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Mobile World Investment Corporation (MWG)

YTD MAY 2018 – MONTHLY UPDATE
KEY HIGHLIGHTS

• MWG recorded net revenue of VND37,080 billion, online revenue of VND4,578 billion and net profit after tax of

VND1,289 billion for the first 5 months of 2018, equivalent to YOY growth of 43% in terms of net revenue,

110% in terms of revenue online and 44% in terms of NPAT.

• The company achieved 43% net revenue target, 46% online revenue target and 50% NPAT target of FY2018.

• Dien May Xanh – DMX (including Tran Anh) contributed 56% of the net turnover, following by the contributions

of The Gioi Di Dong - TGDD with 41% and Bach Hoa Xanh - BHX with 3%.

• The revenue of phones, tablets, laptops and accessories grew up by approx. 19% compared to same period

last year. These products are sold in all TGDD, DMX and Tran Anh stores. Due to the conversion of some

TGDD stores to mini DMX stores, the YOY net revenue growth of mobile phone chain was approx. 4%

• The revenue of electronics, white goods and small appliances increased by approx. 91%. Consumer

electronics chain continuously showed the remarkable YOY net revenue growth of approx. 88%.

• From the beginning of 2018, The Gioi Di Dong stores that meet criteria of traffic, sales and expansion

possibility to be converted into Dien May Xanh mini have doubled their previous revenue before the time of

conversion.

• For the first time since its inception, Bach Hoa Xanh chain’s turnover exceeded 300-billion per month hurdle.

With 372 stores at 20/24 districts of HCMC, Bach Hoa Xanh reached VND324 billion net revenue in May,

equivalent to the average turnover per store of over VND800 million (calculated only for the stores having at

least 30 full days of operation).

• Profit margins of all chains has been maintained and improved in line with the annual targets of 2018.
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NET REVENUE 
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YTD PERFORMANCE SNAPSOT (JANUARY TO MAY 2018)

FINANCIAL DATA

Financial summary 

VND billion YTD17 YTD18 Growth 2018 % completion

Revenue 25,933 37,080 43% 86,390 43%
In which:

TGDD 1,061       14,692   15,273   

DMX 720          10,943   20,581   

BHX 372          299        1,201     

BigPhone 10            25         

Net profit 896      1,289   44% 2,603   50%

Online revenue 2,181   4,578   110% 10,000 46%

Stores

Actual Target

ONLINE REVENUE            

growth in YTD 2018

compared to YTD 2017

NPAT growth in 

YTD2018 compared

to YTD2017

NET REVENUE target 

(VND86,390 billion)

was achieved

ONLINE REVENUE 

target (VND10,000 

billion) was achieved

NPAT target 

(VND2,603 billion)

was achieved
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Total: 2,163 storesTotal: 1,447 stores

Revenue growth rate by categories 

YTD2018 – YTD2017

Mobile phones, tablets, laptops 

and accessories
19%

Electronics, white goods 

and small appliances

Fresh foods and FMCG products 302%

91%
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Note: For presentation purpose, DMX included Tran Anh’s figures after MWG successfully acquired Tran Anh Digital World JSC in 1Q18

Revenue growth rate by chains 

YTD2018 – YTD2017

YTD2018 REVENUE ANALYSIS

Revenue breakdown
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Mobile World Investment Corporation (MWG)

INTRODUCTION OF NEWSROOM FOR INVESTORS

In addition to the IR email at investor@thegioididong.com, we would like to introduce to all investors and

stakeholders new tab in our website mwg.vn named “Newsroom”. This collects and presents the latest analyst

reports, news and articles about MWG from the top securities firms, newspapers and other media channels;

main investors’ queries and official responses from MWG.

We hope this Newsroom would provide timely information from various sources with different point of views to all

of MWG’s current and potential investors so that you will have comprehensive information for your assessments.

Please note that we may not present some inquires that are too detailed relating to our business secrets or

irrelevant in this tab.

Disclaimer: MWG is not responsible for the absolute accuracy and completeness of the data presented in our

official responses since they are collected from different sources and some data may be unaudited or may

involve incompletion. Also please note that all the analysis or official responses from MWG is not for the purpose

of selling or buying any stocks, options, future and derivatives. The investors should be entirely responsible for

their own investment decisions.

For your convenient reference, we will enclose MWG’s first analysis about Bach Hoa Xanh in the following pages

in this monthly report.

Please follow the most updated news about us at: https://mwg.vn/faqs/

Regards,

MWG IR Team

mailto:investor@thegioididong.com
mailto:trang@mwg.vn
https://mwg.vn/faqs/
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MWG | WILL BACH HOA XANH DESERVE TO BE THE                    

KEY GROWTH DRIVER FOR THE GROUP IN THE NEAR FUTURE? 

We understand that when MWG announces Bach Hoa Xanh (“BHX”) as the main pillar of MWG’s growth from

2020 onwards, BHX will attract a lot of public attention on the chain’s operational and financial performance.

