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Background
Before embarking on this study, we conducted a simple test to gauge the “heat” of the study topic by googling the phrase “dairy price increase”
 on the Internet. Preliminary results showed that within 0.22 of the first second, there were 1,170,000 headings containing this phrase in their titles or contents. Even after Google search instruments had sorted out all overlappings, we still had 270 articles on different websites in Vietnam containing this phrase, the oldest of which dated back to late 2007 and early 2008, about the same time when the Government issued the Decree No. 75/2008/ND-CP amending, supplementing a number of articles of the Decree No. 170/2003/ND-CP detailing the implementation of a number of articles of the Price Ordinance that listed dairy prices as commodities for price-stabilization. 
It is obvious that dairy price, in particular formula price, remains a controversial topic among a majority of the Vietnamese population. There are a number of frequently-asked questions relating to dairy price increases over the past few years that can be summarized as follows:
· Imported milk prices are too high, hence unreasonable as compared to the low income level of the majority of Vietnamese people. This could negatively affect the quantity of dairy products that Vietnamese households can afford, thus affecting nutrition in general and development of children in particular. 
· Are milk prices in Vietnam the highest in the world and 2-3 times higher than those in other regional countries?
· Are milk prices in Vietnam increasing despite the fact that input prices have been on a declining trend in the world market?
· Is there any incidence of monopolistic pricing or price-fixing which violates the Competition Law and affects consumer interests?
· Are dairy firms taking advantage of legal loopholes to increase prices unreasonably?
· Is it true that dairy firms are taking advantage of the sham cover of “enhanced nutrition”, “improved quality” that make children grow taller, smarter and stronger, and of sophisticated advertising measures, to increase prices?
Vietnam’s competent authorities conducted massive checks and inspections of firms that produce, and trade in dairy products in Vietnam, and at the same time published a number of studies such as those recently conducted by of the Ministry of Agriculture and Rural Development and the Ministry of Industry and Trade in order to respond to public opinions. A series of policy responses have also been made, with the notable advent of the Circular No. 104/2008/TT-BTC and Circular No. 122/2010/TT-BTC of the Ministry of Finance. The most recent developments are official letters issued by the Ministry of Finance to request entities  producing, trading in dairy products in Vietnam not to adjust selling prices of goods, products if there is no change in price-forming factors; and the General Department of Customs issued an official letter to request local departments of customs to add the price of imported dairy products to the list of imported commodities under risk control in order to consolidate management. 
Meanwhile, firms producing, trading in dairy products also have their own concerns, two of which are: (i) the mass media is making accusations without clear grounds, thus adversely affecting the production and trading activities as well as the prestige of dairy  firms in the Vietnam market; and (ii) a number of State regulations, particularly their poor enforcement, may affect the business environment and Vietnam’s accession commitments to the World Trade Organization (WTO), as well as firms’ confidence, causing risks to increase and so do their operational costs in Vietnam. 
Against the background of all the concerns of the above-mentioned stakeholders, our group of experts have decided to conduct this study to have an independent, impartial and transparent view on the basis of the latest data and comprehensive analyses of the competitive landscape and prices in the infant formula market in Vietnam between 2009 and 2011, as well as the legal framework regulating that market. 
1. Scope and Objective of the Study 
Three broad objectives pivotal to the study include: 
· Comparing the prices of infant formula products for children aged under 12 months old in Vietnam to those on other regional markets and determining key factors that affect milk prices in Vietnam;
· Examining and describing the state of competition in Vietnam’s infant formula  market and determine whether this is an open/competitive market or not; and 
· Evaluating a number of legal regulations governing this market.
On the basis of these analyses, of course, the final objective is to relieve pervasive concerns on the market by clarifying all the issues at hand; making policy recommendations as well as necessary actions to promote dynamic competition in the market for infant formula products for children aged under 12 months old in Vietnam; and facilitating consumers’ effective access to high-quality formulas. 
The final report of the study will have 4 main parts. The first part on market structure and competition would examine whether the market for infant formula products for children aged under 12 months old in Vietnam is a competitive market and whether prices in this market have been fixed competitively or are they subject to agreements/collusion or a unilateral conduct of monopolistic firms having dominant market positions. The second part on prices examines in detail the correlations between prices on the market for infant formula products for children aged under 12 months old in Vietnam with the same in other regional markets , as well as other factors such as general living cost, inflation, material prices in the world market, volatile foreign exchange rates etc,. The third part on regulatory framework assessment examines a number of laws and regulations governing this market such as the Competition Law, the Decree No. 21/2006/ND-CP on encouraging breastfeeding, the prevailing price management mechanism in Vietnam, etc in order to evaluate how these regulations govern the market, the formation and volatility in product prices. The final part on general conclusions and recommendations summarizes all the assessments as a result of the three previous parts, and makes policy recommendations and proposes necessary actions. 
Within the scope of this study, we only focus on analyzing issues related to infant formulas (IFFOs) for children under 12 months old in Vietnam over the past three years starting from 2009 till end 2011. Other products such as fresh milk, powder milk for older children (aged between 1 to 6 years old), the elderly and pregnant or breastfeeding women, condensed sweetened milk, etc, do not fall within the scope of the study and the information on prices of these products, if any, will only be used in relative comparison with infant formulas. 
Infant formula for children under 12 months old is a unique product. According to scientific specifications on nutrition and modern health, this is the single type of food that can substitute for breast-milk in inevitable cases where mothers cannot breastfeed their children, though they cannot be comparable to breast-milk which is the best source of nutrition and the best type of food for the holistic development of infant and young children. Due to the special nutritional needs of children under 12 months old, formula products for this age group must comply with the strict technical specifications issued by the Codex Alimentarius Commission. Particularly, by 6 or at least 4 months old, if there is no natural breast-milk, infants should not be fed, as substitutes, with other types of food such as cow milk, soya milk, adult milk or weaning food. For groups of children having special nutritional needs such as prematurely-born, light-weight and allergic and lactose-resistant, and children suffering from diarrhea etc, doctor instructions are required.
Nutritional powder milk in general and infant formulas in particular in Vietnam are produced under the following simplified manufacturing process:
Fresh milk is separated from water and fat under a unique technological process to become skimmed powder milk (SMP). The skimmed powder milk processing for IFFOs must meet stricter and higher technical standards than the same used for other dairy products.
 
After this processing, nutrients and micronutrients are mixed (a simplified word) into the skimmed powder milk under certain formulations which have been standardized for each group of children (by age, physical and pathophysiology status, etc). The mixing proportion of nutrients and micronutrients must meet minimum Codex standards. However, the US and the EU set higher standards for factories located in these countries/territories. The mixed micronutrients must be certified that they have been researched for a sufficiently long time and must be certified by the US Food and Drug Administration (FDA) or the European Commission.

In Vietnam, the production of skimmed powder milk from fresh milk is limited, if not at all, as Vietnam does not have manufacturing technology that meets food hygiene and safety requirements as other countries. The production line of skimmed powder milk is generally modern, very complex and expensive. For such a market of modest size as Vietnam, few firms want to invest substantially in such a production line as capital recovery takes too long, which would possibly increase the production costs much higher than the imported material costs, and reduce the price-competitiveness of finished products. Therefore, the business strategy of dairy firms in Vietnam is: (i) either to import full milk containers from outside Vietnam (either from places of their headquarters and main factories or a third country); (ii) or to import skimmed powder milk (as raw material) and process it into formulas in their factories in Vietnam. Therefore, it is likely that there is no 100% domestically-produced infant formula for children under 12 months old in Vietnam. All IFFOs in Vietnam can be classified into two major types being the finished dairy product imported in full containers and labeled in Vietnamese as required by Vietnamese laws before being put into circulation (hereinafter referred to as “imported milk”) and the milk produced by firms having factories in Vietnam using imported materials (including 100% Vietnamese-owned and joint-venture firms) (hereinafter referred to as “domestic milk”).

In addition, there is also another category of imported powder milk called “hand-carried goods” which are in fact parallel imports. These products also originate from manufacturers currently present in the Vietnam market but their labels are not in Vietnamese and their quality is not guaranteed by the distributors. Their quantity, however, is not substantial, accounting for only a very small share of the market. For the purpose of this study, we will not consider these parallel imports. 
2. Methodology
2.1 Methodology
A competitive market is a place where there are different goods and services of various types which are substitutable and consumers can always opt for goods/services which are more competitive in terms of price or quality. Hence, competition is an inevitable trend among those producing similar or related goods in terms of price, quality or after-sale services etc, especially via price. However, in practice, other cases may happen. For example, in the case of monopoly, there is only one producer/distributor of a particular unsubstitutable goods/service in the market which leads to market power for that distributor, allowing him/her to bend all market principles. 
However, competition is not homogeneous in different markets. Each market, product and even each locality have their own characteristics which may affect competition, and they may vary at different points in time. Therefore, upon analyzing/studying competition, the first task is to define markets into “relevant markets”. Relevant markets determine the level of effective competition in the market relating to goods/services, time and location. In order to define a relevant market for a particular case of competition, people refer to “relevant product market” and “relevant geographical market” in a particular “period of time”.  

Previous competition studies/analyses generally have two major approaches:
(i) Behavioral approach examines competitive behaviors of firms in the market to see whether they violate the competition law of a particular country. Competition laws vary from country to country, but they commonly regulate three groups of acts: (a) collusion restricting competition in the market, inclusive of such acts as price-fixing and output-fixing cartels, etc; (b) unilateral conducts restricting competition such as abuses of market dominance and monopoly; and (c) mergers and acquisitions restricting competition.  

(ii) Structural approach examines structures of relevant markets, including the level of concentration, level of competition, barriers to entry/exit etc. Markets with low level of competition normally see more restrictive business practices to occur. For example, in a monopoly market, a monopolist tends to abuse its dominant position and market power in the form of imposing unreasonably high prices etc. 

(iii) However, modern competition studies/analyses have no longer been divided clearly as suggested by this approach. The fact that markets have grown out of the boundary of usual trade in goods, services to include human knowledge such as intellectual property (IP) has made the above clear-cut divisions obsolete. In current competition cases, people refer to specific provision of competition laws of each country, and increasingly use the tools of economics
, of which the most important steps include: (1) defining the relevant market; (2) analyzing the market structure; (3) establishing (whether or not) market power exists; (4) assessing the impact of one or more specific competitive practices in the market; (5) considering economic interests possibly resulting from such specific practices; and (6) considering remedies in order to ensure effective competition in the market, at present and in the future while protecting consumer and enterprise’s legitimate interests. 
As this study is not about any specific competition act/case, we only use a number of basic steps to evaluate competition in the market, including defining the relevant market, analyzing the market structure and competition characteristics in that market such as competition on prices or product differentiation, roles of distribution in competition in the market etc, particularly we examine legal provisions governing this market in addition to the Competition Law of Vietnam. Economics or legal tools which are used for analysis will be explained briefly and succinctly in the following sections rather in details here as this report is not a purely academic study.  

On a special note, when we analyze price formation in this market, we do not discuss the concept of perfectly competitive price level because perfect competition does not exist in practice. A perfectly competitive price level means consumer surplus and producer surplus are in equilibrium; price information is available and freely exchanged between the buyer and the seller. The competitive price level itself which is closest to perfect competition and exists when the seller cannot lower the price any further in order to ensure their own profit is also a mind-boggling and unanswerable issue to competition authorities in the world, as prices are not only subject to demand and supply but also to a host of other factors while profit is always sensitive information to firms. We only analyze whether, in the market of infant formulas for children under 12 months old, there is any existence of firms holding monopoly or dominant position of sufficient market power to fix/set prices at “non-competitive level” (unreasonably high) and if there is not, we will assume that product prices in the market are at a competitive level for further analyses and comparison on the basis of other coefficients. 
2.2 Data 
This study uses data collected and consolidated by A.C Nielsen from their market studies on retail prices of relevant IFFOs in the Vietnamese and regional markets as well as competition in these markets. The regional markets selected include China, Hong Kong, Singapore, Malaysia, Indonesia, Thailand and the Philippines on the basis of a number of common criteria, namely: (1) importing formulas or mainly using imported materials; (2) having relatively similar practices of dairy  consumption (without the tradition of consuming milk, but starting to take up the habit of consuming milk recently along with their socio-economic development); and (3) particularly sharing the presence of the same dairy  firms and brands with Vietnam. Data on prices, market shares and other relevant data have been collected between 2009 and 2011. 
Information on retail prices of formulas in Vietnam supplied by A.C Nielsen for this study means the retail prices of 01 kilogram of each product of top brands (assessed by the criterion that they account for over 80% of volume and retail value in the market) of all firms, divided by age groups of children who can use the product, and calculated by the method of packaging (tin container or paper box with weight of 400g, 500g or 900g). These prices are calculated in Vietnamese Dong (VND), and converted into US$ by periodic exchange rates (quarterly) as listed on the website for converting foreign currencies www.xe.com>. Some other coefficients are also factored into the average retail prices such as product origins (complete imports or processed and packaged in Vietnam on the basis of imported materials), or sale on the traditional (network of small shops, vendors, markets) or modern (huge supermarkets, chains/systems of supermarket) retail market. All coefficients on prices in this study are based on the above price data as calculated by experts or consolidated by A.C Nielsen. Top brands in Vietnam include:
	Top brands of infant formulas for children from 0 to 6 months old 


	
	Product name
	Company

	Dielac Alpha 1

	Vinamilk 

	Similac IQ

	Abbott


	Enfalac A+
	Mead Johnson


	Friso Gold 1

	FrieslandCampina


	Nan 1 Pro

	Nestle


	Dulac Gold

	Dumex


	Frisolac

	FrieslandCampina


	Similac

	Abbott


	Dutch Baby 1

	FrieslandCampina



	
	Top brand of infant formulas for children from 6 to 12 months
Product name
Company
Dielac Alpha 2

Vinamilk 
Similac Gain IQ

Abbott

Enfapro A+
Mead Johnson

Friso Gold 2

FrieslandCampina

Dutch Lady 2

FrieslandCampina

Dupro Gold

Dumex

Nan 2 Pro

Nestle

Friso 2

FrieslandCampina

Similac Gain

Abbott




Retail prices of similar products on regional markets are also calculated by the same method of selecting lines of product homogeneous to the top brand products in Vietnam.    
Other information and figures such as exchange rates, consumer price index (CPI), GDP per capita by PPP etc, are consolidated from official sources such as the General Statistics Office, the State Bank of Vietnam, the World Bank, etc with specific citations.  
Besides, we use a number of common research methodologies such as: reviewing and evaluating legal documents, reviewing previous literature etc. However, in fact, there are not many academic studies on infant formulas for children under 12 months old in Vietnam and the world. There are a number of studies relevant to this topic that can provide secondary useful information/data, which include the one study conducted by the Vietnam Competition Authority (Ministry of Industry and Trade) on the competitive landscape on the powder milk market (including milk for adult, older children, the elderly and pregnant women etc,) in Vietnam, another policy-case study by the Fulbright Economics Program on the impact of dairy price management mechanism on dairy  prices in Vietnam, one thematic report on dairy products by the Information Center of the Ministry of Agriculture and Rural Development, and a scanty number of other piecemeal articles. The shortage of secondary data requires the research team to collect primary data via conducting an in-depth perception survey (voluntary) among stakeholders in this market to collect information as well as different perspectives on relevant aspects of this study. 
The perception survey has 12 participants being individuals/agencies, organizations including: 1 representative from the Government (the Department of Price Management – the Ministry of Finance), 2 representatives from consumer protection associations (representing consumers), 4 foreign dairy  firms, 1 journalist writing regularly on the issue of dairy prices in Vietnam (representing the mass media), 2 experienced experts who have deep understanding of this market (representing the professionals), and 2 retailers with one being large-sized (supermarket) and the other being small-sized (shop selling mother- and baby products). Even though the sample size is small, the method of selective sampling allowed the researchers to choose the most important players to this market rather than the random sampling method. Stakeholder consultations were conducted directly (excluding one interview with a dairy company via telephone) including standard questionnaires and open-ended questions in order to discuss in details with each stakeholder on technical dimensions or those of special interests to each stakeholder. Through these interviews, we have not only collected different perspectives from various stakeholders on the subject issues, but also developed a panorama on the infant formula market in Vietnam with the most special features. Particularly, members of the research team also examined the specific situations of retailers (supermarkets, dairy shops, and shops selling utilities for mothers and children) to collect real-life information. Information collected via interviews (such as identities, addresses of the interviewees and those who shared their opinions) is kept entirely confidential and no specific citation is made in the study. 
Finally, when we made recommendations on policy and necessary actions as well as issues in the report, we also conducted relevant cross-country lesson review to draw out the best lessons for Vietnam.
3. Market structure and competition
3.1. Overview of the infant formula market for children aged from 0 to 12 months old in Vietnam
3.1.1. Aggregate demand
The level of dairy consumption in Vietnam is increasing. Over 20 years starting from 1990 to 2010, the average per capital dairy consumption in Vietnam has increased as much as 41 times. 
Table 1 – Level of dairy consumption in Vietnam between 1990 and 2010
	Year
	1990
	1995
	2000
	2010

	Domestic consumption (tons)
	31.000
	260.000
	460.000
	1.300.000

	Average consumption (kg per person/year)
	0,5
	3,6
	5,9
	14,8


Source: According to Bùi Thị Nga, Trần Hữu Cường and Philippe Lebailley (2011), An Analysis of the Value Chain of Fresh milk  in the North of Vietnam (A Case Study in Son La Province)), an article in the Vietnam’s Socio-economic Development – A Social Science Review, Volume 68, December 2011 of the Vietnam Institute of Economics, p. 35-50. 

Table 1 shows relatively optimistic figures on nutrition in Vietnam. However, if we only look at the market segment for infant formula for children from 0 to 12 months old, Vietnam is not a huge market.
According to the latest population census conducted by the General Statistics Office
, the Vietnamese population in 2009 was approximate to 85.9 millions, of which children under 12 months old ranging around 1.5 millions (accounting for 1.75% of the total population). As such, the number of children using formula products in fact are much lower less children aged under 4 and 6 months old who are exclusively breastfed (according to the results of the General Nutrition Census of 2009 and 2010 in Vietnam
, announced in April 2012, these figures are 25.8% and 19.6%).
3.1.2. Aggregate supply
In the infant formula market for children under 12 months old in Vietnam, there currently exists a large number of firms of different types (100% domestically-owned, joint-venture and 100% foreign-invested) as well as representative offices participating as providers or producing various lines of products ranging from imported materials to finished formulas. Amongst these firms, only Nutifoods, Vinamilk
 (Vietnamese firms), and FrieslandCampina
 are the largest producers in Vietnam. In addition, there are a number of small-sized firms such as Hancofood, Vinacali and Tan Uc Viet, etc, and a factory of Nestle which was closed because the production was not competitively viable.
Infant formulas for children under 12 months old considered domestic products include: 
· Vinamilk: Alpha, Dielac, Star, Dielac Alpha, Dielac Star… 
· FrieslandCampina: Dutch Lady, Friso Gold and Frisolac…
· Nutifood: Nuti, Nuti IQ, Nuvita…
· Vinacali: Intellac 
· Tan Uc Viet: Arti Plus, Arti Gold, Arti Gain, Arti Grow…  
· Hanco: Dollac, Dollac IQ, Dollac Pro… 
· Some other products packaged by small-sized firms and private firms.    
The total output of domestic powder milk (for all age groups and target groups including children under 6 months old, pregnant women and the elderly, and healthcare products) could only satisfy 50% of the aggregate demand for powder milk of the entire market, the remaining 50% being served by the full container milk imported from foreign markets (generally referred to foreign powder milk). Specifically, in 2007, domestic supply meets 50.64%, in 2008 49.485% and in the 8 first months of 2009, 52.14% of the total market demand. 
Imported formulas for children under 12 months old on sale in the market are diverse and imported by 100% foreign-invested firms from different markets, namely: 
· Abbott: Similac, Similac IQ, Similac Neosure, Similac Gain, Similac Gain IQ
· Mead Johnson: Enfalac A+, Enfapro A+, Enfalac Premature, Enfalac Lactofree
· Nestle: Lactogen, Nan, 
· Dumex: Dumex Dulac, Dumex Dupro
· Milex: Milex 1, 2
· Meiji: Meiji Infant Formula, Meiji Follow-Up Formula, Meiji Gold
· XO: Imperial Dream XO, Star Science Gold
· Wakodo: Wakodo HiHi and GunGun
· Other brand lines: Babysan, Primavita, Aptamil, Physiolac, Insulac, Milmax…
Over the past few years, the import value of powder milk (for all age groups and consumer groups) is constantly increasing. In 2007, there were 7,081,553 milk containers being imported to Vietnam, in 2008 this figure increased to 8,306,197, an increase of around 17.3%. The economic slowdown in late 2008 had led to tightened spending in early 2009 and consumers shifted to domestic products with lower price. Therefore, imported milk had decreased both in quantity and import value, by 53% in January 2009 and the end of 2008. But in early March 2009, when there was official information on increased import tariff on dairy  imports from the Ministry of Finance, the import value increased sharply by US$7.39 million as compared to previous years, equivalent to an increase of 32%. This can be considered an understandable development due to firms’ profit-maximizing behaviors given the low import tariff. 
Table 2 – Statistics on imported milk and import value
	Year
	2007
	2008
	5T.2009

	Import value (USD)
	291.191.521
	322.045.443
	86.707.639

	Import quantity (number of containers)
	7.081.553
	8.306.197
	2.921.595


Source:  Statistics of the General Department of Customs – Report on the Competitive Landscape in the market for milk products in Vietnam by the Vietnam Competition Authority in 2010, page 25. 
3.1.3. General comment
The infant formula market for children under 12 months old in Vietnam is not huge by the size of total demand, however, supply is high with the presence of a large number of both Vietnamese and foreign firms. Each company provides a diversity of brand lines, including both domestic milk and imported milk. Therefore, the level of competition in this market should primarily be very high. Responses from a number of foreign dairy firms show that their presence in Vietnam market at present, despite the incidence of fierce competition, is to promote branding rather than focus on making profits from these brand lines. A number of firms cited the reason for their presence in Vietnam as to promote branding for other products of not much relevance to baby formulas.    
Vietnam continues to be relatively attractive to both domestic and foreign investors. Evidence shows that the number of firms participating in supplying products in different market segments and the number of brands are constantly increasing during the period between 2009-2011 (see Table 3). These figures are only second to that of China (which is a market much larger than Vietnam in terms of total demand) but are much higher than other regional markets such as Indonesia, Malaysia, Philippines, Hong Kong, Singapore, and Thailand (see Table 4). This shows the high level of competition in the infant formula market for children aged from 0 to 12 months old in Vietnam.

Table 3. Number of firms and active brands in the Vietnam market between 2009-2011
	
	FY 2009
	FY 2010
	FY 2011

	Number of firms (for group of 0-6 months old)
	21
	23
	28

	Number of brands
	40
	42
	50

	
	ERR
	ERR
	ERR

	Number of firms (for group of 6-12 months)
	21
	22
	27

	Number of brands
	38
	42
	53

	
	ERR
	ERR
	ERR

	Number of firms (for group of special nutrition needs)  
	17
	16
	25

	Number of brands
	25
	24
	39


Source: A.C. Nielsen
Table 4. Demarcation of the infant formula market for children aged under 12 months old on regional comparison
	Number of brands in each product group
	Vietnam
	China
	Indonesia
	Malaysia

	
	FY 2009
	FY 2011
	FY 2009
	FY 2011
	FY 2009
	FY 2011
	FY 2009
	FY 2011

	0-6 months
	40
	50
	46
	55
	19
	20
	20
	17

	
	ERR
	ERR
	ERR
	ERR
	ERR
	ERR
	ERR
	ERR

	6 -12 months
	38
	53
	45
	54
	18
	18
	20
	17

	
	ERR
	ERR
	ERR
	ERR
	ERR
	ERR
	ERR
	ERR

	Special
	25
	39
	18
	23
	15
	15
	19
	18

	Number of brands in each product group
	Singapore
	Hong Kong
	Thailand
	Philippines

	
	FY 2009
	FY 2011
	FY 2009
	FY 2011
	FY 2009
	FY 2011
	FY 2009
	FY 2011

	0-6 months
	17
	19
	22
	31
	21
	17
	16
	16

	
	 
	 
	ERR
	ERR
	ERR
	ERR
	ERR
	ERR

	6-12 months
	18
	20
	20
	29
	14
	15
	13
	13

	
	 
	 
	ERR
	ERR
	 
	 
	ERR
	ERR

	Special
	27
	29
	15
	16
	 
	 
	13
	15


Source: A.C. Nielsen

3.2. Market structure
As mentioned above, the market for infant formulas for children from 0 to 12 months old in Vietnam is divided into two parts – domestic products and those produced outside and imported to Vietnam in full containers in terms of production origin. In terms of ownership forms, this market can be divided into two separate groups – foreign firms, which are mostly multinational firms (MNCs), and Vietnamese firms (including 100% domestically-owned). Except for the special case of FrieslandCampina, whose part of its capital being from the Vietnamese side and whose products being produced in Vietnam but still carrying international brand names, hence being listed as part of the foreign company group, the majority of formulas are produced by Vietnamese firms and full containers are imported by foreign firms
.  

Imported formulas altogether hold the larger share of the market, though this domination tends to decrease as from 2009. Specifically, of the infant formulas for children from 0 and 6 months old, in terms of sale volume in the market
, the market share for imported products decreases from 50.7% in 2009 to 43.7% in 2011; while in terms of sale value, the figure decreased from 62.8% in 2009 to 56.1% in 2011. In terms of ownership forms, in this market segmentation, the market share of foreign firms decreases from 76.4% in 2009 to 69.7% in 2011 (in terms of volume); and decreased from 87.1% in 2009 to 81.8% in 2011 (in terms of value). The reason why the sale value is higher is because prices of full containers imported by foreign firms are higher. Similar patterns could be observed in the correlative market shares amongst products of different origins and amongst domestic and foreign firms in the segmentation for children from 6 to 12 months old. This trend is particularly strong in the market segmentation for special products. Hence, it could be said that Vietnam has been relatively successful over the past few years with its policy strategy to promote domestic industries while meeting the market demand, given the remarkable achievements of Vinamilk, which is leading the dairy industry. If we look at this shift  from the perspective of consumption behaviors, domestic formulas are increasingly favored by Vietnamese consumer thanks to their lower prices, which make them affordable to the larger Vietnamese population, though foreign products are still have a better market position at present.
Table 5. Overview of market structure in terms of ownership forms and production origins
	
	Market share by volume
	Market share by value 

	
	FY 2009
	FY 2010
	FY 2011
	FY 2009
	FY 2010
	FY 2011

	Group 0-6 months old
	100%
	100%
	100%
	100%
	100%
	100%

	Foreign firms
	76,4%
	72,0%
	69,7%
	87,1%
	83,9%
	81,8%

	Vietnamese firms
	23,6%
	28,0%
	30,3%
	12,9%
	16,1%
	18,2%

	
	ERR
	ERR
	ERR
	ERR
	ERR
	ERR

	Imports
	50,7%
	48,0%
	43,7%
	62,8%
	60,6%
	56,1%

	Domestic products
	49,3%
	52,0%
	56,3%
	37,2%
	39,4%
	43,9%

	
	ERR
	ERR
	ERR
	ERR
	ERR
	ERR

	Group 6-12 months old
	100%
	100%
	100%
	100%
	100%
	100%

	Foreign firms
	75,6%
	67,8%
	66,7%
	86,6%
	81,0%
	79,3%

	Vietnamese firms
	24,4%
	32,2%
	33,3%
	13,4%
	19,0%
	20,7%

	
	
	
	
	
	
	

	Imports
	47,8%
	44,7%
	41,7%
	60,6%
	58,5%
	54,8%

	Domestic products
	52,2%
	55,3%
	58,3%
	39,4%
	41,5%
	45,2%

	
	ERR
	ERR
	ERR
	ERR
	ERR
	ERR

	Special products
	100%
	100%
	100%
	100%
	100%
	100%

	Foreign firms
	48,8%
	36,7%
	26,1%
	58,1%
	43,9%
	29,7%

	Vietnamese firms
	51,2%
	63,3%
	73,9%
	41,9%
	56,1%
	70,3%

	
	ERR
	ERR
	ERR
	ERR
	ERR
	ERR

	Imports
	45,6%
	26,8%
	15,3%
	56,5%
	38,1%
	23,3%

	Domestic products
	54,4%
	73,2%
	84,7%
	43,5%
	61,9%
	76,7%


Source: A.C. Nielsen

Once again, this could be considered an encouraging signal for the dairy industry of Vietnam, as compared to other regional markets. In other markets such as Thailand, Hong Kong, the Philippines, and Singapore, 100% market shares are being occupied by multinational firms from the Netherlands, Australia, and the US, etc, while there is no domestic dairy industry. In the Malaysian market, over 90% of market shares are being occupied by multinational firms. Two countries having the same situation as Vietnam in the region are Indonesia and China, where the market shares of domestic firms and domestic products are relatively high and increasing (see Table 6). This shows that Vietnamese firms are gradually positioning themselves in the market and are not completely overwhelmed by foreign firms and foreign products. At least the balance of market share is relatively good.
Table 6. Comparing regional market structures in terms of ownership forms and production origins
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Source: A.C. Nielsen

In the following section, we will examine the market structure of infant formulas for children under 12 months old in Vietnam from the perspective of competition analysis. 
3.2.1. Defining the relevant product market

A relevant product market, under Article 3.1 of the 2004 Competition Law of Vietnam (see the section on Regulatory Framework Assessment for further details on this law), means “the market for goods and services which are substitutable in terms of characteristics, intended use and price”. In the following section, we will in turn examine these factors to define the relevant product market for infant formulas for children from 0 to 12 months old in Vietnam.
Classification by characteristics and intended use
With regards to infant formulas, in 1963, the World Health Organization (WHO) and the Food and Agriculture Organization (FAO) established the Codex Alimentarius Commission (CAC) with a view to enhancing the standards on food safety to protect public health. After its establishment, the CAC, along with pediatrics associations, on the basis of research works on nutrition conducted by scientists, health specialists and other organizations, had established Codex Standards, which specify the ingredients and minimal nutritional value required in powder milk, especially formulas for children. These standards have been amended and completed over years so that they could effectively support the physical and mental development of children. 

These standards have been introduced to members of WHO, FAO and the member States of the United Nations in order to promote their compliance by requiring dairy producers in general and producers of powder milk in particular to comply with requirements of minimal nutritional concentration in milk and must label clearly on the package of products. Under CAC standards, children are divided by age groups and each age group has their own needs regarding nutritional ingredients and nutritional concentration. Specifically:
· Infants mean children from newborn to below 12 months old. This group is divided into children from 0 to 6 months old and from 6 to 12 months old.
· Young children mean children from 12 months old to 3 years old. In this age group, the physical, immune and digestive systems of children have relatively developed, and they are able to absorb and digest almost all types of foods and nutrition, though to a certain extent.
· Child means children aged from 3 years old. Children of this group have a quite complete physical, immune and digestive systems etc, thus are able to digest and absorb more diverse types of foods and nutritional ingredients. 
Besides, due to the differences in developmental conditions of fetus, environmental impact, and pathophysiology, etc, newborns differ from each other with regards to atopy, weight, physical status, pathophysiology…The majority of children were born in normal conditions but there are also quite a few children born prematurely, with light weight. There are even children who were born in normal conditions but later on show abnormal signs such as stunting, constipation, allergy or resistance to cow milk, goat milk, lactose, sucrose, fructose, intestinal diseases, slow digestion, malabsorption, etc. Therefore, these children need special milk formulas to overcome these pathophysiological signs in the process of development. 
Based on these characteristics, almost all dairy firms such as Vinamilk, FrieslandCampina, Abbott, Nestle, Dumex, Mead Johnson, and Nutifood… produce and import various types of formulas for these different groups of children, including: 
· Formulas for infants from 0 to 6 months old
· Formulas for infants from 6 to 12 months old 
· Formulas for children from 12 to 36 months old
· Formulas for children from 36 to 72 months old
· Formulas for children from 6 years old onwards
· Special formulas for children with special nutritional needs. 
However, there are a number of dairy firms such as XO which divides powder milk into different subgroups: 3-6 month infant, 6-12 month infant etc. However, the number of firms doing so is not high and even these products are characteristically almost the same.  

a. 0-6 month infant formulas
Powder milk for infants from 0 to 6 months is an important segmentation in the powder milk market in general and the market for powder milk for children in particular. As the group of children from 0 to 6 months old is unable to digest other food, formulas for them are required to have two functions: 
· Being a substitute for breast-milk in the case mothers do not have milk or fail to breastfeed due to previous surgery, or medicine intake etc. 

· Being complementary feeding for nutritional supplementation in cases where mothers do not have enough breast-milk.
Infants from 0 to 6 months old have very nascent digestive systems which makes it hard for them to digest other foods than breast-milk or formulas which simulate breast-milk. Therefore, formulas for this group must be produced with strict requirements on nutritional content and ration in order to provide sufficient nutrition and not to cause harm to the normal development of the child. Besides, infant of this age are also very sensitive to the environment, odor and normally have negative reactions to strange odor. Therefore the flavor and odor of dairy products for this age group also must meet strictest requirements, or they are not added with any flavor. 

The nutritional content and ration in formulas for infants from 0 to 6 months old have been set by CAC in the Codex Standard 81 (Codex 72-1981). Some examples on nutrition under Codex Standard 81 can be seen in the below Table
.

