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Event Agenda

Start End Time Topic Owner

13:00 13:30 30min Meeting registration ֹ All

13:30 13:40 10min Welcome speech ₮

Ryan Zhou ᵔ֝

NIQѧᶂ ҆Ở ת
NIQ China Managing Director

13:40 14:10 30min
Decoding Europeós Consumption Code: Full Viewinto 2025 Market Trends & Consumer 

Behavior ₰╖╦ Ḹ χ2025Ṵᶋ ╦љמ ѭԅ῟╓ḻ

James Luo

NIQѧᶂᵛ љ╓ḻ Қ
NIQ China Customer Success Leader

14:10 14:40 30min
Grow Local, Go Regional

APAC market and consumer insight ҍᶿṴᶋ ╦љמ ѭ▄ẙ╓ḻ

Craig Houliston

NIQ ԅרḭἋᵛ љ╓ḻ ҍᶿᶊת Қ

NIQ APAC Regional Head of Consulting and Insights for Global Clients

14:40 15:10 30min Tea Break ₳ All

15:10 15:40 30min
Brand Globalization Strategy: From Cultural Adaptation to Mindshare Dominance

ᵝⱲԅקר קχᾰצּ ֹỌΰᴉ

Rena Patel

NIQ אỞ ԅרᵬў Қ

SVP, NIQ Global Head of Commercial Marketing

15:40 16:10 30min
Journey and Breakthrough: Exploring and Practicing the Road of Chinese 

Brand Internationalization ề љ ṕχѧᶂᵝⱲᶂ ѳק ￼ή љḫ

Liyun Zhang Ắ

NIQ ѧᶂᵛ ֫‘љ╦ ╓ḻ Ởא

NIQ China SA&I TTAF Sales Leader, VP

16:10 16:40 30min NIQ go global solution ֖ ᶃχѧҲ֧╤￼ ֝Ṁ љᶭ Ậᾜ

Stephen Xia ᶶּר

NIQ ѧᶂ ᶆṴᶋ⁄ỌḭἋᵬח Қ

NIQ China Local Giant Sales Leader

16:40 16:55 15min Q&A ע  All

16:55 17:05 10min Closing Ẇ

Joachim Asbrede

NIQҍᶿ ᵩљўח Ởא
SVP, Sales and Business Operations, NIQ APAC
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Opening Welcome  

⁹
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2024ẉѧᶂḾᶹ ὶἮ 1628 қ Ӻι

іẉᵃ⅝ᶭ +10 %

ᶪ ᾮᵘἋ ᾴὕ ₯ẇḽᶸấ
ᾄַײ ԒḲεὕח ᴦṜַײ
ג εῶẤᾚᴦṜ―Ṕַײ ᾀ

ɇɇ  ᵬח ѧᶂҚ↓ Ởṕ ᶂḲᶹ∆ṕ ԋ҈זẶᵬחᵙ ᴃᵃ῭ᶽ

ẙᾟὙד ᶫ ῏ᵙἮ ᴧṝ￼Ỵ

ḽћꜛ ᶵײַ≢ ұ ε

֦─ởѬұѝᴦṜᾚῡ

4
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ᶂḲ֫ ӘὯχhttps://www.imf.org            ᾭὯ‎◊: NIQ ᵩ ᾭὯ( 24ẉ3ῴ) 
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NIQ ѧᶂᵛ љ╓ḻ Қ
NIQ China Customer Success Leader

James Luo 

┌∞₀בֿ ṳᶊσ
2025ṳᶊ јם
┌ ѬԄᾼ∕Ḻ
Decoding Europe's Consumption Code: 

Full View into 2025 Market Trends & 

Consumer Behavior
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Source: NielsenIQ QBN report series ending MAT Q1ô25/ NIQ Market Intelligence, Sales Tracking MAT Apr 25

₰╖Ṵᶋј ὟⱢɒ ᴭɓṴᶋ‎Ӯι Һᶈ҈▄

Europe is one of the biggest markets in the world for FMCG and Tech & Durable

%Value growth 3.5% 2.1%

%Volume growth 0.8% 0.2%

Global Europe

FMCG Europe share: 36%  

%Value growth 2.7% 0.7%

%Unit growth 1.9% 1.0%

Global Europe

T&D Europe share: 27%  

9% of global population in 2024

745 Million

inhabitants

1.3 Projected 

GDP 2025 2.2 Projected 

inflation 2025

-2.8 4.3
Consumer climate EU 27

Aprô24 Aprô25

2.8 Global 3.4 OECD

T&D=Tech & Durable
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Source: NielsenIQ Consumer Life Global 2024/ United Nations population forecasts/ NIQ 2025 Global Health & Wellness survey/ NIQ Global Consumer Outlook Mid-year 2024/ NielsenIQ Shopper Trends

