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INTRODUTION

EXPERTISE/ LINH VUC:

Dietary supplements, nutrition & health care
Thuc pham chic ndng (TPCN), dinh dudng & cham sdéc suc khoe

VISION/ BINH HUGNG:

To become a trusted leading OEM/ODM partner
specializing in the production of high-quality health-care
products that meet international standards.

Life Gift is committed to delivering optimal health solutions
for every family, through the harmonious combination of
natural herbal ingredients and modern technology.

Trd thanh déi tac dang tin cay hang dau trong linh vuc OEM/ODM, san xuat
céc san pham cham séc suc khoe chat lugng cao, dat tiéu chuan quoc té.
Life Gift hudng t8i mang dén giai phap toi uu cho sdc khée moi nha, théng
qua su két hgp hai hoa gitta dudc liéu tu nhién va cong nghé hién dai.

TRAN VIET THANH - MBA

FOUNDER & CEO - LIFE GIFT VIETNAM
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SECTION 2

OVERVIEW AND POTENTIAL OF VIETNAM

TONG QUAN VA TIEM NANG VIET NAM
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TONG QUAN & TIEM NANG VIET NAM

DEMOGRAPHICS & INCOME
NHAN KHAU HOC & THU NHAP

Vietnam is currently one of the three most populous countries in Southeast Asia, with approximately 101.6 million people (2025)
and a population growth rate of around 0.5-0.6% per year

Viét Nam hién 13 1trong 3 quéc gia déng dan nhat Béng Nam A, vaéi ~101,6 triéu dan (2025), téc dé tdng dan sé duy tri ~0,5-0,6%/nam

2 ’ OVERVIEW AND POTENTIAL OF VIETNAM

Vietnam Population (1950 - 2025)

—— Vietnam Population

/

100,000,000
2025
m Vietnam Population: 101,598,527

80,000,000

60,000,000

40,000,000

20,000,000
19656 1960 1965 1970 1975 1980 1985 1990 1995 2000 2005 2010 2015 2020

(Worldometers, 2025) -




@z}} LIFE GIFT DEMOGRAPHICS & INCOME
NHAN KHAU HOC & THU NHAP

The population is rapidly aging — it is projected that by 2035, Vietnam will enter the category of an “aged
society”, leading to rising demand for products supporting cardiovascular health, bone and joint health, immunity, and hormones.

Dan s6 dang nhanh chéng gia hda — du bdo dén nam 2035, Viét Nam sé budc vao nhom “xa hoi gia”, kéo theo nhu cau cao vé san pham ho
trg tim mach, xuong khdp, mién dich & noi tiét to

11.9% 20% e

of Vietnam’s population is currently of the population are expected to of the older population self-assessed their
aged 60 years or older. be 60 years or older by 2035. health status as weak or very weak.
11.9% dan s6 Viét Nam hién nay 20% dan s6 dugc du bdo sé ti 60 tudi 56% ngudi cao tudi tu danh giad tinh trang
tlU 60 tudi trd [én tré [én vao nam 2035 sUc khoe cla minh la yéu hodc rat yéu.

¢
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A NHAN KHAU HOC & THU NHAP
BVT: VND

INCOME & PURCHASING POWER 10,7

THU NHAP & SUC MUA

Average worker income (H1/2025):
~ 315.15 USD/month, up 10.1% year-on-year

Thu nhap binh quan ngudgi lao déng H1/2025:
~8,3 triéu déng/thang, tang 10,1%

Quarter Il Quarter Il Quarter ll Quarter i Quarter ll
Urban areas: ~ 379.69 USD/month

2021 2022 2023 2024 2025
Thanh thi: ~10 triéu déng/thang

Average Monthly Income of Workers in the Period 2021-2025 (Quarter Il)
Thu nh3p binh quan clia ngugi lao ddng giai doan 2021 - 2025 (Quy 1)
Rural areas: ~ 273.38 USD/month

Nong thon: ~7,2 triéu dong/thang Vietnam's middle class (households earning above 700 USD/month) is
estimated to reach around one-third of the population by 2026, doubling
in size from current levels. (Eastspring Investments, 2023)

Male: ~ 353,12 USD/month
Nam: ~ 9,3 triéu déng/thang

Female: ~ 269.58 USD/month Tang Id’p trung |u'l,J c,ua \/Nlet .lﬂam (hfp gia dlr\h So‘thuv nhap tre,n 790
e o sk - USD/thang) dudc udc tinh sé chiém khoang 1/3 dan sé vao nam 2026, tic gap
N ~ 71 triéu dong/thang - e .
doi so vai hién tai. (Eastspring Investments, 2023)
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> With a large population, rapid aging, and steadily
increasing income, Vietnam has a solid foundation for
long-term health care demand, particularly in the mid- to
high-end market segments.

Dan s6 I18n — gia héa nhanh - thu nhap tang 6n dinh » tao nén
tang ving chac cho nhu cau cham séc suc khoe dai han, dac
biét trong phan khuc trung & cao cap.

» Vietnam is emerging as one of the most dynamic health
and wellness consumer markets in Southeast Asia, marked
by a growing trend of proactive health investment and
disease prevention awareness.