Table 7. A number of essential composition and quality factors under Codex 81

	Nutrients
	Unit
	Minimum
	Maximum/GLU

	Protein
	100 kcal
	1,8
	3,0

	
	100 Kj
	0,45
	0,7

	Total fat
	100 kcal
	4,4
	6,0

	
	100 kJ
	1,05
	1,4

	Linoleic (L)
	100 kcal
	300
	1.400

	
	100 kJ
	70
	330

	α-Linoleic (α-L)
	100 kcal
	50
	NS

	
	100 kJ
	12
	NS

	Ratio L/α-L
	
	5:1
	15:1

	Total
Carbohydrates
	g/100 kcal
	9,0
	14,0

	
	g/100 kJ
	2,2
	3,3

	Vitamin A
	(g RE/100 kcal
	60
	180

	
	(g RE/100 kJ
	14
	43

	Vitamin D3
	(g RE/100 kcal
	1
	2,5

	
	(g RE/100 kJ
	0,25
	0,6

	Vitamin E
	(g RE/100 kcal
	0,5
	5

	
	(g RE/100 kJ
	0,12
	1.2

	Vitamin K
	(g RE/100 kcal
	4
	27

	
	(g RE/100 kJ
	1
	6,5

	Thiamin
	(g RE/100 kcal
	60
	
300


	
	(g RE/100 kJ
	14
	72

	Riboflavin
	(g RE/100 kcal
	80
	500

	
	(g RE/100 kJ
	19
	119

	Niacin
	(g RE/100 kcal
	300
	1.500

	
	(g RE/100 kJ
	70
	360

	Vitamin B6
	(g RE/100 kcal
	35
	175

	
	(g RE/100 kJ
	8,5
	45

	Vitamin B12
	(g RE/100 kcal
	0,1
	1,5

	
	(g RE/100 kJ
	0,025
	0,36

	Vitamin C
	mg/100 kcal
	10
	70

	
	mg/100 kJ
	2,5
	17


(NS = not specified; RE = retinol equivalents; GLU = guidance upper level)

Source: Adapted from the Report on Evaluating Competition in the market for powder milk of Vietnam 
Published in 2010 by the Vietnam Competition Authority 
It is because of the characteristics of 0-6 month infants and the strict requirements on nutritional content in milk products suitable for their use, nutritional specialists only recommend using a proper type of formula produced specifically for infants below 12 months old. Therefore, considering the substitutability in terms of intended use, the group of formulas for 0-6 month infant is least likely/unlikely to be substituted by other products, except breast-milk which in nature is the best nutritional source for infants. In the market for dairy products and powder milk, as well as for formulas, the formulas for use by 0-6 month old infant constitute a separate segment. 
b. 6-12 month infant formulas 
In 1987, the CAC issued the Codex Standard 156-1987
. Formulas for 6-12 month old infants must meet the nutritional composition and content as described by this Standard. Below are a number of examples on nutritional indicators under Codex 87:
Table 8. Some essential composition and quality factors under Codex 87

	Nutrients
	Quantity for 100 kcal
	Quantity for 100 kJ

	
	Minimum
	Maximum
	Minimum
	Maximum

	Protein
	3,0 gram
	5,5 gram
	0,7 gram
	1,3 gram

	Fat
	3 gram
	6 gram
	0,7 gram
	1,4 gram

	Vitamin A
	250 I.U 

or 75 (g
	750 I.U 

or 225 (g
	60 I.U 

or 18 (g
	180 I.U 

or 54 (g

	Vitamin D
	40 I.U 

or 1 (g
	120 I.U 

Or 3 (g
	10 I.U 

or 0,25 (g
	30 I.U 

or 0,75 (g

	Vitamin C
	8mg
	NS
	1,9 mg
	NS

	Vitamin B1
	40 (g
	NS
	40 (g
	NS

	Vitamin B2
	60 (g
	NS
	14 (g
	NS

	Nicotinamide
	250 (g
	NS
	60 (g
	NS

	Vitamin B6
	45 (g
	NS
	11 (g
	NS

	Folic acid
	4 (g
	NS
	70 (g
	NS

	Vitamin B12
	0,15 (g
	NS
	0,04 (g
	NS

	Vitamin K1
	4 (g
	NS
	1 (g
	NS

	Vitamin H
	1,5 (g
	NS
	0,4 (g
	NS


Source: Adapted from the Report on Evaluating Competition in the market for powder milk of Vietnam 

Published in 2010 by the Vietnam Competition Authority 
Compared to Codex 81, nutritional composition and content set by Codex 87 are more open, which mainly regulate the minimum rather than the maximum composition and content. The reason is that children of this age have more developed physical, immune and digestive systems. Therefore, they are able to better digest and absorb nutrients from milk. However, according to nutrition specialists, children of this age should continue to use appropriate type of milk and should not use milk products for children of older age ranging from 1 to 3 years for example. In addition, weaning could be started for children from 6 months old. This is in accordance with the WHO’s recommendations. 
Due to these characteristics, it can be said that formulas for children from 6 to 12 months old is less likely to be substituted by others, particularly by milk for children of older age. Milk formulas for this age group could also be called a separate segment in the overall market for infant formulas for children below 12 months old. However, in broader examination, these products can be substituted by many other nutritional products and are no longer the single/unique substitutes for breast-milk. This is an important feature affecting the subsequent analyses in this study. 
In summary, the market for infant formula products for children under 12 months old in Vietnam, from the perspective of characteristics and intended use, could be divided into three key segments: (i) the market for 0-6 month old infants (Stage 1 – Starter); (ii) the market for 6-12 month old infants (Stage 2 – Follow-on); and (iii) the specialty market for infants below 12 month with special nutritional needs. 
Segmentation by price
Besides, if we divide the market into smaller segments using retail prices (obtained from A.C. Nielsen) as the main criteria, there would be three main price groups for Stage 1 and Stage 2 products: the premium group which is priced from US$20 (equivalent to VND400,000 approximately) per kilogram; the middle range – which is priced between US$13-19 (VND260,000 to VND 400,000) per kilogram; and the mainstream group – which is priced from US$7-13 (VND150,000 to VND 250,000). However, due to similar characteristics and intended use, different brand lines belonging to the same or different price groups could be considered as competing against each other, as thus substitutable for each other, though not completely (as the prices of these products, in many cases, are considered as quality signals, which we will analyze in details later on, and hence in some specific consumers’ points of view, products of different qualities cannot be considered as completely substitutable for each other). Therefore, in this study, we will not examine market segmentation by price, but only examine the market structure and competition by relevant product segments as mentioned above, taking into account the price factors in specific instances.     
Regarding the specialty market segment, due to low output and high specialization (requiring a separate manufacturing process at a higher cost), product prices in this segment are always higher than in Stage 1 and Stage 2 segments. Some highly-specialized types of products are only used in hospitals and medical institutions and are funded by State budget or donated by dairy firms. Therefore, in this study we will not divide this segment further by prices either but consider it as one relevant market by itself.
In particular, from the perspective of relevant product market, for the purpose of this study, we will examine the market structure on the basis of calculating total sale volume and value of respective brand lines in each segment, rather than on the basis of total revenues of participating firms. The reason is that one dairy firm operating in Vietnam could supply to the market different brand lines of different prices for the same age group or special needs; and these brand lines are relatively substitutable for each other in terms of general intended use, while also competing on prices with each other and targeting consumers of different income levels at the same time. As such, competition in each market segment is first and foremost competition among different brand lines, then competition among firms. Besides, as dairy firms can also deal in many other types of dairy products other than infant formulas, such as milk for the elderly, pregnant and breastfeeding women, etc, their total revenues may not reflect their exact market share in each market segment for infant formulas. 

However, after examining the structure of each market segment (Stage 1, Stage 2 and Specialty) on the basis of sale volume and value of different brand lines, we will also examine the market structure divided by firms in each segment (respective firms’ market shares in each segment would be the sum of the market shares of different brand lines owned by each firm in each segment) in order to avoid the case where one company possesses a number of brand lines at the same time and thus can have remarkable market power or dominant position in the relevant market. 
3.2.2. Defining relevant geographical market
A relevant geographical market, under Article 3.1 of the Competition Law of Vietnam, means “a specific geographical area in which there are substitutable goods and services at similar competitive conditions, which are substantially different from the adjacent areas”. 
According to a number of dairy industry specialists, Vietnam’s powder milk market is subject to the following distributional characteristics:
a. The products are consumed throughout the country – but mostly in urban areas 
The sale volume of powder milk is quite substantial in urban areas, particularly in big and densely populated cities with higher levels of income and living standards. For example, the sale value and volume in big cities account for up to 80% of the country’s total value and 70% of its total volume. The remaining 20% of value and 30% of volume are contributed by other small cities and rural areas
.
Figure 1. Revenue and consumption level in urban and rural areas
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Source: Ministry of Agriculture and Rural Development 
The main reason behind this difference is that, with respect to infant formula products, the consumption level in urban areas is often higher since the income levels are higher here. Therefore, both domestic and foreign dairy firms would focus on developing distribution networks, setting up a network of agents, shops, etc, and focus on distributing their products to big cities including Ha Noi, Thai Nguyen, Hai Phong, Nha Trang, Sai Gon, and Can Tho etc.

Meanwhile, in small cities, towns, and rural areas, especially remote areas, people have less access to powder milk products. The main reason is that dairy firms often do not focus on distributing their products to these regions due to relatively higher transportation costs, which may add up to the retail prices. Besides, these regions’ low income levels and poor economic conditions could also be quoted as other major reasons.
Having said that, it does not mean that there is no distributor to small cities, towns and rural areas. At present, a number of dairy firms including Vinamilk, apart from their large-size markets, also pay attention to developing their distribution networks to small cities, towns or rural areas. In these regions, Vinamilk’s growing market share is further consolidated due to the shopping practices and habits of the inhabitants and particularly due to its price policy. Vinamilk has developed a sale network across all provinces with a growing market share since its products mainly belong to the mainstream group and are thus affordable to people in small cities and rural areas. 
b. Transportation cost and time
At present, dairy products of almost all firms are distributed across the country via a system of supermarkets, markets, and retail shops. Transportation cost and time from one to another area is not very high, except for remote areas, and thus does not have very significant impacts on retail prices. For example, dairy products can be transported from Ho Chi Minh City to Hanoi by road (trucks) within 3 days at an estimated transportation cost of 2%-3% of the retail price. Therefore, it is highly likely that the relevant geographical market of all dairy products is nationwide.

c. Non-existence of Barriers to market entry among regions
There is no significant barrier which differentiates one region from another. Therefore, for the purpose of this study, the relevant geographical market to be examined would be the entire Vietnamese territory.  

On the basis of specific characteristics in terms of distribution and consumption, it can be noted that:
(1) Dairy products are consumed throughout the country;
(2) Transportation cost and time have minor impacts on retail prices; 
(3) Non-existence of significant Barriers to market entry differentiating one market from another among regions.
As such, even though in specific cases, deeper analyses and assessment with regard to the relevant geographical market are required, for the purpose of this study, the relevant geographical market can be considered as the entire Vietnamese territory. 
3.2.3. Market structure from perspective of “relevant markets” in competition analysis
The market for infant formula products for children aged under 12 months old in Vietnam (0-6 months, 6-12 months and specialty) as determined by brand lines is characterized by a low or medium level of concentration, and is less likely to raise any competition concerns. The largest market share is occupied by 3 or 5 top brands which are produced and imported by different firms. However, according to the definition of dominant market position under the 2004 Competition Law of Vietnam (see the section on Regulatory Framework Assessment for further details) we see that no product can be considered as having a dominant position in the market except for the few cases of Similac Neosure IQ of Abbott in 2009, Dielac Pedia of Vinamilk  in 2010 and Dielac Alpha 1 of Vinamilk  in 2011. However, these dominant positions fail to sustain over the one-year duration and other competitors’ market shares are always growing. In other words, the market shares of different brand lines are constantly changing, which shows that the market is not dominated by any individual brand and competition in the market is high.
Table 9. Market shares of top brand lines in the market for infant formula products for children aged under 12 months old in Vietnam by volume and value (2009-2011)
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0-6 months

Similac IQ Abbott 13.1 14.6 12.4 18.0 20.2 18.4

Enfalac A+ Mead Johnson 13.7 13.9 13.3 17.2 17.8 17.0

Dielac Alpha 1 Vinamilk 22.0 26.6 29.0 11.6 14.8 17.1

Friso Gold 1 FrieslandCampina 9.6 9.8 10.7 13.3 13.7 14.9

Nan 1 Pro Nestle 2.3 2.4 4.0 3.4 3.3 5.3

Dulac Gold Dumex 6.8 5.9 4.2 9.5 7.8 5.4

Frisolac FrieslandCampina 3.8 2.8 3.3 3.3 2.5 2.9

Similac Abbott 4.1 3.2 3.2 3.7 2.9 2.8

Dutch Lady 1 FrieslandCampina 7.6 7.8 4.8 4.0 4.1 2.6

Dutch Lady Gold 1 FrieslandCampina 4.8 3.7 3.2 3.7 2.8 2.4

2009 2010 2011 2009 2010 2011

6-12 months

Dielac Alpha 2 Vinamilk 22.3 31.0 31.1 12.3 18.2 19.3

Similac Gain IQ Abbott 13.3 12.8 10.7 19.2 19.0 17.1

Enfapro A+ Mead Johnson 12.4 12.5 10.5 16.2 16.8 14.4

Friso Gold 2 FrieslandCampina 8.8 7.9 8.1 13.1 12.0 12.2

Dupro Gold Dumex 5.6 6.0 4.9 8.3 8.4 6.5

Nan 2 Pro Nestle 1.2 1.7 2.9 1.7 2.4 3.9

Dutch Lady 2 FrieslandCampina 11.3 9.0 6.4 6.3 5.1 3.7

Similac Gain Abbott 4.1 2.8 3.4 3.8 2.7 3.1

Friso 2 FrieslandCampina 4.2 2.9 3.0 3.9 2.8 2.8

Dutch Lady Gold 2 FrieslandCampina 3.9 3.2 3.1 3.1 2.5 2.5

2009 2010 2011 2009 2010 2011

Specialty

Dielac Pedia 1 Vinamilk NA NA 26.5 NA NA 25.8

Dielac Pedia 3 Vinamilk NA NA 17.0 NA NA 16.5

Pedia Plus Nutifood 22.7 26.6 15.3 19.1 24.8 14.6

Similac Neo Sure IQ Abbott 31.4 16.2 7.2 39.6 24.2 11.8

Dielac Pedia Vinamilk 25.4 32.5 12.9 21.1 28.8 12.0

Arti Gain Tan Uc Viet 3.1 9.3 9.6 1.6 5.3 5.6

Enfalac A+ Lactofree Mead Johnson 3.1 4.6 2.8 3.2 5.1 3.1

Similac Isomil IQ 2 Abbott 1.3 1.1 0.9 1.8 1.9 1.6

Similac Isomil IQ 1 Abbott 1.1 1.2 1.0 1.6 2.0 1.7

Dollac Pro Hancofood 3.2 4.2 2.2 1.6 2.4 1.4

% by ouput



% by ouput



% by value

% by value

% by value % by ouput

Source: A.C. Nielsen
Specifically, CR2
 of the 0-6 month segment in 2009 by volume is 35.7%, by 2010 41.2%, and 2011 43.3%; the market share of top popular brand lines in this segment (Dielac Alpha 1 of Vinamilk ) ranges from 22% in 2009 to 26.6% in 2010 and to 29% in 2011. The CR3 in this segment in 2009 was 48.8%, increasing to 55.1% by 2010 and reducing to 54.7% by 2011 (posting only a small difference from the figure of the previous year). The CR4 in this segment in 2009 was 58.4%, in 2010 increasing to 64.9% and by 2011 65.4% (having a slight change) (see Figure 2). The HHI
 in this segment in 2009 was around 1,098.2, in 2010 was 1,346.7, and by 2011 was around 1,370.8 (see Figure 3 below). These figures show a market structure with a medium level of concentration which is less likely to cause competition concerns, as with the other segments (6-12 months and specialty).
Figure 2 - CR2-4
 of the infant formula market for children of 0-6 months old between 2009 and 2011 by brands
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Source: A.C. Nielsen and authors’ calculations 

Figure 3 – HHI of the 0-6 month infant formula market between 2009 and 2011 by brand lines 
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Source: A.C. Nielsen and authors’ calculations 

If going by enterprises, in the 3 market segments for Stage 1, Stage 2 and Specialty products, a number of firms hold more big brands than other competitors. However, no company holds the absolute advantage (see Table 9b). For example, FrieslandCampina holds 4 big brands in the 0-6 month segment, with its total market share by volume being 25.8% in 2009, 24.1% in 2010 and reduced to 22% in 2011. Abbott holds 2 big brands in this segment with a total market share of 17.8% in 2010, reducing to 15.6% in 2011, thus creating a triangular balance with Vinamilk which holds the biggest brand in this segment and has the market shares of 22% in 2009, 26.6% in 2010 and increasing to 29% in 2011. The same case is true for the 6-12 month segment. Particularly, in 2010 and 2011, Vinamilk made a breakthrough by holding 31% of the total market share. In general, the largest infant formula producers and importers (0-12 months) (with their combined market share accounting for 75% of the market by volume and sale value) in Vietnam include FrieslandCampina, Vinamilk, Abbott and Meads Johnson. This market structure is very close to an oligopoly in competition analysis; and under the 2004 Competition Law of Vietnam, these firms have a joint dominant market position. However, the fact that these firms share a joint dominant position does not constitute a violation of the Competition Law by itself. Only when they all collude to restrain competition, abuse their joint dominant market position or enter into economic concentration undertakings as prescribed by the Law, will they be subject to the Law’s scrutiny. If considered separately, each of these firms does not hold dominant position in the market under the Competition Law, except for the case of Vinamilk in the last 2 years (2010-2011) with regards to Stage-2 products (6-12 months). Besides, if we consider the diverse ownership forms (100% domestically-owned, joint-venture and foreign-invested) and differences in business development strategies, for example, each of these firms have strengths in different price segments of the market (some firms specialize in premium products such as Abbott, Meads Johnson, while others produce more mainstream products such as FrieslandCampina and Vinamilk ), we think that it is less likely that these oligopolists have tacit collusion
 in distortion of competition.

Table 9b – Market share of key firms in Vietnam’s below-12 month infant formula market (2009-2011) by volume and value
	 
	Market share by volume (%)
	Market share by value 
(%)

	
	2009
	2010
	2011
	2009
	2010
	2011

	Stage 1 (0-6 months)
	
	
	
	
	
	

	FrieslandCampina
	25,8
	24,1
	22,0
	24,3
	23,1
	22,8

	Vinamilk 
	22,0
	26,6
	29,0
	11,6
	14,8
	17,1

	Abbott
	17,2
	17,8
	15,6
	21,7
	23,1
	21,2

	Mead Johnson
	13,7
	13,9
	13,3
	17,2
	17,8
	17,0

	Dumex
	6,8
	5,9
	4,2
	9,5
	7,8
	5,4

	Nestle
	2,3
	2,4
	4,0
	3,4
	3,3
	5,3

	 
	Market share by volume (%)
	Market share by value
(%)

	
	2009
	2010
	2011
	2009
	2010
	2011

	Stage 2 (6-12 months)
	
	
	
	
	
	

	FrieslandCampina
	28,2
	23,0
	20,6
	26,4
	22,4
	21,2

	Vinamilk 
	22,3
	31,0
	31,1
	12,3
	18,2
	19,3

	Abbott
	17,4
	15,6
	14,1
	23,0
	21,7
	20,2

	Mead Johnson
	12,4
	12,5
	10,5
	16,2
	16,8
	14,4

	Dumex
	5,6
	6,0
	4,9
	8,3
	8,4
	6,5

	Nestle
	1,2
	1,7
	2,9
	1,7
	2,4
	3,9


Source: A.C. Nielsen and calculations by authors 
A comparison in terms of the number of big brands co-existing in each market segment shows that the level of concentration of the Vietnam market is ranging from medium to being the first or second lowest in the region. In Indonesia, Malaysia, Singapore, Hong Kong, Thailand and the Philippines, the level of concentration in almost all segments is higher with a few brands occupying 80% of the market. (see Table 10).
Table 10. Number of brands occupying 80% of market share of the 0-12 month infant formula segments in Vietnam on regional comparison
	Number of brands occupying 80% of market share by sale volume
	0-6 months
	6-12 months
	Specialty

	
	FY 2011
	FY 2011
	FY 2011

	Vietnam
	7
	9
	5

	China
	>10
	>10
	4

	Indonesia
	4
	4
	6

	Malaysia
	6
	5
	5

	Singapore
	6
	5
	8

	Hong Kong
	3
	3
	3

	Thailand
	6
	 
	6

	Philippines
	5
	5
	6


Source: A.C. Nielsen 

Another notable point is that, if we look at retail prices, FrieslandCampina and Vinamilk tend to focus on mainstream products, while Abbott and Meads Johnson lead the premium group. This will have certain impact when we review milk prices in the market vis-a-vis the perspectives of consumers and relevant competent authorities in the subsequent sections of the study.
3.3. Competition in the market 
According to the above market structure analyses, all segments of the formula market for children aged from 0 to 12 months old in Vietnam are highly competitive. This market is not large on the demand side but relatively crowded on the supply side as the number of participating firms (large and small) are growing in correspondence to the number of brands offered on sale which include the most popular products as well as products sold on smaller scale or those least chosen. These features in theory force participating firms to compete fiercely to win popularity among consumers. 

The market is quite equally divided between domestic and foreign firms, and between domestic products and imported ones. This indicates that tacit collusion or price-fixing cartel agreement or output restriction agreement is less likely to occur due to the presence of factors which could erode cartels
, such as a large number of participating firms, product heterogeneity and large differences in terms of production costs (especially between domestic products and imported milk.)
Divided by firms, the level of competition will decrease due to the existence of a group of four (04) firms dominating the market (with total relevant market share of over 75%), according the Competition Law of Vietnam. However, individually, no enterprise will have sufficient market power (to the extent that they are considered dominant in the market) to dominate the market.  Moreover, the existence of a group of four dominant firms by itself does not constitute a violation of the competition law, but only requires the competition authority to keep a close watch to prevent collusion(s) in restraint of competition, abuse of dominant position or economic concentration by firms.    
Competition on these market segments is close to the type of ‘monopolistic competition’ in competition analysis with the following salient features:

· All firms participating in the market are producing highly similar, though not absolutely substitutable products – Formula products of different firms in the same segment are relatively similar in terms of basic quality (meeting the standards of Codex Alimentarius), though they maintain their unique features/strengths that differentiate them from others in terms of quality or price (different price ranges, sometimes amounting to a 200% range between the highest and the lowest in the same market segment). This makes them not completely substitutable.   
· Any firm can enter the market if they find it profitable to do business therein, and exit from the market is also not difficult – Table 2 shows a fairly high level of new entry as well as product introduction to Vietnamese markets, meaning that market barriers are not too high. In addition, by discussing with dairy firms, the authors found that no substantial entry or exit barriers existed. (See following section on market entry barriers).
· Firms will try to maximize profits by competing to win consumers’ favour via prices and differentiated products 
· All market participants possess a certain degree of market power which allows them to independently set the prices of their products as against the general supply-demand relationship – The latter two features could be explained as follows: Firms’ competitive advantages lie in the fact that they all focus on developing their own ‘niche’ markets in terms of prices or product differentiation, to avoid direct rivalry with other firms. With these competitive advantages in these ‘niche’ markets, firms will be able to avoid depending completely on the supply-demand relationship, and as such they can set their prices relatively irrespective of supply and demand in the market. However, the downside is that these lines of product will find it hard to expand their market share.
A general comment on competition in this market is that the level of competition is quite high despite the existence of large firms and prominent products. Consumers are able to freely select from a large pool of products differentiated in in terms of quality and prices (this is true for large cities where supply is more abundant than rural or remote areas where the most popular products are from Vinamilk or other firms with low price levels, which are more affordable to the average income level of the people). This is clearly shown through coefficients on different price points (see Figure 4, 5 and 6 – with three distinct price ranges: from US$7 to US$13, from US$13 to US$ 19 and from US$ 20 onwards) as well as the number of brands introduced to the market for consumers (see Table 3) according to statistics released by A.C. Nielsen.

	Figure 4 – Market share by total output of formulas for infants from 0 to 6 months old (Stage 1) calculated by price group
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	Source: A.C. Nielsen
Note: USD/VND exchange rate used for calculations in this figure is the average rate of 4 quarters of 2011. Source <www.xe.com>

	Figure 5 – Market share by total ouput of formulas for infants from 6 to 12 months old (Stage 2) calculated by price group
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	Source: A.C. Nielsen
Note: USD/VND exchange rate used for calculations in this figure is the average exchange rate of 4 quarters of 2011. Source <www.xe.com>

	Figure 6 – Market share by total ouput of formulas for infants under 12 months old having special nutritional needs by price group
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	Source: A.C. Nielsen
Note: USD/VND exchange rate used for calculations in this figure is the average exchange rate of 4 quarters of 2011. Source <www.xe.com>


3.4. Barriers to market entry
Assessing barriers to market entry is very important in competition analysis, particularly to determine whether a certain market can be considered “open”. Barriers to market entry, either related to law and regulatory policy, economic factors or market conditions etc, can become tools of protecting monopolistic firms, and incumbent firms already operating in that market, restraining competition, even distorting prices (for example, prices are too high, monopolistic prices are sustained and consumers have no other choice as new firms fail to enter due to barriers). Barriers to market entry may also be created by strategic behaviors of firms which have been operating in that market and in that case these behaviors can be considered as violation of the competition law (as they create potential competition restraints in the market). 
In general, barriers to market entry are strictly related to market structure. A perfectly competitive market normally has no barrier. On the contrary, in a monopolistic market, barriers normally are high or absolute, preventing any second firm from entering the market. For example, governmental policies (preventing private or foreign firms from entering strategic industries related to national security) will be absolute barriers. Oligopolistic markets normally have higher barriers while monopolistically competitive markets as in the case of the market for infant formula products for children aged under 12 months old in Vietnam (as analyzed above) normally have lower barriers.       

Previous reports of the Vietnam Competition Authority on powder milk markets mentioned a number of barriers to market entry as follows:
(i) Financial, technological barriers: The VCA was of the opinion that constraints in terms of investment capital, sources of material as well as the possibility to switch powder milk production line have created significant barriers to market entry for powder milk producers.  

(ii) Legal barriers: Current legal provisions are thought to have created favorable conditions for new firms to enter the market, though they need to be improved further, for example the procedures for appraising food safety and hygiene eligibility takes a long time due to overload on the part of the competent authority. 
(iii) Consumer habits: Vietnamese consumers generally have “foreign goods preference” psychology – they prefer imported milk at higher prices since they think this is the signal for better quality. This consumer habit is considered to have created a remarkable barrier to entry into the market and competition from lower-priced powder milk products.
(iv) Economy of scale by the current existing firms: Large-sized firms in the market have been present in Vietnam for years, and thus have developed a stable network of distribution, a loyal clientele and benefited from economy of scale. These factors are said to have created barriers to market entry by new entrants, such as XO, Meiji, S26, Hipp… which so far have not been able to have firm positions in the market.

(v) Strategic barriers: There are at present a number of exclusive distribution contracts for some imported brand lines in Vietnam, which is said to have created strategic barriers to new competitors.  

Basically, the research team agreed with this assessment regarding the barriers. However, in our opinion, not all the above barriers are significant and can lead to competition concerns (affecting the “openness” of market). For example, financial, technological barriers: as mentioned earlier, installing a production line manufacturing powder milk from fresh milk does not create competitive advantages, and is considered not suitable to the market conditions in Vietnam (in terms of material source, food safety and hygiene). Therefore, many firms in the market have not considered installing this production line, but instead import full containers or skimmed milk powder as input materials for preparing and packaging finished formula products. New firms wishing to enter the market may consider following this model, instead of installing a complete production line. Therefore, it cannot be said that there are significant financial, technological barriers to this market. On the other hand, the most significant barrier, according to the result of interviews with dairy firms and other stakeholders in this study is consumer habit.
Formulas for infants under 12 months old are divided into two segments ranging from 0-6 month and 6-12 month. As such, the life shelf is very short, just for 6 months, while doctors often recommend mother not to change the milk for their children abruptly and frequently to avoid digestive disorders. Therefore, mothers rarely change milk for their children if the children show no clear sign of incompatibility with the formula being used, or there is no special medical instruction or no remarkable change in prices and the family’s economic conditions. Mothers are inclined to opt for the safest choice from the beginning and stay with it. Therefore, the opportunities for unknown dairy firms are few and the existing firms must invest substantially into promoting brand equity and approach consumers via advertisement. 
In addition, recent scandals such as the case of milk containing melamine in China or the fact that some domestic producers kept a blind eye to the difference between fresh milk and reconstituted powder milk has shaken consumer confidence in food safety
. Meanwhile, it must be admitted that the authorities on standard and quality measurement, food safety and hygiene are known for their weak technical expertise, leading to the situation where consumers do not believe in their certification. Therefore, consumers tend to choose imported products with the belief that the quality and hygiene standards in developed countries such as America, the Netherlands, Australia, New Zealand etc, are ensured despite the higher prices of these products.
However, it is not totally accurate to say that consumer habit has constituted a significant barrier to market entry and competition between mainstream dairy products. Vietnam is by all means still a developing country with low GPD-per-capita level, therefore, except for big cities such as Hanoi and Ho Chi Minh City, the majority of Vietnamese people can only afford mainstream products at lower price. If we examine Table 8 on market structure, in the 0-6 segment, the brand line occupying the largest market share between 2009 and 2011 (most preferred) is Dielac Alpha 1 of Vinamilk, a mainstream product. In the 6-12 segment, the brand occupying the largest market share is again Dielac Alpha 2 of Vinamilk. In the specialty segment, two brand lines occupying the largest market shares are Dielac Pedia of Vinamilk and Pedia Plus of Nutifood.        

As such, we can conclude that the level of barrier to entry in this market is ranging from medium to low, and is unable to restrain competition or distort prices. 

3.5. Role of the distribution system vis-à-vis competition in the market for infant formula products for children aged under 12 months old in Vietnam 
The distribution and retail system of Vietnam is generally fragmented, poorly organized, has no characteristic of modern trade. According to a latest study on the distribution system of Vietnam, only 14-15% of distribution activities occur in modern retail (amounting to 20-30% in big cities). Traditional retailing (markets, small home-based shops or street vendors) still prevail and is preferred by consumers
. This is also specifically true to the distribution system of formulas for infants from 0 to 12 months old. 
As mentioned above, this market has the presence of a large number of firms specialized in direct import and distribution (as focal points) of full milk containers from foreign dairy firms for sale on the market. These firms are divided into big and small ones. Typical of big distribution firms are 3A Pharma Company Ltd (importing and distributing Abbot products), Mead Johnson Nutrition Vietnam Ltd, Danone Vietnam Ltd, (importing and distributing Dumex products), Nestle Company (Vietnam) Ltd, Traphaco, American Trade and Service Company, Kim Lien Trade and Service Company Ltd, Dien Khanh Company Ltd, Hoang Duong Pharmacy Company Ltd, Huong Thuy Services and Production Joint Stock Company, Vietnam Pharmacy Joint Stock Company etc. In addition, in this market, there are also a large number of small importers. The presence of these firms could be explained by the relatively open and relaxed regulations on dairy imports. 

In addition to importers and distributors, it is the retailers who form a large part of the distribution system in Vietnam in general and the formula market for infants from 0 to 12 months old in particular. These retailers include big supermarkets such as BigC, Coop Mart, Intimex, Fivimart, etc. or small or micro-size retail shops. However, they are statistically incalculable as they are not formally registered and thus only pay excise tax and operate without business registration. One estimate says that there are over 30,000 shops like that across Vietnam.
Regarding the role of the distribution system vis-à-vis competition in this market, some stakeholders interviewed in this study pointed out that the fragmented nature of the distribution system is not necessarily a bad thing as the presence of and fierce competition between a large number of retailers have forced the retailers to reduce their profit margin to compete for consumers. This view has been confirmed by big and small retailers themselves. One representative from a big supermarket said that Vietnamese consumers prefer buying formulas from retail shops to big supermarkets as retail shops do not have to pay taxes, except excise tax. Supermarkets, therefore, do not keep very large inventory of these products. One retail shop owner said that he tried to sell at price lower than his closest competing shops and supermarkets to keep loyal consumers. He even conceded to sell at price lower than the retail prices recommended by distributors and dairy firms, and sometimes lower than labeled prices (Hipp formulas, for example). Statistics released by A.C. Nielsen shows the same trend, meaning that the prices in modern supermarkets (modern trade) tend to be much higher than in retail shops (traditional trade) in Vietnam (see Table 11).
Some other views, on the contrary, suggested that the distribution system of Vietnam has problems in terms of transparency and competition in this market is being distorted due to lack of information, putting consumers at a disadvantage
. This is because advertising of formulas for infants under 12 months old are banned in any form under the WHO regulations and the Decree No. 21/2006/ND-CP of the Government on encouraging breastfeeding. Therefore, there is no formal source of information on the official retail price level of these products to which consumers can refer and compare, thus consumers are totally price-takers as they lack information and must buy at prices set by the retailers. One person sharing this opinion said that preliminary investigations have shown that prices of similar infant formula products in different shops, supermarkets in the same geographical area differed remarkably, and in some cases the difference was found to be 100%.
Table 11. Compare average prices in supermarkets and small shops Ho Chi Minh City and Hanoi 
	 
	Price VND/Kilogram

	 Time
	Q1' 2009
	Q2' 2009
	Q3' 2009
	Q4' 2009
	Q1' 2010
	Q2' 2010
	Q3' 2010
	Q4' 2010
	Q1' 2011
	Q2' 2011
	Q3' 2011
	Q4' 2011
	 

	0-6 month
	270.344
	275.363
	280.075
	282.592
	285.898
	289.361
	300.204
	300.951
	308.937
	324.247
	330.495
	344.168
	HCM+HN – Average price (Modern trade + Traditional trade) 

	
	
	
	
	
	
	
	
	
	
	
	
	
	

	6-12 month
	255.428
	256.597
	255.888
	259.275
	267.248
	269.627
	266.339
	263.177
	277.679
	289.865
	300.745
	316.130
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Specialty
	339.738
	336.030
	330.655
	320.655
	326.327
	308.139
	300.080
	288.012
	318.609
	324.401
	330.498
	335.100
	

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	0-6 month
	264.746
	271.946
	276.305
	280.058
	283.211
	287.347
	298.308
	298.341
	306.035
	321.407
	328.873
	342.236
	Average price – Traditional trade (HCM+HN)

	
	
	
	
	
	
	
	
	
	
	
	
	
	

	6-12 month
	252.741
	253.502
	254.861
	259.640
	266.354
	268.697
	265.562
	262.204
	276.205
	288.212
	299.020
	315.330
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Specialty
	340.805
	339.760
	332.839
	322.074
	326.853
	306.367
	297.787
	287.728
	319.078
	324.384
	328.881
	334.115
	

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	0-6 month
	332.435
	322.724
	341.057
	317.014
	332.947
	328.039
	333.809
	341.900
	355.621
	369.305
	354.372
	376.932
	Average price – Modern trade (HCM+HN)

	
	
	
	
	
	
	
	
	
	
	
	
	
	

	6-12 month
	296.197
	295.736
	270.093
	254.847
	284.497
	285.809
	279.570
	282.916
	305.778
	314.362
	324.281
	329.547
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Specialty
	329.799
	299.697
	293.775
	307.548
	320.118
	327.228
	321.375
	290.666
	314.200
	324.542
	342.569
	350.099
	

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 


Source: A.C. Nielsen 

Besides, while the relationship between big dairy firms and primary agents is bound by long-term contracts, the relationship between big dairy firms and secondary agents in the distribution system is simply a ‘purchase-and-sale’ one. Prices set by producers/importers and big distributors (registered transparently with the Ministry of Finance and Departments of Finance in big cities) are thus having no direct connection with retail prices sold to consumers: lower-level agents and shop owners can raise, reduce prices in line with their business strategies (selling at low prices to attract consumers or selling at high prices to increase profit) and relaxed regulations of local authorities. Therefore, it might also happen that dairy firms do not plan to raise prices, but prices still increase
. The situation gets worse due to lack of information as well as the limited intervention of competent authorities which are quite under-staffed to be able to monitor the entire distribution system, particularly the traditional sector, small shops and markets, and which do not have sufficient reserve to intervene into the market when prices increase abruptly.
Besides, the distribution system in Vietnam also affects the level of competition in the market in another negative way, as pointed out by one interviewee. According to this interviewee, the poorly organized distribution has significantly raised the administrative costs for managing quality and trademark. In fact, this may lead to competitive disadvantages for big brands and firms who tend to have stringent policy on quality as a global trademark and thus they have to invest substantially into human resources to enhance their distribution systems to ensure quality and trademark.
In short, the characteristics of the distribution system in Vietnam can create differences vis-à-vis competition between producers and importers, the wholesale and retail distribution systems, leading to the fact that competition between importers/producers is not always reflected in the distribution system. As a result, consumers may not benefit from the competition between producers/importers – the biggest firms in the market. Even when economic policies or competition regulations directed at big firms are effective, these benefits cannot trickle down to consumers if the problems of the distribution system are not adequately addressed.
4. Price
According to results of the above section on market structure and competition assessment, the market for infant formulas for children below 12 months old in Vietnam is relatively competitive and is less likely to lead to price agreements and collusion, including tacit collusion. This is also the answer to one of the questions raised in the background section of the study. In the following parts, we will continue examining important factors affecting prices of IFFOs in Vietnam from 2009 to 2011 as well as the correlation between Vietnam’s IFFO prices and the living standard, prices of IFFOs in other countries in the region, inflation, the volatility of the US dollar in relation to the Vietnamese dong, or material prices in the world market etc, in order to respond to the remaining questions raised earlier. 
4.1. Are Vietnam’s milk prices too high as compared to the region’s?
Examining whether Vietnam’s milk prices are high or low as compared to those of the region is not a simple task as this depends on specific conditions and subjective perceptions of market participants. In order to have an objective and comprehensive view, we will consider Vietnam’s milk prices as against the region’s from three different perspectives: 
· Comparing by absolute value, including the average prices and the prices of the premium brands - We choose to compare prices of premium brands in Vietnam and amongst the region in addition to average prices partly because they often share the same origin, while mainstream brands or budget ones are mostly produced locally (their countries of origin are therefore diverse and hence production requirements differ). Comparing brands with the same origin, in our view, will help produce more accurate assessment. 
· Comparing in relation to average GDP per capita (by PPP) of each country - The same price level may be perceived as either too high or affordable depending on the purchasing power of consumers at different income levels. This comparison, hence, is from the perspective of the consumers.
· Comparing in relation to taxes and tariffs (VAT, import), inflation rate and exchange rate - By this approach, we are taking the perspective of market participants. Comparing on taxes and tariffs, inflation and exchange rate is especially necessary for imported products since Vietnam has yet been self-sufficient on material, technology and technical expertise. We assume that these products share the same origin of production, hence the impact of material prices in the world market and basic production costs do not have significant differences. However, when they are imported into different countries, the selling prices will be affected by tariff rates levied by the importing country. Moreover, producers are faced with monetary risks due to diversity and volatility in exchange rates and inflation rates in different countries. Multinational firms, due to the cross-border nature of their business, must calculate these costs and risks into their price strategies for different markets.

