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INTERNET USERS OVER TIME

NUMBER OF INTERNET USERS (IN MILLONS) AND YEAR-ON-YEAR CHANGE
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Cac thach thirc sinh ton véi bao chi

e Tin tlrc s6 an mon dan tin tlrc truyén thong, chia vun thi truong
* Tin tirc khong con la “ddc quyén” cda bao chi chuyén nghiép

* VViéc phan phoi/phat hanh tin tic 1é thudc rat nhiéu vao cac nén tang
cong nghé khong 16 (big tech)

* M hinh kinh doanh truyén théng (dua trén loi thé vé quy mo va mo
thirc truyén thong tir trén xuéng) khéng con thich hop



“Big tech” chi phoi lwu lwong giao thong
tin tuec
Changing gateways to news — all markets

75% (+2)
side-door access

Qio0a _new2017_rc.
Which of these wasthe
*AMAIN** way in which
YOU CaMe aCross News in
the last week?

Base: All= 85 969

Direct Social media Search Mobile alerts Aggregators Email

Ngudn: Bdo cdo Tin tic s6 2022, Vién Nghién ciru bdo chi Reuters, PH Oxford: http://www.digitalnewsreport.org.



http://www.digitalnewsreport.org/

Main gateways to news 2018-2022 aii countries

In aggregate terms, social overtook direct traffic in 2021. Though there are huge differences between countries.
Nordics still have very strong direct traffic, Lat Am and some Asia countries less so.

s Direct access to websites apps wSocial media access

MAINLY DIRECT (2022)
40%

4 Finland 65%
ﬂ% Norway 59%

32% \ ”,
30% & UK 46%

//>< -
23% MOSTLY SOCIAL (2022)

23%

i é Thailand 59%
) Philippines 51%

10% ﬁ Kenya 51%

aoa_new2m 7_rc. Which of these was the **MAIN** way in which you came
axossnews in the Lestwesk?
Base: All= 85,959

2018 2019 2020 2021 2022

Ngudn: Bdo cdo Tin tic s6 2022, Vién Nghién ciru bdo chi Reuters, PH Oxford: http://www.digitalnewsreport.org.



http://www.digitalnewsreport.org/

“Big tech” thong linh thi trwé&ng quang
cao so toan cau...
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Phi tin tirc con gian nan va bat dinh

Payment for online news may be levelling off? seiected 20 markets

Increases in Sweden, Australia, Germany and Austria but elsewhere growth limited or flat

pay of online news, average

4% +3pp
17% of 20 markets

!3“‘
+5pp
* 'Spp

NOR SWE FIN USA BEL AUS SUI DEN NLD IRE CAN GER POL AUT POR SPA [TA

a. Have youpaid for ONLINE news content, oraccessed  paicfor ONLINE news senviceinth ast year ? (This could be digtal subscrpton, combined digtalprint subscrition o ne offpayment foran atice or 3pp

ore-edttion) Rase = 2000 in each market

& Media subscriptions and by age - UK

w1824  W2534  W3544  WASS, WSS

Skews older

e —

TV streaming Music Audiobookfpodcasts Sports News

Ngudn: Bdo cdo Tin tirc s6 2022, Vién Nghién cttu bdo chi Reuters, DH Oxford: http://www.digitalnewsreport.org.
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20 website hang dau VN: bao chi
truyén thong & dau?

MOST-VISITED WEBSITES: SEMRUSH RANKING >

RANKING OF THE MOST-VISITED WEBSITES ACCORDING TO SEMRUSH, BASED ON TOTAL MONTHLY WEBSITE TRAFFIC IN NOVEMBER 202

TOTAL UNIQUE TIMEPER PAGES TOTAL UNIQUE TIMEPER PAGES
# WEBSITE VISITS VISITORS  VISIT  PER VISIT # WEBSITE VISITS VISITORS  VISIT  PER VISIT