Viét Nam dang néi Ién nhu thi trudng tiéu dung suc khoe
nang déng nhat BPéng Nam A, v38i xu hudng dau tu cho suc
khde & phong bénh chi dong ngay cang rd nét.
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HEALTH AWARENESS & CONSUMER BEHAVIOR AFTER COVID-19
NHAN THUC & HANH VI TIEU DUNG SAU COVID

After the COVID-19 pandemic, 83% of Vietnamese consumers reported that they had changed their health priorities, shifting
toward a healthier lifestyle and proactive disease prevention (Herbalife Survey - Dan Tri, 2024).
Sau COVID-19, 83% ngudi Viét cho biét da thay dbi du tién suc khoe, hudng dén 16i s6ng lanh manh & phong bénh chd déng
(Herbalife Survey — Dan Tri, 2024).

The top four health goals among Viethamese consumers are

Trong dd, 4 muc tiéu hang dau

54% 53% 50% 50%

Boosting immunity Improvmg overall health Maintaining a healthy diet Enhancmg mental well-being
Tang cudng mién dich Cai thién suc khoe tong thé An udng lanh manh Suc khoe tinh than
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flﬁ\ HEALTH AWARENESS & CONSUMER BEHAVIOR AFTER COVID-19
NHAN THUC & HANH VI TIEU DUNG SAU COVID

The survey “Consumer Behavior on Healthy Food in COVID-19” (ResearchGate, 2024) indicates that:

Khao sat “Consumer Behavior on Healthy Food in COVID-19” (ResearchGate, 2024) cho thay:

e Ease of product accessibility and concerns about COVID-19 have driven consumers to

purchase healthier foods.

Dé ti€p can san pham & lo ngai COVID-19 thuc day hanh vi mua thuc pham lanh manh.

e However, high prices and safety concerns remain the main barriers to consumption.
Tuy nhién, gia cao & lo ngai an toan van la rao can chinh.

—® Viethamese consumers
are more concerned about overall health,
Quan tam hdn
dén suc khoe tong thé

—— e Are fmore attentive
to mental health
Quan tdm han
dén suc khoe tinh than

—— Are focused on immune
system strength.
Quan tam hon
dén dé khang cd thé.
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DIETARY SUPPLEMENT
CONSUMPTION BEHAVIOR:

HANH VI TIEU DUNG TPCN

p Vietnamese consumers are purchasing dietary supplements
more frequently, with vitamins and international brands being
the most preferred choices (Nature Scientific Reports, 2023).

Ngudgi Viét mua TPCN thudng xuyén hgn, dac biét vitamin & san
pham thudng hiéu quéc té dugc ua chudng (Nature Scientific
Reports, 2023).

Nearly 50% of Gen Y and Gen Z stated that the pandemic
prompted them to adopt healthier eating habits and use dietary

supplements more regularly (Vietcetera, 2024).

Gan 50% Gen Y & Gen Z cho biét dai dich khién ho chuyén sang thuc

pham lanh manh va bd sung TPCN thudng xuyén (Vietcetera, 2024).

HEALTH AWARENESS & CONSUMER BEHAVIOR AFTER COVID-19
NHAN THUC & HANH VI TIEU DUNG SAU COVID

Motivators of healthy eating—by age groups
Q: What factors would influence you to eat healthier?

WAl BlGenzZ GenY

All GenZ GenY

COVID-19 made me reconsider my

eating habits 44%

Gaining more knowledge about healthy
eating

Having close ones (friends, family, etc.)
practicing healthy eating

Gaining more skills in cooking healthy
food

Ingredients being more conveniently
accessible to me

Healthy ingredients being cheaper

Watching a celebrities/influencer eating
healthy

Availability of healthy food restaurants

Having a coach

48%
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SECTION 3

OVERVIEW OF VIETNAM'’S DIETARY
SUPPLEMENT MARKET

TONG QUAN THI TRUSNG TPCN VIET NAM
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OVERVIEW OF VIETNAM'S DIETARY SUPPLEMENT MARKET
TONG QUAN THI TRUONG TPCN VIET NAM
MARKET SIZE & GROWTH
QUY MO TANG TRUGNG TH| TRUGNG
~1,953.6
Market size in 2024: ~ 887.5 million USD 2000 MUlGMIEISD

Forecast for 2033: approximately 1,953.6 million USD
(CAGR, 2025-2033): around 8.21% per year
Forecast period: 2025-2033 1500 |-

~887.5

Quy Mo thi trudng nam 2024: ~ 887.5 triéu USD Million USD

Du bao 2033: ~ 1,953.6 triéu USD 1000 I~
Toc dd tang trudng kép (CAGR) 2025-2033: ~8,21%/nam
Giai doan du bdo: 2025-2033 500 +

2024 ~ Year

Compound Annual Growth Rate (CACR, 2025-2033):

Around 8.21% per year

;




@ T MARKET SIZE & GROWTH

24 QUY MO TANG TRUGNG THI TRUSNG

This represents a high and stable growth rate, exceeding The market's expansion is driven by the growing
the Southeast Asian regional average of around 6-8%. middle class and increasing health awareness
Pay la muc tdng trudng cao va 6n dinh so vai trung binh khu following the COVID-19 pandemic. At the same time,
vuc Béng Nam A (~6-8%). the rise of e-commerce platforms and online health
consultation services has significantly enhanced

Around o 6_8% consumer accessibility and market reach.

