gojek/ Grab 
Travelling

Domestic 
Travelling

Travelling via 
Private Vehicle

Biggest Negative Impact on
Travel Industry

KEY ACTIVITIES DECLINING

Travelling has seen biggest decline due to COVID-19

Net Impact:
Percentage of Consumers Increasing -

Decreasing

Source: SurveySensum Internal Study

Which of the following activities have been impacted due to Coronavorus? 
(Doing Less, Almost Same, Doing More)
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18%
14%

9%
3%

-29%
-36%

-61% -63%
-69%

Using apps to order 
from nearby stores

Getting groceries 
delivered at home

Online Shopping 
(E-Commerce)

Using Credit Card 
to shop

Change in Shopping Behavior due to COVID-19
(Percentage of Consumers)

Online Shopping has seen a significant rise due to 
COVID-19 

Going to Pharmacy 
Stores

Going to nearby 
Grocery Stores

Going to 
Minimarkets

Going to 
Supermarket/ 
Hypermarket

Going to Mall

Net Impact:
Percentage of Consumers Increasing -

Decreasing

Source: SurveySensum Internal Study

Highest Among:
Hanoi: 40%
HCMC: 30%
Upper & Middle Income: 24%
25 + year old: 30%

Highest Among:
Hanoi: 15%
HCMC: 28%
Upper Income: 28%
25 + year old: 30%



While Vietnam has scaled new peaks in FMCG Online 
shopping during COVID, it is still low penetrated

*Source : Kantar Homepanel Data



67%

59% 57%

43%
40%

36% 34% 33% 31%
28% 27% 26% 25% 24% 22% 21% 19% 18%

15%
12% 12%

Hand 
sanitizer

Mask Liquid 
Soap

Staple 
Food

Vitamin
Supplem

-ents

Instant 
Food

Home 
Cleaning 
Products

Bottled 
Water

Wet 
Tissue

Dry 
Tissue

Baby 
Food

Bar Soap RTD 
Milk

Herbal 
Product

Diapers Flu 
Medicine

RTD 
Food

Health 
insuranc

e

Milk 
Powder

Snacks Condens
ed Milk

33

Health & Hygiene related categories 

have seen biggest jump in purchase

Net Impact:

Percentage of Consumers Increasing - Decreasing

Proprietary & Confidential Source: SurveySensum Internal Study
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-3%

-7%

-18%
-20%

Change in Shopping 
Behavior due to COVID-19
(Percentage of Consumers)

Non Essential & less healthier products have seen a 
decline in purchase

Non Alcoholic
Sugary Drinks Cigarettes

Make-up/ Cosmetic 
Goods

Alcoholic 
Drinks

Net Impact:
Percentage of Consumers Increasing -

Decreasing

Source: SurveySensum Internal Study



Quiz Time #3

Post COVID-19, do you think consumers will continue to 

buy more FMCG products Online?

q Yes

q No

Please use Poll Option on your screen to answer.
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CHANGE IN MEDIA 
BEHAVIOUR IN 
VIETNAM

4
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Youtube, TV and Home activities have 
gained most due to COVID-19

59%
57%

53% 51%
47%

42% 40%

33%

25%
23%

19%

Watching
videos on
youtube

Doing Home
Activities

(Gardening,
cleaning etc)

Watching TV Sleeping more Spending time
with Elders

Playing video
games

Cooking Reading books Studying
through online

learning
courses

Workout at
home/ Yoga
using Mobile

Apps

Watching OTT

Activities being done more due to COVID-19

Source: SurveySensum Consumer Study
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38%

21%

25%
23%

21%

11% 10% 10%

E- Learning App Online Cooking App Work from home
software

Online Grocery Movie Streaming
Services

Online Doctor
Consultation

Services

E-Books Online Fitness/
Workout App

% Consumers Trying Category for 1st time in Past one month

Source: SurveySensum Internal Study on Consumers

Lockdown has given rise to new digital 
categories
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Businesses believe in rise of digital products & services
have taken digital & promo route to counter COVID-19 impact

66%

47%
38% 36%

News consumption on TV/ digital
media will rise due to COVID-19

Consumers will play more online
games due to COVID-19

Online Vlogging will get a boost
too as social life remain disrupted

due to COVID-19

Sales of Digital PlayStation (Xbox,
PS3 etc) will rise as consumers
will look for entertainment inside

home

Digital Consumer Shifts as per 
Businesses in Vietnam

Q5. COVID-19 is shifting consumer behavior rapidly. Which of the following do you think best describes change in digital behavior of consumers? (MA)