01 GOOGLECOM 226M 17.8M 3M 558 4.99 11 VIETACK.COM 17.4M 3.64M 17M 03§ 229
02 YOUTUBE.COM 136M 16.4M 8M 145 3.16 12 DANTRIL.COMVN 17.2M 2.93M OM 165 501
FACEBOOK.COM 88.7M 11.0M 13M 12§ 5.08 13 XOSODAIPHAT.COM 16.7M 3.18M 18M 055 216
VNEXPRESS.NET 47.0M 573M 3M 06S 4.53 VIETNAMNETVN 14.2M 3.94M 20M 235 3.18
GOOGLECOMVN 30.6M 526M 17M 28§ 3.88 ZINGVN 13.9M 3.02M 12M 585 500
SHOPEEVN 30.0M 6.74M 2M 045 4.08 COINMARKETCAP.COM 13.3M 1.78M 21M 385 3.15
KENH14VN 24.2M 4.63M 15M 13§ 410 TUOITREVN 13.1M 3.45M IM 178 271
WIKIPEDIAORG 24.2M 7.43M 9M 435 1.82 BAOMOICOM 12.3M 2.68M 15M 485 503
24HCOMVN 242M 4.30M 5M 29§ 534 THEGIOIDIDONG.COM 11.2M 4.82M 12M 12§ 333

ZALO.ME 19.5M 4.72M 21M 00S 2.28 SOHAVN 10.7M 2.87M 13M 465 3.54

SOURCE NO STORS we i
COMPARABITY e T COMPAR gg%ial X KEPIOS




Top 10 bao so6 VN (8/2021-6/2022)
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Cau hoi song con
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Chuyén doi so6 la chuyén doi cai gi?

Strategy
People Organisation
DIGITAL
TRANSFORMATION
Customer Culture

Technology




Bat dau tir ba bai hoc qua khu

 Cham tré/chd quan trong viéc nhan ra tiém nang bao s6

* D3u tu thu dong va “chiéu 1&”
e “Xay rao” cho thj trudng truyén théng hon la dé khai pha co hdi méi
 Vd. “ruou ci trong binh mai” (bé nguyén xi san pham truyén théng I&n mang)

* Thi€u vang tinh than dan than/bt pha vi cdi mai
* giang co gitra bao vé cai cli va phat trién cai mai
* moi chién lwvgc d6i mdi khéng vuot khoi nén tang/tw duy cil
* hiém ¢6 no lyc nghién ctru va phat trién c6 hé théng
* thi€u hé théng dao tao va tu dao tao theo cai mai



Nhin thé gi®i s6 nhw co’ hdi hon 1a moi nguy

 Theo ddi tin tirc/thdi suw ludn 1a mot trong nhitng hoat ddng phd bién
nhat trong khéng gian s6

« Mbi trdng tin tirc ngay cang hon loan, giup day manh nhu cau tin tdc
chuyén nghiép

 Bdo chi truyén thédng ndi chung cé thé manh vé (a) thwong hiéu va (b)
ky nang/kinh nghiém khai thac, xdc minh va truyén tai thong tin

* CONg cu lam bdo cang ldc cang déi dao, da dang dé gidi quyét nhirng
han ché clia bdo chi truyén thong



MAIN REASONS FOR USING THE INTERNET MAIN REASONS FOR USING THE INTERNET o

PRIMARY REASONS WHY INTERNET USERS AGED 16 TO 64 USE THE INTERNET PRIMARY REASONS WHY INTERNET USERS AGED 4 USE THE INTERNET

VIENAM

STAYING IN TOUCH WITH FRIENDS AND FAMILY 714%
FINDING INFORMATION 69.0%
FOLLOWING NEWS AND CURRENT EVENTS 684%

'WATCHING VIDEOS, TV SHOWS, AND MOVIES

USTENING TO MUSIC

IDEAS

RESEARCHING HOW TO DO THINGS 9.2%
464
I 5.3%
Chemwonewreome K]

GAMING 394%
370%
| MANAGINGFNANes KB

o . we
are. ™| Hootsuite ° are. = XKEPIOS

social social
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MAIN REASONS FOR USING SOCIAL MEDIA MAIN REASONS FOR USING SOCIAL MEDIA o

PRIMARY REASONS WHY INTERNET USERS AGED 16 TO 64 USE SOCIAL MEDIA PLATFORMS PRIMARY REASONS WHY INTERNET ED 16 TO 64 USE SOCIAL MEDIA PLATFORMS