₰╖╦ ᶈ ∂ᴵἨᴩҮ⁪￼ᵃῊιḾᴵὙ ᴧṝ јḇᴃ

More than in any other region brands are expected to own social -environmental responsibility

Aging 

population
Environmentally 

concerned
Affordability 

driven

Health & Wellness 

focused

Consumers in Western 

Europe exhibit the 

highest levels of 

environmental 

awareness worldwide. 

(WEU 14th) vs 

(Global 21st)

% of 65+ population  is 

2x bigger in Europe 

(21%) vs global (10%), 

and it is forecasted to 

deliver the fastest 

growth in next years 

(+11% by 2030).

64% of West Europeans 

are proactive in doing 

things to improve their 

health and wellness on 

a regular basis (e.g., 

exercising, monitoring 

health, watching what 

they eat).

42% of Europeans 

declared to buy 

whatever is on promo 

(vs 36% global) and 

44% declared to change

stores and brands 

influenced by promo.

♩ᶪ ҮỖ ҙᴬ צ ӯẛѬḿᵆ ҭ₦ ח
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Based on the unique business environment and consumer mindset
ᶢ҈Ҩі꜠⸗￼₰╖Ṵᶋ￼ ᵬעᶫᵙ╦ ỗẙ

How to enter Europe market? 
ḅӍ Ԅ₰╖Ṵᶋό
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Innovation sales account for 10% of total FMCG sales

Innovation contribution  by Super Category 

Source: BASES Innovation Measurement; Europe (Belgium, France, Germany, Italy, Netherlands, Spain; UK); Latest 52 weeks - w/e 12-29-2024 vs year ago;

Note: In the UK, Personal Care is not included, while in Belgium and the Netherlands, the Food category only includes breakfast cereals

₰╖ ⱡῗἄⱦṴᶋιӇᾺᵝḾ₰╖ồ╦ᵝṴᶋ￼ ꞋӘⱡỄ

1.  Ғᵜῑѥ

The door is open for Asia 
Pacific brands 
₰╖Ṵᶋ￼ ‟ ể ҍᶿᵝⱲ

₀∞Ồ┌ᵜṳᶊởהḷֿב

2.  ӓⱴῑᶊᾼ 3.  ᾑצῑ ᴿ
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Source: NIQ Newron consumer quarterly survey - Time Frame: Last four quarters (Apr 24 - Mar 25)/  Market Intelligence Market Sales tracking

Brands need to offer compelling reasons to switch as entry level present a high level of saturation

Entry brands are under pressure indicating 

economic strain or saturation of low-tier 

28%
India

Up to 15%
European markets

% First -time T&D purchases %European markets delivering growth in each tier
Tech and Durables

Standard brands present a mixed 

performance, indicating a squeeze of mid-

tier between low and premium.

12%

15%

35%

Premium brands show pockets of growth, 

indicating consumers are trading up for 

better quality or brand prestige

ԏᶵ Ѧ‖ԏ Ὸיּת￼דιῗҍ╖ᵝⱲὸט₰╖╦ Ὥֹ ṯғᵝ￼ԋ

╝ἨᴙҨᴣӉ Ṵᶋ ҈ ᵙιԄ ᵝⱲ⃰ Ѫᴙד

ᶈ љӉ Ṵᶋ￼ᴥ ὣᴙїιṀ ѧ ᵝⱲ֧ק֫א

╦ ӭḄ⃰ ᵇ ∂῭ ᵝ ιὸ ᵝⱲᵒאṕ ᶭ
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Source: NielsenIQ Strategic Planner Apr 2025 /  NielsenIQ Shopper Trends Q7B. Trade sectors visited in 

Past 4 weeks, 2024 vs. 2019 

Discounterôs tight margins and narrow ranges 
can represent a challenge for Chinese brands

42%

%FMCG channel value share
AT, DE, IE, IT, PL

Proximity formats Discounters Hypers+Supers

(+3%)

