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Prospecting into 2024 China FMCG Consumer Landscape
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Respond to the call of our times to Usher 
Ȝȿ ǈȿɊʆȖǳɰ ṪgɊȴǬǳȿ ᶣᶠ ʭǳǈɰɸṫ ȍɊɰ !å!>ṁ

ᾭὯ‎◊: ќּף ι ᵀᶂẦᴧ ֮ ,ҍᶿ ᵀ ѕײ₭ ṀҚ ⃰ẪҺ  

10.6%
13.0%

15.4%

19.9%
23.7% 24.9%

31.0% 31.2% 29.7%

1960 1970 1980 1990 2000 2010 2020 2021 2022

ԅרGDP-ҍᶿṴᶋᴉ⅝

ҍᶿᶂḲץᵍ: ѧᶂ (ᵍ▪☻ᴶ) ᾰ ‭ᶞḼ ᴍẙṒ ҍ ῄ  Ώ ᶂ ὡ ‎ ҍ ṉ ṡ ḸԀ Ṓ ҍ Ὰ ԉ ☻
ᶽַҍ Ṻם ṱṵҍᾺ֡ԓҍ ễḵ ᾐҍ Ὰזᶖ Ἅ ṡ ┬ᶂ Ѡṽ ז∙ ᶃּבᴋ ךבּ ᶃ ᴇ ᴮ Ἅ ṡ מּ

70% ԅר ╝ᶭ ҍᶿṴᶋיּ Ꞌ

50%  ҍᶿṴᶋԅר ῏ᴉ⅝

30%  ҍᶿᶊתᴉԅרҚᴭ

+5.0%  2024 ╝ᶭẄ ╜

70% World GDP growth contributed by APAC

50% Trade share by APAC markets

30% World Population from APAC

APAC Economic Growth forecast 2024, vs Global +3.0% 
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2023 Ҍᶾᶜṳָײַאᶉ
ὑᵃ ẐἸћꜛᶜṳָײַאᶉ╙Ḭָ ҙ⁸

ᾭὯ‎◊χ NIQ 2023ẉѧᶂ ᶫּכᵬẈᴶ֧╤︢ ѿ ιԇẦᾭὯᾠ , ҍᶿι▫ᴃҺιѧᶂι▫ ιᾊ ιTrevelness
3

Re-opening of country boarders largely stimulate the tourism ǈȿǬ ṪgɊ-ȎȴɊǤǈȴṫ ɸʆɰǈʆǳȎȜǳɸ booming in APAC. 

┌ ᾞ╙ Ἃ ײַ ₉ᶵ ѬҌᶾ ≢ұ ᴦṜ↕ԃ∟ג.

2023 ҍᶿι▫ўὙ ᶭ

8.2 
13.3 

21.5 

2021 2022 2023

ׁỀҍᶿᶊתι▫Қ₭(׳єζ
23ẉҍᶿι▫Қ₭Ὑ ᶭזιᵃ⅝ᶭ 62%ε

ừι▫Ӊ ῼᵅιḫאᴤӇᾎѢ ᶬ

ᾊ ҇ḗẙ ẖ ḧ ᵃ⅝ᶭ 160%ι

2019ẉᶭ 60% ψẊћᶂ ўח ᵻ ιᶂ

ẖ ḧ 2019ẉᶭ 100%
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YTD September 2022 vs 2021 | YTD September 2023 vs 2022

ᴆ
FMCG: +17% | +2%
T&D: +20% | -15%

ỄḴ
FMCG: +10% | +15%
T&D: +5% | +4%

ᴌẘṑ Ҍ
FMCG: +12% | +1%
T&D: -3% | -20% █ᶼֶҌ

FMCG: +4% | +7%
T&D: +9% | -11%

ᾚ Ԉ
FMCG: +4% | +9%
T&D: +10% | +5%

Ѧᶁᴵ╛ᶉש
FMCG: +3% | +2%
T&D: +1% | 0%

ᶁ
FMCG: +1% | +1%
T&D: -3% | -6%

ᾚוᶕ
FMCG: 0% | +1%
T&D: +2% | +2%

Ѧᶁᶼ
FMCG: -1% | 0%
T&D: -8% | +1%

Ύ Ҍ
FMCG: +9% | +9%
T&D: +23% | -21%

⇔ᶁ
FMCG: +5% | +6%
T&D: +12% | 0%

ᴌẘ
FMCG: +9% | +10%
T&D: +38% | +8%

Ѧᶁ ╘ᶉש
FMCG: +3% | -1%
T&D: +4% | 0%

3.0%

-1.5%

2.8%

-0.4%

ồ ╦ ᵝ Ἡᴣ ╦זּ ᵝ

ᶬẃ%

YTD LY YTD TY

ҌᶾṳᶊỒ┌ᴢ ἆ/ ┌ᵜ ᵨ Ẉẘᶬẃ
APAC Markets Value % Growth vs a Year Ago

The Full View Ủ of consumption 
behavior in Asia Pacific    

ᾭὯ‎◊: ṒṉₒIQ ᵩ 202309 ῼᾭὯ
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ᾭὯ‎◊: ᶂḲ ṕᴣԇẦᾭὯᾯת; ᶂ ṳᶢ ιᶂḲ ṕιѧᶂ ι ιє GDPᶭẄ5.0‎ ѧᶂ ιќּף ╝ᶭẄ2.9%‎ IMFι
ѧᶂ4.2%; ԅ2.6%ר, ѧᶂ4.8%

ᵄ ᾩҥѦᶁ ≢ ┌ᵂᶇεג▄ ởἝח ≢ᶬ ѭẫύ.
>ȖȜȿǈṭɸ ǳǥɊȿɊȽʭ ɸȖɊʧɸ ɰǳɸȜȴȜǳȿǥǳ ǈȿǬ ɭɊʆǳȿʆȜǈȴ Ȝȿ ɭɊɸʆ-epidemic era, with consumption becoming the main 
engine driving growth.
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ќּ2024ףẉGDPᶭẄ
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2021 -2023 Ѧᶁ ҹ┌ ᵜ ᵨ ᵘᵂ₦ᶬ %
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2023 Ẉ11ῐ┌ ᵜ ᵨ

ᵂ₦ᶬ 10.1% 
( ῼ12.5% , ׁ Ӫ7.6% )

ᾭὯ‎◊: ᶂḲ ṕᴣԇẦᾭὯᾯת 6

ҹ ᵨ ╗ᵘӡᶵε ᵜ ӟӯֱꞈת ┌ ᴈ₦Ὕ׳.
Consumer Goods continue to recover steadily in the second half of 2023; Food Service consumption increases  
rapidly and remains strong.

