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Tết is the largest moment 
in Vietnam. 

Tết is the most important holiday in Vietnam. 

Traditionally, Tết is when Vietnamese people travel home, reflect and 
celebrate what they have achieved at the end of each year and prepare 
for a happier and more prosperous new year.

Kantar Research, “The Blossom of the FMCG Industry,” Tết 2019.



Tết is the largest moment 
in Vietnam. 

Tết 2019 saw the largest consumption by households ever in Vietnam during 
this period.

THE OPPORTUNITY

spent by households in Tết 2019;1 
2X the average monthly household spend

46

1. Kantar Research, “The Blossom of the FMCG Industry,” 2019.
2. Google Trends; analysis of search growth; compared search volume from Jan. to Mar. 2019 versus Sept. to Dec. 2018.

From November 2018 to February 2019, YouTube saw a 600% increase2 in 
search volumes. This was also mirrored across Google Search, with 
festival-related searches growing at the same rate.

Time 
Period



With a population of more than 95 million and smartphone penetration 
at 72%, Vietnam has a lot of potential consumers coming online every 
day.1 And in these moments, they often turn to YouTube. In fact, 
Vietnam is among the top five countries with the highest watch time 
globally.2

Over 85% of Vietnamese people say they visit YouTube first when 
searching for video content.3 

With Tết 2020 offering a greater opportunity for everyone to win, and the 
ever-changing consumer insights and media consumption behavior, what 
can brands do to win this special season?

Source:
1. DataReportal, Digital 2019: Vietnam, 2019.
2. Saigoneer, Vietnam Is Among Top 5 Countries That Watch YouTube the Most, 2019.
3. YouTube Profiling Study 2018.

https://datareportal.com/reports/digital-2019-vietnam
https://saigoneer.com/vietnam-news/16439-vietnam-is-among-top-5-countries-that-watch-youtube-the-most


Understand your 
consumer journey 

during this 
Tết season 



2 MONTHS BEFORE Tết

● Consumers turn to search for Tết preparation as early as November. 

● Search volumes spike across home renovation, big-item purchases 
(smartphone, large screen TV, motorbikes and cars), homecoming, and 
family vacations, with search terms around “Tết travel" increasing 17X in 
20191 from total 2017 and 2018 search volumes combined. 

Tết 2019

“du lịch Tết"
“tour du lịch Tết"

2 months 
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1 month 
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2 weeks 
before

2 weeks 
afterTết

Source: Google Trends; searches on YouTube; compared searches during Nov. and Dec. 2019 
versus average monthly searches from Dec. 2016 to Feb. 2019.
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1 MONTH BEFORE TẾT

● Gifting retains its importance during Tết, and in 2019 search terms 
related to Tết gift ideas increased tremendously by almost 300% 
compared to 2018.

● YouTube becomes a new magic wand that helps consumers find the 
answers to all house cleaning related questions, especially floor 
cleaning and fabric stain removers. 

● The next big shopping audience during Tết is fashion and clothing. “I 
want to look my festive best” is a moment that peaks on YouTube as 
people watch a lot of Tết Lookbook videos. 

300% 
compared to 2018

2 months 
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2 weeks 
afterTết

Source: Google Trends; searches on YouTube; compared searches during Nov. and Dec. 2019 versus 
average monthly searches from Dec. 2016 to Feb. 2019.



2 WEEKS BEFORE TẾT

 are also 
becoming 
increasingly popular 
as gifts during Tết and 
for consumption after 
Tết as Vietnamese 
look to detox after 
the festive season.1 

People go to YouTube 
for all things 
concerning Tết 
traditions, rituals, and 
ingredients, from 
arranging ancestral 
offerings to gifting 
superfoods. 

During this season, 
“boiled chicken 
recipe” videos gain 
3M views on YouTube 
while “coconut jam" 
searches increase by 
10X compared to a 
normal month.2

Consumers also take 
the opportunity to 
adopt fresh looks. 

Male grooming is 
becoming more and 
more popular, as 
evidenced by male 
grooming searches 
on YouTube growing 
3X the monthly 
average during Tết.3

NEW FOOD TRADITIONS NEW LOOK
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Source:
1. Google Trends; analysis compared search volume data on YouTube on Google Trends from Feb. 2019 to monthly average from July 2018 to July 2019.
2. Google Trends; searches on YouTube; compared searches from Jan. 2019 versus average monthly searches from Nov. 2018 to Feb. 2019.
3. Google Trends, YouTube; analysis compared search volume in Feb. 2019 versus the average monthly search volume from June 2018 to June 2019.



TẾT

Entertainment is king during this week of Tết, with comedy and music 
videos dominating the scene. Vietnamese consumers search 2X more 
comedy content and 1.2X more music videos on YouTube compared to 
any other months.

Source: Google Trends, searches on YouTube; analysis compared searches during Feb. 
2019 versus the monthly average search volume from July 2018 to July 2019.
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Tết

Gaming is the new most popular form of entertainment during Tết, and 
YouTube is the new place where people spend their time during Tết.

