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KHANG DINHVITHE

MAKE INVIETNAM”

3 PHUNG QUOC MAN
Chu tich HAWA

NAM 2026 PUQC KY VONG LA NAM BAN LE DENGANH GO KHONG CHi PHUC HOI MA CON BUT PHA
MANH ME TREN BAN DO NOI THAT THE GIGL VOI NHUNG NEN TANG VONG CHAC DA DUGC XAY DUNG,
NGANH GO PANG HUONG TOINHUNG COT MOC PHAT TRIEN MGT DAY LAC QUAN.

Doanh thu trién vong

Nganh gd va noi that dat muc tiéu
xuat khau dat 18,5 ty USD theo dinh
huéng ctia Cuc LAm nghiép va Kiém 1am
- BO Nong nghiép va Méi truang. bay la
con s6 day thach thic nhung hoan toan
c6 ca s& khi nhin vao nhitng né luc va két
qua da dat dugc trong giai doan trudc.

C6 nhiéu Igi thé quan trong dé tin
tudng nganh gé sé chinh phuc dugc muc
tiéu nay. Viét Nam hién van gilf vitng vi
tri 1a quéc gia xuat khiu ndi that hang
dau Dong Nam A va ding th( hai trén
thé gidi. Sau nhitng bién déng vé thué
va thi trudng, dac biét tai Hoa Ky, thi
trudng dang chiém khoang 55% t6ng
kim ngach xuat khau, doanh nghiép (DN)
ndi that Viét Nam da dan thich nghi véi
mat bang gid mdi. Viéc Hoa Ky hodn
ting thué doi vai cac san pham ta bép,
td tudng thém mot nam ciing la
tin hiéu tich cuc, giup DN 6n dinh

bai toan gia thanh.

&

DN CAN
PAUTU SAU
VAO CONG NGHE,
MANH DAN THUC
HIEN CHUYEN DO
XANH, CHUYEN POI
SO VADOIMGIMO
HINH KINH DOANH
NHAM TOI UU CH
PHi VA NANG CAO
NANG LUC
CANH TRANH

Xét vé |gi thé canh tranh,
nganh gb Viét Nam s& hitu
ndi luc san cd cling nhitng
diéu kién dugc danh gia
|a thuan Igi hon so vdi
nhiéu d6i thu trong khu
vuc Bong Nam A. Hién
nay, da s6 DN 16n déu co
lugng dan hang tu trung
binh dén t&t. Nhiéu DN
da nhan don hang kéo dai
dén hét quy |, tham chi dén
quy Il nam 2026. Qua do,
bao dam viéc 1am én dinh
cho ngudi lao dong ngay

sau Tét.

Vi thé nang cao

DE hién thuc hda muc tiéu xuat khau
18,5 ty USD, DN cén trién khai nhiing giai
phap mang tinh chién lugc va bén viing,
trong dé trong tam la dau tu céng nghé
va phét trién bén vitng. DN can dau tu
sau vao cong nghé, manh dan thyc hién
chuyén d6i xanh, chuyén déi sé va déi mdi



N

mo hinh kinh doanh nham
t6i uu chi phi va nang cao
nang luc canh tranh. Viéc
tan dung cong nghé hién
dai tUr cac qudc gia phat
trién, cling nhu hoc hoi
cac md hinh thanh céng
tai Trung Quéc, dugc xem
la con dudng ngan nhat
dé DN Viét di tat, don dau.

Thdai gian qua, nganh
gd da chung kién sy
chuyén déi ré nét trong
tu duy kinh doanh. Ttr gia
cobng truyén théng, DN
dang chuyén dich manh
sang san xuat theo thiét
ké riéng (ODM). Hau hét
cac nha may hién nay da
chu trong dau tu bd phéan
thiét ké thay vi chi san
xuat theo don dat hang
c6 s&n nhu trudc day.
Nhiéu DN d3a xay dung
thanh céng thuang hiéu
trén khéng gian s, tiép
can tryc ti€p ngudi tiéu
dung quéc té. Nhu vy,
nhitng diéu kién can cho
su phat trién da hoi tu
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tugng déi day dd. Van dé con lai la mg
rong thi trudng va néng cao nang luc
kinh doanh.

Bén canh viéc gilr virng cac thj trudng
truyén théng nhu Hoa Ky, EU (Lién minh
chau Au), Nhat Ban va Han Quéc, DN néi
that Viét Nam dang tich cuc khai thac
nhitng thi trudng mai day tiém ning
nhu An D6 va Trung Béng. Cac ca quan
tham tan thuong mai Viét Nam tai nudc
ngoai cling dang nd luc tim kiém ¢ hdi,
hé trg DN tiép can va md rong hién dién
trén cac thj trudng mdi.

Trong hanh trinh nay, HawaExpo 2026
doéng vai trd 13 nhip cau giao thuong
quan trong. Bay khéng chi la nai hoi tu
clia 450 DN trién 1am v&i khoang 2.500
gian hang, thu hat déng dao khach mua
quéc té ma con 1a bé phong dé xay dung
hinh &nh “Make in Vietnam" day tu hao
cla nganh noi that.

Khéac véi cac hdi chg thuang mai thong
thudng, HawaExpo 2026 tap trung ho trg
DN nai dia, vGi ty |1é 87% don vi tham gia
la DN Viét Nam. Day chinh Ia noi khang
dinh ndng luc thiét ké va san xuat cda
ngudi Viét Nam, gitip DN két néi truc tiép
véi cac nha tu van va nha mua hang quéc
t&, tir d6 nang cao vi thé thuang hiéu g
Viét Nam trén thi trudng toan cau.

.—-"-“- =
“, " TIENG NOI NGUGI LAM NGHE

Bén canh trién 1am, hang loat hoat
déng nhu hdi thao, déi thoai giao thuong
truc ti€p bén Ié sy kién con tao diéu kién
dé DN nhin lai chdng dudng phat trién,
lya chon hudng di cht dong hon, ciing
nhu xdy dung chién lugc dau tu céng
nghé va tu duy thi trudng mai. Nhitng né
luc nay t&r phia HAWA nham gép phan
hé trg DN nganh gd Viét Nam ty tin
chinh phuc nhitng cot moc ruc rd trong
nam 2026.

Thach thitc van con phia trudc nhung
nén tdng da sén sang. Day chinh I3 giai
doan nganh gb khang dinh budc chuyén
tlr ndng luc san xuat sang nang luc sang
tao va dan dét thi trudng. Khi DN chd
déng cong nghé, 1am chu thiét ké va tiép
can tryc tiép ngudi tiéu ding toan cau,
“Make in Vietnam” sé khong con chi la
Xuat x{ sdn phadm, ma trd thanh dau an
clia gia tri, uy tin va ban sac trén ban do6
ndi that thé gidi.

Gk NOITHAT



ELEVATING “MAKE INVIETNAM”
ONTHE GLOBAL FURNITURE MAP

# PHUNG QUOC MAN
Chairman of HAWA

THE YEAR 2026
IS EXPECTED TO
MARKA PIVOTAL
TURNING POINT
FOR VIETNAM’S
WOOD AND
FURNITURE
INDUSTRY,NOT
ONLY ENABLING
RECOVERY BUT
ALSO DRIVING
ASTRONG
BREAKTHROUGH
ONTHE GLOBAL
FURNITURE MAP.
WITH STRONG
FOUNDATIONS
ALREADY IN
PLACE, THE
SECTORIS
MOVING TOWARD
NEWAND
INCREASINGLY
OPTIMISTIC
DEVELOPMENT
MILESTONES.

Promising export outlook

The wood and furniture industry
has set an export target of USD 18.5
billion, in line with the development
orientation set by the Forestry and
Forest Protection Department under
the Ministry of Agriculture and
Environment. While ambitious, this
goal is well grounded in the efforts
and achievements of recent years.

Several critical advantages support
confidence in reaching this target.
Vietnam continues to maintain its
position as Southeast Asia’s leading
furniture exporter and ranks second
globally. Following tax-related and
market fluctuations, particularly in
the United States, which accounts
for approximately 55 percent of total
export value, Vietnamese furniture
enterprises have gradually adapted
to the new pricing environment. The
U.S. decision to delay tariff increases
on kitchen cabinets and vanities for
an additional year has also provided
a positive signal, helping businesses
stabilize their cost calculations and
pricing strategies.

In terms of competitiveness, Vietnam's
wood industry possesses strong internal
capabilities and operating conditions
considered more favorable than those of
many regional peers. Currently, most large
enterprises report order volumes ranging from
stable to robust. Many have secured orders
extending through the end of the first quarter,
and in some cases into the second quarter of
2026, ensuring stable employment for workers
immediately after the Lunar New Year.

Rising position in the global value chain

To realize the USD 18.5 billion export
target, enterprises must implement strategic
and sustainable solutions, with technology
investment and sustainable development at
the core. Companies need to make substantial
investments in advanced technologies,
accelerate green and digital transformation,
and innovate business models to optimize
costs and strengthen competitiveness.
Leveraging modern technologies from
developed countries and learning from
successful models in China is widely seen as
the most efficient pathway for Vietnamese
enterprises to accelerate progress and seize
emerging opportunities.



In recent years, the
industry has witnessed
a clear shift in business
mindset. Moving
beyond traditional
contract manufacturing,
companies are
increasingly transitioning
toward original design
manufacturing (ODM).
Most factories now
prioritize investment in
in-house design teams
rather than relying solely
on pre-existing buyer
specifications. Many
enterprises have also
successfully established
brand presence in digital
environments, enabling
direct engagement with
international consumers.
The essential conditions
for growth are therefore
largely in place; the
remaining priorities lie
in expanding market
reach and strengthening
commercial capabilities.

Alongside maintaining traditional
markets such as the United States, the
European Union, Japan, and South
Korea, Vietnamese furniture companies
are actively exploring high-potential
destinations, including India and the
Middle East. Vietnam's overseas trade
offices are also intensifying efforts
to identify new opportunities
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WORKER'S VOICE

design and manufacturing capabilities,
enabling direct engagement with
international consultants and buyers,
and strengthening the global standing
of Vietnamese furniture brands.
Beyond the exhibition itself,
a wide range of supporting
activities, including seminars
and business matching

and support enterprises in THIS dialogues, will provide
expanding their presence in MARKS THE opportunities for
INDUSTRY'S

these emerging markets.
In this journey, HawaExpo
2026 serves as a vital bridge

TRANSITION FROM
MANUFACTURING

enterprises to reflect
on their development
journey, adopt more

for trade connectivity. The STRENGTH proactive strategies, and
event will bring together TO CREATIVE define new approaches to
approximately 450 exhibiting CAPABILITY technology investment,
enterprises and 2,500 booths, AND MARKET and market engagement.
attracting a substantial LEADERSHIP Through these efforts,

number of international

buyers. More importantly, it

will serve as a launchpad to

promote a proud and confident

“Make in Vietnam” identity for the
furniture industry.

Unlike conventional trade fairs,
HawaExpo 2026 places strong emphasis
on supporting domestic enterprises,
with Vietnamese companies accounting
for 87 percent of participants. This
creates a platform to showcase Vietnam's

-
\

HAWA aims to empower

Vietnam’s wood and

furniture enterprises to
confidently pursue new
milestones in 2026.

Challenges remain, but the
foundations are firmly in place. This is
the stage at which the industry transitions
from manufacturing strength to creative
capability and market leadership. As
enterprises gain mastery over technology,
design, and direct global market access,
“Make in Vietnam” will no longer represent
merely a country of origin, but will stand
as a symbol of value, credibility, and
identity on the world furniture map.

-
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Khi OEM cham ngwdng bao hoa

OEM (Original Equipment Manufacturer)
tlng la cdng thic thanh céng. Ban chat
clia mé hinh Ia t6i uu chi phi, san lugng
va téc do giao hang. Nhung hién nay,
quan tri chudi cung Ung da chuyén
t “t6i uu chi phi” sang “quén tri rui
ro”. Doanh nghiép (DN) va nha ban |é
quéc t& uu tién sy 6n dinh, khd niang
truy xuat nguén géc, tiéu chuan maéi
trudng, trdch nhiém xa hoi va an toan
chudi cung (ng.

Bién Igi nhuan ctia nha san xuat vi thé
ngay cang mdng, trong khi rai ro lai gia
tdng vdi yéu t6 tir bén ngoai nhu bién
doéng dia chinh tri, chinh sach bao hg,
ESG, yéu cau truy xuat nguén géc... cing
yéu t8 bén trong nhu thay déi luadt moi
trudng, phong chay chita chay... Tt ca da
day chi phi leo thang. Nha may tr& thanh
maét xich chiu nhiéu ap luc nhat, nhan ri
ro I16n nhung giit lai phan gia tri nhd. Luc
nay, md& rong san lugng khéng con dam
bao ting trudng bén viing.

Song song véi su bdo hoa clia OEM,
lan séng dich chuyén san xuat dang dién
ra manh mé. Khi chi phi lao déng khéng
con 13 yéu t6 quyét dinh duy nhét, san
xuat c6 xu hudng dich chuyén theo mé
hinh near-shoring (thué ngoai gan) va
friend-shoring (chuyén san xuat sang
nudc bang hitu). Nghia 13, dua nha may
dén gan thj trudng tiéu thu hodc cac quéc
gia cé gia tri chung vé chinh tri, kinh t&
va mic d6 én dinh cao han. Mexico la vi
du dién hinh. Nra dau nam 2025, FDI vao
Mexico dat khoang 36 ty USD, trong dé
han 36% chay vao linh vuc san xuat, ting
han 10% so véi ndm trudc. Diéu nay phan
anh rd xu huéng DN Hoa Ky dua chudi
cung Ung vé gan thi trudng ndi dia.

Vi nganh gé Viét Nam, xu huéng nay
tao ap lyc truc tiép. Lgi thé lao dong gia ré
dan bi bao mon bdi robot va ty déng hoa.
Khi chénh léch chi phi khong con qua I8,
khoang cach dia ly, thai gian giao hang va
kha nang quan tri rdi ro trg thanh yéu t6
quyét dinh. Canh tranh vi thé& khéng con
thuan tdy la canh tranh vé gia.
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BUGC NGOAT
CUA NGANH
SE KHONG NAM
GSOLUONG
CONTAINER,
MA G TU DUY
MO HINH
VAGIATRI
MANG LA
CUOI CUNG
CHODN

tai Hoa Ky da vugt ngudng 1,5 nghin
ty USD. Riéng mang ndi that va dé gia
dung truc tuyén duy tri t6c dé ting
trudng trén 10 - 12%/nam v&i quy mod
thi trudng gan 200 ty USD. Ngudi tiéu
dung ngay cang san sang mua ndi that
online, md ra khong gian 16n cho mé
hinh D2C (Direct-to-Consumer). Trong
mo hinh nay, DN khéng con phu thudc
hoan toan vao nha phan phéi trung gian.
D{ liéu hanh vi ngudi dung dudc phan
héi truc tiép vé nha may. Thiét ké, ton
kho va san xuat dugc diéu chinh theo
nhu cau thuc té.
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D2C, C2F va sy dao chieu
chuoi gid tri

Trong khi sédn xuat cé
xu hudng dich chuyén vé
gan thi trudng tiéu thy,
mot chuyén dong khéac
dang dién ra theo chiéu
ngugc lai: tUr ngudi tiéu
dung tr& vé nha may. Thi
trudng e-commerce tai
Hoa Ky dugc dy bao tang
gan 9% moi nam trong
giai doan 2024 - 2029.
Trong nam 2025 doanh
s6 e-commerce ban 1é

Theo duéi OEM truyén théng phai
chia sé Igi nhuan qua nhiéu tang trung
gian, cac thuang hiéu D2C trén thj trudng
quéc té co thé dat bién Igi nhuan gop
30 - 50%. Con s& nay cho thay tiém nang
gia tri 16n hon dang ké khi DN lam chd
kénh ban hang va thuong hiéu. bi xa han
nira la C2F (Customer-to-Factory), khach
hang tham gia vao qué trinh thiét ké& va
tly bién san pham.

Kinh té dir lidu: hatang méi ctia nganh

Nén tang cho moi chuyén dich trén I3
kinh té s6. D4u tu toan ciu vao ha tang
data center tang khoang 51% trong nam

TIEU DIEM

2024, dat xap xi 455 ty USD, va duy kién
ti€p tuc ting trudng hon 11% mdi nam
trong thap ky tdi. Biéu nay cho thay di
lieu khong con la cong cu ho trg ma trd
thanh ha tang cét 16i ciia nén kinh té.

Trong nganh néi that, dit liéu lién két
nha dau tu - thiét ké - san xuat va phan
phdi thanh mét hé sinh thai dong b6. N6
gilp dy bao nhu cau chinh xac hon, gidam
ton kho, t6i uu dong tién va nang cao trai
nghiém khach hang. Khi di¥ liéu trg thanh
trung tam, vai trd cdia nha may ciing thay
d6i, khéng chi thuc hién don hang, ma
la mdt phan cua chudi gia tri tich hap.

& Viét Nam, su chuyén déi da bat
dau. Nghia Son Furniture tiing budc xay
dung kénh ban hang truc tuyén, tiép
can tryc tiép khach hang quéc té; An
Cudng luya chon md hinh hé sinh thai
du an, khéng chi cung cap vat liéu ma
con xay dung mang lugi hgp tac sau véi
nha thiét k&, nha thiu va cha dau tu...;
Hoang Théng kién dinh vai chién lugc
D2C tai thi trudng Hoa Ky, chdp nhan
nhiéu ndm dau tu dé xay dung thuang
hiéu va kénh phan phéi truc tiép...

Nhiing vi du cho th3y chuyén déi
mé hinh 13 thuc t& dang dién ra. Thi
trudng sé ching kién sy phan héa rd
rét. DN tiép tuc md réng san lugng theo
OEM c6 thé van tang trudng nhung
bién Igi nhuan sé ngay cang thu hep va
rGi ro tich tu nhiéu han. Nhém con lai
chuyén dich mé hinh, két hgp thiét ké,
dit liéu, kénh ban hang va giai phap du
an. Con dudng nay doi hoi dau tu dai
han va kha nang chiu dung trong giai
doan chuyén tiép, nhung md ra ca hoi
gitt lai phan gia tri 16n han.

Trong ky nguyén kinh té dit liéu, vi
tri trong chudi gia tri khéng con do quy
moé nha may quyét dinh, ma do muc
d6 DN lam cha thiét k&, cong nghé va
khach hang cu6i. Budc ngoat clia nganh
sé khdng nam & s6 lugng container, ma
& tu duy mé hinh va gia tri mang lai cudi
cung cho DN. Sy lya chon hém nay cda
tiing DN sé dinh hinh vi thé nganh gb
Viét Nam trong nhiéu thap ky téi.

GG NOITHAT




A STRUCTURALTURNING POINT
FORVIETNAM’S FURNITURE INDUSTRY

#) TRANANHVU
Vice Chairman, HAWA

THE GROWTH MODEL BUILT PRIMARILY ON CONTRACT
MANUFACTURING AND COST OPTIMIZATION IS
APPROACHING ITS LIMITS. WAVES OF ARTIFICIAL
INTELLIGENCE, AUTOMATION, E-COMMERCE, AND

THE DATA ECONOMY ARE RESHAPING THE ENTIRE
FURNITURE VALUE CHAIN. VIETNAM’S WOOD INDUSTRY
NOW FACES A STRATEGIC CHOICE THAT WILL DEFINE
ITS LONG-TERM POSITION.

THE INDUSTRY'S

RETAIN.

When OEM reaches its limits

OEM was once a proven formula for
success. The model focused on optimizing
cost, scale, and delivery speed. Today,
however, supply chain management
has shifted from cost efficiency to risk
management. International brands and
retailers increasingly prioritize stability,
traceability, environmental standards, social
responsibility, and supply chain security.

As a result, manufacturers’ margins
continue to narrow while risks increase.
External pressures, including geopolitical
volatility, protectionist policies, ESG
requirements, and stricter traceability
standards, combine with domestic

regulatory changes in environmental

compliance and fire safety,
driving operating costs higher.

\ l\; | TURNING POINT Factories have become the
A | most pressured link in the

A WILL NOT BE | F;] e
i DEFINED BY value chain, absorbing greater
CONTAINER risks while retaining a smaller

share of value. Under these
conditions, expanding output
alone no longer guarantees
sustainable growth.

VOLUMES, BUT BY
BUSINESS MODEL
STRATEGY AND

THEVALUE At the same time, global
COMPANIES . . .

production is undergoing
ULTIMATELY

structural realignment.
As labor cost advantages

diminish, manufacturing is

shifting toward near-shoring
and friend-shoring. Production
isincreasingly located closer to end markets
or in countries with stronger political and
economic alignment and greater stability.
Mexico illustrates this trend clearly. In the
first half of 2025, foreign direct investment
into Mexico reached approximately USD 36
billion, with more than 36 percent flowing
into manufacturing, an increase of over 10
percent year-on-year. This reflects a broader
effort by U.S. companies to reposition
supply chains closer to domestic markets.
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For Vietnam’s wood
industry, this shift creates
direct competitive
pressure. The traditional
advantage of low-cost
labor is steadily eroded by
robotics and automation.
As cost differentials narrow,
geographic proximity,
delivery speed, and risk
management capabilities
become decisive factors.
Competition is no longer
defined purely by price, but
by resilience and strategic
positioning within the
value chain.

D2C, C2F,
and the reversal
of the value chain

While manufacturing
moves closer to consumer
markets, another
transformation is unfolding
in the opposite direction,
from consumers back to
factories. U.S. e-commerce is
projected to grow by nearly
9 percent annually between
2024 and 2029. In 2025,
total U.S. retail e-commerce
sales surpassed USD 1.5
trillion. Online furniture
and home goods alone
maintain annual growth of
more than 10 to 12 percent,
reaching a market size of
nearly USD 200 billion.
Consumers are increasingly
comfortable purchasing
furniture online, creating
significant opportunities
for Direct-to-Consumer
models.

.-.

Underthe D2C model, companies are no
longer fully dependent on intermediaries.
Customer behavior data flows directly
back to manufacturers, enabling design,
inventory, and production decisions to
align more closely with actual demand.

In contrast to traditional OEM
production, where value is distributed
across multiple intermediaries,
international D2C brands can achieve
gross margins of 30 to 50 percent.
This highlights the significantly greater
value potential available to companies
that control their own distribution
channels and brand relationships. A
further evolution is the Customer-to-
Factory model, in which customers
actively participate in product design and
customization, bringing manufacturers
closer than ever to end users.

The data economy as the industry’s
new infrastructure

The foundation of these transformations
lies in the digital economy. Global
investment in data center infrastructure
increased by approximately 51 percent
in 2024, reaching an estimated USD 455
billion, and is projected to grow by more
than 11 percent annually over the coming
decade. This confirms that data is no
longer simply a supporting resource but
has become core economic infrastructure.

Within the furniture sector,
data connects investors, designers,
manufacturers, and distributors into
an integrated ecosystem. It enables
more accurate demand forecasting,
reduces inventory levels, improves cash
flow efficiency, and enhances customer
experience. As data becomes central to
operations, the role of the factory evolves.
It is no longer limited to order fulfillment
but becomes an integrated component of
a connected and responsive value chain.

In Vietnam, this transition is already
underway. Nghia Son Furniture has
begun developing online sales channels
to reach international customers directly.
An Cuong has adopted a project-based
ecosystem model, expanding beyond
material supply to establish deep
partnerships with designers, contractors,
and developers. Hoang Thong has
remained committed to a long-term D2C
strategy in the United States, investing
over many years to build its brand and
direct distribution network.

These examples demonstrate that
business model transformation is no
longer theoretical. It is actively reshaping
the industry. A clear divergence is
emerging. Companies that continue
expanding OEM production may still
achieve revenue growth, but margins
will continue to tighten and operational
risks will accumulate. Others are shifting
toward integrated models that combine
design capability, data infrastructure,
distribution channels, and project-based
solutions. This path requires long-term
investment and resilience during the
transition, but it offers the opportunity
to retain a significantly larger share of
value.

In the era of the data economy, a
company'’s position within the value
chain is no longer determined by
factory scale alone, but by its ability to
control design, technology, and direct
relationships with end customers. The
industry’s turning point will not be
defined by container volumes, but
by business model strategy and the
value companies ultimately retain. The
decisions made today will shape the
position of Vietnam’s wood industry for
decades to come.
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CUQC CACH MANG N()I THAT
DANH CHO THE HE DO THI

# HOANGANH

g’

ot can hd 30m? &

trung tam thanh

phé, mét ngudi
tré mdi di lam vdi ngan
sach han ché va nhu cau
di chuyén linh hoat, chinh
la "chan dung khéach
hang” ma thi trudng noi
that toan cau dang chay
dua phuc vu.

TUMOT CHIEC KE;

SACH THUY DIEN BAN

CHAY NHAT LICH SUDEN NHONG BO BAN

LAM VIEC LAP RAP TRONG 15 PHUT,

THI TRUONG NOI THAT READY-TO-ASSEMBLE
DANG DINH NGHIA LAI CACH HANG TRIEU
NGUOITRE TAO DUNG KHONG GIAN SONG.
PAU LA Bi QUYET CHINH PHUC NGUOI

TIEU DUNG HIEN DAI?

Xu hwéng chu dao

Theo Global Growth Insights, thi
trudng Ready-to-Assemble (RTA - mon
ndi that déng géi phang, khach hang
c6 thé tu |ap rap tai nha) khéng con 13
lya chon tht yéu ma dang trd thanh xu
hudng chi dao. Nam 2024, thj trudng
dat 15,46 ty USD tang lén 16,14 ty USD
vao nam 2025. Dy bao dai han, dén nam
2034, quy mo thi trudng udc tinh dat
23,78 ty USD, cung ty |é tang trudng kép
hang nam (CAGR) dat 4,4% trong giai
doan du bao 2025 - 2034.

Khéng thuang hiéu nao ké cau chuyén
RTA thuyét phuc hon IKEA. Chiéc ké sach
Billy, ra mat tlr nam 1979 trg thanh biéu
tugng cua triét ly Democratic Design: dep,
bén, thiét thuc va gia phai chang. Cho dén
nay, san pham nay van dang dugc tiép
tuc dat hang. Va phién ban 2024 nang
cap thém yéu t6 bén viing. IKEA cam két
san pham nay c6 thé lam dugc tir 70%
g tai ché va tich hgp Ung dung AR dé
ngudi dung co thé thir dat mon dé nay
vao khong gian mo phéng ngdi nha cua
ho trudc khi mua. Véi kha ndng dan dau,
chiém khoang 6 dén 7% thi phan toan cau
trong nganh ndi that, IKEA chiing minh
flat-pack khéng chi tiét kiém chi phi van
chuy&n ma con la nén tang cho toan bo
hé sinh thai mua sdm sé.