In terms of absolute value, as compared to China, Hong Kong, Singapore, Indonesia, Malaysia, Thailand and the Philippines (see Table 12 and Table 13), we found that Vietnam’s dairy prices could be ranked in the middle.
	Table 12. Average prices of 0-12 month infant formulas in Vietnam as compared to the region in Q4/2011


	Data Q4/2011

Average price (USD/Kg)*
Rank **

0-6 month
6-12 month
Specialty
Hong Kong
36

30

34

1
Singapore

35

29

36

2
China
32

28

51

3
Vietnam
16

15

16

4
Philippines

13

13

24

5
Malaysia

14

12

24

6
Indonesia

11

10

21

7
Thailand
12

 

13

8


	Source: Nielsen Retail Audit between countries
*Average prices in this table are calculated by taking the average of the retail prices of all big brands (domestic as well as imported from premium to mainstream) which are present in each country. Big brands are defined to occupy around 80% of the formal market in terms of volume and value as mentioned earlier. 
** From the highest priced to the lowest priced country being 1 and 8 respectively.  


Regarding the average prices of all brand lines, Table 12 shows that the average price of 01 kilogram of formulas for infants under 12 months old in Vietnam is lower than the same in China, Hong Kong, and Singapore, but higher than those in Malaysia, Thailand and the Philippines (excluding formulas for children with special nutritional needs). 
However, the average price of premium brand lines in Vietnam is ranked the lowest in the region, just slightly higher than the same in Thailand, and much lower than other countries (see Table 13).
Table 13 –Average price of premium infant formula products across the region by absolute value

	Country
	Average price (USD/Kg)*
	Rank**

	
	0-6 month
	6-12 month
	

	China
	41.8
	32.8
	1

	Hong Kong
	37.0
	32.5
	2

	Singapore
	35.7
	33.0
	3

	Malaysia
	27.3
	25.3
	4

	Indonesia
	24.3
	23.0
	5

	Philippines
	230
	21.0
	6

	Vietnam
	20.6
	20.4
	7

	Thailand
	18.0
	18.0
	8


Source: A.C. Nielsen calculations of authors 

* Price by kilogram of 900g tin-container products in Q4/2011 of 3 premium brands being  Enfalac A+ (Meads Johnson), Similac IQ (Abbott) and Nan Pro 1 (Nestle) and similar brand lines in regional countries.
** From the highest to the lowest priced country, with the highest being 1 and the lowest being 8
In terms of average GDP per capita by PPP, Vietnam’s average GDP per capita ranks the lowest in the region (see Table 14) whereas the country’s average dairy price is not the lowest (by absolute value) – ranking at the middle and higher than the same in regional countries with higher average GDP per capita by PPP such as Indonesia, Malaysia, Thailand and the Philippines. This disparity is likely to make Vietnamese consumers feel that Vietnam’s dairy prices are high/expensive.  
Table 14 – Average GDP per capita by PPP (USD/year)

	 
	2007
	2008
	2009
	2010
	2011

	Philippines
	1.685
	1.925
	1.836
	2.140
	4.111,13

	Thailand
	3.643
	3.993
	3.835
	4.608
	9.693,42

	Hong Kong
	29.900
	30.865
	29.882
	31.758
	49.342,04

	Singapore
	36.655
	36.738
	37.790
	41.122
	59.936,98

	Malaysia 
	6.905
	8.099
	6.902
	8.373
	15.578,96

	Indonesia
	1.859
	2.172
	2.272
	2.946
	4.668,07

	China
	2.651
	3.414
	3.749
	4.428
	8.394,07

	Vietnam
	843
	1.070
	1.130
	1.224
	3.354,79


Source: Adapted from statistics of the WB and IMF
If we look at some key factors which have pulling effects on imported milk prices such as tariffs and inflation, Vietnam also ranks high in the region. Previous studies show that Vietnam’s milk prices, particularly imported milk (material and finished products), are affected by its 10% import tariff, the highest rate in the region (Table 15). In addition, the 10% VAT is levied on powder milk in general and infant formulas in particular, which is relatively high as compared to 0% in Malaysia and Hong Kong, 7% in Thailand and Singapore, 12% in Philippines and 17% in China. These applicable tax rates can be considered as factors which make it impossible for Vietnam’s infant formula prices to be lower on a regional average. Take one simple example. One container priced at US$10 imported from the Oceanic region, according to the tariff rates in Table 14, will be sold to Vietnamese consumers at US$12.1 whereas it is only sold at US$10 to Malaysian consumers, US$11.984 to the Philippine consumers, and US$11.235 to Indonesian consumers. Obviously, a high tariff rate has partially led to Vietnam’s milk prices being higher than those of Malaysia, Indonesia, the Philippines or Thailand.  
Table 15. Import tariff and VAT rates levied on milk products in Vietnam as compared to other countries in the region
	Country
	HS Code
	ASEAN import tariff

	MFN import tariff

	VAT

	Vietnam
	1901.10.20
	5,0%
	10%
	10%

	Malaysia
	1901.10.20
	0%
	0%
	0%

	Philippines
	1901.10.20
	0%
	7%
	12%

	Singapore
	1901.10.20
	0%
	0%
	7%

	Thailand
	1901.10.20
	2,5%
	5%
	7%

	Indonesia
	1901.10.20
	5,0%
	5%
	10%

	Hong Kong
	1901.10.20
	
	
	0%


Source:  Vietnam Competition Authority 
Figure 7 shows that Vietnam’s CPI growth (yellow histograms) ranks among the highest in the region between 2009 and 2011. However, the rate of price increase of infant formula products in the country (green, red and black Figures) is only equal to that of other countries in the region, while lower than China’s and Thailand’s. This means the rate of price increase of infant formula products in other countries in the region is much higher than the rate of price increase of the general goods basket (reflected in the CPI growth rate), whereas such rate in Vietnam is not higher than the rate of price increase of other goods in the basket used for CPI calculation. 
Figure 7. The rate of price increase of infant formula products vis-à-vis the general rate of CPI increase in Vietnam as compared to the region 
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Source: A.C. Nielsen Retail Audit in these countries 
Particularly, as compared to regional countries of similar development level, the Vietnamese dong tends to deppreciate substantially against the US dollar (see Figure 8). As can be seen from a number of global firms’ financial statemements, volatile exchange rates present one of the most formidable risks. For a country like Vietnam, firms must constantly increase selling prices in order to maintain their relatively stable revenue (in US dollar) (to be analysed in following parts). 
In short, generally there is no such a case that Vietnam’s dairy  prices are 2 or 3 times higher than those in other countries in the region in both aboslute value and by relative comparison. From macro comparison of tariff, inflation rate and foreign exchange rates, we have found that Vietnam’s business risk is remarkably higher than that of other regional countries. Vietnam’s selling prices of imported milk are being pulled up by these macro factors, and hence firms must unavoidably increase prices to make up for risks. However, Vietnam’s milk prices including both the average prices and the average prices of premium imported formulas rank at the middle or low level in the region. This shows a relatively balanced interest between firms, especially international firms, and Vietnamese consumers (shown by average GDP per capita by PPP). In such an unfavorable macro environment as Vietnam, both buyers and sellers are perceived to be unsatisified with prices. Naturally, when the Vietnam dong deppreciates, consumers will perceive imported products as increasingly expensive. As sellers, firms will think that the Vietnam’s market is less profitable than that of other countries in ther region as risks and taxes are high. However, it is also impossible for sellers to bring selling prices to an equal level to that in other countries due to Vietnamese consumers’ low purchasing power. 
In the upcoming part, we will examine specific factors affecting Vietnam’s selling prices. 
Figure 8. The volatility of the US dollar against the currencies of some ASEAN countries (2007- 2011)
[image: image11.emf]
Source: World Bank 2011
4.2.  Vietnam’s milk prices increase constantly while the prices of material in the world market have decreased?
The second comparison we will undertake hereby is on the trend of price changes of 0-12 month infant formulas in Vietnam and the volatility in dairy material prices in the world market to examine whether there is any correlation between these two trends. 

As mentioned earlier, infant formulas in Vietnam, either domestically produced or imported finished products, share the same material being skimmed milk powder (produced from fresh milk) sold in the world market. Therefore, in examining the volatile prices of dairy material in the world market, we would examine the volatility in the prices of skimmed milk powder. This information is available from <http://www.globaldairytrade.info/>, a database/trading floor of dairy products on international scale.  

	Figure 9 – The trend of average price increases of infant formulas in Vietnam between 2009-2011 against Q1/2009 
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	Source: A.C. Nielsen and author calculations



	Figure 10 – Skimmed milk powder (SMP) prices in the world market between 2009 and 2012

	[image: image13.png]12

98,4 §V
2432

119209
TI-hon-9
TT90-9
Tr-as-9
Tr-Bny-9
TTr9
TTnf-9
Tr-her-g
TT-1dy-9
TTIRI-9
TT-R49
er-9
019209
0T-hoN-9
01-90-9
T-tas-9
ni-9
-9
ng-9
el-9
dy-9
ey-9
P9
er-9
20-9
oN-9
20-9
las-9
ni-9
-9
ng-9
el-9
dy-9
ey-9
P9

8239

72.87

7224

59

.29,
Bl
hnl

96.96.94
74.624.55.79
B

41.69

140
120

-9

100
80
60
40
20
2

—— Linear (Mtrc d6 tang gia SMP so véiky gbe Q1/2009 (%))

—+—Murc d6 tang gia SMP so véi ky gbe Q1/2009 (%)







Source: <http://www.globaldairytrade.info/> and author calculations
Figure 10 shows that SMP price tends to gradually and steadily increase starting from 2009 from US$2,000 per ton, to peak at US$4,000 per ton by QII/2011. So far, it tends to decrease but is still at US$3,500 per ton, 75% higher than the baseline of QI/2009. 

Besides, Figure 10 also shows us that SMP price in the work market starting from 2007 is very volatile. SMP price at its peaks may be 100% higher than its trough. This strong and risky volatility of material price forces dairy firms to adopt a long-term production and price strategy to hedge risks, as they cannot adjust selling prices in line with material price increase instantly all the time. As informed by a company supplying SMP materials to many powder milk producers in the world, a majority of dairy producers adopt risk-hedging strategies on material prices by reaching agreements on material prices at least 6 months in advance, meaning that within 6 months, material prices are hedged against any volatility. Therefore, it is impossible to immediately raise finished product prices if there is any increase in material prices and vice versa. To quote a dairy firm representative who was interviewed by the Vietnam Economics Forum of Vietnamnet, “Producing milk is not the same as buying a bunch of morning glory for cooking immediately. When a producer sells dairy products via distributors to the market, raw materials used for producing the lot of products has been contracted at least a year in advance. Therefore, it is unreasonable to demand reduction in the prices of finished product immediately when there is any reduction in material price.”
 Besides, we need to take into account that finished product prices are only slightly affected by material prices due to a number of peculiar characteristics of production line. We will analyze this point in more details during subsequent sections.
In short, a gradual and steady increasing trend can be reported as the overall trend of average retail prices of infant formulas in Vietnam and dairy material prices in the world market. Particularly, in terms of price increase, dairy material prices are increasing in multiple folds in comparison with finished product price increases in the same period of time. So far, though dairy material price has reduced against its peak, it is still much higher than the baseline of QI/2009. This strong volatility in dairy material price has forced producers to adopt business strategies to hedge risks and relatively stabilize prices. Considering these factors, we can conclude that there is a relative correlation between the adjustment trends of finished product retail prices and of skimmed milk powder in the world market, and that there is no ground to conclude that the high price increases of infant formula products in Vietnam so far fail to reflect the volatile trends of dairy material prices in the world market.
4.3.  Prices of infant formula products for children below 12 months old in Vietnam vis-a-vis inflation
Vietnam features one of the highest inflation rates in the region. Vietnam’s CPI at its peak reached 22% (QIII/2011). The constantly high inflation rate of the country has substantially squeezed the overall consumption volume of fast-moving consumer goods (FMCG) (see Figure 11) in Vietnam, amongst which infant formula is one type. 
Figure 11. FMCG consumption volume changes under the impact of inflation
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Source: Nielsen Growth Reporter Q4 2011 (6 Cities All Channels in Vietnam). CPI information is for quarter ending month sourced from GSO Vietnam 
Specifically, the year 2009 saw the consumption volume of FMCGs in Vietnam increased by 19.4%, of which 8.1% was due to inflation and only 11.3% was real increase.  By 2011, while the general FMCGs consumption has decreased to 17.6%, the inflation-driven portion skyrocketed to 14.1% and only 3.5% was real increase.
Meanwhile, the price increase rate of powder milk in general and formulas for infants below 12 months old in particular are on the same par with inflation rate. Especially, by looking at Figure 12, we can see that the price increase rate of formulas for infants below 12 months old in Vietnam is much lower than the rate of CPI increase. For example, in QI/2010, infant formula price was up only 3% against the same quarter in 2009, while CPI increased by 9%. CPI increase, at its peak in Q3/2011, was 22% against the same quarter in 2010, while infant formula prices increased by only 16%. Though it is impossible to calculate the inflation-driven weight on milk prices, we can see that a large part of the infant formula price increases during these years was to make up for inflation. Obviously, dairy firms did not only increase their prices for profit, but also for other reasons, amongst which inflation was an important factor.  

Figure 12. Milk price increases vis-à-vis CPI Increase from 2009 to 2011
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Source: Nielsen Growth Reporter Q4 2011 (6 Cities All Channels in Vietnam). CPI information is for quarter ending month sourced from GSO Vietnam 
Notably, while Vietnam maintained such a high inflation rate, the price increase rate of formula products for infants below 12 months old is not high vis-a-vis infation rate and as compared to other countries in the region (see Figure 7 and previous explanations).
4.4.  Infant formula price increase vis-à-vis exchange rate
Figure 13 and Figure 14 below show a discernible similarity between the trends of VND/USD exchange rate adjustment and the trends of price adjustment for infant formula products for children below 12 months old. By Q4/2011, the VND/USD exchange rate has increased by over 20% against Q1/2009, while IFFO prices (State 1 & Stage 2) also increased by 20-30% by end of 
Q4/2011 as against Q1/2009. Both the two figures show gradual and steady increasing trends.
This is understandable since, as already analysed above, infant formula products for young children in circulation in Vietnam are all either manufactured from imported materials or imported by full containers. Therefore, the price increase rate of these products is strongly associated with the appreciation of the US dollar against Vietnamese Dong, since import costs has obviously risen. In addition, in early 2011, prior to the official adjustment of USD/VND exchange rate by the State Bank of Vietnam, there existed two substantially different exchange rates, being the official exchange rate and the exchange rate on the free market. Their co-existence is the reason why the banks have been charging very high fees on importing firms, thus increasing their import costs many times, which then heavily affected these firms’ selling prices.
	Figure 13. The increase (%) of VND/USD exchange rate by quarters from 2009 to 2011
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	Source: Average interbank exchange rate (Website of State Bank of Vietnam at <www.sbv.gov.vn>

	Figure 14: Adjustment trends of average infant formula prices in Vietnam from 2009 to 2011 as against the baseline of Q1/2009 

	[image: image16.png]—4+—Budc1(0-6thang) —E—Budc2(6-12thang) —a—bicché






	Source: A.C. Nielsen


As from March 24, 2009, the margin of VND/USD exchange rate was adjusted from +/-3% to +/-5% against the interbank exchange rate pursuant to the Decision No. 622/QD-NHNN of the State Bank of Vietnam. When the VND/USD margin was relaxed, imports would be subject to higher level of risk, particularly with the strong appreciation of the USD in 2011. On the other hand, when USD demand on the free market increases for importation, a wider exchange rate margin would be an additional pull to the USD, making it more expensive
.

4.5.  Is the price increase rate of infant formula products higher than that of FMCGs in Vietnam?
Looking at Figure 15 below, we can see that the price increase rate of Vietnam’s infant formula products is not higher than that of the closest FMCGs, on the other hand, it is even lower. While the price increase rate of adult milk (light violet line) is among the highest of all goods under comparison including biscuit and pie, instant noodle, ready-to-drink milk, snacks, condensed sweentened milk, the price increase rate of milk formulas for infants and young children are almost the lowest.
	Figure 15 – IFFOs’ price increase rate as against other FMCGs
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Source: A.C. Nielsen
4.6.  Is foreign milk price higher than domestic milk price and unafordable for most Vietnamese consumers?
If we group milk products in the Vietnam market in two groups: foreign (if a product carries international label, even if produced in Vietnam as some brand lines of FrieslandCampina) and domestic (if it carries domestic label), the answer to the above question is both Yes and No. 

It is a Yes because: the average price of infant formula products carrying international labels (products of multinational companies – MNCs) is 200% higher than that of those carrying domestic labels by absoluate value. (see Table 16)
	Table 16 – Average price of infant formula products for children below 12 months old in Vietnam by age group and label origin


318.8

	0



	


Source: A.C. Nielsen and authors’ calculations 

It is a No because: The market for infant formulas in Vietnam is characterized by different price groups (at least 3 being premium, mid-range and mainstream) (see Figure 4, 5, 6) for consumers to freely choose from, rather than being stuck with one product without any viable substitutes. Each producer may have different brand lines of different price groups. For example, FrieslandCampina has three brand lines being Friso Gold, Frisolac and Dutch Lady belonging to the above-mentioned three different price groups; or Nestle has 2 brand lines being Nan and Lactogen belonging to the mid-range and maistream price groups respectively. A review of retail price statistics shows that Dutch Lady and Lactogen products of FrieslandCampina and Nestle respectively are relatively competitive against domestic brand lines such as Dielac Alpha of Vinamik or NutiIQ of Nutifoods.  

Therefore, consumers have the right to choose foreign products belonging to the premium price segment for their children if they have sufficiently high income. Those with lower income should buy products of lower prices as affordable to them, and those lower-priced products would still meet the minimum quality standards. We do not deal with the issue of quality in correlation with prices here, but rather presumed that all branded (foreign or domestic) infant formula products being circulated in the market must at least satisfy the minimum Codex standards. The right to freely conduct one’own business and compete in the market also include the right to fix their product prices on the basis of cost, profit, business strategy and other factors, etc. The role of the governments is to ensure that there are choices in terms of prices and quality for consumers in the market, which means to ensure that no companay has sufficient market power or dominant market position to manipulate prices.
 Poor consumers should be entitled to allowance or be provided with government-subsidized goods. It is only a matter of concern if the prices of low-priced products suddenly skyrocket to the same level as those of premium products. This is when governments should intervene by investigating to make things clear as this price increase would affect the disadvantaged group, i.e. the low income group.
In addition, we need to take into account that infant formula is not just a mere mixture of SMP, sugar, vitamin and minerals etc, but it is a complex nutritional product with combined nutritional ingredients (cow milk only accounts for 30-40%), just as a car is not just a combination of steel, plastic and rubber, but a complex product. The infant formula manufacturing process as mentioned the section on Study scope and Objectives (Section 1) has been much simplified. In fact, this is a complex process requiring technology, sophisticated equipments and substantial investment in terms of finance, technique and human resources.
The price of a product, particularly milk formulas for infants and young children, depends on different factors:
(i) Production standards, including exactitude, environmental hygiene conditions, technical qualification of workers, monitoring, checking and self-compliance etc. The higher the standards are, the higher the quality will be. However, prices will increase substantially due to investment in technology, labor and operation costs. Therefore, milk or other products (medicine, cosmetics, automobile, electronics, etc) produced in European countries or the US is more expensive than those produced in Asia.
(ii) Quality of material: Materials are of different prices and quality. Whole milk powder from New Zealand in August 2008 cost US$4,000/ton while Chinese whole milk powder cost just as half (US$2,400/ton). Similarly, the prices of vitamins and minerals also differ in correlation to slightest differences in term of purity. Supplementing DHA produced from fungi micronutrients costs much more than DHA supplementation from fish oil.
(iii) Research & Development: Undertaking research to invent a new formulation and to gauge its effect on human health requires substantial funding (on average tens or hundreds of millions of USD per invention) and this cost is factored into production cost. Multinational firms, due to increasingly fierce competition in the market for powder milk and nutritional foods for infants and young children, are investing substantially into research to find out new formulations to keep up their brand reputation. The prices of these products, therefore, tend to go up rather than down and in fact global consumers prefer improved products at a higher cost to mainstream products with constant quality. According to a report on the infant formula markets in the US and Europe, a typical US dairy company leading the global industry would have nearly 40 patents on ingredients used in milk formulas for infants and young children; and over 100 inventions achieved during the last 10 years that are being tested and await patent. Costs from research, test registration and hiring lawyers to protect patent rights will be factored into production costs.
 However, firms which are only copying formulation (without any investment into research, but just examining ingredients of patented products and mixing their ingredients accordingly) will incur lower production costs and hence could sell at lower prices. 
(iv) In addition, trademark also affects prices as the value of a well-known trademark is the result of years of investment, prestige of product quality, consumer services and corporate social responsibility. For a branded product, risk means losing the consumer confidence (thus tarnishing its brand). Therefore, firms must invest in trademark protection such as testing and product quality control to ensure its highest quality and services; as well as invest in social activities etc. This is not only true for dairy products but also other products. One simple example is that a Japanese car is always more expensive than a Chinese one.
According to our literature review as well as specialist opinions, these are factors leading to higher price levels of imported dairy products. Foreign dairy firms interviewed also share the same feedbacks. Their competitive strategies always put quality commitments over price concerns. It is therefore very important that consumers should have necessary knowledge and information on prices and quality of products in the market and are able to have real choice to get the products most suited to their need and affordability.  
4.7.  Are high IFFO prices due to firms’ substantial investment into advertising, the cost of which is then shifted to consumers?
Under the Decree No. 26/2006/ND-CP of the government dated February 27, 2006 (see further in the section on Regulatory Framework Assessment), firms are not allowed to advertise or promote formulas for infants below 12 months old in any form.

In addition, Article 9.2 of the Law on Corporate Income Tax provides that expenses for advertising, marketing, promotion and broker's commissions; of expenses for receptions, formal occasions and conferences; of expenses for assisting marketing, of expenses for assisting costs, and for discounting payments; and of expenses for complimentary newspapers by press agencies directly related to production and business which exceeds ten (10) per cent of the total amount of deductible expenses; but applicable to newly established firms, that part of such expenses which exceeds fifteen (15) per cent in the first three years as from the date of establishment. If expenses exceed these figures, under the law, such expenses must be deducted from enterprise’s profit.
If firms are not permitted to advertise for infant formula products under any form and could only build their brand value through advertising other products, it is less likely that advertising costs have such an upward pull-effect on the prices of infant formulas for children under 12 months old in Vietnam, especially when we see that the share of the market for such products is small in comparison with other products.
We will discuss the relevance and necessity for an advertising cost ceiling in the section on Regulatory Framework Assessment.  

4.8.  Factors affecting dairy firms’ milk price adjustment
The above objective analysis shows a number of objective factors affecting price increase rates of milk formulas for infants and young children below 12 months old in Vietnam from 2009 to 2011, namely: 

· Inflation rate
· VND/USD exchange rate
· Price increase rate of materials (SMP) in the world market
· Tax policies 
Most of these factors are beyond the control of the government, except for tax policies (including import tariff and VAT) which the government is able to adjust on the basis of balancing the interests of producers with the goal of protecting public health and future generations (by making milk more affordable to Vietnamese households). By looking at Table 11 in the section on Market Structure and Competition, we can see that retail prices in supermarkets are much higher than the same in small shops. This difference is due to small shops not being required to pay VAT for the sold products. As a result, it is quite evident that there is a remarkable correlation between prices and tax rates applicable to formulas for infants below 12 months old in Vietnam.  

Within the scope of this study, we have conducted a small perception survey with a number of big dairy firms to find out the reasons why they adjusted their selling prices and their competitive strategies in Vietnam. We can summarize a number of key feedbacks as follows:
a. Prices of imported products will increase if firms’ input costs increase at the production base, including due to risen material prices. However, some dairy firms suggest that material price volatility is not always reflected in finished formula prices (they are not increasing and decreasing simultaneously) and it is not always possible to evaluate the impact of material price volatility on finished formula price adjustment (making finished formula price increase at what percentage). The reason is that the process of turning SMP into a finished infant formula product is a complex production process affected by various factors. In addition, substantial R&D costs have made the impact of material price volatility become minimal on finished product prices.   

b. For premium brands, dairy firms’ key competitive strategies are to constantly enhance quality via producing products under improved formulation as a result of substantial R&D activities in order to improve consumer health. As quality is the top concern, the price factor thus becomes irrelevant. Producers must factor in their prices the costs for R&D, brand equity, the costs for adjusting formulations to suit local children’s physical characteristics and development needs, costs incurred from investment into the distribution system to ensure safety and quality, etc. The production costs of these brands are therefore inherently high and their price increase rate, if any, will be high as R&D cost is substantial.

c. Producers and importers pay due attention to introducing into the market various options for consumers in terms of price, and product differentiation. For mainstream products, some producers even apply price cross-subsidization: cutting the price of and bear loss on the best sellers so that they reach the largest number of consumers possible, while raising the price of premium products sold to a smaller number of consumers. 
d. For specialty, due to a smaller quantity of products sold in the market as compared to popular products of different age groups, the prices of these products will increase remarkably for various reasons. For example, these products do not enjoy the benefit of economy of scale, production overheads are high and the costs for developing a distribution system are high as well (they require highly qualified medical and nutritional staff) etc.       

e. Advertising costs or brokers’ commission etc, as opined by firms, are not influential factors vis-a-vis milk price adjustment. 
f. Particularly, all firms mention two factors possibly affecting product prices in the market, namely price registration policies and milk price management of the government. 
First, as opined by firms, the price registration process seems to be overloading the relevant authorities with a huge amount of information waiting to be processed in response to price registration applications from firms, due to the authorities’ limited human resources. The Circular No. 104/2008/TT-BTC and Circular No. 122/2010/TT-BTC stipulate that in the case of disagreeing with price adjustment requests, the competent authorities will respond within two working days as from receiving the registration dossier, but these circulars are unclear as to whether, after two days, if the authorities do not provide any response, firms will have the autonomy to adjust their prices. The vagueness of these circulars has prevented firms from daring to impose new prices without ensuring that the prices have been approved by the competent authorities, which has thus messed up/affected their internal business/management processes – creating administrative burden on firms. This cost is not small and should have been used more effectively. 
Second, the confidentiality of the price registration and management process is not as secured as expected, which leads to the possibility that information in firms’ price registration dossiers may be leaked to the market prior to their actual price increase date. As a result, distributors speculate by hoarding products or retailers stop sales awaiting price increase, leading to artificial scarcity prior to bouts of price increase, thus adversely affecting demand-supply, product prices and consumers’ interests.
4.9.  Summary
Assessments on the prices of milk formulas for infants below 12 months old in Vietnam can be summarized as follows:
The prices of these products in Vietnam are subject to relatively-to-fairly strong impact exerted by factors such as price volatility of materials in the world market, USD/VND exchange rate, and taxes.  

Their average price in Vietnam ranks at the middle on regional comparison by absolute value, though it is high from the perspective of average GDP per capita (by PPP) comparison. Especially, the Vietnam market‘s price increase rate is not too high vis-à-vis inflation as compared to other countries in the region. 
The price increase rate of milk formulas for infants and young children is not too high in comparison with that of other FMCGs.
Although the average prices of foreign products are higher than those of domestic products, there are many options in the market which are affordable to consumers. These higher average price levels are due to substantial investment into R&D made by foreign firms. The reasonable price level of domestic products is attractive to consumers who therefore tend to choose domestic products over the years. 
5. Regulatory Framework Assessment
A perfectly competitive market normally has a large number of firms producing homogeneous products, serving the demand of a large number of buyers. Entry or exit from the market in this case is easy as there is no barrier to entry or exit. Market participants (producers, buyers, sellers) are free and they all have sufficient information on the market. However, such a market structure hardly exists in practice. Markets are prone to failures such as asymmetric information that requires governmental interventions as a regulator. Therefore, any enterprise operating in any market, industry in any country is subject to the legal framework and regulatory policies concerning that market. Vietnam’s market for formulas for children below 12 months old and its participating firms are not excluded from these rules. This market’s imperfect competitive conditions as previously presented, namely the presence of a group of big firms (giving rise to oligopolistic concerns), asymmetric information (buyers/consumers have insufficient information on quality and production costs), complex and fragmented distribution system, have made competition in this market fairly complex, requiring state regulations. In Vietnam, one of the most important roles of the State is to ensure the rights and interests of the general public (consumers), particularly the group of low income people, so that they could have access to essential goods and services at reasonable prices and good quality. This goal can be obtained indirectly via the effective implementation of competition laws which inherently ensure the smooth functioning of a competitive market that force all participating firms to compete to win the favor of consumers by introducing products of high quality at reasonable prices and by providing diverse choice on goods and services. More directly, a number of governments also enforce other laws on standards, quality, prices or consumer protection. However, these legal instruments do not always achieve their initial goals or are sometimes not optimized. International experience shows that regulatory failures are even worse than market failures. This part of the study will examine in details some important laws and regulations concerning the infant formula market in Vietnam (background for promulgation/policy objectives, basic content, enforcement situation) with subsequent discussions on whether these laws and regulations are really necessary or have been properly designed and enforced to achieve the initially-intended policy objectives and stakeholders’ opinions on these issues. Policy recommendations, if any, will be consolidated and incorporated into the section on Conclusions and Recommendations at the end of the study. 
5.1.  The WHO Code and Decree No. 21
The market for infant formula products for children under 12 months old in Vietnam is subject to various laws, regulations and policies at both national and international levels. 
At the international level, the most important legal instrument is the International Code of Marketing Breast-milk  Substitutes promulgated by the World Health Organization (also referred to as the “WHO Code”) in 1981 in the context that the international rate of breastfeeding was decreasing substantially, partly due to the mushrooming of infant formula products being commercially promoted  which made it possible for mothers to have other favorable alternatives to breastfeeding, even though their nutritional value is lower than breast-milk. Therefore, the WHO promulgated the WHO Code to prevent firms from abusing advertisements that cause to confuse mothers as to the nutritional value of infant formulas. This Code has been ratified and implemented by over 160 member states, excluding the US
. 