Su tdng trudng dudc thuc day bdgi tang Iép trung luu
mad réng va nhan thuc sdc khoe tang manh sau
COVID-19. Song song doé la su phat trién kénh thucng
mai dién tU & tu van truc tuyén gidp md rong kha nang
ti€p can ngugdi tiéu dung.
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PRODUCT TRENDS & CONSUMER PURCHASING BEHAVIOR
IN THE VIETNAMESE MARKET

XU HUSNG SAN PHAM & HANH VI MUA HANG CUA TH| TRUGNG VIET NAM

MAIN PRODUCT STRUCTURE
CGO CAU SAN PHAM CHINH

4 ™
According to IMARC Group (2024), the most common Vietnam Dietary Food Supplements Market Segmentation
product categories include multivitamins, calcium, iron, by Product Type (in value %)

vitamin D, fish oil, and herbal supplements such as

ginseng and echinacea. Vietnam Dietary Food Supplements Market
Vietnam Dietary Supplements Market Segmentation by Product Type

Theo IMARC Group (2024): nhém phd bién gdm
multivitamin, calcium, sat, vitamin D, dau c3, san pham thao
dugc (nhan sam, echinacea...).

Vitamins & Minerals

a . a . Herbal Supplements
Vitamins and minerals remain the largest market Market

segment, followed by herbal products, proteins & amino Segmentation Protein & Amino Acid

acids, probiotics, and omega supplements. rabiiatic Supglemierts

Vitamin & khoang chat van la phan khuc I8n nhat, tiép theo Omega Fatty Acids
la thao dugc, protein & amino acid, probiotics, omega

Sources : Ken Research Analysis

\ K I<eEN RESEARCH /

;




PRODUCT TRENDS & CONSUMER PURCHASING BEHAVIOR
IN THE VIETNAMESE MARKET
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MAIN PRODUCT STRUCTURE
CO CAU SAN PHAM CHINH

In 2017, only about 21% of the population used dietary Import value of health supplement products into Vietnam, 2013-2022 (unit: billion US Dollar, %)

supplements; by the end of 2022, this figure had
exceeded 60% (B-Company)

e 3gey  35%

1.0
Nam 2017, chi ~21% dan s6 dung TPCN; dén cudi 2022, 0.8 ~ '.
con sO nay vugt 60% (B-Company) 0.6 o
1.5
0.4 (
Domestic products now account for 60-80% of 1.0
market share, reflecting strong and growing local i 0.5
manufacturing capabilities. 0.0 0.0%
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022
Sén phém n6| dla h|én Chlém 60-80% thl phén,ChO théy lotal import value into Vietnam  ==@==Percentage of import value into Vietnam from Japan

nang luc san xuat trong nudc ngay cang ving.
Source; ICT' (HS code; 210690)
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QJ J XU HUGNG SAN PHAM & HANH VI MUA HANG CUA THI TRUSNG VIET NAM

MAIN PRODUCT STRUCTURE
CO CAU SAN PHAM CHINH

Main influences on purchasing decisions: Friends and family (74%), Salespersons (40%), Pharmacists (26%)
Ngudn anh hudng dén quyét dinh mua: ban bé/gia dinh (74%), ngudi ban (40%), dudc si (26%).

Friends and family Salespersons Pharmacists
—® Ban bé&/Gia dinh —_® Ngudiban o mifele]

;
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CONSUMER BEHAVIOR & PURCHASING PATTERNS
HANH VI TIEU DUNG & MUA HANG

Consumers have purchased Made more than 3 Plan to buy online Willing to recommend
dietary supplements or purchases per year in the future products to others
medicine online within the )
past 12 months Thuc hién Du dinh mua online San sang gidi thiéu ngudi khac
>3 1an mua/nam trong tuang lai

Ngugi tiéu dung tung mua
TPCN hoac thudc online
trong 12 thang qua

—__————_
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& j XU HUSNG SAN PHAM & HANH VI MUA HANG CUA THI TRUGNG VIET NAM

TOP REASONS FOR ONLINE PURCHASING
LY DO MUA ONLINE

85%

Convenience Time flexibility No location restrictions
Tién loi Linh hoat thdi gian Khéng gidi han dia diém

MAIN CONCERNS
LO NGAI CHINH

Counterfeit products Misinformation Lack of quality control
Hang gia Thoéng tin sai léch Thiéu kiém soat chat lugng

;
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DISTRIBUTION CHANNELS
KENH PHAN PHOI

Traditional Channels (OTC/ETC - MT/GT)
KENH TRUYEN THONG (OTC/ETC — MT/GT)

Traditional channels — encompassing OTC (Over-the-Counter)/ETC
(Ethical Prescription Channel) and Modern Trade (MT) / General
Trade (GT) — remain the dominant distribution system for dietary
supplements in Vietnam.

Kénh truyén théng—bao gom OTC/ETC va MT/GT—van déng vai trd chu
dao trong phan phoi TPCN tai Viét Nam.

According to Globe Newswire (2024), the vitamins and dietary
supplements segment accounts for approximately 22.46% of
the total market share of the over-the-counter (OTC) consumer
health products market in Vietnam.