Néu IKEA 1am chu thi trudng dai tra,
Sauder - thuong hiéu néi that dén tir Hoa
Ky chon con dudng khac: dat cugc vao
chuyén déi s toan dién. Cong ty thay
d6i cach lam truyén théng, iing dung mé
hinh kinh doanh D2C. N&m 2024, doanh s6
thuong mai dién tU ciia hang tang 42%, véi
60% t6ng tang trudng dén tir kénh online.
Ngudi dung dat ban lam viéc RTA qua
Ung dung, nhan hang trong 48 gid kem
video hudéng dan I3p rap 3D. Hé théng Al
ggi y san pham phu hgp véi khéng gian
va phong cach cua tiing ca nhan da bién
Sauder thanh lua chon hang dau clia nhém
Millennials thudng xuyén di chuyén.
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IKEA
CHUNG MINH
FLAT-PACK
KHONG CHi
TIET KIEM CHI PHI
VAN CHUYEN MA
CON LA NEN TANG
CHOTOAN BO
HE SINH THAI
MUA SAM SO

Ai dan dau cudc dua?

Cau chuyén tu Thuy
Dién va Bac My hoi tu
vé mot két luan: thanh
cOng trong thi trudng
RTA khéng dén tur viéc
lam ndi that ré han, ma
tlr viéc lam cho cudc séng
cla khach hang dé dang
hon. Hién c6ng nghé sé
da rat ngan khoang cach
tl nhu cau dén san pham.
Vat liéu bén ving chuyén
héa quyét dinh mua hang
thanh tuyén ngon gia tri.
Thiét ké moé-dun bién
ndi that thanh ngén ngir
ca nhan.

Theo nghién cu cla Global Growth
Insights, su thay dé&i trong 16i séng va
su phat trién cGia cdng nghé sé 1a nhitng
yéu t6 then chét tao nén sy bung né
cho noi that RTA. Khoang 40% ngudi
tiéu dung hién nay uu tién cac lya chon
c6 thé tuy chinh. Cac thiét ké mo-dun
chiém han 35% san phdm mdi ra mat.
Su phé bién cta phong cach tu lam
(DIY) tding manh, véi gan 50% ngudi tiéu
dung ua chudéng dé noi that tu lap rap
han so v6i cac san pham l&p san chinh
la nén tang cho nganh hang nay dugc
doén nhan.

Xét vé khoéng gian séng, hon 55% ho
gia dinh dang s6ng & d6 thi tham gia
khado sat cho biét, ho lua chon thiét ké
mo-dun vi su linh hoat. Xét vé nhan khau
hoc, gan 45% thé hé Millennials uu tién
giai phap RTA cho khéng gian séng nho
hep. Ho y thic rat tét vé moi trudng vdi
37% ngudi mua tim kiém cac vat liéu than
thién va thiét ké bén viing.

V@i nhitng dac thu trén, thi trudng
RTA dugc chia rd rét theo hai phan khuc
dan dung va van phong. Dan dung
(Residential) chiém uu thé véi 61,1% thi
phan (9,86 ty USD), thic dy bdi nhu cau
V€ cac giai phap séng t6i gian va hién dai.
Van phong (Office) chiém 38,9% thi phan
(6,28 ty USD). C6 khoang 35% doanh
nghiép vlra va nho (SMEs) lya chon giai
phép nay dé t6i uu héa chi phi.

Du tang trudng tich cuc, thi trudng
van doi mat véi mot s khé khan. 25%
ngudi tiéu dung tham gia khao séat coi
viéc |ap rap la qua khé khan va 20% lo
ngai vé rao can thdi gian. Do vay, gan
30% ngudi mua van trung thanh véi cac
thuong hiéu ndi that truyén théng phuc
vu tron goi.

Co khoang 18% ngudi dung con nghi
ngd vé dé bén cla cac san phdm RTA
so vdi ndi that truyén théng. Tuy nhién,
con s6 nay van khéng can néi budc chan
cua triét ly san xuat doc dao nay. Global
Growth Insights du béo thj trudng RTA
toan ciu ting trudng 12% CAGR dén
nam 2030, sé tiép tuc la d4u trudng cla
nhitng thuong hiéu dam dat trai nghiém
ngudi dung Ién trén tat ca.

CAu hodi khoéng phai 1a RTA c6 thé
lam dugc gi ma la cac doanh nghiép ndi
that Viét Nam, quéc gia dinh huéng tré
thanh nha cung (ng ndi that hang dau
thé gidi sé chuyén déi thé nao dé dén
dau nhu cau nhitng mén dé noi thé thé
hién hai thd cudc séng dé thi trong thdai
gian téi?
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THE FURNITURE
REVOLUTION
FORTHE URBAN
GENERATION

#) ByHOANGANH

FROM THE BEST-SELLING SWEDISH BOOKCASE

IN HISTORY TO WORK DESKS ASSEMBLED IN JUST

15 MINUTES, THE READY-TO-ASSEMBLE (RTA)
FURNITURE MARKET IS REDEFINING HOW MILLIONS
OF YOUNG CONSUMERS SHAPE THEIR LIVING SPACES.
WHAT LIES BEHIND ITS GROWING APPEALAMONG

MODERN BUYERS?

30-square-metre

apartment in
. the city centre, a
young professional at
the start of their career,
limited budgets, and a
highly mobile lifestyle -
this profile increasingly
defines the customer
segment the global
furniture industry is
racing to serve.

FLAT-PACK
FURNITURE HAS
PROVEN THATIT
ISMORETHAN A
COST-EFFICIENT

LOGISTICS
SOLUTION; ITIS
BECOMING THE

BACKBONE OF
AN INTEGRATED
DIGITALSHOPPING
ECOSYSTEM

A Dominant Trend

According to Global Growth Insights,
Ready-to-Assemble (RTA) furniture -
flat-pack products delivered in compact
packaging and assembled by customers
at home - is no longer a secondary option
but an emerging mainstream trend. The
market reached USD 15.46 billion in 2024
and is projected to grow to USD 16.14
billion in 2025. Over the longer term, the
market is expected to reach USD 23.78
billion by 2034, representing a compound

annual growth rate (CAGR) of 4.4% during
the 2025 - 2034 forecast period.

No brand illustrates the RTA story
more clearly than IKEA. The Billy bookcase,
launched in 1979, has become a symbol
of the company’s Democratic Design
philosophy - combining aesthetics,
durability, practicality, and affordability.
More than four decades later, the product
continues to attract strong demand, and
its 2024 version incorporates enhanced
sustainability features. IKEA aims to
use up to 70% recycled wood content
and integrates augmented-reality (AR)
technology, allowing users to visualize
the product within a simulated home
environment before purchase.

With an estimated 6 - 7% share of the
global furniture market, IKEA demonstrates
that flat-pack furniture is not only a
solution for reducing transportation costs
but also a foundation for an integrated
digital retail ecosystem.

While IKEA leads the mass market,
U.S.-based furniture brand Sauder has
pursued a different strategy by investing
in comprehensive digital transformation.
Transitioning from traditional retail to
a direct-to-consumer (D2C) model, the
company has reshaped how customers
purchase furniture. In 2024, its e-commerce
revenue grew by 42%, with 60% of total
growth coming from online channels.
Customers can order RTA desks via an




app, receive delivery within
48 hours, and access
3D assembly guidance
videos. Al-powered
recommendation systems
tailor product suggestions
to individual spaces and
lifestyles, positioning
Sauder as a strong choice
among highly mobile
Millennials.

Who Is Leading
the Race?

Examples from Sweden
and North America point
to a shared conclusion:
success in the RTA
market does not come
from making furniture
cheaper, but from making
customers’ lives easier.

Digital technologies
are shortening the
distance between demand
and product. Sustainable
materials are turning
purchasing decisions
into expressions of
personal values. Modular
design is transforming
furniture into a medium
of individual expression.

Research by Global Growth Insights
identifies lifestyle shifts and digital
innovation as key drivers behind the
rapid expansion of RTA furniture. Around
40% of consumers prioritise customizable
options, while modular designs account
for more than 35% of newly launched
products. The growing popularity of
DIY culture further supports adoption,
nearly 50% of consumers preferring self-
assembly furniture over pre-assembled
alternatives.

From a spatial perspective, more
than 55% of surveyed urban households
choose modular designs for their
flexibility. Demographically, nearly 45%
of Millennials favour RTA solutions
for compact living environments.
Environmental awareness also plays a
key role, with 37% of buyers actively
seeking eco-friendly materials and
sustainable designs.

Given these characteristics, the
RTA market can be clearly divided
into residential and office segments.
Residential applications dominate with
a 61.1% market share (USD 9.86 billion),
driven by demand for minimalist and
modern living solutions. The office
segment accounts for 38.9% (USD 6.28
billion), with approximately 35% of
small and medium-sized enterprises
(SMEs) adopting RTA solutions to
optimize costs.

FOCUS

Despite robust growth, challenges
remain. About 25% of surveyed
consumers consider assembly too
complicated, while 20% cite time
constraints as a barrier. As a result, nearly
30% of buyers remain loyal to traditional
full-service furniture brands.

Approximately 18% of users still
question the durability of RTA products
compared with conventional furniture.
Nevertheless, these concerns have
not slowed the momentum of this
distinctive production philosophy. Global
Growth Insights forecasts that the
global RTA market will maintain a 12%
CAGR through 2030, continuing to
reward brands willing to prioritise user
experience above all else.

The question is no longer what
RTA furniture can achieve, but how
Vietnamese furniture companies - in a
country aspiring to become one of the
world's leading furniture suppliers - will
transform to capture rising demand for
products that reflect the rhythm and
spirit of urban living in the years ahead.
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PAUTUHANG TRAM TY PONG
VAO DAY CHUYEN SAN XUAT
HIEN DAIVOI ROBOT VA CNC
MA KHONG PAU TU TUONG
XUNG VAO R&D VA THIET Ki:

GIONG NHUMUA
SIF:UXE NHUNG
CHI CHAY TREN
PUONG DAT.

CHIA KHOA KHAITHAC

SUC BAT CONG NGHE

8) GIAKHANG

Diém nghén léch pha

“Ching t6i vira dau tu 2 triéu USD
vao day chuyén CNC va robot nhung
van phai chay theo kiéu cii vi sdn phadm
khéng dugc thiét ké dé may chay hiéu
qud. M6i don hang khac nhau ddi hdi
ldp trinh lai may, lam gidm 40% cong
suat thuc té”. Pay la cau than

thd chung cua nhiéu chu

nha may san xuat dé noi
that hién nay. Dau tu

I&n cho CNC, robot, day

chuyén tu déng, nhung

hiéu qua khai thac van
thap. Trong khi don
hang truyén thdng suy
giam va kénh ban hang
online ngay cang chiém
uu thé. Sau khi dau tu
day chuyén hién dai, céng
viéc san xuat nhanh hon, chinh
xac han, nhung ban hang lai cham hon.
Chua k&, vdi tinh bat dinh vé mat thi
trudng xuat khau lién tuc c6 nhitng thay
d6i vé mat chinh sach nhap khau, thué...
khién hang tén kho tang, chi phi khau
hao I8n, bién Igi nhuan bi bao mon.

“Van dé khéng nam & viéc dau tu
cdng nghé 1a sai. Néu san pham va tu
duy R&D chua theo kip su thay déi cla
thi trudng sé tao nén diém nghén khién
hiéu qua dau tu khéng cao”, dng Nguyén
Duy Toan, Uy vién Ban chap hanh HAWA
nhan xét. Theo 6ng Toan, tu duy dau tu
c6ng nghé can dugc thay d6i ti viéc
chi tap trung vao cac thiét bi don thuan
sang mét tdm nhin réng 16n han. Doanh
nghiép (DN) can s dung cac cau néi
cdng nghé thong tin nhu loT (Internet
van vat) va tu dong hoa dé két hgp cac
thiét bi lai v&i nhau. Nh& su chuyén doi
nay, gia tri déng goép clia cong nghé sé
dat dugc tdm voc 18n hon va 1én hon rat
nhiéu so vdi trudc day.

Ngwei mua hang muon gi?

Ngudi tiéu dung dang thay déi can
ban cach ti€p can viéc mua sam, trong
d6 c6 nganh ndi that. Theo béo cao What
Matters to Today's Consumer 2025 cla
Capgemini Research Institute, 58% ngudi
tiéu dung toan ciu da st dung cac cong
cu GenAl nhu ChatGPT thay cho cong cu
truyén théng khi tim kiém va nhan ggiy



san pham trudc khi mua
sam. Xu hudng nay dang
dan lan sang cac nganh
hang gia tri cao nhu dé
ndi that.

Ngudi tiéu dung ky
vong ho c6 thé tuy chinh
mau sac, kich thudc, vat
liéu sdn pham ngay trén
website va nhan dugc
hinh anh 3D chinh xac
trong vai giay. Nghién
cu cta Shopify (2024)
cho thdy san pham co
mo hinh 3D/AR tang ty
|é chuyén déi mua hang
c6 thé ting t&i 94% va
giam ty |é trd hang xuéng
40%. V&i hon 3 ty thiét bj
tuang thich AR trén toan
cau, 65% khach hang co
xu huéng mua nhiéu hon
khi dugc trai nghiém noi
that bang AR, va ty |é
chuyén déi ctia DN dung
AR c6 thé ting gap 2 lan.

Pang chd y, ngudi
tiéu dung thé hé mdi
¢6 khuynh hudng yéu
cau sy minh bach tuyét
déi vé ngudn géc gb,
lugng phat thai carbon
va kha nang téi ché. Cac
DN cam két “xanh” va
“sach” c6 thé ghi nhan
muc tang trudng doanh
s6 1én tdi 4 1an so vai cac
d6i thu khac. “Huéng di
chién lugc ma DN can
chu y la tap trung cung
lGc hai muc tiéu chuyén
déi xanh va chuyén déi
s6 dé c6 dugc hiéu qua
tét nhat”, 6ng Toan noi.
Theo 6ng Toan, day ciing
[d kim chi nam cho cac
hoat dong cua Ban cong
nghé cia HAWA trong
nhiém ky mdi.

Chuyen doi tw duy

Pé dap ng nhitng doi hdi mdi cla
thi trudng, DN ndi that khéng thé gilt
phuong &n phét trién sdn pham theo
cach truyén théng ma phai dugc dinh
hudng ré rang: san xuat phuc vu cho mé
hinh kinh doanh ndi that hién dai, tiét
gidm s6 lugng chi tiét trong san pham,
giam thdi gian 1ap rap, dong goi gon,
san xuét linh hoat, ca nhan héa nhu cu
nhung van gilf tu dong héa cao cling
nhu giam chi phi san xuit & muc t6i da.

San pham phai dugc chia thanh cac
moé-dun chuén hoa, cho phép robot va
CNC chay lién tuc v&i cing mot chuaong
trinh, giam thgi gian setup tu vai gic
xudng con vai phdt. Tai cdc nha may
Ung dung c6ng nghé nhu Leadermac
hay SCM, day chuyén san xudt mo-
dun cho phép chuyén d6i tir san xuat
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“NEU SAN PHAM
VATU DUY R&D
CHUA THEOKIP
SUTHAY BOI CUA
THI TRUONG SE TAO
NEN DIEM NGHEN
KHIEN HIEU QUA
PAUTU
KHONG CAO”
Ong Nguyén Duy Toan

.

TIEU DIEM

ghé sang tu hé so chi trong 45 phut.
Ngoai ra, cling can chu y thiét ké tham
s& (Parametric Design), b&i mét chiéc
tu c6 thé c6 50 kich thudc khac nhau
nhung may CNC van cat ty dong ma
khéng can vé lai, nhd phan mém CAD
tham s6.

Két hop vai nhitng doi hoi clia kénh
ban hang online, san pham phai ¢ bé
mat, mau sac lén hinh t&t, dé dung 3D
cho AR/VR. M&i mau ndi that can bd
dir liéu chudn (3D, théng s6 k¥ thuat,
bién thé mau/kich thudc, huéng dan
lap dat) dé déng bd 1én website, san,
AR, hé théng CRM.

Ngoai ra, phong R&D hién dai cla
mot DN ndi that con can bao gém:
Digital Design Team, Data Analyst phan
tich di liéu sdn xuat va thi trudng, va
Material Research Team nghién clru vat
liéu phu hgp véi tu dong hda. Néu két
hdp nhip nhang, khai thac tét di liéu
cdng nghé, quy trinh R&D mdi c6 thé rat
ngan tir y tudng dén san xuét hang loat
tlr 12 - 18 thang xuéng con 2 - 3 thang.




BRIDGING THE GAP
BETWEEN AUTOMATION
AND MARKET DEMAND

8) ByGIAKHANG

INVESTING HUNDREDS OF BILLIONS OF DONG IN ROBOTIC AND CNC PRODUCTION LINES
WITHOUT MAKING A PROPORTIONAL COMMITMENT TO R&D AND PRODUCT DESIGN
IS LIKE BUYING A SUPERCAR ONLY TO DRIVE IT ON DIRT ROADS. THE MACHINE MAY BE
POWERFUL, BUT WITHOUT THE RIGHT ROAD, ITS POTENTIAL REMAINS UNREALIZED.

When Technology
Outpaces Strategy

“We've invested USD 2
million in CNC and robotic
production lines, yet we
still operate the old way
because our products are
not designed for machines
to run efficiently. Each order
requires reprogramming,
reducing actual capacity
by 40%." This frustration
is increasingly common
among furniture
manufacturers. Capital
expenditure on CNC
systems, robotics, and
automated production
lines has surged. Yet in
many factories, actual
utilization rates remain
stubbornly low.

The mismatch is structural.
Traditional orders are shrinking while
online channels continue to expand.
Production may be faster and more
precise than ever, but sales cycles are
lengthening. Meanwhile, persistent
uncertainty in export markets-ranging
from shifting import regulations to tariff
adjustments-has pushed inventories
higher, increased depreciation burdens,
and steadily eroded margins.

“The problem is not technology
investment itself,” said Nguyen Duy Toan,
Member of the Executive Committee
of HAWA. “The bottleneck emerges
when product strategy and R&D
thinking fail to keep pace with market
shifts. Without alignment, returns on
technology investment will inevitably
fall short.” In his view, companies must
rethink technology investment not
as standalone machinery acquisition,

but as ecosystem integration. loT
(Internet of Things) systems and
automation should function as digital
bridges, connecting equipment into
synchronized production networks.
When integrated effectively, technology
does not merely increase speed-it
multiplies value creation.

The New Consumer Equation

If factories are evolving, consumers
are evolving even faster. According
to the "What Matters to Today's
Consumer 2025" report, from
Capgemini Research Institute, 58% of
global consumers have used generative
Al tools such as ChatGPT instead of
traditional search engines to explore
and evaluate products before purchase.
This behavioral shift is now extending
into high-value categories, including
furniture.



Today's buyer
expects more than static
images. They expect
customization-color,
dimensions, materials-
instantly rendered in
accurate 3D on a website.
Research from Shopify
(2024) indicates that
products supported by
3D or AR models can raise
conversion rates by up to
94% while cutting return
rates by as much as 40%.
With more than three
billion AR-compatible
devices worldwide, 65% of
customers report greater
purchase intent after
interacting with furniture
via AR, and companies
deploying AR solutions
may see conversion rates
double.
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Transparency has become equally
non-negotiable. Younger consumers
demand traceability of timber origin,
disclosure of carbon emissions, and
clear recyclability standards. Companies
that credibly commit to “green” and
“clean” operations can record sales
growth up to four times higher than less
proactive competitors. "The strategic
path forward,” Toan emphasized, “is to
pursue green transformation and digital
transformation simultaneously. Only by
advancing both can enterprises achieve
optimal performance.”

A shift in mindset

Responding to these shifts requires
more than incremental adjustment; it
demands structural redesign. Furniture
manufacturers can no longer rely
on traditional development models.
Products must be conceived for modern
business realities: fewer components,
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"WHEN PRODUCT
DEVELOPMENT AND
R&D THINKING FAIL
TO KEEP PACE WITH
MARKET CHANGES,

BOTTLENECKS
EMERGE THAT
UNDERMINE THE
EFFECTIVENESS
OF TECHNOLOGY
INVESTMENT.
Nguyen Duy Toan
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shorter assembly time, compact
packaging, flexible production runs, and
customizable options-while maintaining
high automation efficiency and cost
discipline.

Products should be structured
into standardized modules, allowing
robots and CNC machines to operate
continuously using the same programs
and reducing setup time from hours to
minutes. At technology - driven factories
such as Leadermac and SCM, modular
production lines enable manufacturers
to switch from producing chairs to filing
cabinets in just 45 minutes.

Parametric design further
strengthens this flexibility. A single
cabinet concept may encompass
dozens of dimensional variations,
yet CNC machines can process them
automatically without redrawing, thanks
to parametric CAD software. The result is
mass customization without sacrificing
automation efficiency.

Alignment with digital sales
channels is equally critical. Products
must be optimized visually for online
presentation and easily converted into
3D assets for AR/VR deployment. Each
model requires a standardized digital
dataset-3D files, technical specifications,
color and size variants, and assembly
guides-to ensure seamless integration
across websites, e-commerce platforms,
AR interfaces, and CRM systems.

A modern furniture company’s
R&D department should also include
a digital design team, data analysts to
interpret production and market data,
and materials researchers to develop
automation-compatible materials.
When these functions operate in
sync and fully leverage technological
data, the R&D cycle from concept to
mass production can be shortened
dramatically, from 12 - 18 months to
just two to three months.
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TRAI NGHIEM SO DANG
TAI DINH HINH KINH DOANH
DU AN NOITHAT TAI HOA KY

® VICTORTRAN

THI TRUONG DIRECT-
TO-CONSUMER
(D2C) TRONG NGANH
NOI THAT TAT HOA

KY PANG BUOC VAO
GIAIDOAN TRUONG
THANH VA CHON
LOC, NOI LOI THE
KHONG CON NAM

O GIA RE HAY KENH
BAN DON LE, MA O
TRAINGHIEM SO
LIEN MACH KET HOP
LOGISTICS TINH
GON. CAUHOI DAT
RA, LIEU DOANH
NGHIEP (DN)

VIET NAM - QUOC

GIA CUNG UNG
NOITHAT LON NHAT
CHO THI TRUONG
NAY CO PUNANG LUC
THAM GIA VAO

CHUOI GIA TRI MOT?

heo Statista, doanh

thu thuaong mai

dién td nhom
furniture & homeware
tai Hoa Ky nam 2024 da
tiém can 125 ty USD, dua
kénh online tU vai trd bé
trg trd thanh kénh chién
lugc. Su chuyén dich nay
dang tao ra nhitng cg hoi
mdi, khong chi cho D2C
ban &, ma con thic day
manh mé mo hinh kinh
doanh du an.

Trai nghiém s0 - nén tang cua D2C
va kinh doanh dw an

Diém khac biét c6t 16i cia D2C so vdi
ban Ié truyén théng la lam viéc tryc tiép
vGi nhu cau end-user. Khi DN s& hitu dit
liéu hanh vi, khéng gian s6ng, ngéan sach
va gu thdm my cla khach hang, D2C
khéng chi diing & viéc ban tiing mén do,
ma c6 thé md rong sang gidi phap téng
thé cho khéng gian: can hd, nha &, van
phong nho hay dy an luu tra.

Ngudi tiéu dung Hoa Ky, dac biét
la Millennials va Gen Z - coi mua s&m
omnichannel (ban hang da kénh) la
chuin muyc. Hon 70% khach hang tham
khao kénh online trudc khi quyét dinh
mua noi that, ké ca khi giao dich cudi
dién ra tai clra hang. Ndm bt dugc nhu
cau ngudi mua, cac clra hang néi that tai
xU ¢& hoa ciing d4 trién trai cdng nghé
3D/AR va visualization gitp khach hang
“th{ trudc khi mua”. Theo s6 liéu tU cac
nha cung cap gidi phap visualization,
viéc Ung dung cdng nghé giup tang ty
|é chuyén d6i 20 - 40% va giam hoan
trd. Nhu vay, D2C khong chi la mo hinh
dé marketing, ma |a cong cu van hanh
dé cac don vi cung Ung ndi that cé thé
tién t&i ban tron géi khéng gian. Day
cling la tién dé cho viéc kinh doanh noi
that theo du an.

Xwong song cua D2C

Néu trai nghiém s6 la “mat tién”,
thi logistics 13 xuang séng clia D2C noi
that. D€ c6 thé ban ndi that truc tiép
dén ngudi dung cudi, chi phi last-mile va
dich vu white-glove (giao tan phong, lap
rap) phai dugc tiét giam t6i uu. Théng
thudng, khodn phi nay c6 thé chiém
15 - 25% gia tri don hang. Do vay, thiét
ké& san phdm phuc vu D2C phai “sinh ra
cho van chuyén”. Vi vay, déng géi phang
(flat-pack) va Ready-to-Assemble (d6 noi
that déng goi, ngudi ding co thé tu lap
tai nha) da trd thanh lya chon hang dau.




Theo béo céo Ready-
to-Assemble Furnitures
Market clia Global Growth
Insights, quy mo thi
trudng ndéi that Ready-
to-Assemble toan cau
dat khoang 16,14 ty USD
nam 2025. Trong do, khu
vuc Bac My chiém khoéang
32%, tuong duong 5,16
ty USD, va tiép tuc duy tri
tang trudng 6n dinh trong
giai doan sau 2030 nhg sy
md rong cla thudng mai
dién tU va xu hudng DIY
furniture.