The WHO Code aims to promote breastfeeding worldwide as a fundamental right of children and a essential prerequisite for their physical and mental development. To this end, the most fundamental content of the Code is to ban the advertising, in any form, of infant formulas (breast-milk substitutes) for children below 6 months old and requiring health workers working in medical and mother- and childcare institutions to disseminate factual and ethical information on using these products. This Code so far has been valid and referred to by dairy firms as an important part of the legal environment concerning their business in Vietnam in of the perception survey undertaken for the purpose of this study.
The Government of Vietnam issued the Decree No. 21/2006/ND-CP on trading in and using nutritional products for young children on February 27, 2006. A number of important contents of this Decree concerning the study objectives can be cited as follows:
· Prohibiting materials, information, education and communication on feeding young children as follows: 
a) Pictures or texts that promote bottle-feeding or discourage breastfeeding;
b) Comparing nutritional products used for young children being similar to or better than breast milk. – Article 4.3(a,b)

· Prohibiting advertisements on milk used for children below 12 months old, food used for children below 6 months old, feeding bottles with artificial tits in any form. – Article 6.1
· Labeling products in Vietnamese which is understandable as to the superiority of breastfeeding, nutritional ingredients of the products as well as preparation instructions and requiring contact with health workers in cases detailed instruction inquiry – Article 8. 
· Heads of production facilities, undertakings or their legal representatives are not allowed to: 
b) Send staff to get in touch directly or indirectly with mothers, pregnant women or their family members in medical institutions to promote or sell milk used for children below 12 months old, food used for children below 6 months old;

c) Donate to doctors, health workers or medical institutions milk used for children below 12 months old, food used for children below 6 months old; material benefits or other manifestations with names or symbols of milk used for children below 12 months old, and food used for children below 6 months old; 

d) Exhibit milk used for children below 12 months old, food used for children below 6 months old in medical institutions, excluding pharmaceutical facilities of hospitals; apply sale promotion measures as to milk used for children below 12 months old, and food used for children below 6 months old;
đ) Use forms of grants for scholarship, scientific research, training, conferences, seminars, workshops, concerts, telephone counseling services or other forms to introduce products directly or indirectly to promote trading in or using milk used for children below 12 months old, and food used for children below 6 months old. – Article 10
These contents are mostly with the same as the provisions of the WHO Code, and are stricter in a number of provisions. For example, the WHO Code only bans advertising, promoting formulas for children below 6 months old whereas the Decree No. 21 prohibitions are extended to include children below 12 months old. The Ministry of Health, the Ministry of Industry and Trade, the Ministry of Culture and Information and the Population Commission jointly issued the Interministerial Circular No. 10/2006/TTLT/BYT-BTM-BVHTT-UBDSGĐTE detailing the implementation of the Decree No. 21. However, both Decree No. 21 and Circular No. 10 provide for no specific sanction to penalize violations in this regard, except for common administrative remedies. Consequently, though there is no advertising on 0-12 month infant formulas on the mass media, in the market, particularly retail systems, there are still violations such as sale promotions, direct or indirect telephone counseling, staff introducing products to consumers in their shops etc. This is due to poor enforcement or the lack of awareness in a number of parties, particularly retailers in informal markets or unregistered cross-border importers, despite a fairly good rate of compliance among big dairy firms, doctors and healthcare institutions. This assessment was consolidated by the study team on the basis of interviews and surveys, retail information collection, and is also corresponding to a comment made by the Ministry of Health in a seminar reviewing 5 years of implementing the Decree No. 21 held in 2011
. Therefore, information on these provisions should be disseminated on broader scale or violations should be strictly handled by the competent authorities.
Another side-effect of the Decree No. 21 is that it has resulted in the problem of asymmetric information in the market. To put it simply, as firms are not allowed to advertise in any form, official information on prices fails to reach consumers who, in turn, are not able to benefit from competition among producers. However, this is unavoidable and could only be resolved via such measures as standardizing the distribution systems, or price labeling directly on products. 
5.2.  The Competition Law 2004 and its implementation regulations
The Competition Law was adopted by the National Assembly of Vietnam on December 13, 2004 and took effect as of July 1, 2005.
 The Competition Law specifies competition restraints, unfair competitive practices, order and procedures for handling a competition case and remedies applicable to its infringements.
 This law applies to all organizations, individuals doing business including firms engaged in producing, supplying public goods, services; firms operating in state monopoly sectors, fields; foreign firms and professional associations operating in Vietnam.
 Therefore, competition among firms of all economic sectors which participate in the Vietnam market for infant formulas for children below 12 months old are subject to this Law.

The Competition Law will prevail in cases where interpretations of competition restraints, unfair competitive practices vary from this Law to another law.
 This confirmation shows the uniqueness of the Competition Law in governing competitive practices in the markets. 

The advent of the Competition Law marks an important milestone in regulating competitive practices in the territory of Vietnam. Prior to its promulgation, unfair competition practices and particularly competition restraints seemed not to have been governed adequately and effectively. Scattering across a number of different legal documents, previous regulations only mentioned cursory principles of prohibiting illegal competitive practices, unfair competitive practices without introducing a clear set of rules on procedures, forms of handling and an agency specialized in enforcement.
 As a result, these regulations were only on paper and ineffective in practice.
 This is one of the reasons pushing the National Assembly to adopt the Competition Law in 2004.

The policy objective of adopting and enforcing the 2004 Competition Law is not specified in its articles. This characteristic varies from country to country. A number of countries specifically mention in their law the objective of enhancing economic efficiency and effectiveness and trade, others highlight the enhancing of consumer welfare or the development of historically disadvantaged groups of the population. However, as discussed above, one discernible objective of competition laws is to ensure the smooth and competitive functioning of the markets, preventing and handling competition restraints, or abuse of monopolistic positions so that the consumers could benefit from competition among firms in the market, shown in reasonable prices, constantly improved quality and the availability of alternative products.  

Regarding the main contents of the Competition Law and its implementation regulations, within the scope of this study, we will not discuss the enforcement tools or the mechanism for investigation, handling, penalty, exception etc, to avoid too broad presentation, but we will only focus on provisions concerning the infant formula market and the objective of this study the most such as: competition-restricting practices and prohibited unfair competitive practices, definition of dominant positions and monopoly position etc. 
5.2.1. Prohibited competitive practices 

Under the Competition Law, firms participating in the market for infant formula products for children aged under 12 months old in Vietnam must be prohibited to carry out the following two types of competitive practices: 

Practices in restraint of competition
Practices in restraint of competition means practices of firms which “reduce, distort, hinder competition in the market, including practices being agreements in restraint of competition, abuse of dominant market position, abuse of monopoly position and economic concentration.”


Agreements in restraint of competition comprise of 8 specific practices, which are listed in Article 8 of the Competition Law and specified by Article 14 to Article 21 of Decree No. 116/2005/ND-CP of the government dated September 15, 2005 specifying a number of articles of the Competition Law. As such, the Law prohibits all “agreements that prevent, impede, do not allow other enterprise to participate in the market or to develop business;” “agreements that exclude from the market firms which are not parties to the agreements;” “collusion for one or more parties to win a tender for supply of goods, services.” 

The Law prohibits firms which are parties to the following agreements to have a combined market share
 from 30% of the relevant market:

(i) directly or indirectly fixing the price of goods, services;
(ii) sharing the consumer market, sources of supply of goods, services;
(iii) restraining or controlling the quantity, volume of goods, services produced, purchased or sold;
(iv) restraining technological, technical development, investment;

(v) imposing on other firms conditions for signing contracts for the purchase or sale of goods, services or forcing firms to accept obligations which are not related directly to the subject matter of the contract.


As such, as from July 1, 2005, manufacturing and trading firms in general having large market share (combined share of from 30%) in Vietnam must adjust their business strategies in line with these provisions. They will not be able to jointly fix the price of product or share the sources or locations of consumption. They will not be able to jointly impose unreasonable conditions which are not related to their distribution contract concluded between them and the retailers etc. 

Abuse of dominant market position and abuse of monopoly position are stipulated by Article 13 and 14 of the Competition Law and specified in Article 23 to Article 33 of the Decree No. 116/2005/ND-CP. As such, firms
 or groups of firms having dominant market position must be prohibited to carry out the following practices: 
(i) selling goods, services below the total prime cost aimed at excluding competitors;

(ii) fixing an unreasonable selling, purchasing price of goods, services or fixing a minimum re-selling price which causes losses to consumers; 
(iii) restraining production, distribution of goods, services, limiting the market, hinder technological, technical development, thereby causing losses to consumers;
(iv) imposing different commercial conditions on the same transaction aimed to create inequality in competition; 
(v) imposing on other firms conditions signing contracts for the purchase, sale of goods, services or forcing other enterprise to agree to obligations which are not directly related to the subject matter of the contracts; 
(vi) preventing new competitors from entering the market.
Obviously, only firms having substantial market power will be able to carry out the above-mentioned practices without having to care whether consumers will switch to other competitors. Abusing market power in the forms of selling below the prime cost aimed to exclude competitors or imposing the minimum resale price on retailers that causes loss to consumers or imposing or calling consumers not to trade with other firms aimed to exclude other competitors from the market is prohibited under the Competition Law. 
Apart from prohibited practices applicable to firms having dominant market position, firms having monopoly position
 are prohibited (i) from imposing unfavorable conditions on consumers; and (ii) abusing monopoly position to unilaterally modify or terminate the signed contract without legitimate reasons.
Economic concentration is stipulated by Article 18 of the Competition Law and specified at Article 34 and 35 of the Decree No. 116/2005/ND-CP. As such, the Law prohibits practices of merging,
 consolidating,
 acquiring
 and joint-venturing
 between firms having a combined market share of over 50%, except for cases of exception as prescribed by Article 19 of the Law or cases where firms that have conducted practices of economic concentration still sustain their legal small and medium-sized enterprise (SME) status.

Unfair competition practices
Unlike practices in restraint of competition, unfair competition practices are defined on the basis of “business ethics” and the objectives of interest infringement of each specific target groups. According to Article 3.4 of the Competition Law, unfair competition practices mean “competitive practices of an enterprise during the business process which are contrary to the general standards of business ethics and which cause or may cause damages to the state interests, the legitimate rights and interests of other firms or consumers.” The fact that the Law defines unfair competition practices by using qualitative phrases such as “general standards of business ethics” may lead to its discretionary application and interpretation. However, from its Article 40 to Article 48, the Law lists out and describes specific traits of prohibited unfair competition practices, namely:
(i) Misleading instructions; 
(ii) Infringement of business secrets;
(iii) Coercion in business; 

(iv) Disparagement of other firms;

(v) Disrupting business activities of other firms;

(vi) Advertisement for purposes of unfair competition;

(vii) Promotions for purposes of unfair competition;

(viii) Discrimination by associations; and 
(ix) Illegal multi-level selling of goods.

Besides, Article 39.10 of the Competition Law empowers the government to further specify other unfair competition practices that satisfy the above defined criteria. However, the Decree No. 116/2005/ND-CP does not guide or specify further these unfair competition practices. 
Last but not least, the Competition Law provides for two contents that reflect clearly the particular features of Vietnam’s market:

First, this Law prohibits practices of State authorities in restraint of competition in the market. Article 6 of the Law provides that practices such as forcing firms, agencies, organizations, individuals to purchase, sell goods, supply services to designated firms, except for goods, services that fall within state monopoly sectors or in emergency cases as prescribed by laws; discrimination among firms; coercing professional associations or firms to collude with one another to exclude, restrain, hinder other firms from competing in the market; or other practices that hinder legal business activities of firms are all prohibited.

Second, the Competition Law stipulates a control mechanism applicable to firms operating in the sector of producing, supplying public goods and services and State-monopolized sectors to ensure that these firms are unable to abuse their peculiar positions to cause damage to consumers and other firms as well. According to Article 15, the State will control these firms by such measures as deciding the purchasing and selling price, quantity and volume, and the market scope of goods, services belonging to state monopoly sectors; ordering, assigning and bidding according to the state-regulated cost or fee norm public goods and services.

5.2.2. Implementation of the Competition Law and a number of issues relevant to the infant formula market
Competition law is a new area of law which poses numerous challenges to the enforcement authorities, particularly in the context of Vietnam’s economy now on transition from a centrally planned economy to a market economy where such concepts as “competition”, “competitiveness” or the role of the State have not been well-understood and may be confusing. We should not underestimate other factors that affect the effective implementation of competition laws, namely a fragmented, poorly organized market at low level of development where information is unavailable or chaotic; a newly-established competition authority which lacks in human resources and infrastructure. However, against that context, Vietnam’s competition authorities can be said to have achieved a number of initial results, namely developing guidelines, successfully handling cases of competition restraints and unfair competition, conducting market surveys to collect basic information and monitor competition etc.
The market for infant formula products for children aged under 12 months old in Vietnam is a market which has a level of concentration ranging from low to medium in terms of market structure by specific brands. If divided into specific groups of firms, there exists in this market a group of firms having dominant market position with total market share of 4 firms exceeding the threshold of 75% as prescribed by the Competition Law. However, in both cases, the level of competition in this market is relatively high, as shown via the following characteristics: 

(i) Constantly changing market shares of firms in the market; 

(ii) It is highly likely that consumers can choose among differentiated products which are introduced to the market at different price levels; 

(iii) The number of brands operating in the market is constantly changing and increasing; and  

(iv) The possession of market share is relatively balanced between the leading firms in the market, none of which have a dominant market share exceeding the threshold of 30% as prescribed by the Competition Law, which shows the existence of countervailing power in competition in the market. 
As previously discussed, the existence of a group of dominant market firms does not constitute a violation of the Competition Law by itself, but only requires strict monitoring by the competition authorities to prevent and handle practices of collusion in restraint of competition, abuse of dominant market position or economic concentration in restraint of competition. Besides, strong competition in the market may lead to the appearance of unfair competition practices such as misleading advertisement, disparaging, defaming competitors which must be investigated and handled by competition authorities.
5.3. Current price management mechanism and milk price management

Under the old centrally-planned economic mechanism that Vietnam pursued until the end of 1980s and early 1990s, the prices of most types of goods was decided by the State. Along with the transformation of the economy under the new economic management mechanism towards depending more on the operations of the market, a young private sector was formed in addition to the State and collective economic sectors in Vietnam. And only along with the reform and the formation of the private sector in the Vietnamese economy did the concept of competition begin to be known and prices of goods and services on the market were decided on the basis of supply – demand relationship, and by non – State subjects – the enterprises.

In a market economy, the role of the State continues to be indispensable as regulators, especially with regard to fixing market failures. The role of such regulators must be based on market rules and modern economics. However, in a relatively young market economy like Vietnam, until now, State regulation still depends to a great extent on administrative mechanisms. This is also the background of the promulgation of the Ordinance on Prices in 2002 and subsequent subordinate documents guiding its implementation.

Price regulations often aims at managing the prices of all goods and services of significant importance to one nation’s socio-economic development, including setting prices, price registration, etc of goods and services belonging to the State monopoly sectors, public services, essential goods and services, etc through administrative decisions by the State, with a view to managing competition between economic players, not allowing the competitive process to get too fierce, controlling prices of goods and services so that they do not increase too high, especially in the time of high inflation or deflation. The State may also intervene in cases like natural and epidemic disasters, or other emergency cases. In addition, with the absence of competition law, price regulation also stipulated issues related to monopoly and monopoly pricing, etc. The Vietnamese regulations on price are not outside this general rule.

5.3.1. Price Ordinance 2002
The principle for price management is the first to be mentioned and also the most important content of the Ordinance. This can be considered as the guideline for the interpretation and enforcement of price management regulations until now in Vietnam:

“The State shall respect the rights to set price and to compete in term of pricing by manufacturing and trading organizations and individuals strictly in accordance with the law. 
The State shall employ necessary measures to stabilize prices, to protect the legitimate rights and interests of manufacturing and trading organizations and individuals, of the consumers and the interests of the State.” (Article 2) 

Adapted from this principle, price stabilization is the first issue provided for in the Ordinance (Article 5 and Article 6). In order to stabilize prices, the State could implement necessary policies, measures to affect supply - demand relationship in order to stabilize the market prices for important, essential commodities and services, to control inflation, to stabilize the socio-economic situation, protect the legitimate rights and interests of manufacturing and/or trading organizations and individuals, of the consumers and the interests of the State, contributing to the promotion of investment and development. Where the market prices of important and essential commodities and services abnormally fluctuate, the State shall employ the following measures to stabilize the prices:
a) Adjusting the demand and supply of domestically-manufactured products and exports, imports; commodities between regions and localities in the country;

b) Increasing the quantity of products in reserve or putting them out into circulation;

c) Monitoring inventories;

d) Setting the maximum prices, the minimum prices, price brackets;

dd) Controlling price components;

e) Subsidizing the prices of agricultural produces when the market prices drop too low, causing damage to the producers; and subsidizing the prices of other important and essential commodities and services.

Monopolistic pricing is mentioned in Articles 19 – 21; and predatory pricing is stipulated in Articles 22 – 26. However, these provisions have never been enforced, since with the promulgation of the Competition Law 2004, this specialized statute has provided for all competition-related issues including predatory pricing to restrict competition and abuse of monopoly position. Therefore, these provisions will not be discussed hereinafter as part of the price management mechanism. Instead we will focus on the issue of price stabilization, which is more closely related to the price of infant formula products in in Vietnam.

Manufacturing and trading individuals and organizations are not allowed to perform certain practices related to prices, including colluding with other manufacturing/trading individuals and organizations set monopolistic prices, causing damages to the legitimate interests of other manufacturing/trading individuals and organizations, of the consumers and of the State; and taking advantage of natural and epidemic disasters and/or other abnormal circumstances to speculate and increase prices and/or impose unreasonable prices
. 

The Ordinance also provides for the public listing of prices, State administration on prices and price examination and inspection mechanism.

5.3.2. The Decree No. 170/2003/ND-CP

The Decree No. 170/2003/ND-CP was issued on December 25, 2003 by the Government, detailing out the implementation of some articles of the Ordinance on Prices.

According to the Decree, the power to apply measures to control price components is vested with the Minister of Finance when detecting signs of monopolistic price collusion
 and speculative behaviors to increase prices, causing abnormal price fluctuations vis-a-vis goods and services on the stabilization list affecting the country’s socio-economic development
. The State has to stipulate the time limits for applying such stabilization measures (i.e. they have to be ended when the market is back to normal).  Signs of monopolistic price collusion stipulated in the Decree include the following cases: 

a) Agreements between organizations and individuals to fix price, control price, change selling price of goods, services in order to restrict competition, violating the legitimate rights and interests of other manufacturing/trading individuals and organizations or those of the consumers; 

b) At one point of time, a number of organizations and/or individuals suddenly sell goods or provide services at the same price for one type of goods and services (same or similar); 

c) Agreements between organizations, individuals to create scarcity by limiting the manufacturing, distribution, transportation, and sale of goods, and provision of services; destruction and spoiling of goods ; taking advantage of speculation to increase prices; 

d) Agreements between organizations, individuals to apply conditions for selling, buying, providing after-sale services affecting the price level of goods and services; 

dd) Agreements between organizations, individuals to change the purchase or selling prices of goods and services to eliminate or to force other enterprises to cooperate or become its branch. (Article 20). 

When detecting one of those above-mentioned signs of monopolistic price collusion, or when complaints are lodged, the State price administration agencies have the authority to investigate the manufacturing and distribution costs, and the prices of goods and services provided by organizations and individuals engaged in manufacturing or provision of monopolistic goods and services and monopolistic price collusion. During the investigation process, the price administration agency can request for the following information:
· The method for calculating the prices of goods and services, and the price level of goods and services; 

· Business status of the relevant goods (inventories at the beginning of fiscal year, beginning of quarter, month; stocks in and stocks out during the year, quarter, month; inventories at the end of the year, quarter, month) and provision of services; 

· Annual financial statements;

· Other documents related to the content of investigation. 
5.3.3. The Decree No. 75/2008/ND-CP

The Decree No. 75/2008/ND-CP dated September 6, 2008 issued by the Government amending, supplementing a number of articles of the Decree No. 170/2003/ND-CP has included milk products in general on the list of price stabilization (Article 2). The Minister of Finance has the power to apply price stabilization measures like controlling price components; requiring price registration, declaration (those measures were not provided in the Ordinance on Prices), and publicizing price information throughout the country. The chairman of  the Provincial People’s Committee has the power to supplement price stabilization measures in the relevant locality including price registration, declaration, publicizing price information and other administrative measures. (Article 3).

In addition to putting milk on the list of stabilization, the Decree No. 75/2008/ND-CP also provides for some more conditions which define the criteria for inclusion in the list of stabilization and for applying stabilization measures such as:

a) Essential goods and services to production and consumption; 

b) Goods and services related to enterprises’ infringing conducts of the regulations on restrictive competition agreements, abuse of monopoly, abuse of market dominant position according to the provisions of the Competition Law to set prices that cause damages to the consumers or to other enterprises; 

c) Goods and services that have experienced abnormal fluctuations of prices or sudden increase or decrease in prices due to natural and epidemic disasters, fires, or economic crisis;

d) Other abnormal conditions that affect the socio–economic development process and public life.  

Thus, under the amended provisions in this Decree, the scope for applying stabilization measures have been widened considerably. According to the Decree No. 170/2003/ ND-CP, price stabilization measures could only be applied by the Ministry of Finance when there are signs of monopolistic price collusion or speculation to increase prices. However, under the Decree 75/2008/ND-CP, as long as a certain type of goods/services is considered essential to production or consumption, it could be put on the list of price stabilization and price stabilization measures could be applied, even without any abnormal price fluctuation. Furthermore, since milk is on the list of price stabilization and considered as an essential product, all the enterprises that produce, sell milk products in general have to register prices to the State administration agencies
.        

5.3.4. The Circular No. 104/2008/TT-BTC dated November 13, 2008

The Circular No. 204/2008/TT-BTC is meant to guide the implementation of the Decree No. 170/2003/ND – CP dated December 25, 2003 issued by the Government detailing a number of articles of the Ordinance on Prices and the Decree No. 75/2008/ND – CP dated June 9, 2008 issued by the Government amending, supplementing a number of articles of the Decree No  170/2003/ND – CP dated December 25, 2003 issued by the Government amending, supplementing a number of articles of the Ordinance on Prices. 

The Circular continues to put general milk products on the list of price stabilization
, and put powder milk products for children under 6 years old on the list of goods and services that have to register prices
. However, the provisions on registering prices only apply to Economic Groups, General Corporations, Joint – stock companies, and Limited liabilities companies having more than 50% State ownership in their Charter capital. Based on the market price fluctuations at specific point of time, the Ministry of Finance shall inform additional enterprises to implement price registration.  

 In particular, the Circular has quantified the conditions for applying price stabilization measures for milk products as follows: “in a period of minimum 15 continuous days, if milk retail price increases by more than 20% as compared to the pre-fluctuation market price, stabilization measures will be applied”
. Clearly the quantification was not feasible, thus, it was further amended in other legal documents subsequently enacted.

The stabilization measures still include those contents mentioned in the Decree No.170/2002/ND–CP and the Decree No. 75/2008/ND-CP. However, some additional economic and administrative sanctions are stipulated, including: (1) suspension the application of the price levels of goods and services set by enterprises and re-application of the price levels before abnormal fluctuations;  (2) warning, fine, and collection of the differences of unreasonable price increase; and (3) revocation of business registration certificates”.  

5.3.5. Circular No. 122/2010/TT-BTC amending, supplementing the Circular No. 104/2008/TT-BTC dated November 13, 2008 issued by the Ministry of Finance 

The Circular makes two big changes related to formula milk products for children under 6 years old, which is on the list of goods and services subject to price registration. Firstly, instead of applying to companies, enterprises having more than 50% State ownership in their charter capital, the Circular No. 122/2010/TT-BTC extends the scope of application of the regulation on price registration vis-à-vis goods on the price registration list (infant formula for children under 12 months old included) to include all domestic, foreign enterprises, organizations, cooperatives households and individuals doing business in Vietnam – i.e. all economic sectors, including foreign companies. Secondly, price registration is compulsory to be applied regularly over the year (even in case of  no price fluctuations), which means every time organizations/individuals adjust prices, the adjustment must be approved by the competent authorities. Thirdly, according to the Circular, competent State agencies has the authority to announce the application of stabilization measures when the domestic market prices of goods and services subject to stabilization experience abnormal fluctuations in at least one of the following cases: 

a) The price increase is higher than the increase of “ input elements”, or higher than the costs of imported goods since the manufacturing/trading orgnizations and individuals did not calculate price components (production costs, price, circulation costs and profit, etc) in accordance with the relevant policy framework, the technical and economic norms and the price-calculating regulations promulgated by State authorities.

The price reduction is unreasonably lower than the production costs and the market prices of goods and services as calculated in accordance with the policy framework, the technical and economic norms and the price-calculating regulations promulgated by State authorities. 

b) The price increase or reduction is groundless, while the price components did not experience any fluctuation upon occurrence of natural and epidemic disasters, fires, economic or financial crisis, temporary demand - supply imbalances or due to groundless rumors about price increase or decrease.

c) The price increase or reduction is unreasonable because manufacturing/trading orgnizations and individuals abuse their monopoly position, dominant position, or collude to set monopolistic prices under the Competition Law and relevant laws.

The prices shall be registered before organizations, individuals sell their products for the first time; before they adjust the prices of products that have been produced, traded or that are being sold as usual, that are on the list of goods subject to price registration or upon request by State agencies, i.e., there would be no specific point of time. 

Moreover, since all economic sectors producing, trading goods on the list of price registration have to register price for their products, the scope of application of the Circular is extremely wide, including wholesalers, retailers, importing units, exclusive distributors and general agents, etc. The principle of registration is that enterprises at each stage of the production/distribution chain has to register for themselves, in order to assure that the prices are not distorted when it is put into circulation through a complex intermediary system before it reaches the final consumers. Registered price, therefore, includes import price, wholesale, retail price, and recommended retail price applicable homogenously nationwide or to each major regional market. 

In short, until now, the price management mechanism in Vietnam vis-a-vis formula milk products for children under 6 years old (including infant formula products for children under 12 months old) has the following main contents:

(i) These products are considered as important, essential to social security, thus they are put on the list of goods and services subject to price registration, which means that they must have State competent authorities’ approval for each time of price adjustment. After receiving the price registration form, within 2 working days, if the competent authority does not approve the application of the adjusted price, the authority could ask for formal explanation by the enterprises. 

(ii) The price registration regulations apply to all domestic and foreign enterprises of every economic sector operating in Vietnam and the types of prices subject to registration include production, import, wholesale, retail prices and suggested retail prices applied homogenously nationwide 

(iii) In the opinion of the State administration agencies, since 2008, product prices in this market have shown abnormal fluctuations such as groundless increases (no changes in price components)
 or unreasonable increases, thus stabilization measures should be applied to this specific type of product. 

(iv) Stabilization measures include controlling price components, publicizing price information and non-approval of or mandatory suspension, with immediate effect, of the application of inappropriate price adjustment leading to the application of stabilization measures, etc. 

5.3.6. Comments on the price management mechanism and milk prices 
In our opinion, this mechanism has a lot of problems and shortcomings, some of which will be discussed in details as follows: 

Is formula milk for children under 6 years old an essential product? 

Milk, in general, is not a common part of meals/ nutrition diet of Vietnamese people for a long time as compared to several other countries in Asia and in the world. In reality, the usage of formula milk for feeding infants and young children has just been begun since the late 1990s and has only become more popular recently due to many different reasons such as: 

(i) The general living standard as well as the average income level of Vietnamese people has increased; 

(ii) Women plays an increasingly important role in the social and economic – political life of the country, raising the rate of women working in offices, where they have to resume duty after 4 months of maternity leave according to the State’s regulations, requiring the use of other kinds of food besides breast milk for infants and young children; 

(iii) The advancement of health services increases the rate of cesarean delivery to a much higher level than before, which results in many mothers not having milk to breast-feed their babies after the delivery; 

(iv) The market is open and strongly developed, which makes Vietnam a very attractive destination for foreign enterprises to build brand names in this potential market, including foreign dairy companies, making formula milk become more and more available on the market, and enabling consumers to have different choices and use, etc. 

Because of those starting points and these reasons, it can be seen that milk in general and formula milk products are not one kind of essential goods in the context of Vietnam. While older children and adults can fully use other kinds of food and milk is only a supplementary food to enhance nutrient intake by the body, which is good for health; for infants and young children, formula milk is completely not an indispensable product, except for special cases. When mothers are on maternity leave for 4 months under the State’s regulations, formula milk is only considered as supplementary products besides breast-feeding (even though breast milk is always the best source of food for the comprehensive development of infants and young children) except for the cases where the mothers cannot breastfeed their children for some reasons, or choose not to breastfeed their children, or do not have the necessary conditions to take care of their children or have passed away. Even in these cases, until recently, before formula milk products came on the market, Vietnamese children are still raised comprehensively by other traditional methods. After 6 months, babies should begin and must be made to taste other kinds of supplementary food in addition to milk; and after 12 months, baby bodies can fully absorb the nutrients of fresh milk without having to use formula milk as a compulsory source of nutrients to develop. Furthermore, if formula milk products for children under 12 months old are considered as essential food, we are automatically against the spirit of the WHO code and the Decree No. 21 which encourages breastfeeding. 

Even when we give higher consideration for the superiority of formula milk products and their ability to ensure the comprehensive physical development for children, we could only consider the following kinds of foods as essential:  

(i) Specialty formula milk products (for pre-mature babies, low-weighted babies, babies being allergy to cow milk, those with lactose intolerance and children with alvine flux, etc) in case of compulsory prescription by doctors – these products are also called medical nutrition products; and 

(ii) average and low-priced formula milk products, mostly manufactured in Vietnam. 

Imported formula milk products with high prices should not be considered essential because: 

(i) they can be substituted by similar products meeting Codex standard produced domestically with more reasonable prices; and 

(ii) it is completely not compulsory for consumers to buy and use them. 

Milk in general and formula milk for children under 12 months old in particular are not essential goods. Moreover, according to the analyses of the sections on Market structure, Competition and Price, this is quite a competitive market and there is little likelihood of monopolistic price collusion. Therefore, in our opinion, there has been no clear evidence and it is not necessary to put this product on the list of goods subject to stabilization and registration. 

The implementation of price registration regulations to all enterprises must be clear and equally-applied 

In case of implementing price stabilization measures, the Ordinance on Prices as well as its subordinate documents only decentralizes the authority and responsibility to apply and enforce price stabilization measures, as well as the mechanism for inter-agency cooperation and reporting in accordance with administrative levels and the level of significance of the issue, from the Prime Minister, the Minister of Finance, to the Chairman of the Provincial People’s Committee and the provincial Department of Finance, etc. However, this method of decentralization, especially from the perspective of enterprises operating on the market, is completely not clear and equally-applied. For example, two enterprises both operating on the market with little difference in market share, with headquarters located in Ho Chi Minh City, but one enterprise has to register their prices with the Ministry of Finance and the other registers with the Department of Finance of Ho Chi Minh City. In another case, one enterprises was requested to explain the price adjustment approach both by the Ministry of Finance and the Provincial People’s Committee. The existence of such unclear points regarding the competent authorities and the State administration responsibility for different business cases may increase the administrative burdens of enterprises having to register and explain prices, and in some cases, may skew the competitive balance unreasonably. This is one of the many comments made by the dairy businesses who took part in the interview for the purpose of this research. 

Regarding the application of price registration to enterprises at all stages from production, importation, to exclusive agent, whole-sale and retail, etc. 

In the opinion of several experts, the application of price registration to enterprises at all stages in the market from production, importation, to [general] distribution agency, wholesale and retail, etc is not feasible in reality. Only in the market for infant formula products for children under 12 months old in Vietnam, currently, there are about more than 30 active companies with 50 brands in the segment of 0 – 6 months, 53 brands in the segment of 6 – 12 months and 39 lines of specialty products. This is a huge number in comparison with the limited human resource of the State administation agencies on prices both at the central and the local level. The volume of information to be processed will be enormous. That is not to mention the complex and diverging retail market in Vietnam with the majority composing of small retailers without official business registration certificates. The requirements of price registration and retail price management would certainly exceed the capacity of the current administrative agencies. 

Price-calculating method in registering adjusted prices of goods/services that have to register price and reasonable profit

The price-calculating method in registering the price adjustment of goods/services subject to price registration and other price stabilization measures is provided in details in the Appendix 2 of the Circular 122/2010/TT-BTC. The price-calculating method can be summarized as following: 

	Registered price = Costs (production, management, etc) + Profit + Taxes, fees (if applicable)


This method is considered very much in the old style of the centrally-planned economic management mechanism. In modern economies, cost factors constantly change in accordance with the market demand – supply and competitive operations, and it is not any easy task to register the fixed price for a long period of time. In addition, in this method, there is no room for strategic business factors like R&D, or brand equity. These are the decisive factors for formula milk products for children under 12 months old due to the characteristics of high standards and sophisticated quality requirements regulated at international level, or due to the characteristicd of not being allowed to advertise and promote in any way. A number of infant forumla brands also refer to the fact that sometimes they have to cross-subsidize product prices, in order to ensure that several popular product lines can gain the highest volume of customers as possible – an issue that can not be declared in the State administration agencies’ form.  

Besides, profit is a sensitive factor not only in this market or in price registration. No companies can easily declare its profits. That is not to mention that till date, there has been no standard anywhere, or prescribed by the Ministry of Finance of what constitute a ‘reasonable profit’ that the State allows to register. The State’s decision on this issue, therefore, is completely abitrary and the price administration agencies are given too much power, even in interventional matters like profit. (This is a phenomenon of “regulatory capture”). 

5.3.7. Assessing the impacts of the current price management mechanism

Several previous studies such as J. Pincus (2010)
 as well as the responses of manufacturing and importing enterprises in Vietnam has shown that the application of price management mechanism is completely unnecessary in a competitive market like that for infant formula products in Vietnam. This mechanism will only create unnecessary administrative burdens and result in waste of resources for both State agencies and enterprises. Pincus (2010) took an example as follows, “One company representative estimated that registering input, output, wholesale and retail prices for the firm’s entire product line would require 400,000 registrations. Assuming that one registration requires the company to expend VND 100,000 in labor costs (a conservative estimate by most accounts), the total cost to the firm of registering its prices would be VND 40 billion.” Imagine that the Government also has to spend time and manpower to handle the information, certainly that would be not less than that of the enterprises. It would be much more effective if we let the competitive market be the measurement for prices and consumers be the one to decide who will be the last winners, while the Government only manages competition so that no enterprises behave badly, collude or abuse of market power to gain profits by the Competition Law, and raise consumers’ awareness so that they are able to make informed choice. This is also a major trend in the world, with many price acts being gradually lifted and governments are increasingly appreciating such tools as competition laws and sectoral regulation in economic management
. 

