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FMCG Value $bn Value growth Value importance Tech & Durables Value $bn Value growth Value importance
PRI B 2R 7 THE (11{Z3ETT = HE G Aoz =k V4=y3v SE]E HELG L
China®E $286 42% i \ $275 61%
IndiaENE $77 11% i $51 11%
Australiai R AFIE $60 9% $41 9%
IndonesiaElEfEFal $56 8% South Koreag$[E $23 5%
South Korea#5[E $48 7% IndonesiaElEfEFaIE 3%

PhilippinesIE{RE $37 5% i) BAK I $11 2%
ThailandZ=E $31 5% i % $10 2%
Vietnami#krg $23 3% ThailandZ=E 2%
New Zealand#ifg= $15 2 Malaysia S3&FgiF $7 2%
MalaysiaZ3FgiF 1 PhilippinesIERE 1%
SingaporeFTiniE 1 SingaporeF N 1%
Myanmar£E&] New Zealand#Fi= 0%

Source: NielsenlQ data to Mar 2025
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FMCG Channel Value Share of Trade % REEDEEEIDET %

Asia Pacific Chma Southeast Asia Pacific Ind|a

TFAHBX Ak KiFEM t
i

|ii' ||| 11x

883 861 853

525 509 50.1
33.8 33.8 340
246 | 25.1 255
2022 2023 2024 2022 2023 2024 2022 2023 2024 2022 2023 2024 2022 2023 2024
Hyper/Super Online CVS/Mini CVS Others Drug/Pharma
A3eig/tamh ARSI {EF 5 HftRiE AL /25NUE

Source: NIQ Data to December 2024
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Top 3 concerns in June 2025 2025 £ 6 ARZXEH=KAIER
Marketmiis #1 #2 #3
Chinarh _ Economy&iF 4 Job security T{E{RIE &
IndiaE[J|  Food pricesRamfii1& EnvironmentifiE ¢ Utility/ N EERSZZEF 8
MalaysiaG 3 #gil| Food pricesBmf/i1& Utility /A $£BR %5 2558 EconomyZ&SH
Philippines3E#Ee|  Food prices BT Utility/ 3tA3 5% + | Healincarelsirbnie v
ThailandZz[E]| Food pricesRmf/1H Economy&i¥ & Utility N HEERSZZEA ¢
Vietnamik g EconomyZx ¥ Food prices B 5RNT& CovidFgRE t
IndonesiaElEfefgil| Food prices Rt Economy/Zi% 4 _
Singapore#fifintff|  Food pricesHaaf/tis Utility /> $£BR 55 22 F3 Job security TYE{REE 1
JapanH 7|  Food pricesHanf/ Utility /3 3£ BR 55 228 EconomyZi% 4
South Korea&s Economy#2i5% Food Prices NS Political BG&
Australia; 8 K FIF|  Food pricesRamf/iti Utility /3 £ AR %5 22 FR Housing costs{EfRERA +
New Zealandgffg=| Food pricesRaafi Utility/A £ IR 55 2250 Economy#Zi

Source: NIQ survey June 2025
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INDONESIA
ENE ek

1. INSTANT NOODLES
LEmE

2. BISCUIT
HF

3. COFFEE
]

4. POWDER MILK

L

5. COOKING OIL
RAH

6. MINERAL WATER
iRk
7. SNACK
g8
8. LIQUID MILK
Ll
9. SKINCARE
talif 3T
10. TOILET SOAP
e

Source: NIQ data to March 2025
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INDIA

1. SALTY SNACKS
RFE|
2. BISCUITS
T
3. REFINED EDIBLE OILS
fSHIR RN
4. SPICES
&
5. WASHING POWDERS

iR
6. NON-REFINED OILS
REIEERIEYIH

7. TOILET SOAPS
BB

8. PACKAGED TEA

BER
9. CHOCOLATE

1552

10. SKIN CREAMS
PRXTE

AUSTRALIA
EAFIIE

1. CHEESE
LT
2. CHILLED MILK
KA1
3. SOFT DRINKS
NN
4. CHOCOLATE
155

5. IMPULSE SNACKS
BIEHMAH R aa

6. MEDICINAL
“BHRm
7. YOGHURTS
E&1N
8. CONVENIENCE MEALS
HEE
9. ICE CREAM
IKiEitk
10. BISCUITS
'in s

1. BEER
N
2. READY-TO-DRINK MILK
BPERE-43

3. ENERGY DRINKS
L o)

REEIA
4. INSTANT NOODLE
H{EmE
5. SOFT DRINK
ERIRES
6. READY-TO-DRINK TEA
BDERZR
7. POWDER MILK
Jit5
8. SNACK
-
9. LAUNDRY PRODUCTS
KR m
10. BOUILLON-MSG
Pi%-IkAE
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SOUTH KOREA
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1. PHABLETS
SFARFM