Theo Globe Newswire (2024), nhém vitamin va thuc pham boé sung
chiém khoang 22,46% tong thi phan cua thi trudng san pham cham
soc suc khoe OTC tai Viét Nam.
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Traditional Channels (OTC/ETC - MT/GT)
KENH TRUYEN THONG (OTC/ETC — MT/GT)

The expansion of the OTC channel and the integration of dietary supplements into drugstores, supermarkets, convenience stores
and modern chain systems help brands reach consumers better—especially popular products such as vitamins, calcium, collagen,
digestive..

Viéc kénh OTC md rong va tich hdp san pham TPCN vao hé théng nha thudc, siéu thi, clia hang tién Igi va hé théng chudi hién dai gidp
thugng hiéu tiép can ngudi tiéu dung tét han—dac biét sdn pham phd thdng nhu vitamin, canxi, collagen, tiéu hda..
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Traditional Channels (OTC/ETC - MT/GT)
KENH TRUYEN THONG (OTC/ETC — MT/GT)

For example: Pharmacity, Long Chau, An Khang, Medicare, and

Guardian are modern pharmacy chains that are expanding into Pharmaat A NHA THUOC -
the dietary supplement segment; CoopMart, Lotte, and WinMart y rrretsi LONG CHAU

have integrated additional health product lines into their
supermarket systems.

Vi du: Pharmacity, Long Chau, An Khang, Medicare, Guardian

la cac chudi nha thuéc hién dai dang md rong mang TPCN;
CoopMart, Lotte, WinMart tich hgp thém dong san pham suc khoe
trong hé théng siéu thi.

love your life

cp

CO.OpP mart

@ NHA THUOCG medicare

guardian

Modern pharmacy chains have become important “health
touchpoints,” connecting professional consultation with
product commercialization.

[ J
Cac chudi nha thudc hién dai d3 trd thanh “diém cham stic khoe” 0 LOTTE Mart W"‘]Mart

guan trong, két ndi gitia tu van chuyén maén va thudng mai héa san
pham

;

TUOI NGON THUONG HANG!
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MULTI-LEVEL MARKETING (MLM) CHANNEL
KENH BAN HANG DA CAP (MLM)

Revenue in 2024 In the first half of 2025
Doanh thu 2024 6 Thang dau 2025

~ 640 Million USD

N ; The top 5 companies . . - .
16.8 Ty VND S craunted Top With Herbalife holding approximately

~ 760.000 over 93% of total sales 53% market share

participants Top 5 doanh nghiép chiém ~93% doanh thu Trong d6 Herbalife chiém ~53% thi phan.
Ngudi tham gia

As of mid-2025, only 16 companies remained
Dietary supplements p 92% licensed by the Ministry of Industry and Trade.
& cosmetics made up Tinh dén gitta 2025, chi con 16 doanh nghiép dugc
TPCN & MY PHAM 1ge] NelnYoY:\N Ry [Vl Bc Cong Thuong cap phep.

NGANH MLM

(Source: moit.gov.vn; An Ninh Thu Do Newspaper, 2025)
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MULTI-LEVEL MARKETING (MLM) CHANNEL
KENH BAN HANG DA CAP (MLM)

For example: Herbalife, Amway, Nuskin, Unicity — are all leading brands in the dietary supplements - health - beauty
segment.

Vi du: Herbalife, Amway, Nuskin, Unicity — déu la cac thuong hiéu dan dau trong phan khic TPCN - suc khde — lam dep.

NETEALEE Amway Qp NSk, UNICITY

These companies operate large-scale consultant networks, focusing on product knowledge training and building loyal
user communities.

Cac doanh nghiép nay van hanh hé théng tu van vién quy moé Ién, chd trong huan luyén kién thic san pham va to chuc céng
dong ngudi dung trung thanh.

PP MLM remains the most influential channel affecting dietary supplement consumer behavior in Vietnam, especially in
beauty and weight management products.

PP MLM van 1a kénh cé anh hudng sau rong nhat dén hanh vi tiéu dung TPCN tai Viét Nam, ddc biét 3 nhém san pham lam dep
va kiém sodat can nang.

___————_
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E-COMMERCE & SOCIAL COMMERCE
THUONG MAI BIEN TU & SOCIAL COMMERCE

CrTikTOk Shop First 6 months of 2025 ﬁ Shopee

6 Thang dau 2025

Total transaction value (GMV) of 4 major Leading the health and beauty segmen
e-commerce platforms reaches Dan dau mang suc khoe — lam dep
Tong gid tri giao dich (CMV)
cla 4 san TMPT Ién

420/ Market share s 8‘5 bil\“"!‘ USD 550/ Market share
O hiphan ~222.1 Nghin ty VND O hiphan

Consumer behavior: Viethamese people, especially Gen Z, prefer video-commerce and livestream product consultation; purchasing
decisions are strongly influenced by KOL/KOC.

Hanh vi tiéu dung: Ngugi Viét, dac biét nhém Gen Z, ua chudng video-commerce va livestream tu van san pham,;
cac quyét dinh mua hang chiu anh hudng manh ti KOL/KOC.