This is not to mention to the bad effects that are indirect results of those above-mentioned administrative burdens. For example, price registration costs will be passed on to consumers under the forms of labor, management costs, which would increase the price. Or disorders and risks in operating businesses that may occur due to the Government’s slow response to enterprises’ price registration forms. The whole machine which is running smoothly will have to be reversed because the price has to be returned to the level before adjustment. This could reduce Vietnam’s attraction as an investment destination. And if companies cannot make profit while doing business, (since their profit level is governed by administrative orders, bearing high risks), they will leave, which means that the price control policy becomes counterproductive. 

Another problem in applying the price control mechanism which may influence the effects of this mechanism is the confidentiality of information. There have been cases in the past when the information about price adjustment was not kept confidential, enabling distributors to take advantage to speculate and retailers to hoard goods, waiting for the prices to go up. Therefore, the objective of price control mechanism in this case, which is to enable consumers to access low-priced goods, is not achieved. A number of dairy companies also took advantage of the situation and increased their prices before policy changes, making the government’s efforts to keep prices low futile. On the other hand, the fact that the retail system is still fragmented, diverging and the prohibition of advertising vis-à-vis this kind of goods lead to a situation where consumers have no information about the prices and the power to set prices, in the end, is mostly in the hands of distributors and retailers. 

In conclusion, the major problems that need to be overcome with the price control mechanism in the formula milk market for children under 12 months old in Vietnam include:

(i) Some contents are still not relevant, overlapping, unclear and not equally applied; 

(ii) High enforcement costs; 

(iii) The policy objective is hard to be achieved; 
(iv) The policy may be counterproductive, causing negative effects to enterprises’ activities and the business environment in general.

5.4.  Regulations on advertisement 
Article 5.8 of the 2001 Advertising Law prohibits “advertising goods, services which are prohibited by law from being traded or advertised.” This provision is corresponding to the provisions of the Decree No. 21 on encouraging breastfeeding, meaning advertisement of formulas used for children below 12 months old is not allowed to be advertised or promoted in any form. 

Regarding advertising costs, Article 9.2 of the Law on Corporate Income Tax provides that expenses for advertising, marketing, promotion and broker's commissions; of expenses for receptions, formal occasions and conferences; of expenses for assisting marketing, of expenses for assisting costs, and for discounting payments; and of expenses for complimentary newspapers by press agencies directly related to production and business which exceeds ten (10) per cent of the total amount of deductible expenses; but applicable to newly established firms, that part of such expenses which exceeds fifteen (15) per cent in the first three years as from the date of establishment. If expenses exceed these figures, under the law, such expenses must be deducted from firms’ profit.
This provision is considered by many experts to limit aggressive advertising in view that such advertising may distort consumers’ awareness and increase corporate expenses, leading to increased price of goods and services in the market. This is also an alleged accusation made by multiple sources of information on firms producing and trading in infant formulas in Vietnam.
The latest report of McKinsey & Co
, however, disagrees with this view. In general, according to the report, advertising helps boost economic growth via stimulating competition, consumption and enhancing consumers’ awareness and understanding. The report calculates that advertising activities have generated an average GDP growth rate of 15% in a number of G20 countries in recent years, with the highest possible growth rate of 20%.
It should be noted that the Decree No. 21 prohibits the advertising of all infant formulas for children under 12 months old while the WHO Code only bans such advertisement until 6 months. And in fact, Vietnamese women are only entitled to a 4-month maternity leave, which makes it difficult for them to have access to sufficient information on nutritional requirements for children of this age, leading to reduced competitiveness of the infant formula market (for children below 12 months old) and not in accordance with international practices. The Government should consider amending the Decree No. 21 to make it comply with the WHO Code and maternity leave conditions in Vietnam, and enhance the competitiveness of the market. 
5.5.  A number of other regulations affecting this market
In addition to the above laws and regulations, the market for infant formula products for children aged under 12 months old in Vietnam is subject to a multitude of other legal documents, namely the Law on Consumer Protection, 2010; the Law on Technical Standards and Specifications, 2006; the Law on Product, Goods Quality, 2007; import regulations, tax policies etc. However, these regulations are generally applicable to all goods, products, not just formula milk which we will not discuss in this study. We therefore only present a number of salient features as follows: 
(i) Most recently, under the Official Dispatch No. 1380/TCHQ-TXNK guiding the implementation of the Announcement No. 127/TB-BTC dated February 23, 2012, the General Customs Department required provincial, municipal customs departments to add imported dairy products to the department-level list of goods subject to price risk management for implementation right from customs clearance.  The General Customs Department required consultative units to determine the taxable value, collect full taxes as prescribed by the Circular No 205/2010/TT-BTC dated December 15, 2010 of the Ministry of Finance with respect to cases where the declared values are below the price database. In parallel with this, the General Customs Department required these units to focus on post-clearance examination, to check, verify cases where the declared value bounces over 15% as compared to the price level of the price database. Simultaneously, the General Customs Department also required provincial, municipal customs departments to instruct customs divisions to carry out post-clearance checks, collect information on milk prices combined with suspicions on bounce-up dairy price supplied by the customs clearance offices for post-clearance check. This can be considered as a response from the customs authorities to the mass media and newspapers which say that imported milks show signs of transfer pricing etc. However, it still takes time to confirm the nature of the issue and the effectiveness of this policy development. Besides, based on the data available in the section on Prices (Figure 9), the prices of infant formula are not only increasing in Vietnam but also in other regional countries. This makes us doubt the phenomenon of transfer pricing in the case of Vietnam.  
(ii) Inspecting, verifying quality and safety of dairy products is the responsibility of the Ministry of Health as prescribed by the Law on Food Safety, 2010. However, as earlier mentioned, the Ministry of Health’s ability to administer the quality and hygiene of all products in the market is limited. As such, it only reacts passively to the market problems rather than proactively prevents them from occurring. This leads to the low level of confidence of consumers in dairy products produced in Vietnam, and as a result, if affordable, they usually opt for imported products to ensure the highest safety for their children. This trend can only be reversed when the quality of food safety and hygiene is improved.
(iii) The Law on Consumer Protection, 2010, apart from its general provisions on rights and obligations of consumers, rights and obligations of individuals, organizations producing and trading in goods and services as to ensuring the best interest for consumers, namely declaring information, listing prices, ensuring safety etc, also stipulates the State policies to “constantly provide enhanced counseling, assistance, dissemination, education, guidance of knowledge for consumers”. (Article 5.4). This content is important for resolving key problems in the market for infant formula products for children aged under 12 months old in Vietnam. 
5.6.  Conclusion
In a nutshell, it can be seen that the legal framework concerning the market for infant formula products for children aged under 12 months old in Vietnam is currently showing numerous problems. Most importantly, a majority of these provisions have not been well-designed to achieve the set policy objectives in the most effective manner which is to ensure an open and competitive market where consumers are guaranteed access to goods at the most competitive price, with the highest level of information available and provided with the usage safety warranty etc. The reason is because the legal framework has not been designed on the basis of market features and principles of a market economy, but instead on the basis of planned administrative mechanisms and policies. The role of the Competition Law as a regulatory tool governing the modern market has not been highlighted and brought into full play. This provides us with some grounds to make a number of recommendations in the coming part of the study.  

6. General conclusions and recommendations
6.1.  General conclusions 
6.1.1. Competition and market structure
In general, we find that the market for infant formula products for children aged under 12 months old in Vietnam (0-12 months old) is a competitive market with the level of concentration ranked from low to medium and low barriers to entry and exit from the market. Although there is a group of big firms having joint dominant market position (04 firms having total market share exceeding 75% of the relevant market) which hold the top brand lines in terms of quantity and sale volume, none of them can be considered to have dominant market position or sufficient market power to manipulate the market. Competition is still strong and effective, as shown via the availability of a large number of differentiated products sold to consumers at different price levels. So far, the market has not shown any specific signs of competition law violations or issues of competitive concerns, especially regarding prices. 

However, obviously, benefits from a competitive market fail to reach out to the large majority of consumers due to the presence of a distribution system (especially retailing at small traditional shops) which is fragmented, complex, poorly organized and badly managed with respect to prices and quality. Particularly, this distribution system is plagued with asymmetric information between the sellers and the buyers, and the buyers/consumers seriously lack information on prices, quality etc. The general lack of information combined with the State authorities’ limited capacity in controlling food safety and hygiene shown through recent scandals of milk quality is among the reasons explaining why Vietnamese consumers “prefer foreign goods”, especially in big cities – sale volume and import value of IFFOs are larger than that of products made in Vietnam.
Interestingly, Vietnam’s domestic IFFO industry in particular and the milk industry in general is taking off, as shown through increasing figures over time on sale revenues recorded by Vietnamese firms. Especially, in our opinion, although imported dairy products or international brands are preferred in big cities where the income levels are higher, a majority of Vietnamese people still choose domestic formulas which are more affordable. This is shown via the leading market share by sale volume of Vinamilk brand lines in both 0-6 month and 6-12 month market segments. In addition to Vinamilk, 3 other dairy firms may be considered to lead the market being FrieslandCampina, Abbott and Meads Johnson, with FrieslandCampina being a joint-venture between Vietnam and Holland with a manufacturing and packaging factory in Binh Duong. 
6.1.2. Price
Assessments in the section on competition and market structure show no specific signs of monopolistic practices aimed to increase prices or of anti-competitive collusion, or tacit collusion to fix prices in the market for infant formula products for children aged under 12 months old in Vietnam. However, thanks to a number of competitive characteristics in this market, big dairy firms participating in the market have real power to determine the prices of their products without having to rely much on the demand-supply relationship or the behaviors of other firms. This is in fact the business autonomy right which is not in violation of the laws, and is recognized by the State of Vietnam in a number of legal documents.
Other characteristics relating to milk prices in this market have been analyzed in previous sections and can be summarized as follows:
· The market for infant formula products for children aged under 12 months old in Vietnam sees the existence of 3 main price options: premium, mid-range and mainstream. There is strong disparity in prices between imported and domestic products. However, consumers have the right to choose their favorite and affordable products, and firms have the right to fix their prices in accordance with the laws (especially when they choose a competitive strategy that focuses on improving quality and promoting brand equity, rather than trying to cut costs at the expense of quality to reduce selling prices to attract consumers). In our opinion, the higher price level of imported dairy products is not unreasonable.
· The average price of infant formula products in Vietnam by absolute value as well as in correlation to the general living costs ranks in the middle on regional comparison, specifically as compared to China, Hong Kong, Singapore, Malaysia, the Philippines, Indonesia and Thailand. However, also in comparison with these countries, we need to consider the fact that taxes (import tariff and VAT) levied on Vietnam’s IFFOs are relatively high, which substantially affects the final price level of products sold to consumers.
· It is groundless to conclude that Vietnam’s IFFO price has been constantly increasing from 2009 until end of 2011, and does not reflect the reduced price of materials (SMP) in the world market. On the contrary, in our opinion, these two prices show an gradually increasing and linear trend over this period of time, especially when we take into account the lag-time for firms to buy dairy materials, and process them into finished formulas according to patented formulations, package, transport, and launch them to the market. That prices of finished dairy products will decrease immediately due to reduced dairy material (recently decreasing in the world market) should not be expected. This case may only be true to commodities such as rice, banana which have not gone through any complex processing and treatment as infant formulas.
· Vietnam’s IFFO prices only increase in correlation to inflation. According to our study, other products such as instant noodle, snack, condensed sweetened milk etc even have a higher price increase rate as compared to that of IFFOs. Especially, on regional comparison, IFFOs’ price increase rate in correlation to inflation is fairly low in Vietnam, while IFFOs’ price increase may exceed the general inflation rate in other regional countries.
· Vietnam’s IFFO price increase rate is affected by the appreciation of the US dollar against the Vietnamese dong, as Vietnam has to import dairy materials and finished products as well. In practice, we see substantial similarity in the increasing linear trend between the prices of IFFOs in Vietnam and the USD/VND exchange rate from 2009 to 2011.
6.1.3. Legal Framework

The market for infant formula products for children aged under 12 months old in Vietnam is governed by a number of laws and implementation regulations, notably as follows: 
· The Decree No 21/2006/ND-CP of the Government on encouraging breastfeeding and implementing circulars 
· The 2004 Competition Law
· The Ordinance on Prices 2002 and its subordinate regulations, including decrees and circulars issued by the Government and the Ministry of Finance
· The 2010 Consumer Protection Law
· The 2010 Food Safety Law
· The 2006 Technical Standards and Specifications Law
· The 2007 Goods, Product Quality Law  
· Advertising regulations
· Tax policies
· Import-export policies
However, most closely related to the objective of this study is the Competition Law, the Ordinance on Prices and their implementation regulations. 
We are of the opinion that the adoption and enforcement of the Competition Law is relevant to its policy objectives and if this Law is strictly enforced, it will become a good instrument to ensure an open market that brings about benefits for consumers, even in a market such as the infant formula market of Vietnam. Unfortunately, due to limited resources, enforcement of the Competition Law remains inadequate. The infant formula market has not shown any specific sign/issue of competition restraint, except for some unfair competition practices. However, competition monitoring needs be enhanced to ensure there will be no serious violation in this market in the future.
Regarding the price management mechanism, we think there are a number of problems that need to be addressed as follows:

· The price management mechanism remains unclear and not transparent enough; while many regulations are still overlapping, complex and sometimes unfair, which might have negative impacts on the market. This is because of a simple fact that, in order to survive in a business environment with a higher level of risk, enterprises would automatically expect higher returns/profits. 

· The current price management mechanism provides for the registration of both retail prices and recommended retail process. However, the information is currently not shared (even between State agencies). Therefore, consumers have no credible information channel to compare while engaging in transactions in the market, resulting in less transparency in the market. This transparency, on the other hand, is very crucial so ensure the competitive process in the market, which should have positive impacts on prices. 
· This price management mechanism requires huge implementation costs, both from the government as well as the enterprises (in order to comply with this mechanism). According to expert comments, these costs could have been used more efficiently for other purposes, for example for ungrading the quality of the product quality control system or ensuring food hygiene.

· The current mechanism would not be able to help achieve the policy objective of keeping prices lower.

· This price management mechanism could negatively affected the confidence of enterprises and the business environment in general, violating Vietnam’s commitments towards opening the market and reform, as well as reducing the attractiveness of Vietnam as a destination for foreign direct investment (FDI).

In general, both the competition law and the price management mechanism have the top most objective of keeping prices in the market at the competitive level and free from the control of any individual or enterprise. However, while competition law aims to achieve that objective by monitoring competition in the market, ensuring that enterprises compete with each other equally and legally (by offering the lowest prices possible, providing the best choice with the highest quality possible). In other words, the approach by competition law could help guarantee the legitimate interests of the consumers while respecting the autonomy while doing business by enterprises. In the mean time, the price management mechanism aims to ensure that prices do not fluctuate too much, are free from private control and are at the lowest level possible, especially regarding the prices of essential goods and services, though the use of administrative measures. This approach could work in the short run, for example in the case of emergency, natural or epidemic disasters, or as a temporary measure to control inflation. In the medium and long run, if the price management mechanism is maintained for too long, it would only lead to self-satisfaction and dependency by consumers, who would not plan their expenses reasonably
, while reducing the incentive for business development by enterprises, resulting in reduced economic efficiency
. Such price management mechanism should only be used in cases of emergencies or natural and epidemic disasters
  and should be gradually removed in line with the general trend in the world of using competition laws and other sectoral regulatory frameworks as more effective tools to regulate the market. If governments want to support the poor to enhance their access to essential commodities and services, such support should be designed with appropriate objectives and should be target-specific, so as not to affect their other commitments of market opening, trade liberalizations, and encouraging the participation of the private sector in the development of the overall economy
.

6.2.  Recommendations
6.2.1. Policy recommendations
6.2.1.1. Our first and foremost recommendation is to remove formula milk products for children under 6 years old from the list of essential commodities for price stabilization, in order to encourage breastfeeding in accordance with the WHO Code and the Decree No. 21/2006/ND-CP. Besides, we should consider the removal of infant formula products for young children of more than 6 months old from the scope of application of the Decree 21 so as to be in line with the WHO code, as well as to improve the competitiveness and transparency of the market.
6.2.1.2. Secondly, according to our assessment, the price management mechanism needs to be gradually removed so that:

· Price control measures are only applied in cases of emergencies, natural and epidemic disasters, wartime or economic crisis/recession, or in State-monopolized sectors of the economy. In all these cases, price control measures need to be applied in the clearest and most transparent manner. 

· Vietnam should aim at monitoring and regulating the behaviours of enterprises in the market through the use of such tools as the competition law and sectoral regulation so as not to intervene too much into the autonomous decision-making process of enterprises, and ensure a level playing field for all economic sectors, while respecting the rule of law and the overall goals of socio-economic development.

· The legitimate rights and interests of consumers need to be protected in a more effective and transparent manner, using such tools as the law on protection of consumer rights, the law on product quality, etc so as  not to affect and keep in balance with the legitimate interests of enterprises – which are considered as the main force for developing the economy.

If the price management mechanism is to be maintained in the coming time, it should be applied in the most transparent, fair and clear manner. There should also be a sunset clause built in to remove those mechanisms when they are no longer appropriate for the socio-economic development process of the country. Besides, in our opinion, milk products in general and specifically infant formula products for children below 12 months old (which is the subject for research in this report) are not and should not be considered as an essential commodity and therefore should be removed from the list of goods and services subject to price stabilization measures. 
6.2.1.3. Role of the Competition Law needs to be further consolidated. In addition, industry-specific competition guidelines can be drafted and issued to facilitate firms to comply with the Competition Law. International experience may be referred to in this regard, for example, the European Union issued the Council Regulation (EC) No 1184/2006 applying certain competition rules to the production of, and trade in, agricultural products dated July 24, 2006
, or the Council Regulation (EC) No 169/2009 applying competition rules to transport by rail, road and inland waterway dated February 26, 2009
.   
6.2.1.4.  Develop regulations guiding the implementation of the Consumer Protection Law to ensure effectiveness.
6.2.1.5.  Regulations on advertising expense ceiling need to be removed as they are no longer appropriate to the present socio-economic development stage of Vietnam, while continuing to regulate contents and forms of advertisement by legal normative documents on advertisement and competition to ensure fair competition.
6.2.1.6.  Import tariff policy, notwithstanding its important role in increasing budget revenues and protecting domestic industries, in an import-led market like Vietnam (both materials and finished products), needs to be evaluated via cost vs. benefit analysis and properly adjusted to avoid shifting the tax burden on domestic consumers unnecessarily.
6.2.2. Institutional recommendations
Institutionally, we recommend: 
6.2.2.1.  Considering appropriate allocation of budget to provide resources to the competition authorities to effectively implement the Competition Law, especially to monitor competition in the market to detect competition law violations in a timely manner or to identify concerns in some markets, economic sectors for taking implementation measures, or recommending proper policies for promoting competition. 

Besides, it is recommended that a mechanism that allow the competition authorities to make comments or official opinions on laws and policies that may affect positively/negatively competition, for example, the draft price law being discussed in the National Assembly need to be institutionalized. This mechanism has been applied in a number of countries and has shown encouraging results. A number of policy frameworks may be considered for application in Vietnam, namely the Competition Assessment Framework of DFID-UK or the Competition Checklist of the OECD.
6.2.2.2.  Taking appropriate measures, i.e. training qualified human resources; investing in technical infrastructure and advanced laboratory; investing in developing a network of inspection, monitoring and above all prevention for the Vietnam Food Agency under the Ministry of Health and the General Administration of Standards, Quality and Measurement under the Ministry of Science and Technology for enhancing effective implementation of the 2006 Food Safety Law, Law on Product, Goods Quality and prestige of Vietnamese standards (TCVN), in order to boost consumer confidence in the State’s minimal protection when they choose to use appropriate goods, services.     
6.2.3. Other recommendations
6.2.3.1. Developing a domestic dairy industry in general is a top concern. We need appropriate measures to develop SMP-processing facilities to avoid depending too much on imported materials by investing in cow rearing, making powder milk from fresh milk etc. Moreover, we should consider appropriate investment incentive measures to attract foreign firms into producing SMP in Vietnam.
6.2.3.2.  Counseling, educating, supplying information to consumers need to be enhanced so that consumers understand the superiority of breastfeeding. In force majeure cases where mothers fail to breastfeed the child, parents’/consumers’ understanding or knowledge needs to be enhanced so that they are able to choose the most appropriate product at a price affordable to their family income level. In addition, counseling and educating consumers should be carried out in the direction of developing their habits to inquire into, compare products, carefully read the information on ingredients, nutritional ration, as well as warnings of experts, competent authorities etc on labels, in order not to violate the Decree No. 21/2006/ND-CP.
6.2.3.3.  Finally, in a low income country like Vietnam, there need to be specific and direct assistances for poor consumers, especially children born in absolute poverty without any access to breast milk. They may be in the form of assisting poor mothers in obtaining appropriate nutritional and working conditions so that they are able to breastfeed their children (e.g. lengthening maternity leave up to 6 months); or delivering “food vouchers” via mother and children protection organizations, a measure which is being implemented by a number of countries in the world. 






� The phrase was googled in Vietnamese, leading  to the results being shown in Vietnamese language, indicating that the researchers were only looking for news items on dairy price increases in Vietnam, and not anywhere else – Translator’s note.


� A stricter treatment process is to ensure that bacteria which could exist in milk will be eliminated and dairy  shelf-life will be preserved, as children’s digestive system is more sensitive than adult’s. See page 2, Milk Powder Production - Milk Powder Producers - Milk Powder Specification Watson Diary Consulting, <�HYPERLINK "http://www.dairyconsultant.co.uk/pdf/milk_powder_production.pdf"�http://www.dairyconsultant.co.uk/pdf/dairy _powder_production.pdf�> 


�See Regulatory Impact Statement: Policy Guidelines for the Regulation of Infant Formula Product, Australia and New Zealand Food Regulation Ministerial Council Zealand), <�HYPERLINK "http://ris.finance.gov.au/files/2011/05/Infant_Formula_Products_RIS.pdf"�http://ris.finance.gov.au/files/2011/05/Infant_Formula_Products_RIS.pdf�> 


� For example, the European Commission, in its Notice on the definition of relevant market for the purpose of Community Competition law, defended quantitative techniques as follows: “There are a number of quantitative tests that have specifically been designed for the purpose of delineating markets. These tests consist of various econometric and statistical approaches estimates of elasticities and cross-price elasticities for the demand of a product, tests based on similarity of price movements over time, the analysis of causality between price series and similarity of price levels and/or their convergence. The Commission takes into account the available quantitative evidence capable of withstanding rigorous scrutiny for the purposes of establishing patterns of substitution in the past.” – Notice OJ C 372 by the European Commission of  9/12/1997.    


� See more at <�HYPERLINK "http://www.gso.gov.vn/default.aspx?tabid=512&idmid=5&ItemID=10798"�http://www.gso.gov.vn/default.aspx?tabid=512&idmid=5&ItemID=10798�>


�See the Summary of General Nutrition Census 2009-2010, downloadable at <�HYPERLINK "http://viendinhduong.vn/home/vi/25/Download.aspx"�http://viendinhduong.vn/home/vi/25/Download.aspx�>


� According to latest news, Vinamilk is currently holding 19.3% of stocks in a factory which manufacture powder milk from fresh milk in New Zealand (valued at US$74.43 million). This factory has started operating since  8/2011. Therefore, in the future, Vinamilk could be more independent in terms of materials/input supply for manufacturing infant formula products in Vietnam. Vinamilk expects their powder milk output to raise by about 125% in 2016, as compared to now.


� FrieslandCampina is a joint-venture established in 1995 in Vietnam between the Import-Export Company of Binh Duong province - Protrade and Royal FrieslandCampina – a leading dairy firm in the Nethelands.


� In addition, besides dairy  producers (whether being in Vietnam or outside the country), in the infant formula market for children under 12 months old in Vietnam, there are also a large number of firms who only import and distribute these products. Some of such firms import the products of dairy producers who have yet opened offices or established physical presence in Vietnam for distribution and retailing in the Vietnamese market; while others engage in distributing for foreign firms having direct presence in Vietnam. Because the first group of firms only hold very small shares of the market; while it is not possible to calculate the market share of the second group (as their major line of distributed products are imports by foreign dairy firms), in the market structure analysis, we will not take into account these small comapnies, but will consider them in the section on the distribution system and their role vis-a-vis competition in the market. 


� From here onwards, “volume” should be understood as “sale volume”, and “value” as “sale value”.


� Statistics in this section on Defining relevant markets are adapted from the report by Vietnam Competition Authority - Evaluating Competition in the Market for Powder Milks of Vietnam  (2010) – page 32-36.  


� For details of other nutritional content, see codex standard 72 – 1981.


� Codex Standard for Follow-on Formula, Codex standard 156-1987


� See details in Codex standard 156 – 1987


� This is based on the assessment and estimation by dairy industry specialists as quoted in the VCA report mentioned earlier. The percentage differences between sale value and volume in big cities and smaller cities, towns, and rural areas are due to the fact that high-priced premium dairy products could only be sold in big cities.


� The Concentration Ratio is an index often used in competition analysis. It reflects the correlation between the size of a group of largest firms in a market and the total size of that market, which would in turn show the degree of concentration of that market. The CR is measured by the total market share of a group of two or more firms holding the largest market shares in a specific market. The most common CR is measured for a group of 4 or 8 largest firms. The CR is abbreviated with the number of firms used to calculate a CR, for example CR2 means the market share of two largest firms. Similarly, CR3 and CR4 mean the market share of 3 or 4 largest firms. The extent of market concentration measured by CR is presented in a scale of 0-100% where 0% means a perfectly competitive market, meaning the concentration ratio is 0, and 100% means a monopolistic market where there is only one firm. Other CR scales range from 0-50% - low concentration level (high competition level), 50-80% - medium concentration level (medium to high competition level) and 80-100% - high concentration level (low competition level).  


� HHI (Herfindahl-Hirschman Index) is another concept often used in competition analysis to measure the level of market concentration. HHI is calculated by squaring the market share of each firm competing in the market. For example, a market of 4 firms with corresponding market shares being 30%, 30%, 20% and 20%, then its HHI = 2600 (302 + 302 + 202 + 202 = 2600). As compared to CR, HHI has more mathematical and economics underlying principles, and allows the calculation of all firms participating in the market, thus it has higher level of accuracy and reflects markets more comprehensively. Competition authorities normally use the following HHI as pointers for their assessment of markets:


- HHI < 1000 is low and there is no cause for concerns on the level of market concentration.


- HHI from 1000 to 1800 is medium and competition problems are less likely to occur in the market.


- HHI > 1800 is high and competition problems are likely to occur. 


� See Footnote 15 


� Tacit collusion is an economic concept used to refer to the strategic competitive behaviours of firms in the same relevant market, normally an oligopolist market (with the existence of a few big firms dominating the market and competing with one another). These behaviours look ostensibly independent (being independent business decisions of different firms in homogenous market conditions), but in nature are parallel in order to set high prices to earn undue profits (“fixing prices by looking at others”), hence very close to price-fixing agreements restraining competition which is prohibited by competition laws. Though they can distort competition, tacit collusions cannot be addressed by competition laws as with explicit agreements. 


� Cartel is not sustainable if there are factors that could erode them, namely: (i) the number of firms in the market (the fewer the number of firms, the easier cartels will be formed and operational than in the cases where there are a large number of firms which are not members of the cartel. In such cases, consumers will have other choice than using goods, services of cartel members, which makes the cartel’s profit-maximizing goal unsuccessful and thus erode the cartel agreement); (ii) homogeneity of products (the more homogeneous the products, the easier the price agreement; if products are heterogeneous, increasing/decreasing the price of a product line in the market may be due to changing demand and consumer preference); (iii) production costs of each member ( similar production costs allow cartel members to have similar profit-maximizing behaviour in terms of price and output; if production costs vary, profit-maximizing behaviours differ, making it difficult for firms to agree on price or output), and other factors including consumer behaviour or characteristics of the distribution system. Market conditions conducive or inconducive to tacit collusion are the same.


� For example, see Sai Gon Economics Time, Milk containing melamine has been in Vietnam for long!, published on 23/9/2008 at  <�HYPERLINK "http://www.thesaigontimes.vn/Home/thoisu/doisong/10154/"�http://www.thesaigontimes.vn/Home/thoisu/doisong/10154/�>


� Masayoshi Maruyama and Le Viet Trung (3/2011), Modern Retailers in Transition Economies: The Case of Vietnam, Discussion Paper No DP2011-08 of Kobe University 


�See J. Pincus (2010), Will price registration and regulations on dairy  prices in Vietnam reduce dairy  prices, Policy Case Study, Fulbright Economics Teaching Program


�See an article entitled Milk prices are “volatile” published on Sai Gon Entrepreneurs on April 26, 2012,  downloadable from <�HYPERLINK "http://www.baomoi.com/Home/ThiTruong/doanhnhansaigon.vn/Gia-sua-nhap-nhom/8346459.epi"�http://www.baomoi.com/Home/ThiTruong/doanhnhansaigon.vn/Gia-sua-nhap-nhom/8346459.epi�>


� Of course, from perspectives of businesses, there are other factors affecting price strategies in each locality. However, for the limit of the study, we overlook these factors. They are only analysed in further detail in the section on in-depth analyses on price composition in Vietnam.


� Vietnam is a member of the ASEAN and thus a signatory party to the ASEAN Free Trade Area (AFTA). Therefore, Vietnam must apply AFTA tariff schedule commitments. For ASEAN member States participating in AFTA and  the Common Effective Preferential Tariff (CEPT) which export milk materials or finished milk products into Vietnam, the applicable tariff rate shall be 5%. 


�  Vietnam is member of the WTO and therefore eligible for Most Favored Nation Tariffs (MFN), and thus must make commitments and execute its commitments on import tariff reduction levied on powder milk imported from WTO members. Members of WTO exporting milk materials or finished products into Vietnam shall be subject to MFN tariff rate under CLX schedule of the WTO accession protocol. As such, Vietnam’s MFN tariff rates upon WTO accession are 20% for raw materials and 30% for finished products. However, the current MFN tariff rates of Vietnam are much lower than the rates committed, which are only 10% for milk materials and 22% for semi-finished products. The latest rate levied on semi-finished dairy products imported to Vietnam is 10%. 





�Nguyen Nga, Chaotic information on milk price increase, April 19, 2012.  <�HYPERLINK "http://vef.vn/2012-04-19-nhieu-loan-thong-tin-tang-gia-sua"�http://vef.vn/2012-04-19-nhieu-loan-thong-tin-tang-gia-sua�>


� According to a Dairy Industry Report  for Q1/2009 entitled Price War, published by the Agriculture and Rural Development Information Center – Institute of Agriculture and Rural Development Policy and Strategy, Ministry of Agriculture and Rural Development


� One remaining controversial issue under competition laws is the monopoly rights that firms obtain legally as to intellectual property rights such as patent or trademark may be abused to restrain competition and cause harm to consumers (e.g. unreasonably increase of selling price). However, studies show that in most cases, monopoly rights to intellectual property do not necessarily mean that an enterprise has sufficient market power to cause competition restraints, particularly with regard to unreasonable increase of selling price, provided that there are substitutable products in the market as consumers will certainly switch to using these substitutes. 


� See further analyses on increasing R&D costs in the dairy and child nutritional foods industry in an article entitled ‘Analysis of the Consumer Healthcare Industry’ produced by Elsevier Business Intellienge, at <�HYPERLINK "http://www.elsevierbi.com/~/media/Images/Publications/Archive/The%20Tan%20Sheet/19/23/05110606008/110606_morningstar_report.pdf"�http://www.elsevierbi.com/~/media/Images/Publications/Archive/The%20Tan%20Sheet/19/23/05110606008/110606_morningstar_report.pdf�> , p8. Another example is that DHA is a vital micro-nutrient for children, but oversupplementation would cause negative effects, therefore appropriate DHA supplementation along with other nutrients has to be mixed under strict conditions to ensure that DHA is not decomposed in the process of preservation as DHA easily goes off. Therefore, the same ingredients produced under different formulations will incur different production costs and thus these formulas would have different prices.


� See the WHO Code at: <�HYPERLINK "http://www.who.int/nutrition/publications/code_english.pdf"�http://www.who.int/nutrition/publications/code_english.pdf�>


� The Ministry of Health, 5-Year-Implementation Review Report of the Decree No. 21/2006/ND-CP dated February 27, 2006 of the Government on Trading in and Using nutritional products for infants and young children, Hanoi, October 2011. 


� Competition Law, Article 122.


� Competition Law, Article 1.


� Competition Law, Article 2. 


� Competition Law, Article 5.1.


� For example, Article 8 of the Commercial Law 1997 only prohibited illegal competitive practices in trading activities and listed out a number of specific manifestations of unfair competitive practices. See analyses and specific assessments on the legal normative documents prior to the adoption of the Competition Law in Tang Van Nghia (2007), Outstanding problems and effective measures for enforcing Competition Law in practice, a ministerial level Research Project Code 2005-78-012, Hanoi, P.55-58.


� Dang Vu Huan (2004) Laws on monopoly control and anti-unfair competition in Vietnam, National Political Publishing House, p.190; see also Central Institute of Economic Management (2002), Legal issues and institutions on competition policies and business monopoly control, Transportation Publishing House, p.93-99.


