
25 SEPTEMBER 2013 
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MANAGING DIR. KOREA & JAPAN  
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NEW CONSUMER 
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WHO IS EMERGING CONSUMER? 

Primary Grocery Shoppers 
Drivers of value and choice 

Rising Consumer Class 
Rising Aspirations  

Very Old- 65+ yrs 
Very Young- 0-14 yrs 
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2012 - 2020

2002 - 2010

India Southeast Asia China

PERCENTAGE GROWTH OF ASIA’S MIDDLE CLASS 

159

% 

155

% 

111

% 

50% 

30% 

103

% 

52% 
of the world’s 
middle class 
will live in Asia 
in the next 10 
years 
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NUMBER OF MIDDLE CLASS CONSUMERS IN 2012 

ASIA HAS A BURGEONING MIDDLE CLASS 
POPULATION 
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100 101 103 105 

Q3 2012 Q4 2012 Q1 2013 Q2 2013% 

Asia Pacific North America Latin America Middle East, Africa & Pakistan Europe

Source: Nielsen Global Consumer Survey, Q2 2013 

92% 91% 93% 94% 

% Global Average 

NIELSEN GLOBAL CONSUMER CONFIDENCE INDEX 

ASIAN CONSUMERS ARE THE WORLD’S MOST 
OPTIMISTIC 
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DEMOGRAPHIC “TAX” 

Ageing markets – Korea, 
Japan, Singapore and 
China 

Marketers need to reflect diverse Asia in their strategies  

CHANGING THE WAY WE WORK, LIVE AND PLAY 

DEMOGRAPHIC 
“DIVIDEND” 

India, Indonesia, 
Philippines 

HEALTHCARE MATTERS MUSIC & MULTIMEDIA 

NEED TO CONNECT 
SOCIAL NETWORK 

AGING POPULATION GAMING 

Phenomenon of ‘Single’ 
households  

Reduction in Family size 
 

DIFFERENT STROKES FOR DIFFERENT FOLKS 
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CONSUMER NEVER STOPS CHAGNING 

WATCH BUY 
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FROM  CORNER 
STORES 

TO VIRTUAL 
STORES 

brick-and-mortar e-Commerce m-Commerce 

EVOLVING SHOPPING CHANNELS 
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44% 

56% 

Significant opportunity remains 

Source: Nielsen Retail Index | Share of Packaged FMCG Sales 1999 2012 2020 

MODERN TRADE 
Developing Markets (Asia) 

TRADITIONAL TRADE 
Developing Markets (Asia) 

Retail in developing 
Asian countries start 
to modernize  

56% of today’s retail  
landscape is still 
up for grabs 

Organic growth 
tomorrow will only 
capture 13ppts 

57% 

43% 

27% 

73% 

NEW STORE OPENINGS DRIVE THE SHIFT 
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MINI-MARKETS CONVENIENCE 
STORES 

SUPERMARKETS 
HYPERMARKETS 

+15% +14% +6% 

RETAILERS INVESTMENT MOVING TO SMALLER 
STORES FORMATS 
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• Strongest growth in Korea, China, 
Taiwan 
 

• 75% of Shoppers in Korea buy 
FMCG products online monthly 
 

• Low penetration in most other 
countries but retailers actively 
exploring online strategy 

 
 
 

FROM BAG TO BYTE: NORTH ASIA LEADING ONLINE  
GROCERY SHOPPING 
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MORE FREQUENT SHOPPING & 
SMALLER BASKETS 

MORE INTEREST 
IN LOCAL STORES 

MORE ONLINE 
REPLENISHMENT 

SMALL HOME 
FURNISHINGS 

FURNITURE & 
APPLIANCES 

SMALLER 
PACK SIZES 

DUE TO LESS STORAGE WILL CONTINUE TO THRIVE WILL BE SMALLER 

SHOPPING HABITS WILL CHANGES 
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Mobile 

Tablet 

TV 

PC 

CROSS PLARFORM 

TRANSFORMATION OF MEDIA PALTFORM 
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42% 