Thiét ké theo ting
modular, giam trong
lugng, kich thudc, t6i
uu khéng gian gitp DN
giam chi phi van chuyén,
gidm rui ro hu hdng...
sé tao diéu kién cho
D2C phat trién hon nita.
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Pay cling |a diéu kién then chét dé D2C
phét trién thanh kinh doanh dy an, noi
nhiéu hang muc ndi that dugc san xuat
theo cau hinh chuan, 1&p rap nhanh tai
céng trinh. Minh ching ré nhat [a Wayfair.
Nam 2025, doanh thu cia Wayfair dat
khoang 12,5 ty USD, v&i dau tu manh vao
visualization, d{r liéu va mang lugi giao
nhan cong kénh. DU khéng thuan D2C,
Wayfair cho thdy cach dir liéu thu dugc
ngudi dung cudi cé thé md réng sang
cac goi gidi phap khong gian.
Co hdi riéng cua Viét Nam

Trong bic tranh D2C toan cau, Viét Nam
c6 Igi thé dac biét. Khéng chi manh vé
san xuat ndi that, Viét Nam con s& hiu
hé sinh thai tuong déi hoan chinh, gém:
g6, van, clfa, dém mut, vai, d4, gach, d6
dién, 6ng nudc... va ca dich vu thiét ké.
Pay la nén tang ly tudng dé kinh doanh
dy an theo mo hinh D2C, noi DN khong
chi xuat kh3u san pham, ma xuat khau
giadi phap khong gian.

Khi D2C gitp DN lam viéc tryc tiép
vGi ngudi dung cubi hodc chi dau tu nhd
tai Hoa Ky, Viét Nam hoan toan cé thé
ké&t hgp cac nhém DN vat liéu xay dung
dé tao thanh “géi dy 4n": ndi that + vat
liéu hoan thién + giai phap lap dat. M6
hinh nay dac biét phu hgp vé&i can hd
cho thué, nha &, du an Horeca (hotel,
restaurant, café) quy mod via - ngi khach
hang can giai phap tron goi, gia canh
tranh va giao nhanh. Hoi chg VIBE ma
HAWA t6 chiic nham két néi, xay dung
hé sinh thai thiét ké - xay dung - ndi that
la tién dé rat tét cho viéc trién khai mo
hinh nay.

Tuy nhién, con dudng khéng dé dang.
Théch thirc I16n nhat nam & viéc DN phai
ch&p nhan tai ciu trdc R&D, thiét ké,
van hanh nha may va dac biét tim dugc
d6i tac ¢ nang luc trién khai & tai Hoa
Ky. Dau tu CNC, robot chi hiéu qua khi
san pham dugc thiét ké modular, t6i uu
nesting, dé flat-pack; néu khong, nha
may sé& chiu setup time (thdi gian thiét
1ap) dai, phé liéu cao, OEE thap. Chua ké,
ESG (mai trudng - xa hdi - quan tri doanh
nghiép) va truy xudt nguén géc da trg
thanh yéu ciu bat budc dé tiép can thi
trudng Hoa Ky. DN budc phai c6 nhitng
tinh toan dé dap ng doi hoi méi nay tu
phia thi trudng.

Chién lugc kha thi nhat 14 thir nghiém
véi don hang nha: trién khai 1 - 2 SKU
modular gan véi géi giai phap khéng
gian trong 3 thang, dat KPI r6 rang (giam
setup 30%, giam phé liéu 15%, rut lead
time D2C xu6ng dudi 14 ngay). Thanh
cong cla pilot s& 13 budc dém dé DN
Viét Nam tham gia sau vao chudi gia
tri D2C noi that va kinh doanh du &n tai
Hoa Ky trong giai doan tdi.



HOW DIGITAL EXPERIENCE IS RESHAPING
FURNITURE PROJECTS INTHE U.S.

s) ByVICTORTRAN

THE DIRECT-TO-CONSUMER (D2C) FURNITURE MARKET IN THE UNITED STATES IS ENTERING
A PHASE OF MATURITY AND CONSOLIDATION, INWHICH COMPETITIVE ADVANTAGE NO LONGER
LIES IN LOW PRICES OR SINGLE SALES CHANNELS, BUT IN A SEAMLESS DIGITAL EXPERIENCE
COMBINED WITH STREAMLINED LOGISTICS. THE QUESTION IS WHETHER VIETNAMESE
ENTERPRISES - NOW THE LARGEST FURNITURE SUPPLIERS TO THIS MARKET - HAVE THE
CAPABILITY TO PARTICIPATE IN THIS EMERGING VALUE CHAIN.

ccording to Statista,

U.S. e-commerce
. revenue in the
furniture and homeware
segment approached
USD 125 billion in 2024,
elevating online channels
from a supporting role
to a strategic one. This
shift is creating new
opportunities not only for
D2C retail, but also for the
rapid expansion of project-
based business models.

Digital Experience: The Foundation
of D2C and Project-Based Business

The fundamental difference
between D2C and traditional retail
lies in direct engagement with end-
user needs. When companies own data
on customer behavior, living space,
budget, and aesthetic preferences,
D2C goes beyond selling individual
items to offering comprehensive space
solutions ranging from apartments and
homes to small offices and hospitality
projects.

U.S. consumers, particularly
Millennials and Gen Z, now consider
omnichannel shopping the norm.
More than 70% research online before
purchasing furniture, even when the
final transaction takes place in-store. In
response, furniture retailers across the
country have adopted 3D, augmented
reality (AR), and visualization technologies
that allow customers to “try before
they buy." According to visualization
solution providers, such technologies can
increase conversion rates by 20 - 40%
while reducing product returns. In this
context, D2C is not merely a marketing
model, but an operational tool enabling
furniture suppliers to sell complete space
solutions, thereby laying the groundwork
for project-based business.

The backbone of D2C

If digital experience represents the
“storefront,” logistics is the backbone
of furniture D2C. To sell directly to end
users, last-mile delivery and white-glove
services (in-room delivery and assembly)
must be highly optimized, as these costs
typically account for 15 - 25% of the
order value. As a result, D2C furniture
must be designed with transportation
in mind.

Flat-pack and ready-to-assemble
(RTA) furniture products - packaged
compactly for home assembly - have
become the preferred solution. According
to Global Growth Insights, the global RTA
furniture market is projected to reach



approximately USD 16.14
billion in 2025. North
America accounts for
around 32%, equivalent
to USD 5.16 billion, and is
expected to sustain steady
growth beyond 2030,
driven by e-commerce
expansion and the DIY
furniture trend.

Modular design,
reduced weight and
dimensions, and
optimized packaging all
help lower shipping costs
and minimize damage
risks, enabling further
D2C expansion. These
same principles also
support project-based
business models, where
standardized furniture
components can be
quickly assembled on
site. A clear example is
Wayfair, which reported
approximately USD 12.5
billion in revenue in 2025
and has invested heavily
in visualization, data,
and bulky-item logistics
networks. While not
purely a D2C company,
Wayfair demonstrates
how end-user data can be
leveraged to expand into
integrated space solution
offerings.

.
' aun ASR

Vietnam’s unique opportunity

Within the global D2C landscape,
Vietnam holds a distinct advantage.
Beyond its strong furniture manufacturing
base, the country has built a relatively
complete ecosystem, including timber,
panels, doors, foam, fabrics, stone,
tiles, electrical components, plumbing
systems, and design services. This
provides an ideal foundation for project-
based D2C business models, where
companies export not only products, but
integrated space solutions.

As D2C enables direct engagement
with end users or small-scale developers
in the United States, Vietnamese
companies can collaborate with building
material suppliers to create bundled
project packages that combine furniture,
finishing materials, and installation
solutions. This model is particularly well
suited to rental apartments, residential
housing, and mid-scale hospitality
projects (hotels, restaurants, and
cafés), where clients require turnkey
solutions, competitive pricing, and fast
delivery. Trade events such as VIBE,
organized by HAWA to connect the
design, construction, and furniture
ecosystem, provide a strong foundation
for implementing this model.

FOCUS

However, the path forward is not
without challenges. The most significant
hurdle is the need for companies to
restructure R&D, product design, and
factory operations-and, critically, to
secure capable implementation partners
in the United States. Investments in
CNC machinery and robotics are only
effective when products are modularly
designed, optimized for nesting,
and suitable for flat-pack shipping;
otherwise, factories face longer setup
times, higher material waste, and
lower overall equipment effectiveness
(OEE). In addition, ESG compliance and
traceability have become mandatory
requirements for accessing the U.S.
market, requiring manufacturers to
adapt to evolving market expectations.

A practical strategy is to begin with
pilot-scale orders: launching one or two
modular SKUs linked to a space-solution
package within three months, with clear
KPlIs such as reducing setup time by
30%, cutting material waste by 15%,
and shortening D2C lead time to under
14 days. Successful pilots will provide a
critical stepping stone for Vietnamese
companies to integrate more deeply
into the D2C furniture value chain and
project-based business in the United
States.




Nganh 2o Viet Nam 2025

BUOC CHUYEN
PHUC HOTVA TAI PINH VI

2 6 hoa: TIEN DAT
NAM 2025 CHUNG KIEN NO LUC CUANGANH GO
TRONG VIEC TANG TRUONG XUAT KHAU - DICH CHUYEN
THI TRUONG - SIET CHAT NGUON CUNG HOP PHAP.

NGANH GO TRO LAl HOA KY DAN DAT, NHAT VA EU BU'T TOC

QUY DAO TANG TRUONG Thi trudng Hoa Ky gitt vai tro du tau véi 8,62 ty USD,
N&m 2025, xust khau gé va san pham chiém 55,5% xuat khau g, trong khi Nhat Ban tang 24,9% va

g6 dat 17,1 ty USD, tang 4,8% so v4i 2024, EU (Lién minh chau Au) ting 14,1%, giGp gidm &p luc tir cac

déng gép vao 18,5 ty USD xuat khau 1am thi trudng suy gidm nhu Trung Quéc va Han Quéc.

san va muc xuat siéu gan 14,9 ty USD.
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+ Nhitng diém sang & thi trudng EU: Dlc (+7,4%), Ha Lan
(+31%), Tay Ban Nha (+22,5%), Ba Lan (+40,5%), Romania

W Xuitsieu (+80,7%), B6 Pao Nha (+150%).
Eleedxuat khaulam sin « Thi trudng ngach tang manh: Uzbekistan (+775%),

B Xuatkhau san pham gé
™ Xuatkhau gé vasan pham gd

Maldives (+708%), Colombia (+406%).

TU DAM GO DEN GlA TR GIA TANG

6,8 (khéc)

Ghé khung g6
va ndi that phong
khach - phong an
van |3 tru cot, trong
khi gé vién nén tang
52% va g0, van, van
san tang hai chit s6,
cho thay xu huéng
dich chuyén khai
phu thudéc dam gob
gia thap.
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TIEU DIEM

TANG NHAP KHAU,
UU TIEN NGUON MINH BACH

6,2 2 3,22
Viét Nam nhép khoéng 6,2 triéu m® gb ...
(g manh i Hoa K, 0, phin onh chén g\
tdng manh ti Hoa Ky, EU, phan anh chién
lugc dich chuyén sang nguén cung c6

o . e Khéi lugng Tri gia Ca nam
chung chi, truy xuat ro rang. Udc tinh khéilugng nhap khdu  Udctinh trigia Udctinh
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CO HOI MO - RAO CAN MO DINH HUQNG 2026:
FTA, nhu ciu noi that phuc hdi va 1an séng san phdm XUAT KHAU 18 - 18,5 TY USD
xanh md& réng khéng gian tang trudng, nhung EUDR, thué N&m 2026, nganh gé phan dsu dat 18 - 18,5
cao tai Hoa Ky, yéu ciu carbon va canh tranh khu vuc budc ty USD xuét khau, vdi trong tdm 13 nang cao
nganh go phai tai cau tric sdu chudi gia tri. gia tri gia tdng, tuan thu cac tiéu chuan xanh,
da dang hoa thj trudng va siét chat chudi cung
" {ng hgp phap. Kim ngach xuat khau 1am san:
Co hdi 18- 18,5 ty USD.
« Nhu cau n6i that toan cau phuc héi (Hoa Ky, Nhat, EU).
« FTA (EVFTA, CPTPP) md& réng Igi thé thué quan. 42%
« Lan séng san pham xanh: pellet, ndi that vén phong
thong minh.

« Chudi cung (rng nganh dan én dinh, dinh vj t6t hon.

5-5,5%
Thach thire 2025 - 2026 3.200

- EUDR (Quy dinh chdng pha ring EU), 3.300
yéu cau truy xuat nguédn géc. ty dong
« Thué cao tai Hoa Ky: ti bép, g6 dan,
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» Tiéu chuén carbon (CBAM) tai EU,
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« Chi phi logistics, bién dong gia nguyén liéu, B Ty I& che phtrirng

rai ro dia chinh tri.
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(Nguén: B6 Céng Thuong va Téng cuc Ldm nghiép)



(Unit: USD billion)

Vietnam’s Wood Industry 2025:

RECOVERY AND STRATEGIC
REPOSITIONING

@) Graphics: TIEN DAT

IN 2025, THE WOOD INDUSTRY WITNESSED CONCERTED
EFFORTS TO BOOST EXPORTS, DIVERSIFY MARKETS,
AND TIGHTEN CONTROL OVER LEGAL TIMBER SUPPLY.

THE WOOD INDUSTRY RETURNS THE UNITED STATES LEADS, JAPAN
TO A GROWTH TRAJECTORY AND THE EU ACCELERATE

In 2025, exports of wood and wood The United States remained the leading market with USD 8.62
products reached USD 17.1 billion, up billion, accounting for 55.5% of total wood exports, while exports to
4.8% compared to 2024, contributing to Japan rose by 24.9% and the EU increased by 14.1%, helping to offset
total forestry export turnover of USD 18.5 pressure from declining markets such as China and South Korea.
billion and generating a trade surplus of 55.59%

nearly USD 14.9 billion. 50%
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Notably:
* Bright spots in the EU market included Germany (+7.4%),
the Netherlands (+31%), Spain (+22.5%), Poland (+40.5%),

Trade Surplus Romania (+80.7%), and Portugal (+150%).
W Total Forestry Exports « High-growth niche markets included Uzbekistan (+775%),
W Exports of Wood Products K o . o
B Exports of Wood and Wood Products the Maldives (+708%), and Colombia (+406%).

FROM WOODCHIPS TO VALUE-ADDED PRODUCTS

- 6.8 (Oth .
(e Wooden chairs

and living- and
dining-room furniture
remained the main
pillars, while wood
pellets surged by
12.2% 52% and timber,
panels and flooring
posted double-digit
growth, signaling

a shift away from
reliance on low-value
woodchips.

2024

B Wooden Chairs
M Living Room and

2025

2.36

Dining Room Furniture
B Woodchips 13.5%
Timber, Panels and Flooring
Bedroom Furniture
B Kitchen Furniture
B Wood Pellets
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RISING IMPORTS, PRIORITIZING
TRANSPARENT SOURCES

Vietnam imported approximately 6.2
million cubic meters of raw timber, valued at
USD 2 billion, with significant increases from
the United States and the EU, reflecting a
strategic shift toward certified and traceable
supply sources.

FOCUS

6.2

3.22
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NEW OPPORTUNITIES - NEW BARRIERS

FTAs, the recovery of furniture demand, and the expanding
wave of green products are opening up new growth space.
However, the EUDR, high U.S. tariffs, carbon requirements, and
intensifying regional competition are compelling the wood
industry to undertake deep restructuring across its value chain.

Opportunities

* Global furniture demand is recovering (United States,
Japan, EU).

* FTAs (EVFTA, CPTPP) are expanding tariff advantages.
* The green product wave: wood pellets and smart office
furniture.

* The industry’s supply chain is gradually stabilizing and
achieving stronger positioning.

Challenges 2025-2026

« EUDR (EU Deforestation Regulation), requiring strict
traceability of origin.

« High U.S. tariffs on products such as kitchen cabinets
and plywood, with the risk of further trade investigations.
« Carbon standards (CBAM) in the EU, leading to high
compliance costs.

* Intensifying competition from China, Mexico, and
Eastern European countries.

* Logistics costs, raw material price volatility, and
geopolitical risks.

2024 m 2025 m of Total

2026 OUTLOOK:
EXPORT TARGET OF USD 18 - 18.5 BILLION

In 2026, the wood industry aims to achieve
export turnover of USD 18 - 18.5 billion, focusing
on enhancing value addition, complying with
green standards, diversifying markets, and
tightening control over legal supply chains.

Total forestry export turnover is projected
at USD 18 - 18.5 billion.

42%

5-5.5%

VND
3,200 -
3,300
billion

25 million m3

Growth Rate of Forestry Production Value

H Output of Planted Forest Timber Harvesting
Forest Environmental Service Revenue
Forest Coverage Rate

(Source: Ministry of Industry and Trade,
the General Department of Forestry)
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CONG TY l}f] P"ﬂ“ ﬂf] TR (TS T Chuyén san xuat: cdc dong vdn khong c6 dom cao su vdi nguyén lieu tirgé Bach

Dia chi: Lo M, Dudng S6 1, KCN Thanh Loc, xa Thanh Lgc, tinh An Giang dan, Keo fai, Tram nudc thich hap cho cdc san phdm son, phti melamine bé mdt doi
LR E NN TP R LEN IR /i chdt Iuong cao. Sdn xudt trén ddy chuyén thiét bi cda hang Siempelkamp - CHLB

Dién thoai: (0297) 3819868 / (028) 3932 0377 Buic. Sdn phdm theo tiéu chudn chdu Au EN 622-5.

Fax: (0297) 3819869 / (028) 3932 0353
T R O I TPl 1L LT I CAM KET CHAT LUGNG DAM BAO, GN DINH, DUNG V01 TIEU CHUAN CONG BO

San pham da dang: - MDF / HDF tiéu chuan E2, EO, E1, CARB - HDF chuyén dung van san - MDF / HDF chéng 4m HMR E2, EO, E1, CARB, V313 - Van FSC - Van chéng chay

« Ty trong tur 820 - 860 kg/m?

- Lién két ngi 1B: 0.7 - 1.1 N/mm?

« D6 bén udn tinh (Mor): 25 - 45 N/mm?
- Dan héi uén tinh (Moe): 2.500 - 3.300 N/mm?

- Dat tiéu chudn Carb P2 — EPA TSCA Title Vi
Dong van cé mat dé sgi gb cao gilip vén cuing,
chdc; kha nang bat gitt vit tot; kho cong, vénh;
. bé& mat lang min it hat son, dé dang son, phu
U’ng dung Noi that cao cdp, van san, vach

Vén st dung nguén gé c6 chiing nhan riing
tréng, véi day du céc loai nhu: MDF Carb
FSC, HMR Carb FSC,... Bap Uing cho cac san
pham xuat khiu yéu cau vé ngudn géc g6,
_quy trinh khai thac hop phép, dap (ing cac
. tiéu chuan bao vé moi trudng.

F4 Star (F4S) MDF/HDF Hay con goi la F****,
a loai MDF/HDF c6 phét thai tét nhat can cir
theo tiéu chuan ctia Nhat Ban

standard JIS A 1460. Dong hang nay thich hgp
cho cac cong trinh doi hoi phat thai cuc thap,
an toan cho ngudi st dung, va cac san pham
xuat kh3u sang thi trudng Nhat Ban, hodc cac
qudc gia cb yéu cau cao vé dd dam bao an

. toan cho suic khde ngusi dung.

Dong vén c6 tinh khang am, dé truong né thap:
+DJ truong nd < 8%

- Vuot qua quy trinh kiém tra V313

Thich hop véi nhu’ng nai c6 nguy co bi am ust
hodc noi c6 6 8m cao. B& mat lang min it hat
son, dé dang san, phu

Ung dung: (6 thé sir dung lam ty, bep sU
dung trong cac cong trinh cao cép, cac Uing
dung xuét khau

Trong nam 2023, Cong ty
C6 phan G6 MDF VRG Kién
Giang tu hao dugc vao Top

100 Doanh nghlep phat
trién bén ving tai Viét Nam.

' CARB-EPA Fsc IO Iso
HOPQUY HOPCHUKN 9001 14001

La nhiing dong van c6 néng d6 phat thai thap
nhat trong dong van céng nghiép, rat an toan
cho stic khée ngudi duing, mdc du sadn phdm
phat thai cuc thap nhung sén phdm céng ty
chuing téi van dam bao dé cling va nhing

tiéu chuén co ly khac.

& AN CUONG~

Wood - Working Materials

GO AN CUGNG

Nha san xuat cung cap vat liéu, giai phap va néi that lam
ti gé céng nghiép tai Viét Nam va khu vuc tif nam 1994.

MF C Laminate kingdom' | oov o paye~ LAMINATE FLOORING

Tbigh Pressure Laminate

Giai phap go ndi that

=N . Schneid cho moi nha
Dbor“ = ]| ImuNDEX é coicer 0
foledeeren KITCHEN DOORS COMPONENTS HEttICh nger

@ WWww.ancuong.com ] : Hotllne 1900 6944I '




. DOURLE SUMFICS

ures: Heavy planing, an nnlse for short
material processing.

SRV ERITEZIEFFRE BELE

Full range of products are pateft pratected ¥y ;
All Rights Hesemd R .

slandard BCCassory

| HS-635ARD

Crzllsre)s §

YShonesl workpiece of 100mm § /&

! | for double surface planing. AL

i ¢ : . nptlonal ACCAssory
' ' A pioneer in waste processing.

optional accessory

*GT-600J * GT-610B (24") * GT-760ARD (30")

UHME TR GT-450B (18") GT-635ARD (25")
h e ﬁh’;"ﬁ 33' f“??. 297  GT-400B (16") GT-610A (24")
HE = 45 4 RSt ‘Iﬁ B IR 2 8] e coin e
No. 42, Fenggong Central Rd., Shengang Dist.,
Taichung City 42842 (Feng Chou High-Tech Park)
Tel.: +886-4-2528-T668 F. 1669
i _CHINERY co'i LTD' E-mail: gtmB@ms47. h:rgm h;; _ Gom.w

THE PARTNER OF PRESTH



* Trong nam 2025,
doanh sé xuat khau
cua nganh gé da vuot
con sé 17,3 ty USD,
tang trudng khoang 6%
so véi nam 2024. Ong
danh gia thé nao vé con
s6 nay?

- Méc du con s6 nay
thap han ky vong ban dau
Ia 8%, nhung nhin chung,
khung tédng trudng cua
nganh goé trong nidm
2025 van &n dinh, khong
c6 nhitng bién déng hay
khiung hoang I&n nhu
chung ta tung lo ngai.

NGANH GO BUOCVAO
CHU KY THICH UNG MOI

® DIEUTHU thuc hién

NHUNG BIEN PONG CUA THUONG MAI TOAN CAU PANG BUQC

DOANH NGHIEP (DN) GO THAY DOI CACH TIEP CAN THI TRUONG,
QUAN TRI DU LIEU VA CHIEN LUQC KINH DOANIL. THEO ONG

NGUYEN CHANH PHUONG, PHO CHU TICH HAWA, CHINH GIAI DOAN
NHIEU THACH THUC NAY LAI TRO THANH PONG LUC THUC DAY NGANH
CHUYEN MINH MANH ME, MO RA CO HOI TANG TRUGNG THEO HUGNG

BEN VONG HON.

Budc sang nam 2026, kha nang xuat
khau van 1d mét &n s6 16n. Tuy nhién,
tl cudi ndm 2025, Chinh ph Hoa Ky
da cong bé tam hoan diéu tra Muc 232
d6i véi cac mat hang nhu td bép, sofa,
td nha tdm... DN da c6 thém modt nam
dé chuan bi.

Nhin vao thuc té, ngay ca khi phai dé&i
mat v&i mic thué déi ing 20%, nganh
gd van ting trudng 6% thay vi sut giam
nhu dy béo. Diéu nay cho thiy cac DN
dang thich (ng t6t. Néu phai d6i mat
véi kich ban x4u nhat, khi mdc thué ting
lén 30 - 50%, thi trudng c6 thé suy giam,
nhung t6i lac quan réng nganh van tén
tai, b&i nhu cau tiéu dung va nang luc
cung Ung clia Viét Nam van rat hap dan.
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* Lam thé nao chi trong thgi gian
ngan, DN Viét Nam c6 thé thich irng
v8i mirc thué déi (rng trong khi truéc
dé6 nganh khéng chiu thué& nhap
khau?

- Hoa Ky chiém khoang 56% thi phan
xuat khdu ctia nganh gé Viét Nam. Dén
cui nam 2025, kim ngach xuét khau
sang thi trudng nay vugt 9 ty USD. Khi
Chinh pht Hoa Ky ap thué dé&i ing 20%,
cac nha nhap khau da nhanh chéng thich
Uing. Thyc té&, nha san xuat Viét Nam chi
chiu khoang 1/3 &p luc chi phi, phan con
lai do nha nhap khau chia sé hodc dugc
bu trir tir viéc Viét Nam nhap khau go
nguyén liéu ti Hoa Ky, khoang 600 triéu
USD trong nam 2025.
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Du vay, chiing ta van gilr dugc Igi thé
canh tranh so v&i Trung Quéc nhd chinh
sach quan ly 1dm nghiép nhat quan va
kha nang quan tri chudi cung (ng, truy
xuat nguén géc t6t. Trong khi dé, Trung
Quéc dang gap kho khan do thué cao va
céc van dé dich chuyén lao dong.

* Trong béi canh thi truéng quéc
té nhiéu bién déng, 6ng c6 dé xuat
phuong an téi uu nao cho DN?

- Vé phia DN, t6i cho rang nang luc
canh tranh (ndng suat) va kha nang quan
tri nguén géc go 1a hai nén tang cét I8i
gilp chdng ta ding vitng. V&i cac mang
tiém nang nhu hang duy &n, DN can xay
dung chién lugc ti€p can theo tiing quy
dé linh hoat trudc bién dong thi trudng.

G gbc do hiép hoi, Chinh phl can
thuc ddy dam phan song phuang nhanh
chéng dé sém c6 két qua én dinh vé
thué. Thuc té& cho thay, méi khi xuat hién
théng tin lién quan dén thué, cac don vi
mua hang thudng tam dung giao dich
dé theo déi dién bién. Su chan chl cua
thi trudng chu yéu xuat phat tir viéc thiéu
théng tin ré rang. Khi cé két qua sém, DN
mdi manh dan dau tu hodc tai cau truic.

Trong cudc chai kinh té toan cau, DN
budc phai hoc cach thich Ung vdi luat
chai riéng cda tiing quéc gia. Hoc tap
kinh nghiém tir VASEP, HAWA sé& déng
vai trd dau tau, ho trg DN boc tach di
liéu va chuan bi hd so bai ban, dé DN
khong phai di mét minh khi d6i mat véi
céc dot kiém tra hoac cio budc qudc té.

