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Capitalising on Asian Retailer Interest in Fresh Produce –  

Using Information To Drive Targeted Sales Growth  
 

For the fresh produce industry, the Asian market is both intriguing and intimidating. 

The rapid pace of change in moving from traditional retail to modern retail formats 

and the impact of this change on produce buying and selling remains, to a degree, 

the great unknown. 

 

Adding to the market’s intrigue is the need to understand the Asian produce 

consumer. While Asian consumers are often grouped together as one target market, 

those successfully selling in the market provide the constant reminder that each 

Asian country is a unique consumer market in its own right. 

 

Using Nielsen Retail Census, Nielsen ShopperTrends and Nielsen Homescan 

Consumer Panel data, this report presents information and insights to help those 

interested in the Asian market better understand Asian market dynamics and the 

Asian consumer.  

 

 

Understanding the Growth of Modern Grocery Retailing in Asia 
 

The Asian grocery market continues to change. The region is experiencing the same 

retailing trends that have been seen across the globe over the last 30 years. Asian 

shoppers are changing their shopping behaviour, switching from traditional counter 

service stores to modern self-service grocery stores. This in part has been driven by 

significant investment from leading retailers as well as changing shopper needs and 

expectations. 

 

To understand the sheer scope of the market in transition, it is helpful to understand 

Asia’s current retail environment. As of 2007, the Asian region had over 13 million 

grocery stores of which less than 2% were modern self-services outlets. However, 

Asian countries are at very different levels of development as the following chart 

shows. Taiwan has the highest number of modern trade stores relative to the size of 

its population with 500 per million people compared to just 52 in Indonesia. 
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Modern trade store numbers
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While only 2% of Asia-Pacific grocery stores are modern format, the modern format 

stores are growing fast. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Within grocery, modern format stores now account for over 50% of all grocery 

purchasing.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

In more developed Asian countries, modern trade is dominant – accounting for 80% 

to 90% of FMCG sales. In developing countries, modern trade is growing - although 

it generally holds less than 50% share. 
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Based on FMCG categories tracked by Nielsen

57
51 48

36

91

69

58

69

China (Shanghai) Malaysia (Kuala Lumpur) Thailand  (Bangkok) Indonesia (Jakarta)

Country Key City

 Comparison of urban shoppers using modern grocery trade 

for 'some' fruit/veg purchasing vs the main place for fruit/veg 

purchasing
88

72

57

32
26

30

41

28

65

27
33

28

17 14
22 21

4

Korea China Malaysia HK Taiwan Thailand Philippines Indonesia Vietnam

Buy 'Some' Fruit/Veg Main Place for Fruit/Veg

Based on ShopperTrends 2007

Except… main cities in developing countries have a much higher share than the 

country as a whole.  

 

 

 

 

 

 

 

 

 

 

 

 

 

Fresh Fruits and Vegetables – Who Is Winning The Battle For 

Shopper Spend? 
 

Given the importance of fresh and given the substantial growth of the modern 

trade sector, where are shoppers choosing to spend their fresh dollars? Are they 

staying loyal to the wet markets and more traditional retail channels, or are they 

venturing into modern retail outlets for their fresh purchasing? 

 

Depending on the market, Nielsen ShopperTrends data reveals a high percentage 

of shoppers buy ‘some’ fruits and vegetables within modern format outlets. 

However, this percentage drops significantly when compared to shoppers who use 

modern format stores as their ‘main’ source for fruit and vegetables. 
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 Frequency of visiting per month 
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Nielsen Thailand qualitative study

For modern trade retailers and their fresh produce suppliers, fresh food is THE 

opportunity area into increase traffic in store. The importance of gaining a greater 

share of shoppers’ fresh food expenditure can be seen by the frequency that Asian 

shoppers visit traditional wet markets. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Understanding What Motivates Shoppers’ Choice 
 

Driving increased traffic into store via the modern channels requires an in-depth 

understanding of what motivates shoppers. Thailand consumer research clearly 

shows a difference in shopper behaviour, depending on their outlet of choice. 
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They also have different perceptions on quality. Wet market shoppers 

believe freshness is about speed of turnover, while modern shoppers trust the 

hygiene of the modern trade more. 

 

 
 

 

 

The Importance of Fresh Food To The Asian Consumer 
 

There is no doubt fresh food is important to Asian consumers.  Nielsen’s 

ShopperTrends survey from 2006 reveals many Asian shoppers spend more than 45% 

of their monthly grocery spend on fresh foods.  
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Creating Opportunity By Understanding Both Customer and 

Consumer Needs 

 
Fresh produce marketing success in any market, whether Asia, Europe or America, 

requires those supplying the markets to understand not only the customer…but also 

the consumer. Get this understanding’ right…and the opportunities for growing 

sales in the rapidly changing and developing Asian market are significant. 

 

 

 

 

 

 

 

 

About The Nielsen Company… 

The Nielsen Company is the global leader in delivering market research information 

and analysis. Nielsen gives clients a more complete view of their markets and a 

better understanding of their consumers through our combined insights, 

experiences, knowledge, market intelligence and advanced technologies. 

For more information on how Nielsen insights can help your business, contact: 

 

Australasia:      Asia 

Lisa Cork      Ian Mcalister 

Fresh Specialist     Executive Director 

64-9-815-5944      66 2673-4672 

64-274-772-842     66 89 813 0197 

Lisa.Cork@nielsen.com    Ian.Mcalister@nielsen.com 
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