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Vietnamese domestic trip destination
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17%

13%

19%21%

15%

15%

Once / month and more Once / 2 month
Once / 3 month Once / 6 month
Once / 12 month Less than once / 12 month
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30% enjoy domestic Vietnam trip at least once / 3 month, 
including someone who enjoy the trip monthly
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17% 19% 15% 16% 14%
22%

13% 15%
10% 11% 13%

12%

19% 17%
22% 19% 21%

16%

21% 23%
18%

11%

24% 23%

15% 13%
17%

19%

16% 10%

15% 14% 17% 24%
11% 15%

TOTAL ' 20-29 30-39 '' 15M and lower 15-30M 30M and higher

Once / month and more Once / 2 month Once / 3 month Once / 6 month Once / 12 month Less than once / 12 month

By Gender By household income
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Da Nang
43%

Phu Quoc
39%

Da Lat
37%

Sapa
29%

Hoi An
27%

27

Hanoi
25%

Nha Trang
23%

Hochiminh
22%
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Da Nang
45%

Phu Quoc
45%

Da Lat
37%

Sapa
33%

Hoi An
27%

Hanoi
27%

Nha Trang
27%

Can Tho
16%
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Da Nang
40%

Phu Quoc
34%

Da Lat
37%

Sapa
24%

Hoi An
26%

Nha Trang
18%

Ho chi minh
23%

Can Tho
12%
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20-29 30-39 Ha Noi
Ho Chi 
Minh

15M and 
lower

15-30M
30M and 
higher

Da Nang 43% 46% 39% 40% 45% 39% 39% 52%
Phu Quoc 39% 37% 41% 34% 45% 26% 40% 51%
Da Lat 37% 38% 36% 37% 37% 34% 35% 44%
Sapa 29% 28% 29% 24% 33% 21% 25% 42%
Hoi an 27% 27% 27% 26% 27% 25% 25% 32%

Age Area Household income

TotalCity
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66%

56%

55%

55%

46%

46%

39%

39%

34%

Good nature

Good / unique culture

Good food selection

Unique / special food

Good accommodation

Relaxed atmosphere

Good cost

Good entertainment

Good historical area

Nature, culture and food are main reasons for choosing the 
destinations

!"#F</(#/4)#(<)#4)/1%*1#'%4#(<)#1)6)3(2%*1#%'#(<)1)#
32(2)1>7?@ABC= 9



@#7#/)%,4*$#(.,4*()*(*A7(4/#
B*-/'*3'/$%'.*)1/"*(-'1&%'-%.%)/%0'05%'/*'#**0'(1/5&%A'>$".%'!*"'C('$1-'1'5("45%''
,%&)%,/"*('1-'/$%')"/7'*3'#**0'D'5("45%')5./5&%'

10



B#.)%4()%,4*.#7#/)%,4*$#(.,4*:85*),0*+#.)%4()%,4.>
Good nature and good food selection are the main reason for choosing Danang, Phu Quoc 
while Dalat and Sapa is choosen for its nature and relaxing atmosphere
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67%

41% 40% 37% 37% 33%

Good nature Good food
selection

Unique /
special food

Good
entertainment

Relaxed
atmosphere

Good accom-
modation

Phu quoc (N=138)

62%
52%

42% 37% 35% 32%

Good nature Relaxed
atmosphere

Good food
selection

Good accom-
modation

Good / unique
culture

Unique /
special food

Da lat (N=130)

64%
50% 45% 42% 36% 29%

Good nature Relaxed
atmosphere

Unique /
special food

Good / unique
culture

Good food
selection

Good cost

Sapa (N=101)

62%
43% 39% 38% 38% 30%

Good nature Good food
selection

Good accom-
modation

Good / unique
culture

Unique /
special food

Relaxed
atmosphere

Da Nang (N=149)
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The main reason for choosing those destinations are quite different. When Hoi An is chosen 
for its culture, Hanoi is famous for its unique food and culture while Nha Trang is chosen for 
its nature and people choose HCM for its food selection
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52% 48% 43% 41% 39% 36%

Good / unique
culture

Good food
selection

Good nature Good cost Unique /
special food

Good accom-
modation

Hoi An (N=93)

48% 45% 40%
31% 26% 25%

Unique /
special food

Good / unique
culture

Good food
selection

Good
historical area

Good cost Good nature

Ha Noi (N=89)

69%

44% 43% 40% 38% 31%

Good nature Good food
selection

Unique /
special food

Good accom-
modation

Good / unique
culture

Unique
act ivities

Nha Trang (N=80)

45% 37% 34% 33% 33% 33%

Good food
selection

Good
entertainment

Good accom-
modation

Unique /
special food

Good / unique
culture

Good night
entertainment

Ho chi minh (N=76)
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Technology-oriented market 
research services to better the 
market finding with speed and 
high quality

Field staff management SaaS to 
digitalize your field operation for 
better market understanding and 
the performance



Understand market better and easier 
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About our market research

Quantitative 
research

Retail audit / Mystery 
shopping

Expert 
interview

Focus group 
interview

Home 
use test

Central 
location test

Desktop
research

Industry
research
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Recruit the best candidate from 500K respondents, with a 
clear profile background and behaviors, supporting both 
of B2B and B2C demands

Experienced moderators and interviewers who are familar 
with your industry to get the insight and comprehensive 
market understandings 

High quality facilities nationwide to coduct the interviews 
with comfort. Full facilities even for the attendance from 
remote via online 
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We support a variety of customers in the representative industries

• Quality: 100% data is validated via our dedicated QA team + Tech-based quality control
• Speed: Speedy data collection & analysis with no middlemen in he operaiton
• Cost: Competitive cost due to the lean operaton

Our representative customers



Digitalize your fieldwork for better business
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Sales / PO management Retail audit

Field report / incident report

Location management Merchandising management

Route management Survey management News / E-learning
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Proven track record. Ready for the regional launch for the bigger pies.
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Q&Me is provided by Asia Plus Inc.

https://qandme.net
Contact us:

Tel: 02839 100 043
Email:  info@qandme.net 30
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