Céac DN I6n, giau kinh nghiém can ho
trg DN nho trong viéc chuén bi hé so,
boc tach dit liéu nham (ng phé véi cac
dot kiém tra ngau nhién tir phia Hoa Ky.
Hién cac DN nam trong dién cdo budc
dang khan truong hoan thién hé so phap
ly. Hiép hoi va cac DN thanh viéen HAWA
cung theo ddi, hé trg va tu van sat sao
cho qua trinh nay.

* Bén canh thi trudng xuat khau
chu luc, theo quan sat cua 6ng, nganh
c6 nhirng co hoi méi nao?

- Thi trudng néi dia dang héi phuc rat
t6t va ngay cang canh tranh. Nhu cau tiéu
dung quay trd lai thong qua hang loat dy
an bat dong san, khu du lich va chung cu.

NAM 2026,
DN CAN THiCH
UNG LINH HOAT
VOI LUAT CHOI
CUATHI TRUONG
QUOC TE, PONG
THOI TAN DUNG
HIEU QUA DA
PHAT TRIEN TU CAC
DU AN HATANG
TRONG NUGC
NHAM TOI UU HOA
DOANH THU

POI THOAI

Dic biét, stc bat tir dau tu ha tang
nhu dudng Vanh dai 3 TP. H6 Chi Minh
dang tao ra sy két ndi manh mé véi cac
khu vyc nhu Binh Duang va Ba Ria - Viing
Tau. Khi ranh gidi dia ly dan dugc m&
réng trong mot khéng gian phat trién
chung sau sap nhép, ha tang hoan thién
s& kéo theo su phat trién manh cla bat
dong san tai cac khu vuc vé tinh.

Theo quy luat, xay dung di trudc, noi
that theo sau. Day chinh |a du dia rat 16n
cho DN nganh gb trong thdi gian tdi.

* Vay dau la thach thic va phuong
an t6i uu cho DN khi khai thac cac tiém
nang nay?

- Thach thirc 16n nhat 1a ap luc chi
phi nhan céng du kién tang cao vao dau
nam 2026 do nhu ciu lao déng trong
nganh xdy dung gia tang manh. Trong
b6i canh nay, DN c6 thé tham khao mé
hinh “kiéng ba chan”, trién khai déng
thdi ba thé manh.

Trong do, khai thac manh mang
khach hang dy &n dé gia tang ca hdi va
bién Igi nhuan. Dong thdi, tap trung phat
trién cac gia tri bén viing va nang luc
thiét k&, (ing dung c6ng nghé... Thay vi
cac don hang dai han, DN nén linh hoat
dam phan theo tiing giai doan ngan, nhu
theo quy, dé thich Ung véi bién déng
thi truang.

N&m 2026, DN can thich ting linh hoat
véi luat chai cia thi trudng qudc té, dong
thdi tdn dung hiéu qua da phat trién tur
cac dy an ha tang trong nudc nham toi
uu héa doanh thu.

* Xin cam on 6ng!




VIETNAM’S WOOD INDUSTRY
ENTERS ANEW ADAPTIVE CYCLE

® Interview by DIEU THU

GLOBAL TRADE VOLATILITY IS FORCING WOOD ENTERPRISES TO RETHINK THEIR MARKET
APPROACH, DATA GOVERNANCE, AND BUSINESS STRATEGIES. ACCORDING TO MR.NGUYEN
CHANH PHUONG, VICE CHAIRMAN OF HAWA, THIS CHALLENGING PERIOD ISALSO BECOMING
APOWERFUL CATALYST FOR TRANSFORMATION, OPENING UP OPPORTUNITIES FORMORE
SUSTAINABLE GROWTH.

* In 2025, Vietnam's
wood industry export
value exceeded USD 17.3
billion, up approximately
6% compared to 2024.
How do you assess this
figure?

- Although this
result fell short of the
initial expectation of
8% growth, overall, the
industry maintained a
stable growth trajectory
in 2025, without the
major disruptions or crises
previously anticipated.

As we move into 2026, export
prospects remain highly uncertain.
However, since late 2025, the U.S.
Government has announced a temporary
suspension of Section 232 investigations
on products such as kitchen cabinets,
sofas, and bathroom vanities. This
provides enterprises with an additional
year to prepare.

In reality, even while facing reciprocal
tariffs of 20%, the wood industry still
achieved 6% growth instead of the
projected decline. This demonstrates
the sector’'s adaptability. Even under
a worst-case scenario, where tariffs
increase to 30 - 50%, the market may
contract, but | remain optimistic that the
industry will endure, as global consumer
demand and Vietnam'’s supply capacity
remain strong and compelling.

* How were Vietnamese enterprises
able to adapt so quickly to reciprocal
tariffs, given that the industry
previously faced no import duties?

- The United States accounts for
approximately 56% of Vietnam’'s wood
export market share. By the end of 2025,
export turnover to this market exceeded
USD 9 billion. When the U.S. imposed
reciprocal tariffs of 20%, importers
quickly adjusted. In practice, Vietnamese
manufacturers bore only about one-
third of the tariff burden, while the
remainder was shared by importers or
offset through Vietnam’s imports of
U.S. timber materials, which reached
approximately USD 600 million in 2025.

Despite these pressures, Vietnam
maintains a competitive advantage
over China, thanks to consistent forest
governance policies and strong supply
chain management and traceability
capabilities. Meanwhile, China is facing
difficulties due to higher tariffs and
labor relocation pressures.

* Amid ongoing global market
volatility, what optimal strategies
would you recommend for enterprises?

- From the enterprise perspective,
| believe productivity-driven
competitiveness and robust timber
traceability systems are the two core
foundations that enable us to remain
resilient. In high-potential segments
such as project-based clients, companies
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should develop quarterly
market strategies to remain
flexible in response to
fluctuations.

From the association’s
standpoint, the Government
should accelerate bilateral
negotiations to achieve
stable tariff outcomes
as soon as possible. In
reality, whenever tariff-
related information
emerges, buyers tend
to pause transactions to
monitor developments.
This hesitation largely
stems from uncertainty.
Once clarity is established,
enterprises will have
greater confidence to
invest or restructure.

In the global economic
arena, enterprises must
learn to adapt to each
country’s regulatory
framework. Drawing
lessons from VASEP's
experience, HAWA will
act as a leading force in
supporting enterprises
with data analysis and
proper documentation
preparation, ensuring that
companies do not face
international inspections or
trade investigations alone.

Large, experienced enterprises
should also support smaller firms in
preparing documentation and detailed
data disaggregation to respond to
random inspections from U.S. authorities.
Currently, companies under review are
urgently completing their legal
documentation, with HAWA and
its member enterprises
closely monitoring,
supporting, and advising
throughout the process.

* Beyond key export

IN 2026,
ENTERPRISES MUST
REMAIN FLEXIBLE
IN ADAPTING TO

infrastructure will accelerate real estate
growth in satellite areas.

As a general rule, construction leads
and interior furnishing follows. This
represents significant growth potential
for wood enterprises in the coming years.

* What challenges and optimal

approaches should enterprises

consider when tapping into
these opportunities?

- The biggest challenge

will be rising labor costs,

expected to increase

markets, what new INTERNATIONAL significantly in early 2026
opportunities do you MARKET RULES due to strong labor demand
see for the industry? WHILE EFFECTIVELY in the construction sector.
- The domestic market LEVERAGING In this context, enterprises
is recovering strongly and DOMESTIC may consider adopting
becoming increasingly INFRASTRUCTURE- a "three-pillar” strategy,
competitive. Consumer DRIVEN DOMESTIC leveraging three core
demand is returning, GROWTH TO strengths simultaneously.
driven by a wave of MAXIMIZE This includes expanding
real estate, tourism, and REVENUE project-based clients to
apartment development POTENTIAL increase opportunities and

projects.

Notably, infrastructure
investments such as
Ho Chi Minh City's
Ring Road 3 are creating stronger
connectivity with neighboring areas,
including Binh Duong and Ba Ria-Vung
Tau. As geographic boundaries expand
within an integrated development
space following provincial mergers and
administrative restructuring, improved

profit margins, while also

investing in sustainable

value creation, design

capabilities, and technology

applications. Instead of relying on

long-term fixed contracts, enterprises

should negotiate in shorter cycles, such

as quarterly agreements, to remain
responsive to market changes.

* Thank you.



CUOC CHUYEN DICH
TU GIA CONG SANG LAM

CHU THI TRUONG

# MYXUYEN thuc hién

D2C (DIRECT-TO-CONSUMER), MO HINH KINH DOANH TRUC TIEP PEN NGUOT TIEU DUNG
CUOI, KHONG CAN PHU THUQC VAO CHUOI TRUNG GIAN DAN TRG THANH HUONG DI

CHIEN LUGC CUA NHIEU DOANH NGHIEP (DN) SAN XUAT NOI THAT TRONG CUQC DUA TAI DINH
VI TOAN CAU. THEO ONG PHAM NGOC PHUGC, GIAM POC PIEU HANH BROTHERS FURNITURE,
TREN HANH TRINH TAI DINH VI, KHONG PHAI QUY MO, SULINH HOAT MGI LA NANG LUC

COT 101 DE TON TAIVA PHAT TRIEN BEN VONG.

* Nhin lai hanh
trinh hon 20 nam cua
Brothers Furniture, dau
I3 nhitng tru cét chién
lugc giup DN duy tri su
6n dinh qua nhiéu chu
ky thi truang?

- Toi gdi gon trong
ba yéu t6: chat lugng,
tin nhiém va linh hoat.
Trong d6, chat lugng la
nén tang khong thé thda
hiép; tin nhiém la tai san

tich 10y theo thai gian; nhung linh hoat
chinh 13 ndng luc séng con trong giai
doan hién nay.

Khi thi trudng Hoa Ky sut gidm don
hang nghiém trong, thu dong chd dgi
déng nghia véi chdp nhan thua 16.
Brothers Furniture da chi déng chuyén
hudng sang kénh thuong mai dién tu,
tap trung phat trién cac dong san pham
nhd gon phu hgp véi hinh thic giao
hang buu kién nham duy tri dong tién
&n dinh. Song song d6, ching téi tich
cuc khai thac cac thi trudng méi théng

qua sy hién dién tai cac trién 1am quéc
té nhu HawaExpo hay CIFF... ching toi
xem dé la canh ctra chién lugc dé mé
réng quan hé déi tac.

* Sy chuyén dich tu duy tir "san
xuat theo ban vé" sang "thau hiéu
ngudi dung” da dién ra tai Brothers
Furniture nhu thé nao?

- Trudc day, ching t6i van hanh theo
mo hinh gia c6ng. Ngay nay, cach tiép
can dé khong con du sic canh tranh.
Chulng t6i budc phai dat minh vao goc




nhin clia ngudi tiéu dung
cubi véi nhing cau hoi:
Khéng gian séng cla ho
c6 dién tich bao nhiéu?
L6i s6ng cua ho dat ra
yéu cau gi vGi san pham?
Chang han, véi cac cin
ho tai Tay Au thudng chi
rong tir 60 dén 70 mét
vudng, ching téi nhanra
rang nhitng mau tu céng
kénh, khé van chuyén 13
rao can thuc su.

Brothers Furniture da
tai thiét ké dé cac san
pham c6 thé thao Iap dé
dang, dong gdi gon gang
theo nguyén ly modular.
Giai phap nay khong chi
t6i vu trdi nghiém van
chuyén ma con mé réng
dang ké kha nang tiép
can phan khac khéach
hang dé thi. Pay la nén
tang thiét yéu cho bat ky
chién lugc D2C nao muén
van hanh hiéu qua & quy
mo quéc té.

* Lam thé& nao dé cac DN san xuat
thoat khéi bay OEM va t6i uu héa Igi
nhuan khi chuyén sang mé hinh D2C?

- Khach hang quéc té khéng mua vi
gi4 ré ma ho mua vi gié tri tdng thé ma
sén phdm mang lai. Néu DN mai ding
lai 3 m6 hinh OEM, bién Igi nhuan sé
ludn & muic téi thiéu. D6 la bai toan cua
ngudi “nau bép thué”, cé tay nghé nhung
thuong hiéu va gia tri gia tdng thudc vé
ngudi khac. D2C chinh 1a con dudng dé
DN I3y lai quyén kiém soat do nhung
doi hdi phai dugc dau tu bai ban vao ca
nang lyc thiét ké 1an nang luc tiép can
thi trudng.

POI THOAI
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Tai Brothers Furniture, ching t6i da
dau tu cd chiéu sau vao doi ngi thiét
k& noi bd. Thuc té cho thdy mot thiét ké
tot 6 thé cat giam dén 10% chi phi san
xuat. Con s6 nay hiéu qua vuat tréi han
han chién lugc ép gia nguyén vat liéu
dau vao. Hon nifa, khi van hanh theo
mé hinh D2C, di liéu phan héi tir khach
hang truc tiép cho phép chung toi cai
tién san pham theo thdi gian thuc, linh
hoat va chinh xac hon bat ky chu trinh
R&D truyén théng nao. Khi ngudi dung
phan anh mot diém |ap rap gay khé khan,
chiing t6i cé thé diéu chinh thiét ké ngay
trong chu ky san xuét tiép theo.




* Ong c6 thé chia sé
nhirng bai hoc thuc tién
tir hanh trinh tiép can
ngudi dung cudi?

- Thuong mai dién tu
khong phai 1a mot kénh
phan ph&i ma DN c6 thé
tham gia mot cach nua
v3i ma doi hdi dau tu
déng bo, tur thiét ké san
pham, bao bi cho dén
nang luc logistics.

Trén cac nén tang
quéc té, tiéu chuan chat
lugng va dich vu dugc
danh gia hét stic nghiém
ngat. Chi moét vét tray
xudc nho trén san pham
do qua trinh van chuyén
cling du dé khach hang
dé lai danh gia “mot sao”.
Panh gid nay tao hau
qua con nghiém trong
hon ca viéc khong ban
dugc hang, bdi né co thé
day DN dén nguy ca bi
dinh chi hoat dong trén
nén tang. Tu thuc té do,
ching t6i xac dinh ba
tiéu chi thiét ké bat bién:
dé hiéu, dé 13p va dé van
chuyén.

* Bén canh D2C,
nhirng khai niém nhu
C2M (tu khach hang
dén nha san xuat) hay
Omnichannel (ban
hang da kénh hgp nhat)
dang dugc nhac dén rat
nhiéu. Ong danh gia the
nao vé tinh kha thi cia
cac mo hinh nay?

- Pay la nhitng mo
hinh ma nhiéu nha may
tai Viét Nam dang quan
tdm, nhung dé thanh
coéng that sy khong hé
dé dang. Mé hinh C2M
phu hgp véi cac dong
ndi that gia tri cao hoac
tu bép hon la hang san
xuat cédng nghiép dai tra.

Quy trinh cda khach hang thudng la: xem
hinh anh, doc danh gia (review), c6 thé
dén showroom trai nghiém thuc té réi
méi quyét dinh dat hang online.

Khoang cach dija ly la rao can Ién
khién cac DN gb xuat khau tai Viét Nam
rat kho trién khai C2M vi khach hang muc
tiéu & nudc ngoai. Ngudc lai, nhitng DN
quan tam dén thj trudng noi dia c6 thé
bat ddu C2M ngay tir bay gis dé tan dung
Igi thé gan khach hang.

* Vay con Omnichannel? Liéu day
c6 ding la "chiéc diia than" giup DN
hién dién khap nai trong tam tri khach
hang?

- Ban chat cta Omnichannel |a dé

khach di dau cling gap minh. Mo hinh
nay doi hoi trai nghiém phai nhat quan,
tUr online dén offline, khéng phai méi nai
lam mét ki€u. Phai thang thén thira nhan,
day 1a mot thach thiic cuc ky 16n d6i véi
cac DN san xuat & thai diém hién tai. Hién
nay, Omnichannel c6 |& van 13 san chai uu
thé hon cta DN thuan thuong mai hoac
cac tap doan da qudc gia co tiém luc
manh nhu Phé Xinh hay JYSK. Nha may
san xuat truyén théng néu muén budc
chan vao thi can phai chuan bj rat ki vé
nguon luc va tu duy quan tri da kénh.

* Nganh néi that doi héi qua nhiéu
vé su kién nhan va tam nhin dai han.
Piéu gi khién 6ng gan bé véi nghé?

- V&i t6i, ndi that 13 nganh tao ra gia
tri htru hinh va bén lau. Mot chiéc ban
dugc thiét ké t6t co thé phuc vu mét gia
dinh suét 20 nam. D6 1a loai tac déng
ma khdéng phai nganh nao cling cé dugc.

Khi tr& vé tir Australia dé tiép quan
su nghiép gia dinh, t6i nhan thay trach
nhiém cda minh khong chi a duy tri
hoat déng kinh doanh, ma con la béao
toan sinh ké cho déi ngi da gan bd
v@i Brothers Furniture hon 20 nam. Bay
chinh la phan “Tin" trong triét ly kinh
doanh ma gia dinh t&i lubn theo dudi.
Téi cling lay d6 la dinh nghia vé trach
nhiém DN bén vitng danh cho minh va
kién tri theo dudi no.
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*Vay, giira ap luc mé réong quy mé
va nhu cau tai cau tric ndi b, 6ng uu
tién diéu gi ?

- Xay nha cao ma mong yéu thi gi6
manh la nghiéng. M3 rong quy mo chi
tao ra gia tri bén vitng khi nén tang van
hanh d4 du viing chac. Trong méi trudng
kinh doanh nhiéu b4t dinh nhu hién nay,
cling ¢6 nang luc 16i phai di trudc tang
trudng vé quy mo.

Trén nén tdng do, Brothers Furniture
sé khong con |a mét nha san xuat ding
phia sau chudi gia tri. Ching t6i dang
day manh chién lugc phét trién theo
chiéu sau: xay dung thuong hiéu riéng,
lam cha dir liéu khach hang va kiém soét
kénh phan phéi. Xa han nita, thay vi ban
tiing san pham dan 1é, chidng téi hudng
dén viéc cung cap giai phap khéng gian
séng toan dién. Day 1 budc dich chuyén
tU nha san xuat sang doi tac thiét ké va
van hanh khdéng gian cho ngudi tiéu
diing toan cau.
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TAKING BACK CONTROL
OF THE FURNITURE VALUE CHAIN

®) Interview by MYXUYEN

DIRECT-TO-CONSUMER (D2C), A
BUSINESS MODEL THAT ENABLES
MANUFACTURERS TO SELL DIRECTLY
TO END USERS WITHOUT DEPENDING
ON INTERMEDIARY DISTRIBUTION
CHAINS, IS EMERGING ASA STRATEGIC
PATHWAY FOR VIETNAMESE FURNITURE
MANUFACTURERS SEEKING GLOBAL
REPOSITIONING.ACCORDING TO PHAM
NGOCPHUOC, CEO OF BROTHERS
FURNITURE, FLEXIBILITY, RATHER THAN
SCALE, HAS BECOME THE DEFINING
CAPABILITY FOR LONG-TERM RESILIENCE

* Looking back on
more than 20 years of
Brothers Furniture, what
strategic pillars have
enabled the company to
remain stable through
multiple market cycles?

- | would summarize
them in three words:
quality, trust, and
flexibility. Quality is a
foundation that cannot
be compromised. Trust
is built over time and
becomes a company's
most valuable asset. But
flexibility has become
the decisive capability in
today’s environment.

When orders from
the U.S. market declined
sharply, waiting passively
would have meant
accepting losses. We
proactively shifted to
e-commerce channels
and focused on compact
products designed
for parcel delivery to

maintain stable cash flow. At the same
time, we expanded into new markets
through international exhibitions such
as HawaExpo and CIFF, which we view
as strategic gateways for expanding
partnerships and market reach.

* How has the shift from
manufacturing to specification to
understanding the end user taken place
at Brothers Furniture?

- In the past, we operated purely
as a contract manufacturer. Today, that
approach is no longer sufficient. We must

AND SUSTAINABLE GROWTH.

place ourselves in the position of the end
user and ask fundamental questions. How
large is their living space? What does their
lifestyle require from a product?

For example, apartments in Western
Europe are often only 60 to 70 square
meters. We realized that bulky furniture
that is difficult to transport creates
significant barriers to purchase. In
response, we redesigned our products
based on modular principles so they can
be easily disassembled and compactly
packaged. This improves shipping
efficiency and expands access to urban



customer segments. It
also creates an essential
foundation for any D2C
strategy operating at an
international scale.

* How can
manufacturers escape
the OEM trap and
improve margins when
transitioning to D2C?

- International
customers do not buy
simply because a product
is inexpensive. They buy
because of the overall
value it delivers. As long as
companies remain in the
OEM model, margins will
remain limited. It is similar
to being a skilled chef
working for someone else.
The expertise is yours, but
the brand and added value
belong to another party.

D2C provides a path for manufacturers
to regain that control. However, it
requires systematic investment in design
capability and market access.

At Brothers Furniture, we have
invested deeply in our in-house design
team. In practice, a strong design
can reduce production costs by up
to 10 percent. This approach is often
more effective than attempting to
reduce raw material costs alone. In
addition, operating under a D2C model
allows us to receive direct customer
feedback and refine products quickly.
When customers encounter assembly
difficulties, we can adjust the design in
the next production cycle.

* What practical lessons have you
learned from engaging directly with
end consumers?

- E-commerce requires full
commitment. It demands coordinated
investment across product design,
packaging, and logistics.

On international platforms, quality
and service standards are extremely
strict. Even a minor scratch during
shipping can result in a one-star review.
Such feedback can be more damaging
than lost sales because it may lead to
platform restrictions or loss of visibility.
Based on this experience, we established
three core design principles: easy to
understand, easy to assemble, and easy
to ship.




* Beyond D2C, concepts
such as customer-to-
manufacturer (C2M) and
omnichannel retail are being
widely discussed. How do
you assess the feasibility of
these models?

- These are models that
many factories in Vietnam
are paying close attention
to, but achieving real success
is not easy. The C2M model
is better suited to high-
value furniture categories
or kitchen cabinetry rather
than mass-produced items.
The typical customer journey
involves viewing product
images, reading reviews,
and sometimes visiting a
showroom for hands-on
experience before placing an
online order.

Geographic distance is
a major barrier for export-
oriented manufacturers in
Vietnam, since their target
customers are overseas. By
contrast, companies focused
on the domestic market
can begin adopting C2M
now and benefit from their
proximity to end consumers.

* What about
omnichannel? Is it truly
a “magic solution” that
allows brands to remain
present across every
customer touchpoint?

- The essence of
omnichannel is ensuring
that customers encounter
your brand consistently
across both online and
offline environments. This
requires a unified experience
rather than fragmented
execution across channels. It
must be acknowledged that
this represents a significant
challenge for manufacturing
companies today.

At present, omnichannel is still
largely dominated by retail-focused
enterprises or multinational corporations
with strong financial and operational
resources, such as Pho Xinh and JYSK.
Traditional manufacturers that wish to
move in this direction must prepare
carefully, both in terms of capital
investment and in developing the
managerial capabilities required for
multiple-channel operations.
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* The furniture industry requires
patience and long-term commitment.
What has kept you dedicated to this
field?

- Furniture creates tangible and
lasting value. A well-designed table
can serve a family for twenty years. Few
industries offer that kind of enduring
impact.

CONVERSATION

When | returned from Australia
to continue the family business, |
understood that my responsibility
was not only to sustain operations
but also to protect the livelihoods of
employees who have been with Brothers
Furniture for more than two decades.
This reflects the principle of trust that
has always guided our family’s business
philosophy, and | see it as my definition
of sustainable corporate responsibility.

* Amid the pressure to scale and the
need for internal restructuring, what
do you prioritize?

- If a building is tall but its foundation
is weak, a strong wind will cause it to tilt.
Expansion only creates lasting value when
the operational foundation is strong. In
an uncertain business environment,
strengthening core capabilities must
come before scaling up.

On that foundation, Brothers Furniture
will no longer remain a manufacturer
positioned behind the value chain.
We are accelerating our strategy of
moving up the value chain by building
our own brand, owning customer data,
and controlling distribution channels.
In the long haul, rather than selling
individual products, we aim to deliver
comprehensive living space solutions.
This marks our transition from contract
manufacturer to a design and space
solutions partner serving global
consumers. ¥
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SU MINH BACH KHIENVIET NAM
TRO NEN HAP DAN

8 HONG UYEN thuc hién
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TEEMO LA CONG TY NOI THAT UY TiN CUA VUONG QUOC ANH, CHUYEN VE CAC DONG SAN PHAM
PHONG CACH HIEN PAI VA MID-CENTURY VOI HON 40 NAM PHAT TRIEN. TRONG KHI STUDIO
THIET KE DAT TAIVUONG QUOC ANH, TOAN BO HOAT DPONG VAN HANH LAI PUGC PIEU PHOI
TUVIET NAM, MOT LUA CHON MANG TiNH CHIEN LUGC SAU SXC. ONG KEVIN GUILLAUME,
GIAM DPOC VAN HANH TEEMO DONG NAM A CHIA SE VE: HANH TRINH VA TAM NHIN CUA CONG TY
TRONG CUOC CHINH PHUC THI TRUONG NOI THAT TOAN CAU.

* Nhiéu cdng ty chon
canh tranh bang gia,
nhung Teemo lai dat
cugc vao thiét ké. Diéu
gi khién céng ty tin rang
day 1a huéng di ding
trén thi trudng nodi that
toan cau vén dang bi chi
phdi béi yéu té gia ré?

- Thé manh 18n nhat
cla Teemo chinh la sang
tao. Chlng t6i sé htu doi
ngl bén nha thiét ké noi
b6 c6 khad nang tao ra cac
bd suu tap doc quyén
cho tung khach hang.
Khéng ding lai & thiét ké,
chiing t6i con déng hanh
cung cac nha banlé trong

toan b6 chudi gia tri, tir tim ki€m ngudn
cung, phat trién y tudng, thi nghiém,
san xuat dén kiém dinh chat lugng san
pham tai Viét Nam. Danh muc vat liéu
cla ching téi cling rat phong phd, tir go
ky thuat, gb tu nhién cho dén cac két hap
véi bé tdng, kim loai, gém st va thuy tinh.