27.9% 29.7%

23.3% 23.1%

13.4% 13.3%

9.1% 9.4%

11.4% 10.7%

6.2% 5.4%
6.0% 5.7%
2.6% 2.7%

2019 Q1-Q3 2023 Q1-Q3

ԎҤּזᵝᴣῸח

חᵝᴣῸזּ╗וּ

ᾨ ᾰקḏѸ

ӠӰוֹװ

Ґ ӡ

ṗӊ

ᵝ♦

2019&2023 ┌єḖẘṖ€ҙᶍ׀ ᾀ֦ᴢῶở%
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῟: Ѯ ή GDP ṗ↓Қᶎᴵᾟ ᾠԄ ḭ╙ ї ẖᾭ
Қᴭᾭ ‗ ӡỤљFMCG ᵩ ￼ ԋớᵙḾԎ￼ Ꞌẙấ₩

⁄Ọᴧא: 

1) FMCG/GDP 0.8%/1% : ḣ ╝Ҳ ᶶ ѭᴧṝ⁞ᶢ

2) FMCG/ᴵᾟ ᾠԄ 0.5%/1% : ᶂḲ ᴵᾟ ᾠԄᶭ Ӈ╦ ᾟ֧ῶἍ
ᾣ ι╦ ῭ѭתớḬỷψ╦ ╝╦ ᶽץ קớת
ғᵝ ‗ јọ֟׀ Ầᾟ ΆẪҸקḲẛ╦ ι ╝ᴙד

3) ї ᵩ ẖ0.3%/1% : ▓ Ҹק ᵀ῭ѭ (ԏӌ ẹ ‘)

єẈ ɏײַ fiᾇẓɎḽ іỒ┌ṳᶊ ☺Ḕ.

Post -Covid FMCG market still in recovery comparing with 2019. 

ᾭὯ‎◊: ᶂḲ ṕιṒṉₒIQ і ї ᵩ ι201901 -202310 5ẉᴗᴷᾭὯψ⁯

2020 vs 2019 2021 vs 2020

2022 vs 2021 2023 vs 2022
*Ἀ 10ῴᾭὯ

92% 
їồ╦Ṵᶋ2023 2019ẉᵃῼỠᶶꞌ

-3.2%
їồ╦Ṵᶋ2023 2022ẉᵃῼᶭẄ

7

ᴿ Ұồ╦Ṵᶋᶶᴝ ẙᴩᴿᶊᾤẗ /ṏў/ ᾤ ᴣדטםᶶṪ ṝẽᵠᴿầ.

>+10%         +5%~+10%        +0%~+5%

<-10%           -5%~-10%           0%~-5%
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Ṝῗ : 
ữ ┌ײַ ᾩҥ

The era of calculated spending

-  Ѭ⁴ẩᾂᴩ ᵄַײ Ӌᵾᶪ
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61% 
ѧᶂᴩ ѭֹ2023
ẉẕḲẛᾠԄҺῑỨᾂᵰ

Ḿ⅝ᴞẉι50%￼ᴩ
ῶἍḄ֙ꜛח ι37% Ὑјᴪ

vs. 52% Ҍᶾẇᶍ
╝ї (29%)ừԜ₭ⱨᴧ (47%) ṪӐӠ (21%)

Ѧᶁ┌ ΊΎ6ѥῐ῏Ԋ↕ַײ :
Top concerns for Chinese consumers in the next 6 months:

2. ᵜҭ―ѕ (22%)

37% 
ѧᶂᴩ ṃᾂᴩ┌
ᾛẩḿ∂ῳҸҮ⁪/῭Ӊ
Үғᵝ

1. ≢і  (30%)

43%
ѧᶂᴩ Ṅѣ―Ἀ
ὔᾐӋ ε26%Ṅ
֟Ṉ ╦ớת ιҍᶿ

50%

3. ṩӏӟ  (19%)

37% 
ѧᶂᴩ ῾
Ὕ׳ӳ ε22%ṃấṜׇ
ѝӟ ᾁԃ

ᾭὯ‎◊: ṒṉₒIQ 2023 ѧᶂ╦ ╓ḻљṝῺἵᵓ Ɋ ẉѧⱱ
ᴒ : ֹ2023ẉẉẕιӑ ѭӑ￼ḲẛᾯӌᾠԄṄҺḅӍᾡᴪόӑ῾‎6Ѧῴῳᶽ￼Ἳ ῗόӑṄḅӍẔḾόᴩ Қᾭ: 1120

9

2023ẉ1ῴ ‛

2023ẉ7ῴ ‛



© 2023 Nielsen Consumer LLC. All Rights Reserved.

Ɏῲ Ỗɏ Ɏ ҭөɏ ɎⱣ ɏ Ɏӯẛɏ

10

67%

ᾭὯ‎◊: ṒṉₒIQ 2023 ѧᶂ╦ ╓ḻљṝῺἵᵓ Ɋ ẉѧⱱ; ᶂḲ ṕψ⁯ ԇẦӡỤᾠ

18-24Ṡ╦ וּ
╗ἄ ᶽẄі

48.7

5km

1. ᵜҭ
―ѕ

2. Ḏѷ
ҏở῞ѕ

~600 ѓ
₧ѝⱳ
ΊṎѝ

ᶜ ᷁
ѝ♆
5.2%

3. ở
῞ѕ 20%

֭ấ
Ṝׇѝ

35%Ἒ
ṩӏ
Ḧ

ѬқѰᴘגѲіεỠҩ Ệ ҹ Ύ ɏԒᴑɏψ
Chinese consumers found their own way to balance the real society pressure and inner peace. 

