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DISCLAIMER

This publication has been produced by Nielsen. It is distributed for informational purposes only. Nielsen makes no express or implied
warranties with respect to any information or data included in this publication, and expressly disclaims all warranties, including but not
limited to, any warranties of accuracy, non-infringement, merchantability, quality or fitness for a particular purpose or use.

Other than information or data sourced from Nielsen, the information contained in this publication has been obtained from sources that
Nielsen believes to be reliable, but Nielsen does not represent or warrant that it is accurate or complete. Nielsen is not responsible for the
content or performance or security of any third party web site that may be accessed via hyperlink in this publication and any information on
such sites are not incorporated by reference.

The views expressed in this publication are those of the author(s) and are subject to change, and Nielsen has no obligation to update its
opinions or the information or data in this publication. This publication does not constitute investment, financial, business or other
professional advice or take into account the circumstances of those who receive it. Any recipient remains solely responsible for recipient’s
use, decisions and actions in respect of this publication. This publication may not be redistributed or published, in whole or in part, without
the express written consent of Nielsen.
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BPS

THE PANDEMIC SITUATION IS IMPACTING THE FUNDAMENTAL
ECONOMY. INDONESIA GDP SHRANK BY 2.1% FOR FY 2020

Recovery is seen with Q4 GDP growth is getting better than the last two quarters and controllable inflation

GDP GROWTH (%) ANNUAL INFLATION (%)
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Source: BPS, Bank Indonesia f— | Q V I A
*) Forecast by Indonesia Ministry of Finance — =N 3
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BPS

HH CONSUMPTION IS RECOVERING IN THE LAST QUARTER OF 2020

Similarly with investment, while Government manage to increase expenditure slowly.

2020- GDP CONTRIBUTION GDP EXPENDITURE
BY EXPENDITURE (%) GROWTH
54 51 50 50 50 51 50 52 50 50
28
HOUSEHOLD
CONSUMPTION 2013 2014 2015 2016 2017 2018 | Q119 G219 Q319 Q419 Q120
57.7 i1 36
55

>
[}
k] 69 82 ot
] ) 54 48 52 37
S GOVERNMENT 20 21 0 05 18
e 31.7 SPENDING ’
g 2013 2014 2015 2016 2017 2018 | Q119 Q219 Q319 Q4'19 Q120 Q320 Q420
% 6.9
o
3 9.3
g 62 67
~ 1.2 0.2 GROSS FIXED 50 4 5145 0 50 42 4
2 CAPITAL '8
e FORMATION
o HH Gov. Investment Net Others 2013 2014 2015 2016 2017 2018 | Q119 Q219 Q319 Q419 Q120
o Consumption  Spending Export/import ®
S 55 (62)
=[QVIA
8 Source: bps.go.id —_— =N
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INFLATION IS REACCELERATING IN Q4’20

Especially driven by Food, Beverages & Cigarette that grew faster in the last quarter

MONTHLY
INFLATION & CPI

m—— Consumer Price Index*

O Monthly Inflation (%)
115 15

110 1.0
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-0.18
-0.27
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Source: bps.go.id
*) Index to CPI Dec'17

BPS

MONTHLY INFLATION
BY COMPOSITION

GENERAL

FOOD, BEVERAGES & CIGARETTE

CLOTHING AND FOOTWEAR

HOUSING, WATER, ELECTRICITY, AND HOUSEHOLD FUEL

EQUIPMENT AND MAINTENANCE OF HOUSEHOLD ROUTES

HEALTH

TRANSPORTATION

INFORMATION, COMMUNICATION, AND FINANCIAL
SERVICES

RECREATION, SPORT, AND CULTURE

EDUCATION

RESTAURANT

PERSONAL CARE AND OTHER SERVICES

m 2020
m 2020 Jul+Aug+Sep
m 2020 Oct+Nov+Dec
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OVERALL CONFIDENCE IS SLIGHTLY UP IN END OF 2020

