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Overview of the VCSI



1. Introduction to the VCSI

The VCSIis an indicator for assessing the qualitative growth of the national industrial economy. Its publication aims
to evaluate the current status of Vietnamese industries, promote customer-oriented management, and enhance

national competitiveness

Qualitative growth of Viethamese industry and securing corporate competitiveness via VCSI

Promoting
the qualitative

growth of
Viethamese
industries.

Basis for
enhancing
corporate

competitiveness

Enhancing
quality of
consumption.

Forecasting
future growth
potential.

Unlike GNP and GDP, which
measure quantitative growth, the
VCSI assesses qualitative growth,
developed using the KCSI
methodology through surveys

The VCSI results aim to assess
the current position of industries
and companies, serving as
foundational data for future

competitiveness improvement.

Each Companies can assess their
own competitiveness and improve
products and services, addressing
customer dissatisfaction, ultimately
enhancing quality of consumption.

Through VCSI results, companies
can predict future growth

potential and prepare accordingly
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2. Methodology for VCSI

The VCSI model is calculated with 30% overall satisfaction, 50% Perceived CX Factors (customer experience
quality), and 20% repurchase Intention. It includes 'product,’ 'service," and 'image,' with each item measured on a
7-point scale, calculating the Top 2% (responses rated 6 and 7).

Customer Journey Satisfaction by Detailed Elements

Overall
satisfaction

Purchase

Perceived
CX Factors

Installation Service =

Use
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Support o
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Medgsurement Criteria Repurchase
T Intention
Evaluation Scale
Highly Dissatisfied Neutral Highly Satisfied

The index is calculated by converting the Top 2 (6 and 7 points) response rates for each item
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3. VCSI Survey Structure

The VCSI survey confirms usage experience by industry or company, with satisfaction levels measured using a
Likert scale.

VCSI Survey Structure and Response Process

Step 1 Step 2 Step 3 Step 4 Step 5

Screening Screening Overall Perceived Repurchase

Question Question satisfaction CX Factors Intention
(Industry) (Company) (30%) (50%) (20%)

Have you recently used Which company have Considering all aspects * Wide product variety When purchasing
services in the [Indust t fl tl ' « Easy service processin [industry name] in the
) i you most frequently of [Company Name]'s Y p, 9 future, how likely are

Name] industry? (or most recently) products, services, and * Good staff attitude you to  purchase

purchased from or image, how satisfied * . [company name] again?

used services of in are you overall? * Prices are r(_easonable

for the quality

the [Industry Name] . .

. * High level of trustworthiness

industry?

N

Measuring satisfaction with
detailed experiences of
company products, services,
and brand image
(content varies by industry)
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2024 VCSI Results



1. Survey Design

The 2024 VCSI survey was conducted over approximately three weeks, targeting male and female consumers aged
18 and over residing in major Vietnamese cities (Hanoi, Ho Chi Minh City). The survey assessed satisfaction across
7 industries and 25 companies.

Section

Population

‘ Contents

Adults engaging in consumer activities in Vietnam(aged 18 and over)

Survey Area

Hanoi, Ho Chi Minh City

Sampling Method

Purposive Quota Sampling

Respondent Size

Total Respondents: 2,678

Survey Method

Online Survey

Survey Period

October 1, 2024 - October 24, 2024 (approximately 3 weeks)

Targeted Industries

A total of 7 industries (companies name listed alphabetically, with the number of companies in parentheses)

- Automobile (3): Hyundai, Kia, Toyota - Wireless phone service (3) :Mobifone, Viettel, VNPT

- Smartphones (4): Apple, Oppo, Samsung, Xiaomi - Hypermarket (4) : AEON Mart, Lotte Mart, Tops Market, WinMart

- Commercial Banks (3): MB Bank, Techcombank, VP Bank - Convenience Store (5) : Circle K, Family Mart, GS25, MiniStop, WinMart +
- International Banks (3): Citi Bank, HSBC, Shinhan Bank
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2. Overall Results

In the 2024 VCSI, the Commercial Banks industry recorded the highest satisfaction score at 80.3 points. This was

followed by Hypermarkets (65.6), Automobile (63.8), Wireless phone service (62.5), International Banks (61.1),
Convenience Stores (56.9), and Smartphones (56.5).

VCSlI results for the Overall industry

80.3

Automobile  Smartphones ~ Commercial ~ International ~ Convenience
Banks Banks Stores

Hypermarkets Wireless phone Overall Average
service
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3. Top-Ranked Companies by Industry

The analysis showed that Toyota(apan) and Oppo(china) ranked first in manufacturing, MB Bank (vietnam) and HSBC(uk)
in finance, WinMart+ and AEON Martwapan) in retail, and Mobifone in telecommunications.