VIENAM

KEEPING IN TOUCH WITH FRIENDS AND FAMILY % KEEPING IN TOUCH WITH FRIENDS AND FAMILY 62.2%

SEEING WHAT'S BEING TALKED ABOUT 378%
361%

FINDING INSPIRATION FOR THINGS TO DO AND BUY L FINDING PRODUCTS TO PURCHASE 35.7%
FINDING PRODUCTS TO PURCHASE 3% 351%

MAKING NEW CONTACTS 34.0%

SHARING OPINIONS 33.9%
'SEEING CONTENT FROM YOUR FAVOURITE BRANDS | AcvimesForwork Kb
WORK-RELATED NETWORKING AND RESEARCH LOOKING FOR THINGS TO DO ORBUY 33.5%
221% FINDING CONTENT FROM BRANDS 325%
“‘“ BRITIES AND INFLUENCERS 30.4%
FOLLOWING CELEBRITIES OR INFLUENCERS 27%

9%

POSTING ABOUT YOUR UFE 204%
[ AVOIDING MISSING OUTONTHINGS FoMO) ______________ JAR}S 79%
[ SUPPORTING AND CONNECTING WiTH Goob causes RIS I, 277%

we . we
are. = Hootsuite [ are. = XKEPIOS
social social

98 of 300 ® Q 3k 52 0f 110 @ Q aF




Chuyén doi thanh “to hop truyén thdong”

» Thay ddi cach nhin vé chinh minh
* khong con la mot to bao hay nha dai ma la té hop/cdng ty tin tirc da
phwong tién, da nén tang, da thiét bi

- Da dang hoa thj triedrng (theo loai hinh/nén tang/thiét bi, dia ly,
dac diem nhan chung)

- Pa dang hoa nguén thu

« Xay dwng toa soan hdi tu thwe thu dé dit bd giang co cli-moi



Pa dang hoa nguon thu

Main revenue focus for 2022

Was 74%
in 2020

content, premium features or both) 79% f
Display advertising [ 756 & v
cvents [ 0%
e-commerce [ 30%
Funding from platforms (content _ o
licensing or innovation projects) 29%
Donations or crowdfunding (one-off or - o
recurring donations from consumers) 17%
Related businesses - 16%
Support from philanthropic -
funds/foundations 15%
Micropayment .5%

Other* . 5%

Q7. Which of the following digital revenue streams are likely to be important or very important for your company in 2022? Choose
all that apply. Base: Commercial publishers only. N=216. * Other = selling technology, parcel distribution, funding for fact-checking,
content syndication (and public funding).



Xay dwng toa soan hoi tu
* HOi tu nGi dung

* HOi tu cOng nghé
* HOi tu tac nghiép

* HOi tu nha bao-cong chung

* HOi tu khong gian toa soan






Bam theo dau chan céng ching qua div liéu

« Ngudi dung, khdng phai nha bao, kiém soat doc/nghe/xem cai gi,
o dau, khi nao
« Pon vi trao dbi khdng con 1a t& bao/kénh tin ma 1a tvng tac phdm riéng 1&
- Moi san pham phai dwa trén sy thau hiéu ngudi st dung trén

tirng nén tang va thiét bi
« S dung cac chi s6 doc/khan/thinh gia mot cach chién lwoc va tinh tao

« Tan dung Al va cac cdng nghé khac dé “ca thé hoa” ndi dung



Xem R&D nhw mét tat yeu

» Tan dung cong nghé mai cho quy trinh khai thac va thu thap
thong tin

* Theo doi va phan tich cac xu huo’ng st dung tin dé dé ra chién
lwo'c phat trién va phan phdi ndi dung...

« Thtr nghiém cac céng cu ké chuyén va thuat tin maéi trong doc gia

* Thir nghiém cac moé thire kinh doanh maéi



Nguy co’ I&n nhat van khéng phai la céng
nghé ma la sw cai cach nuwa voil

Greatest risk

Reluctance to innovate

New revenue / Business model
Competition / Business environment
Political instability

Consumers

Leadership

Google & Facebook

Source:

World News Media Outlook 2017 - Innovation Research Group, & WAN-IFRA



Xin cam on. M&i thao luan.