40% (+3%)

18% (0%)

25

Online platforms continue to develop and 

attract shoppers

Shop

Online
(59% in UK)

47%
+14 pp vs 

2019 

Shop in

Large Discount stores 
(83% in Germany)

52%
+11pp vs 

2019 

Shop in

Hypermarkets & 

Supermarkets

99 %
Same as 

2019 

Europe average

Europeans are expanding their shop repertoire 
visiting 5 to 7 channels in a year

іᵝⱲὙ ἛắẊ Ậ₰╖╦ї▓ ỉṇ￼ַ ᵙῶ ￼ ‟ḾѧᶂᵝⱲ
Һῗ Ѧὠἇ



4
col

4
col

2 / 4
col

3
col

3
col

© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary

Decoding the region

ᴠᶼᴠᾌַײᴑ♠

Europe is a dynamic and diverse market:

ÅOne of the biggest markets in the world

ÅOver 200 languages across 44 countries

ÅCounts with developed and emerging 
economies

ÅHigh level of fragmentation in WEU

ÅComplex and strict regulations

ÅMost developed market for Private Labels 
and Discounters

Building Trust to Win Europe

₰╖ῗ Ѧ ῼểѼῗ וṴᶋιἄ￼ד☺ ᴵӡ ᵀ ֳᾺᵙ ԋớ

European consumer mindset

ᾣ ᴠ ײַ

Consumers are conscious and demanding:

ÅHigh environmental awareness

ÅHealth and wellness oriented

ÅIncreasing relevance of older shoppers

ÅValue-Conscious but Quality-Driven

ÅIntentional spending focused on savings 
via Private Labels and Promotions

ÅGreater concerns over privacy and 
heightened need for trust

Opportunities for Chinese brands

ῑⱴḃⱴַײ ᵳ

ÅExplore incipient presence in FMCG, developing 
Beauty, Dairy, Hygiene, Homecare and Non-

alcohol industries

ÅDrive increased interest on international foods

ÅSeize digital savviness, rise of social commerce 

and Chinese marketplace momentum

ÅGain traction by offering affordable premium 

ÅExplore non saturated segments in T&D (e.g. 
robot cleaners and Smart Home)

ÅRide the wave of emerging trends
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Global Customer Success Thought Leadership

Thank you
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NIQ ԅרḭἋᵛ љ╓ḻ ҍᶿᶊת Қ
NIQ APAC Regional Head of Consulting and Insights for Global Clients

Craig Houliston

Ҍᶾṳᶊ ┌јם Ѭ
┼ẘ∕Ḻ
APAC market and consumer insight
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APAC Regional Consulting and Insights Lead

Craig Houliston

Asia Pacific Market and Consumer Trends
Ҍᶾṳᶊᵘ┌ ם

Grow local, Go Regional
┼ ῞ᶅεἣṔשᶞ
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FMCG

ồ ╦ ᵝ
Value $bn   

εײқ Ӻζ
Value growth

ᵩᶭẄ
Value importance

ᵩᴉ⅝

Chinaѧᶂ $286 +4% 42%

Indiaᴍẙ $77 +9% 11%

Australia☻ᶽַҍ $60 +6% 9%

IndonesiaᴍẙṒ ҍ $56 0% 8%

South Korea ᶂ $48 +2% 7%

Philippines ễḵ $37 +6% 5%

Thailand┬ᶂ $31 +4% 5%

Vietnam ᴇ $23 +3% 3%

New ZealandᾺ ԉ $15 +2% 2%

Malaysia ‎ ҍ $10 +5% 1%

SingaporeᾺזᶖ $5 -1% 1%

Myanmar מּ $3 +47% 0%

Tech & Durables

Ἡᵙ ᵝזּ
Value $bn   

εײқ Ӻζ
Value growth

ᶭẄ
Value importance

ᴉ⅝

Chinaѧᶂ $275 +4% 61%

Indiaᴍẙ $51 +8% 11%

Japanῄ  $41 -6% 9%

South Korea ᶂ $23 -9% 5%

IndonesiaᴍẙṒ ҍ $12 -3% 3%

Australia☻ᶽַҍ $11 +4% 2%

Vietnam ᴇ $10 -2% 2%

Thailand┬ᶂ $10 +3% 2%

Malaysia ‎ ҍ $7 +23% 2%

Philippines ễḵ $4 +4% 1%

SingaporeᾺזᶖ $2 -5% 1%

New ZealandᾺ ԉ $2 -4% 0%

Source: NielsenIQ data to Mar 2025
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Source: NIQ survey June 2025