VCSI Top-Ranked Companies by Industry

Section Industry Top Company Target Company (Brand)

1 Automobile Toyota Toyota(68.5), Hyundai(61.7), Kia(61.6)
Manufacturing

2 Smartphones Oppo Oppo(61.4), Apple(59.2), Samsung(53.8), Xiaomi(52.9)
3 Commercial Banks MB Bank MB Bank(81.5), Techcombank(81.3), VP Bank(78.0)

Finance
4 International Banks HSBC HSBC(67.9), Shinhan Bank(62.8), Citi Bank(53.3)
5 Convenience Stores WinMart+ WinMart+(62.6), Circle K(61.4), GS25(56.3), MiniStop(53.8), Family

Mart(50.1)

Retails
6 Hypermarkets AEON Mart AEON Mart(68.3), Tops Market(67.1) , WinMart(65.0), Lotte Mart(58.5)

Telecom 7 | Wireless phone service Mobifone Mobifone(64.2), VNPT(61.7), Viettel(61.1)
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4, Detailed Results by Industry @ Automobile

In the Automobile industry, Toyota ranked first with a score of 68.5. Toyota achieved the highest score in Perceived
CX Factors, while Hyundai, ranked second, received strong ratings for overall satisfaction.

Automobile VCSI Results

Overall 76.1
Satisfaction
(30%)
68.5 @ Hyundai
Perceived e 505
CX Factors : 536
(50%)
Repurchase 67.0 69.5
Intention 455
Toyota Hyundai Kia (20%) -
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4, Detailed Results by Industry @ Automobile

Toyota demonstrated an advantage in the fundamental quality of its vehicles, supported by high 'corporate trust,’
while Hyundai showed strengths in 'value for money' and 'options/additional features'.

Satisfaction with Detailed Elements (Customer Experience Attributes)

=0O=Toyota =O=Hyundai =O=KIA

085.2

QU116

0636

0550 Q 58:1 d 580 A 571

o557 '

7 543
7524 0514
O 467 0466
O 419

Noiselevel Ride Driving Performance  Break Interiorand  Fuel Purchase Warranty  service Interior/ Maintenance Repair  Optionsand  Price Reliability

comfort  stabilty oftheengine/  downs exterior  efficiency conditions mieage  attitudeof  Design quality costs additional  Relativeto

Transmission finishing thestaff features  Quality

11 Copyright by KMAC All rights reserved.



4, Detailed Results by Industry @ Smartphones

In the Smartphones industry, Oppo ranked first with a score of 61.4, followed by Apple (59.2), Samsung (53.8), and
Xiaomi (52.9). While Oppo ranked lower than Apple in overall satisfaction, it achieved higher scores in Perceived CX

Factors and Intention to Repurchase

61.4

Oppo

Smartphones VCSI Results

Apple Samsung Xiaomi

Overall
Satisfaction
(30%)

k2

Perceived
CX Factors
(50%)

L2

Repurchase
Intention
(20%)

63.6

Xiaomi

589

67.1 65.7
. . = .

559
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4, Detailed Results by Industry @ Smartphones

Oppo led in 'Reliability’ and quality, Apple in 'multimedia convenience,'" Samsung in 'battery performance' and
'malfunction’ and Xiaomi in 'after-sales service' and 'price.

Satisfaction with Detailed Elements (Customer Experience Attributes)

=0=0ppo =—©=Apple == Samsung Xiaomi

68.5

67.3

576

535

500

Quality Screen Sound Camera  Processing Multimedia Screen Touch Battery Design reakdowns AS PriceRelative  Reliability
ofthecall Clarity quality performs speed Convenience  Layout recognition  Performance toQuality
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4, Detailed Results by Industry @ Commercial Banks

MB Bank ranked first in Commercial Banks with 81.5, just ahead of Techcombank at 81.3. MB Bank outperformed
in overall satisfaction and element satisfaction, despite a lower intention to reuse.

Commercial Banks VCSI Results

815

81.3

Overall

Satisfaction

(30%)

k2

Perceived
CX Factors

(50%)

L2

84.6 835

Techcombank

i 776

87.6
Repurchase
Intention )
MB Bank Techcom VP Bank (20%)
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4, Detailed Results by Industry @ Commercial Banks

MB Bank excelled in 'Reliability," 'Stability,’ and Humanware, while Techcombank showed strengths in digital

elements such as 'Application’ and 'Online Banking.