After significantly down during the quarantine living phase, Indonesian consumer starts to be more optimistic toward
current economic condition in November and December 2020

DEC’20

see, o* .°"'°.... . . CONFIDENCE ABOUT FUTURE
®ce00000000°%0005000, ,° .
. . CONDITION

124

@ (CC| — CECl <----- CEl

138

CONSUMER CONFIDENCE

97

CONFIDENCE ABOUT CURRENT
ECONOMIC CONDITION

67

Local Covid-19 Pandemic CCl - CONSUMER CONFIDENCE INDEX
CECI - CONSUMER ECONOMIC CONDITION INDEX
CEIl - CONSUMER FUTURE EXPECTATION INDEX

DEC17 MAR18  JUN18  SEP18 DEC18 MAR19  JUN19  SEP19 DEC19 MAR20 JUN20  SEP20  DEC20

Source: Bank Indonesia o= | QV I /-\ 6



BANK
INDONESIA

CONSUMER'’S INCOME AND JOB PROSPECT ALSO SLOWLY REBOUND

Especially in November and December 2020. However, job prospect is still considerably low (<60%) compared to the
pre-pandemic level.

CONSUMER CURRENT ECONOMIC CONDITION BY COMPONENTS*

mJan20 mFeb20 ®mMar20 ®mApr20 = May20 ~ Jun'20  Jul20 © Aug20 =Sep20 mOct20 mNov'20 mDec20

18 114 114 114 112 440

73 66 69 72 70 69 73

CURRENT INCOME EXPECTATION JOB AVAILABILITY EXPECTATION DURABLE GOODS PURCHASE
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Source: Bank Indonesia — N7
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TCB

THOUGH WORRY ON ECONOMY AND RECESSION IS STILL THERE

Apart from Economy and Health, concern on Job Security is also getting higher

TREND OF RECESSIONARY
SENTIMENT
=e=Yes =e=No 87
78 d THE ECONOMY
0/
% 6.1\57 57 L 57 HEALTH
— o I ° S
® >;< \:< ¢ WORK LIFE BALANCE
Sae—2" 1 N0 e
44 3 43 43 44 43 JOB SECURITY
o
22\. POLITICAL STABILITY
13

Q218 Q318 Q418 Q119 Q219 Q319 Q419 Q120 Q220 Q420

Q : Do you think your country is in an economic recession at the moment?

Source: The Conference Board ® Consumer Confidence Survey, conducted in collaboration with Nielsen

TOP 5 MAJOR CONCERNS
AMONG CONSUMER

X
34% 56% 53%
14% 29% 28%
21% 24% 24%
9% 10% 12% O
13% 6% 1%

Q : What are the top 5 major concerns among consumer ?

=|QVIA,



TCB

PURCHASE INTENTION IS CONTINUOUSLY RECOVERING FOR MOST OF
THE SECTORS

Fashion sector recovery movement is slower than others and no spare cash statement still remain slightly higher than

its used to
|
Putting into savings 64% 55% 64%
Investing in shares of stocks / mutual funds 46% 30% 36%
Holidays / vacations 42% 18% 31%
§ Home improvements / decorating 25% 17% 27%
g New technology product 26% 17% 23%
g Out-of-home entertainment 25% 13% 23%
% Paying medical insurance premiums 23% 20% 22%
gz Paying off debts / loans / credit cards 22% 18% 20%
é New clothes 26% 12% 20%
g Retirement fund 18% 12% 14%
f%’ Have no spare cash 4% 7% 7%

Copyright

=I0VIA,

Source: The Conference Board ® Consumer Confidence Survey, conducted in collaboration with Nielsen
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CMv

SAVING ACCOUNT TREND IN THE BANK REMAINS STRONG

Saving and investment fund (the sum of saving account and time deposit) has a more significant increase in Nov Q4
position when compared with the previous Q4 YoY.