90%+
ẁוⱡ1-3
Ṇᾩ

70%
ṩӏ ᶼ

56%
ᶊԒᴑ
ѣ

60%ҧѕ
יּמּ

ї

53%
Ҩẩ

Ỗ (+11%)

Ḫⱴ ј
ҭө₦∫

ל Ṯ
ј ị
ể

Ԋ↕Ғᵜ
ᵜ ј
ҭө

Ṏѝᴘגᶼ

ᵆế ḃⱳ∟Ӌⱳ∟ở῞ѕ

90%+ Ӌ
‭Ầẁ♆

60%
ⱳ∟ở῞
ᴘג ᶼ

Ɏ ⱳε ᴦ ɏ

ӠӰ ╦ ẉ ψק 31%￼18-24ᶭז Ҁ

: / /

Ɏᶇѕⱡјѕ Ѳ Ἤ҂ѕ ɏ

-  ɒі ⌂Ḅ҃ἅ￼ ԓ љ♯ ɓ

- ת῟  ᵃ⅝+310% 

-  ▫ḭ90/00ᵅ 50%

-  60%ḿ∂ ḷἘ

Ɏӈở῞ ҏɏɎḾ₱ⱳ∟ַײἈὔỖɏ 

Ɏῲ јӋ ɏɎ♯ ặіɏ

-ῒῶ /◕ Ԍιᶷῄ שּׁ City Walk ι ᶾ /ᶁ ѓᶆ

- , 

- YOLO ï You Only Live Once

1.7
95ᵅҚ ᴉԅᶂỞҚ

ᴭ12%



11ᾭὯ‎◊: ṒṉₒIQ 2023 ѧᶂ╦ ╓ḻљṝῺἵᵓ Ɋ ẉѧⱱ
ᴒ :῾‎12ѦῴṄḅӍ ᾟ֧ת ᴩ Қᾭ: 1120

Ѧᶁ┌ ◓ ḑ ᾐ: ΊΎ ֭ᴢӳ ѕ τᾚ /ӯẛ ᴂᵂ .
Health and fresh groceries are general needs , while self rewarding and pleasures limits.
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῾‎12Ѧῴѧᶂ╦ ỴỶᴣᴪק% ( ֮ᶭזҚ ᴉ⅝- ֮֟ṈҚ ᴉ⅝)

53

41

39

37

30

25

28

19

24

16

21

22

14

12

וּ ᵝ

ӠӰ ᵝ

ֺᵝ

וּ

Ḳἴғᵝ

ᾳ

ḳἴ ᵝ

֛֚ ᵝ

‛

᷃ ᵝ

ֺ

ᾳ

⅔ ғᵝ

ⱶғᵝ

ѧᶂ

ҍᶿ



© 2023 Nielsen Consumer LLC. All Rights Reserved.© 2023 Nielsen Consumer LLC. All Rights Reserved.

36

31

29

28

28

28

26

26

26

22

21

20

17

1. і ⱶҨ ᴨ῭ҸữҮ⁪

2. ῭ẂׁỀἱἙẖ/ӉҮ ẖ

3. ίֺᾯӌ╦

4. ᶈῶҺᵔ ֫￼▓ ⱶ/Ӕּז ֫Ὥ

5. ᴱᶼҀọ ᵝ

6. Ҁᶽץ /ᵾ

ἐ Appזַּ .7 ᴨἱἙӡỤ

8. ᶈӫᵇғᵝѧ ҀῳӉҮ

9. ᴱ ҀἔἱᵝⱲ

10. јᶈỴᵝⱲᴱ ҀῳӉҮғᵝ

ӝḩғᵝῲҦ῭זּ.11

12. ᴱҀ῭ ￼ғᵝṞớ

13. Ҁ῭ṇץ Ầ
ҍᶿ

35

27

27

27

24

22

21

20

17

17

16

14

12

1. і ⱶҨ ᴨ῭ҸữҮ⁪

2. ῭ẂׁỀἱἙẖ/ӉҮ ẖ

3. Ҁᶽץ /ᵾ

4.ᴱҀ῭ ￼ғᵝṞớ

ἐ Appזַּ .5 ᴨἱἙӡỤ

6. ίֺᾯӌ╦

7. ᴱᶼҀọ ᵝ

8. ᶈῶҺᵔ ֫￼▓ ⱶ/Ӕּז ֫Ὥ

9. ᶈӫᵇғᵝѧ ҀῳӉҮ

ӝḩғᵝῲҦ῭זּ.10

11. ᴱ ҀἔἱᵝⱲ

12. ᴱῶἅӫᵇ￼ᵝⱲ ҮἑҺ ὭᵝⱲ

13. ј Ү⁪ᴱ Ҁἅᵴ₮￼ᵝⱲ
ѧᶂ

Ҍᶾ
Ѧᶁ%￼╦ Ṅ῭ Ӕּז￼ ⱶΆẪ

Ɏ89%  ┌ ṯ ᾂᴩ ◓ᾛẩҧ ẓїᾘᴩײַצ ᵘṳᶊ◦֘ɏז
ẇᶍ₤ѥѦᶁ┌ ӓⱴ3~4ѥּה ꜝ

Ѧᶁ┌ ᶇּה ꜝᴢḪ ѬΉԎᶵῢ εΉצ֪ו.
Chinese consumers constantly adapt their shopping habits and preferences with more complexity. 