� See Governmental memorandum No. 487/CP-PC dated April 9. 2004 regarding Competition Law Development Project, p.1-3; � ADDIN EN.CITE <EndNote><Cite><Author>Pham</Author><Year>2005</Year><RecNum>1</RecNum><record><rec-number>1</rec-number><foreign-keys><key app="EN" db-id="zxvapavece50sfe9adcvp50vapda2ssz5ezr">1</key></foreign-keys><ref-type name="Journal Article">17</ref-type><contributors><authors><author>Pham, A.</author></authors></contributors><titles><title>The Development of Competition Law in Vietnam in the Face of Economic Reforms and Global Integration</title><secondary-title>Northwestern Journal of International Law &amp; Business</secondary-title></titles><periodical><full-title>Northwestern Journal of International Law &amp; Business</full-title></periodical><pages>547</pages><volume>26</volume><dates><year>2005</year></dates><urls></urls></record></Cite></EndNote>�Alice Pham, The Development of Competition Law in Vietnam in the Face of Economic Reforms and Global Integration (2005) 26 Northwestern Journal of International Law & Business 547�; Le Danh Vinh, Building Competition Law in Vietnam to Meet the Need of Regulating Market Economy and in the Light of Trade Liberalization and International Economic Integration (2003), Presentation in ASEAN meeting on Fair competition laws and policies in AFTA, Bali, from 5 to 7 of March, 2003,  <�HYPERLINK "http://www.jftc.go.jp/eacpf/01/vietnam_p.pdf"�www.jftc.go.jp/eacpf/01/vietnam_p.pdf�> .  � ADDIN EN.CITE <EndNote><Cite><Author>Le</Author><Year>2003</Year><RecNum>52</RecNum><record><rec-number>52</rec-number><foreign-keys><key app="EN" db-id="zxvapavece50sfe9adcvp50vapda2ssz5ezr">52</key></foreign-keys><ref-type name="Conference Paper">47</ref-type><contributors><authors><author>Le, D. V.</author></authors></contributors><titles><title>Building Competition Law in Vietnam to Meet the Need of Regulating Market Economy and in the Light of Trade Liberalization and International Economic Integration</title><secondary-title>ASEAN Conference on Fair Competition Law and Policy in the ASEAN Free Trade Area (AFTA)</secondary-title></titles><dates><year>2003</year><pub-dates><date>March 5-7th, 2003</date></pub-dates></dates><pub-location>Bali</pub-location><urls><related-urls><url>www.jftc.go.jp/eacpf/01/vietnam_p.pdf</url></related-urls></urls><access-date>28/04/2008</access-date></record></Cite></EndNote>�


�Article 3.3, Competition Law.


�A combined market share means the total market share of enterprises which are parties to the agreement in restraint of competition or in an economic concentration. “Market share of an enterprise with respect to a certain type of goods, services means the percentage of turnover from sales of such enterprise over the entire turnover of all enterprise conducting business in such type of goods, services in the relevant market or the percentage of inwards purchases of such enterprise over the total inwards purchases of all enterprises conducting business in such type of goods, services in the relevant market for a month, quarter, year.” Article 3.5 and 6, Competition Law.


� Relevant market consists of relevant product market and relevant geographical market. Relevant product market means a market comprising good, services which can be substituted for each other in terms of characteristics, use purpose and price. Relevant geographical market means a specific geographical area in which goods, services may be substituted for each other with similar competitive conditions and which is remarkably different from neighboring areas.” See Article 3.1, Competition Law and Article 4-8, Decree No. 116/2005/ND-CP.


� An enterprise shall be deemed to have market dominant position if its market share of the relevant market amounts to 30% or more or is capable of substantially restraining competition. See Article 11.1, Competition Law.


�A firm shall be deemed to be in a monopoly position if there is no other enterprise competing in goods, services in which such firm is trading in the relevant market. See Article 12, Competition Law.


�Merger of enterprises means the transfer by one or more enterprises of all its/their lawful assets, rights, obligations and interests to another enterprise and simultaneously the termination of the existence of the merged enterprise. See Article 17.1, Competition Law.


� Consolidation of enterprises means the transfer by two or more enterprises of their entire lawful assets, rights, obligations and interests to form another enterprise, and simultaneously the termination of the existence of the consolidated enterprise. See Article 17.2, Competition Law. 


�Acquisition of enterprises means the purchase of one enterprise of all or part of the assets of another enterprise sufficient to control, govern the entire or partial trade of the acquired enterprise. See Article 17.3., Competition Law


�Joint venture between enterprises means the contribution by two or more enterprises of a portion of their lawful assets, rights, obligations and interests to form a new enterprise. See Article 17.4, Competition Law.


�Article 18, Competition Law.


� See also the Decree No. 31/2005/ND-CP dated March 11, 2005 of the government on producing and supplying public products, services. 


� Article 28, the Ordinance on Prices 2002


� According to Article 4(4) of the Ordinance on Prices 2002, “Monopolistic price collusion means the agreement between manufacturing/trading individuals and organisations to fix price in order to dominate the market, causing damage to the legitimate interests of other manufacturing/trading individuals and organisations, of the consumers, and the interests of the State.” According to Article 20 of this Decree, “Monopolistic price collusion is the agreement between manufacturing/trading individuals and organisations to fix price in order to dominate the market beyond the market share threshold in accordance with the provisions of the law, causing damages to the legitimate interests of other manufacturing/trading individuals and organisations, of the consumers and the interests of the State”.


� Article 3(2) of the Decree No. 170.2003/ND-CP


� Article 22b, the Decree No. 75/ND-CP


� Appendix 1a, Circular No. 104/TT-BTC


� Appendix 1b, Circular No. 104/TT-BTC


� Article B(I)2(h), Circular No. 104/2008/TT-BTC


� For example, see the Official Letters No. 2078/BTC-QLG, No. 2079/BTC-QLG, and No. 2080/BTC-QLG on registering price adjustment of several product lines of Nestle Company.


� See footnote � NOTEREF _Ref337108552 \h ��23�


� See Indrani Thuraisingham (2010), Price Control and Monitoring in Developing Countries, <�HYPERLINK "http://www.consumerinternational.org"�www.consumerinternational.org�>


� McKinsey&Company, Advertising as an Economic-Growth Engine, March 2012  


�See Indrani Thuraisingham (2010), Price Control and Monitoring in Developing Countries – A Consumer Perspective, Consumers International 


�See The Economist, Asian Price Controls: In a Fix – Putting caps on prices is only a short-term solution, 21/2/2008, Hong Kong, Print edition (downloadable from  <�HYPERLINK "http://www.economist.com/node/10733112"�http://www.economist.com/node/10733112�>) 


�For example the Emergency Price Control Act 1942 of the US


�China is an exemplary case in this regard. China promulgated a law on prices in 1998. By the year 2011, according to its WTO accession commitments, China decided to remove 124 regulations on price management. Amongst its WTO commitments, China has agreed not to use price management mechanisms to influence the importation of goods and services and provided a list of goods and services which would still be subject to price control, which is applicable to both State-owned and private enterprises. Milk and other dairy products are not included in this list. Besides, China also committed not to add any other goods and services to this list and that they would gradually remove all regulations on price control.


�See or download from �HYPERLINK "http://europa.eu/legislation_summaries/competition/specific_sectors/agriculture_and_fisheries/l24279_en.htm"�http://europa.eu/legislation_summaries/competition/specific_sectors/agriculture_and_fisheries/l24279_en.htm�


�See or download from <�HYPERLINK "http://europa.eu/legislation_summaries/competition/specific_sectors/transport/cc0010_en.htm"�http://europa.eu/legislation_summaries/competition/specific_sectors/transport/cc0010_en.htm�>
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				Analysis 1		Milk Price Comparison				Notes:
1. Data will be restricted to countries where at least 3 of the association members subscribe to Nielsen Milk Powder audit data

2. There would be a coordination and analysis charge for this service. The final charges will be calculated on confirma

				Market Scope		Asia Pacific Markets listed below

						China, Thailand, Indonesia, Malaysia, Philippines, Singapore, Hong Kong

				Product Scope		Milk Powder Segments - Stage 1 (0-6 months) & Stage 2 (6-12 months)

				Information		Average Price by Stage (1 & 2) in local currency converted to USD using quarterly FX rate quoted by Citibank

						Compare vs price of Big MAC

						Price cuts by

						- Stage average

						- Stage * Channel Type (TT vs MT)

						- Stage * MNCs vs local

						- Stage * Pack type (Tin, Cardboard Box, etc)

						Cummulative Vol/ Val share chart of all brands share here

				Time Periods		Minimum 2 years, maximum 3 years quarterly trend

				Note		Analysis will be at country total and not by specific cities or geographies

						Analysis on duties and taxes will not be provided

				Analysis 2		Average Price reporting for key brands				Top brands in VN in Stage 1

				Product Scope		Major brands in MT and TT Iist given here for VN (Add local largest brand)				Brand		Company

										Dielac Alpha 1		Vinamilk

				Market scope		Country average with TT and MT break				Similac IQ		Abbott

										Enfalac A Plus		Mead Johnson

				Information		Average price for each brand and price of the largest selling pack (item). Local price converted to USD based on quarterly FX rate quoted by Citibank				Friso Gold 1		FrieslandCampina

						Ave price of list of all premium brands in each market in each stage from which V&P will select like w like brands				Nan 1 Pro		Nestle

						Cumulative market share at Nationwide for brands provided here				Dulac Gold		Dumex

				Time period		Minimum 2 years, maximum 3 years quarterly trend				Frisolac		FrieslandCampina

										Similac		Abbott

										Dutch Baby 1		FrieslandCampina

				Analysis 3		Retail Index Analysis

						Available for VN data only				Top brands in VN in Stage 2

				Product Scope		Total Infant formula and other packaged food categories in Vietnam

										Brand		Company

				Market scope		Total Vietnam				Dielac Alpha 2		Vinamilk

										Similac Gain IQ		Abbott

				Information		-          Price changes of infant formula vis-à-vis the general inflation rates				Enfapro A Plus		Mead Johnson

						-          Price changes of infant formula vis-à-vis other food products (e.g. condensed milk, soft drinks, RTD Milk…)				Friso Gold 2		FrieslandCampina

						Note: Prices are converted to USD at official bank quoted exchange for that period (e.g. Citibank data)				Dutch Lady 2		FrieslandCampina

										Dupro Gold		Dumex

										Nan 2 Pro		Nestle

				Time period		Minimum 2 years, maximum 3 years quarterly trend				Friso 2		FrieslandCampina

										Similac Gain		Abbott

				Analysis 4		Competition Landscape

				Market Scope		Asia Pacific Markets listed below

						China, Thailand, Indonesia, Malaysia, Philippines, Singapore, Hong Kong

				Product Scope		Milk Powder Segments - Stage 1 (0-6 months) & Stage 2 (6-12 months)

				Information		Competition landscape in each segment as per data below

						1. Number of companies and brands in the segment

						2. Brands making up 80% of market share in each segment

						3. Share of local vs. MNCs by segment (both in VAL and VOL)

				Time Periods		Minimum 2 years, maximum 3 years Annual trend

				Note		Analysis will be at country total and not by specific cities or geographies

						Manufacturer or brand share will not be provided



- Stage * Pack type (Tin, Cardboard Box, etc)

Analysis on duties and taxes will not be provided

Major brands in MT and TT Iist given here for VN (Add local largest brand)

Ave price of list of all premium brands in each market in each stage from which V&P will select like w like brands

Cumulative market share at Nationwide for brands provided here

Minimum 2 years, maximum 3 years quarterly trend

Milk Price Comparison

Average Price reporting for key brands

Retail Index Analysis

Competition Landscape



Analysis 1

		

																																Q1 09		Q2 09		Q3 09		Q4 09		Q1 10		Q2 10		Q3 10		Q4 10		Q1 '11		Q2 '11		Q3 '11		Q4 '11		2011

																														 USD/VND		17,715		17,105		17,840		18,465		19,075		18,950		19,465		19,481		20,865		20,570		20,830		21,010		20,819		20818.75

		Back to Briefing		Next page

						Price (VND) Per Kg																										Price Per Kg (USD/Kg)

						Q1 '09		Q2 '09		Q3 '09		Q4 '09		Q1 '10		Q2 '10		Q3 '10		Q4 '10		Q1 '11		Q2 '11		Q3 '11		Q4 '11				Q1 '09		Q2 '09		Q3 '09		Q4 '09		Q1 '10		Q2 '10		Q3 '10		Q4 '10		Q1 '11		Q2 '11		Q3 '11		Q4 '11

		HCM+Hanoi (TT+MT Partial)		By Stage		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				Stage 1		270,344		275,363		280,075		282,592		285,898		289,361		300,204		300,951		308,937		324,247		330,495		344,168				15.26		16.10		15.70		15.30		14.99		15.27		15.42		15.45		14.81		15.76		15.87		16.38

				By Origin		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				MNCs		309,784		312,976		316,295		324,418		331,404		340,558		349,479		348,967		358,854		379,618		389,786		405,799				17.49		18.30		17.73		17.57		17.37		17.97		17.95		17.91		17.20		18.45		18.71		19.31

				Local		146,368		148,043		155,423		157,179		162,700		171,095		171,015		172,486		186,703		199,102		201,958		200,179				8.26		8.65		8.71		8.51		8.53		9.03		8.79		8.85		8.95		9.68		9.70		9.53

				By Packaged		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				Box		172,556		169,975		184,056		190,208		189,343		198,504		198,661		206,161		194,900		215,641		238,163		224,520				9.74		9.94		10.32		10.30		9.93		10.48		10.21		10.58		9.34		10.48		11.43		10.69

				Tin		294,488		300,086		297,133		296,605		298,672		299,770		309,442		310,636		318,803		332,026		335,658		349,712				16.62		17.54		16.66		16.06		15.66		15.82		15.90		15.95		15.28		16.14		16.11		16.65

						ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				By Stage		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				Stage 2		255,428		256,597		255,888		259,275		267,248		269,627		266,339		263,177		277,679		289,865		300,745		316,130				14.42		15.00		14.34		14.04		14.01		14.23		13.68		13.51		13.31		14.09		14.44		15.05

				By Origin		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				MNCs		287,846		289,648		296,858		303,584		314,323		321,615		318,621		319,593		328,222		346,566		357,972		374,928				16.25		16.93		16.64		16.44		16.48		16.97		16.37		16.41		15.73		16.85		17.19		17.85

				Local		139,465		140,934		142,050		143,895		150,879		158,157		159,570		159,583		174,612		184,440		188,207		188,672				7.87		8.24		7.96		7.79		7.91		8.35		8.20		8.19		8.37		8.97		9.04		8.98

				By Packaged		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				Box		164,094		173,483		174,207		160,630		164,274		170,999		167,036		168,437		179,485		186,021		193,156		193,011				9.26		10.14		9.76		8.70		8.61		9.02		8.58		8.65		8.60		9.04		9.27		9.19

				Tin		279,692		279,582		277,414		281,364		291,511		293,453		291,036		287,011		299,718		312,533		318,532		334,282				15.79		16.35		15.55		15.24		15.28		15.49		14.95		14.73		14.36		15.19		15.29		15.91

						ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				By Stage		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				Special		339,738		336,030		330,655		320,655		326,327		308,139		300,080		288,012		318,609		324,401		330,498		335,100				19.18		19.65		18.53		17.37		17.11		16.26		15.42		14.78		15.27		15.77		15.87		15.95

				By Origin		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				MNCs		399,284		395,960		392,860		393,824		409,356		388,644		346,999		315,168		369,889		359,694		374,018		387,729				22.54		23.15		22.02		21.33		21.46		20.51		17.83		16.18		17.73		17.49		17.96		18.45

				Local		282,248		273,402		268,292		261,765		265,964		267,423		274,562		272,502		290,805		310,916		317,075		318,860				15.93		15.98		15.04		14.18		13.94		14.11		14.11		13.99		13.94		15.12		15.22		15.18

				By Packaged		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				Box		166,484		170,742		146,722		171,404		177,417		176,107		170,857		170,412		168,199		179,413		181,681		196,714				9.40		9.98		8.22		9.28		9.30		9.29		8.78		8.75		8.06		8.72		8.72		9.36

				Tin		340,510		338,689		334,592		322,600		327,044		309,709		304,351		294,598		323,632		328,731		334,253		336,946				19.22		19.80		18.76		17.47		17.15		16.34		15.64		15.12		15.51		15.98		16.05		16.04

		Trad. Trade HCM+Hanoi		By Stage		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				Stage 1		264,746		271,946		276,305		280,058		283,211		287,347		298,308		298,341		306,035		321,407		328,873		342,236				14.94		15.90		15.49		15.17		14.85		15.16		15.33		15.31		14.67		15.63		15.79		16.29

				By Origin		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				MNCs		304,578		309,346		312,384		320,826		328,472		338,162		347,207		346,305		356,163		376,667		387,011		403,230				17.19		18.09		17.51		17.37		17.22		17.84		17.84		17.78		17.07		18.31		18.58		19.19

				Local		146,269		148,018		154,109		156,041		162,069		170,566		170,529		172,103		186,055		198,477		201,967		199,846				8.26		8.65		8.64		8.45		8.50		9.00		8.76		8.83		8.92		9.65		9.70		9.51

				By Packaged		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				Box		166,390		165,190		179,072		179,747		184,240		192,511		192,099		201,898		188,058		206,232		227,414		218,662				9.39		9.66		10.04		9.73		9.66		10.16		9.87		10.36		9.01		10.03		10.92		10.41

				Tin		290,037		297,820		293,990		295,797		296,618		298,262		308,050		308,422		316,499		329,842		334,666		348,066				16.37		17.41		16.48		16.02		15.55		15.74		15.83		15.83		15.17		16.04		16.07		16.57

						ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				By Stage		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				Stage 2		252,741		253,502		254,861		259,640		266,354		268,697		265,562		262,204		276,205		288,212		299,020		315,330				14.27		14.82		14.29		14.06		13.96		14.18		13.64		13.46		13.24		14.01		14.36		15.01

				By Origin		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				MNCs		284,495		285,373		293,340		301,647		312,569		319,787		317,218		318,074		326,172		343,928		355,226		373,515				16.06		16.68		16.44		16.34		16.39		16.88		16.30		16.33		15.63		16.72		17.05		17.78

				Local		138,973		140,412		141,021		142,795		150,323		157,585		159,247		159,332		174,244		183,931		188,034		188,450				7.84		8.21		7.90		7.73		7.88		8.32		8.18		8.18		8.35		8.94		9.03		8.97

				By Packaged		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				Box		157,691		166,930		169,497		157,008		161,048		168,132		164,854		166,921		177,056		182,195		188,940		190,313				8.90		9.76		9.50		8.50		8.44		8.87		8.47		8.57		8.49		8.86		9.07		9.06

				Tin		278,196		277,771		277,306		283,221		291,424		293,451		290,930		286,329		298,831		311,617		317,017		333,755				15.70		16.24		15.54		15.34		15.28		15.49		14.95		14.70		14.32		15.15		15.22		15.89

						ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				By Stage		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				Special		340,805		339,760		332,839		322,074		326,853		306,367		297,787		287,728		319,078		324,384		328,881		334,115				19.24		19.86		18.66		17.44		17.14		16.17		15.30		14.77		15.29		15.77		15.79		15.90

				By Origin		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				MNCs		396,853		394,365		394,704		394,525		409,734		386,165		342,626		311,406		367,491		356,551		368,362		383,905				22.40		23.06		22.12		21.37		21.48		20.38		17.60		15.99		17.61		17.33		17.68		18.27

				Local		281,410		275,194		265,914		259,770		264,064		264,976		272,332		273,204		291,150		311,239		315,612		318,386				15.89		16.09		14.91		14.07		13.84		13.98		13.99		14.02		13.95		15.13		15.15		15.15

				By Packaged		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				Box		166,484		170,742		137,036		165,647		137,501		175,115		169,430		169,549		167,075		178,526		180,637		195,817				9.40		9.98		7.68		8.97		7.21		9.24		8.70		8.70		8.01		8.68		8.67		9.32

				Tin		341,666		342,763		336,140		323,422		326,894		307,763		302,035		294,629		324,329		328,821		332,960		335,983				19.29		20.04		18.84		17.52		17.14		16.24		15.52		15.12		15.54		15.99		15.98		15.99

		MT HCM+Hanoi (MT Partial)		By Stage		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				Stage 1		332,435		322,724		341,057		317,014		332,947		328,039		333,809		341,900		355,621		369,305		354,372		376,932				18.77		18.87		19.12		17.17		17.45		17.31		17.15		17.55		17.04		17.95		17.01		17.94

				By Origin		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				MNCs		359,318		359,862		375,847		375,882		379,947		385,205		389,093		387,819		397,689		422,878		432,058		449,177				20.28		21.04		21.07		20.36		19.92		20.33		19.99		19.91		19.06		20.56		20.74		21.38

				Local		148,521		148,512		182,368		170,524		175,760		182,048		180,028		179,964		201,067		211,255		201,829		205,894				8.38		8.68		10.22		9.23		9.21		9.61		9.25		9.24		9.64		10.27		9.69		9.80

				By Packaged		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				Box		283,883		278,068		306,084		435,972		333,952		323,856		333,768		307,649		374,356		443,503		466,554		367,431				16.03		16.26		17.16		23.61		17.51		17.09		17.15		15.79		17.94		21.56		22.40		17.49

				Tin		339,413		328,796		345,015		306,894		332,867		328,477		333,812		344,178		354,635		365,833		350,012		377,239				19.16		19.22		19.34		16.62		17.45		17.33		17.15		17.67		17.00		17.78		16.80		17.96

						ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				By Stage		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				Stage 2		296,197		295,736		270,093		254,847		284,497		285,809		279,570		282,916		305,778		314,362		324,281		329,547				16.72		17.29		15.14		13.80		14.91		15.08		14.36		14.52		14.66		15.28		15.57		15.69

				By Origin		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				MNCs		338,988		346,055		360,759		334,294		351,523		356,323		343,662		351,066		367,430		387,155		396,237		399,434				19.14		20.23		20.22		18.10		18.43		18.80		17.66		18.02		17.61		18.82		19.02		19.01

				Local		146,778		146,681		150,393		152,011		159,636		166,590		164,600		164,479		181,572		191,510		190,485		192,135				8.29		8.58		8.43		8.23		8.37		8.79		8.46		8.44		8.70		9.31		9.14		9.14

				By Packaged		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				Box		272,329		270,346		237,651		221,285		239,135		239,902		212,480		202,944		242,895		252,358		243,543		237,967				15.37		15.81		13.32		11.98		12.54		12.66		10.92		10.42		11.64		12.27		11.69		11.33

				Tin		301,783		301,588		278,913		260,116		293,131		293,476		292,773		300,493		315,644		325,697		339,710		343,145				17.04		17.63		15.63		14.09		15.37		15.49		15.04		15.42		15.13		15.83		16.31		16.33

						ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				By Stage		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				Special		329,799		299,697		293,775		307,548		320,118		327,228		321,375		290,666		314,200		324,542		342,569		350,099				18.62		17.52		16.47		16.66		16.78		17.27		16.51		14.92		15.06		15.78		16.45		16.66

				By Origin		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				MNCs		441,714		435,837		302,776		383,646		402,989		421,836		403,380		379,291		407,795		404,627		464,462		469,458				24.93		25.48		16.97		20.78		21.13		22.26		20.72		19.47		19.54		19.67		22.30		22.34

				Local		287,470		263,267		291,804		275,808		284,254		291,370		292,431		267,376		288,171		308,676		326,340		325,476				16.23		15.39		16.36		14.94		14.90		15.38		15.02		13.72		13.81		15.01		15.67		15.49

				By Packaged		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR		ERR

				Box						175,314		180,014		179,138		180,605		184,296		183,857		184,071		188,044		206,372		213,778				- 0		- 0		9.83		9.75		9.39		9.53		9.47		9.44		8.82		9.14		9.91		10.18

				Tin		329,799		299,697		306,184		314,653		328,929		330,989		325,850		294,317		317,158		328,003		343,729		351,570				18.62		17.52		17.16		17.04		17.24		17.47		16.74		15.11		15.20		15.95		16.50		16.73

								Stage 1
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				Note:		Exchange rate used for S-curve chart (Accumulated Vol Shre) is Average exchange rate of 4 quarters of year 2011

								Stage 2

				Note:		Exchange rate used for S-curve chart (Accumulated Vol Shre) is Average exchange rate of 4 quarters of year 2011

								Special

				Note:		Exchange rate used for S-curve chart (Accumulated Vol Shre) is Average exchange rate of 4 quarters of year 2011
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		24.5577184029

		24.7425037526

		27.1293905734

		27.3383368358

		28.0362173521

		28.0651335935



Stage 2

Avg Price (USD/Kg)

Accumulated Volume % Share

HCMC+HN - Full Year 2011

3.1

3.3

3.3

9.8

11.7

42.8

45.3

46.5

46.5

49.6

49.7

49.7

49.7

51.6

55

58

58.1

58.2

58.2

58.3

59.2

59.3

59.3

64.2

65.3

68.2

78.7

78.8

79.5

79.5

79.6

79.6

79.6

79.6

80.1

88.1

88.1

88.4

88.5

99.1

99.4

99.5

99.5

99.7

99.7

99.9

99.9

99.9

99.9

100



Analysis 4

		

																																				Q1 09		Q2 09		Q3 09		Q4 09		Q1 10		Q2 10		Q3 10		Q4 10		Q1 '11		Q2 '11		Q3 '11		Q4 '11

																																		 USD/VND		17,715		17,105		17,840		18,465		19,075		18,950		19,465		19,481		20,865		20,570		20,830		21,010

		Back to Briefing				Next page

								Price Per Kg (VND/KG)																								Volume % Share				Price Per Kg

								Q1 '09		Q2 '09		Q3 '09		Q4 '09		Q1 '10		Q2 '10		Q3 '10		Q4 '10		Q1 '11		Q2 '11		Q3 '11		Q4 '11		FY 2011				Q1 '09		Q2 '09		Q3 '09		Q4 '09		Q1 '10		Q2 '10		Q3 '10		Q4 '10		Q1 '11		Q2 '11		Q3 '11		Q4 '11

		HCM+Hanoi (TT+MT Partial)		Stage 1

				Similac IQ				375,261		381,479		382,044		380,198		393,390		404,784		410,029		423,573		450,982		480,607		493,426		513,094						21.2		22.3		21.4		20.6		20.6		21.4		21.1		21.7		21.6		23.4		23.7		24.4

						400 gm		402,959		412,779		413,112		409,841		424,588		438,227		440,514		464,934		492,283		531,800		536,178		548,094						22.7		24.1		23.2		22.2		22.3		23.1		22.6		23.9		23.6		25.9		25.7		26.1

						900 gm		364,003		367,308		370,198		366,891		379,469		390,028		398,382		409,657		434,132		462,372		471,654		496,711						20.5		21.5		20.8		19.9		19.9		20.6		20.5		21.0		20.8		22.5		22.6		23.6

				Dielac Alpha 1				143,663		144,887		146,706		148,744		155,443		164,202		165,556		167,107		184,122		194,529		196,177		197,768						8.1		8.5		8.2		8.1		8.1		8.7		8.5		8.6		8.8		9.5		9.4		9.4

						400 gm		147,281		148,208		152,460		157,122		165,480		177,189		179,004		179,907		198,100		208,862		212,503		214,776						8.3		8.7		8.5		8.5		8.7		9.4		9.2		9.2		9.5		10.2		10.2		10.2

						900 gm		140,035		141,054		142,001		143,322		150,463		158,479		159,962		160,435		176,828		187,319		188,983		190,411						7.9		8.2		8.0		7.8		7.9		8.4		8.2		8.2		8.5		9.1		9.1		9.1

				Enfalac A Plus				349,269		345,896		345,906		350,165		360,689		368,989		384,349		386,474		395,251		424,554		426,959		431,853						19.7		20.2		19.4		19.0		18.9		19.5		19.7		19.8		18.9		20.6		20.5		20.6

						200 gm		339,766		278,389		377,011		359,056		284,601		294,589		344,581		379,916		350,005												19.2		16.3		21.1		19.4		14.9		15.5		17.7		19.5		16.8		0.0		0.0		0.0

						400 gm		376,859		376,596		376,076		381,146		397,227		408,660		415,255		419,525		427,491		459,193		460,752		467,450						21.3		22.0		21.1		20.6		20.8		21.6		21.3		21.5		20.5		22.3		22.1		22.2

						650 gm		343,738		347,036		343,083		340,230		349,696		351,109		378,751		385,233		381,387		353,846										19.4		20.3		19.2		18.4		18.3		18.5		19.5		19.8		18.3		17.2		0.0		0.0

						900 gm		336,211		334,554		331,503		338,386		348,996		358,392		371,681		373,558		383,504		413,370		413,829		418,538						19.0		19.6		18.6		18.3		18.3		18.9		19.1		19.2		18.4		20.1		19.9		19.9

				Friso Gold 1				379,327		381,913		388,838		391,790		398,920		409,942		418,758		421,397		431,369		447,716		449,058		494,842						21.4		22.3		21.8		21.2		20.9		21.6		21.5		21.6		20.7		21.8		21.6		23.6

						400 gm		431,857		431,411		433,438		431,691		447,147		461,761		460,953		463,004		472,129		485,360		491,545		543,478						24.4		25.2		24.3		23.4		23.4		24.4		23.7		23.8		22.6		23.6		23.6		25.9

						900 gm		363,943		370,706		378,693		382,240		387,081		398,228		405,489		408,035		418,559		432,875		434,783		479,237						20.5		21.7		21.2		20.7		20.3		21.0		20.8		20.9		20.1		21.0		20.9		22.8

				Dulac Gold				389,436		389,242		388,850		381,848		384,937		383,683		388,379		391,454		399,535		412,348		414,528		428,690						22.0		22.8		21.8		20.7		20.2		20.2		20.0		20.1		19.1		20.0		19.9		20.4

						400 gm		411,675		411,054		415,199		406,512		410,427		410,979		417,128		429,576		420,868		430,434		436,727		463,406						23.2		24.0		23.3		22.0		21.5		21.7		21.4		22.1		20.2		20.9		21.0		22.1

						700 gm		402,399		395,669		403,760		393,995		398,242		395,938		396,054		385,709		403,590		412,187		414,285								22.7		23.1		22.6		21.3		20.9		20.9		20.3		19.8		19.3		20.0		19.9		0.0

						800 gm		373,969		375,992		372,548		368,119		370,148		368,528		376,417		383,621		393,418		408,286		410,661		417,635						21.1		22.0		20.9		19.9		19.4		19.4		19.3		19.7		18.9		19.8		19.7		19.9

						900 gm		341,378		339,867		334,445				318,334				356,111				333,333												19.3		19.9		18.7		0.0		16.7		0.0		18.3		0.0		16.0		0.0		0.0		0.0

				Nan 1 Pro				392,685		400,791		409,867		407,367		408,551		400,636		401,160		404,527		399,508		416,819		438,533		441,244						22.2		23.4		23.0		22.1		21.4		21.1		20.6		20.8		19.1		20.3		21.1		21.0

						400 gm		421,669		432,088		435,276		434,596		431,713		435,230		437,180		440,320		437,463		463,713		476,833		484,703						23.8		25.3		24.4		23.5		22.6		23.0		22.5		22.6		21.0		22.5		22.9		23.1

						800 gm																						449,085		455,514						0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		21.6		21.7

						900 gm		384,203		389,162		389,100		388,360		388,512		380,794		380,456		381,404		381,929		395,651		408,852		385,525						21.7		22.8		21.8		21.0		20.4		20.1		19.5		19.6		18.3		19.2		19.6		18.3

				Frisolac				241,797		243,668		247,289		249,026		253,909		261,183		264,911		266,898		278,971		289,106		288,517		291,788						13.6		14.2		13.9		13.5		13.3		13.8		13.6		13.7		13.4		14.1		13.9		13.9

						400 gm		267,825		280,914		297,196		295,176		296,231		300,566		302,111		302,430		330,772		332,424		331,850		345,407						15.1		16.4		16.7		16.0		15.5		15.9		15.5		15.5		15.9		16.2		15.9		16.4

						900 gm		236,441		238,826		242,274		244,886		251,805		259,199		263,205		265,400		277,541		287,864		287,037		289,893						13.3		14.0		13.6		13.3		13.2		13.7		13.5		13.6		13.3		14.0		13.8		13.8

				Similac				243,263		252,130		252,223		249,704		259,022		260,107		266,081		268,931		278,667		288,152		288,443		296,102						13.7		14.7		14.1		13.5		13.6		13.7		13.7		13.8		13.4		14.0		13.8		14.1

						400 gm		266,698		274,647		277,937		276,577		289,107		296,806		298,600		303,357		310,946		323,228		325,959		330,125						15.1		16.1		15.6		15.0		15.2		15.7		15.3		15.6		14.9		15.7		15.6		15.7

						900 gm		234,879		242,529		241,402		238,581		250,809		249,918		257,964		261,059		269,236		278,525		278,274		283,160						13.3		14.2		13.5		12.9		13.1		13.2		13.3		13.4		12.9		13.5		13.4		13.5

				Dutch Lady 1				145,253		144,722		146,364		145,819		152,188		156,192		156,480		157,697		165,876		178,823		185,055		196,752						8.2		8.5		8.2		7.9		8.0		8.2		8.0		8.1		7.9		8.7		8.9		9.4

						400 gm		145,504		144,881		146,516		145,826		152,188		156,192		156,480		157,697		165,869		178,459		184,875		196,752						8.2		8.5		8.2		7.9		8.0		8.2		8.0		8.1		7.9		8.7		8.9		9.4

						900 gm		125,300		126,695		125,409		144,444										166,179		189,969		194,444								7.1		7.4		7.0		7.8		0.0		0.0		0.0		0.0		8.0		9.2		9.3		0.0

				Dutch Lady Gold 1				215,892		214,369		214,506		214,869		221,651		223,521		225,084		225,293		232,227		245,998		248,923		265,377						12.2		12.5		12.0		11.6		11.6		11.8		11.6		11.6		11.1		12.0		12.0		12.6

						400 gm		232,116		233,542		232,830		233,878		239,508		243,247		241,857		244,426		250,376		258,954		271,742		281,825						13.1		13.7		13.1		12.7		12.6		12.8		12.4		12.5		12.0		12.6		13.0		13.4

						900 gm		210,366		210,810		209,330		211,718		217,683		218,933		220,218		220,178		229,181		244,229		244,784		262,746		88.1%				11.9		12.3		11.7		11.5		11.4		11.6		11.3		11.3		11.0		11.9		11.8		12.5

				Stage 2																																0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0

				Dielac Alpha 2				141,135		141,721		141,938		143,056		150,534		157,630		159,244		158,758		174,996		184,821		188,006		188,849						8.0		8.3		8.0		7.7		7.9		8.3		8.2		8.1		8.4		9.0		9.0		9.0

						400 gm		143,886		144,611		144,538		145,143		152,723		159,249		160,551		160,096		176,165		186,333		191,799		193,385						8.1		8.5		8.1		7.9		8.0		8.4		8.2		8.2		8.4		9.1		9.2		9.2

						450 gm		135,494		137,778		137,778																								7.6		8.1		7.7		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0

						900 gm		138,196		139,040		139,601		140,967		148,387		156,286		158,050		157,450		173,996		183,527		185,319		185,873						7.8		8.1		7.8		7.6		7.8		8.2		8.1		8.1		8.3		8.9		8.9		8.8

				Similac Gain IQ				365,553		373,919		374,502		369,613		379,666		391,441		403,531		416,328		443,858		476,668		480,308		493,825						20.6		21.9		21.0		20.0		19.9		20.7		20.7		21.4		21.3		23.2		23.1		23.5