FUND FROM SAVING Rp4,315,414 Rp4,532,800
ACCOUNT + TIME DEPOSIT | . .
(IN BILLION RP) Q4 pos“-'oN 2018 Q4 2019 Q4 2020 Q4

(Up to Nov.)

@9 SAVING ACCOUNT @ TIME DEPOSIT
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£ 39 37 0.8 0.7 13

i % CUSTOMER % CUSTOMER -_
< 17+ 17+

e 2018 2019 2020 2018 2019 2020

©

S UPPER 1 30 27 23 sw UPPER 1 61 66 46

H t.u 58 58 55 Es 84 87 81
s e UPPER 2 28 31 32 SF . UPPER 2 23 21 35

Z =<< 2 Ya

Fl 2T2  wmipDLE1 28 28 29 22O  MIDDLE1 13 12 13

N =S L8

Sl 6353  wmpLe2 9 10 13 692  MmIDDLE2 4 1 5

S TS ®

= LOWER 4 3 3 3 LOWER 0 0
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CPS

AS FOR SPENDING, HOUSEHOLD HAVE STARTED TO SLOWLY PICK UP
IN RECENT QUARTERS

Though still not compensate the huge drop happening in early Pandemic which resulted a decline for FY 2020 vs LY

] ]
HH SPEND / BUYER (MONTHLY) - 000IDR HH SPEND / BUYER BY SES

% GROWTH TOTAL % GROWTH UPPER (16%) MIDDLE (56%)
8,000 FY20 vs YA -11% 12,000 FY20 vs YA 1! 1 !
7,000

10,000

6,000
500 | - % I g % 8,000
4000 | ™M - e — — -

6,000
3,000

4,000
2,000

2,000
1,000

0 0
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Source: Nielsen CPS Data — Additional Spending +78 FMCG Homepanel — FY 2020 vs LY —_— | Q V I /'\ 12
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CPS

BASIC NECESSITIES SUCH AS FMCG, TELCO AND FRESH FOOD ARE
BECOMING MORE IMPORTANT FOR HOUSEHOLD THIS YEAR

With the Holiday Season in Q4, HH seems to increase their Leisure, Transportation & Health spending as well

HH SPENDING HH SPENDING
CONTRIBUTION % GROWTH*
FY 2020
FY 2019 mFY 2020 — VS LY
f
* FMCG

/Q\q\  Telecommunication
|

21 21 | |
&)
|

* House Related

19
15
8 8
5 )
3 3 . Transp_ortahon
l 11 * Education
o - i —DECLINEGROWTH ) * Saving +Loan

IN

FMCG Food Housmg Transport Comm Education Health Saving + Leisure Insurance * Ins.urance
(Fresh & Related Loans * Leisure
Staples)
Source: Nielsen CPS Data — Additional Spending +78 FMCG Homepanel — FY 2020 vs LY
DECLINE
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IN-HOME , DIFFERENT HOUSEHOLD ADJUSTED DIFFERENTLY DURING THE

PANDEMIC

+ UPPER SES : Asthey have more cash, they able to stretch by spending more in each trip
+ MIDDLE SES : Increasing basket size with the same shopping frequency but relatively stable in unit purchase
+ LOWER SES : Reduce the shopping frequency and stock up for each trip but in total, there is no increase in unit

FMCG
UNIT PER HH SPEND PER HH WEIGHT PER TRIP SPEND PER TRIP SHOPPING

PURCHASE ThIF
UPPER (16%)

MIDDLE (56%)

LOWER (28%)

Source: Nielsen CPS Data — FMCG only — FY 2020 vs LY — | Q v l
N4
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CPS

PRIMARY SPENDING FOCUS IS STILL ON BASIC NECESSITY FOR ALL SES

Towards the end of year, BEAUTY category shows an improvement, driven by UPPER & MIDDLE SES.