12ᾭὯ‎◊: ṒṉₒIQ 2023 ѧᶂ╦ ╓ḻљṝῺἵᵓ Ɋ ẉѧⱱ
ᴒ : ῳẂӔּז￼ ᶺ)צּ ) ᴩ Қᾭ: 1120

+10

+9

+8

+3

+4

+4

+5

+5

+1

+2

+3

+1

-1

vs 2301
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Ṝῗ҆: 
┌ ἵ ֪ṕј֪צ
The continuous consumer stratification

-  ֪ṕј֪צ ᵄַײṴṔɏ֞ו←ɏ
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ҙ ֪ṕᴢ┌ .Ỵᶼצ֪
Consumer stratification and consumption diversification are further demonstrated.

┌ ≢ᶳᶪᵘӪᵆ ῶ

ᾭὯ‎◊: ṒṉₒIQ 2023 ѧᶂ╦ ╓ḻљṝῺἵᵓ Ɋ ẉѧⱱ
ᴒ : ї ᵤѦ ῳ ᵀ ᴞѣẉᾺ֕ ừḾӑ ẽᵠ￼֙ꜛח ᴩ Қᾭ: 1120

15%

֘◦ז

┌ ꜝ

ҙ ᴈ₦
(7ῴ ‛) 22% 27% 27% 9%

2023.1 ῐ
כֿ Ὼ

29% 23% 28% 15% 5%



© 2023 Nielsen Consumer LLC. All Rights Reserved.© 2023 Nielsen Consumer LLC. All Rights Reserved.

ᵼ ừ` Ѫ᷂ўἆᾠԄ֟Ṉ￼ṕ ι23ẉẦᾣᵅ᷂ўꞌῶἍ χ

2023ẉׁѕḗẙẈᶎ᷂ўꞌѭ5.3%ιᴞẉᵃῼ5.6%ι9ῴ5.0%

ֺ ў&ấ ўᾱ ᵄ ṩ ẁ23יẉṏўꞌῶἍᵻ□ιᵃῊӉḵ
ѝṏў ∂ᶭז ℓ ҃ἅᶂ Ӊ￼᷂ўꞌ

ῴẙ᷂ўꞌ

ü 30%￼ ῁ ᶚ╦ ᶈ῾‎12ѦῴԓӘⱡҺᶭז ң
ᵗ/ӟӯ ᵜ/ⱳ ᵜ￼ ι ҈ԎҤҚ ᶚψ

ü 18%ṄὙ ᶭזӯẛ ┌ ιץὐ ת₅‬ἴ/װⱳ/וּװ

῁ ╦ ṄҸӾԋ├χ
1) ṩӏ Ḧ 2) ủ /Ӊủ ⱴᾀҤ 3) ѝἆ ᶠ ᾛ

15

70 % ῁ ᶚ╦ ἄ ￼і╗וּ

Ḿ ṯ῾‎ᾟ֧ᴣּו╗ῶ ᶼẽᵠ, ׁѕẽᵠᵼ ѭ: 

1β ᵜҭ―ѕ 2) ₯⸗ῄᴢӉ/ ủҭ―ѕ 3) ᾁԃ֞ṇ 

ᾡ ᶙ

27%εᶭ 12%ζ

ᾭὯ‎◊: ṒṉₒIQ 2023 ѧᶂ╦ ╓ḻљṝῺἵᵓ Ɋ ẉѧⱱ

ᾡ ᶙ┌ ↕ ᾚ ᵜᵘӟӯ ӻᵜ ἑṮ┌ .
Rebounders care more about maintaining the job security and personal wellness. 

ü 43%￼ ῁ ᶚ╦ ᶈ῾‎12ѦῴԓҺ֟Ṉᶸ֦Ṏ ᴢ
Ḏѷι40%֟Ṉΐ /ỦᶸḎѷ ￼ ψẊῶ20% Ṅ

Ὑ ֟Ṉᶸᴅ ╦
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38%￼ ἔ ╦ ᶈ῾
‎12ѦῴԓҺ ֟Ṉᶸᴅ/
/ ￼ᾯӌ

ᶈ ᴣ῾‎6Ѧῴῳᶽԋ├ῊιὨ ᶚ╦ : 

ᾭὯ‎◊: ṒṉₒIQ 2023 ѧᶂ╦ ╓ḻљṝῺἵᵓ Ɋ ẉѧⱱ

80% ἔ ᶚ╦ ἄ ￼і╗וּ

Ḿ ṯ῾‎ᾟ֧ᴣּו╗ῶṆẃẽᵠ

ẽᵠᵼ : 

1) ᵝҮ⁪і ῧҮ⁪іכּ↨ (2

іזּ (3

85% Ὠ ᶚ╦ ἄ ￼і╗וּ

Ḿ ṯ῾‎ᾟ֧ᴣּו╗ῶѣ ẽᵠ:

ẽᵠᵼ : 

1) ᵝҮ⁪і ῧҮ⁪іכּ↨ (2

3) ᴴᾀ ᾁԃ֞ṇ

23%￼ὁ ᶙ╦ ᶈ῾‎12ѦῴԓҺᶭז

᷂/ ֚ ᵜ/ѭ / ￼ ιẊ֟Ṉ ֬ ọ ᵝ╦

27% ε֟Ṉ1%ζ

ὁ ᶙ

9%εᶭ4%זζ

ữ ᶙ ᾐ ◓ Ѭ ⱣᾐӋ εὁ ҅ Ὂᴰ Ọ ᵜ.
Cautious consumers will adapt shopping behaviors to manage cost while Strugglers only focus on essentials. 

