
Taiwan FMCG Market Trend 
2016 Q4 



2016 Q4             Main Economics Indicators key index 

• Taiwan’s GDP grew continuously for three quarters, for the increasing demand of both export and domestic market. 2016 FMCG 

market has recovered to the level before food safety incidents.  

 Instant noodles, fast-cooked noodles, and frozen food featured convenience drove cooking related food category to grow. The 

quick soup powder of hot pot also performed well because more players joined the market. Snacks, candy and RTD tea blew 

up for various new products. In addition, the health concept remained fad, driving breakfast cereals, cheese, and soy milk to 

grow.  

 Some up trends are shown in non-food categories: makeup in personal care, adult diaper and denture cleansing in elder care, 

and premiumization in detergents. Tissue paper started to grow in both high and low price tier. 

• PX mart strengthened itself in food category, reaching 20% value share. The cooking related food, dry provisions, fresh milk, and 

RTD tea drove the growth. EC continued to grow, especially in personal care products, such as skincare and makeup, haircare, and 

papers, as well as health food and hot fusion products. 
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Unemployment rate%(month) 

GDP (YOY)% CPI 

Y2016     +1.5% 

16Q4       +2.9% 

Y2016     +1.4% 

Dec. 16   +2.9% 

Y2016     3.92% 

Dec. 16   3.79% 

Catering industry sales value 

2016 Q4             Main Economics Indicators key index long term trend 

Y2016     +4% 

16Q4      5.4% 
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2017 GDP             GDP forecast  

Taiwan 

1.9% 

USA 

2.3% 
South Korea 

2.7% 

HK 

1.8% 

China 

6.5% 

Singapore 

1.5% 

Data source: Country data except from Taiwan are from HIS global insight 
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Taiwan Total FMCG Market 52 w/e rolling trend 

4.6 

4.3  

5.1  

-5

0

5

10

15

20

0
9
Q

4

1
0
Q

1

1
0
Q

2

1
0
Q

3

1
0
Q

4

1
1
Q

1

1
1
Q

2

1
1
Q

3

1
1
Q

4

1
2
Q

1

1
2
Q

2

1
2
Q

3

1
2
Q

4

1
3
Q

1

1
3
Q

2

1
3
Q

3

1
3
Q

4

1
4
Q

1

1
4
Q

2

1
4
Q

3

1
4
Q

4

1
5
Q

1

1
5
Q

2

1
5
Q

3

1
5
Q

4

1
6
Q

1

1
6
Q

2

1
6
Q

3

1
6
Q

4

Total FMCG Food Non-Food
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資料來源:凱度消費者指數-家戶指數 

凱度版權所有，不得以任何形式對外公開 

Taiwan’s FMCG market has recovered from the food safety incidents. 
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Makeups 

Adult Diapers、Denture cleansing 

NON FOOD 

Category trend 
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Total FMCG Food  Non-Food 

資料來源:凱度消費者指數-家戶指數 

凱度版權所有，不得以任何形式對外公開 

PX continued to grow in food category, reaching 20% value share. Cooking related food, dry provisions, fresh milk, and RTD tea drive the growth. EC 

continued to grow, especially in personal care products, such as skincare and makeup, haircare, and papers, as well as health food and hot fusion 

products. Direct sales declined because of weakening health food and personal care.  
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Shopping frequency (in million, Occasions) 

Retailer Trend– Total FMCG market 

2016 

2014 

2015 

PX mart 

7-ELEVEN 

Carrefour( including 
market) 

Costco 

RT  group 

A mart 

Wellcome 
Family Mart 

Watsons 

S mart 

Cosmed 
POYA 

資料來源:凱度消費者指數-家戶指數 

凱度版權所有，不得以任何形式對外公開 

Shopping frequency v.s. purchase value per occasion 