* Nhiéu ngu'i van nghi Trung Quéc
1a "cong xudng ndi that" khéng thé
thay thé, trong khi Teemo tuy dau tu
studio thiét ké tai Vuong quéc Anh
nhung van phong van hanh moi hoat
dong lai dat tai Viét Nam.

- Viét Nam 13 lua chon xuét sac cho
hoat déng xuat khau va phat trién noi
that, nhd moéi trudng chinh tri 6n dinh
va nang luc san xuat ngay cang chuyén
nghiép cla cac nha may. So vd@i Trung

Quéc, Viét Nam c6 Igi thé ré rang vé toc
d6 phat trién san pham, khi cac nha may
tap trung chl yéu & mién Nam. Ching
t6i c6 thé tham hai dén ba nha may trong
mot ngay ma khéng can di chuyén bang
tau hoa hay may bay nhu & Trung Quéc.
Diéu dé gilp rdt ngan dang ké thdi gian
dua san pham ra thj trudng.

Tuy nhién, Igi thé quan trong nhat
chinh 1a tinh minh bach va hgp phép trong
truy xuat ngudn goc go. Tai Viét Nam, cac
nha san xuat st dung go tif cac dén dién
dia phuong nhu gb cao su va gb keo, Ia
nhiing nguyén liéu cho phép ching toi
cung cap day du ching ti ching minh
nguén goéc hgp phap theo cac quy dinh
nghiém ngat nhu EUDR (Quy dinh cla Lién
minh Chau Au vé chéng pha riing) va UKTR
(Quy dinh vé gé clia Vuang quéc Anh).



Ngoai ra, viéc str dung
g6 nhap khau cé ching
tlr day du tir Hoa Ky va
chau Au gitp khach hang
hoan toan yén tam vé
tinh bén vitng cua san
pham. Trong khi d6 &
Trung Quéc, viéc truy
xuat nguén géc la cuc ky
kho khan.

* V6i nhirng Igi thé
dé, Teemo c6 chién
lugc gi dé nang cao gia
tri "Made in Vietham"
trong cac san pham cua
minh?

- Chang téi dang
chuyén dich manh mé
sang chién lugc “Thiét ké
tai Viet Nam”. Hai ndm
trudc, ty 1é nay la 0%,
nhung hién nay khoang
10 - 20% san pham d3
dugc thiét ké bai doi ngii
ngudi Viét Nam. Chilng
toi tap trung dao tao
nhan luc ky thuat va thiét
ké dia phuong dé ho c6
thé tu thuc hién cac mau

thiét ké hodc md réng cac dong san
pham hién cé tr d6i ngii tai Vuong quéc
Anh. Song song dé, ching t6i dang Ung
dung cac phan mém mdi va céng nghé
Al dé hé trg qua trinh nay.

Doi ngl ngudi Viét Nam hién da du
nang luc dam nhan cac thiét ké theo
huéng dan tir xa hoic thuc hién cac phan
md réng dong san pham, chang han
nhu thiét k& thém ghé an hodc ghé dai
dé phdi cing mau ban tr Vuong qudc
Anh. Nhiéu san pham ctia Teemo hién c6
thé noi 1a do ngudi Viét Nam dam nhiém
toan bo, ti khau thiét ké dén san xuat.

* 60 mau san pham méi cho
HawaExpo 2026 la con sé khéng nhéo.
Ong ky vong diéu gi tir lan xuat hién
nay: tim kiém dai tac hay kiém chirng
thi truong?

- HawaExpo 2026 la trong tam trong
chién lugc sap tdi cla ching t6i. Teemo
hién dang phat trién khodng 60 mau san
phdm mdi danh riéng cho héi chg. Su
kién nay |a co hoi dé Teemo khang dinh rd
rang vi thé ctia minh: chding t6i khéng chi
la mét céng ty nudc ngoai dén Viét Nam
dé san xuat réi rdi di. Trong s6 60 mau san
pham méi, khoang 20% sé do chinh doi
ng thiét ké ngudi Viét Nam dadm nhiém.

POI THOAI

VGi Teemo, d6 la cam két cu thé vé viéc
ching t6i dang xay dung mét di san thiét
ké tai day.

* Néu nhin vé 5 - 10 nam téi, 6ng
thay vi tri cia Viét Nam trong chuéi
cung rng ndi that toan cau sé thay doi
nhu thé ndo. Va Teemo muén déng vai
trd gi trong su thay déi d6?

- Viéet Nam dang trén da trd thanh
moét trung tdm san xuat ndi that bén
vitng, khong chi nha chi phi canh tranh,
ma nhd tinh minh bach va én dinh ma rat
it quoc gia c6 thé sanh dugc. Téi ky vong
trong tuong lai, Viét Nam sé lam chu ca
nhitng phan khuc vat liéu phuc tap han
nhu kim loai va thay tinh, la cac linh vyc
hién Trung Quéc van dang dan dau.

Nhung, cudc choi dang thay déi.
V&i Teemo, ching t6i muén 1a céng ty
ching minh rang “Made in Vietnam”
va “Designed in Vietnam" cé thé ding
ngang hang vé&i bat ky thuong hiéu
chau Au nao. Viét Nam la ngi cac doanh
nghiép noi that cé thé xay dung chudi
cung Ung bén viing, la nén tang dé phat
trién 1au dai, va Teemo cam két gan bo
v@i hanh trinh dé.

* Xin cam on 6ng!




TRANSPARENCY MAKES VIETNAM
INCREASINGLY ATTRACTIVE

® Interview by HONG UYEN

KEVIN GUILLAUME, COO OF TEEMO SOUTHEAST ASIA EXPLAINS HOW TRACEABILITY,
DESIGN CAPABILITY, AND SUPPLY-CHAIN EFFICIENCY ARE RESHAPING VIETNAM’S ROLE
IN THE GLOBAL FURNITURE INDUSTRY.

* Most companies
compete primarily
on price, yet Teemo
chooses to invest in
design. What gives you
confidence that this is
the right strategy in
a price-driven global
furniture market?

- Creativity is Teemo's
greatest strength. We
have a team of four in-
house designers capable
of developing exclusive
collections tailored to
individual clients. Beyond
design, we support
retailers throughout
the entire value chain
from sourcing and

concept development to prototyping,
manufacturing, and product quality
control in Vietnam.

Our material portfolio is also highly
diverse, ranging from engineered
and solid wood to combinations with
concrete, metal, ceramics, and glass.
This integrated approach allows us to
deliver differentiated products rather
than competing solely in price.

* China is still widely perceived as
the world’s furniture factory. Yet while
Teemo maintains a design studio in
the UK, its operational headquarters
is based in Vietham. Why?

- Vietnam is an outstanding
location for furniture exports and
development, thanks to its stable
political environment and the

increasingly professional capabilities
of its manufacturing sector.

Compared with China, Vietnam
offers a clear advantage in product
development speed. Most factories are
concentrated in the southern region,
allowing us to visit two or three facilities
in a single day. That would often
require train or air travel in China. This
significantly shortens time-to-market.

More importantly, transparency and
legality in timber traceability represent
Vietnam’s strongest advantage.
Manufacturers here primarily use
plantation timber such as rubberwood
and acacia, enabling us to provide full
documentation that complies with strict
regulations such as the EU Deforestation
Regulation (EUDR) and the UK Timber
Regulation (UKTR).



In addition, imported
wood sourced from
the United States and
Europe comes with
complete certification,
giving customers strong
confidence in product
sustainability. In China,
by contrast, traceability
can be extremely
challenging.

* With these
advantages, how does
Teemo plan to enhance
the value of “Made in
Vietnam” within its
products?

- We are moving
decisively toward a
"Designed in Vietnam”
strategy. Two years ago,
this figure was effectively
zero; today, around 10 -
20% of our products are
designed by Vietnamese
professionals.

We are investing in
training local technical
and design talent so
they can independently

develop new models or expand existing
collections created by our UK team. At
the same time, we are implementing new
software solutions and Al technologies to
support this transition.

Vietnamese designers are now fully
capable of executing designs under remote
guidance or extending product families,
for example, developing dining chairs or
benches to complement table designs
originating from the UK. Many Teemo
products today can genuinely be described
as entirely Vietnamese in execution, from
design through to production.

* Developing 60 new product
models for HawaExpo 2026 is a
significant commitment. What are your
expectations from this participation
- partnership building or market
validation?

- HawaExpo 2026 is a central pillar
of our upcoming strategy. Teemo is
currently developing around 60 new
models specifically for the exhibition.

The event provides an opportunity to
clearly position ourselves in the market:
we are not simply a foreign company
that comes to Vietnam to manufacture
and then leaves. Approximately 20%
of these new products are designed by

CONVERSATION

Vietnamese designers. For Teemo, this
represents a tangible commitment to
building a design legacy here.

* Looking ahead five to ten years,
how do you see Vietnam’s position
evolving within the global furniture
supply chain? And what role does
Teemo aim to play?

- Vietnam is on track to become a
sustainable furniture manufacturing hub,
not only because of competitive costs
but also due to a level of transparency
and stability that few countries can match.

In the future, | expect Vietham to
expand into more complex material
segments such as metal and glass - areas
where China still holds leadership today.

The game, however, is changing.
Teemo aims to demonstrate that
“Made in Vietnam” and "Designed
in Vietnam” can stand alongside any
European brand. Vietnam offers furniture
companies a strong foundation for
building sustainable supply chains
and achieving long-term growth, and
Teemo is committed to being part of
that journey.

GG.NOITHAT



NOI NANG LUC SAN XUAT VIET NAM

PDUOC KIEM CHUNG

2) ANHHONG

DIEN RA TUNGAY
4-7/3/2026 TAI
TRUNG TAM HQI CHQ
VA TRIEN LAM SECC,
HAWAEXPO 2026

LA TIENG NOI KHANG
PINH BUGC CHUYEN
MINH MANH ME CUA
CAC DOANH NGHIEP
(DN) CHE BIEN GO.
TRIEN LAM NAM NAY
PUQC XAY DUNG
NHUMOQT KHONG
GIAN KIEM CHUNG
NANG LUC, NOI CAC
NHA SAN XUAT VIET
NAM TRUC TIEP GXP
GO THI TRUONG
oUOC TE BANG

SAN PHAM, THIET KE
VATU DUY SAN XUAT
CUA CHINH MINH.

rong béi cadnh chudi cung (ng

toan cau dang dich chuyén theo

hudng chon loc va minh bach hon,
HawaExpo 2026 hudng dén viéc dua cac
DN néi that chat lugng cao cda Viét Nam
ti€p can ding nha mua hang, ding thi
trudng va dang phan khdc gia tri.

San choi danh cho nha san xuat
thwe lwe

Ong Tran Lam Son, Tong giam déc
Hawa Development, Uy vién Ban chap
hanh HAWA cho biét, HawaExpo ndm
nay khéng chay theo quy mé dai tra ma
dat chat lugng DN tham gia lam tiéu
chi c6t 18i. Ban t6 chlic da chu dong
sang loc nha trién 1am dya trén ba yéu
t6 xuyén sudt: san xuat tai Viét Nam,
nang luc xuat khau va dinh huéng phat
trién bén viing.

Céch 1dam nay thé hién mong muén
xay dung mét khong gian mang tinh bé
phong, tao diéu kién cho DN néi dia c6
thuc luc ti€p can nha mua hang quéc té
cling nhu khach tham quan cé thé tiép
can truc tiép cac nha san xuit dang tin
cay thay vi phai ty sang loc gitta mét thi
trudng giao thuang rong mé.

Quy mo trién Iam Ién dén han 2.500
gian hang c6 sy tham gia cua 450 DN.
Trong d6 87% la cac nha san xuat Viét Nam,
da trai qua quy trinh thdm dinh nang luc.
Ty lé nay cho thay dinh hudng ré rang
cla ban t6 chiic: uu tién chat lugng thay
vi 56 lugng. "G goc dé nganh nghé, day
khéng chi 1a cau chuyén t6 chirc hdi chg,
ma con 1a sy khéng dinh vi thé ctia cong
déng san xuat Viét Nam, nhitng DN dang
tiing budc xdy dung uy tin bang nang luc
van hanh, tiéu chuan tuan thd va su dau
tu dai han”, 6ng San noi.

Chién lwoc gié tri gia ting

M6t thay d6i dang chu y tai HawaExpo
2026 13 sy xuat hién ngay cang ré nét
clia tu duy phét trién dya trén thiét ké
va nang luc phat trién san pham. Nhiéu
DN khéng con chi chG dcn hang theo
mau ¢6 sdn, ma chd déng tham gia sau
vao qua trinh hinh thanh san pham, tury
tudng, cau trdc dong géi dén gidi phap
t6i uu chudi cung (ng. Su chuyén dich
nay cho thdy nganh néi that Viét Nam
dang chd doéng tham gia sau han vao
chudi cung (ing toan cau, véi vai trd ngay
cang ro nét han trong viéc tao ra gia tri.



Ong DPiang Coéng
Quang, Giam d6c diéu
hanh Forexco Quang
Nam cho biét, cdng ty da
phét trién cac dong san
phdm da nang, két hap
hai hoa gilta khdng gian
ndi that va ngoai that,
cling chién lugc thiét ké
dong géi thong minh
dé mang dén HawaExpo
2026. V@i cong ty, day
chinh la hoat dong chu
luc dé€ gia tang doanh s6
cho ndm mdi.

Xac dinh nang luc
sang tao ndi dia dang
tr& thanh mét phan cda
lgi thé canh tranh, thay
vi chi déng vai trdo ho
trg sdn xuat, Ban t6 chirc
HawaExpo 2006 quyét
dinh md& réng thém 40%
khong gian trung bay
danh cho thiét k& nham
gidi thiéu cac bd suu tap
mdi do déi ngi thiét k&
tai Viét Nam dam nhiém.

Kinh nghiém nganh nghe tao nén
hiéu qua khac biét

M6t diém dang chd y khac cua
HawaExpo 2026 la cach hgi chg dugc xay
dung theo tu duy thj trudng, thay vi don
thuan trung bay san pham. Cac hoat dong
quang ba va két néi giao thuong dugc
dinh huéng theo dac diém tirng khu vuc
xuat khau, tir Hoa Ky, chau Au dén Nhat
Ban, Han Quéc va cac thj trudng mdi néi.

Pay 13 cach lam mang dau &n cua
nhiing ngudi tryc ti€p kinh doanh cung
tham gia vai trd hiép hoi lau ndm: hiéu
hanh vi mua hang, hiéu 4p luc chudi cung
(ing va hiéu nhu cau thuc té ctia DN san
xuat. Nh& vay, hoi chg khéng chi thu hat
khach tham quan ma con nang cao xac
suat két néi thanh giao dich thuc té.

el

=

XUC TIEN THUONG MAI

Song song véi hoat déng trién 1am
13 hé sinh thai hd trg DN dudc t8 chirc
doéng bd. Bao gébm chuang trinh két
n6i B2B tring dich, cac chuyén tham
quan nha may nham xac thuc nang
luc sdn xuat, cung chudi hoi thdo va
dién dan chuyén nganh gitp DN cap
nhat thong tin thi trudng va xu hudng
phat trién.

V&i muc tiéu don khoang 18.000
khach tham quan quéc té dén tu
hon 100 quéc gia va vung lanh thé,
HawaExpo 2026 cho thdy mét cach tiép
can thuc té, tao ra cd héi giao thuong
thuc chat, c6 thé do dém dugc. Chinh
tinh thiét thuc nay dang dan dinh hinh
HawaExpo nhu mét diém hen chién lugc
clia nganh n6i that Viét Nam trong mua
giao thuong thang Ba tai chau A.

.I_ﬂ
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HAWAEXPO 2026:
WHERE VIETNAM’S MANUFACTURING
CAPABILITY IS PUTTOTHETEST

2 ByANHHONG

SCHEDULED FOR
MARCH 4 - 7,2026
AT THE SAIGON
EXHIBITIONAND
CONVENTION
CENTER (SECC),
HAWAEXPO 2026
STANDS AS A CLEAR
AFFIRMATION

OF THE
TRANSFORMATION
UNDERWAY AMONG
VIETNAM’S WOOD
PROCESSING

AND FURNITURE
ENTERPRISES. THIS
YEAR’S EXHIBITION
IS DESIGNED AS

A CAPABILITY
VALIDATION
PLATFORM, WHERE
VIETNAMESE
MANUFACTURERS
ENGAGE
DIRECTLYWITH
INTERNATIONAL
MARKETS
THROUGH THEIR
OWN PRODUCTS,
DESIGNS,AND
PRODUCTION
EXPERTISE.

s global supply chains shift

toward greater selectivity and
. transparency, HawaExpo 2026
aims to connect Vietnam's high-quality
furniture enterprises with the right
buyers, the right markets, and the right
value segments.

A platform for proven manufacturers

According to Tran Lam Son, General
Director of Hawa Development and
Executive Committee Member of HAWA,
this year's exhibition does not pursue
scale for its own sake but places exhibitor
quality at its core. Organizers have
carefully curated exhibitors based on three
key criteria: manufacturing in Vietnam,
export capability, and commitment to
sustainable development.

This approach reflects the intention to
build a launchpad for capable domestic
enterprises to access international buyers,
while enabling visitors to engage directly
with verified manufacturers instead
of navigating a vast and unfiltered
marketplace.

The exhibition will feature over 2,500
booths representing 450 exhibitors.
Notably, 87% are Vietnamese
manufacturers that have undergone
capability verification. This ratio
underscores the organizers' clear direction:
prioritizing quality over quantity.

WJ7) NtERWOOD

“From an industry perspective, this
is not merely about organizing a trade
fair-it is a statement of the Vietnamese
manufacturing community’s position.
These enterprises are steadily building
credibility through strong operational
performance, regulatory compliance, and
long-term investment,” Son said.

A strategy focused on value creation

One of the most notable shifts at
HawaExpo 2026 is the growing emphasis
on design-driven development and
product innovation capability. Many
enterprises are no longer waiting for
orders based solely on buyer-provided
designs. Instead, they are actively
participating in the product creation
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process-from concept
development and
packaging structure to
supply chain optimization
solutions. This transition
reflects Vietnam's
furniture industry taking
a more proactive role in
global supply chains, with
an increasingly defined
contribution to value
creation.

Dang Cong Quang,
Executive Director
of Forexco Quang
Nam, has developed
multifunctional product
lines that integrate indoor
and outdoor living spaces,
combined with smart
packaging solutions,
for presentation at
HawaExpo 2026. For the
company, the exhibition
represents a key driver for
boosting sales in the new
business year.

Recognizing that domestic creative
capability is becoming a competitive
advantage rather than merely supporting
production, the organizers have
expanded the exhibition space dedicated
to design by 40%, showcasing new
collections developed by design teams
based in Vietnam.

Industry Expertise Driving
Measurable Results

Another distinguishing feature of
HawaExpo 2026 is its market-oriented
structure, moving beyond conventional
product display. Promotional and trade
connection activities are tailored to the
characteristics of specific export regions,
including the United States, Europe,
Japan, South Korea, and emerging
markets.

This approach reflects the involvement
of industry practitioners with extensive
association experience-professionals
who understand buyer behavior, supply
chain pressures, and the real needs of
manufacturing enterprises. As a result,

TRADE PROMOTION

the exhibition not only attracts visitors
but also increases the likelihood of
meaningful business transactions.

Alongside the exhibition, a
comprehensive support ecosystem has
been developed, including targeted B2B
matchmaking programs, factory tours
to verify production capabilities, and a
series of seminars and industry forums
to help enterprises stay informed about
market developments and emerging
trends.

With a target of welcoming
approximately 18,000 international
visitors from more than 100 countries
and territories, HawaExpo 2026
demonstrates a practical approach
focused on measurable trade outcomes.
This emphasis on tangible outcomes
is steadily positioning HawaExpo as a
strategic meeting point for Vietnam's
furniture industry during Asia’s key
March sourcing season.




SUDICH CHUYEN
TRONG HANH TRINH
TIM NGUON CUNG
CUA CAC TAP POAN
QUOCTE PANG

PHAN ANH MQOT THAY

POISAUSXC CUA
NGANH NOI THAT
THE GIGL: VIET NAM
KHONG CON LA
PIEM PEN SAU CUNG
MA DA TRO THANH
LUA CHON DAU TIEN.
THEO ONG TRAN
LAM SON, TONG
GIAM POC HAWA
DEVELOPMENT,

UY VIEN BAN CHAP
HANH HAWA, NANG
LUC SAN XUAT, PO
TIN CAY CHUOI
CUNG UNG VA CHIEN
LUQOC KETNOITHI
TRUONG PANG PUA
VIET NAM TIEN GAN
HON TOI VAI TRO
TRUNG TAM

GIAO THUONG MO1
CUANGANH.

* V@i kinh nghiém lam viéc truc
ti€p ciing cac nha mua hang quéc

té, 6ng nhin nhan thé& nao vé vi thé

hién nay cua Viét Nam trén ban do
mua sam noi that toan cau?

- C6 mét sy thay d6i rat dang
ch y ma ching ta can nhin nhan ré.
Khoang 10 nam trudc, cac doan khach
quéc té thudng di theo 16 trinh qua
Singapore, Hong Kéng (Trung Quéc),
Malaysia ré6i mai dén Viét Nam. Tuy
nhién, hién nay xu huéng da dao
chiéu: Viét Nam trg thanh diém dén
dau tién trong hanh trinh thang Ba
cta ho.

Pay la tin hiéu rat tich cuc, cho
thay Viét Nam da chuyén tir mét
diém dirng chan bé sung trd thanh
tam diém chién lugc trong chubi tim
nguén cung toan cau.

VIET NAM

TRUNG TAM CUA NGUON
CUNG UNG NOI THAT

2 MINH HUGNG thuc hién

* Truéc su dich chuyén dé, Ban to
chirc HawaExpo 2026 da trién khai nhirng
chién lugc gi dé thu hat va giir chan nha
mua hang quéc té?

- Chlng t6i dau tu manh vao hoat
déng truyén théng theo tiing dac diém
thi trudng. HawaExpo 2026 tap trung giai
quyét cac diém nghén ciia mé hinh héi chg
truyén théng bang viéc sang loc nghiém
ngat nha trién 1am theo 3 tiéu chi: san xuat
tai Viét Nam, c6 nang luc xuat khau va dinh
hudng phét trién bén viing.

Song song do, ban t6 chiic xay dung hé
sinh théi ho trg nha mua hang nham t&i uu
hiéu qua tham duy. Cu thé, ching téi cung
cap dich vu xe dua don mién phi, hé théng
xe buyt két ndi lién tuc va ho trg 1-2 dém luu
tri cho cac doan mua hang quéc té. Nhitng
nd lyc nay gidp khach hang yén tam lya
chon Viét Nam lam diém dén giao thuong.



* Ong ky vong nhu
thé& nao vé quy mé
va chat lugng nha
mua hang quéc té tai
HawaExpo 2026?

- To6i hoan toan tu
tin rang cac nha mua
hang quéc té sé& quy tu
dong dao tai HawaExpo
2026. Hién ty 1é dang ky
trudc cda nha mua hang
Hoa Ky da tang 35%.
Nhiéu doan 16n tit An
Do, Singapore, Nhat Ban,
Han Quéc, Canada va
Trung Quéc da xac nhan
tham du.

Chung t6i ky vong
dén khoang 18.000
khach tham quan quéc
té dén tir han 100 quéc
gia va vung lanh thé.

* Ngoai hoat dong trung bay,
HawaExpo 2026 tao ra nhirng co ché&
cu thé nao dé doanh nghiép (DN) thuc
su mé& rong kinh doanh va gia tang
doanh s6?

- Quan diém clia ching t6i la bién gian
hang thanh céng cu tao doanh thu. HGI
chg khéng chi diing & trung bay san pham
ma con té chiic cac chuong trinh két noi
B2B tring dich va cac chuyén tham quan
nha may doc quyén, gitp khach hang truc
ti€p xac thuc nang luc san xuat.

Ban t6 chiic cam két déng hanh sét sao,
truc tiép dua cac thp doan mua hang 16n
dén tiing gian hang. Nhiing tp doan hang
ty USD nhu OBI, REWE (BUc) JULA (Thuy
Dién), TJX (Hoa Ky), KINGFISHER (ANH)
hién mdi chi mua khoang 5% tUr Viét Nam,
trong khi phan 16n van nhap tr Trung Quéc.
Pay chinh la nhom khach hang muc tiéu.
Chung t6i s& nd lyc két nGi dé ho nhin thay
ré nang luc thuc té ctia DN Viét Nam.

* Trong béi canh cac mé hinh
kinh doanh méi phat trién manh,
HawaExpo 2026 ho trg DN tiép can
nhirng xu huéng ban hang hién dai
ra sao?

- H&i chg van la méi trudng giao
thuang hiéu qua hang dau cla nganh,
nhung ching t6i khéng gidi han & cach
lam truyén théng. Ban t6 chiic uu tién
ho trg DN ti€p can cac xu hudng mdi
nhu thugng mai dién t xuyén bién gidi.

Théng qua chudi hdi thao chuyén dé,
DN dudc chia sé vé mé hinh B2B2C, D2C,
cach két néi tryc tiép vSi ngudi mua,
cling nhu phuong thic ban hang trén cac
nén tang I&n nhu Amazon hay Wayfair.
DAy 13 cd hoi dé DN khong chi s& hitu
dit liéu khach hang ma con dat dugc cac
giao dich thuyc té& ngay tai su kién.

* V@i nhitng nd luc d6, 6ng ky vong
HawaExpo 2026 sé tao tac dong nhu
thé nao déi véi muc tiéu ting truéng
va ndng tam vi thé€ nganh ndi that
Viét Nam?

- Hién ty 1&é DN Viét Nam tham gia
da vugt 90%, cho thay HawaExpo la
tiéng noi chung khang dinh thuong hiéu
“Make in Vietnam” dang ngay cang dugc
cling c6.

Pay khong chi la sy kién giao thuong
chét lugng cao ma con 1a bé phong dua
Viét Nam vao dung vi thé trén ban doé noi
that toan cau, hudng t&i muc tiéu xuat
kh&u 25 ty USD vao nam 2030. Téi tin DN
tham gia sé gat hai nhiéu thanh cong, s&
hiru nguén di liéu khach hang gia tri va
thiét 1ap dugc quan hé véi nhitng déi tac
chién lugc lau dai.

* Xin cdm on 6ng!