MWG started piloting the “modern wet market” BHX concept in late 2015 with the key differences from the

convenience stores in terms of target customers, product range and price strategy. BHX is a minimart/food-store

chain with the size of 150-300 sqm per store, specializing on fresh foods and daily basic needs. These stores

are located in the secondary streets on the way when people go back home and in residential areas. Each store

has 2000-3000 SKUs, of which, the fresh category contributes for approx. 1/3 of sales value. BHX is aimed to

offer wide range of fresh, high-quality and traceable-origin products, at very competitive price compared to the

traditional wet market and mom-and-pop grocery stores. All BHX stores with hygiene space will be located in

accessible locations. With these unique features, BHX model is unlike other convenience stores in Vietnam that

offer “ready-to-eat” products and packaged foods, comfortable seating areas to the young and white-collar

workers who are willing to pay premium for these services.

From 47 stores by end of 2016, BHX has expanded aggressively (1 new store in 1.5 days) to become the largest

mini-mart/ food-store chain in Vietnam with 283 stores by end of 2017. According to AC Nielsen, BHX has

surpassed other well-established minimart/food-store chains in Vietnam by store count (Quarter by Numbers –

Asia Pacific 4Q17). In terms of revenue, BHX was in Top 2 mini-mart/ food-store chain in 2017, according to

Euromonitor’s report and MWG’s own estimation (Retailing in Vietnam, 2017).

(Please see the next page)
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After making the strategic change in slowing down the store expansion and focusing on the store sales, we have

recorded positive growth in the average monthly revenue per store of over VND800 million (~US$36,000) in May

2018 (calculated for all stores that have at least 30 full days of operation). We decided that the ideal new outlets

should be located in the secondary streets (not the commercial streets) in order to drive good customer traffic

and generate sufficient revenue for aiming at break-even point at the stores. Consequently, we delay the earlier

plan of thousand stores penetrating deeply into residential areas and adjust the expansion target up to 500

stores in HCMC by end of 2018. Thanks to this timely decision, 100% of the newly-opened stores since April

2018 recorded approx. VND1 billion (~US$45,000) average monthly revenue per store. We also push for

converting the stores that have not yet reached their full potential in generating sales into “Fresh meat, fresh

fish” model with the wider range of over 150 fresh SKUs. As a result, these stores have recorded approx. 20%

higher traffic and revenue than the normal ones.

In term of operational efficiency, our statistics show that BHX chain served around 4.5 million transactions in May

2018, equivalent to 1 successful transaction per 2 minutes (assuming full capacity in operating hours from

6:30am to 9:30pm).

In term of profitability, the gross profit margin (“GPM”) has increased from 12% in 2017 and 14% in 1Q18 to

nearly 16% in May 2018 (after deducting the wastage and losses). This GPM improvement is on-track to reach

18% in the next 6 months for EBITDA break-even at store level. The improvement of GPM mainly comes from

lower COGS because of better bargaining power for large order and the trust of manufacturers and suppliers on

BHX brand.

Although the chain recorded loss at store-level, the loss is still insignificant compared to almost other grocery

retail chains in Vietnam. BHX is continuing the effort to refine its controlling system and optimize tools for more

effective operation management.

(Please see the next page)
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MWG | WILL BACH HOA XANH DESERVE TO BE THE                    

KEY GROWTH DRIVER FOR THE GROUP IN THE NEAR FUTURE? 

When penetrating into new business, most retailers would suffer significant losses in years to scale up their

chains as fast as possible for gaining market shares. At MWG, we decides to expand BHX chain only after we

fine-tune the winning formula and the existing stores reach EBITDA break-even point at store level. With this

cautious approach, we aim to (1) ensure the benefits of MWG’s long-term investors well-protected and (2)

develop a new growth driver for MWG in the most sustainable way.

Referring to the regional case study of Alfamart, this minimart/food-store chain is currently accounting for

approx. 40% market share in Indonesia. It took Alfamart 5 years since its inception in Oct 1999 to turn the

business into profitable stage with the first announced net profit after tax in 2005 of several hundred thousand

dollars. In that year, Alfamart revenue was US$280 mil and GPM was approx. 15% with more than 1,200

stores. In 2017, Alfamart achieved US$4.5 billion revenue and maintain approx. 20% GPM with more than

10,000 stores nationwide. Despite its proven business model and years of successful operation experience in

Indonesia market, when Alfamart entered into Philippine in 2014, the group expected to be break-even in the

middle of 2017 (Alfamart annual reports and official news release).

In BHX, we build our trust by actively listening to customers’ feedbacks, acknowledging the mistakes and

quickly making adjustments with the aim of offering excellent shopping experiences to our customers. We

strongly believe in the success of BHX in Vietnam’s huge potential grocery retail market with the estimated size

of US$65 billion and 90% of the market share belongs to traditional wet market and mom-and-pop stores.