14% 

39% 

43% 

16% 

61% 

28% 

42% 

48% 

20% 

Smartphones Tablet Desktop Notebook Gaming Console

2012 2013

74% 
sales growth  

in Asia for 
Smartphones 

Device Ownership 

Source: Nielsen Smartphone Insights 

Source: Gartner 

SMARTPHONES LEAD THE CHANGE IN ASIA 
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SMARTPHONE OWNERSHIP AMONG MOBILE PHONE USERS 

Source: Nielsen Smartphone Insights 2013 

Hong Kong Singapore Malaysia Australia China Thailand Indonesia India Philippines 

ADOPTION DRIVEN BY 

MALES MALES MALES MALES 

16-34 
yo 

16-34 
yo 

45-64 
yo 

16-24 
yo 

25-34 
yo 

FEMALES 

25-49 
yo 

16-34 
yo 

25-34 
yo 

16-34 
yo 

MALES BOTH BOTH BOTH 

87% 87% 80% 75% 75% 49% 23% 18% 15% 

DEVELOPED ASIA DEVELOPING ASIA 

YOUNGER CONSUMERS ARE DRIVING ADOPTION IN 
MOST MARKETS 
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89% of 

Japanese 
Smartphone users visit 

M commerce Apps or 

Websites 

86% of  
Chinese 

Smartphone owners played 
Games on their Smartphone 

in the last 1 month 

42% of 
Indian 

Smartphone users 
watch mobile videos 

40% of 
Smartphone owners in 

Korea & China 
use their devices while 

shopping 

88% of 
Indonesian 

Smartphone users 

used a Camera App in 

the last 1 month 

Source: Nielsen Research 

“MY PHONE IS MY LIFE”, “MY LIFE IS IN MY PHONE!” 
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Browsing products 

through websites or 

Apps 

Reading online 

product reviews 

Source: Nielsen Smartphone Insights 2013 

Purchasing products 

Scanning a barcode for 

price/product information 

DEVELOPED DEVELOPING 

44% 17% 

DEVELOPED DEVELOPING 

20% 12% 

DEVELOPED DEVELOPING 

38% 15% 

DEVELOPED DEVELOPING 

14% 10% 

MOBILE AS A MARKETING MEDIUM  
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MOBILE ADVERTISING IN LAST 30 DAYS 

Source: Nielsen Smartphone Insights 2012/2013 

80% 

81% 

75% 

76% 

81% 

46% 

82% 

47% 

45% 

30% 

41% 

Japan

Korea

Hong Kong

Singapore

Malaysia

Australia

China

Thailand

Indonesia

India

Philippines

CLICKED RECEIVED 

78% 

67% 

78% 

70% 

74% 

64% 

90% 

53% 

56% 

87% 

74% 

Japan

Korea

Hong Kong

Singapore

Malaysia

Australia

China

Thailand

Indonesia

India

Philippines

ASIAN CONSUMERS ARE RECEPTIVE TO MOBILE ADS 
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17 Source: Nielsen Mobile Netview  

89% 

56% 

49% 

28% 

M Commerce and
Shopping (Apps +

Websites)

Rakuten Ichiba
Shopping

Amazon

kakaku.com

JAPAN 

67% 

23% 

19% 

18% 

M Commerce and
Shopping (Apps +

Websites)

Coupang

Gmarket

Ticketmonster

KOREA 

M-COMMERCE IN LAST 30 DAYS 

SEASONED MOBILE SHOPPERS HAIL FROM JAPAN AND 
KOREA 
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LEADING HIGH TECH,  
CULTURAL POWERHOUSE 
COUNTRY 

8th, World  LARGEST EXPORTER 

Over 50% MIDDLE CLASS 

48 million PEOPLE 

KOREA!! 

