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EXECUTIVE SUMMARY

Why read this report?
Key findings

INTRODUCTION

Top 100 FMCG brands in e-commerce offer strategic intelligence to drive digital influence

MAPPING THE “VALUE POOLS” IN FMCG E-COMMERCE: KEY INSIGHTS FROM THE TOP 100

High replenishment categories are fast lanes, translating brand equity into leadership
Categories punching above their weight signal where winners take more
Does online penetration really matter for brand success?
Dominance of private label brands signal structural shifts
Regional brands breaking into the Top 100 e-commerce ranks

SPOTLIGHT ON TOP 10

No 10: Wu Liang Ye ( ??? )
No 9: Pro Plan
No 8: Factor
No 7: Pampers
No 6: L’Oréal Paris
No 5: Royal Canin
No 4: Tesco
No 3: Nespresso
No 2: HelloFresh
No 1: Great Value

WHAT SEPARATES LEADERS FROM LAGGARDS

Lessons from billion-dollar digital brands
Channel mastery, customer journey mapping and brand differentiation are key

CONCLUSION

Recommendations and opportunities for growth
Evolution of brand leadership in e-commerce
Questions we are asking

APPENDIX

The Top 100 FMCG brands in e-commerce
The Top 100 FMCG brands in e-commerce
The Top 100 FMCG brands in e-commerce
The Top 100 FMCG brands in e-commerce
The Top 100 FMCG brands in e-commerce
The Top 100 FMCG brands in e-commerce
The Top 100 FMCG brands in e-commerce
Methodology and scope

About Euromonitor International

Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research
spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover
a comprehensive range of insights and market data, but can be broadly categorised as:
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Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
key markets, competitive environment and future outlook across a range of industries.
Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
of operations, their competitors, their geographic presence and performance.
Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with
country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/top-100-fmcg-brands-in-e-commerce/report.