27%￼ ἔ ╦ Һᶭז
ⱳ Ὼ /ѭ / ֹᵜ￼
Ҁ

ἔ ╦ ҸӾ ᾐӋת ιẊᶈ ⱶ ѭіӮ֧ ᾯ: 

1) Ғᵜ Ὀ-  Ҁἔἱ/Ӟ ᵬᵝ

2) ◓ ὈɊ ҸӾ Ҁọ ᵝ

3) ẕ Ὀ  -  ׁỀ῭ӉҮ ẖ/Һᵔ ֫Ὥ

16
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ᴆᶋ Ṵ

ṇ  

O2O

ᵽת / ẖ ᴨ

ᵬכּ

ḫӌ/ּכᵬ ᵀ

ᴆᶋ Ṵ

ṇ  

O2O

ᵽת / ẖ ᴨ

ᵬכּ

ḫӌ/ּכᵬ ᵀ

ᴆᶋ Ṵ

ṇ  

O2O

ᵽת / ẖ ᴨ

ᵬכּ

ḫӌ/ּכᵬ ᵀ

ᴆᶋ Ṵ

ṇ  

O2O

ᵽת / ẖ ᴨ

ᵬכּ

ḫӌ/ּכᵬ ᵀ

ᴆᶋ Ṵ

ṇ  

O2O

ᵽת / ẖ ᴨ

ᵬכּ

ḫӌ/ּכᵬ ᵀ

ᴆᶋ Ṵ

ṇ  

O2O

ᵽת / ẖ ᴨ

ᵬכּ

ḫӌ/ּכᵬ ᵀ

ҭөᶙ┌ Ԅ╕ ◓εҭ―ᶙְ ῴ₦ҭḾ₱῏ҷ .
Chinese consumers tend to visit more channels and shop accordingly based on their real situation.   

17

Ѧᶁ┌ ֪ҙ ᾤẁ׀ếᵣҍ╕ ѿỒ┌ᵜψ

ᾭὯ‎◊: ṒṉₒIQ 2023 ѧᶂ╦ ╓ḻљṝῺἵᵓ Ɋ ẉѧⱱ
ᴒ : Ҁồ╦ᵝ ẂӑҺׁỀᵤҎ▓ όӑ Ҁồ╦ᵝῳѮ ᶈᵤѦ▓ ᴩ Қᾭ: 1120

ἧ ╕ % ┌ ╕ %

ü ▒ ᶙ Ὕᾭ: 270צּ
ԋ Ḕ: Ԅ╕ ҭөᶙ┌

ü Ḅᾣếᶙ Ὕᾭ: 250צּ
ԋ Ḕ: Ԅ╕ ҭөᶙ┌

ü ữ ᶙ Ὕᾭ: 264צּ
ԋ Ḕ: ᶼᶙᵫ ҭ―ᶙ┌

ü ᾡ ᶙ Ὕᾭ: 330צּ
ԋ Ḕ: ῴ₦ҭεҭ―ᶙ┌

üὁ ᶙ Ὕᾭ: 295צּ
ԋ Ḕ:ᶼᶙᵫ /⸗ᵫҭ―ᶙ┌
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Ṝῗє: 
Ḫ іᶡ῞ּׁשԄ╕ ṴṔΊΎ

Riding on channel landscape evolution to 
capture future growth in the next decades

-  ᶊ╕ ẵ╔ , O2OᴢԒḲ⸗ᵫḾᶬ
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Ồ┌ᵜԄ╕ ᵨᴈ₦ҧᴢᶬ ♆%

і ї ԅ▓

7.7% 6.9% 6.2%

11.1% 11.3% 11.5%

11.1% 11.1% 11.3%

2.8% 3.0% 3.3%

26.4% 25.0% 26.3%

7.6% 6.8% 5.8%
3.7% 3.1% 3.0%

27.4%
26.7% 23.3%

2.2% 6.2% 9.3%

2021 FY 2022 FY 202310

ԓḳּכᵬ

ᵀּכᵬ

ԎҤ ї▓

⅔ ẖ

 ẖ

ӝַẖ

ṇᶚ Ṵ

Ṵ

ᶽᴆᶋ

19ᾭὯ‎◊: ṒṉₒIQ і ї ᵩ ιץᵍ86Ѧ їᵝ ι67Ѧ іᵝ ᵍἯץ) ᾭὯ) 202310

Ồ┌ᵜᾐӋᶬ 0.4%ε і ᶊṆѝ ᶵ ε ѕᵆԋ ⸗ᵫ .
Offline small format stores drove the recovery, online market shifted to interest -based EC.

+0.1

-10.9

+1.7
-0.4
+4.8

-5.3

-9.6

-2.5

+183.1

+0.4 GR.vs 202210

-15.7

-2.1

-0.3
+8.6

+1.1

-15.9

-3.9

+61.8

+11.2 FY 2022 +8.7 YTD 202310

-4.6 FY 2022 -3.2 YTD 202310
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-6%
α2600+ β

+0%
(4ѓβ

+2%
α10ѓβ

+1%
α496ѓβ

їᴿўỗ ẖᾭ ᴣᶭ ꞌ 2023 UU2 vs UU1

ᶼ ṳ Supermarket Ṇ ṳ Minimarket Ӝֶẕ CVS

ῢẕ Grocery

2023  Ԅᶁ іṳᶊԉ

600 ѓ+ḱ ẕ

іѝ ∑● ε ᶊѝ ẕᾎ ᵑ♪ ῴᶬ .

ᾭὯ‎◊χNIQ 2023ẉ ᵩᶢ 2023 UU2 Data 

20

Proximity stores contribute to the overall offline universe growth while large format stores slightly declined . 

ᵍԅᶂᶝץ* ᴣѾ Ṵᶋ, ẖᶭẄ+0.4%

+3%
α38ѓβ

ᶽᶚ  ẖ 110є+, +1% 
ѧᶚ  ẖ 180є+, +1% 
ṇᶚ  ẖ 200є+, +1%

₣ ẕ

Baby Store

-6%
α21ѓ+β

צ ᵜẕ

Cosmetic store

ᶼᴅᶊ Hyper market

-3%
α18ѓ+β

ῢ ẕ

General Store

-6%
α19ѓ+β
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ᶼѝ ₱ᴩѲ : Ὕᾇ+ ᾐӟ ⁴εṭẦצᵜ ᴿ.
The way out for large format stores: Leverage  scale advantages and increase operation efficiency.