G20 Ranked 15th  GDP in 2012 
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TRULY OUTWARD-LOOKING COUNTRY WITH WORLD-
RENOWNED COMPANIES & PRODUCTS 

GLOBAL NO.4 in business profit 

Motor (Hyundai Motors)  

GLOBAL NO.1 in m/s 

Smart phone (Samsung) 

NO.1  SNACK BRAND IN  
CHINA&VIETNAM 

Choco-pie  (Orion)  

Having 13 COMPANIES included in 

FORTUNE 500 companies  

(2012) 

GLOBAL NO.1 in  M/S  

LCD panel (LG) 

GLOBAL NO.1 in you-tube viewing 

PSY’s Gangnam-Style  

WORLD  NO.1 in figure skating 

Kim, Yuna  

GLOBAL NO.1 in tax free shop sales 

Incheon Airport Tax-free shop  

GLOBAL NO.1 in m/s 

TV (Samsung) 

http://imagesearch.naver.com/search.naver?sm=ext&viewloc=1&where=idetail&rev=17&query=%ED%98%84%EB%8C%80%EC%9E%90%EB%8F%99%EC%B0%A8&section=image&sort=0&res_fr=0&res_to=0&start=43&ie=utf8&img_id=auto14395|29_1&face=0&color=0&ccl=0&viewtype=2&aq=0&spq=1&nx_search_query=%ED%98%84%EB%8C%80%EC%9E%90%EB%8F%99%EC%B0%A8&nx_and_query=&nx_sub_query=&nx_search_hlquery=&nx_search_fasquery=
http://imagesearch.naver.com/search.naver?sm=ext&viewloc=1&where=idetail&rev=17&query=%EC%98%A4%EB%A6%AC%EC%98%A8 %EC%B4%88%EC%BD%94%ED%8C%8C%EC%9D%B4&section=image&sort=0&res_fr=0&res_to=0&start=30&ie=utf8&img_id=news51640000022423_2&face=0&color=0&ccl=0&viewtype=2&aq=0&spq=1&nx_search_query=%EC%98%A4%EB%A6%AC%EC%98%A8 %EC%B4%88%EC%BD%94%ED%8C%8C%EC%9D%B4&nx_and_query=&nx_sub_query=&nx_search_hlquery=&nx_search_fasquery=
http://imagesearch.naver.com/search.naver?sm=ext&viewloc=1&where=idetail&rev=17&query=FORTUNE 500&section=image&sort=0&res_fr=0&res_to=0&start=8&ie=utf8&img_id=blog6938923|78|70142455378_3&face=0&color=0&ccl=0&viewtype=2&aq=0&spq=1&nx_search_query=FORTUNE 500&nx_and_query=&nx_sub_query=&nx_search_hlquery=&nx_search_fasquery=
http://imagesearch.naver.com/search.naver?sm=ext&viewloc=1&where=idetail&rev=17&query=LG LCD&section=image&sort=0&res_fr=0&res_to=0&start=25&ie=utf8&img_id=cafe10050146|736|161874740_1&face=0&color=0&ccl=0&viewtype=2&aq=0&spq=0&nx_search_query=LG LCD&nx_and_query=&nx_sub_query=&nx_search_hlquery=&nx_search_fasquery=
http://imagesearch.naver.com/search.naver?sm=ext&viewloc=1&where=idetail&rev=17&query=%EC%8B%B8%EC%9D%B4 1%EC%9C%84&section=image&sort=0&res_fr=0&res_to=0&start=14&ie=utf8&img_id=blog53112970|16|50152264402_3&face=0&color=0&ccl=0&viewtype=2&aq=0&spq=1&nx_search_query=%EC%8B%B8%EC%9D%B4 1%EC%9C%84&nx_and_query=&nx_sub_query=&nx_search_hlquery=&nx_search_fasquery=
http://imagesearch.naver.com/search.naver?sm=ext&viewloc=1&where=idetail&rev=17&query=%EA%B9%80%EC%97%B0%EC%95%84&section=image&sort=0&res_fr=0&res_to=0&start=95&ie=utf8&img_id=news0180002699298_1&face=0&color=0&ccl=0&viewtype=2&aq=0&spq=1&nx_search_query=%EA%B9%80%EC%97%B0%EC%95%84&nx_and_query=&nx_sub_query=&nx_search_hlquery=&nx_search_fasquery=
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HEALTH MATTERS 
Big concern on healthcare  
Organic brands are highly preferred 