Gk NOITHAT



VIETNAM MOVES CLOSERTO BECOMING
A GLOBAL FURNITURE SOURCING HUB

8) Interview by MINH HUONG

INTERNATIONAL BUYERS ARE INCREASINGLY CHOOSING VIETNAM AS THE FIRST STOP
IN THEIR SOURCING JOURNEYS. ACCORDING TO MR. TRAN LAM SON, GENERAL DIRECTOR OF
HAWA DEVELOPMENT AND MEMBER OF THE HAWA EXECUTIVE COMMITTEE, THE COUNTRY’S
MANUFACTURING CAPACITY, SUPPLY CHAIN RELIABILITY, AND GROWING MARKET-LINKAGE
ECOSYSTEM ARE BRINGING VIETNAM CLOSER TO BECOMING ANEW GLOBAL
TRADE HUB FOR THE FURNITURE INDUSTRY.

* With your direct experience
working alongside international
buyers, how do you assess Vietnam's
current position on the global furniture
sourcing map?

- There has been a significant shift that
deserves close attention. About ten years
ago, international buyer delegations
typically followed an itinerary through
Singapore, Hong Kong (China), and
Malaysia before arriving in Vietnam.
Today, however, the trend has reversed:
Vietnam has become the first destination
in their annual March sourcing trips.

This is an extremely positive signal,
indicating that Vietnam has transitioned
from a supplementary stop to a strategic
focal point in the global sourcing chain.

* In response to this shift, what
strategies has the HawaExpo 2026
Organizing Committee implemented
to attract and retain international
buyers?

- We have invested heavily in market-
specific communications and outreach.
HawaExpo 2026 focuses on addressing
the limitations of traditional trade fairs
by strictly screening exhibitors based on
three criteria: manufacturing in Vietnam,
export capability, and a commitment to
sustainable development.

At the same time, the organizers have
built a comprehensive buyer support
ecosystem to maximize the effectiveness
of buyer participation. Specifically,
we provide complimentary airport



transfers, continuous
shuttle bus connections,
and one to two nights of
accommodation support
for international buying
delegations. These efforts
give buyers greater
confidence in choosing
Vietnam as their sourcing
destination.

* What are your
expectations regarding
the scale and quality of
international buyers at
HawaExpo 2026?

- | am fully confident
that international buyers
will attend HawaExpo
2026 in large numbers.
Pre-registration from
U.S. buyers alone has
increased by 35%. Major
delegations from India,
Singapore, Japan, South
Korea, Canada, and China
have also confirmed their
participation.

We expect to welcome
approximately 18,000
international visitors from
more than 100 countries
and territories.

* Beyond product displays, what
concrete mechanisms does HawaExpo
2026 provide to help companies
expand business and increase sales?

- Our philosophy is to transform
exhibition booths into direct revenue-
generating tools. The fair goes beyond
product showcases by organizing
targeted B2B matching programs and
exclusive factory tours, allowing buyers to
directly verify manufacturing capabilities.

The organizing committee is
committed to working closely with
exhibitors and directly guiding major
buying groups to individual booths.
Billion-dollar retail groups such as OBI
and REWE (Germany), JULA (Sweden), TJX
(United States), and Kingfisher (United
Kingdom) currently source only about
5% of their furniture from Vietnam, while
the majority still comes from China. These
companies represent key target partners,
and we will actively facilitate connections
so they can clearly recognize the real
capabilities of Viethamese manufacturers.

* As new business models continue
to evolve rapidly, how does HawaExpo
2026 support companies in accessing
modern sales channels?

- Trade fairs remain one of the most
effective commercial platforms in the
industry, but we are not limited to traditional

TRADE PROMOTION

approaches. The organizers prioritize
helping companies access emerging trends
such as cross-border e-commerce.
Through a series of specialized seminars,
businesses gain insights into B2B2C and
D2C models, strategies for connecting
directly with buyers, and methods for
selling on major platforms such as Amazon
and Wayfair. This creates opportunities
for companies not only to own valuable
customer data but also to secure real
transactions during the event itself.

* With these efforts, what impact do
you expect HawaExpo 2026 to have on
the growth and global positioning of
Vietnam'’s furniture industry?

- Currently, Vietnamese companies
account for over 90% of exhibitors,
demonstrating that HawaExpo has
become a unified voice affirming the
strengthening "Make in Vietnam” brand.

This is not only a high-quality trade
event but also a launchpad to position
Vietnam firmly on the global furniture
map, contributing to the industry’s goal
of reaching USD 25 billion in exports by
2030. | believe participating companies
will achieve meaningful success, gain
valuable customer data, and establish
long-term strategic partnerships.

* Thank you!
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LA CONG CUTAO DOANHTHU

2) ANHHONG

HAWAEXPO 2026 DIEN RA TUNGAY 4 - 7/3/2026 TAISECC, QUYTY ll(iV 450 NHA TRIEN LAM
VOI12.500 GIAN HANG VA KY VONG DON HU\ 18.000 KHACH QU 6c T i.. PAY KHONG PON THU \]\
LANOI TRUNG BAY MA CON IA COHOI PE DOANHNG HIEP (DN) TIEP C AN THI TRUONG TOAN C AL
TAODOANHTHUT USAN PHAM.
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ai toa dam “From

booth to business

- Chién lugc bién
gian hang thanh cong
cu tao doanh thu” do
Ban t& chiic HawaExpo
phéi hgp té chic, ba
Diane Quetzalli, Giam d6c
Nghé thuat cia Anahua
Concept, da chia sé nhiing
géc nhin thyc tién va sic
bén ma bat ky DN nao
chuén bj tham gia trién
Iam déu can ndm viing.

m

Gian hang la cong cu marketing

Sai 1dm I6n nhat ma nhiéu DN méc
phai 13 xem gian hang nhu mét noi dé
trung bay cac san pham chu luc, san
phdm mdi hay sdn phdm dep nhat.
Theo ba Diane Quetzalli, tu duy d6 can
phai thay déi hoan toan. “Gian hang
phéi dugc thiét k& nhu mot cong cu
marketing chién lugc, véi ba muc tiéu
rd rang: thu hat dung khach hang muc
tiéu, truyén tai ban sic thuong hiéu va
tao ra cac m6i quan hé kinh doanh mai”,
ba nhan manh.

THHH-

Sibark

Pé dat dugc diéu do, viéc chuan bi
phai bat dau tir nhiéu thang trudc khai
mac. T logistics van chuyé&n hang mau,
tha tuc visa cho d6i ng, lich trinh 1ap dat
cho dén ting t& brochure, tiing moén qua
tang... tat ca déu phai dugc |én ké hoach
chi tiét dé dam bao gian hang van hanh
tron tru ngay tU gid dau tién.

Nhiém vu cho tirng mét vuéng

Trong khudn khé dién tich gidi han
nhung phai dén lugng khach 1én dén
hang nghin lugt mdi ngay, thiét k& gian
hang can dugc téi uu hda dén ting



chi tiét. Mot gian hang
hiéu qua, theo ba Diane,
phai c6 du bén khu vuc
chlic nang: diém doén
tiép, khu vuc trung bay
va trai nghiém san pham,
khong gian thuong thao/
héi hop, va kho hau can.
Trong d6, khu kho thudng
bi xem nhe nhat, nhung lai
anh hudng truc tiép dén
hinh anh téng thé. Cac
vat dung ca nhan, tai liéu
quang cdo du thtra hay
mau thi bira bén sé 1am
“lodng"” théng diép truyén
thdng ma DN day cbng
xay dung.

£4

HOICHO
KHONG NEN XEM
LAMOT SUKIEN

RIENG LE, MA PHAI
LAMOT "COT MOC”
TRONG HANH
TRINH MARKETING
DAIHAN CUADN
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Yé&u t6 quan trong
khéng kém la luéng di
chuyén. Khéng gian gian
hang nén dugc thiét ké
md, tranh vach ngan cao
& 16i vao gay bit tam nhin,
Mét luéng di chuyén tu
nhién sé dan dat khach
tham quan di qua thong
diép chinh, dén khu trai
nghiém san pham va két
thic tai diém chét khach,
nadi ma co hoi kinh doanh
thuc su dugc tao ra.

BA DIANE QUETZALLI,
GIAM DOC NGHE THUAT
CUA ANAHUA CONCEPT
CHIASE TAIBUGI TOA DAM

Cudi cung, yéu t6 con ngudi khoéng
thé bd qua. Doi ngli nhan vién chinh 13
bé mat cla thuang hiéu trong suét thoi
gian trién 13m. Ho can dugc huan luyén
k§ ndng “10 gidy chao hdi” di dé gay an
tugng ngay lap tuc véi khach hang va
phan dinh r vai trd tung ngudi trong
quy trinh tiép dén va chuyén giao khach
cho bé phan kinh doanh.

Khong phai diem den
ma la diem cham

M6t tu duy quan trong khac ma ba
Diane Quetzalli nhdn manh: hoi chg
khong nén xem la mot sy kién riéng 1€,
ma phai la moét “cdt méc” trong hanh
trinh marketing dai han ctia DN.

Diéu d6 c6 nghia 1a hinh anh va théng
diép tai gian hang phai théng nhat véi
website, mang xa hoi va cac chién dich
k§ thuat s6. Su thiéu nhat quan, du nhd,
cling sé& khién khach hang kh6 nhan dién
va ghi nhég thuang hiéu.

Bén canh gian hang chu luc tai cac
hoi chg 16n, DN nén xay dung chién lugc
sy kién da tang: cac hoat déng vé tinh,
workshop hay seminar quy mé nhd tai
dia phuong sé gilp duy tri két néi véi
cobng dong va gitr thuang hiéu ludn hién
dién trong tam tri khach hang gitta hai
mua hoi chao.

XUC TIEN THUGONG MAI

“Thu hoach” sau héi chg

Nhiéu DN tr& vé sau hdi chg véi day
danh thiép va dia chi email réi... dé dé.
Day chinh 13 noi co héi bi danh mat.

Theo ba Diane, quy trinh phan loai va
cham séc khach hang tiém nang phai dugc
kich hoat ngay 1ap turc sau khi hoi chg két
thic. Email cdm on, tai liéu bé sung, hay
lich hen 1am viéc cu thé... 13 nhitng budc
khong thé thiéu dé “gilt nhiét” tir cac cudce
gap g& tai hdi chg va chuyén héa ching
thanh hgp déng thuc té.

Ngoai ra, ban than gian hang con cé
thé dugc khai thac nhu mét studio dé
san xuat ndi dung truyén théng cho ca
nam: video t6ng két su kién, case study,
hay cac clip phdng van khach tham quan
déu 1a ngudn ndi dung gia tri cho chién
lugc digital marketing tiép theo.

Va ding bd qua mo6t ngudn tai
nguyén vo6 gia khac: nhitng quan sat
tlr d6i tha canh tranh va phan hoéi truc
ti€p clia khach hang ngay tai san trién
lam. Day la ngudn théng tin tinh bo thi
trudng chinh théng va thuc té nhat ma
khéng c6 nghién cliu ndo cé thé thay
thé dugc. Dat hoi chg vao dang vi tri
clia né, moét mét xich trong hé sinh thai
marketing dai han, DN sé khong chi thu
vé két qua giao thuong trudc mat, ma
con tung budc xay dung dudc uy tin va
vi thé bén viing trén thj trudng quéc té.




THE BOOTH AS A REVENUE-
GENERATING TOOL

2 ByANHHONG

HAWAEXPO 2026 TAKES PLACE FROM MARCH 4 - 7,2026, AT THE SAIGON EXHIBITION

AND CONVENTION CENTER (SECC), BRINGING TOGETHER MORE THAN 450 EXHIBITORS
ACROSS 2,500 BOOTHS AND WELCOMING OVER 18,000 INTERNATIONAL VISITORS. MORE
THANAPRODUCT SHOWCASE, THE EVENT OFFERS COMPANIES A STRATEGIC PLATFORM TO
ACCESS GLOBAL MARKETS AND TURN PRODUCT VISIBILITY INTO TANGIBLE REVENUE.

tthe seminar “From

Booth to Business
. — Strategies to
Turn Exhibition Booths
into Revenue-Generating
Tools," organized by the
HawaExpo organizing
committee, Diane
Quetzalli, Art Director of
Anahua Concept, shared
practical and incisive
insights that any company
preparing for an exhibition
should consider.

The booth as a marketing tool

One of the most common mistakes
companies make is treating the booth
merely as a place to showcase flagship,
newly launched, or visually impressive
products. According to Diane Quetzalli,
this mindset must change entirely.
“"A booth should be designed as a
strategic marketing tool, with three clear
objectives: attracting the right target
audience, communicating brand identity,
and creating new business relationships,”
she emphasized.

To achieve this, preparation must
begin months before opening day. From
shipping sample products and arranging
visas for staff to installation schedules,
brochures, and even corporate gifts, every
detail must be carefully planned to ensure
the booth runs seamlessly from the very
first hour.

Every square meter must serve a purpose

Within limited floor space yet facing
thousands of daily visitors, booth design must
be optimized down to the smallest detail.

EXpPO
TRADE FAIRS
SHOULD NOT
BESEEN AS
STANDALONE
EVENTS, BUT AS
MILESTONES IN A
COMPANY'S
LONG-TERM

MARKETING
JOURNEY



An effective booth, Diane
noted, should include
four functional zones: a
reception point, a product
display and experience
area, a negotiation or
meeting space, and a
logistics storage area.
The storage area is often
overlooked, yet it directly
affects the booth's
overall image. Personal
belongings, excess
promotional materials,
or cluttered samples can
dilute the brand message a
company has worked hard
to build.

Visitor flow is equally
critical. Booth layouts
should remain open,
avoiding high partitions
at the entrance that
block visibility. A natural
circulation path should
guide visitors through the
brand’s core message,
toward product interaction,
and ultimately to the
closing point where real
business opportunities are
created.

Equally important is
the human factor. Staff
members are the face of
the brand throughout the
exhibition. They must be
trained in the "10-second
greeting” technique to
make an immediate
impression and assigned
clearly defined roles in
welcoming visitors and
transitioning qualified
leads to the sales team.

Not a destination, but a touchpoint

Another key principle highlighted by
Diane Quetzalli is that trade fairs should
not be treated as standalone events, but
rather as milestones within a company's
long-term marketing journey.

This means booth visuals and
messaging must align with the company’s
website, social media platforms,
and digital campaigns. Even minor
inconsistencies can make it harder for
customers to recognize and remember
the brand.
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According to Diane, lead qualification
and follow-up must begin immediately
after the show ends. Thank-you emails,
supplementary materials, and scheduled
follow-up meetings are essential steps
to maintain momentum from exhibition
encounters and convert them into actual
contracts.

In addition, the booth itself can
serve as a content studio, producing
communication assets for the entire year:
event recap videos, case studies, and visitor
interviews all provide valuable material for
future digital marketing strategies.

PMA FURNITURE DESIGN

SWEDEN

Beyond flagship booths at major
exhibitions, companies should develop
a multi-layered event strategy. Satellite
activities, workshops, or smaller local
seminars help maintain engagement
with the community and keep the brand
present in customers’ minds between
major trade shows.

Harvesting opportunities after the show

Many companies return from
exhibitions with stacks of business
cards and email addresses only to
leave them unused. This is where
opportunities are lost.

Companies should also not overlook
another invaluable resource: competitor
observations and direct customer
feedback gathered on the exhibition
floor. This is one of the most authentic
and actionable forms of market
intelligence-something no secondary
research can fully replace.

When positioned correctly as
one link in a long-term marketing
ecosystem, trade fairs can deliver not
only immediate business results but
also help companies steadily build
credibility and a sustainable position in
international markets.
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i6ng nhiéu nganh
'héng tiéu dung
khéac, thj trudng

ndi that toan cau dang
budc vao giai doan bién
dong khé ludng.

Thwong hiéu lanh dao:
Tai san chien lwoc bi bo quén

DN Viét Nam, dac biét 1a khéi xuat
kh&u, phai dong thdai giai nhiéu bai toan:
thich nghi v&i nhu cau suy giam, chi phi
logistics bién déng, dong thdi dap Ung
cac rao can thuang mai va tiéu chuan
chuyén déi xanh ngay cang khat khe.
Trong béi canh do, t6i uu san xuat dé
nang cao chat lugng va kiém soat chi
phi chi la moét phan cta |5 giai. DN budc
phai thay d&i tu duy truyén thdng nham
gia ting hiéu qua canh tranh va cling c6
niém tin thi trudng.

l\HI\I‘]\LI ucC SAN XUAT KHONG CON LA L 01 THE DUY ]\'Hi\l
TRUYEN THONG LAVII DAOY, 4%[ HIEN DIEN MINH BAC HDANG
TRG THANH DON BAY GIUP DOANH NGHIEP (DN)NOIT H\l
VIET NAM TAI DINH VI TREN C HUOI CUNG UNG TOAN CAU.

Tai cac tap doan da quéc gia, thuong
hiéu ca nhan cta ngudi lanh dao luén
dugc xem 1a moét phan khong thé tach
rdi cia thuang hiéu DN. Bay khong phai
yéu t6 mang tinh ca nhan, ma a tai san
vé hinh cé thé chuyén héa thanh gia tri
tai chinh, gép phan thu hat nhan tai va
tao Igi thé canh tranh dai han. Tim Cook,
Mark Zuckerberg hay Elon Musk... la
nhitng minh chtng dién hinh cho stic
manh cua thuang hiéu lanh dao.

M&t mé hinh truyén théng lanh dao
hiéu qua can hudng dén ba muc tiéu
c6t 16i: giup déi tac hiéu rd gia tri DN;
ké ciu chuyén bang sy chan thuc dé




tao thién cam; va tu doé
thuc ddy mong muén
hop tac, két néi dai han
v&i DN. Nghta 13, thay vi
ding phia sau b may
van hanh, ngudi lanh dao
can xuat hién nhu mot
dai s thuang hiéu, tao
nén sy hién dién nhat
quan trudc cdng chung.
Su hién dién trén nén
tang s6 hodc tai cac su
kién chuyén nganh trg
thanh chia khéa gitp
tdng cudng két néi véi
khach hang va déi tac
trong b6i canh niém tin
thi trudng ngay cang
mong manh.

T nhén sy
dén “KOL ni b”

Sy phét trién cua
nén kinh té sang tao noi
dung cé nhan (Creator
Economy), nai niém tin
danh cho con ngudi ngay
cang l6n hon té chuc,
dang thic ddy DN chd
trong xay dung thuang
hiéu lanh dao. Tuy nhién,
nguén luc truyén thong
khéng chi nam & cap
quan ly ma con hién dién
ngay trong doi ngl nhan
su noi bo.

Cac giam déc marketing, nha thiét
ké, k§ su san xudt dén céng nhan truc
ti€p... tt ca déu co thé trg thanh nhing
ngudi ké chuyén chan thuc nhat vé DN.
Khi dugc dao tao bai ban, viéc nhan vién
chia sé vé tiéu chuan chat lugng, cam
hing thiét ké hay méi trudng lam viéc
thuc té cé thé tao miic d6 tin cay cao
han nhiéu so véi cac chién dich si dung
KOL bén ngoai.

Khong dung lai & gia tri thuang hiéu,
nganh san xu4t, dac biét 1a ndi that, con
c6 thé hudng Igi rd rét trong tuyén dung.
Trong béi canh ap lyc thiéu hut lao déng
ngay cang I&n, d6i ngli nhan su chinh la
“kénh truyén théng séng”, phan anh chan
thuc méi trudng lam viéc va gidp DN tiép
can ca khach hang Ian (ng vién mét cach
tu nhién nhung hiéu qua.

Cudc dua méi nam &
diem cham néi dung

Khi chu thé truyén théng d ré rang,
yéu t6 quyét dinh tiép theo chinh 13 noi
dung. Trong ky nguyén Al, ngi phan I6n
ndi dung truc tuyén cé thé dugc tao ra
nhanh chéng nhung thiéu cam xdc, tinh
chan thuc (authenticity) trg thanh Igi thé
canh tranh.

DN can uu tién ndi dung géc (original
content), khai thac nhitng cau chuyén
riéng mang hgi thd thuc té tir nha may,
quy trinh ché tac hay con ngudi phia sau
san pham. Day la nhiing gia tri gidu cam
xuc, ¢6 kha nang truyén cdm hing ma
cdng nghé khd sao chép.

XUC TIEN THUONG MAI
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GIOI
SAN XUAT
KHONG CON BU,
DOANH NGHIEP
CANGIOI
HIEN DIEN

Ngudi dung hién dién déng thai trén
nhiéu nén tang tryc tuyén, vi vay chién
lugc nodi dung da kénh 13 diéu tat yéu.
Mét ndi dung chat lugng c6 thé dugc
tuy bién thanh nhiéu dinh dang: video
(TikTok, YouTube), podcast, hinh anh
hodc infographic trén mang xa hoi. Pac
biét, viéc cong bé cac bao cado mini vé
ESG (MGi truang - Xa hoi - Quan tri) hoac
ban dé chudi cung (ing minh bach théng
qua chinh thanh vién ndi bé la phuong
thic hiéu qua dé ké cau chuyén phat
trién bén viing véi cac déi tac quéc té.

Song song dé, thay vi truyén théng
rdi rac, DN can tan dung stic manh céng
hudng tir cac t6 chiic chinh danh nhu cac
hiép h6i nganh nghé (vi du HAWA). Viéc
chia sé lai thong tin uy tin gilp gia tang
d6 xac thuc va nang cao vi thé thong diép
DN. Truyén théng hién dai vi vay khéng
con gidi han trong hdi chg hay cac cudc
gap khach hang, ma phai dién ra lién tuc,
da nén tang va & moi diém cham.

Giau nang luc nhung chua chd trong
truyén théng, da dén lac DN noi that
Viét Nam théi mac “4o0 gam di dém”.
Chi can d&i mai tu duy, két hop gitra gia
tri thuc va chién lugc hién dién chuyén
nghiép, DN trong nganh hoan toan cé
thé xac 1ap vi thé mdi va nang cao vai
trd trong chudi cung (ing toan cau.

M.T ghi
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STEPPING OU'T

OF THE SHADOWS AND INTO

STRATEGIC TRANSPARENCY

s) KHONGLOAN

Strategic Communication Advisor

ike many consumer-

driven sectors, the

y global furniture

market is entering a

period of unpredictable
volatility.

PRODUCTION
EXCELLENCE
ALONEISNO

LONGER ENOUGH.
COMPANIES MUST
ALSO EXCELIN
VISIBILITY

AS MANUFACTURING STRENGTHALONE ISNO LONGER
ENOUGH, LEADERSHIP COMMUNICATIONS AND A TRANSPARENT
PUBLIC PRESENCE ARE BECOMING POWERFUL LEVERS

FOR VIETNAMESE FURNITURE COMPANIES TO REPOSITION
THEMSELVES WITHIN THE GLOBAL SUPPLY CHAIN.

Leadership Branding:
A Strategic Asset Long Overlooked

Vietnamese companies, especially
export manufacturers, are simultaneously
confronting weakening demand,
fluctuating logistics costs, and
increasingly stringent trade barriers and
green compliance requirements. In this
environment, optimizing production
to improve quality and control costs is
only part of the equation. Companies
must also rethink their communications
approach to strengthen competitiveness
and reinforce market confidence.

At multinational corporations,
the personal brand of leadership is
inseparable from the corporate brand.
This is not a matter of individual visibility,
but an intangible strategic asset that
can translate into financial value, attract
talent, and build long-term competitive
advantage. Leaders such as Tim Cook,
Mark Zuckerberg, and Elon Musk
demonstrate how leadership presence
can elevate corporate positioning.

Effective leadership communication
serves three essential purposes: helping
partners clearly understand a company's
value; telling authentic stories that




build trust; and fostering
long-term collaboration.
Rather than remaining
behind the scenes,
leaders must step forward
as brand ambassadors,
maintaining a consistent
and credible public
presence. Visibility on
digital platforms and
at industry events is
increasingly critical to
sustaining connections
with customers
and partners in an
environment where trust
is increasingly fragile.

From Workforce to
Internal Influencers

The rise of the Creator
Economy, where trust
increasingly resides with
individuals rather than
institutions, prompting
companies to invest
more deliberately in
leadership branding. Yet
communication assets
do not reside solely at
the executive level; it
exists throughout the
organization.

Marketing directors, designers,
production engineers, and factory workers
can all serve as credible storytellers
of their companies. When properly
guided, employees who share insights
into quality standards, design thinking,
or real working conditions can generate
stronger trust than traditional campaigns
built around external influencers.

Beyond brand building, this approach
offers clear advantages in recruitment.
As labor shortages intensify, employees
themselves become living communication
channels reflecting workplace culture
and enabling companies to reach both
customers and prospective talent in an
organic and persuasive way.

The New Battleground:
Content Touchpoints

Once the messengers are in place,
content becomes the decisive factor.
In the Al era, where content can be
produced instantly but often lacks
emotional depth, authenticity stands out
as a competitive advantage.

Companies should prioritize original
content rooted in real operations: factory
floors, production processes, and the
people behind the products. These
human-centered stories carry emotional
weight and credibility that technology
alone cannot replicate.

b

TRADE PROMOTION

As audiences engage across multiple
platforms, a multi-channel content
strategy is essential. A single story can be
adapted into various formats, from short-
form video on TikTok or YouTube to
podcasts, photo essays, or social media
infographics. Publishing concise ESG
(Environmental, Social, and Governance)
updates or transparent supply chain maps,
especially when presented by internal
team members, can be an effective
way to communicate sustainability
commitments to international partners.

At the same time, companies
should not communicate in isolation.
Leveraging trusted industry associations
such as Handicraft and Wood Industry
Association of Ho Chi Minh City (HAWA)
helps reinforce credibility and amplify key
messages. Modern communications are
no longer confined to trade fairs or client
meetings. They must be continuous,
multi-platform, and present at every
meaningful touchpoint.