Ɏ ẩᵽ ɏ

Ɏ ₱ ҭ₦ɏ

Ɏ ▐їᴴ῎ҥᵜ ɏ

Ɏ ῶҭөᶯ ɏ

ḬỦ אָ֜סּ

Ὕ׳ҏ҉Ӌ

ṭẦצᵫᵜ ᴿ
ῑᵜ●ῶẤ

ẇᶽץ /ᶺץ Ὕᾭ

185

║ᴧ↨ᶽץ /ᶺץ Ὕᾭ

128

ẇ ṇ ᶽץ /ᶺץ Ὕᾭ

150

ᴌּוṲᶽץ /ᶺץ Ὕᾭ

140

ɎҠҏᾮᶊỨָӋ ᶊỨɏ

Ɏᶹᶊᾼ+ẵ҉חɏ

ɎԄ╕ Ӌ ɏ

ҹᵓẕַײῡ

Ḭᴄҭ

ẖ Ẉᶎ 12,000+ m²

ᾺẦ ẖᾭ: +70Ḳ

ḭᴅҮѭ200 -1,000ӹ

Һᵔᴊẉ 200+ ӹι

ᴊꞌ* 75%+

ԄⱢ ᵜ

јᵜ●ᵫấᴦԉֲ

ⱳ Ἕ ⁸

֮ữאלᵜ ꜛ

ῑᵜ●

5%
і87ѥᵜ Ѧᶼᴅᶊ

Ҝῑ4ѥᵜ גּ ᴝẈḪ

♪₇ᶬ

-6% Ԅᶁᶼᴅᶊ ẕᾎ גּ

ᴝẈᵂῙ֞ṇ-6%

Ԅᶁᶼᴅᶊẇᶍᴄẕ ᵨ

Ồ┌ᵜ ֞ṇ-10%

-10%



© 2023 Nielsen Consumer LLC. All Rights Reserved.

Ồ┌ᵜᴎᾩ ᵨᴈὊ♪ҥ╕ үײַ 23Q38.3 %

ẕ
ẕ

⸗ҡ

׀ ҡ ׀ ҡ

0-5km
┌

0-5km

< 1h

1

2

3

ᶬ

׳

Ὕᾇ

ᴏῊ ᵩḾҽ ї▓
Ҋ ι◑ ᴏῊ ẔỚ ᾺԌ
ᶺӺק╦ ∂

ח ҒᵜṌᾚ

ᴏῊ ᵩ(O2O) Ἓᶽ ẖ ṃ ᶀιῗӗẔ ώ״￼ὸ ᵸ

ᴏῊ ᵩ(O2O)Ү⁪Ὕᾭ vs אҦ 23H1

ẇᴵᶙ
ẕҡ Ӌ

׀ ҡ

ᴎᾩ ᵨῑᾇѨ ѕ іεΉỒΉ εỸ╪ᶬ ׳ Ὕᾇַײ .

ᾭὯ‎◊: NielsenIQ  O2OεᴏῊ ᵩζ ιồ╦ᵝ69Ѧᵝ ψᾭὯἈ 202310ῼ

₱҉ +ᾩ ╠ҭ

153ѦҚἴת 147ᾳ 147 131҂ᵝ

ᴀềỴᶼ Ɏ3-5Ԇ ɏ

/ᶼҬ◓ᾚ ᾩ/ẓ

22

7.1%

8.0%

7.5%

8.3%

7.8%

8.4% 8.3%

22Q1 22Q2 22Q3 22Q4 23Q1 23Q2 23Q3

ᶬ 23Q1 23Q2 23Q3

ᴎᾩ ᵨ 8.8% 2.3% 3.7%

♪ҥ╕ -1.4% -3.4% -6.3%

O2O act as a core role in integrating online and offline sales to be faster, bringing in incremental sales, upgrade 
and increase channel efficiency. 

6.4% 5.9%
4.3%

2.1% 1.4% 0.7%

҂ֺᵝ ѦҚἴת ᵝ ᾳ Ḳẛἴת

Q3ᶭẄ
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ѕ і ♪ҥ╕ O2O

ἑ

ἑ ᷾ ᵕ ᵕ ⱴ⅔

ᵭ ⱴ⅔ ᴋⱳṱ

ӷ ᴎ Ẇ Ṇ ἑ

ӷ Ṵ ⱴ⅔ ᴋⱳṱ ∑ᴦ₯

∑ ᾔ ᴎ ᵭ

◓ ᵜ פ ₯ ᵭ ∑ ־

ה ᾔ ∑ ־ Ẇ Ṇ

∑ ṱ ᴎ ᴎ ṱ

∑ᴦ₯ Ὼ Ẇ פ ₯

ἑ ₯ Ẇ Ṇ ֚ ị ѥҙἑⱣ

∑ ־ ᴋⱳṱ ∑ᴦ₯ ᴎ

ңᵗ ἑ פ

ᶒῺṆ ∑ ־ ᾔ ∑

ᴋⱳṱ Ҍ∞Ҽ ᾔ Ὼ Ὼ

É O2Oׁ֯ᶭ ᵝ ᵀᴏῊớ ∂.

É ᵜαᴋⱳ ṱ βᶈO2O￼

ớ ιћ ▓Ҹ҈ԅא ιῗӪ

ệԋ├￼ ♇ᵝ

É ᾤⱴỌ ᵜαḄᴋⱳⱴᵜ ∑ ־

∑ᴦ₯β ї і╦ Ῐι῎מ

ї ᵩᵬӨיO2Oῶ Һἰ і

￼Ӝ

É ᶈ ї ᵩẖḭ╙╙᷂￼ừ֙їι

O2OҨԎṇῊ ￼⸗♇ιᴵῶᾦẢӃ

Ọ ᵜᵘҵ ᵜαḄ ӷ

Ẇ Ṇ ᴎ βַײ┌ ᶊᾼι◑

╦ ￼ᴎᾩ ₱

ᴿ▓ ᵩ Top15ᵝ (2023) ᵩ ᶭẄ%(2023vs2022)