● Watch gaming videos
● Watch their favorite gamers
● Watch gamers in drama and comedy

50% 
higher searches 
on games during 
Tết compared to 
average months

Source: Google Trends; compared searches during Feb. 2019 versus average monthly searches 
from June 2018 to June 2019.
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2 WEEKS AFTER TẾT

Following the rounds of feasts before and during Tết, Vietnamese 
consumers are more cautious about their health afterwards. They turn to 
YouTube for all-things detox to get over their food comas. We also see 
the peak for healthy eating recipe searches right after Tết. 

Dessert recipes and healthy eating
Dairy products are considered indulgent, 
colorful feel-good recipes, as well as emotional 
remedies and happiness boosters. We saw over 
10M searches related to milk and dairy products 
after Tết.

2 months 
before

1 month 
before

2 weeks 
before

2 weeks 
afterTết

Source: Google Trends; searches on YouTube; compared searches during Feb. and Mar. 2019 versus average monthly searches from Jan. 2018 to Feb. 
2019.



How can brands
win Tết 2020?



Tết is a cluttered season, with lots of brands 
launching their biggest campaigns of the year.

Break through the clutter by developing killer 
insights and delivering your message as an 
inspiration, entertainment, or education.



Storytelling is on the rise. 
Brands can collaborate with YouTube 
creators to generate highly relevant 
and entertaining content for different 
groups of audiences. 

CRAFTING MEMORABLE MESSAGES

HOW DID BRANDS DO IT?

VIETTELPAY MIRINDA

Mirinda wanted to stay top of 
mind with consumers and 
promote laughter during Tết, 
so it partnered with Bich 
Phuong, a famous Vietnamese 
singer and YouTube creator, to 
create a humorous music 
video featuring its product. 
The video earned over 66 
million views and drove a 41% 
increase in sales volume 
during Tết season.

ViettelPay wanted to drive app 
downloads and in-app 
engagements. It chose to 
collaborate with several trending 
YouTube creators such as 
Justatee, Big Daddy, and Binh 
Gold. ViettelPay then created 
brilliant catchy song-based 
content for multiple different 
groups. Not only did it gain 22.7 
million views on YouTube, it also 
stayed as the #1 app on the 
Google Play Store with 2 million 
downloads and 90 million app 
engagements throughout the 
Tết season.

https://suntorypepsico.vn/product/index/Mirinda


Vietnam has a lot of potential consumers coming 
online every day. And, in these moments, they often 
turn to YouTube. 

In fact, Vietnam is among the top five countries with 
the highest watch time globally.



USE HIGHLY PERSONALISED MESSAGE 
TO DRIVE USERS THROUGH THE MARKETING FUNNEL

Reaching 9 out of 10 Vietnamese users on YouTube who search for video 
content is great, but personalised storytelling is the now the new norm.1

Knowing when to deliver the right message is critical to your 
campaign’s success. Deciding when to launch a campaign and which 
platforms to use requires a deep understanding of Tết’s “golden 
moments,” the times when searches spike for certain product categories, 
such as food or entertainment.

HOW DID BRANDS DO IT?

PHILIPS VIETNAM

Philips Vietnam wanted to promote 
its appliances by addressing the 
individual needs of consumers 
with relevant creative. Using 
YouTube’s audience solutions, the 
brand was able to serve highly 
personalized messages to niche 
audiences such as long-time 
homemakers, young settlers, and 
workaholics. 

Deployed in phases based on web 
traffic and search volume, the 
campaign garnered 23.4 million 
views and accounted for 2.4 billion 
VND worth of online sales from 
December 2018 to January 2019.

1YouTube Profiling Study 2018.

https://www.philips.com.vn/


DELIVER YOUR MESSAGE EFFECTIVELY 
THROUGH THE MARKETING FUNNEL

86% people turn to Google for what-to-buy ideas.

Understanding the role of each channel and platform in your media mix 
is another key to developing high-impact campaigns. Although most 
brands use YouTube to boost awareness, others are using it as a social 
platform to engage viewers and start conversations. By using the right 
formats at the right moments, brands can create campaigns that exceed 
performance expectations.

HOW DID BRANDS DO IT?

BITI'S VIETNAM

Biti’s Hunter wanted to build 
relevance among Vietnamese 
youth, inspire them to take action, 
and drive brand love and sales. To 
do so, the brand created a music 
video encouraging young viewers 
to reconnect, bond, and create 
memories with their families in the 
New Year by submitting 
heartwarming photos of trips they 
took together. 

The campaign generated 55 
million views, a 28% increase in 
revenue, and more than 10,000 
photo submissions.

https://bitis.com.vn/


READY TO WIN TẾT 2020? 
KEY TAKEAWAYS FOR YOUR NEXT TET CAMPAIGNS.

1

2

3

Collaborate with YouTube creators to tell your 
story and engage the audience through their 
passions and interests.

Understand Tết's golden moments and take 
advantage of user interests during and after Tết 
to deliver your message effectively.

Understand the role of each channel, platform 
and dynamic formats (short form and long form) 
in your media mix to develop high-impact 
campaigns. 



Thank you.


