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FMCG Monitor: 12 weeks period ending 13 July 2014 

Consumers opt for more drinking occasions at home  
 

 
The latest FMCG Monitor report from Kantar Worldpanel published today for the 12 weeks ending 

13
th
 July 2014 shows different pictures across Urban and Rural areas. FMCG consumption in Urban 

continues to suffer from stagnant growth since early this year with growth levelling off at 5% in value 

and 2% in volume. Meanwhile, Rural market is stabilizing its growth at 11% in value and 8% in 

volume. All key channels in Urban report a decline in growth compared with the same period last 

year. In Rural, Street Shop is holding strong whereas Wet Market remains stagnant. 

In terms of basket trends, growth is quite low across different sectors in Urban with volume growth 

hardly exceeding 5%. In Rural, Dairy and Home Care products are lagging behind with modest 

growth. Tonic Food Drink (Chocolate Malt-based Beverages) is the bright spot in Urban throughout 

this quarter with strong growth of 27% in volume, mostly thanks to expanding buyer base of 

additionally 87,000 new buyers. In Rural, Ice Cream wins the Hot Category with 53% increase in 

volume consumed at home by increasing average volume consumption per household by 33% and 

attracting nearly 600,000 new buyers. 

 

Our observation during the 12 weeks ending July 2014 compared with the same period last year 

sees the 2 digit growth of in-home consumption of beverages in terms of value. Indeed, consumers 

are opting for more drinking occasions at home rather than outside. Kantar Worldpanel’s tracking on 

drink usage behaviours of individual consumers in Urban 4 Key Cities reports a growth of 3.9% in in-

home drinking occasions over Quarter 2 this year compared with the same period last year while 

out-of-home occasions remain stagnant. Noticeably, consumers are less likely to spend their drinks 

at more costly places such as coffee shops and restaurants as drinking occasions at these places 

shrink by -12% and -3% respectively. It is interesting to notice the most declining items consumed 

out of home such as Instant Coffee, Tonic Food Drink and Energy Drink are holding the highest 

ranks among the top growing items in-home, in terms of drinking occasions. This probably reflects a 

switching trend in which people will take these kinds of drinks at home rather than spending on them 

elswhere outside, in order to cope with downward pressure from the current economic situation. 

 “Although the economy has achieved some improvement recently but weak local demand is still a 

major block to a sustainable recovery. There is little doubt that consumers, especially lower income 

groups, will continue to look at ways to manage better their expenditure. Opting for more in-home 

drinking occasions is just one among those reactions. Being able to understand and capture these 

shifting needs will create new space for manufacturers to further develop their categories, even 

under the current downward pressure” - commented David Anjoubault – General Manager at Kantar 

Worldpanel Vietnam. 
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About Kantar Worldpanel 

 

Kantar Worldpanel is the world leader in consumer knowledge and insights based on continuous consumer 

panels. Combining market monitoring, advanced analytics and tailored market research solutions we deliver 

both the big picture and the fine detail that inspire successful actions by our clients. Our expertise about what 

people buy or use – and why – has become the market currency for brand owners, retailers, market analysts 

and government organizations globally. 

With over 60 years’ experience, a team of 3,500, and services covering more than 55 countries directly or 

through partners, we deliver High Definition Inspiration™ in fields as diverse as FMCG and baby products 

among many others. 

Kantar Worldpanel is among 13 specialist operating companies of the Kantar group – which is a wholly-owned 

subsidiary of WPP Group plc. 

 

Visit us at 

 

Website www.kantarworldpanel.com.vn   

Facebook www.facebook.com/KWPVN 

LinkedIn vn.linkedin.com/in/kantarworldpanelvietnam   

Twitter twitter.com/KWP_VN  

 

Contact us 

 

Nguyễn Đặng Thanh Thủy 

Senior Marketing Executive 

T +84 (0)839306631 ext. 610 

F +84 (0)839306632  

M +84 (0)972 336 049 

E tthuy.nguyen@kantarworldpanel.com  
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