VOL = 6%
VALUE GROWTH

(FY 2020 vs LY)

UPPER

CLASS (16%) VAL = 11%

MIDDLE
CLASS (56%)

VOL = 0%
LOWER

CLASS (28%) VAL = 6%

COOKING AID, INSTANT FOOD, SNACK &

0
LI ANE LRl CONFECT, DAIRY, PHARMA

COOKING AID, PHARMA

COOKING AID

5%- 10% RTD, COFEE+TEA, BASIC PC, HOMECARE

INSTANT FOOD, SNACK & CONFECT, DAIRY,

BASIC PC, HOMECARE

HOMECARE, DAIRY

2%- 5%

COFEE+TEA, RTD

INSTANT FOOD, BASIC PC, RTD, COFEE+TEA,
PHARMA

-29 - [+2%]

BEAUTY

SNACK & CONFECT, BEAUTY

[-2%] AND MORE BEAUTY

Note :
Vol : AWOP unit growth, Val : Spend/buyer growth
GREEN BOLD : better growth Q4'20 vs PP

Source: Nielsen CPS Data — FMCG only — FY 2020 vs LY
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RMS

RETAIL SALES SHOWS THAT FMCG GROWTH STARTS TO RECOVER

POST QUARANTINE LIVING

VALUE, VOLUME GROWTH
& PRICE/UNIT % CHANGE | TOP 68 FMCG CATEGORIES

GDP
INFLATION 3.6 3.1
3
1
[ —
2 1
FY 2017 FY 2018

e FMICG Value Growth %

Source: Bank Indonesia,
*) Forecast by Indonesia Ministry of Finance

5.0 2.1
2.7 1.7

-12

FY 2019 FY 2020
FMCG Vol Unit Growth %

1
8
9
14
P3Mvs YA P3M vs PP
FMCG Price/Unit Change %

=I0VIA,



RMS
BOTH FMCG & CIGARETTE ARE IN A RECOVERY PERIOD

After dropped significantly in Q2°20, both Cigarettes and FMCG are start to increasing in the past 6 months.

CIGARETTE FMCG
Volume (Bill Stc) «=@==\/alue (Trillion Rp) Volume (Bill Bags) ==@==\/alue (Trillion Rp)
21 108

28] 21 10.7 10.6 \ 10.3
193 I
g
£ 24.3
§ GRVSYA P12M P6M P3M P1M GRVSYA Pi2M P6M P3M P1M
8 VALUE -9% -11% -7% -4% VALUE -6% -11% -9% -2%
i VOL STC -15% -17% -14% -10% VOL UNIT -12% -18% -14% -5%
=
§ DEC17 MAR18 JUN18 SEP18 DEC18 MAR19 JUN19 SEP19 DEC19 MAR20 JUN20 SEP20 DEC20 DEC17 MAR18 JUN18 SEP18 DEC18 MAR19 JUN19 SEP19 DEC19 MAR20 JUN20 SEP20 DEC20

©
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RMS

RECOVERY TREND IS SEEN ACROSS CATEGORIES

All super categories are growing in the Q4’20 from the previous quarter, though still lower than last year’s level.

RETAIL SALES VALUE GROWTH Data ending DEC20

Vs YA

P12M P3M

COOKING AID (10%)
FOOD (33%) INSTANT FOOD (10%)

SNACK + CONFECTIONERIES (13%)
DAIRY (14%)
BEVERAGES (34%) COFFEE + TEA (7%)
RTD (13%)
BEAUTY (9%) 16%
BASIC PC(10%) 3%
HOMECARE (10%) 1% 5% HOMECARE (10%) 5%
PHARMA (3%) 5% 8% PHARMA (3%) 8%

=I0VIA,;

PERSONAL CARE (20%) 8% -10%
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RMS

TOP 10 CATEGORIES :
MOST TOP 10 CATEGORIES HAVE A RECOVERY TREND IN Q4’20

Including Biscuit, Coffee, and Mineral Water that were declining deep during pandemic

INDONESIA TOTAL | TOP 1—10 CATEGORIES | VALUE GROWTH | ENDING DEC20

mP12Mvs YA mP3Mvs YA P3M vs PP

1 2 3 4 5 6 7 8 9 10

" 10 10 10 10

6 6

0 ._ 0
= B ny B B
-7 ™ 4 8) »
(19)
-25

Instant Noodles Powder Milk Biscuit Cooking Oil Coffee Mineral water Liquid Milk Baby Diapers Snack Toilet Soap
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NEXT 11-20 CATEGORIES :

RMS

ANOTHER 10 CATEGORIES ARE ALSO GROWING IN THE LAST QUARTER

Including Skincare, Tea-RTD, and Cologne that were also declining deep due to the pandemic.