MOBILITY 

Mobile consumption regardless of 
place and time is continuously 
increasing thanks to high  mobile 
device penetration rate  in Korea  

FAMILY 2.0 &  AGING  
Family-oriented consumption is 
increasing with ‘Beta daddy’ and ‘Beta 
mom’s appearance 

ALPHA GREEN 
Willing to pay extra for ‘Green’ product 
with practical benefits  

BRAVO SENIOR LIFE 
Middle-aged ‘Baby boom’ generation 
is activeily seeking for opportunity to 
enjoy their middle age life.  

MALLING 
Enjoy leisure activities in large-scale 
shopping complex 

HOBBY HOLIC 
Online community-based hobby club 
attracts Korean consumers  pursuing 
work & life balance  

U-PATTERN CONSUMPTION 
Extremely big and small expenditure 
on specific items    

SMALL HOUSEHOLD, AGING CONSUMERS ARE 
LOOKING FOR VALUE CONSUMPTION 
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3h 

PC 

1h 
26m 

Mobile 

3h 
23m 

4.42 

4.26 3.23 

2009

2013

TV+PC Mobile

Total 4.42h 

Total 7h49m 

TIME SPENDING INCREASED BY ADDING MOBILE 
USAGE ON TOP 
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USING MEDIA PLATFORM SIMULTANEOUSLY TO 
MAXIMIZE TIME VALUE 

M TV PC M 

8% 
57% 

TV PC 

Avg. simu.User / day Avg. simu. Time / day 

2% 2% 
31% 15% 

 52   51   51  
 54   57  

 63   65  

 34   34   35  
 32   32  

 29  
 25  

 14   13   14   15   15   16   16  

Mon Tue Wed Thu Fri Sat Sun

TV↔Mobile PC↔Mobile TV↔PC 
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Entertainment 
Communication 

89% 
Game 
71% 

Searching 
41% 

Shopping 
87% 

Movie 
68% 

CONSUMERS ARE CONNECTED,  
AND DO SHOPPING THRU MEDIA PLATFORM 

Source : Nielsen Koreanclick e-Commerce Behavioral Data. (READHING RATE) 
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Source : Nielsen Koreanclick e-Commerce Behavioral Data. (2013.06) 
 

60.0  
28.3  

7.2  
4.5  OPEN 

MARKET 

E MARKET 

SOCIAL 
COMMERCE 

HYPER 
MARKET 

5.9  
7.1  

14.6  

39.9  

8.8  

18.2  

5.5  FRESH 

CPG-FOOD 

CPG-NON-FOOD 

HOUSEHOLD 

SPORT 

CLOTHING 

CULTURE 

CHANNEL BY CATEGORY (%) 

39.0  

47.7  

33.9  32.4  33.4  

FRESH

CPG-FOOD

CPG-NON-FOOD

HOUSEHOLD

SPORT

CLOTHING

CULTUREOPEN 
MARKET 

E MARKET 
SOCIAL  

COMMERCE 
HYPER 

MAREKT 

BY 
CHANNEL 

(%) 

BUY NON-FOOD ITEMS AT PURE E-TAILER, DIFFER IN 
HYPERMARKET AND SOCIAL COMMERCE  

BY 
CATEGORY 

(%) 
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72.2  

19.1  

8.8  

SINGLE ITEM  

SAME CATEGORY 

DIFF. CATEGORY 

Source : Nielsen Koreanclick e-Commerce Behavioral Data. (2013.03~2013.05) 

