i v

i G

-

- (] - S "
y: i %) PR
1 R e
i =
o .
F
-.l. . +
& P
i e T L
B e
v AR

e

o

ights
The New Self-Expression

of Viethamese Youth

Qlins

.
»



Vietham Youth & Sports Insight

SUMMARY

Vietnamese youth increasingly view sports not just as
exercise, but as a form of lifestyle and self-expression.

They want to look sporty and live actively, yet there
remains a significant gap between aspiration and action.
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— 475 Grade-6 students in GO VAp District

ONLY

S6.8%

met WHO’s daily activity guideline
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—— HCMC Secondary Student Study (2023, PubMed)

—— 475 adolescents aged 12 in HCMC
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of moderate-to-vigorous activity.
Below WHO’s 60-minute recommendation

A
Lo

e

B i CHESLEIVEOES Vietnamese youth agéd 6-17 %p
— 918 university students aged 18-22 2 A / E A ng:

Ehs ThiaN
TOP MOTIVATIONS i
1</
© RECREATION

: 'l ._.|.._: -
Achieve recommended 5%

o g activity levels / R
3 I° HEALTH P s
°°I SoclAL Lok =

& conNEcTION B 3 8

Females value health more;
Mmales value social bonding

— \/NU-HCM Sports Motivation Study (2025)

Use activg transport to school

Sportswear consumers
MARKET VALUVUE REACHED

$ I I3Q9M (UsS) T o B 7 Active Healthy Kids Glopai:"'_ih__iancé
driven by “rising youth engagement in DT | /1= o 2022 DUbISTEE 2R

sports & fitness lifestyle”
IMARC Vietham Athletic Footwear Market Report (2024)
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~ Vietnamese Gen Z love sports
 as alifestyle, but don't always

ove like athletes.

+

Sports have evolved into a medium
-— for self-expressmn, community
and style.
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Sport asalifestyleidentity =~ = sl
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EXercise for aesthetics,
not endurance

Barriers: time &
environment

'I. kb
ﬂ:ﬂi*“? Tf?i{r"r_'a:;;;q-;;;
i i

-I-la-‘ ‘.-:?"*1

I‘L‘-—"-" H T dry,
jiishizing iﬁw
4 2 Iiw

J -uru




, g

sregieqis L

i

H 2
5 ) <
4+ L o N S 12
g O '— C o - 0O @®
© m— rt eG S .. LY
n =T == | @ o
£ 5 & é T O 0 + 0
n U hko pr toJUoJ
B 0] > O 8.C v T e
b ) A e w E 2L O i e Q>
C I é TSRO AR Gl e, 5 O : o e
s §2s 0 D g&& ! = v 237%
i ' N o O vy ' Q=
p ((v] o _Li8 .|r_|h
O o ' — ~ ' O un ' ey 2
P ©r QI OF: SRR Q © . o9
LR d,‘Ua,.m ' - O . GCRONE
2 USRI DIBEE LS | <) : £ < F
S WV CUE s B GpEs | 32 “ S G
= Qi 8 ota o D . E2 o
5 Ol iERine ek s o 20 © O . £
o Eps.m . Bt k1 DD ae s 50
< o8 S Q.c\S cCOov 230 F
1z DED i -0 532 =
£ | = itk SEs © 30
m o () ' wor ' nUJ.m ' rpW
G oFr @ . Syt ©p 1 O TS b i =
L o U ] “p . C’ U n a
s C £ ¢ O oo = ==
S g 2S¢ L 525 £ O
7 L = o0 O NI it m o O n on £




1 et
F :
: - - . y %
5 & b5 e - i e vy R -
i ", ‘ . % e 2 PRI
- d‘m‘ r 2953 P e kRl H}_{_:!
i & F % o4 N 'y
e tnam. -Youth.a. S Tnsi
. [ g, o g by fun i«h‘: Fos - . o <l
Sedoss SyEseigdient e T i A
b o Jizfppas® et
.

@

- 3 &

. e s
_a.ri‘_"7‘¢:?"-'-*“"’lr' ¥

e
L] B 3o

EXAMPLE
ARRATIVE

Viethamese youth are redefining what it means
to be sporty — it’s no longer about running the
fastest or scoring the most, but about living
boldly, healthily, and confidently.

Only one in three meet daily activity standards,
yet ten out of ten want to look like athletes.

That’s where brands can step in, turning
aspiration into action, and action into identity.
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