INDONESIA TOTAL | NEXT 11—20 CATEGORIES | VALUE GROWTH | ENDING DEC20

mP12Mvs YA mP3Mvs YA P3M vs PP

11 12 13 14 15 16 17 18

12
7 7

3
] -
II II (2)I EE gl @ @ II El
(1) (1) ©
(13) = ) (14) (14)
(21)

Skincare Tea-RTD Sweetened Shampoo Detergent Stock Soup Cologne Toothpaste
Condensed Milk

19 20
8
3

2

0

l__
.
@) (@

Chocolate Insecticides

Source: Nielsen RMS Data
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SCANTRACK
COVID-RELATED CATEGORIES IS STILL SHOWING STRONG GROWTH
ESPECIALLY HAND SANITIZER WHICH CONTINUE TO GROW FASTER VS LAST

QUARTER
% Value Growth vs YA | Total Key Accounts | 10 Selected Categories with Biggest Growth Gap after COVID-19 Local
LIQUID HAND CANNED SEASONING LIQUID TOMATO SEASONING
HAND SOAP SANITIZERS FISH & MEAT LIQuiD CHEESE VITAMIN ANTISEPTIC SAUCE FLOUR DRY NOODLE
492 Pre-COVID19 COVID-19 Global H COVID-19 Local

2

S

Q0

=

s

=

g 194

8

= 124

g

5 70

8 55 a1 40 45 50

P 4 38

5 , 20 4 21 o | 22 16' 5 14 ¢ 21 3 N | 5 15 10 16 33
2 | | [ M M
()

= 1 5

o

g

©

% Pre-COVID 19 : 30 Dec 2019 — 19 Jan 2020 (W0120 — W0320) P —

= Covid-10 Global : 20 Jan 2020 — 1 Mar 2020 (W0420 — W0920) - = | Q V I /_\
© Covid-19 Local : 2 Mar 2020 — recent (W1020 — W5020) — 22



CHANNEL PERFORMANCE

Copyright © 2020 The Nielsen Company . Confidential and proprietary ' — | Q V I A
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RMS
WHILE MINIMARKET IS STILL ABLE TO GROW IN 2020, THE

TRADITIONAL CHANNEL 1S BOUNCING BACK

Minimarket manage to grow consistently in 2020, while GT, HBC and HBM channels are starting to recover in the end
of 2020

(%CONT) TOTAL  HSM (12%) MM (40%) GT (45%) HBM (1%) HBC (2%)

0 - - - - -
Data ending DEC20 GROWTH % P12Mvs YA 6 10 5 12 2 30
P3M vs YA -9 -12 1 -14 -13 -34
P3M vs PP 8 2 2 14 15 15
STORE GRO (%) W1°18 vs YA 0 =1l 6 0 0 1

VALUE (Rp) INDEX - DEC’17

100 -

50

DEC17 MAR18 JUN18 SEP18 DEC18 MAR19 JUN19 SEP19 DEC19 MAR20 JUN20 SEP20 DEC20

) e===sMT Hyper/Super e MT Minimarket e General Trade H&B Medical e====H&B Cosmetic ——= | QV I /_\
Source: Nielsen RMS Data — 24



CPS
E-COMMERCE :
UPPER SES CONTINUES TO DRIVE THE GROWTH OF FMCG E-COMMERCE

Middle and lower class are also trying to participate to some extent, even though still very limited.