BY CHANNEL 

74.0  80.9  
63.9  

19.2  

18.9  15.6  
29.2  

9.2  

7.1  3.6  6.9  

71.6  

SINGLE ITEM SAME CATEGORY DIFF. CATEGORY

BY CATEGORY 

OPEN 
MARKET 

E-MARKET 
SOCIAL 

COMMERCE 
HYPER 

MARKET 

58.0  53.6  62.6  70.2  70.7  59.0  
79.3  

8.4  9.8  
17.8  

16.6  14.7  29.1  
14.5  33.6  36.6  

19.6  13.2  14.6  11.8  6.1  

SINGLE ITEM SAME CATEGORY DIFFER CATEGORY

FRESH 
CPG 

FOOD 

CPG 
NON 
FOOD 

HOUSEH
OLD 

SPORTS 
CLOTHIN

G 
CULTURE 

TRANSA- 
CTION  

(%) 

MOSTELY BUY 1 ITEM AT PURE E-TAILER, DIFFER IN 
HYPERMARKET  
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SOCIAL COMMERCE 
CULTURE 

SINGLE ITEM 
 
 
 

HOUSEHOLD  
&  

CPG NON-FOOD  

E-MARKET 
CLOTHING  

SAME CATEGORY 
 
 
 

CLOTHING 
&  

CPG NON-FOOD 

OPEN MARKET 
HOUSEHOLD   
SINGLE ITEM 

  
 
 

HOUSEHOLD  
 & 

  CPG NON-FOOD  

HYPER MARKET 
CPG FOOD & NON-FOOD 

DIFFERENT CATEGORY 
 
 
 

CPG FOOD 
& 

FRESH 

DIFFERENT PRUCHASE BEHAVIOUR BY CHANNEL, 
CATEGORY AND PRUCHASING FREQUENCY 

Source : Nielsen Koreanclick e-Commerce Behavioral Data. (2013.03~2013.05) 
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E-COMMERCE TO M-COMMERCE 

0

10

20

30

40

50

60

70

2012. 06. 2013. 06.

Mobile
App

Mobile
Web

PC

Source : Nielsen-Koreanclick PC/Mobile Behavioral Data (2013.06) 

OPEN MARKET SOCIAL
COMMERCE

OTHER E-
COMMERCE

2012. 06. 2013. 06.

Total  TTS: +10.9% 

E-commerce Total Time Spending Trend M-commerce APP Time Spending Trend 



C
o

p
yr

ig
h

t 
©

20
12

 T
h

e 
N

ie
ls

en
 C

o
m

p
an

y.
 C

o
n

fi
d

en
ti

al
 a

n
d

 p
ro

p
ri

et
ar

y.
 

28 

SOCIAL COMMERCE LEAD M-COMMERCE 

Jul-12 Aug-12 Sep-12 Oct-12 Nov-12 Dec-12 Jan-13 Feb-13 Mar-13 Apr-13 May-13 Jun-13

app web

 20~30 AGE  
 

 CUSTOMIZED OFFER 
 

 CURATION TYPE SHOPPING   
    

 MAZMIZING TIME VALUE  
 

 HOT TIME ANALYSIS 
 

 ENHANCE PROMOTION 
 

 ENLARGE ASSORTMENT 
 

 UI RENEWAL  
 

CONSUMERS… RETAILERS… 
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DECREASING 
• MEDIA CONCENTRATIVENESS 
• CHANNEL LOYALTY 

INCREASING  
• USABLE MEDIA PLATFORM 
• MEDIA TIME SPENDING 

RESONANCE REACH REACTION 

OPTIMIZING 
• DIGITAL MARKETING MIX 
• MERCHANDISING MIX  
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IT’S TIME TO  

ACT DIFFERENTLY 

UNDERSTANDING NEW CONSUMER 

  MIDDLE CLASS, WOMAN, YOUNG & OLD  
    

 SIMULTANEOUS CROSS PLATFORM USER  
 

 CONNECTED DIGITAL SHOPPER 
  

 LOOKING FOR VALUE 
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CONSUMER 
FORESIGHT TO 
GUIDE YOUR 

STRATEGY 
 
 

 

 

 

EMOTIONAL 
CONNECTION 
WITH YOUR 
CONSUMER 

 

SUPERCHARGE TO WIN 
Making the right bets in establishing… 



THANK YOU! 