2. COOLING
HiSieE

3. PTV/FLAT
E3il/ 4R

4. WASHING MACHINES
)

5. AIR CONDITIONERS
=i

6. MOBILE COMPUTING
Bahitain
~. CAR TIRES

SEFERR

8. VACUUM CLEANERS

IReEs
9. KIMCHI FRIDGES
R ¢
10. CONTACT LENSES

[SHZERER

Source: NIQ Data to December 2024
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THAILAND
1. PHABLETS
FRFM
2. AIR CONDITIONERS
=i
3. CAR TIRES
SEEEehR

4. PTV/FLATPTV
IR/ RER

5. COOLING
HiSiRE

6. WASHING MACHINES
AR
7. ENGINE OILS VEHICLES
&l
8. MOBILE COMPUTING
it Emn
9. CAR STARTER BATTERY
INIFREREth
10. MEDIA TABLETS
SR EE B

>

PHILIPPINES
IHEE
1. PHABLETS
SEARFH
2. MOBILE COMPUTING
BahitEMmn
3. MEDIA TABLETS
SEAREE AN

4. CORE WEARABLES
BT EFEGR S

5. HEADSETS
Hil

6. MULTIFUNCT. PRINTERS
ZINEEFTEDIN
~. DESK COMPUTING
SmitEN
8. IT STORAGE DEVICES
ITE#RS
9. MONITORS
FERes
10. MEMORY CARDS
=iE+&

1. PHABLETS
SFERFM
2. PTV/FLAT
30/ AR AR
3. MOBILE COMPUTING
BahitEin
4. COOLING

HliLiRE

5. WASHING MACHINES
Akt
6. DIGITAL CAMERAS
ZnstEm
7. VACUUM CLEANERS
S
8. HEADSETS
H
9. ATR CONDITIONERS
=i
10. MEDIA TABLETS
SR E i
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Current consumer financial position
% respondents, APAC
SENEKEEEUS IR

Average FMCG household spend per year
KRBT IRIE H R AR

$5,596
$3,610
$2,337 $2,428
$390 $443 $701

Mid-2022 Jan. 2023 Mid-2023 Jan. 2024 Mid-2024 Jan. 2025 Indonesia Thailand Philippines Hong Kong Singapore New Zealand Australia
EnEerair Z=E JEEE &S o HirE= AT

Worse off Botteroff NEer Ed IR FONLE e Lyl

[BERERE OEEEELES

Source: NIQ Consumer outlook 2025 and Consumer Panel data to March 2025
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Price Tier value share by industry. Industries ranked by Luxury importance
BT inEED T, RINMSEESRRHITHER

Economy 2255 (P1<40) m Mass K#k(41-80) = Mainstream 37 (81-120)

——

B Premium Six(121-160) Super Premium 5w (161-200) m Luxury % (Pl >201)
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Australia - Economy

MAT LY MAT TY

Volume growth 0
R +24%

Value Share 0
BT 5.2%

Source: NielsenlQ data to Dec 2024
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I Beryls
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¢ UN'Sis)
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‘ Almond Milk Chocolate
Cenfectionery
’ .
Coklat Konfeksi Susu MASCARPONE
Tiramisu Kacang Badam CHEESE POWDE|

Malaysia- Mainstream

Volume growth

THEIRE

Value Share
HEDER

MAT LY

+33%

3.7%

MAT TY

SHIE—EIE=

Auto dispensing washing machines

B sh#% AU AR
+27%

vs +5%
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3£ ROJUKISS

ROJUKISS HYA CERAMIDE
10X TREATMENT MASK

Awonkbuath TRwangonso

4 ROJUKISS
e

TER
"'psamEF

Wuins1:0evAuwslAigonso Tus:meifoosie
Wuhsoworignrsiemniaviaa TRwoBuBU Buth idow

New Zealand - Economy Thailand - Luxury

MAT LY MAT TY MAT LY MAT TY

Volume growth

Volume growth o, o,
+8% I +13%

HEIER

Value Share

Value Share o
D 10.0%

0,
THERDER 14.0%

Source: NielsenlQ data to Dec 2024
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»

26.7g
sugar sugar
8.9g Og
fibre fibre
86 176

calories calories

Per §

Australia- Luxury South Korea — Luxury

MAT LY MAT TY MAT LY MAT TY

VI Volume growth o
BRI +337% it ik +23%

Value Share

Value Share o, o,
DG 0.2% BT 9.4%

Source: NielsenlQ data to Dec 2024
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Origin of manufacturer value share in APAC

WA ratHERH I R%

= REGIONAL
X2k ke

= MNC
BEAE

= LOCAL
%S =2

Q1 2025

Source: NielsenlQ RMS & CPS Data to March 2025 (Excludes private label and based on manufacturers within top 80% of sales)
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