—
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THUGONG MAI BIEN TU & SOCIAL COMMERCE

droppii

Droppii is an e-commerce "dropshipping” platform that enables hundreds of thousands of individuals to run their own businesses
selling dietary supplement products without the need for initial inventory investment or stock management. Droppii manages op-
erations, warehousing, delivery, and order reconciliation, while sellers receive professional training in health consulting and per-
sonalized marketing.

Droppii |a nén tang thudng mai dién ti theo mé hinh "dropshipping", cho phép hang tram nghin ngugi kinh doanh céc san pham TPCN

ma khéng can von nhap hang hay quan ly ton kho. Droppii ddm nhiém van hanh - kho - giao hang - déi soat, trong khi ngudsi ban dugc
dao tao vé tu van sdc khoe va marketing ca nhan hoa

;
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THUONG MAI DIEN TU & SOCIAL COMMERCE

J'TikTok Shop [ Shopee Live

TikTok Shop & Shopee Live: serve as launchpads for many domestic dietary supplement brands such as BeHealth, LiveWell,
NewGift, DHC, and Blackmores, through health consultation livestreams or authentic product reviews.

TikTok Shop & Shopee Live: la “bé phéng” cla nhiéu thugng hiéu TPCN ndi dia nhu BeHealth, LiveWell, NewGift, DHC, Blackmores,
théng qua mé hinh livestream tu van suc khoe hodc review thuc té.

E-commerce and social commerce are becoming the fastest-growing channels, enabling brands to reach consumers
directly, shorten the customer journey, and enhance transparency.

E-commerce & social commerce dang trd thanh kénh tang trudng nhanh nhat, giup thudng hiéu ti€p can truc ti€p ngudi tiéu
dung, rdt ngan hanh trinh trai nghiém va tang kha nang minh bach.

;
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TECHNOLOGY & Al IN SALES
CONG NGHE & Al TRONG BAN HANG

After COVID-19, Al and digital transformation have become the main driving forces of the health and
dietary supplement industry.
Sau COVID-19, Al va chuyén doi so tré thanh déng luc chinh cda nganh sudc khoe va TPCN.

Vietnamese consumers search and compare dietary supplement products online before
purchasing; video commerce and health consultation livestreams dominate the market
(YouNet ECI Report 2025).
o Ngugi tiéu dung Viét tra clu & so sanh san pham TPCN truc tuyén trudc khi mua;

video-commerce va livestream tu van suc khoe chiém uu thé (YouNet ECI Report 2025).
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CONG NGHE & Al TRONG BAN HANG

Al in customer consultation & care
Al tuU van & cham séc khach hang

P Enterprises have adopted chatbots and Al Coaches to provide
nutrition advice, usage reminders, and personalized product
combo suggestions based on customer profiles.

Doanh nghiép da Ung dung chatbot & Al Coach dé tu van dinh
dudng, nhac lich dung, ggi y combo san phdam theo hé so ca nhan.

p E-commerce platforms leverage Big Data to recommend
products according to search behaviors (“collagen,” “detox,”
“liver support,” “immune boost,” etc.).

Céc san TMBPT khai thac Big Data dé dé xuat san pham theo hanh vi
tim kiém (“collagen”, “detox”, “bd gan”, “tang dé khang”...).
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CONG NGHE & Al TRONG BAN HANG

Al in customer consultation & care
Al tu van & cham soéc khach hang

020 - Online to Offline: pharmacy chains are gradually integrating
online ordering platforms, video consultations with pharmacists,
2-hour express delivery, and customer data storage for personalized
product recommendations.

020 - Online to Offline: Chudi nha thudc dan tich hdp nén tang dat hang
truc tuyén, tu van dudgc si qua video, giao nhanh trong 2 gid, déng thai luu
ho s khach hang dé ggi y san pham phu hgp.
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CONG NGHE & Al TRONG BAN HANG

Emerging trends
XU HUONG MJI

p Personalization of health products and solutions based on biometric data
and lifestyle patterns.

Ca nhan hda san pham & giai phap suc khoe dua trén d liéu sinh hoc, 16i séng.

P Integration with national health databases (Decree No. 102/2025/NB-CP)
opens pathways for dietary supplements to participate in the digital
healthcare ecosystem.

Két ndi d liéu y té qudc gia (Nghi dinh 102/2025/NB-CP) ma dudng cho TPCN
tham gia hé sinh thai cham séc suc khoe soé.

p Al is transforming Vietnam’s dietary supplement industry from
mass-market products to smart, personalized nutrition solutions that are :
connected through health data. RN

.

eoccccccce [lIIIIIIIIII
LTI AR AAICCAAR

Al dang giup nganh TPCN Viét Nam chuyén tu “san pham dai tra” sang “giai
phap dinh dudng théng minh — cad nhan hoa — két néi d{ liéu suc khoe.”
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RESEARCH TRENDS IN HEALTH
SOLUTION PACKS

XU HUGNG NGHIEN cUU BO GIAI PHAP SUC KHOE
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XU HUGONG NGHIEN cUU BO GIAI PHAP SUC KHOE

4 | RESEARCH TRENDS IN HEALTH SOLUTION PACKS

Instead of focusing on individual functional products, Vietnamese
enterprises are shifting toward researching “comprehensive health
solution packs” - groups of products designed according to specific
organs or health issues, helping consumers easily choose and use
them in the long term.