Source: SurveySensum Study on Business Respondents : APAC



Social Media and Gaming apps are 
gaining popularity during COVID-19



Quiz Time #4
Do you think your company has the necessary infrastructure and technology 

for e-commerce?

qYes
qNo

Please use Poll Option on the Screen to Answer



HOW BRANDS ARE 
RESPONDING

42

5
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61%
56%

Products and Services that
promise health and wellbeing

Products and Services that are
safe to use

83% 79%
72% 68%

Show how they
can be helpful

Inform about
their efforts

Should offer a
positive

perspective

Not Exploit
Covid to

promote the
brand

Brands ShouldConsumers Want

Source: SurveySensum Internal Study

What consumers want from Brands?



Nestlé Vietnam donates 
more than US$515,000 in 

products and cash

CSR Activities by COKE in 
Vietnam

Be Responsible – CSR Activities



Spread Positivity & turn crisis into an opportunity 

Biti’s Hunter capitalized 
on trend of Solidarity to 
launch “Proudly Made in 

Vietnam” Platform

California Fitness Gym
Campaign about Hygiene & 

Safety Inside Gyms
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Preparing for Contactless Future

Grab Contactless 
delivery

KFC Contactless 
delivery
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Opportunities 
Ahead6
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COVID impact in Vietnam 

Areas Health Consumption 
Habits

Change in 
Behaviour

• Personal Hygiene is on 
rise

• Vitamins and Herbal are 
on rise

• Fruit and Vegetables on 
rise

• Online Grocery is on rise
• E-Commerce at total level is 

rising but still a big scope to go
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COVID impact in Vietnam 

Areas Work & Education

Change in 
Behaviour

• Increase in Online Work 
Productivity apps

• Shift to e-learning
• Increase in app-based 

learning technology 
platforms

Media 
Habits

• Increase in Online 
Media: Streaming, 
Online Games and 
Social media

• Consumers are 
actively searching 
for health-related 
information
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Opportunity 1: Rise of Social Commerce & 
Conversational Commerce

USD 
$ 1-1.2 billion 

market

Forming
35%

Of E-commerce Spends

• Brands can start focusing on Social Commerce and Conversational 
Commerce for future

• Brands in Vietnam has achieved 2-3X impact via leveraging 
conversational commerce and doble digit growth rates 

• COVID-19 impacts on Consumption and Purchase behavior will be long 
lasting and brands need to brace for new DIGITAL normal in post COVID 
World

Source: Facebook Vietnam data

Social Commerce & Conversational Commerce

81% Consumers 
message
business
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Opportunity 2: Use Crisis as an 
Opportunity to innovate

Laggards

Innovators

Type of Company Behavior During 2008 Recession

Cut Cost and Stop 
Innovation

R&D Expense: +3.9%

Gartner Study on Companies Behavior Since 2008

Performance Post Recession

EBIT CAGR: 0%-1%

EBIT CAGR: 14%

• Brand needs to focus on innovation keeping in mind behavioral changes due to COVID-19
• Reinvent Supply Chains to serve consumer Digitally and delivering on their doorstep
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QUESTIONS?



PARTICIPATE WITH MMA 

MMA 
Smartbrief

Smart 
Fundamentals

Case Study 
Hub 

Mobile Marketing 
Playbook 

Guidance 
Reports 

MMA Linked-In 
Group 

MMA on Social 
Media 

Webinar
Library 

FAQ Benchmarks & 
Standards



UPCOMING WEBINARS 

https://www.mmaglobal.com/webinars

May 26 – Covid 19 Impact on Consumer and Business Sentiment in Vietnam (Vietnam)

May 26 – Facebook : Social Commerce: The Next Normal?

May 27 - McKinsey : Covid19 Perspectives &  implications for consumer &  retail

May 28 - Swiggy & Zeotap Fireside chat: unpack customer intelligence

May 29 – Winning Tet 2021 post-pandemic (Vietnam) 

May 29 - There Is No Playbook For This…… Creativity & Content

June 5 - Next-Gen Creator Marketing: Influencing At Scale & New Audience Post Crisis (Vietnam)

June 5 - There Is No Playbook For This…… Digitisation & Consumption 

https://www.mmaglobal.com/webinars


Thank You!


