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Just a dollar a day:
Understand Latam families” FMCG
spend to win share of wallet

FMCG volume sales in Latin America
continued to increase in 2017, but as
Kantar Worldpanel’s latest Consumer
Insights report shows growth remains slow
across the region. Volumes increased by
1.7% - a deceleration compared with the
2016 rise of 2.6% - with most countries

either flat or declining.

A similar pattern can be seen in the
region’s GDP growth of 1.7%, which
represents a recovery from the -0.9% drop
in 2016 but lags behind the global GDP
increase of 3.6%.

FMCG purchases decelerate in most Latam countries, and 5 markets are either flat or

shrinking.
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The average household in Latin America
spends just USS$1,450 per year on their
FMCG basket, which is similar to families in
South Africa, Taiwan and Croatia. Based
on a typical Latam family of four people,
this equates to just $1 per person per day
on everything they need for cleaning,
cooking and personal care. This low spend
is a reality in every market in the region.
Either side of the average, a great deal of

variation can be found: 15% of Latam
households spend less than $1,000 a year,
similar to families in Indonesia and the
Philippines, while 16% spend more than
$3,000, like those in France or the US. This
polarization means there is room for a
varied assortment of both premium and
value brands in stores, as well as
opportunities for a range of channels to
succeed.

On average, Latin American households spend one dollar a day on FMCG goods.
16% of Latam households spend over USD 3000, compared to some developed countries.
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Local FMCG brands are growing faster
than global brands, having gained a 1%
market share over the past two years. This
is equivalent to a boost in value of $10
billion, compared with $6 billion for global
brands.

Local brands in Brazil have gained most
ground, growing their market share from
63% to 65%.

Value Share% Local brands last 3 years

nn 7070

Local
brands
hotspots:
winning in
Bolivia,
Brazil and
CAM.

Average annual FMCG Spend in Latam per household (USD)

“ “Local brands are distributing their
products more widely - their
country is their world - and also using
growing channels such as Cash & Carry
more effectively,” explains Virginia
Garavaglia, Marketing Director Kantar
Worldpanel Latam. “As well as being more
affordable than the global alternatives,
they excel at innovation with a local
twist.”
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Brazil is at a turning point. Latam’s overall FMCG growth has mostly been
driven by the 4.5% increase in Brazil - but it's important to remember that
this represents recovery from a previous downward trend.

Consumers in the country are changing the way they shop, visiting more
channels in their quest for value.

A new type of brand: discounter labels. Discounters’ own labels are
performing well, particularly in the food and home care categories.

New formats are emerging. Cash & Carry and discounters are the big
success story — and their popularity is due to much more than being cheap,
having more outlets and offering more services.

The health and beauty categories are suffering the most. Volume sales
are shrinking or flat in most Latam countries, especially in make-up and
fragrances.

Virginia Garavaglia
Marketing Director Latam

Kantar Worldpanel
virginia.garavaglia@kantarworldpanel.com

— T

S )
2 B

\
Y

-
£E =2




Reflexiones
sobre 2017
Y

oportunidades

en 2018

KANTAR WCR

Consumer Insights
ASIA Q42017

FMCG Trends in Latam -
Video

Consumer Insights Asia
2017

!
|
.
\

s )’ 2z
e e

TP i P

\
)
)



https://www.kantarworldpanel.com/cn-en/news/consumer-insights-asia-2017
https://www.kantarworldpanel.com/mx/Noticias-/Feliz-y-exitoso-2018
http://www.kantarworldpanel.com/

