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Respond to the call of our times to Usher

in another “Golden 30 years” for APAC.
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APAC Economic Growth forecast 2024, vs Global +3.0%
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Re-opening of country boarders larg
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APAC Markets Value % Growth vs a Year Ago
YTD September 2022 vs 2021 | YTD September 2023 vs 2022
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China’s economy shows resilience and potential in post-epidemic era, with consumption becoming the main
engine driving growth.
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Consumer Goods continue to recover steadily in the second half of 2023; Food Service consumption increases
rapidly and remains strong.
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Post-Covid FMCG market still in recovery comparing with 2019.
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The era of calculated spending
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Chinese consumers found their own way to balance the real society pressure and inner peace.
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Health and fresh groceries are general needs, while self rewarding and pleasures limits.
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Chinese consumers constantly adapt their shopping habits and preferences with more complexity.
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The continuous consumer stratification
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Consumer stratification and consumption diversification are further demonstrated.
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Rebounders care more about maintaining the job security and personal wellness.
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Cautious consumers will adapt shopping behaviors to manage cost while Strugglers only focus on essentials.
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Chinese consumers tend to visit more channels and shop accordingly based on their real situation.
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Riding on channel landscape evolution to
capture future growth in the next decades
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Offline small format stores drove the recovery, online market shifted to interest-based EC.
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Proximity stores contribute to the overall offline universe growth while large format stores slightly declined.
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The way out for large format stores: Leverage scale advantages and increase operation efficiency.
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020 act as a core role in integrating online and offline sales to be faster, bringing in incremental sales, upgrade
and increase channel efficiency.
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020 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.
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The driving force of FMCG category growth is different. Brands need to capture category characteristics and

platform attributes to seize the opportunity.
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Return to rational consumption through suitable

packaging and prices.
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Growth beyond price
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Polarized consumptlon across FMCG markets requires the clear PPA strategy covering various consumption needs.
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Pricing up and premiumization are still the key challenges for most industries this year, while how to balance
NPDR&EPD efficiency also matters.
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Consumers hold different perceptions towards industry pricing up approach from manufactures and retailers.
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Product communication for premium positioning: Rarity, functional upgrade and experiences.
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Product offering with highest value-for-money can further drive volume uplift.
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Decode Growth Engine of Industry Winners
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Polarized growth across all industries where local manufacture also shows
the strong growth to dominant players and long tail new entrance.
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persistence on cultivating product and channel enabled sustainable success.
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