| TOTAL UPPER (16%) MIDDLE (56%) |
PENETRATION (%) TOTAL SPENDING (IDR BILL) SPEND/ BUYER (000)

Jun- Sep- Dec- Mar- Jun- Sep- Dec- Mar- Jun- Sep- Dec- Jun- Sep- Dec- Mar- Jun- Sep- Dec- Mar- Jun- Sep- Dec- Jun- Sep- Dec- Mar- Jun- Sep- Dec- Mar- Jun- Sep- Dec-
18 18 18 19 19 19 19 20 20 20 20 18 18 18 19 19 19 19 20 20 20 20 18 18 18 19 19 19 19 20 20 20

20
Source: Nielsen CPS Data — Q v I A
*) Penetration & Spend/buyers and TMAT rolling data — =\ 25
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E-COMMERCE :

INCREASING ROLE ACROSS CATEGORY

Household are shopping more frequent and adding one more category to their online FMCG purchase. Dairy and
Personal Care categories are the growth driver this year with Shopee lead the FMCG E-Comm.

FMCG - ECCOMERCE

TOP 5
FMCG ECOMMERCE
GROWTH CONTRIBUTOR

AVERAGE SH(_?E::I;ING
ey crown
VS YA
TOTAL 3 i
PANEL
UPPER 4 *x
MIDDLE 3 **
LOWER 2 o

POWDER MILK

SKINCARE

BABY DIAPERS

TOILET SOAP

SHAMPOO

CPS

TOP 5
FMCG ECOMMERCE
BANNER CONTRIBUTION

Source: Nielsen CPS Data — FY2020

&Shopee

LaViada
2 JDuo

¥ online Shopping

@ tokopedia

BukalaPak

*Based on spend contribution

=I0VIA,
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E-COMM

E-COMMERCE MARKET IS STILL EXPANDING AND GROWS HEALTHILY

NIELSEN FMCG E-COMMERCE
SALES MEASUREMENT FROM
COOPERATING PARTNER

e
2JD
[}\;-i\f/ OI D

¥ online Shopping

Lot ada Orami

Belanja MUDAH dari MANA SAJA

) hypermart

online m

o
!Alchq[o:r

Source : Nielsen E-commerce Measurement

WITH SIGNIFICANT GROWTH,
ECOMMERCE CONTRIBUTION FOR
COSMETICS & SKINCARE ALREADY > 5%

Il E-Commerce Value Size (Billion IDR)
1.2 1.3

09 08
08 |7 o7 o7 o8
Q3vsLY
Value Growth
38.8%
Q118 Q218 Q318 Q418 Q119 Q219 Q3719 Q419 Q120 Q220 Q320
mmmm Value Sales e Cont.
| Contribution of Top FMCG Ecommerce | Top Categories — Q3’20

Categories to total FMCG Offline + Online
(55 Cat FMCG + Cosmetics)

Cosmetics Hair Conditioning Skincare
Liquid Milk
Dishwashing ; e
Soy Sauce L Toilet Soap .
Liquid Powder Milk
Skincare Battery Toothpaste
Baby Diapers
Toothpaste Liquid ilk Cologne

=|QVIA,



RMS
OTHER JAVA HAS A FASTER RECOVERY TREND IN Q4’20

While Jakarta Gr and Banusra are moving up slower. Most of Sumatra and Other Islands regions are still growing
consistently along 2020.

VALUE AREA CONTRIBUTION, VALUE GROWTH | P12M (2020), P3M (Oct-Dec’20) INDONESIA* FMCG

Y 356 T
SUMATRA ‘

KALIMANTAN e
P12Mvs YA 15.9 1 . N EAST INDONESIA
X PI2Mvs YA 57 4 N ¥ 4
P3Mvs YA  16.4 4 b N gl BT Pi2MvsYA 17 5

. P3Mvs YA 6.0 6

5 PMvs PP 16.4 SULAWESI “P3MVSYA 17 11
5 N x Sl [P e ’  P12MvsYA 61 5 P3M vs PP 17 5
o ’ o '74
3 ’ P3Mvs YA 6.6 3 X
g , . P3Mvs PP 6.6 10
€ JAKARTA GR r-‘ -
(G] - - .