						400 gm		395,749		401,945		405,166		402,062		412,800		427,901		432,922		449,406		476,529		510,831		521,967		536,698						22.3		23.5		22.7		21.8		21.6		22.6		22.2		23.1		22.8		24.8		25.1		25.5

						900 gm		357,639		364,935		363,568		360,031		369,604		381,768		394,796		407,109		434,080		465,864		469,855		481,584						20.2		21.3		20.4		19.5		19.4		20.1		20.3		20.9		20.8		22.6		22.6		22.9

				Enfapro A Plus				338,677		334,517		334,569		336,394		344,620		355,348		366,090		368,338		380,931		408,156		412,677		417,086						19.1		19.6		18.8		18.2		18.1		18.8		18.8		18.9		18.3		19.8		19.8		19.9

						200 gm		299,375		273,925		273,898		350,747		220,495		217,231		348,405		319,322		275,000												16.9		16.0		15.4		19.0		11.6		11.5		17.9		16.4		13.2		0.0		0.0		0.0

						400 gm		368,256		369,851		364,854		369,969		382,518		394,737		401,732		402,507		415,696		445,551		447,786		455,904						20.8		21.6		20.5		20.0		20.1		20.8		20.6		20.7		19.9		21.7		21.5		21.7

						650 gm		335,070		341,671		338,362		330,134		343,870		346,928		353,442		381,846		399,560		355,248		361,538								18.9		20.0		19.0		17.9		18.0		18.3		18.2		19.6		19.1		17.3		17.4		0.0

						900 gm		326,863		323,374		324,177		326,015		338,428		348,010		357,242		359,607		369,856		398,867		401,107		404,826						18.5		18.9		18.2		17.7		17.7		18.4		18.4		18.5		17.7		19.4		19.3		19.3

				Friso Gold 2				373,906		377,152		384,491		384,296		389,615		400,299		411,585		413,068		421,940		435,812		442,619		483,541						21.1		22.0		21.6		20.8		20.4		21.1		21.1		21.2		20.2		21.2		21.2		23.0

						400 gm		419,489		420,818		430,072		427,263		439,872		454,256		453,939		459,493		465,472		477,852		486,299		527,214						23.7		24.6		24.1		23.1		23.1		24.0		23.3		23.6		22.3		23.2		23.3		25.1

						900 gm		366,258		368,821		376,034		376,088		380,773		391,262		403,196		403,768		412,433		426,299		432,377		470,837						20.7		21.6		21.1		20.4		20.0		20.6		20.7		20.7		19.8		20.7		20.8		22.4

				Dupro Gold				376,605		377,561		378,822		372,968		372,676		368,507		374,452		377,500		382,019		397,822		401,555		401,821						21.3		22.1		21.2		20.2		19.5		19.4		19.2		19.4		18.3		19.3		19.3		19.1

						400 gm		400,258		405,914		402,913		402,589		405,112		404,124		406,289		418,984		425,351		436,362		438,018		436,099						22.6		23.7		22.6		21.8		21.2		21.3		20.9		21.5		20.4		21.2		21.0		20.8

						700 gm		389,696		383,722		395,497		387,983		375,140		362,407		377,768		383,192		374,827		398,805										22.0		22.4		22.2		21.0		19.7		19.1		19.4		19.7		18.0		19.4		0.0		0.0

						800 gm		365,204		367,750		365,657		360,965		362,604		359,272		366,192		372,116		376,535		392,939		397,168		399,175						20.6		21.5		20.5		19.5		19.0		19.0		18.8		19.1		18.0		19.1		19.1		19.0

						900 gm		341,238		348,126		345,787		334,033		315,977				322,222				335,926		363,333										19.3		20.4		19.4		18.1		16.6		0.0		16.6		0.0		16.1		17.7		0.0		0.0

				Nan 2 Pro				370,255		376,940		374,786		374,596		378,179		374,099		374,487		380,332		376,226		394,254		406,343		424,882						20.9		22.0		21.0		20.3		19.8		19.7		19.2		19.5		18.0		19.2		19.5		20.2

						400 gm		393,062		408,800		407,207		405,592		402,522		408,414		407,933		417,242		416,402		438,975		446,194		466,471						22.2		23.9		22.8		22.0		21.1		21.6		21.0		21.4		20.0		21.3		21.4		22.2

						800 gm																														0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0

						900 gm		363,857		367,195		363,668		359,373		361,990		361,899		361,960		365,200		363,525		380,084		391,991		398,666						20.5		21.5		20.4		19.5		19.0		19.1		18.6		18.7		17.4		18.5		18.8		19.0

				Dutch Lady 2				141,059		141,242		142,704		142,411		148,547		153,082		152,744		154,030		161,747		174,187		175,443		185,035						8.0		8.3		8.0		7.7		7.8		8.1		7.8		7.9		7.8		8.5		8.4		8.8

						400 gm		141,344		140,990		142,763		142,915		149,002		154,012		153,529		155,074		162,874		175,611		179,146		182,398						8.0		8.2		8.0		7.7		7.8		8.1		7.9		8.0		7.8		8.5		8.6		8.7

						900 gm		140,538		141,792		142,599		141,651		147,490		150,763		150,967		152,015		159,862		172,185		172,221		186,711						7.9		8.3		8.0		7.7		7.7		8.0		7.8		7.8		7.7		8.4		8.3		8.9

				Similac Gain				240,427		242,189		240,118		238,851		247,619		252,284		252,789		257,640		264,190		272,625		275,849		281,659						13.6		14.2		13.5		12.9		13.0		13.3		13.0		13.2		12.7		13.3		13.2		13.4

						400 gm		262,176		271,040		265,378		264,417		275,779		278,764		282,388		287,902		290,559		297,942		304,719		308,963						14.8		15.8		14.9		14.3		14.5		14.7		14.5		14.8		13.9		14.5		14.6		14.7

						900 gm		231,790		231,484		231,733		231,227		239,480		242,854		246,377		250,997		257,691		264,434		266,181		270,583						13.1		13.5		13.0		12.5		12.6		12.8		12.7		12.9		12.4		12.9		12.8		12.9

				Friso 2				235,636		240,782		241,307		241,467		248,765		258,962		261,442		260,777		266,231		275,536		275,435		276,878						13.3		14.1		13.5		13.1		13.0		13.7		13.4		13.4		12.8		13.4		13.2		13.2

						400 gm		246,742		247,978		246,755				230,000																				13.9		14.5		13.8		0.0		12.1		0.0		0.0		0.0		0.0		0.0		0.0		0.0

						900 gm		235,597		240,765		241,305		241,467		248,864		258,962		261,442		260,777		266,231		275,536		275,435		276,878						13.3		14.1		13.5		13.1		13.0		13.7		13.4		13.4		12.8		13.4		13.2		13.2

				Dutch Lady Gold 2				206,181		202,766		203,755		203,817		211,463		211,860		209,986		210,978		222,329		239,315		247,107		264,258						11.6		11.9		11.4		11.0		11.1		11.2		10.8		10.8		10.7		11.6		11.9		12.6

						400 gm		226,924		226,332		226,168		227,071		229,519		234,016		237,106		241,589		254,412		270,028		279,677		292,950						12.8		13.2		12.7		12.3		12.0		12.3		12.2		12.4		12.2		13.1		13.4		13.9

						900 gm		200,352		198,509		199,516		199,702		208,394		208,810		207,081		207,177		219,191		237,215		240,385		257,624		84.1%				11.3		11.6		11.2		10.8		10.9		11.0		10.6		10.6		10.5		11.5		11.5		12.3

				Specialty																																0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0

				Dielac Pedia 1																						318,726		320,442		321,524						0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		15.5		15.4		15.3

						400 gm																				341,513		344,600		349,452						0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		16.6		16.5		16.6

						900 gm																				313,907		314,747		314,405						0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		15.3		15.1		15.0

				Dielac Pedia 3																						317,747		320,146		321,675						0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		15.4		15.4		15.3

						400 gm																				336,388		343,597		347,096						0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		16.4		16.5		16.5

						900 gm																				311,217		313,325		313,651						0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		15.1		15.0		14.9

				Pedia Plus				283,403		282,197		276,403		277,529		275,754		279,303		287,708		296,936		303,739		314,707		317,873		317,552						16.0		16.5		15.5		15.0		14.5		14.7		14.8		15.2		14.6		15.3		15.3		15.1

						400 gm		307,294		307,681		302,229		305,161		308,617		314,955		319,827		322,274		331,270		344,752		356,942		365,989						17.3		18.0		16.9		16.5		16.2		16.6		16.4		16.5		15.9		16.8		17.1		17.4

						900 gm		276,228		273,373		266,727		265,292		267,162		270,012		280,820		289,062		295,206		305,789		308,144		306,189						15.6		16.0		15.0		14.4		14.0		14.2		14.4		14.8		14.1		14.9		14.8		14.6

				Dielac Pedia				299,248		281,088		268,950		255,178		265,033		270,240		272,299		271,603		298,539		308,885		310,106		315,811						16.9		16.4		15.1		13.8		13.9		14.3		14.0		13.9		14.3		15.0		14.9		15.0

						400 gm		311,286		297,188		292,183		275,866		279,514		282,662		286,070		284,058		310,995		326,289		323,693		331,860						17.6		17.4		16.4		14.9		14.7		14.9		14.7		14.6		14.9		15.9		15.5		15.8

						900 gm		292,742		275,598		253,293		245,122		257,814		265,418		267,726		268,180		295,016		301,510		304,393		306,935						16.5		16.1		14.2		13.3		13.5		14.0		13.8		13.8		14.1		14.7		14.6		14.6

				Similac Neo Sure IQ				413,606		417,924		423,179		418,203		440,263		453,574		464,943		469,960		502,351		552,055		549,807		560,183						23.3		24.4		23.7		22.6		23.1		23.9		23.9		24.1		24.1		26.8		26.4		26.7

						370 gm		456,660		465,909		475,111		469,707		494,952		511,342		507,071		513,947		547,269		614,828		599,505		623,200						25.8		27.2		26.6		25.4		25.9		27.0		26.1		26.4		26.2		29.9		28.8		29.7

						900 gm		395,708		394,817		404,115		402,132		418,732		433,461		442,703		445,573		472,687		520,723		522,396		528,533						22.3		23.1		22.7		21.8		22.0		22.9		22.7		22.9		22.7		25.3		25.1		25.2

				Arti Gain				176,608		173,463		160,436		172,401		177,672		173,746		175,595		174,291		180,045		191,036		195,567		193,603						10.0		10.1		9.0		9.3		9.3		9.2		9.0		8.9		8.6		9.3		9.4		9.2

						400 gm		176,608		173,463		159,544		176,030		182,930		181,074		180,109		175,234		178,257		187,083		192,036		192,105						10.0		10.1		8.9		9.5		9.6		9.6		9.3		9.0		8.5		9.1		9.2		9.1

						900 gm						163,438		165,066		165,130		166,449		169,947		173,497		181,665		194,095		198,585		194,297						0.0		0.0		9.2		8.9		8.7		8.8		8.7		8.9		8.7		9.4		9.5		9.2

				Enfalac A Plus Lactofree				341,320		344,425		334,619		339,916		338,112		339,284		332,805		344,668		359,779		369,436		383,896		380,518						19.3		20.1		18.8		18.4		17.7		17.9		17.1		17.7		17.2		18.0		18.4		18.1

						400 gm		341,320		344,425		334,619		339,916		338,112		339,284		332,805		344,668		359,779		369,436		383,896		380,518						19.3		20.1		18.8		18.4		17.7		17.9		17.1		17.7		17.2		18.0		18.4		18.1

				Similac Isomil IQ 1						488,992		471,359		485,043		498,627		518,596		522,261		512,740		542,693		556,472		587,033		592,015						0.0		28.6		26.4		26.3		26.1		27.4		26.8		26.3		26.0		27.1		28.2		28.2

						400 gm				488,992		471,359		485,043		498,627		518,596		522,261		512,740		542,693		556,472		587,033		592,015						0.0		28.6		26.4		26.3		26.1		27.4		26.8		26.3		26.0		27.1		28.2		28.2

				Similac Isomil IQ 2						461,001		457,123		473,708		504,879		520,102		519,221		514,806		516,379		561,589		584,069		607,662						0.0		27.0		25.6		25.7		26.5		27.4		26.7		26.4		24.7		27.3		28.0		28.9

						400 gm				461,001		457,123		473,708		504,879		520,102		519,221		514,806		516,379		561,589		584,069		607,662						0.0		27.0		25.6		25.7		26.5		27.4		26.7		26.4		24.7		27.3		28.0		28.9

				Dollac Pro				170,406		176,816		172,481		172,764		182,841		172,649		181,364		180,743		196,318		207,561		204,996		212,093						9.6		10.3		9.7		9.4		9.6		9.1		9.3		9.3		9.4		10.1		9.8		10.1

						400 gm		199,801		189,827		180,326		183,445		188,179		193,523		200,367		211,281		229,658		237,685		227,280		232,413						11.3		11.1		10.1		9.9		9.9		10.2		10.3		10.8		11.0		11.6		10.9		11.1

						900 gm		164,747		172,918		169,611		169,138		181,265		168,562		174,662		179,137		195,232		206,150		203,332		209,486		95.3%				9.3		10.1		9.5		9.2		9.5		8.9		9.0		9.2		9.4		10.0		9.8		10.0

		Trad. Trade HCM+Hanoi		Stage 1																																0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0

				Similac IQ				374,504		380,882		380,545		379,420		392,036		403,348		408,579		421,876		450,248		479,291		492,537		512,491						21.1		22.3		21.3		20.5		20.6		21.3		21.0		21.7		21.6		23.3		23.6		24.4

						400 gm		401,693		412,164		411,445		408,831		422,913		436,697		438,714		463,525		491,471		530,363		535,162		547,437						22.7		24.1		23.1		22.1		22.2		23.0		22.5		23.8		23.6		25.8		25.7		26.1

						900 gm		363,218		366,657		369,101		366,608		378,532		389,070		397,192		407,995		433,278		461,549		471,292		496,278						20.5		21.4		20.7		19.9		19.8		20.5		20.4		20.9		20.8		22.4		22.6		23.6

				Dielac Alpha 1				143,330		144,573		146,178		147,882		154,795		163,636		165,036		166,621		183,685		193,898		195,832		197,364						8.1		8.5		8.2		8.0		8.1		8.6		8.5		8.6		8.8		9.4		9.4		9.4

						400 gm		146,932		147,733		151,717		155,958		164,485		176,442		178,288		179,341		197,510		207,964		212,003		214,460						8.3		8.6		8.5		8.4		8.6		9.3		9.2		9.2		9.5		10.1		10.2		10.2

						900 gm		139,722		140,887		141,912		142,900		150,098		158,210		159,760		160,176		176,657		187,074		188,893		190,284						7.9		8.2		8.0		7.7		7.9		8.3		8.2		8.2		8.5		9.1		9.1		9.1

				Enfalac A Plus				347,488		343,731		343,663		348,611		359,040		367,236		383,531		385,672		394,135		422,548		424,879		430,262						19.6		20.1		19.3		18.9		18.8		19.4		19.7		19.8		18.9		20.5		20.4		20.5

						200 gm		331,811		262,477		363,589		358,664		284,601		294,589		344,581		379,916		350,005												18.7		15.3		20.4		19.4		14.9		15.5		17.7		19.5		16.8		0.0		0.0		0.0

						400 gm		376,749		375,745		375,041		379,405		395,445		406,541		413,990		418,350		426,290		456,612		458,296		465,923						21.3		22.0		21.0		20.5		20.7		21.5		21.3		21.5		20.4		22.2		22.0		22.2

						650 gm		342,351		345,736		342,865		338,879		348,025		347,663		379,811		385,965		381,387		353,846										19.3		20.2		19.2		18.4		18.2		18.3		19.5		19.8		18.3		17.2		0.0		0.0

						900 gm		333,548		332,381		329,383		337,588		347,634		357,311		371,363		373,038		382,810		412,287		412,477		417,455						18.8		19.4		18.5		18.3		18.2		18.9		19.1		19.1		18.3		20.0		19.8		19.9

				Friso Gold 1				375,295		380,026		386,754		389,627		397,077		408,347		417,188		419,628		429,536		445,493		446,609		492,880						21.2		22.2		21.7		21.1		20.8		21.5		21.4		21.5		20.6		21.7		21.4		23.5

						400 gm		426,106		428,881		429,878		428,411		444,620		459,611		458,769		460,650		469,654		483,030		488,655		540,979						24.1		25.1		24.1		23.2		23.3		24.3		23.6		23.6		22.5		23.5		23.5		25.7

						900 gm		362,137		369,523		377,863		381,216		386,075		397,403		404,635		406,979		417,526		431,458		433,183		477,913						20.4		21.6		21.2		20.6		20.2		21.0		20.8		20.9		20.0		21.0		20.8		22.7

				Dulac Gold				387,247		388,444		387,671		380,740		383,889		382,843		387,213		388,347		397,970		411,136		413,637		426,620						21.9		22.7		21.7		20.6		20.1		20.2		19.9		19.9		19.1		20.0		19.9		20.3

						400 gm		409,451		410,420		413,472		405,584		409,656		410,397		415,596		423,384		417,640		427,207		434,497		460,365						23.1		24.0		23.2		22.0		21.5		21.7		21.4		21.7		20.0		20.8		20.9		21.9

						700 gm		398,939		394,948		404,211		393,479		397,955		395,687		396,061		385,709		403,590		412,187		414,285								22.5		23.1		22.7		21.3		20.9		20.9		20.3		19.8		19.3		20.0		19.9		0.0

						800 gm		373,165		375,643		372,409		367,818		369,368		367,813		375,503		382,085		392,465		407,694		409,933		416,132						21.1		22.0		20.9		19.9		19.4		19.4		19.3		19.6		18.8		19.8		19.7		19.8

						900 gm		339,358		339,867		334,445				318,334				356,111				333,333												19.2		19.9		18.7		0.0		16.7		0.0		18.3		0.0		16.0		0.0		0.0		0.0

				Nan 1 Pro				395,682		401,645		408,065		404,487		406,418		398,873		397,671		402,277		397,229		413,093		434,157		437,314						22.3		23.5		22.9		21.9		21.3		21.0		20.4		20.6		19.0		20.1		20.8		20.8

						400 gm		420,820		431,252		433,170		429,286		429,478		433,248		434,382		438,766		436,150		460,330		472,257		481,824						23.8		25.2		24.3		23.2		22.5		22.9		22.3		22.5		20.9		22.4		22.7		22.9

						800 gm																						443,710		452,192						0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		21.3		21.5

						900 gm		385,152		388,678		387,718		383,695		386,063		379,728		378,376		379,781		379,554		392,798		407,907		385,064						21.7		22.7		21.7		20.8		20.2		20.0		19.4		19.5		18.2		19.1		19.6		18.3

				Frisolac				240,840		243,010		246,866		247,025		252,919		259,915		263,712		265,720		278,399		288,691		288,265		291,516						13.6		14.2		13.8		13.4		13.3		13.7		13.5		13.6		13.3		14.0		13.8		13.9

						400 gm		267,882		281,083		297,148		293,893		294,287		296,038		296,157		296,133		333,801		336,656		333,678		346,313						15.1		16.4		16.7		15.9		15.4		15.6		15.2		15.2		16.0		16.4		16.0		16.5

						900 gm		234,988		238,237		241,779		243,899		251,055		258,511		262,561		264,812		277,168		287,548		286,828		289,595						13.3		13.9		13.6		13.2		13.2		13.6		13.5		13.6		13.3		14.0		13.8		13.8

				Dutch Lady 1				145,034		144,393		146,092		145,540		151,965		155,931		156,151		157,449		165,743		178,664		184,952		196,587						8.2		8.4		8.2		7.9		8.0		8.2		8.0		8.1		7.9		8.7		8.9		9.4

						400 gm		145,287		144,552		146,246		145,545		151,965		155,931		156,151		157,449		165,732		178,287		184,769		196,587						8.2		8.5		8.2		7.9		8.0		8.2		8.0		8.1		7.9		8.7		8.9		9.4

						900 gm		125,300		126,695		125,409		144,444										166,179		189,969		194,444								7.1		7.4		7.0		7.8		0.0		0.0		0.0		0.0		8.0		9.2		9.3		0.0

				Similac				242,041		251,137		250,893		247,525		257,204		257,391		263,380		265,388		276,439		284,094		284,472		293,100						13.7		14.7		14.1		13.4		13.5		13.6		13.5		13.6		13.2		13.8		13.7		14.0

						400 gm		266,013		273,655		276,454		273,913		286,771		294,335		295,416		299,927		310,413		316,844		321,473		327,719						15.0		16.0		15.5		14.8		15.0		15.5		15.2		15.4		14.9		15.4		15.4		15.6

						900 gm		233,506		242,006		240,814		237,783		249,965		248,458		257,097		259,814		268,185		277,431		276,235		282,114						13.2		14.1		13.5		12.9		13.1		13.1		13.2		13.3		12.9		13.5		13.3		13.4

				Dutch Lady Gold 1				215,831		214,428		214,226		214,361		221,245		222,959		224,552		224,865		231,833		245,750		249,250		265,292						12.2		12.5		12.0		11.6		11.6		11.8		11.5		11.5		11.1		11.9		12.0		12.6

						400 gm		232,116		233,542		232,601		233,007		238,680		242,246		241,125		243,827		249,880		257,229		271,657		281,507						13.1		13.7		13.0		12.6		12.5		12.8		12.4		12.5		12.0		12.5		13.0		13.4

						900 gm		209,996		210,800		209,177		211,404		217,470		218,712		219,854		219,984		228,966		244,284		245,158		262,745		88.4%				11.9		12.3		11.7		11.4		11.4		11.5		11.3		11.3		11.0		11.9		11.8		12.5

				Stage 2																																0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0

				Dielac Alpha 2				140,632		141,104		140,884		142,408		150,021		157,077		158,929		158,494		174,664		184,409		187,872		188,696						7.9		8.2		7.9		7.7		7.9		8.3		8.2		8.1		8.4		9.0		9.0		9.0

						400 gm		143,301		143,823		143,232		144,501		152,376		158,737		160,289		159,899		175,875		185,900		191,791		193,251						8.1		8.4		8.0		7.8		8.0		8.4		8.2		8.2		8.4		9.0		9.2		9.2

						450 gm		135,494		137,778		137,778																								7.6		8.1		7.7		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0

						900 gm		137,738		138,585		138,734		140,136		147,594		155,632		157,618		157,081		173,592		183,085		185,045		185,676						7.8		8.1		7.8		7.6		7.7		8.2		8.1		8.1		8.3		8.9		8.9		8.8

				Similac Gain IQ				364,899		372,999		372,557		368,863		378,484		390,172		402,590		415,107		443,348		475,345		479,140		493,094						20.6		21.8		20.9		20.0		19.8		20.6		20.7		21.3		21.2		23.1		23.0		23.5

						400 gm		394,694		400,872		402,862		401,264		411,428		426,537		431,531		448,246		476,070		509,490		521,173		536,299						22.3		23.4		22.6		21.7		21.6		22.5		22.2		23.0		22.8		24.8		25.0		25.5

						900 gm		357,228		364,126		362,668		359,549		368,669		380,729		394,057		405,773		433,322		464,566		468,472		480,455						20.2		21.3		20.3		19.5		19.3		20.1		20.2		20.8		20.8		22.6		22.5		22.9

				Enfapro A Plus				337,213		332,404		332,961		335,209		343,744		354,013		364,994		367,378		380,221		406,310		411,155		415,851						19.0		19.4		18.7		18.2		18.0		18.7		18.8		18.9		18.2		19.8		19.7		19.8

						200 gm		279,560		267,215		257,284		350,747		220,495		217,231		348,405		319,322		275,000												15.8		15.6		14.4		19.0		11.6		11.5		17.9		16.4		13.2		0.0		0.0		0.0

						400 gm		366,488		367,745		362,955		368,247		380,793		392,667		400,218		401,118		414,927		443,469		445,984		454,661						20.7		21.5		20.3		19.9		20.0		20.7		20.6		20.6		19.9		21.6		21.4		21.6

						650 gm		334,985		339,752		338,248		329,255		342,147		344,881		351,038		382,700		399,560		355,248		361,538								18.9		19.9		19.0		17.8		17.9		18.2		18.0		19.6		19.1		17.3		17.4		0.0

						900 gm		325,621		321,636		323,451		325,509		337,990		347,303		356,627		359,014		369,247		397,187		399,749		403,756						18.4		18.8		18.1		17.6		17.7		18.3		18.3		18.4		17.7		19.3		19.2		19.2

				Friso Gold 2				371,247		375,333		382,095		382,452		387,609		398,237		409,943		411,793		420,235		433,744		440,441		481,730						21.0		21.9		21.4		20.7		20.3		21.0		21.1		21.1		20.1		21.1		21.1		22.9

						400 gm		415,589		419,138		426,341		424,621		436,956		451,120		450,990		457,718		463,279		475,163		483,100		525,050						23.5		24.5		23.9		23.0		22.9		23.8		23.2		23.5		22.2		23.1		23.2		25.0

						900 gm		364,235		366,977		374,966		374,703		379,417		390,019		402,295		402,978		411,117		424,689		430,847		469,275						20.6		21.5		21.0		20.3		19.9		20.6		20.7		20.7		19.7		20.6		20.7		22.3

				Dupro Gold				374,943		376,493		377,706		372,643		372,048		367,428		373,238		376,024		380,825		397,235		401,208		401,787						21.2		22.0		21.2		20.2		19.5		19.4		19.2		19.3		18.3		19.3		19.3		19.1

						400 gm		399,445		405,716		401,754		402,091		404,876		403,565		404,681		416,637		424,060		436,028		437,874		435,988						22.5		23.7		22.5		21.8		21.2		21.3		20.8		21.4		20.3		21.2		21.0		20.8

						700 gm		388,071		382,025		395,426		388,523		373,456		359,475		375,324		382,395		373,539		398,805										21.9		22.3		22.2		21.0		19.6		19.0		19.3		19.6		17.9		19.4		0.0		0.0

						800 gm		363,910		367,250		364,482		360,938		362,236		358,777		365,639		370,970		375,509		392,237		396,695		399,168						20.5		21.5		20.4		19.5		19.0		18.9		18.8		19.0		18.0		19.1		19.0		19.0

						900 gm		340,870		348,126		345,787		334,033		315,977				322,222				335,926		363,333										19.2		20.4		19.4		18.1		16.6		0.0		16.6		0.0		16.1		17.7		0.0		0.0

				Dutch Lady 2				140,909		141,005		142,377		142,189		148,203		152,742		152,405		153,779		161,558		174,024		175,241		184,999						8.0		8.2		8.0		7.7		7.8		8.1		7.8		7.9		7.7		8.5		8.4		8.8

						400 gm		141,259		140,797		142,349		142,659		148,582		153,633		153,114		154,777		162,628		175,332		178,795		182,306						8.0		8.2		8.0		7.7		7.8		8.1		7.9		7.9		7.8		8.5		8.6		8.7

						900 gm		140,261		141,465		142,428		141,501		147,339		150,527		150,839		151,897		159,768		172,223		172,197		186,706						7.9		8.3		8.0		7.7		7.7		7.9		7.7		7.8		7.7		8.4		8.3		8.9

				Nan 2 Pro				366,135		374,270		374,172		372,779		377,519		373,185		371,045		378,308		374,100		388,973		399,287		423,160						20.7		21.9		21.0		20.2		19.8		19.7		19.1		19.4		17.9		18.9		19.2		20.1

						400 gm		397,447		408,850		407,227		404,469		401,773		407,958		404,619		416,564		416,087		433,162		438,500		466,178						22.4		23.9		22.8		21.9		21.1		21.5		20.8		21.4		19.9		21.1		21.1		22.2

						800 gm																														0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0

						900 gm		363,297		366,776		363,262		359,074		361,555		360,345		359,906		363,819		362,384		377,073		386,946		396,464						20.5		21.4		20.4		19.4		19.0		19.0		18.5		18.7		17.4		18.3		18.6		18.9

				Similac Gain				240,047		241,849		239,299		238,326		246,595		250,805		250,911		256,177		263,730		271,219		274,781		280,434						13.6		14.1		13.4		12.9		12.9		13.2		12.9		13.2		12.6		13.2		13.2		13.3

						400 gm		261,999		271,014		264,584		263,965		274,862		277,472		280,533		287,225		290,185		296,164		303,907		307,999						14.8		15.8		14.8		14.3		14.4		14.6		14.4		14.7		13.9		14.4		14.6		14.7

						900 gm		231,621		231,267		231,411		230,654		238,659		241,663		245,242		250,178		257,575		263,488		265,480		269,758						13.1		13.5		13.0		12.5		12.5		12.8		12.6		12.8		12.3		12.8		12.7		12.8

				Friso 2				234,615		240,496		241,108		240,880		248,327		258,279		261,047		260,287		265,758		274,614		274,893		275,805						13.2		14.1		13.5		13.0		13.0		13.6		13.4		13.4		12.7		13.4		13.2		13.1

						400 gm		246,742		247,978		246,755				230,000																				13.9		14.5		13.8		0.0		12.1		0.0		0.0		0.0		0.0		0.0		0.0		0.0

						900 gm		234,570		240,477		241,105		240,880		248,426		258,279		261,047		260,287		265,758		274,614		274,893		275,805						13.2		14.1		13.5		13.0		13.0		13.6		13.4		13.4		12.7		13.4		13.2		13.1

				Dutch Lady Gold 2				205,010		202,787		203,313		203,118		211,005		211,190		209,282		210,583		222,166		239,084		247,187		264,446						11.6		11.9		11.4		11.0		11.1		11.1		10.8		10.8		10.6		11.6		11.9		12.6

						400 gm		226,276		226,332		225,991		225,802		227,911		232,183		235,081		240,943		253,891		269,190		279,894		293,912						12.8		13.2		12.7		12.2		11.9		12.3		12.1		12.4		12.2		13.1		13.4		14.0

						900 gm		199,086		198,353		199,030		199,359		208,257		208,531		206,840		206,983		219,132		237,149		240,548		257,740		84.4%				11.2		11.6		11.2		10.8		10.9		11.0		10.6		10.6		10.5		11.5		11.5		12.3

				Specialty																																0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0

				Dielac Pedia 1																						317,325		318,540		320,590						0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		15.4		15.3		15.3

						400 gm																				338,366		341,533		348,477						0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		16.4		16.4		16.6

						900 gm																				313,218		313,722		313,921						0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		15.2		15.1		14.9

				Dielac Pedia 3																						316,570		318,717		320,904						0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		15.4		15.3		15.3

						400 gm																				334,086		340,942		346,121						0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		16.2		16.4		16.5

						900 gm																				310,562		312,673		313,154						0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		15.1		15.0		14.9

				Pedia Plus				280,412		280,772		273,998		274,273		273,262		276,397		284,712		294,611		300,083		311,108		315,425		315,684						15.8		16.4		15.4		14.9		14.3		14.6		14.6		15.1		14.4		15.1		15.1		15.0

						400 gm		305,502		306,843		298,554		302,133		306,667		312,383		315,554		319,555		327,242		339,480		353,522		363,791						17.2		17.9		16.7		16.4		16.1		16.5		16.2		16.4		15.7		16.5		17.0		17.3

						900 gm		272,369		271,213		265,195		262,278		265,030		267,949		278,396		286,942		291,713		302,577		305,862		304,487						15.4		15.9		14.9		14.2		13.9		14.1		14.3		14.7		14.0		14.7		14.7		14.5

				Dielac Pedia				299,886		282,074		266,283		254,555		263,811		268,931		271,034		270,733		298,123		308,441		309,687		315,811						16.9		16.5		14.9		13.8		13.8		14.2		13.9		13.9		14.3		15.0		14.9		15.0

						400 gm		311,071		300,850		288,295		277,796		279,446		281,897		285,685		283,513		310,287		325,760		323,173		331,860						17.6		17.6		16.2		15.0		14.6		14.9		14.7		14.6		14.9		15.8		15.5		15.8

						900 gm		293,851		275,516		252,382		243,593		256,008		263,960		266,470		267,344		294,761		300,933		303,907		306,935						16.6		16.1		14.1		13.2		13.4		13.9		13.7		13.7		14.1		14.6		14.6		14.6

				Similac Neo Sure IQ				413,593		417,196		422,815		416,027		438,848		451,284		461,000		466,653		500,069		546,665		543,013		556,065						23.3		24.4		23.7		22.5		23.0		23.8		23.7		24.0		24.0		26.6		26.1		26.5

						370 gm		455,715		465,046		474,928		466,669		493,285		508,871		502,250		510,319		546,582		610,134		590,050		619,692						25.7		27.2		26.6		25.3		25.9		26.9		25.8		26.2		26.2		29.7		28.3		29.5

						900 gm		396,396		394,817		404,115		401,325		418,372		432,823		441,636		444,758		472,784		520,504		521,270		528,159						22.4		23.1		22.7		21.7		21.9		22.8		22.7		22.8		22.7		25.3		25.0		25.1

				Arti Gain				175,035		172,669		158,145		169,081		176,232		172,188		174,683		173,862		179,748		191,070		195,026		193,139						9.9		10.1		8.9		9.2		9.2		9.1		9.0		8.9		8.6		9.3		9.4		9.2

						400 gm		175,035		172,669		156,285		171,924		182,808		179,050		179,040		174,679		177,603		186,779		191,448		191,193						9.9		10.1		8.8		9.3		9.6		9.4		9.2		9.0		8.5		9.1		9.2		9.1

						900 gm						163,438		165,066		165,130		166,449		169,419		173,182		181,673		194,331		198,130		194,034						0.0		0.0		9.2		8.9		8.7		8.8		8.7		8.9		8.7		9.4		9.5		9.2

				Enfalac A Plus Lactofree				341,320		344,425		334,619		339,645		337,831		338,746		332,239		344,452		359,860		368,494		383,806		380,208						19.3		20.1		18.8		18.4		17.7		17.9		17.1		17.7		17.2		17.9		18.4		18.1

						400 gm		341,320		344,425		334,619		339,645		337,831		338,746		332,239		344,452		359,860		368,494		383,806		380,208						19.3		20.1		18.8		18.4		17.7		17.9		17.1		17.7		17.2		17.9		18.4		18.1

				Similac Isomil IQ 1						488,992		471,359		482,507		488,545		509,731		517,691		510,044		542,733		555,331		582,814		589,631						0.0		28.6		26.4		26.1		25.6		26.9		26.6		26.2		26.0		27.0		28.0		28.1