O2O ѕ і ♪ҥ╕

ᾭὯ‎◊: NielsenIQ  O2OεᴏῊ ᵩζ ιồ╦ᵝ69Ѧᵝ ψᾭὯἈ 202310ῼ
ṒṉₒIQ ᵩ 202310 їṴᶋ: ỗ ι ᾳ ιѦҚἴתιḲקι ιѮ ι⅔ ўԊ86Ѧᵝ

23

10.1%

5.1%

13.2%

24.4%

8.3%

4.8%

2.1%

2.7%

4.8%

4.0%

1.6%

35.7%

16.8%

14.3%

15.3%

11.2%

-0.1%

15.9%

20.0%

7.8%

1.2%

7.8%

0.9%

23.1%

13.5%

0.0%

-
8.7%

4.3%

39.7
%

0.7%

-11.1%

-3.4%

-10.4%

-
5.3%

-
1.4%

-
2.0%

-1.7%

0.8%

3.7%

-6.8%

23.4%

-
17.9
% -

11.0
%

9.7%

ᴎᾩ ᵨῑᾇѨ ѕ іεᴴӏѬ▌∟ і ẕ Ἂừ.
O2O act as a core role in integrating online and offline sales to be faster, bringing in incremental sales for offline 
channels and in -store activation. 

0.9%

-9.9%

-5.3%

-8.2%

-
6.9%

-
0.9
%

-
3.1%

1.4%

1.5%

2.9%

-7.8%

17.9
%

-
18.3
% -

10.1
%

8.6
%
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Ồ┌ ֪ᵜ ᶇᴾ ẇᴵַײᶬ εצ֪♪ ᵻח ᴾїּגᵂ
ᶹӹצᴦṜᾩҥεἈὠᵜ ◕ ᵘẇᴵṝ εῶ שᵫּ⸗ײַ εגטᶬ

ἴ ᵝ

ἴ ᵝ ᵀץ

ᴏּזᶚ

Ӹ

Ӹ ṵ

║

ⱶ ᵝ

ӌ

Ṳ║ ֿ

║ᴧ↨
┼ ᵅ ↨

וּ

ᶓ‛

ᴌּזּוᵝ

/╣
ⱳ

║ᴧ↨ ᵀץ

ṇץ ≤זּ
ἴᴧ

ẇ

ץ / ᵖ

ᴏ

ᴏ ᵚ

► Ṳ/

Ӹ► Ṳ

‛…ᴧֿ

ṈӸ/ἄҚ

ᴌּו ץ ↨

ᵮ
Ḳṗ▐┼ֿ

ẇ ṇ

ṬԀד

כּ_ֿ ֿ

╦⅜ ↨_ ⱶ ║/ ┼ᴣי║ғᵝ

ᵝ

ῶ∩ ᵝ

גּ

║┼

︢ԉᶊ

ᵚ

ⱳֻ

/ ᶱ/ẇ /ᵁᶱ

≥/ ≥

ἄҚ /ṵ

-50%

50%

150%

250%

350%

450%

550%

-45.0% -35.0% -25.0% -15.0% -5.0% 5.0% 15.0% 25.0%

ᴿ+ԒḲ⸗ᵫᵂ₦і

ᴿ+ԒḲ⸗ᵫᵂ₦ᶬ

Y σԒḲ⸗ᵫ- ᵨ ᵂ₦ᶬ ε23H1vs.22H1ζ ↔┐ᶽṇχᵝ ᶈ ᵀ+ԓḳѧ￼ ᵩ ớ
εᵝ ᵩ /ҽ +Ԍ ᵩỞ ζ

X σ ᴿ⸗ᵫ- ᵨ ᵂ₦α23H1vs22H1 β

( ѕ╕ ᴈ₦50.0%)    ᴤ ᶬᴿ⸗ᵫіח ԒḲ⸗ᵫᶬ ( ѕ╕ 48.7%)

The driving force of FMCG category growth is different. Brands need to capture category characteristics and 
platform attributes to seize the opportunity .

24
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ᾭὯ‎◊χṒṉₒIQ2022ẉẙ ⱶ מ ἵᵓψṒṉₒIQ MyEcom ╜ғᵝ

ᵺẶⱣ ┌ εḽפ јҭ―ΉᴿⱣ ֭

פ ― ᵨ ᶬ ♅♆ | Ҽ ⸗ᵫ&ԋ ⸗ᵫ | 2023H1 vs 2022H1

2022: 37% 2021: 30%

Ỡ ḃỠ қѰפ ᶼṆַײ
ᵬᵝҮ⁪ᵀת

ᵬᵝҟ ֫ײ

Ӟ ẙᶽדט╗

ᶇӭ ֗ ᾩε

ᵫᵜҭ―ᴿⱣᾴ῏ ᵻײַ

Ҽ ⸗ᵫ ԋ ⸗ᵫ

ᶈ ᵩ іιԋצּ ⸗ᵫώӗ῭ᶺᵫᵜὨ ᴿι
ⱶ ἍӪ

  ṱ ᷂ ᵜ●ᾡ ẕᵫᵜ ἬṭẦŅ

Ҽ ⸗ᵫ

ᶙ
Ὼ

α+21% β
Ӌ

α+3%β
╜ ṱ
α+0.7% β

Ṇ ― +16%
(0,3000ML]

+2%
(0X, 16X]

-5.2%
(0X, 3X]

Ѧᶼ ― +26%
(3000,6000ML]

-13%
(16X, 24X]

+1.2%
(3X, 10X]

ᶹ פ +24%
ϋ6000ml

+54%
ϋ24X

-2.4%
ϋ10X

ԒḲ⸗ᵫ

Ὼ
α+156% β

Ӌ
α+82% β

╜ ṱ
α+92% β

+149%
(0,3000ML]

-8%
(0X, 16X]

+102%
(0X, 3X]

+124%
(3000,6000ML]

+96%
(16X, 24X]

+63%
(3X, 10X]