2 OTHER JAVA :

> -

: PLZMysYA 188 -8 ' BANUSRA o

g P3Mvs YA  19.3 14 | Pl2MvsYA 462 -9

< I P12Mvs YA 45 -8
3 P3M vs PP 19.3 6 P3Mvs YA 456 -13 \)
£ P3Mvs YA 4.4 17
2 P3Mvs PP 456 10

o P3Mvs PP 4.4 5

2
£

8

*) Include East Indonesia for FY 2020 e | Q V I /\
— =N28
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RMS

SECONDARY CITIES AND RURAL AREAS RECOVER FASTER THAN
MAJOR CITIES

VALUE AREA CONTRIBUTION, VALUE GROWTH | FY 2020 INDONESIA® FMC6
356T
RURAL
: - P12M vs YA 11.6 -3%

t{?PSM vs YA 12.4
OTHER CITIES Pramvspp 124

PI2Mvs YA 52,0 5% - s o

: P3Mvs YA 52.1 7% EE . B
MAJOR CITIES P3Mvs PP 52.1 8% ’
P12M vs YA 36.3 -8% o - 3 ;

P3Mvs YA 35.5 -13% ' : e : ;

P3M vs PP 35.5 6% -

*) Include East Indonesia for FY 2020 —
Major Cities: Jakarta Gr, Bandung Gr, Semarang Gr, Yogyakarta Gr, Surabaya Gr, Medan, Makassar Gr. Other Cities: Urban except Major Cities —_— =\og
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EARLY SIGN OF RECOVERY TREND

@ WHAT THEY HAVE IN MIND

DESPITE THE CONCERN OF PANDEMIC
SITUATION REMAINS HIGH, CONSUMER ARE
SHOWING A RECOVERY CONDITION IN BOTH

CONFIDENCE AND SPENDING INTENTION

The economy impact due to pandemic still

compress the overall economy growth, however :

* The GDP Growth is start to recover

» Consumer confidence is also recovering across
all sector

This situation translates to a recovery spending
intention across all sectors. Intention to save money
remains as the highest while Fashion’s recovery
trend is slower than others.

E HOW THEY SPEND

OVERALL SPENDING IS STILL LOWER THAN
LAST YEAR, HOWEVER WE HAVE OBSERVED
SPENDING RECOVERY ACROSS CATEGORIES

SINCE Q3

While in-home consumption are still shows positive
growth, different consumer demographic are
adjusted differently during the pandemic :

. UPPER SES seems to be able to cope with the
situation better. They are still able to increase
spending across categories and take advantage
from digital platform (e-commerce, online delivery,
etc)

. MIDDLE SES is trying to maintain their price/unit
spending by looking for better deal in order to be
able to adjust with the situation (buying additional
needs)

. but LOWER SES still need to make sacrifices and
focus on HEALTH and BASIC NECESSITY
categories.

Overall Retail Sales confirmed on the recovery
trend since Q3 and this has been observed as well
in beauty and RTD categories which previously
impacted badly during pandemic.

WHICH CHANNEL AND WHERE

TRADITIONAL CHANNELS ARE STARTING TO
RECOVER, AND ECOMMERCE FMCG IS
CONTINUOUSLY GROWING - SMALL CITIES
SEEMS TO RECOVER FASTER

As the consumer activity has been slowly back to
normal, traditional channel such as traditional outlet,
medical outlet and also cosmetic outlets has been
showing a recovery trend as well.

We observed e-commerce is still consistently
growing but it is mostly driven by UPPPER SES.
MIDDLE and LOWER SES accessibility for e-
commerce is still limited.

Specifically on the recovery trend, seems like this is

happen much faster in small cities including rural
area rather than major cities
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