						400 gm				488,992		471,359		482,507		488,545		509,731		517,691		510,044		542,733		555,331		582,814		589,631						0.0		28.6		26.4		26.1		25.6		26.9		26.6		26.2		26.0		27.0		28.0		28.1

				Similac Isomil IQ 2						461,001		457,123		471,608		501,190		516,199		516,833		514,186		516,379		561,589		584,069		607,085						0.0		27.0		25.6		25.5		26.3		27.2		26.6		26.4		24.7		27.3		28.0		28.9

						400 gm				461,001		457,123		471,608		501,190		516,199		516,833		514,186		516,379		561,589		584,069		607,085						0.0		27.0		25.6		25.5		26.3		27.2		26.6		26.4		24.7		27.3		28.0		28.9

				Nan AL 110														376,493		371,705		403,575		398,920		412,465		404,988		422,932						0.0		0.0		0.0		0.0		0.0		19.9		19.1		20.7		19.1		20.1		19.4		20.1

						400 gm												376,493		371,705		403,575		398,920		412,465		404,988		422,932		94.6%				0.0		0.0		0.0		0.0		0.0		19.9		19.1		20.7		19.1		20.1		19.4		20.1

		MT HCM+Hanoi (MT Partial)		Stage 1																																0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0

				Enfalac A Plus				361,994		362,711		368,184		375,191		384,020		402,605		402,411		399,919		411,343		455,188		458,057		456,896						20.4		21.2		20.6		20.3		20.1		21.2		20.7		20.5		19.7		22.1		22.0		21.7

						200 gm		357,419		370,803		400,289		426,997																						20.2		21.7		22.4		23.1		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0

						400 gm		377,735		382,352		383,828		397,415		418,599		433,762		434,169		435,760		439,824		482,549		484,613		483,418						21.3		22.4		21.5		21.5		21.9		22.9		22.3		22.4		21.1		23.5		23.3		23.0

						650 gm		351,932		356,192		345,868		356,839		358,736		376,304		371,111		375,969														19.9		20.8		19.4		19.3		18.8		19.9		19.1		19.3		0.0		0.0		0.0		0.0

						900 gm		356,255		353,019		356,950		357,184		372,642		387,238		381,485		383,208		394,879		434,485		439,096		439,371						20.1		20.6		20.0		19.3		19.5		20.4		19.6		19.7		18.9		21.1		21.1		20.9

				Friso Gold 1				430,226		421,427		427,274		426,391		433,330		448,452		451,034		450,999		462,103		477,828		480,421		530,609						24.3		24.6		24.0		23.1		22.7		23.7		23.2		23.2		22.1		23.2		23.1		25.3

						400 gm		462,352		458,577		458,352		453,376		471,234		485,278		487,642		488,280		496,938		505,482		515,589		574,860						26.1		26.8		25.7		24.6		24.7		25.6		25.1		25.1		23.8		24.6		24.8		27.4

						900 gm		399,406		401,855		401,782		405,911		411,238		425,073		427,611		429,372		440,245		457,246		459,537		507,345						22.5		23.5		22.5		22.0		21.6		22.4		22.0		22.0		21.1		22.2		22.1		24.1

				Dielac Alpha 1				151,628		150,825		157,163		158,749		169,041		176,199		175,123		176,348		194,089		207,255		201,029		205,011						8.6		8.8		8.8		8.6		8.9		9.3		9.0		9.1		9.3		10.1		9.7		9.8

						400 gm		155,540		158,231		161,080		166,951		180,946		186,967		187,160		187,730		207,638		220,797		218,008		218,341						8.8		9.3		9.0		9.0		9.5		9.9		9.6		9.6		10.0		10.7		10.5		10.4

						900 gm		147,626		143,881		145,859		149,694		159,671		166,183		164,879		166,534		181,767		193,942		190,427		193,426						8.3		8.4		8.2		8.1		8.4		8.8		8.5		8.5		8.7		9.4		9.1		9.2

				Similac IQ				385,657		399,913		404,790		395,867		416,436		433,695		437,078		450,353		463,983		514,274		526,401		524,184						21.8		23.4		22.7		21.4		21.8		22.9		22.5		23.1		22.2		25.0		25.3		24.9

						400 gm		425,243		433,768		431,926		423,956		447,372		459,463		469,499		484,795		508,624		556,346		560,509		558,876						24.0		25.4		24.2		23.0		23.5		24.2		24.1		24.9		24.4		27.0		26.9		26.6

						900 gm		373,898		386,569		389,286		373,979		397,389		413,892		421,988		436,967		448,554		487,819		490,121		505,121						21.1		22.6		21.8		20.3		20.8		21.8		21.7		22.4		21.5		23.7		23.5		24.0

				Nan 1 Pro				385,049		396,904		433,733		417,644		432,782		428,789		428,734		421,868		416,274		452,289		484,233		485,804						21.7		23.2		24.3		22.6		22.7		22.6		22.0		21.7		20.0		22.0		23.2		23.1

						400 gm		434,195		441,929		461,413		469,102		460,949		459,167		451,635		449,877		446,136		487,273		503,272		517,995						24.5		25.8		25.9		25.4		24.2		24.2		23.2		23.1		21.4		23.7		24.2		24.7

						800 gm																						504,750		469,782						0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		24.2		22.4

						900 gm		382,408		390,899		408,440		400,445		413,437		401,527		403,228		396,224		400,347		427,896		430,515		423,254						21.6		22.9		22.9		21.7		21.7		21.2		20.7		20.3		19.2		20.8		20.7		20.1

				Similac				258,837		268,781		270,522		275,176		280,373		286,931		292,097		290,791		291,831		316,034		308,326		319,331						14.6		15.7		15.2		14.9		14.7		15.1		15.0		14.9		14.0		15.4		14.8		15.2

						400 gm		275,023		284,800		289,955		291,497		301,868		307,601		307,841		309,522		312,458		337,126		337,032		338,374						15.5		16.7		16.3		15.8		15.8		16.2		15.8		15.9		15.0		16.4		16.2		16.1

						900 gm		252,694		254,388		252,574		254,167		264,619		270,669		273,289		273,705		277,662		291,911		291,517		296,632						14.3		14.9		14.2		13.8		13.9		14.3		14.0		14.0		13.3		14.2		14.0		14.1

				Dulac Gold				406,565		399,121		404,378		395,711		398,797		396,295		407,571		431,287		421,849		428,298		429,814		475,878						23.0		23.3		22.7		21.4		20.9		20.9		20.9		22.1		20.2		20.8		20.6		22.7

						400 gm		430,623		417,554		428,073		413,656		418,808		418,176		435,646		456,355		456,439		456,795		490,301		511,408						24.3		24.4		24.0		22.4		22.0		22.1		22.4		23.4		21.9		22.2		23.5		24.3

						700 gm		415,168		402,159		398,789		397,838		400,386		398,991		395,806																23.4		23.5		22.4		21.5		21.0		21.1		20.3		0.0		0.0		0.0		0.0		0.0

						800 gm		393,568		382,133		375,557		374,317		383,175		380,878		392,577		411,811		408,054		417,144		422,522		457,380						22.2		22.3		21.1		20.3		20.1		20.1		20.2		21.1		19.6		20.3		20.3		21.8

						900 gm		344,444																												19.4		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0

				Imperial Dream XO 2				417,857		426,112		443,046		453,054		454,131		451,903		451,467		443,594		440,517		460,633		506,150		514,072						23.6		24.9		24.8		24.5		23.8		23.8		23.2		22.8		21.1		22.4		24.3		24.5

						400 gm		430,066		464,103		443,046		464,659		465,205		469,321		458,778		462,950		462,823		482,452		514,692		530,999						24.3		27.1		24.8		25.2		24.4		24.8		23.6		23.8		22.2		23.5		24.7		25.3

						800 gm		407,113		420,620				448,319		433,344		430,566		435,455		427,704		431,065		451,713		499,119		493,004						23.0		24.6		0.0		24.3		22.7		22.7		22.4		22.0		20.7		22.0		24.0		23.5

				Hipp 1				435,481		444,256		439,230		440,020		443,128		441,878		444,902		472,778		481,488		526,667		549,099		556,536						24.6		26.0		24.6		23.8		23.2		23.3		22.9		24.3		23.1		25.6		26.4		26.5

						300 gm		435,481		449,986		439,312		442,285		447,971		445,967		447,104		474,529		482,231		526,667		549,099		556,536						24.6		26.3		24.6		24.0		23.5		23.5		23.0		24.4		23.1		25.6		26.4		26.5

						800 gm				410,375		397,808		418,750		418,750		418,750		366,445		443,750		443,749												0.0		24.0		22.3		22.7		22.0		22.1		18.8		22.8		21.3		0.0		0.0		0.0

				Meiji Gold 1				372,000		372,000		372,000		372,000		372,965		408,667		410,394		408,677		411,602		446,557		463,267		470,381						21.0		21.7		20.9		20.1		19.6		21.6		21.1		21.0		19.7		21.7		22.2		22.4

						900 gm		372,000		372,000		372,000		372,000		372,965		408,667		410,394		408,677		411,602		446,557		463,267		470,381		82.7%				21.0		21.7		20.9		20.1		19.6		21.6		21.1		21.0		19.7		21.7		22.2		22.4

				Stage 2																																0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0

				Dielac Alpha 2				149,005		148,713		150,394		148,538		158,905		165,922		164,107		163,866		181,313		190,725		189,793		191,264						8.4		8.7		8.4		8.0		8.3		8.8		8.4		8.4		8.7		9.3		9.1		9.1

						400 gm		154,170		153,452		156,044		153,748		162,481		172,362		167,882		165,474		184,807		195,173		191,914		195,727						8.7		9.0		8.7		8.3		8.5		9.1		8.6		8.5		8.9		9.5		9.2		9.3

						450 gm																														0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0

						900 gm		144,509		144,232		146,029		145,986		157,415		163,502		162,707		162,977		179,815		188,533		188,614		188,771						8.2		8.4		8.2		7.9		8.3		8.6		8.4		8.4		8.6		9.2		9.1		9.0

				Similac Gain IQ				379,692		387,235		407,238		389,485		409,169		415,505		422,145		441,250		452,581		510,453		500,981		505,239						21.4		22.6		22.8		21.1		21.5		21.9		21.7		22.7		21.7		24.8		24.1		24.0

						400 gm		413,025		416,320		422,647		415,457		437,535		447,166		457,302		478,040		488,193		543,953		538,919		545,760						23.3		24.3		23.7		22.5		22.9		23.6		23.5		24.5		23.4		26.4		25.9		26.0

						900 gm		367,330		376,958		388,718		375,349		395,957		403,386		409,979		433,087		445,894		499,387		493,324		497,756						20.7		22.0		21.8		20.3		20.8		21.3		21.1		22.2		21.4		24.3		23.7		23.7

				Enfapro A Plus				356,224		356,055		362,037		351,464		361,726		387,959		385,799		393,580		395,362		430,632		433,298		441,292						20.1		20.8		20.3		19.0		19.0		20.5		19.8		20.2		18.9		20.9		20.8		21.0

						200 gm		380,483		374,940		377,255																								21.5		21.9		21.1		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0

						400 gm		390,304		391,574		384,978		384,231		406,062		420,099		419,824		423,087		427,728		468,671		470,783		476,031						22.0		22.9		21.6		20.8		21.3		22.2		21.6		21.7		20.5		22.8		22.6		22.7

						650 gm		335,969		356,365		340,483		336,063		354,776		366,349		371,822		373,326														19.0		20.8		19.1		18.2		18.6		19.3		19.1		19.2		0.0		0.0		0.0		0.0

						900 gm		342,431		342,173		342,924		334,509		349,060		374,452		371,275		380,045		382,723		419,633		419,853		427,275						19.3		20.0		19.2		18.1		18.3		19.8		19.1		19.5		18.3		20.4		20.2		20.3

				Friso Gold 2				404,051		402,364		417,993		407,695		424,960		440,433		441,753		438,495		453,362		465,313		473,827		522,019						22.8		23.5		23.4		22.1		22.3		23.2		22.7		22.5		21.7		22.6		22.7		24.8

						400 gm		446,384		444,075		447,981		450,308		466,271		480,087		480,774		479,587		492,560		504,571		516,299		565,416						25.2		26.0		25.1		24.4		24.4		25.3		24.7		24.6		23.6		24.5		24.8		26.9

						900 gm		391,792		394,389		397,629		395,261		409,119		421,953		423,626		422,221		439,525		451,693		457,262		506,071						22.1		23.1		22.3		21.4		21.4		22.3		21.8		21.7		21.1		22.0		22.0		24.1

				Nan 2 Pro				384,766		390,053		392,440		406,708		396,608		387,276		404,856		403,262		402,380		434,764		435,637		444,743						21.7		22.8		22.0		22.0		20.8		20.4		20.8		20.7		19.3		21.1		20.9		21.2

						400 gm		391,223		408,713		406,909		412,946		420,262		419,786		423,165		421,702		418,055		459,591		466,856		469,484						22.1		23.9		22.8		22.4		22.0		22.2		21.7		21.6		20.0		22.3		22.4		22.3

						800 gm																														0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0

						900 gm		369,845		370,650		380,000		379,280		375,780		381,279		388,062		386,716		385,983		413,711		417,289		426,127						20.9		21.7		21.3		20.5		19.7		20.1		19.9		19.9		18.5		20.1		20.0		20.3

				Similac Gain				246,696		249,657		251,289		245,489		258,496		264,072		265,502		268,241		268,230		284,484		285,953		291,299						13.9		14.6		14.1		13.3		13.6		13.9		13.6		13.8		12.9		13.8		13.7		13.9

						400 gm		264,220		271,453		271,749		270,362		283,476		286,964		289,201		290,457		292,798		309,359		310,276		314,814						14.9		15.9		15.2		14.6		14.9		15.1		14.9		14.9		14.0		15.0		14.9		15.0

						900 gm		235,140		237,019		237,363		238,406		248,907		253,264		255,537		258,217		258,837		273,268		273,734		277,932						13.3		13.9		13.3		12.9		13.0		13.4		13.1		13.3		12.4		13.3		13.1		13.2

				Dupro Gold				397,493		388,818		390,615		377,570		386,142		387,605		397,285		413,588		413,941		410,668		410,045		413,661						22.4		22.7		21.9		20.4		20.2		20.5		20.4		21.2		19.8		20.0		19.7		19.7

						400 gm		414,512		407,891		416,088		409,764		409,965		411,122		425,051		444,757		446,205		446,999		445,244		446,750						23.4		23.8		23.3		22.2		21.5		21.7		21.8		22.8		21.4		21.7		21.4		21.3

						700 gm		399,650		392,465		396,033		384,031		395,085		396,474		398,848		403,553		408,597												22.6		22.9		22.2		20.8		20.7		20.9		20.5		20.7		19.6		0.0		0.0		0.0

						800 gm		389,535		376,083		378,348		361,450		372,451		370,811		381,245		404,725		406,382		407,458		408,060		402,469						22.0		22.0		21.2		19.6		19.5		19.6		19.6		20.8		19.5		19.8		19.6		19.2

						900 gm		376,110																												21.2		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0

				Imperial Dream XO 3				441,687		442,654		470,531		460,850		451,865		450,542		457,619		448,165		453,456		468,585		515,743		510,632						24.9		25.9		26.4		25.0		23.7		23.8		23.5		23.0		21.7		22.8		24.8		24.3

						400 gm		457,434		457,442		471,409		472,789		465,662		467,739		471,364		463,845		471,081		496,476		537,177		534,259						25.8		26.7		26.4		25.6		24.4		24.7		24.2		23.8		22.6		24.1		25.8		25.4

						800 gm		428,750		435,843		449,562		453,716		443,000		437,128		446,561		441,444		441,432		456,453		502,820		501,456						24.2		25.5		25.2		24.6		23.2		23.1		22.9		22.7		21.2		22.2		24.1		23.9

				Meiji Gold 2				350,000		350,000		350,000		350,000		354,440		388,222		388,433		389,522		388,485		433,655		451,641		448,874						19.8		20.5		19.6		19.0		18.6		20.5		20.0		20.0		18.6		21.1		21.7		21.4

						900 gm		350,000		350,000		350,000		350,000		354,440		388,222		388,433		389,522		388,485		433,655		451,641		448,874						19.8		20.5		19.6		19.0		18.6		20.5		20.0		20.0		18.6		21.1		21.7		21.4

				Hipp 3				447,434		446,134		444,688		445,483		447,843		446,228		448,400		470,514		475,657		507,447		543,504		549,191						25.3		26.1		24.9		24.1		23.5		23.5		23.0		24.2		22.8		24.7		26.1		26.1

						300 gm		447,434		446,134		444,688		445,483		447,843		446,228		448,400		474,000		478,719		509,663		544,809		549,191						25.3		26.1		24.9		24.1		23.5		23.5		23.0		24.3		22.9		24.8		26.2		26.1

						800 gm																440,527		428,016		391,964		493,750				78.9%				0.0		0.0		0.0		0.0		0.0		0.0		0.0		22.6		20.5		19.1		23.7		0.0

				Specialty																																0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0

				Dielac Pedia 1																						328,113		330,093		334,560						0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		16.0		15.8		15.9

						400 gm																				355,307		354,234		357,083						0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		17.3		17.0		17.0

						900 gm																				319,060		320,713		322,727						0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		15.5		15.4		15.4

				Dielac Pedia 3																						325,926		329,138		331,965						0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		15.8		15.8		15.8

						400 gm																				350,610		355,589		357,165						0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		17.0		17.1		17.0

						900 gm																				315,976		317,919		320,948						0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		15.4		15.3		15.3

				Pedia Plus				300,658		296,116		304,739		302,169		299,740		314,045		314,096		318,020		324,136		337,124		344,225		347,217						17.0		17.3		17.1		16.4		15.7		16.6		16.1		16.3		15.5		16.4		16.5		16.5

						400 gm		322,701		322,386		332,729		324,755		321,008		329,385		347,085		345,001		353,107		380,137		396,795		397,514						18.2		18.8		18.7		17.6		16.8		17.4		17.8		17.7		16.9		18.5		19.0		18.9

						900 gm		296,367		291,507		287,977		289,897		290,653		303,596		303,977		308,785		314,867		325,375		332,258		333,917						16.7		17.0		16.1		15.7		15.2		16.0		15.6		15.9		15.1		15.8		16.0		15.9

				Similac Neo Sure IQ				414,066		495,028		483,105		463,751		500,790		504,958		512,805		512,660		528,947		611,790		615,092		622,907						23.4		28.9		27.1		25.1		26.3		26.6		26.3		26.3		25.4		29.7		29.5		29.6

						370 gm		478,985		495,028		483,105		497,938		523,887		533,553		535,321		538,025		551,359		634,096		638,645		644,003						27.0		28.9		27.1		27.0		27.5		28.2		27.5		27.6		26.4		30.8		30.7		30.7

						900 gm		366,667						428,660		453,077		460,968		468,763		465,586		470,084		528,836		550,174		546,759						20.7		0.0		0.0		23.2		23.8		24.3		24.1		23.9		22.5		25.7		26.4		26.0

				Dollac Pro				185,872		180,292		179,373		186,898		188,503		195,667		191,887		193,726		202,351		217,493		225,707		222,611						10.5		10.5		10.1		10.1		9.9		10.3		9.9		9.9		9.7		10.6		10.8		10.6

						400 gm		201,750		187,500				204,010		205,503						221,304														11.4		11.0		0.0		11.0		10.8		0.0		0.0		11.4		0.0		0.0		0.0		0.0

						900 gm		178,819		178,752		179,373		181,111		185,295		195,667		191,887		193,363		202,351		217,493		225,707		222,611						10.1		10.5		10.1		9.8		9.7		10.3		9.9		9.9		9.7		10.6		10.8		10.6

				Dielac Pedia				294,949		276,129		291,289		259,117		276,371		280,071		281,185		279,974		303,540		321,784		327,218								16.6		16.1		16.3		14.0		14.5		14.8		14.4		14.4		14.5		15.6		15.7		0.0

						400 gm		312,723		276,573		315,847		265,265		280,153		287,997		288,007		288,090		317,891		355,801		371,191								17.7		16.2		17.7		14.4		14.7		15.2		14.8		14.8		15.2		17.3		17.8		0.0

						900 gm		285,230		275,995		263,295		255,525		274,504		276,700		277,797		276,929		298,298		315,417		320,418								16.1		16.1		14.8		13.8		14.4		14.6		14.3		14.2		14.3		15.3		15.4		0.0

				Pedia Care										357,250		354,116		353,014		371,537		375,546		379,843		403,021		424,721		406,002						0.0		0.0		0.0		19.3		18.6		18.6		19.1		19.3		18.2		19.6		20.4		19.3

						400 gm								357,250		354,116		353,014		371,537		375,546		379,843		403,021		424,721		436,072						0.0		0.0		0.0		19.3		18.6		18.6		19.1		19.3		18.2		19.6		20.4		20.8

						900 gm																								346,572						0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		0.0		16.5

				Arti Gain				185,000		187,500		177,330		185,550		183,227		191,699		189,765		183,569		185,802		190,384		208,734		209,575						10.4		11.0		9.9		10.0		9.6		10.1		9.7		9.4		8.9		9.3		10.0		10.0

						400 gm		185,000		187,500		177,330		185,550		183,227		191,699		193,271		185,822		189,710		191,918		210,027		218,510						10.4		11.0		9.9		10.0		9.6		10.1		9.9		9.5		9.1		9.3		10.1		10.4

						900 gm														181,943		181,173		181,495		188,714		207,977		204,231						0.0		0.0		0.0		0.0		0.0		0.0		9.3		9.3		8.7		9.2		10.0		9.7

				Nan-Pre				475,455		514,418		509,515		495,357		511,784		512,955		513,978		509,118		518,798		545,273		558,194		571,845						26.8		30.1		28.6		26.8		26.8		27.1		26.4		26.1		24.9		26.5		26.8		27.2

						400 gm		475,455		514,418		509,515		495,357		511,784		512,955		513,978		509,118		518,798		545,273		558,194		571,845						26.8		30.1		28.6		26.8		26.8		27.1		26.4		26.1		24.9		26.5		26.8		27.2

				Enfalac A Plus Lactofree										343,742		346,521		352,004		348,352		350,524		357,458		381,752		387,688		388,118						0.0		0.0		0.0		18.6		18.2		18.6		17.9		18.0		17.1		18.6		18.6		18.5

						400 gm								343,742		346,521		352,004		348,352		350,524		357,458		381,752		387,688		388,118		98.6%				0.0		0.0		0.0		18.6		18.2		18.6		17.9		18.0		17.1		18.6		18.6		18.5



- Analysis 1 | Price Comparison by Segment
 | Period Ending DEC11 |
Top N Val for MAT TY | Each Mkt

Analysis 2 
Price Comparison- Premium Brands 
 | Period Ending DEC11 |
Top N Val for MAT TY | Each Mkt

Back to Briefing

Next page



										Retail Price Index Analysis						using VND

										Back to Briefing				Next page

				Note:

						-          Average price per unit weight/volume calculated for each category by dividing value sales by volume sales.

						-          This price is then indexed to Year 2009 for annual numbers and Q1 2009 for quarterly numbers

						-          Note that the change in price could be a combination of the following

						o        Actual change in price of existing items

						o        Up-trading or down trading by consumers to different price segments

						o        Change in pack size contribution, increasing contribution of small pack size will increase the average price for category and increase in contribution of large pack size will lower the average price for the category

						o        It is not easy to eliminate the above two to arrive at actual inflation in the category

						o        Inflation rate was gathered via end month of each quarter, not average of each quarter

				Price changes of infant formula vis a vis the general inflation rates																																																				Q1 09		Q2 09		Q3 09		Q4 09		Q1 10		Q2 10		Q3 10		Q4 10		Q1 '11		Q2 '11		Q3 '11		Q4 '11

																																																						CPI% change		11.3%		3.9%		2.4%		5.2%		9.5%		8.7%		8.9%		11.8%		13.9%		20.8%		22.4%		18.1%

				Note: inflation is for the quarter ending month and not full quarter																																																		MP Ave Price change		23.8%		24.1%		23.9%		24.4%		25.1%		25.5%		25.6%		26.1%		27.7%		29.6%		30.7%		31.8%

																																																						Pediatric		22.1%		22.2%		21.8%		22.1%		22.8%		23.1%		23.0%		23.3%		24.7%		26.0%		26.6%		27.8%

																																																						Adult Milk		30.5%		31.1%		32.0%		32.6%		33.9%		34.8%		35.6%		36.6%		38.6%		42.1%		43.5%		43.8%

				Price changes of infant formula vis a vis other food categories																																																				Indexed to Q1 2009

																																																								Q1 09		Q2 09		Q3 09		Q4 09		Q1 10		Q2 10		Q3 10		Q4 10		Q1 '11		Q2 '11		Q3 '11		Q4 '11

				Milk Powder, Sweet Condensed Milk, Beverages, Snacks, Biscuits, Noodles, Baby Diapers, Skin Cleansing, Shampoo, Toothpaste, Laundry powder, Dishwashing liquid																																																		Shampoo		100		98		99		100		100		100		101		104		106		110		116		119

																																																						Personal Wash		100		102		101		100		102		105		105		106		107		111		117		120

																																																						Toothpaste		100		101		101		103		104		106		107		112		117		119		124		128

																																																						Feminine Protection		100		103		103		105		107		109		110		110		112		116		119		121

																																																						Laundry Products		100		101		102		102		105		109		112		114		117		121		126		131

																																																						Dishwashing Liquids		100		99		100		100		100		104		107		109		112		119		135		143

																																																						Biscuits & Pie		100		92		92		94		110		100		101		108		131		121		127		133

																																																						Snack		100		98		98		99		104		104		106		110		120		130		146		150

																																																						Instant Noodle		100		98		98		98		100		103		105		116		130		144		147		147

																																																						Ready-To-Drink Milk		100		100		101		102		105		109		110		113		122		129		132		132

																																																						Sweetened Condensed Milk		100		101		101		103		111		115		117		123		139		145		146		146

																																																						Soft Drink		100		103		105		106		107		110		109		111		115		121		124		126

																																																						Total Milk Powder (Adult + Pediatric)		100		101		101		103		106		107		108		110		116		125		129		134

																																																						Pediatric		100		100		99		100		103		105		104		106		112		118		121		126

																																																						Adult Milk		100		102		105		107		111		114		117		120		126		138		143		144



Analysis 3
 | Period Ending DEC12 |

*Source  Nielsen Growth Reporter Q4 2011 (6 Cities All Channels in Vietnam)



		



CPI% change

MP Ave Price change

Pediatric

Adult Milk



				100		100		100		100		100		100		100		100		100		100		100		100

				102.1681543826		100.843332794		102.5519009765		101.1160212323		99.1419975164		91.8484669905		97.8617944535		97.8004896729		101.1356329572		99.9860515025		100.7668754354		102.6470399735

				101.2993911391		100.8544558432		103.3242797979		101.712009591		99.5981469605		91.6978042345		98.0467905362		97.58845233		100.6839413229		100.5147818472		100.5248872376		104.5870395109

				100.4685469608		102.7264537613		105.0518777901		102.0912993501		100.2651677009		94.3302388853		99.1983230339		98.4279739762		102.5795748081		101.675922784		102.7414222924		105.6514895033

				101.5650984752		104.460644022		107.456602251		104.942676039		100.2610576545		109.8810973058		103.8655708393		100.2015195275		105.5981026726		105.0409764052		110.7635584557		107.4431174062

				104.6436952435		106.2719080951		108.7824729139		109.3572345847		104.273288254		100.2924239134		103.8488260663		102.9979574253		107.2776271968		108.897547319		115.3987148084		110.3705263573

				105.3613427865		107.382949544		109.6361143655		111.6606703496		106.7425251052		100.5088503626		106.3422606763		105.3270097971		107.6149322989		109.7739151344		117.1990192855		109.1602888919

				105.6579748966		112.3922655096		109.9419047269		114.0219810042		109.1214233161		108.2885534713		110.0747659351		116.4597478689		109.8262438679		113.3508315889		123.150642737		110.833689766

				107.0552802886		117.4280749899		112.3363477207		116.8585854756		112.3638410805		130.6754941513		119.7549099409		129.5192307438		116.3174899685		121.6311079892		139.4894180584		115.2997160903

				110.9235966379		118.5299639446		116.1955651847		120.857639678		119.0089134971		121.4838904832		129.9769680002		143.9987973367		124.5478578851		128.6094698352		144.9171119193		121.3599802944

				116.5967099762		123.9718498945		118.6692214452		126.3223059956		134.5441182271		126.5715149369		145.8216058845		147.2053676435		129.2141765955		131.6052642607		146.3037682851		123.791206043

				120.3578442116		127.8240403892		121.3433756583		130.6264715512		143.4500642117		132.6769641204		149.7732562314		147.2216190529		133.6264151206		131.7565777808		146.0684491751		126.198083659



Shampoo

Personal Wash

Toothpaste

Feminine Protection

Laundry Products

Dishwashing Liquids
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Snack

Instant Noodle

Total Milk Powder (Adult + Pediatric)

Ready-To-Drink Milk

Sweetened Condensed Milk

Soft Drink

Pediatric

Adult Milk

Indexed to Q1'09
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						% by ouput						% by value												Volume % Share						Value % Share

						2009		2010		2011		2009		2010		2011								FY 2009		FY 2010		FY 2011		FY 2009		FY 2010		FY 2011

		0-6 months																				Total Stage 1		100.0%		100.0%		100.0%		100.0%		100.0%		100.0%

		Similac IQ		Abbott		13.1		14.6		12.4		18.0		20.2		18.4						MNCs		76.4%		72.0%		69.7%		87.1%		83.9%		81.8%

		Enfalac A+		Mead Johnson		13.7		13.9		13.3		17.2		17.8		17.0						Local		23.6%		28.0%		30.3%		12.9%		16.1%		18.2%

		Dielac Alpha 1		Vinamilk		22.0		26.6		29.0		11.6		14.8		17.1								ERR		ERR		ERR		ERR		ERR		ERR

		Friso Gold 1		FrieslandCampina		9.6		9.8		10.7		13.3		13.7		14.9						Imported		50.7%		48.0%		43.7%		62.8%		60.6%		56.1%

		Nan 1 Pro		Nestle		2.3		2.4		4.0		3.4		3.3		5.3						Local		49.3%		52.0%		56.3%		37.2%		39.4%		43.9%

		Dulac Gold		Dumex		6.8		5.9		4.2		9.5		7.8		5.4								ERR		ERR		ERR		ERR		ERR		ERR

		Frisolac		FrieslandCampina		3.8		2.8		3.3		3.3		2.5		2.9						Total Stage 2		100.0%		100.0%		100.0%		100.0%		100.0%		100.0%

		Similac		Abbott		4.1		3.2		3.2		3.7		2.9		2.8						MNCs		75.6%		67.8%		66.7%		86.6%		81.0%		79.3%

		Dutch Lady 1		FrieslandCampina		7.6		7.8		4.8		4.0		4.1		2.6						Local		24.4%		32.2%		33.3%		13.4%		19.0%		20.7%

		Dutch Lady Gold 1		FrieslandCampina		4.8		3.7		3.2		3.7		2.8		2.4

						% by ouput						% by value										Imported		47.8%		44.7%		41.7%		60.6%		58.5%		54.8%

						2009		2010		2011		2009		2010		2011						Local		52.2%		55.3%		58.3%		39.4%		41.5%		45.2%

		6-12 months																						ERR		ERR		ERR		ERR		ERR		ERR

		Dielac Alpha 2		Vinamilk		22.3		31.0		31.1		12.3		18.2		19.3						Total Specialty		100.0%		100.0%		100.0%		100.0%		100.0%		100.0%

		Similac Gain IQ		Abbott		13.3		12.8		10.7		19.2		19.0		17.1						MNCs		48.8%		36.7%		26.1%		58.1%		43.9%		29.7%

		Enfapro A+		Mead Johnson		12.4		12.5		10.5		16.2		16.8		14.4						Local		51.2%		63.3%		73.9%		41.9%		56.1%		70.3%

		Friso Gold 2		FrieslandCampina		8.8		7.9		8.1		13.1		12.0		12.2								ERR		ERR		ERR		ERR		ERR		ERR

		Dupro Gold		Dumex		5.6		6.0		4.9		8.3		8.4		6.5						Imported		45.6%		26.8%		15.3%		56.5%		38.1%		23.3%

		Nan 2 Pro		Nestle		1.2		1.7		2.9		1.7		2.4		3.9						Local		54.4%		73.2%		84.7%		43.5%		61.9%		76.7%

		Dutch Lady 2		FrieslandCampina		11.3		9.0		6.4		6.3		5.1		3.7

		Similac Gain		Abbott		4.1		2.8		3.4		3.8		2.7		3.1

		Friso 2		FrieslandCampina		4.2		2.9		3.0		3.9		2.8		2.8

		Dutch Lady Gold 2		FrieslandCampina		3.9		3.2		3.1		3.1		2.5		2.5

						% by ouput						% by value												Active Items

						2009		2010		2011		2009		2010		2011								FY 2009		FY 2010		FY 2011

		Specialty																				Manufacturers Stage 1		21		23		28

		Dielac Pedia 1		Vinamilk		NA		NA		26.5		NA		NA		25.8						Brands Stage 1		40		42		50

		Dielac Pedia 3		Vinamilk		NA		NA		17.0		NA		NA		16.5								ERR		ERR		ERR

		Pedia Plus		Nutifood		22.7		26.6		15.3		19.1		24.8		14.6						Manufacturers Stage 2		21		22		27

		Similac Neo Sure IQ		Abbott		31.4		16.2		7.2		39.6		24.2		11.8						Brands Stage 2		38		42		53

		Dielac Pedia		Vinamilk		25.4		32.5		12.9		21.1		28.8		12.0								ERR		ERR		ERR

		Arti Gain		Tan Uc Viet		3.1		9.3		9.6		1.6		5.3		5.6						Manufacturers Specialty		17		16		25

		Enfalac A+ Lactofree		Mead Johnson		3.1		4.6		2.8		3.2		5.1		3.1						Brands Specialty		25		24		39

		Similac Isomil IQ 2		Abbott		1.3		1.1		0.9		1.8		1.9		1.6

		Similac Isomil IQ 1		Abbott		1.1		1.2		1.0		1.6		2.0		1.7

		Dollac Pro		Hancofood		3.2		4.2		2.2		1.6		2.4		1.4
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