Thay vi tap trung vao ting san pham chuc nang riéng &, cadc doanh
nghiép Viét Nam dang chuyén hudng sang nghién clu “bé giadi phap
stic khoe tron géi” — nhém san pham dugc thiét ké theo co quan hoac
van dé suc khoe cu thé, giup ngudi tiéu dung dé dang lua chon va su
dung lau dai
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MAIN RESEARCH DIRECTIONS IN VIETNAM (2024-2025)
HUGNG NGHIEN CUU CHU BAO TAI VIET NAM (2024-2025)

Cardiovascular & Blood Pressure
Tim mach & Huyét ap

Application of natural antioxidant and cholesterol-lowering
herbs such as Sophora japonica (Rutin), nattokinase, and green
tea extract; targeting middle-aged and elderly groups.

Ung dung thao dugc chéng oxy héa & ha cholesterol tu nhién
nhu hoa hoe (Rutin), natto kinase, chiét xuat tra xanh; hudng
t8i nhém trung nién & ngudi cao tudi.

Liver & Detoxification

Gan & Giai doc

Detox, liver protection, and alcohol-detox products use
Vietnamese medicinal herbs such as Solanum procumbens,
Artichoke, Phyllanthus amarus, and Gynostemma

Cac san pham detox, bao vé gan, giai rucu st dung dugc liéu
Viét nhu Ca gai leo, Atiso, Diép ha chau, Gido ¢é lam — nhém co
nhu cau tiéu thu tdng manh sau dich.

Digestive & Immune Health

Brain & Memory
Nao bd & Tri nhd

Combining traditional herbs (Ginkgo biloba, Ginseng, Turmeric)
with Fucoidan to improve circulation and enhance cognitive
function - supporting the “Healthy Aging” trend.

K&t hgp thao dugce truyén théng (Bach qua, Nhan sam, Nghé)
v@i Fucoidan, gitp cai thién tuan hoan va tdng cudng chuic
nang nhan thuc - phuc vu xu hudng “Healthy Aging”..

Tiéu hoa & Mién dich \
Featuring domestic probiotic lines (Lactobacillus, Bifidobacterium,
Bacillus subtilis) combined with Ginger and Curcuma zedoaria
addressing the need to support gut microbiota, reduce bloating,

and alleviate digestive disorders.

N&i bat v8i dong probiotic ndi dia (Lactobacillus, Bifidobacterium,
Bacillus subtilis) két hop gling va tam lang — dap Ung nhu cdu bd sung
hé vi sinh, gidm day hai, réi loan tiéu hoa. /

Bone & Joint Health
Xudng & Khdp

Developing product lines combining Calcium + Collagen +
Vitamin D3 and bioactive ingredients such as Aquamin F
(derived from Irish seaweed), targeting middle-aged
individuals and women over 35.

Phat trién dong Calcium + Collagen + Vitamin D3 va nguyén liéu
sinh hoc nhu Aquamin F (tU tao bién Ireland), hudng téi ngugi
trung nién & phu nd sau 35 tudi. /
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MAIN RESEARCH DIRECTIONS IN VIETNAM (2024-2025)
HUGNG NGHIEN CUU CHU BAO TAI VIET NAM (2024-2025)

Kidney & Urinary Health Beauty & Anti-Aging
Than & Tiét niéu Lam dep & Chong lao hoa \
Enhancing product lines for kidney protection and male vitality Collagen peptides, Hyaluronic Acid, Glutathione, L-Cystine, and
with Desmodium styracifolium, L-Arginine, and Coenzyme Q10 - Vitamins C & E are currently the highest-revenue product groups in
- targeting stressed workers and men over 30. Vietnam’s e-commerce market in 2025 (YouNet ECI Report).
Tang cudng nhém san pham bdo vé than - sinh ly nam vaéi Kim ooooo ; : ; : ; : :
tién thao, L-Arginine, Coenzyme Q]O — khai thac nhém ngudi lao Collaggn pe’ptldezAI,—lyaluron|c Acid, Glutalthlone, L-gyst|ne, VISR CAE
A ! B ' dang la nhédm chiém doanh thu cao nhat TMDT Viét Nam 2025 (YouNet
déng cang thang, nam gidi sau 30. ECI| Report
port). /
Endocrine & Reproductive Health
N&i ti€t & Sinh ly Weight Management
The demand for female hormone balance and restoration is Ki€ém soat can nang
rapidly increasing, with a growing trend of using Epimedium The “Weight Wellness” trend focuses on fat reduction while
72 (Horny Goat Weed), Morinda officinalis, Ginseng, and Deer maintaining energy levels; popular ingredients include Caffeine,
7 ’ A Velvet as natural alternatives to synthetic hormones. L-Carnitine, Green Tea Extract, and Garcinia Cambogia.
Nhu cau phuc hdi néi tiét té nt tang manh; xu hudng dung Dam Xu hudng “Weight wellness” — giam ma nhung van duy tri nang
dudng hoac, Ba kich, Nhan sam, Nhung hudu thay thé hormone luong; phé bién vai Caffeine, L-Carnitine, Green Tea Extract,

téng hap. / Garcinia Cambogia.
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OPPORTUNITIES & CHALLENGES FOR BUSINESSES

CO HOI & THACH THUC DOANH NGHIEP

CHALLENGES

THACH THUC
STANDARDIZATIQN & STRICT ER QUALITY CONTROL Mandatory GCMP
CHUAN HOA & SIET QUAN LY CHAT LUGONG 2019 CHUAN GMP BAT BUOC
. = i Facilities reducedb/ Cd s3 giam
GMP is mandatory from 2019; the number of qualified facilities has
decreased from 4,000 to ~300. " 4000 to ~ 300
GMP bat budc tt 2019; ¢4 s& dat chudn gidm tt 4.000 » ~300. AuCRg con

Strictly manage labels - advertising - announcement of uses (Decree STRICT CONTROLI QUé n |y ch ét

15/2018, Circular 43/2022).