Vietnam'’s furniture manufacturers
possess strong production capabilities,
but many have yet to fully embrace
strategic communications. It is time to
step out of the shadows. By aligning real
operational strengths with a deliberate
and professional presence, Viethamese
furniture companies can redefine their
position and play a more prominent role
in the global supply chain.
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DESIGNS IN US HARDWOODS, EUDR
& THE AHA PLATFORM PRESENTED BY AHEC

VA BAITOANTUANTHU
CUA DOANH NGHIEP

2) QUANG NGUYEN

UNG DUNG
CONGNGHE VE
TINH VA TRI TUE
NHAN TAO, NEN
TANG AMERICAN
HARDWOOD
ASSURED (AHA)

DO AHEC PHAT
TRIEN, PUGC

KY VONG GIUP
DOANH NGHIEP
GO VIET NAM GIAM
CHI PHI TUAN THU,
MINH BACH HOA
CHUOI CUNG UNG
VA DUY TRi LOT THE!
XUAT KHAU SANG
EU VA HOA KY.

au thoa thuén chinh tri dat dugc

vao cubi nam 2025, Lién minh
0Y chau Au da didu chinh lai 16 trinh
trién khai Quy dinh chéng pha riing
(EUDR), dua quy dinh nay budc vao giai
doan chuyén tiép tap trung vao nang
luc thuc thi. Theo 16 trinh mdi, doanh
nghiép 16n du kién phai tuan tha tir ngay
30/12/2026, trong khi doanh nghiép
nhd va vlra ap dung tu ngay 30/6/2027.
Viéc gia han phan anh thuc té rang ca
cG quan quan ly va céng déng doanh
nghiép can thém thdi gian dé€ hoan thién
hé théng dir liéu, ha tang sé va quy trinh
tham dinh trudc khi quy dinh dugc thuc
thi toan dién.

Tri hodn ki thuét, khong thay déi dinh
hwéng chinh sach

Tai hoi thdo “Go cling Hoa Ky trong
thiét ké - Hudng dén EUDR vd&i nén tang
AHA tif AHEC" do HAWA phdi hop AHEC
(H6i déng xuat khau gb cliing Hoa Ky) t&
chutc, cac chuyén gia déu nhan manh viéc
tri hoan khéng déng nghia véi ndi ldng.
EUDR van gilf nguyén yéu cau cét I18i: DN
phai chiing minh san pham khéng lién
quan dén pha rirng, c6 nguén géc hop
phap va truy xuat dudc vi tri dia ly theo
tiéu chuén EU.

o COMG 04 K TROHS -Gu LT sE R LA T M TANG A T AT
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Theo 6ng Rupert Oliver, Giam d6c
Chinh sach moi trudng AHEC, chi phi thu
thap, x{r ly va quan ly dif liéu truy xuat
ngudn goéc cé thé 1én ti hang triéu USD
maoi nam dai vai mot DN 18n. O quy mo
toan cAu, téng chi phi tudn thi EUDR cua
nganh gob dugc udc tinh 1én ti 60 - 70 ty
euro. Con s6 cho thdy EUDR khéng con
la cdu chuyén riéng cla tung thi trudng,
ma | bai toan cau tric cua toan nganh.

Chubi cung (rng phan manh

Mbét trong nhitng thach thlc can ban
clia EUDR ndm & dac thu chudi cung
{ng go toan cau, vén phan manh va
trai dai trén nhiéu khu vuc dia ly. Ong
Rupert Oliver chi ra rang mét container
g6 xuat khdu cé thé lién quan dén tu
16.000 - 30.000 khu vuyc khai thac khac
nhau. Trong b6i canh d6, yéu cau truy
xuat nguén géc dén tiing thira dat cu thé
khong chi lam gia tang chi phi, ma con
tiém &n rdi ro xung dot véi cac quy dinh
vé bdo mat dir liéu tai nhiéu quéc gia.

TU thyc tién nay, AHEC da phat trién
AHA nhu mét giai phap can bang giiia
yéu cau chinh sach va tinh kha thi ctia DN.
Theo 6ng Tripp Pryor, Quan ly Chuang
trinh quoc té€ AHEC, AHA 13 nén tang truc
tuyén cung cap bang chiing khoa hoc va



d liéu minh bach, chitng minh gé cling
Hoa Ky khéng gay phé riing va dugc khai
thac hgp phap.

Diém cot 16i cila AHA 13 viéc ung
dung hinh anh vé tinh d6 phan giai cao
két hgp tri tué nhan tao dé danh gia rui
ro pha riing & cap hat (county) tai Hoa
Ky. Thay vi yéu cau DN cung cap toa do
tling thira dat, diéu gan nhu bat kha thi
v8i chudi cung Ung 16n, AHA sir dung
mo hinh “Smart Geolocation”, cho phép
dap (ng yéu cau EUDR & muc dd phu
hgp, dong thai gidm dang ké chi phi va
rdi ro phap ly.

Viét Nam trong truc dich chuyén
chinh sach thwong mai EU - Hoa Ky

Viét Nam hién 1a thi trudng nhap khau
g6 nguyén liéu tir Hoa Ky tang trudng
nhanh nhat khu vuc. Nam 2024, kim
ngach nhap khau gé va san pham go tu
Hoa Ky dat 316 triéu USD, tdng gan 33%
so v@i nam 2023. Trong nam 2025, Hoa
Ky trd thanh nha cung cap g6 I6n thit hai
cua Viét Nam.

Mbi trudng chinh sach tai thi trudng
Hoa Ky dang thay d&i nhanh chéng theo
hudng siét chat kiém soéat gian 1an xuat
x(r va bao vé chudi cung (ing trong nudc.
Hoa Ky hién van dung déng thdi nhiéu

cdng cu chinh sach thugng mai, trong
do6 c6 Diéu 232 cta Pao ludt M& rong
Thuong mai - dao luat vira dugc Téng
théng Donald Trump gia han 4p dung.
DU chua bj &p thué b6 sung, Viét Nam
van nam trong nhém quéc gia dugc theo
dbi sat vé nguy cd 1an tranh thucng mai.
Diéu nay cho thiy xu hudng quan ly
thugng mai clia Hoa Ky ngay cang dua
trén di liéu, truy xuat va kha nang giai
trinh nguén géc, thay vi chi kiém soat
bang thué quan truyén théng.

Nganh go va ndi that Viét Nam vén
phu thudc I6n vao xuit khau. Viéc tiép
can sdm cac nén tang truy xuat nguén
g6c minh bach, chi phi hgp ly sé& la yéu t6
then chét gidp DN khéng chi “vugt rao”
EUDR ma con la budc chuén bj can thiét
trong béi canh Hoa Ky dang ddy manh
cac chinh sach kiém soat gian 1an xuat x(
va siét chat trach nhiém giai trinh trong
chudi cung (ng.

Khi cac hang rao ky thuat ngay cang
gan chat véi di liéu va minh bach nguén
g6c¢, nhitng DN chuan bi sém sé& khéng
chi bam tru dugc cac thi trudng 16n nhu
EU va Hoa Ky, ma con c6 ¢a héi md réng
thi phan trong mét trat ty thuong mai
dang tai dinh hinh theo hudng “xanh” va
c6 kiém soéat chat ché hon.
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XU HUONG
QUAN LY
THUONG MAI
CUAHOAKY
NGAY CANG DUA
TREN DU LIEU,
TRUY XUAT VA
KHA NANG GIAI
TRINH NGUON
GOC, THAY Vi CHi
KIEM SOAT BANG
THUE QUAN
TRUYEN THONG



AHA AND THE COMPLIANCE CHALLENGE
FORVIETNAMESE WOOD ENTERPRISES

#) By QUANG NGUYEN

LEVERAGING SATELLITE TECHNOLOGY AND ARTIFICIAL
INTELLIGENCE, THE AMERICAN HARDWOOD

ASSURED (AHA) PLATFORM DEVELOPED BY AHEC IS
EXPECTED TO HELP VIETNAMESE WOOD COMPANIES
REDUCE COMPLIANCE COSTS, ENHANCE SUPPLY
CHAIN TRANSPARENCY, AND MAINTAIN EXPORT
COMPETITIVENESS IN THE EUAND U.S. MARKETS.

ollowing a political agreement

reached in late 2025, the

European Union recalibrated the
implementation timeline of the EU
Deforestation Regulation (EUDR), moving
the regulation into a transitional phase
focused on enforcement readiness.

A Technical Delay, Not a Shift in
Policy Direction

Under the revised schedule, large
enterprises are expected to comply from
30 December 2026, while small and
medium-sized enterprises will follow from
30 June 2027. The extension reflects the
reality that both regulators and businesses
require additional time to complete
data systems, digital infrastructure, and
due-diligence procedures before full
enforcement takes effect.

At the seminar "American Hardwoods
in Design - Advancing Toward EUDR with
the AHA Platform from AHEC," organized
by HAWA in collaboration with AHEC
(American Hardwood Export Council),
experts emphasized that postponement
does not mean relaxation. The EUDR
retains its core requirements: companies
must demonstrate that products are
deforestation-free, legally sourced, and
traceable to specific geographic origins
in accordance with EU standards.

According to Rupert Oliver, AHEC's
Environmental Policy Director, the cost
of collecting, processing, and managing
traceability data may reach millions of
U.S. dollars annually for a large enterprise.
At a global scale, total compliance costs
for the wood industry under EUDR are
estimated at €60 - 70 billion. The figures
suggest that EUDR is no longer an issue
confined to individual markets but a
structural issue for the global wood
industry.

Fragmented Supply Chains

One of the fundamental challenges
posed by EUDR lies in the nature of the
global timber supply chain, which is
highly fragmented and spans multiple
geographic regions. Rupert Oliver
noted that a single export container
of timber may involve wood sourced



from between 16,000 and 30,000
different harvesting sites. In this context,
requirements for plot-level traceability
not only increase operational costs but
also create potential conflicts with data-
privacy regulations in many countries.

In response, AHEC developed AHA as
asolution designed to balance regulatory
requirements with operational feasibility
for enterprises. According to Tripp Pryor,
AHEC International Program Manager,
AHA is an online platform providing
scientific evidence and transparent data
demonstrating that U.S. hardwoods are
legally harvested and not associated
with deforestation.

At the core of AHA is the use of
high-resolution satellite imagery
combined with artificial intelligence to
assess deforestation risk at the county
level across the United States. Rather
than requiring companies to provide
coordinates for every individual land
plot-an almost impossible task within
large supply chains-AHA applies a
“Smart Geolocation” model that enables
compliance with EUDR requirements at
a proportionate level of geolocation
precision while significantly reducing
costs and legal risks.

U.S.TRADE
GOVERNANCEIS
INCREASINGLY |
BASED ON DATA, L
TRACEABILITY,
ANDORIGIN &
ACCOUNTABILITY
RATHER THAN
TRADITIONAL

TARIFF

CONTROLS

ALONE

Vietnam Within the Shifting EU-U.S.
Trade Policy Axis

Vietnam is currently the fastest-
growing market in the region for U.S.
timber exports. In 2024, Vietnam
imported USD 316 million worth of
wood and wood products from the
United States, an increase of nearly 33%
compared with 2023. By 2025, the United
States had become Vietnam'’s second-
largest timber supplier.

Meanwhile, the policy environment
in the United States is evolving rapidly
toward tighter controls on origin fraud
and stronger protection of domestic
supply chains. The U.S. government
is deploying multiple trade policy
instruments simultaneously, including
Section 232 of the Trade Expansion Act,
recently extended by President Donald
Trump. Although Vietnam has not been
subject to additional tariffs, it remains
among the countries closely monitored
for potential trade circumvention risks.
This development signals that U.S. trade
governance is increasingly shifting toward
data-driven oversight, traceability, and
origin accountability rather than reliance
solely on traditional tariff controls.
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LEGAL POLICY

Vietnam's wood
and furniture industry
remains heavily export-
dependent. Early adoption
of transparent and cost-
efficient traceability
platforms will be critical-
not only to overcome
EUDR barriers but also to
prepare for increasingly
stringent U.S. measures
targeting origin fraud and
strengthening supply-
chain accountability.

As technical trade
barriers become
increasingly tied to data
transparency and origin
verification, companies
that prepare early will
not only sustain access
to major markets such
as the EU and the United
States but also gain
opportunities to expand
market share within a
global trade order being
reshaped toward a
greener and more tightly
regulated framework.
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TUSHERWIN-WILLIAMS, BENJAMIN MOORE BEN DULUX... PEU DA HE LO
NHUNG SAC MAU MA HQ CHO RANG SE THINH HANH TRONG NAM 2026.

NAM NAY, CO MOT SUPHA TRON THU VI: CAC GAM MAU TRAM, CO CHIEU SAU
CHIEM UU THE NHUNG PONG THOT CONG XUAT HIEN KHA NHIEU GAM
TRUNG TiNH BAT NGO CUNG NHUNG SAC MAU TUOT SANG VUI VE.

o vdi nam 2025, cac

“mau ctia nam” kha
. tram lang véi nhiéu
gam trung tinh &m va
xanh lam nhe, “d6i hinh”
mau sic cla nam 2026
mang cam giac téi han
va kich tinh hon.
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Benjamin Moore: Silhouette

Mau cia nam ma Benjamin Moore
cdng bé |a sac than chi sang trong mang
tén Silhouette. DU nghiéng vé téng téi,
mau san xam nay van mang lai cam giac
séng dong nhu cac gam trung tinh khac
va dem dén sy &m 4p sau lang cho bat
ky khéng gian nao.

La m&t mau son da dung, Silhouette
ching minh réng cac gam t6i c6 thé
phUu hgp v3i tat ca cac mua trong nam.
Silhouette tach khoi nhiing lién tudng
u t6i va am dam thudng gan véi mau
xam; sac nau espresso an bén trong
khién mau son nay cho cdm giac nhu
mau dat va day mdi goi.

Néu két hgp Silhouette vai cac chat
liéu hitu co nhu gb, da cam thach va da
ty nhién sé tao su tuong phan vai dat.
Néu muén cé vé ngoai vui tugi hon,
ngudi dung co thé dua thém vao mau
vang va cac gam mau phu hgp vdi xam
dam nham tao nén mot téng thé vira
séng doéng vura tinh té.

e
2
E
2
w
I
H
I
z
=

Sherwin-Williams: Universal Khaki

Nam gitta mau be va nau sam,
Universal Khaki (SW 6150) ctia Sherwin-
Williams thudc gam trung tinh “phé
quat”, la cach hoan hao dé dua sac mau
nhe nhang vao khéng gian séng.

DAy la mot sac cat dam vira phai, giau
sac d6 nhung van diu, tao cam giac yén
tinh ma van hién dién. Vé dep cua sic
Khaki ndm & tinh linh hoat. Tuy nhién, van
nén can nhac cac mau két hgp dugc véi
mau be dé ddm bao bang mau téng thé
dat dugc su can bang va hai hoa.
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Valspar:
Warm Eucalyptus

Mau luc dudng nhu
Ia lya chon phé bién cua
nam 2026. Trong s6 nhiéu
sac xanh d3 dudc cong
bé, diéu khién Warm
Eucalyptus (8804-28F)
cuia Valspar n6i bat chinh
la cac sAc xam tram nhat
an bén trong. Dugc xem
la mot trong nhitng mau
luc dep nhéat trong danh
sach nam nay, sac xanh
trung dd nay mang dén
mot cach dién giai méi
mé cho mau cay x6 tham
c6 dién quen thudc.

Sue Kim, giam déc
tiép thi mau sic cua
Valspar, cho biét: “Warm
Eucalyptus khong chi la
mot sac do luc xinh dep,
ma con phan anh cam
giac yén binh trong ngoi
nha ctia minh. Cac sac 4m
tao nén bau khéng khi
viing chai, chao dén, dong
thdi lay cdm hing tir thién
nhién va sy than thudc
cla thiét ké hoai c6. Day
Ia mau sic lam tdng cam
giac phuc héi va bén bi".

ANH: VALSPAR

Graham & Brown: Divine Damson

Mot sac da quy tram khéac, Divine
Damson, la mau nam 2026 cua Graham
& Brown. Bay la gam dé nau hoan hao,
giau d6 dam, khién né trg thanh lya chon
ly tudng cho nhiing thang lanh.

Viéc dua cac gam mau t6i vao khong
gian nha & c6 thé khién nhiéu ngudi dé
dat, nhat 1a khi ban mdi lam quen Vi
bang mau tram, nhung vé thanh lich vugt
thdi gian ctia Divine Damson khién n6 trg
thanh Iya chon hién nhién néu ban muén
tao chiéu sau cadm xuc cho khéng gian.

ANH: GRAHAM & BROWN

C2 Paint: Epernay

L4y cam hing t&r cdc mau c6 dién
clia thé ky trudc, Epernay (C2-639) cla
C2 Paint la m&t gam trung tinh v&i chiéu
sau va ca tinh ro rét.

Pugc dat theo tén mot ngdi lang Phap
néi tiéng vdi kién trac moéc mac, Epernay
la s4c mau goi nhé dén rugu champagne
véi sac vang m. Nha thiét ké ndi that va
chuyén gia mau sac Philippa Radon cua
C2 chia sé: "C2 Epernay tU lau d3 gan lién
v6i anh hudng cta chau Au va nay dang
dan xuét hién trong thiét k& ducng dai
nh& bau khdng khi ¢6 dién, linh hoat cua
né. Gam mau lich sif nay nhac ching ta
tran trong nhitng dau &n c& nhan lam nén
mot ngbi nha thyc sy cla riéeng minh va
séng vdi 1dng tén kinh danh cho nhiing
cau chuyén ma ta dang tao ra moi ngay”.

THIET KE

Minwax: Special Walnut

Special Walnut mang dén cam gidc mdi
mé |a I&p hoan thién t6i gian, khuyén khich
viéc trang tri vai 96 va tan dung t6i da cac
bé mat ty nhién. Lisbeth Parada, quan ly
tiép thi mau sac ciia Minwax, cho biét: “Lay
cam hing tu sy yén binh clia nhiing khong
gian quen thudc va vé duyén dang cua
vt liéu tai ché, Special Walnut giup ngudi
dung cham lai, thi nghiém diéu mé&i mé
va sang tao vdi sy tu tin".

ANH: MINWAX

Dugc thiét ké cho cac tdng go, Special
Walnut c6 nhiéu sac do khac nhau. DU
ban dang céi tao d6 noi that hay mat
ban, I6p hoan thién v8i mau sac nay
cling s& mang lai chiéu sau va dé béng
cho moi bé mat.

Dulux: The Rhythm of Blues

Mau nam 2026 cta Dulux la mot bo
ba sac lam, trong d6 cé Free Groove, xanh
hoang gia ruc r, Slow Swing, séc navy c6
dién, va Mellow Flow, lam nhat diu nhe.

ANH: DULUX

@J.
-
Vifa giau tinh ngiu hiing vira mang
nét c6 dién, bd suu tdp mau lam cua
Dulux phu hgp v&i moi khong gian, du
la trang tri phong khach truyén théng
vGi mau xanh navy truyén théng, hay tao
diém nhan manh mé cho nha bép bang
xanh hoang gia ruc ré.
(Nguén: homesandgardens.com)




FROM DEEP
CHARCOALS AND
GROUNDED GREENS
TO EXPRESSIVE
BLUES, LEADING
PAINT BRANDS
REVEAL THE HUES
THEY BELIEVE WILL,
DEFINE INTERIORS
IN 2026. '
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BENJAMIN MOORE

THE MOOD OF 2026,

OLDIN COLOR

s) ByDIEPAN

rom Sherwin-

Williams and

Benjamin Moore to
Dulux, major paint makers
have unveiled the shades
they believe will define
interiors in 2026. This
year's selections reveal
a compelling balance:
deep, atmospheric tones
take the lead, while
unexpected neutrals and
uplifting accents bring
moments of lightness
and optimism.

Compared with 2025, when warm
neutrals and soft blues dominated
Color of the Year announcements, the
2026 palette feels more dramatic and
emotionally resonant, embracing depth,
grounding, and quiet confidence.

Benjamin Moore: Silhouette

Benjamin Moore’s Color of the Year,
Silhouette, is an elegant charcoal-
inspired gray that conveys both strength
and subtle warmth. Though firmly rooted
in the darker spectrum, it retains the
liveliness of a neutral, enriching interior
with a sense of intimacy and calm.

Remarkably versatile, Silhouette
challenges the notion that darker tones
belong only to colder seasons. Gentle
espresso undertones soften its intensity,
lending the color an earthy, welcoming
quality rather than a somber one.

Paired with organic materials such
as wood, marble, or natural stone,
Silhouette creates a natural, earthy
contrast. Introduced alongside warm
metallics or muted yellows, it can
also feel unexpectedly vibrant while
maintaining sophistication.

Sherwin-Williams: Universal Khaki

Positioned between beige and brown,
Universal Khaki (SW 6150) by Sherwin-
Williams embodies the idea of a truly
adaptable neutral. Its rich sand tone
introduces color with restraint, offering
presence without overwhelming the
space.

Its appeal lies in its flexibility. Whether
paired with soft creams, natural woods,
or deeper accent tones, Universal
Khaki helps establish interiors that feel
balanced, calm, and enduring.

C2 PAINT

SHERWIN-WILLIAMS
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Valspar:
Warm Eucalyptus

Green continues its
strong presence in 2026,
and Warm Eucalyptus
(8804-28F) from Valspar
stands out for its
understated complexity.
Subtle gray undertones
soften the hue, offering
a contemporary
interpretation of the
familiar sage palette.

Sue Kim, Valspar's
Director of Color
Marketing, describes it as
more than a decorative
choice: “Warm Eucalyptus
reflects a sense of
calm within the home.
Its warmth creates a
grounded, welcoming
atmosphere while
drawing from nature and
the familiarity of heritage
design. It supports a
feeling of restoration and
resilience”

GRAHAM & BROWN

Graham & Brown: Divine Damson

A rich, jewel-like red-brown, Divine
Damson, selected for 2026 by Graham &
Brown, introduces emotional depth and
timeless elegance. Its richly saturated
tone makes it especially suited to intimate
spaces or colder seasons, where darker
palettes create warmth and enclosure.

While darker colors can feel intimidating,
Divine Damson'’s refined character makes
it an accessible entry point, adding both
drama and sophistication.

C2 Paint: Epernay

Inspired by historic European hues,
Epernay (C2-639) from C2 Paint is a
neutral infused with personality. Named
after a French village known for its rustic
architecture, the shade evokes the warm
golden tones of champagne.

Interior designer and color specialist
Philippa Radon notes that its enduring
appeal lies in its heritage: “C2 Epernay
carries a distinctly European sensibility
and is finding renewed relevance in
contemporary interiors. It reminds us to
honor the personal narratives that make
a home meaningful”
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Minwax: Special Walnut

With Special Walnut, Minwax
highlights the enduring appeal of natural
wood. The finish encourages a minimalist
approach, allowing material authenticity
to take center stage.

Inspired by the quiet comfort of familiar
spaces and the character of reclaimed
materials, Special Walnut encourages
users to slow down, experiment, and
create with confidence. Whether applied
to furniture or architectural elements,
it reinforces the connection between
interior design and nature.

Dulux: The Rhythm of Blues

For 2026, Dulux introduces The Rhythm
of Blues, a trio of shades reflecting
different emotional tones: Free Groove, a
vibrant royal blue; Slow Swing, a timeless
navy; and Mellow Flow, a soft, airy blue.

Balancing spontaneity with tradition,
the palette adapts effortlessly across
interior styles. From grounding a living
room in deep navy to energizing a
kitchen with bold blue accents, these hues
demonstrate the enduring expressive
power of blue.

Taken together, the colors of 2026
signal a move away from purely decorative
use toward a more architectural role. Deep
neutrals, muted greens, and layered wood
tones are increasingly used to define
structure, emphasize material qualities,
and shape emotional experience. Rather
than dominating attention, color becomes
a framework-supporting the textures,
forms, and materials that ultimately define
how a space is perceived and lived in.



KIT MICROSOFT
CHON GO KY THUAT

2) HONG MINH

icrosoft dang

xay dung nhiing

trung tam dir liéu
(data center) dau tién
sir dung gb ghép 16p
chéo (cross-laminated
timber - CLT) két hop véi
thép va bé téng trong
moé hinh két cau lai tai
bang Virginia (Hoa Ky).
Theo tinh toén ctia doanh
nghiép, giai phap nay co
thé giup giam t&i 35%
lugng carbon tich hdp so
véi két cau thép truyén
théng va khoang 65% so
véi bé tdng duc sén.

Khi trung tam div lidu tim dén go

D6i vai nganh xay dung, day khong chi
Ia cAu chuyén vat liéu thay thé ma 1a su
dich chuyén trong tu duy thiét ké. Trung
tam d liéu von dugc xem la loai céng
trinh “nang”, v&i yéu cau dé 6n dinh cao,
tai trong 16n va tiéu chuin an toan khat
khe. Viéc dua gb ky thuat vao ha tang
cdng nghé cao cho thay muc dé trudng
thanh méi clia vat liéu gb cong nghiép.

DPoéng lyc phia sau dén tir cac cam két
khi hdu. Microsoft dat muc tiéu trd thanh
doanh nghiép “carbon dm" vao nam 2030
va x6a bod toan bé lugng phat thai lich
sif vao nam 2050. Tuy nhién, khi quy mé
trung tam di liéu tang nhanh, phat thai
gian tiép tu vat liéu va chudi cung (ing lai
trd thanh thach thic 16n nhat, dac biét 1a
thép va xi mang, hai nganh phat thai cao
hang dau thé gidi.

SUBUNGNO
CUATRUNG TAM
DU LIEU TOAN
CAUPANG KEO
THEO NHU CAU
KHONG LO VI
VAT LIEU XAY
DUNG, PONG
THOIPAT
NGANH CONG
NGHIEP TRUGC
AP LUC GIAM
PHAT THAI NGAY
CANG LON.

Theo Dién dan Kinh t& Thé gidi,
san xuat thép chiém khoang 7% lugng
phat thai carbon toan cau, con xi mang
khoang 8%. Viéc chuyén déi sang thép
hodc bé téng carbon thap van déi mat
chi phi dau tu 16n va phu thuéc manh vao
nguén nang lugng sach. Trong béi canh
dé, g6 k§ thuat néi lén nhu mét giai phap
kha thi han vé mat thuang mai.




Bwéc tien cua vat liéu
g6 cong nghiép

CLT dudc san xuéat
bang cach ghép 3-916p
g6 xép vudng géc rdi ép
thanh tdm I&n, thudng sur
dung g6 van sam, théng
hoac linh sam Douglas.
C4u trdc nay gidp vat
liéu dat d6 6n dinh kich
thudc cao, chiju luc tot va
nhe han dang ké so véi
bé tong.