Satisfaction with Detailed Elements (Customer Experience Attributes)

=O=MBBank =O=Techcombank ==©=VPBank

Variety of Loan Service Consultation Accuracyof Speedof Benefitsof — Facilities/
continuous environment
products thestaff Processing Processing transactions

finandal Convenience attitudeof Excellence  Service

Intemet  Security Fee Deposit/  Currency  Reliability
Banking (Protection, Appropriate  loan Exchange
(PC)  DataPrivacy, ness interest Convenience
etc) rates
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4, Detailed Results by Industry @ International Banks

In the International Banks sector, HSBC ranked first with a score of 67.9. HSBC outperformed in all VCSI
components, showing a notably higher intention to reuse compared to competitors.

International Banks VCSI Results

Overall 69.1 63.3
Satisfaction 550
(30%)
679 Shinhan Bank CitiBank
Perceived 645 616
CX Factors ' 522
. J_-_-_
Repurchase 74.5 65.1
Intention 53.3
HSBC  ShinhanBank  CitiBank (20%) . -
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4, Detailed Results by Industry @ International Banks

HSBC showed strengths across product, humanware, and hardware aspects, while Shinhan Bank excelled in digital
areas such as 'security,' 'application,’ and 'internet banking.

Satisfaction with Detailed Elements (Customer Experience Attributes)

=O=HSBC ==O=ShinhanBank ==©=Citi Bank
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Variety of Loan Service Consultation Accuracyof Speedof Benefitsof Faciites/  Easeof Applicaton Intemet  Security Fee Deposit/  Currency  Reliability

financial Convenience attitudeof Excellence  Service Service  continuous environment  Using Banking (Protection, Appropriate  loan Exchange
products thestaff Processing Processing transactions Automated (PC)  DataPrivacy, ness interest Convenience
Devices etc) rates
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4, Detailed Results by Industry ® Convenience Stores

WinMart+ ranked first in Convenience Stores with 62.6, leading in overall satisfaction. Circle K followed in second

with 61.4, excelling in intention to reuse at 72.4

Convenience Stores VCSI Results
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4, Detailed Results by Industry ® Convenience Stores

WinMart+ excelled in 'Product Variety' and 'Price Quality," Circle K in 'Convenience of Visit' and 'Reliability," and
GS25 in 'Hardware' and '"Humanware'.

Satisfaction with Detailed Elements (Customer Experience Attributes)

=O=\NinMart + =O=_Circle K =O=(G525

Q 724

0624

331

Product service  StoreFaciiies/  Display Convenience Product Variety of Varietyof ~ Convenience  Applicaton  Discounts/ PriceRelativeto  Reliability
Quality attitude Environment ~ conditio of Visit Variety PB Convenience  Facilities Rewards Quality
of thestaff Products Services
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4, Detailed Results by Industry ® Hypermarkets

In the Hypermarkets sector, AEON Mart ranked first with 68.3, leading in Perceived CX Factors. Tops Market

followed in second with 67.1

Hypermarkets VCSI Results

68.3
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4, Detailed Results by Industry ® Hypermarkets

AEON Mart excelled in product, humanware, and software aspects, while Tops Market showed strengths in 'Price
Relative to Quality' and 'Discounts/Rewards'.

Satisfaction with Detailed Elements (Customer Experience Attributes)

=O=AEON Mart =O=Tops Market
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213
Product Product Service Shopping Product Easeof Store  Convenience Accessbiity Parking  Easeof  Events/ Discounts Application  Price Price  Reliability
Quality ~ Variety attitudeof Information Freshness Exchange/R Fadiities/  Fadiities Convenience Checkout Promotiona /Loyalty Comparedto Relativeto
thestaff  Provision etum  Envionment [Offers  Rewards Competitors  Quality
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4, Detailed Results by Industry @ Wireless phone service

In the Wireless Phone Service sector, Mobifone ranked first with 64.2, leading in Perceived CX Factors. VNPT
followed in second with 61.7, and Viettel ranked third with 61.1

Wireless phone service VCSI Results

64.2

Mobifone VNPT Viettel
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4, Detailed Results by Industry @ Wireless phone service

Mobifone receives superior ratings compared to competitors in most categories, including ‘Variety of Pricing Plans’
VNPT shows strengths in ‘No Data Interruptions’ while Viettel excels in ‘Reliability’.

Satisfaction with Detailed Elements (Customer Experience Attributes)

=O==Mobifone ==O=VNPT =O=Vjettel

Reception CallQuality  Data Data NoData AppContent Varietyof CalCenter Branch/ Website's Mobie Application Membership Benefitsfor  Price Reliability
Connectivity Speed  Intemuptions  Usahility ~PricingPlans Agency  customer customer benefits  long-term  Relativeto
center center users Quality
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