Quan ly nghiém nhan — quang cdo — cdng bé cdng dung -
(ND 15/2018, TT 43/2022). ——

Product registration Labeling, Advertising
Cong bo Nh&n mac Quang céo

—
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CHALLENGES
THACH THUC

FIERCE COMPETITION WITH FOREIGN & GRAY GOODS

e et 2 o4 : , Imported products:
CANH TRANH KHOC LIET VOI HANG NGOAI & HANG XAM

Hang nhap khau:

~40 -45%

Market share
Thi phan

Imported goods account for ~40-45% of the market share
(Japan, USA, Korea).
Hang nhap khau chiém ~40-45% thi phan (Nhat, My, Han Qudc).

Hand-carried and counterfeit goods reduce consumer confidence
Hang xach tay & gid lam gidm niém tin ngudi tiéu dung.
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CHALLENGES
THACH THUC

LIMITATIONS IN R&D & DOMESTIC BRANDS The industry is entering a “gold-from-sand
HAN CHE VE R&D & THUGNG HIEU NOI BIA filtering” phase - only businesses that are
transparent, standardized, and invest in

Small businesses lack capital, experts & medical marketing capacity. R&D will be able to break through.
Doanh nghiép nho thiéu von, chuyén gia & nang luc marketing y hoc.
Nganh dang budc vao giai doan “loc vang
The value chain is not yet closed from research - production - brand. khoi cat” - chi doanh nghiép minh bach,
Chudi gia tri chua khép kin tU nghién clu - san xuat - thucng hiéu. chuan héa & dau tu R&D mai co thé but pha
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OPPORTUNITIES

S0 e ~23-2.5
Billion USD

EXPANDING MARKET & RISING DEMAND
THI TRUGNG MG RONG & NHU CAU TANG MANH

Market size estimated at ~ 2.3-2.5 billion USD (2025), with a
CAGR of ~8-10% per year.
Quy Mo thi trudng ~2,3-2,5 ty USD (2025), CAGR ~8-10%/nam.

A population of over 100 million and a rapidly growing middle
class are driving sustainable health consumption.

Dan sé >100 triéu; tang I8p trung IUu tang nhanh - tiéu dung suc | MARKET SIZE

QUY MO THI TRUGNG TPCN

2025

khoe bén ving.

CAGR ~8 - 10%

PER YEAR

(Source: Vietnam Report 2025; Ministry of Health)
(Nguon: Vietnam Report 2025; B& Y té)
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OPPORTUNITIES & CHALLENGES FOR BUSINESSES
CO HOI & THACH THUC DOANH NGHIEP

OPPORTUNITIES

CO HOI

FAVORABLE POLICIES & DIGITAL HEALTH TRANSFORMATION
CHINH SACH & CHUYEN BOI SO Y TE THUAN LG

The government is promoting digital healthcare, electronic medical
records, and product traceability.

Chinh phu thuc day cham soéc suc khoe s6, hd sa vy té dién td & truy xuat
ngudn goc.

Trade agreements such as CPTPP, EVFTA, and RCEP pave the way for
exporting internationally certified products.

Hiép dinh CPTPP, EVFTA, RCEP md dudng xuat khau san pham dat chuan
qudc té.

(Source: Ministry of Industry and Trade; Decree 102/2025/ND-CP)
(Ngudn: B6 Cong Thusng; Nghi dinh 102/2025/ND-CP)

Product traceability. Digital healthcare,

Z e % @ \\
b / e s \
/ \ ; P N \
/ / (8 \
[ | [
‘

Exporting internationally certified products.
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OPPORTUNITIES
CC HOI

BOOMING COLLABORATION & INNOVATION
HGOP TAC & DOI MSI SANG TAO BUNG NO

Enterprises are partnering with research institutes, universities, and
tech startups to develop “personalized” health products.

Doanh nghiép lién két vién — trudng — startup cong nghé phat trién san
pham “may do”".

The One-stop-solution model (R&D - production - legal - marketing) is
becoming a new trend.

Mo hinh One-stop-solution (R&D — san xuat — phap ly — marketing) tré thanh
xXu huédng mdi.

This is a “golden window” for Vietnamese enterprises to rise from
OEM manufacturing to brand innovation

“Cla s6 vang” cho doanh nghiép Viét vuaon [én tU OEM sang sang tao
thucng hiéu.
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“ONE-STOP SOLUTION” MODEL

MO HINH “ONE-STOP SOLUTION"
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6 ‘ ONE-STOP SOLUTION"” MODEL

MO HINH “ONE-STOP SOLUTION"

Objective: To shorten time-to-market,
minimize legal and operational risks for
partners, and allow them to focus on sales
capabilities.