Strategize to address different marketsô consumer concerns

ᵜҭ―ѕ ≢і ҟᾴᴾᶁ┌ Ԋị εᴓᵫ Ὂ₈ֹḦ ᾐ ꜝ

Top 3 concerns in June 2025     2025 Ẉ 6 ῐ῏ᴨԊ↕ַײєᶼ

Market #1 #2 #3

ChinaҲ Physical Health ӌӰẞ Economy ╝ Job securityṪӐӠ

India Food prices ᵝҮ⁪ Environmentעᶫ Utility῎ΐ ꜙ זּ

Malaysia ֘ Food prices ᵝҮ⁪ Utility῎ΐ ꜙ זּ Economy ╝

Philippines Food prices ᵝҮ⁪ Utility῎ΐ ꜙ זּ HealthcareוֹװӠӰ

Thailand Food prices ᵝҮ⁪ Economy ╝ Utility῎ΐ ꜙ זּ

Vietnam Economy ╝ Food prices ᵝҮ⁪ CovidᾺ֕ ừ

Indonesia ֘ Food prices ᵝҮ⁪ Economy ╝ Physical Health ӌӰẞ

Singapore ꜘ Food prices ᵝҮ⁪ Utility῎ΐ ꜙ זּ Job securityṪӐӠ

Japan Food prices ᵝҮ⁪ Utility῎ΐ ꜙ זּ Economy ╝

South Korea Economy ╝ Food Prices ᵝҮ⁪ Political ᾤ⌂

Australia ⌐֘ Food prices ᵝҮ⁪ Utility῎ΐ ꜙ זּ Housing costsӊἌἄ 

New Zealand ῒ Food prices ᵝҮ⁪ Utility῎ΐ ꜙ זּ Economy ╝

Ranking moved vs the past 12 months

љ ᴞ 12 Ѧῴ ⅝ὴᵄῶἍᴪק
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Source: NIQ Consumer outlook 2025 and Consumer Panel data to March 2025

Opportunity to trade consumers up in the region

֪┌ ┌ᶞשῑỨᾂᵰεѬ֘◦ז ׳ Ḧᶡ︠

32%
34%

29% 30%
27% 26%

33%
36%

40%
38%

36%
39%

Mid-2022 Jan. 2023 Mid-2023 Jan. 2024 Mid-2024 Jan. 2025

Worse off 

ừ֙῭

Better off 

ệ῭Ḅ

$390 $443 $701 

$2,337 $2,428 

$3,610 

$5,596 

Indonesia 

ᴍẙṒ ҍ

Thailand 

┬ᶂ

Philippines

 ễḵ

Hong Kong

 ▪

Singapore

Ὰזᶖ

New Zealand 

Ὰ ԉ

Australia 

☻ᶽַҍ

Current consumer financial position
% respondents, APAC 
Ẹׁҍᶿ╦ ֙ꜛח

Average FMCG household spend per year
ḲẛẈᶎẉồ ╦ ᵝᾟ֧
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Convenience
ӜὋ

Value for money
◓ῑỨө

Health
ӯẛ

What drives growth in Asia Pacific
◓ῑỨө ӜὋᵘӯẛởѬ ᶬשҌᶾᶉח ᾚє
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Accelerating
ᶭ ώ

Premiumizing
╦ ״

Adaptability
ᵼᶊֺḩ

Changing
ὊἸᴪק
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Ϊ



© 2025 Nielsen Consumer LLC. All Rights Reserved. Confidential and proprietary

NIQ אỞ ԅרᵬў Қ
SVP, NIQ Global Head of Commercial Marketing

Rena Patel

ᵜ●ԄⱢצ ꜝσ
ᾑצ ָị῀ᴈ
Brand Globalization Strategy: From Cultural 

Adaptation to Mindshare Dominance
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ᵜ●ԄⱢצỢꜝσ
Ҡᾑצ ָị῀ᴈ

Rena Patel 
NIQ ׇ

ԄⱢᵫѝ ҙ
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ặҝᵜ●ַײ σ
┌ ╕ ᵘԒḲ

┌ ▐σX ћҥ

╕ σ ѕ╕ ԋײַ

ԒḲσ ẫ ᴨҶײַ

1.