Khac v&i quan niém
truyén théng, gb khai k§
thuat khéng phai vat liéu
dé chay. Khi chiu nhiét do
cao, CLT tao 18p than bé
mat dong vai tro nhu 16p
cach nhiét tu nhién, giup
duy tri kha nang chiu luc
lau hon nhiéu cau kién
thép khong dugc bao vé.

Trong thiét ké trung
tam dit liéu cta Microsoft,
CLT dugc st dung dé thay
thé€ mot phan két ciu
san va tran von tiéu thu
lugng 16n bé tong.
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M6t I6p bé tdng moéng van dugc bé sung
nham tang kha nang chéng nudc va doé
cling bé mat, nhung téng thé céng trinh
nhe han, gidm nhu cau thép két cau va tur
dé6 giam dang ké lugng carbon tich hap.
DPiém quan trong ndm & ché CLT
khoéng chi la vat liéeu xanh ma con la
san pham cé mdc dé céng nghiép hoa
cao. Cac tdm gb dugc gia cong chinh
Xac tai nha may, van chuyén dén cong
trudng dudi dang cau kién hoan
thién, gilp rat ngan thsi gian
thi cong va giam sai s6 lap
dung. Pay vén yéu té
ngay cang quan trong

L4

XU HUGNG

Viéc mét tap doan cdng nghé quy mé
toan ciu dua CLT vao ha tang hyperscale
(siéu 16n) cling mang y nghta thj trudng
dang ké. Theo cac k¥ su két cau tham

gia du an, nhitng doanh nghiép c6
quy mé dau tu I6n nhu Microsoft
¢6 kha nang doéng vai tro “ngudi

m& dudng”, thic day tiéu

v@i cac dy an quy mo YlENCDUAA cbuénA,hé?.véxmi’j rénAg nhu
I&n. Trong béi canh phét GQ KY THE\JAT cau doi V?I 90 I\(y thlﬂat' ,
ti8n bén viig 13 di hoi VAO HATANG  Xuhung ndy khong chi
chinh yéu, viéc dap (ing CONG NGHE CAQ gich Aharj trong ngf\hh ong
dudc cac yéu cau trén CHOTHAY MUCDO nghe\. Ll,nh wic giao duAc' Y
nghia 13 duong di cua TRUGNG THANH té€ va cac cong trinh céng

CLT dén cong trinh xay
dung ngay cang thuan
Igi hon.

Co hoi mé rong

So v@i vat liéu truyén théng, CLT
hién van cé chi phi cao hon va doi hoi
luc lugng thi cong ¢ kinh nghiém. Tuy
nhién, véi cac du an quy mé I&n nhu try
sd doanh nghiép hodc trung tam dir liéu,
lgi thé vé thai gian xay dung, gidm nhan
cong va tinh 13p lai trong san xuat
gitp téng chi phi trg nén canh
tranh hon.

Mg’mcUAvAT LIEU
GO CONG NGHIEP

cOng tai Hoa Ky va chau

Au cling dang gia ting su

dung mass timber (g6 khoi)

nham dap Ung tiéu chun

phat trién bén virng. Khi nhu

cau tang, chudi cung tng gé

k§ thuat - tir rirng tréng, ché bién

dén san xuat cau kién - c6 cg hdi budc

sang giai doan phat trién mdi vai gia tri

gia tdng cao hon so véi san pham gb
truyén théng.

o] goc do6 dai han, lua chon cua
Microsoft cho thay gé khéng con chi
la vat liéu ndi that hay nha & thap tang.
Véi su ho trg clia cdng nghé ché bién va
thiét k& hién dai, go ky thuat dang tiing
budc tham gia vao nhom vat liéu két
cau chu dao cua kién trac cdng nghiép

thé hé mdi.
GG NOITHAT



THE GLOBAL
EXPANSION OF

DATA CENTERS IS
DRIVING ENORMOUS
DEMAND FOR
CONSTRUCTION
MATERIALS

WHILE PLACING
THE INDUSTRY
UNDER GROWING
PRESSURE TO
REDUCE EMISSIONS.

icrosoft s

building its first

two data centers
incorporating cross-
laminated timber as part
of a hybrid structural
system combining wood,
steel, and concrete in
the U.S. state of Virginia.
According to the
company, this solution
can reduce embodied
carbon by up to 35
percent compared
with conventional
steel structures and by
approximately 65 percent
compared with precast
concrete.

WHEN MICROSOFT
CHOOSES MASS TIMBER

8) ByHONG MINH

When Data Centers Turn to Wood

For the construction sector, this
is not merely a story of material
substitution but a shift in design
thinking. Data centers have long
been considered heavy infrastructure,
requiring exceptional stability, high load
capacity, and strict safety standards. The
use of engineered wood in high-tech
facilities signals a new level of maturity
for industrial wood materials.

Corporate climate commitments are a
key driver behind this transition. Microsoft
has pledged to become carbon negative by
2030 and to remove all its historical emissions
by 2050. However, as data center capacity
expands rapidly, indirect emissions from
materials and supply chains have become
the company's greatest challenge, particularly
steel and cement, which rank among the most
carbon-intensive industries globally.

According to the World Economic
Forum, steel production accounts for about
7 percent of global carbon emissions, while
cement contributes roughly 8 percent.
Shifting to low-carbon steel or concrete still
involves significant investment and depends
heavily on access to clean energy. In this
context, engineered wood is emerging as a
more commercially viable solution.



The Advancement of Industrial
Wood Materials

CLT is produced by bonding three
to nine layers of lumber arranged
perpendicular to one another and
pressing them into large structural
panels. Common species include spruce,
pine, and Douglas fir. This structure
provides excellent dimensional stability,
strong load-bearing performance, and
significantly lower weight than concrete.

Contrary to traditional assumptions,
mass timber is not inherently vulnerable to
fire. When exposed to high temperatures,
CLT forms a protective char layer that
acts as natural insulation, allowing it to
maintain structural integrity longer than
many unprotected steel components.

In Microsoft's data center design,
CLT replaces portions of floor and
roof structures that would otherwise
require large volumes of concrete. A
thin concrete topping is still applied to
improve water resistance and surface
durability. Even so, the overall structure
is lighter, thereby reducing structural
steel requirements and significantly
lowering embodied carbon.

Equally important, CLT is
not only a sustainable material

but also a highly industrialized WOODIN
product. Panels are precision HIGH-TECH
manufactured in factories and INFRASTRUCTURE
delivered to construction sites as SIGNALS A NEW
ready-to-install components. This LEVEL OF MATURITY
approach shortens construction FOR INDUSTRIAL
timelines and minimizes WOOD MATERIALS

installation errors, which is
increasingly critical for large-scale
projects. As sustainability becomes

a central requirement, CLT's ability

to meet both environmental targets
and construction efficiency demands is
accelerating its adoption.

Expanding opportunities

Compared with conventional
materials, CLT still involves higher
upfront costs and requires experienced
construction teams. However, in large
projects such as corporate campuses or

OF ENGINEERED

data centers, advantages in construction
speed, reduced labor demand, and
repeatable manufacturing processes
can make total project costs more
competitive.

The decision by a global technology
company to adopt CLT in hyperscale
infrastructure carries significant market
implications. Companies with investment
capacity on the scale of Microsoft can
act as pioneers, helping accelerate
standardization and expand demand for
engineered wood.

This trend extends beyond the
technology sector. Schools, hospitals, and
public buildings across the United States
and Europe are increasingly adopting
mass timber to meet sustainability
targets. As demand rises, the engineered
wood supply chain, from plantation
forests to processing and component

THE USE

TRENDS

manufacturing, has the
opportunity to enter a
new phase of higher
value creation compared
with traditional wood
products.

In the long term,
Microsoft's decision
demonstrates that
wood is no longer
confined to furniture
or low-rise housing.
Supported by advances
in manufacturing and
structural design,
engineered wood is
steadily becoming one
of the primary structural
materials for the next
generation of industrial
architecture.




SAN XUAT & PHAN PHOI B

€% HUYHOANG

H q I Q H Tréi qua hon 45 nam phét trién, Khoa Huy Hoang khdng ngimg nd luc

Italian in Style - Security in Mind

véi khat vong dua san pham mang thuong higu HUY HOANG dén moi gia dinh Viét.



XU HUGNG

DAT CUOC DAI HAN
CHO KHOA HOC VAT LIEU

s) PHANMINH

TUBAI'TOAN BE MAT CUANGANH GO XUAT KHAU PEN NO LUC CHUAN HOA KY THUAT
SON MAI CONG NGHIEP THAY THE SON MAI TRUYEN THONG, SON HOA VIET DANG
THU MO RAMOT CACH TIEP CAN MOL, NOTNANG LUC VAT LIEU MO1 TRO THANH
LOI THE CANH TRANH CUA CA CHUOT SAN XUAT.

Bat dau tir bai toan cua ngwdi dung

"Chung t6i xac dinh khoa hoc ky thuat va chat lugng
san phu la nén tang cét 16i cho moi hoat déng phat trién.
D6 khong phai 1a chi phi cAn dong dém”, dng Nguyén
Van Phan, nha sang lap Son Hoa Viét, chia sé. Theo 6ng
Phan, quyét dinh nay xuat phat t&r nhu cau thuc té cla
thi trudng. Nhiéu nganh céng nghiép trong nudc dang
can cac giai phap son pha t6t hon, tién tién hon, nhung
phan 1&n van phu thudc vao san pham nhap khau hoac
ch&p nhan nhiing gidi han ky thuat clia cac hé son c.

Nganh gb xuat khau la vi du ré nét. Viét Nam hién
ndm trong nhém qudc gia xuat khau dé gb I&n nhat thé
gidi, véi téc do tang trudng duy tri & mic hai con s6
trong nhiéu ndm. Tuy nhién, I16p phu bé méat van thudng
dugc xem la diém yéu ky thuat, tir kha ndng bam dinh,
mang san bj luu mui, hién tugng 6 vang theo thdi gian
dén d6 cling chua dap (ing tiéu chuan cda cac thi trudng
cao cap. “Nhiing han ché nay khién san pham Viét gap
bat Igi khi ti€p can phan khdc noi that cao cap tai chau
Au va Hoa Ky”, 6ng Phan nhan dinh.

Thay vi canh tranh truc dién véi cac thuong hiéu quéc
té & thi trudng dai tra, Hoa Viét tap trung vao phan khic
B2B cong nghiép, nai doanh nghiép can giai phap ky
thuat han la thuang hiéu. Cong ty lua chon cach lam viéc
déng hanh véi khach hang, tham gia sau vao quy trinh
san xuat dé cling cai thién chat lugng bé mat, don gian
héa thi cdng, t6i uu chi phiva gidam tac déng maéi trudng.

Sau nhiéu ndm nghién clu, doanh nghiép phat
trién dong son 2K thay thé hé PU truyén théng, cling
hé phu trg gém 2K ba |6t mau trdng chuyén dung cho
g6 nhan tao MDF c6 dé phti gap 2 lan son 2K 6t thong
thudng va dong san béong cao dat do ciing 4H-5H, super
lacquer theo tiéu chuan danh gia cta nganh néi, ngoai
that xuat khau.

Bai toan khé hon: Son mai truyén thong

Néu nganh gb tugng doi rd rang vé mat ky thuat,
thi son mai lai dat ra mot thach thiic khac, 1am thé nao
dé tiéu chuan hoa chat lugng va quy trinh san xuat ma
khéng lam mat di gi tri van hda von co.

HE SINH THAI SAN PHAM

Bén canh cac dong san phuc vu nganh go va sén mai, Son
Hoa Viét con phaét trién nhiéu hé son déc th nhu son thay
thé son tinh dién, hé son 1K, son sdy cho nganh 6 to va cac
bé mat kim loai khé bam dinh nhu inox, dong, nhom va
thép ma kém.

@ mang dan dung, doanh nghiép cung cap giai phap son dan
dung tién Igi HV thay thé hé son dau alkyd truyén thong va
dong san thong minh ap dung cho nganh sen xay dung tich
hgp kha néing chéng néng, chéng tham, huéng téi kha néng
thay thé cac hé son xay dung acrylic ngoai that truyén thong
va hé son epoxy cho nganh son tau bién.




Ba Nguyén Huong Nga, nha sang lap Huong Nga
Fine Art, cho biét nganh son mai my nghé Viét Nam
dang diing trudc nghich ly, sén pham mang gia tri tham
my va ban sac cao, nhung khé ma réng quy mé do phu
thudc nhiéu vao tay nghé thi cong va thdi gian san xuat
kéo dai. D6 bén cong nghiép ciing 1a rao can khi san
pham tiép can cac thj trudng xuat khiu yéu cau cao vé
van chuyén va st dung.

Tiép can thach thic ndy, Son Hoa Viét phat trién hé
san ky thuat cé thé tich hgp vao quy trinh san mai, iing
dung I6p phu béng dat dé cliing 4H-5H nham tang do6
bén ma van gilr dugc tham my dic trung ctia san pham.
Theo &ng Phan, néu hudng di nay dugc nhan réng, cac
lang nghé san mai cé thé nang cao nang luc canh tranh
ma khéng can ti bd ban sic san xuat truyén théng.

Nam 2025, Hoa Viét dugc cong nhan ky luc vé hé san
théng minh tich hgp kha ndng chéng néng va chéng
tham cho nganh xay dung. Ong Phan dang hudng tdi
mot ky luc tiép theo trong linh virc son mai cdng nghiép
vao nam 2026, san pham 3 két qua cua ng dung khoa
hoc ky thuat trong d&i m&i sang tao. “Niém tin clia khach
hang B2B thudng dén tUr thuc chiing hon 1a quang ba”,
6ng Phan néi.

Viéc theo dudi cac chiing nhan va ky luc, theo éng,
la cach tao ra nhitng bang chiing céng khai, c6 thé kiém
chiing vé nang luc k§ thuat. Xa han, néu mét giai phap
vat liéu dd t6t dugc hinh thanh, Igi ich khéng chi diing
lai & nha san xuat san ma con lan tda tdi toan bo chudi
gia tri, tr xudng go, cd sd thi cdng my nghé dén cac
doanh nghiép xuét khiu cubi cling.

FROM ADDRESSING SURFACE-COATING
CHALLENGES IN THE EXPORT WOOD
INDUSTRY TO STANDARDIZING
INDUSTRIAL LACQUER PROCESSES AS AN
ALTERNATIVE TO TRADITIONAL LACQUER,
HOAVIET IS PURSUING A LONG-TERM
STRATEGY CENTERED ON MATERIAL
SCIENCE-ONE IN WHICHADVANCED
MATERIAL CAPABILITIES BECOME A
COMPETITIVEADVANTAGE FOR THE
ENTIRE PRODUCTION VALUE CHAIN.

Starting with the End-User Problem

“We define science, technology, and coating
quality as the core foundation of all development
activities. They are not costs to be measured, but
investments in long-term capability,” said Nguyen
Van Phan, founder of Son Hoa Viet. According to
Mr. Phan, this decision stems directly from market
demand. Many domestic industries require more
advanced coating solutions, yet most still depend
on imported products or accept the technical
limitations of older coating systems.

The export wood sector illustrates this clearly.
Vietnam ranks among the world's largest exporters
of wooden furniture, sustaining double-digit
growth for many years. Yet surface finishing remains
a technical weak point-from adhesion performance
and lingering odor in paint films to yellowing
over time and insufficient hardness to meet the
standards of premium markets. “These limitations
place Vietnamese products at a disadvantage when
entering the high-end furniture segments in Europe
and the United States,” Mr. Phan noted.



TRENDS

FROM SURFACE CHALLENGES TO
MATERIAL SCIENCE LEADERSHIP

s) ByPHANMINH

Rather than competing head-on with international
brands in mass markets, Son Hoa Viet has focused on
the industrial B2B segment, where companies prioritize
technical performance over brand recognition. The
firm works alongside customers, participating deeply
in their production processes to improve surface
quality, simplify application, optimize costs, and reduce
environmental impact.

After years of research, the company developed
a two-component (2K) coating system designed to
replace traditional PU systems. The portfolio includes
a specialized white 2K undercoat filler for engineered
wood (MDF) with twice the coverage efficiency of
conventional 2K primers, as well as high-gloss coatings
achieving hardness levels of 4H-5H - classified as “super
lacquer” under export interior and exterior finishing
evaluation standards.

A More Complex Challenge: Traditional Lacquer

If the wood industry presents relatively defined
technical requirements, lacquerware poses a different
and more complex question: how to standardize quality
and production processes without eroding its inherent
cultural value.

Mrs Nguyen Huong Nga, founder of Huong Nga Fine
Art, observed that Vietnam's lacquer craft sector faces a
paradox. Its products possess strong aesthetic identity
and cultural heritage, yet scaling production remains
difficult due to heavy reliance on manual craftsmanship
and extended production timelines. Industrial durability

also becomes a barrier when products enter export
markets with strict requirements for transportation
resilience and long-haul usage.

To address this challenge, Son Hoa Viet has
developed a technical coating system capable of
integrating into traditional lacquer production processes,
applying high-gloss finishes with hardness levels of 4H-
5H to enhance durability while preserving the distinctive
aesthetic qualities of lacquerware. According to Mr Phan,
if scaled effectively, this direction could enable lacquer
craft villages to strengthen competitiveness without
abandoning their traditional production identity.

In 2025, Son Hoa Viet received national record
recognition for a smart coating system integrating
heat-insulating and waterproofing capabilities for the
construction sector. Mr Phan is now targeting another
milestone in industrial lacquer technology in 2026 - a
product positioned as the result of applied material
science and technological innovation. “In the B2B market,
trust is built more on demonstrable performance than
promotion,” he emphasized.

Pursuing certifications and technical records, he added,
is a way to create publicly verifiable evidence of engineering
capability. More broadly, when a material solution reaches
sufficient maturity, its benefits extend beyond coating
manufacturers to the entire value chain-from wood
factories and craft workshops to exporting companies.

PRODUCT ECOSYSTEM

In addition to coatings for wood and lacquerware, Son Hoa
Viet has developed specialized systems such as coatings that
replace powder coating systems, single-component (1K)
systems, and bake-cured coatings for automotive sector and
solutions for difficult-to-adhere metal surfaces, including
stainless steel, copper, aluminum, and galvanized steel.

In the consumer segment, the company offers HV-branded
convenient household coatings as alternatives to traditional
alkyd oil-based paints, along with smart coating systems for
the construction sector that integrate heat-insulating and
waterproofing properties. These solutions are positioned
to replace conventional exterior acrylic systems and epoxy
coatings used in marine applications.
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cmb International Timber Solutions

CONG TY TNHH INTERNATIONAL TIMBER
SOLUTIONS VIET NAM

10C dudng s6 9, phudng Binh Trung,

Thanh phé H6 Chi Minh

Linh vuc hoat déng: Go théng xé sdy (nguyén liéu)
Dai dién: Thomas Creveau

Dién thoai: 0333 502 221

Email: Thomas.creveau@itslimited.com.au
Website: https://www.itslimited.com.au/

HOI VIEN MO

CONG TY TNHH BUREAU VERITAS
CONSUMER PRODUCTS SERVICES VIET NAM
L6 C7-C9, Khu cong nghiép Cat Lai - cum Il (giai
doan 1), Phudng Cat Lai, Thanh phé H6 Chi Minh
Linh vuc hoat dong: Thugng mai - Dich vu

Dai dién: D6 Thi Tram Anh

Dién thoai: 02837 421 604

Email: bvcps_info-vn@bureauveritas.com

Website: https://www.bureauveritas.vn/

Fony

REDWOOD VN CO.LTD

CONGTY TNHH THACH DO DN

T6 16, &p 4, xa Vinh Tan, huyén Vinh Cl,
tinh Déng Nai

Linh vuc hoat déng: Ché bién go

Dai dién: D6 Thi Nga

bién thoai: 0908 880 869

Email: ruby@redwingco.com

Website: http://redwood.com/

WVl

CONG TY BAO HIEM PVITHONG NHAT

LAu 9, Toa nha Phugng Long, 506 Nguyén Binh
Chiéu, phudng Ban C&, Thanh phé H6 Chi Minh
Linh vuc hoat déng: Thuong mai - Dich vu

Pai dién: Hoang Chi Hoa

bién thoai: 0908 141 559

Email: Hoahc@pvi.com.vn

Website: https://pvithongnhat.com/

F¥1 INSURANCE CORPORATION
ﬁm VT TRARSG SHAT INSURANCE COMPANY
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;hi 21x30cm

hat Iuong cao
hat hanh 2 thang/tap

# Phat hanh mién phi dén hoi vién

NOITHAT

l} Dimensions: 21x30cm

l} High quality color printing

l} Releasing 1 issue every 2 months

- luang phat hanh: 2.000 cudn/tap l} Releasing 2,000 copies per. issue

# Free release to HAWA members

BANG GIA QUANG CAD

= Pt Low s | e | o | sissues | o | KOATUOC
m (Giam/Off: 5% | (Giam/Off: 9%) | (Giam/Off: 12%) | (Giam/Off: 15%)

(O BIA 2 / SECOND COVER 15.000.000 | 14.250.000 13.650.000 13.200.000 12.750.000 21x30 cm
(] BIA 3 / THIRD COVER 15.000.000 | 14.250.000 13.650.000 13.200.000 12.750.000 21x30 cm
a BIA 4 / LAST COVER 18.000.000 | 17.100.000 16.380.000 15.840.000 15.300.000 21x30 cm
= TRANG RUOT / FULL PAGE 9.000.000 | 8.550.000 8.190.000 7.920.000 7.650.000 21x30cm
m NUA TRANG / HALF OF PAGE 5.500.000 5.225.000 5.005.000 4.840.000 4.675.000 21x 15 cm
L CHAN TRANG / FOOTER 2.500.000 2.375.000 2.275.000 2.200.000 2.125.000 21 x4 cm
E E?éi onli.ne trén website HAWA. 5.000.000 4.750.000 4.550.000 4.400.000 4.250.000

< Online article on the HAWA website | ojine: By viét t6i da 900 chit kém 3 hinh / Online: Maximum 900 words, accompanied by 3 images

-

QUYEN LOI TRUYEN THONG

QUYI:EN LI 1 TRANG | 3 TRANG | 6 TRANG | 9 TRANG | 12 TRANG GHI CHU
BENEFITS 1ISSUE | 3 ISSUES | 6 ISSUES | 9 ISSUES | 12 ISSUES NOTES
Banner trén website HAWA 1thang | 3thang | 6 thang 1 nam Kich thudc / Ad Dimensions:
m Banner on the HAWA Website 1 Month | 3 Months | 6 Months 1 Year 1.200 x 330 pixel
h Dat logo vi tri bang danh du tai Van phong HAWA 6 thang | 10 thang 1 ndm
B | Logo placement on the Honor Board at the HAWA Office 6 Months | 10 Months 1 Year
Bat brochure quang ba tai Van phong HAWA 3thang | 6thang | 9théang 1 nadm
m gidi thiéu dén cac déi tac, DN 3 Months | 6 Months | 9 Months 1 Year
z Brochure display at the HAWA Office for introduction
m to partners and businesses
m Tin PR. Tin ngan gidi thiéu DN dang trén 1 bai 2 bai 3 bai 5 bai N6i dung hinh @nh do DN thutc hién,
website HAWA, facebook, zalo group 1 Article | 2 Articles | 3 Articles | 5 Articles | HAWA duyét n6i dung
< PR News. A short company introduction published Content and images are provided by the company
on the HAWA website, Facebook page, and Zalo group e Sl 1o (RS ppiov
n Trang PR dang trén an phdm G& & Néi Thét 1trang | 2trang | 4trang | NGidung hinh anh do DN thuc hién,
m PR Page published in Go & Noi That 1 Issue 2 Issues 4 Issues HAWA duyét ndi dung
All content and images are provided by the company
: and subject to HAWA's editorial approval
Email marketing 1 email | 2 email 3 email [ Gui dén 1.000 DN d6i tac cia HAWA. N6i dung
do DN thuc hién, HAWA duyét n6i dung
Distributed to 1,000 HAWA partner companies.
All content is provided by the company and subject
to HAWA's editorial approval

Danh cho doanh nghiép quang c4o &n phdm Go & Noi That / Applicable to businesses advertising in Go & Noi That

s

Email: info@hawa.org.vn

Hotline: 0902 507 770



(a) CONG TY TNHH HAO HUNG

Gig tot!

Cch&at luong
VUOG U101

4+ Cung Ung nguyén liéu van chat lugng cao,
chéng &m, chiu nudc.

4+ Dap ing moi quy chuan cac trong nudc
va thi trudng qudc té. Than thién moéi trudng.

4+ Phong ph lya chon.
D6 réng 1én dén 1.220mm
x 2.440mm do day tu
5mm-25mm.

4+ Cac mat Birch vai

chét lugng t6t nhat.

4+ 30 chi nhanh toan quéc.
4+ Nang lyc cung Ung:
MDF 14.000m3/thang;

Van ép: 16.000m?3/thang.

NHA MAY VAN MDF VA BOT 501 GO

L6 H4-H5, KM2, Budng BT 769,

KCN Dau Gidy, xa Dau Gidy, tinh Déng Nai
Hotline: (0251) 3772004

Ms. Triéu: 0975 263 068

Mr. Thao: 0986 757 539

Email: haohungdaugiay@gmail.com
haohung09@yahoo.com

@ www.haohungwoodchip.com

NHA MAY VAN EP FLYWOOD

Thén Bong Binh, xa Binh San,
tinh Quang Ngai

Hotline: (0255) 3852 950

Ms. Triéu: 0975 263 068

Ms. Suang: 0398 053 190
Email: hhlagng@gmail.com
haohung09@yahoo.com

BOT SO1GO



GRASS
RCOTS

Handcrafied In Vietnam

TUYEN HIEP LOI

Handwoven Indoor & Qutdoor
Furniture Stylist

Artfully crafted from synthetic wicker, natural rattan, and rope.

2 4 s 9

20+ Years OEM/ODM Handwoven Export
Manufacturing Services Craftsmanship Worldwide
Experience

CONTACT US Phone: +84 91929 3945 (Whatsapp, Viber)
El [=] Email: info@grassrootsvietnam.com
Website: www.grassrootsvietnam.com

Factory: No.70, Street 9, Tan Tien Hamlet, Cu Chi, Ho Chi Minh City, Vietnam
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Sach chuyen vé quang cao, sach khong ban