+J30 R&D formulation
-, R&D cbng thuc

Muc tiéu: rdt ngan time-to-market, giam rui ro
phap ly-van hanh cho déi tac, tap trung vao
nang luc ban.

@ GMP/ISO/HACCP manufacturing & packaging
San xuat - déng g6i GMP/ISO/HACCP
~

@ Legal registration & product declaration
Phap ly - cdng bo

&)

e : .
Life Gift becomes a “launchpad” for Vletnamese\
enterprises to enter international markets - where ideas

Distribution & export support. are transformed into real products.
HG trg phan phdi - xuat khau Life Gift trd thanh “bé phéng” cho doanh nghiép Viét budc
ra thi truéng quoc té - nai y tudng dudc chuyén hoéa thanh

san pham that.
N J

—

I-uw
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HOAT DPONG NGHIEN CUU VA PHAT TRIEN SAN PHAM
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7 ’ PRODUCT RESEARCH AND DEVELOPMENT

HOAT BDONG NGHIEN CUU VA PHAT TRIEN SAN PHAM

BYEALCO HEALTH SUPPLEMENT
A PRODUCT PROVEN SAFE THROUGH EXPERIMENTAL RESEARCH

THUC PHAM BAO VE SUC KHOE BYEALCO e :
SAN PHAM BUGC CHUNG MINH AN TOAN QUA NGHIEN CUU THUC NGHIEM

th supple
Over the past year, Life Gift has conducted research and \.\ea\ P Meng

development on ByeAlco, a product designed to support liver
protection and alcohol detoxification. The formula combines natural
herbal extracts with hepatoprotective bioactive compounds
selected from modern pharmacological studies.

Trong nam vUa qua, Life Gift d& nghién clu va phat trién ByeAlco - san
pham ho trg bao vé gan va gidi doc rugu, két hgp gitia thdo dugc thién
nhién va hoat chat bdo vé té bao gan dugc chon loc tU cac nghién clu
dugc ly hién dai.

The product has undergone preclinical testing on white mice to
evaluate its safety and hepatoprotective effects.

San pham da dugc thi nghiém lam sang trén chudt nhat trang nham
danh giad tinh an toan va tdc dung bao vé gan.

—
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A PRODUCT PROVEN SAFE THROUGH EXPERIMENTAL RESARCH

\L

’ THUC PHAM BAO VE SUC KHOE BYEALCO
SAN PHAM BUGC CHUNG MINH AN TOAN QUA NGHIEN CcUU THUC NGHIEM

White mice were administered the product orally at
gradually increasing doses (0.2 mL per 10 g body weight).
After 14 days of observation, all mice remained healthy,
exhibited normal feeding behavior, and showed no signs of
toxicity, tissue damage, or necrosis in the liver or kidneys.

Chudt nhat trang dudc cho udng san pham vai liéu tang dan
(0,2 mL/10 g thé trong).
Sau 14 ngay theo doi, toan bd chudt khée manh, an uéng binh
thudng, khong ghi nhan biéu hién ngd doéc, tén thuong hay
hoai td mdé gan - than.

In the assessment of liver function, the product
demonstrated the following effects:

e MDA levels decreased by 36.35-39.01%

® GSH levels increased by 27.87-32.80%, compared with the
pathological control group.

Trong khao sat chic nang gan, san pham giup:

e MDA giam 36,35 - 39,01% Macroscopic appearance of (a) male and (b) female mice in normal
e GSH tang 27,87 —32,80% so vai |16 bénh ly. condition after 14 days

Dai thé (a) chudt duc va (b) chudt cai binh thudng sau 14 ngay

—
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CONCLUSION

KET LUAN

ByeAlco is safe for oral administration. It helps reduce liver enzyme levels, improve liver function, and protect hepatic
cells from alcohol-induced damage.

ByeAlco an toan khi s dung dudng udng, cé tdc dung ha men gan, cai thién chlc ndng gan va bao vé té bao gan khai tén
thugng do rudu bia.

el S




=" T
—— \*V”*
— W
ST g )
i
Ll
& , s

Y

T N =
4331 e 2 —

Vietnam’s health supplement industry is
entering a breakthrough stage - where science,
technology, and the value of indigenous medicinal
herbs come together to create comprehensive, safe, and
sustainable health solutions.

Nganh thuc pham bao vé stc khoe Viét Nam dang budc vao
giai doan but pha - nai khoa hoc, cong nghé va gia tri dudc
liéu ban dia cung tao nén nhing giai phap sudc khoe toan
dién, an toan va bén ving.
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With the One-Stop Health Solution model, Life Gift
Vietham proudly accompanies businesses and the
community, standing behind to empower Vietnamese brands to go
global, bringing high-quality, transparent, and internationally
standardized products.

VGéi moé hinh One-Stop Health Solution, Life Gift Viéet Nam tu hao
dong hanh cung doanh nghiép va cong doéng, dung sau dé thuang
hiéu Viét vuon xa, mang dén nhing san pham chat lugng — minh bach -
chuan quéc té.
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CONCLUSION

KET LUAN
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Thank you for your attention.