2.

3.

4.
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ײַ 4 ѥᶡ῞
ᾴ ⱴַײ......

º ‎◊χ

ᴿ ♇―ҭײַ

ᵝⱲ ᵩ╕ -
іἆ ї

ὕẌứ￼ᵝⱲ

Ғᵜἆײַ
Ὸחώӗῂ
￼ ֹ ӌ
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┌ײַ ₦
ҧếҮӌᾩӦ
Ή
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ҝᶽַײ X ћҥσ

ÅѧẉҚ

ÅῗḲẛᵙ
ѧỌ￼╗וּ╝

Åᴩ Ḅᾨ ￼
ԅר Ṁ

Åʃ ҈ ўּו ￼ Ṥ

ÅẬ ᾺἩ  ᵘɋ
Ὰ￼ᾭḔק ♇

Ԅ╕ ◓ᵘ
AI ײַחѥ צ

X ћҥᾴ ψ

X =1965 -1980
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ṳᶊ ᶼṆײ⁴ַ

ָ 2033 Ẉε
X ћҥṃởѬԄⱢ
ҙᶍᾀַ֦ײ ḿ ε
ṳᶊ ⁴ ......

ḅ‛ứ￼ўח ֮ ≡ῶ ֹXќҦҚ ι
Ѱ Ṏҹ

῏ῑֶᴴᶂַײḬỦ

ѓҚαUSDβԄⱢ

᷅₁
εKwameζ

1980

Еқ
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X ћҥ┌ ᵜײַ

X ќҦᶈῄẂᴵ ᾟיּ ᾟ֧ѧᴉὯѮṀᶊӈιᶈᶺᵝ ҀѧҦ ҃ῳᶽ￼╦ Ἦ ᵻἵꞌι

ṎԎῗᶈ ᾳ ᾳ ♦ ᵙ ♦ᵝ ѧ

ᾔ
ᾔ
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Ἃ ╕ײַ
ᶇ⅍ῑᵜ●ַײ
֘і ׀ ......
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⅍ῑ ѥ┌ ᾞ ᾴּגᵂַײ......ᴎӓᾴᵂ ѥҙ

; N¦ Ä° °³­TÄNº
Jº ´º­³X

0­Ä³«XÉ ǒ

ẉ ּזᴴⱴַײ
ᵜ●/Ғᵜҭ―

ѿҒᵜ

ᾞ 5

ᶇẕԒ ѿҒᵜ
8«Ӄ «X °Ä³N|J´X

0­Ä³«XÉ ǐ

ẉᶇ ײᴴⱴַזּ 
ᵜ●/Ғᵜ

ὥ ᾐӋӠ
ᶇ ὥ

ѿҒᵜ

ᾞ 3

ᶇ ѿ 8w «X °Ä³N|J´X

0­Ä³«XÉ Ǒ

ếḪӋẕ׀

ᾞ 4

і ѿ
8«Ӄ «X °Ä³N|J´X

0­Ä³«XÉ Ǐ

ὥ ᾐӋӠ /ᶇ ὥ

ᶇ ẉ ּזᴴⱴַײ
ᵜ●/Ғᵜҭ―

ҭ―₦ ẉ ּז
ẕԒַײ Ӡ

ᾞ 2

ѕ ѿҏ ѿ

ᾞ 1

ҭ―ẉᵚזּ  ᵨҥ

‭  ᶸ ᵘỖ
ε‭ ẕԒַײᴴⱴ
ᵜ●/Ғᵜ
.

ᶇ זּ  ה/ם ᵘ
Ӡ

ᾞ 1

ҏ ѿ
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XќҦῗ ўῳᶽ￼╦ ιӇҤҪ Ẃ ổ ᶈ῾‎ײẉѧιXќҦҠṄᶈᾟ֧ѧᴉὯѮṀᶊӈ

Еқ

Ԅ ײַ ҏ ᵨ ꜝ╤ ҥ ₱
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NIQ ѧᶂ ᶆṴᶋ⁄ỌḭἋᵬח Қ
NIQ China Local Giant Sales Leader

Stephen Xia 

֕אל ᶂσѦұ֦─ַײ
֜ḿ јᶬ ẫύ

NIQ Go Global Solutions 
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Bridge the World to China , Elevate China in the World.
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