+178%
ϋ6000ml

+144%
ϋ24X

+164%
ϋ10X

* X ꜠ ץ ᴅӈιḅ / / ψץ/

Return to rational consumption through suitable 
packaging and prices .
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Growth beyond price
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1.3% 1.2%

20.8% 21.5%

39.6% 38.5%

18.5% 19.3%

9.3% 9.0%

10.4% 10.4%

2022 2023

ᴂ

(PI >201)

(161-200)

(121-160)

Ѯ╙

(81-120)

ᶽҷ

(41-80)

╝

(PI <40)

ѧᶂồ╦ᵝṴᶋҮ⁪ⅎ֫ṵ 2022-2023 YTD
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ḱצ

Ү⁪ⅎᶭ ồ҈ᵝ ᾯӌι ᶭ ₃

Ү⁪ⅎᶭ ồ҈ᵝ ᾯӌι ҇ᶭ ₃
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Polarized consumption across FMCG markets requires the clear PPA strategy covering various consumption needs.



© 2023 Nielsen Consumer LLC. All Rights Reserved.ᾭὯ‎◊χṒṉₒIQ ᵩ 202310 їṴᶋ: ỗ ι ᾳ ιѦҚἴתιḲקι ιѮ ι⅔ ўԊ86Ѧᵝ 28

-30.0

-25.0

-20.0

-15.0

-10.0

-5.0

0.0

5.0

10.0

15.0

20.0

ᴏ

ו
ᾳ

ᴏ
‛

ᴏ
ᵚ

ץ
↨

ᵮ ᵚ

ῶ
∩
ᵝ ‛

ẇ
ṇ

Ṭ
Ԁ
ד ẇ

╘
♇

ᴭ ₈
₈

ᴏ

זּ
≥

ᵖ
ᵝ

֛
♇
Ọ

Έ
ⱶ

ỗ

ἄ
Қ

ⱳ
ֻ

Ḳ
ṗ
▐
┼
ֿ

║
ֿ

ᴌ
וּ
Ṳ

ⱳ ╣

║
ᴧ
↨

ἴ
ᴧ

ἴ

Ӹ
Ɑ

Ӹ

Ӹ

ồ╦ᵝ ᶭ Ἴ YTD 202310
Ὰᵝ Ү/ Ү ╦ ״ ᵝ

28

ᾔ Ὼ ѭ ᵕᵜ ֹᵜ ѥἑḱצ ₣

1. ᶹᾎᵜ ѩở῞ᴘגεᴓᵫ
ҭḪ♪ṳᶊᶵ

2. ѝἵ ᵑ♪┌ ֪ εᶼҶј
ẉḔ

3. ᾚᵜḽ҇ᴾ ѝӗᾦ ε◕ַ
ᾴ֖ח/ Ṯᶙ┌ ᵜ

4. ẕԒ ҄Ή▌ ᵜ ᵜᾇג
ѩΉᶼἹỢ

ҭ/┌ ֪ /ᾚ ᵜ ᶇẕԒᾇ ҟᾴᴾ׳Ὕײַ ѝᴓᵫ ѩַײ ἹỢ.
Pricing up and premiumization are still the key challenges for most industries this year, while how to balance 
NPD&EPD efficiency also matters. 
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Ӑ Ѭ ᵜ ΊΎ12ѥῐַײҭ― %ם

┌ ḽїᵂ ѝ ҭᾛẩ ῙᴾẦεӆᶍṷῗ ҭַײ ᾛẩΉּבὓ. 

╦ᶙח֖ ᵝ╦ ῭ṸῺҷӽפ ᴩṆӆҭ―їᴩιⱳ∟Ọ ᵜ/ ᵜֱҸӾᶼפ ẇ ᴄ⁸┌ .

33%

28%

27%

44%

39%

37%

30%

27%

46%

26%

32%

31%

28%

55%

57%

55%

51%

57%

49%

55%

56%

46%

61%

54%

60%

57%

12%

15%

18%

4%

4%

14%

15%

17%

9%

12%

14%

10%

15%

Total

Beverages

Confectionery & Snacks

Tobacco

Alcohol

Dairy & Bakery

Packaged Food

Frozen Food

OTC & Health Sup.

Pet care

Baby care

Oral & Personal Care

Household products

ἵ ѕ ӟἵїᴩ ῑỨі

Ồ┌ᾐӋ

ᾔ

Ὼ

ֹᵜ

פ ᵜ

֚ ᵜ

ӟӯᵜ

Ԋגּ◓

₣

ѥҙἑⱣ

ḱצ

ḄῺ ҭםᶇỌ εӐṷῗ ᵨᵫ/ᴓᵫҧӌ ᾛẩ ҭψ (Top 3)

ў/ ҮΆ
Ẫ

јᴪ
ṇẄ Ү

ץ ᴪṇ
Ү⁪јᴪ

ᶽ/ᶺץ ֟
Ṉᴅ₭

῭ṇץ
Ү⁪῭Ӊ

*ӯ₿ Ҁ

ᾳ 1 2 3 4 5

‛ 1 2 3 4 5

♦ 1 3 4 5 2

1 2 3 4 5

ֺᵝ 1 3 2 4 5

ץ ᵝ 1 3 2 4 5

֛ ᵝ 1 3 2 4 5

ӠӰᵝ 1 2 3 4 5

ⱶ ԋ 1 4 2 5 3

⅔ 1 3 4 5 2

ѦҚἴת 1 2 3 4 5

Ḳק 1 3 2 4 5

Consumers hold different perceptions towards industry pricing up approach from manufactures and retailers. 

* ҍᶿ╦ ӯ₿ Ҁѭᶺᾭ ҇ҸӾ ιѧᶂ╦ ῗҺὙ Ҁ
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+/ - Share :  +0.6% New!

PI: 118
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ҭө ┌ẵјו : Ҽ εҒᵜה ׳ јΉḃӋ ₱.
Product communication for premium positioning: Rarity, functional upgrade and experiences. 
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