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     2016 Q2   Key Economic Index 

→ After a year of food safety crisis, the market has been gradually recovered in both food and non-

food categories. Health is the most important trend in food category, however, a rebound can be 

found in those categories that were seriously impacted by the crisis a year ago. Personal care 

appeared to have better performance among non-food categories, and premium brands sustain 

the growth of household cleansing products.  

 

→ Channel-wise, hyper still in decline trend. PX is doing good in food category. Online channel has 

experienced a growth in both food and non-food. 
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+0.69%  

GDP  

Growth Rate 

2016Q2 

+1.54%  
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Growth Rate 

2016Q2 

78.36  

Consumer 

Confidence Index 
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2016 June 

Total FMCG 

VSLY 

+2.6%  
2016Q2 
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TTL FMCG Food Non-Food

Take-

away  

Tea 

Plastic-

izer 

Indus-

trial 

Starch 

Tained

Cook-

ing oil 

Recy-

cled- 

Waste 

Oil 

Sales Value GR% 

A year after food crisis, the market has recovered gradually. Both food and non-food experienced a positive 

growth.  

TAIWAN TOTAL FMCG 52 WEEK ROLLING EVOLUTION 
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Soy Milk, Cereal, Tea Bag, Ground coffee 

Instant Noodle, Frozen Food, Seasoning 

Snacks, Cough Drops 
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Anti-aging and Moisturizing Skincare, Makeup 

Laundry Detergent, Dish Wash 
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Hyper Super CVS PX PCS Pharmacy Direct Sale Internet Depatment Store Company Order

KEY CHANNEL SNAPSHOT – VALUE %  

Source: Kantar Worldpanel Taiwan Household Panel 

TTL FMCG Food Category Non Food Category 

Hyper still in decline trend. PX shows good performance in fresh milk and packaged 

food(packet noodle, instant noodle, soy sauce, seasoning). Online grows in both food and non-

food categories. 
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RETAILER HEALTH – TRAFFIC vs. BASKET SIZE  

PX Mart 

7-ELEVEN 

C4(Incl. Market) 

Costco 

RT Group 

A Mart 

Wellcome 

Family Mart 

Watsons 

Simple Mart 

Cosmed 

Poya 

Source: Kantar Worldpanel Taiwan Household Panel 

Store 15Q2 16Q2 GR%

C4(incl. Market) 74 86 +16%

RT Group 26 24 -8%

A Mart 20 19 -5%

Costco 10 12 +20%

Wellcome 236 226 -4%

Simple Mart 426 472 +11%

PX Mart 740 852 +15%

7-11 5030 5050 +0%

Family Mart 2963 3001 +1%

Hi-Life 1288 1286 0%

OK 880 880 +0%

Watson's 500 520 +4%

Poya 114 139 +22%

Cosmed 368 384 +4%


